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Abstract
This dissertation was written as part of the MSc in Strategic Product Design at the
International Hellenic University.
The purpose of this paper is to explore the importance of innovative packaging for
marketing purposes in cosmetics industry. The intention is also to understand the
purpose of packaging as a marketing tool. The expected result of the study is to
contribute the connection between packaging and marketing theories.
The case study was chosen to evaluate and investigate the ways that packaging can be
combined with marketing and presents all the latest trends and the ways for a
successful packaging.
The findings of this study demonstrate that packaging has been evolved to a very
important tool in marketing strategy of different products for end-consumers and
customers. This has become more important as the products that are launched in the
markets are more nowadays. The essay shows the significance of combining the
packaging to marketing theories. An important element for that is the use of packaging
design to make the difference. The results demonstrate also that packaging has
become an essential ingredient for an efficient and secure distribution in a cosmetic
supply chain. Furthermore, packaging design helps to add value creation for different
factors in the cosmetic industry. The case study demonstrates that packaging can be
used together with the product concept, creating a competitive advantage in the
market. That gives to managers and marketers the possibility to make the difference to
their products from competitors by using packaging design in a creative way.
The essay shows the influence of packaging on marketing. This study fulfils
additionally, an identified need for more research on packaging and marketing
theories.
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Introduction
1.1 Background
Nowadays, in this competitive environment, the role of the package has changed due
to increasing self-service and changing consumers’ lifestyles. Marketing competition is
quite stiff, as a result of the amount of competitors between different products that
increases continuously.
Every company tries to invent something new and get a competitive advantage to
stand out against competitors when it has to provide the final product to the
consumer. The marketing tool that has been popular and important among others is
packaging, and the reason is because packaging design gives to the companies the
opportunity to have more priorities than other competitors and be different in many
ways. Thus, package becomes an ultimate selling proposition stimulating impulsive
buying behavior, increasing market share and reducing promotional costs.
According to Rundh (2005) package attracts consumer’s attention to particular brand,
enhances its image and influences consumer’s perceptions about product. Packaging
design has been a significant factor in the marketing of diverse consumer products and
has the main role in communicating all the benefits of the product to the consumer.
Packaging can be a very important factor in the success or the failure of the product.
Its success is depending on how the package is designed by its creators. While some
see it as a mere safeguard that has the only purpose of the safety of the product,
others argue that the life and identity of the product lie within the package design. It
has the power to influence your choices, and with its carefully thought-out aesthetics
can affect your emotions. It can bring your memories to life with its colours and can
shape the culture with its form.
"[...] packaging is a very important element of the marketing mix. The pristine
packaging, color-coded and designed by professionals to be the silent salesman
of the brand undoubtedly has a considerable impact on the purchase decision."
(Roper and Parker, 2010, p. 476)
Consumer behavior and buying choices are essential issues that should be taken into
consideration when someone designs a new package. Despite the factors as new
technologies or material development, consumer’s decisions and choices are the
elements that drive the marketing process. Thereby, the key issue for packaging
design is to understand the consumer (Stewart, 2004).
The packaging is also a key factor for cosmetics too, among the variety of brands and
different types of cosmetics that exist on market. Each consumer buys cosmetics for
different reasons. Others buy cosmetics influenced by the brand, others influenced by
the price, others because of a friend’s recommendation and others because of
packaging design. Even if the consumer does not proceed to purchase, a remarkable
packaging could also make an unforgettable impression, imprinted on his memory.
Therefore, packaging of cosmetics must attract consumers’ attention, should have
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innovation, style and is needed to be combined with the marketing theories and
respond to the limitations of the sales environment.
The influence on the consumer’s emotions with the combination of the creation of the
personality of a product, is what we want to explore in this study. Thereby, this study
investigates and analyses consumers’ purchasing behaviour and identifies all the key
factors in package design that could be used as marketing and branding tools, in
today’s industries.

1.2 Objectives


Finding out the role and the impact of Packaging on Consumer Behaviour



Identifying Packaging Design as a Marketing and Branding Tool



Theoretical analysis of Packaging elements in today’s industries



To check the effect of Packaging Design in cosmetics market, affecting
consumers’ buying bahaviour

1.3 Research Question
How can we combine marketing theories with packaging design?
How can packaging be used as brand-building tool?
What is the role of packaging in the terms of recycling and desire to purchase?

1.4 Delimitations
Due to the fact that there are a big variety of different products, there are a lot of
elements that we have to take into consideration when we are talking about packaging
design.
Customer research plays an important role for brands, giving the insurance that
products' packaging is friendly to consumers and they affect their satisfaction in a
positive way (Simms & Trott, 2010). For that reason, this study focuses on visual
elements that can be used by designers and marketers in order to influence their
target groups. Therefore, we are not only focusing on consumers' opinion but also on
finding the common principles used by professionals in packaging design, for
influencing consumers on their buying choice.
Nowadays, environmental issues influence the making of packages, but we are not
focusing on that issue in this essay, taking into consideration the choice of resources,
pollution, energy consumption, and waste.
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1.5 Structure
The aim of the first chapter is to give to the reader an interest in the subject and also a
general picture of the problem area. Chapter two presents all the theory collected for
the study, which first goes through consumer behavior theories in combination with
the packaging. Chapter three first goes through packaging design and its visual
elements, and then moves on to the marketing mix and branding.
Chapter four is referring to the packaging design in today’s industries and all the
important things about material used for packages, the purposes and the types of
them, while chapter five is a case study for cosmetics design and includes all the latest
trends and guidelines in order to create innovative packaging designs for cosmetics, as
well as a particular cosmetic packaging proposal for a specific cosmetic case.
In chapter six has been summarized the study findings and conclusions, and has been
also given a reference to some limitations.
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Role of Packaging on Consumer Behavior
The package performs an important role in marketing communications, works as a tool
of differentiation and could be also treated as one of the most important factors
influencing consumers’ purchasing bahaviour (Rita Kuvykaite, 2009). According to
Kotler (2003), there are some specific elements that should be taken into account by
designers and producers when they create a package: size, form, material, color, text
and brand.
The impact of the package and its elements on consumers’ purchase decisions can be
revealed by analyzing the importance of its separate elements for consumers’ choice.

2.1 Factors Affecting Consumer Behaviour
Consumer behaviour is an attempt to understand and predict human actions in the
buying role. It has assumed growing importance under market oriented or customer
oriented marketing planning & management.
Consumer behaviour is defined as “all psychological, social and physical behaviour of
potential customers as they become aware of, evaluate, purchase, consume and tell
others about product and services”.
In consumer behavior we consider not only why, how, & what people buy but other
factors such as where, how often and under what conditions the purchase is made. An
understanding of the buyer behavior is essential in marketing planning & programmes.
In the final analysis buyer behavior is one of the most important keys to successful
marketing.

Figure 1: Factors influencing behaviour
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When consumers purchase something, they are influenced by cultural, social, personal
and psychological characteristics (Philip Kotler et al. 2005 p. 256). In other words, while
they are purchasing something they consider their own culture, their social status,
lifestyle, as well as other factors. Therefore, if marketers want to be successful, they
should understand these characteristics and satisfy different needs of the consumers.


Cultural Factors
Cultural factors which include culture, subculture and social class are very
important issues affecting on consumer behavior (Philip Kotler et al. 2005 p.
256).
 Culture
Culture can be defined as all the basic traditions, taboos, values, attitudes,
perceptions, wants and behaviors from the family and society since
childhood to grow up (Philip Kotler et al. 2005 p. 256).
Marketers also need to be acquainted with cultural shifts, and imagine new
products to satisfy consumers. Cultural shift also represents the complexity
of consumer behavior and international variety (Philip Kotler et al. 2005 p.
257).
 Subculture
Each culture contains smaller subcultures, or groups of people with shared
value systems based on common life experiences and situations;
subcultures include nationalities, religions, racial group and geographic
regions (Philip Kotler & Gary Armstrong 2008 p. 131). For example, there
are different preferences and taboos of patterns and colors in different
nations and religions. So subcultures cannot be ignored. Many marketers
often design products based on subcultures factor to tailor different needs
of consumers.
 Social class
The people of social classes share similar values, interests and behaviors
(Philip Kotler et al. 2005 p. 258). The social class is determined by the
combination of occupation, income, education, wealth, and other various
aspects (Philip Kotler & Gary Armstrong, 2008 p. 134). The expensive and
top brands are status symbols.



Social Factors
Social factors which include groups, family, roles and status can affect
consumer responses. Therefore, marketers also need to design their strategies
based on social factors (Philip Kotler et al. 2005 p. 259).
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 Reference groups
Reference groups, also called leader or model groups, can be defined as
certain amount of people that have direct or indirect influences on
attitudes and behavior among each other (Philip Kotler et al. 2005 p. 260).
Membership groups technically can be defined as certain amount of people
that have direct influences to each other and belong to actual groups. The
regular but informal interactions are called primary groups, such as family,
friends, neighbours and fellow workers. Moreover, the secondary groups
show more formality but have less regular interaction, such as religious
groups, professional associations and trade unions (Philip Kotler et al. 2005
pp. 259-260).
 Family
Sometimes, family that can also be called a primary reference group, along
with family and marital status might also play an important role in
consumer behavior (David Jobber & Geoff Lancaster 2000 p. 46). There are
two types of families, one is family of orientation, and the other is family of
procreation.
The first type, family of orientation means parents give their children an
orientation that including religion, politics and economics, and a sense of
personal ambition, self-worth and love.
However, the second type, family of procreation means the purchasing
behavior has a more direct influence by spouse and children. Furthermore,
the majority of wives purchase for their families; such as food, household
products and clothing. But if it involves expensive products, husbands and
wives usually make joint decisions (Philip Kotler et al. 2005 pp. 261-262).
 Roles & statuses
A person has different positions in the family, group, company and
organizations. Different roles and society status of a person will influence
his or her purchasing behavior, people usually buy suitable goods for their
roles and status (Philip Kotler & Gary Armstrong 2008 p. 139).


Personal Factors
Personal factors which consist of buyer’s age and life-cycle stage, occupation,
economic situation, lifestyle, and personality and self-concept also influence
consumer behavior (Philip Kotler et al. 2005 p. 262).
 Age & life-cycle stage
People purchase different goods and services largely depending on their
ages and lifecycle stages. Furthermore even if life-cycle stages are same,
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shifting lifestyles will also lead to decline of purchasing some products and
growth in others (Philip Kotler et al. 2005 pp. 263-264).
In addition, psychological life-cycle stages also affect purchasing behavior.
People experience passages and transformations in their lives, some
transformations could stimulate people’s purchasing interests (Philip Kotler
et al. 2005 p. 264).
 Occupation
Different occupational groups have different demands. Marketers should
research their different interests, and specialize in providing products to
satisfy different needs according to their occupation (Philip Kotler et al.
2005 p. 265).
 Economic circumstances
Various economic situations of different people can influence their
purchasing behavior. If a person has a high income, he or she is able to
purchase relatively more expensive goods and luxury; however in contrary,
if a person has a relatively low income, he or she will purchase reasonably
economical goods. And if economic indicators show there is an economic
recession, marketers should consider re-pricing the products (Philip Kotler
et al. 2005 p. 265).
 Lifestyle
Lifestyle is a person’s living mode, including activities, interests and
opinions (Philip Kotler et al. 2005 p. 265).
Once, RISC research agency of Paris investigated to know how social
changes affect market trends. They found that there are six types of people:
the traditionalist, the homebody, the rationalist, the pleasurist, the striver,
and the trend-setter (Philip Kotler et al. 2005 pp. 266-267).
 Personality & self-concept
Each person has his or her unique personality, and the unique characteristic
affects his or her purchasing behavior. The personality includes selfconfidence, dominance, sociability, autonomy, defensiveness, adaptability
and aggressiveness. Based on personality, marketers could analyze
consumer behavior for certain product or brand selection. The basic selfconcept is possessions of people that reflect their identities. Marketers
should be aware of the relationship between consumer self-concept and
possessions (Philip Kotler et al. 2005 p. 268).
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Psychological Factors
Consumer behavior is also affected by four important psychological factors:
motivation, perception, learning, as well as beliefs and attitudes (Philip Kotler
et al. 2005 p. 268).
 Motivation
There are some different human needs, such as physical needs, like hunger,
thirst or discomfort; and psychological needs, like recognition, esteem or
belonging. Motivation is a need that people seek satisfaction (Philip Kotler
et al. 2005 p. 268-269).
 Perception
We learn information by five senses: sight, hearing, smell, touch and taste
(Philip Kotler et al. 2005 p. 273). And perception is the complex process of
selecting, organizing and interpreting the sensory information (David Jobber
2001 p. 74).
In addition, there are three perceptual processes: selective attention,
selective distortion and selective retention. Selective attention means
people screen out the information that they are most interested in. In other
words, marketers should work hard to catch the attention of people (Philip
Kotler et al. 2005 p. 273-274). Furthermore the attention can be influenced
by size, color and movement of a stimulus (David Jobber 2001 p. 74).
Selective distortion occurs when people distort the message that their
existing beliefs and attitudes. Moreover, color also affects interpretation.
For example, blue and green are felt cool and security; red and yellow are
felt warm and cheerful; black is regarded as a symbol of strength. Thus,
consumer behavior can be influenced by using suitable color in packaging
design (David Jobber 2001 pp. 74-75). Selective retention means people
retain memories that support their attitudes and beliefs (Philip Kotler et al.
2005 p. 274).
 Learning
Learning can be defined as changes in people’s behaviors due to their longterm memories and experiences. The interplay of drives, stimuli, cues,
responses and reinforcement could make learning occur. In addition, if a
new company enters the market, it can appeal to a same drives and provide
a same cues with its competitors, because consumers like changing their
mind among similar brands; this is generalization. However, if a new
company enters the market, it designs its brand to appeal to different
drives and provide strong cues to transform brands; this is discrimination.
(Philip Kotler et al. 2005 p. 274).
 Beliefs & attitudes
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A belief means a person holds or believes about something (David Jobber
2001 p. 78). Marketers pay attention to the beliefs, because the beliefs
make up product and band images that influence consumers’ behavior. An
attitude means a person is always favorable or unfavorable evaluations,
feelings and tendencies for an object or idea. Attitudes are difficult to
change, so marketers should try to make the products fit for existing
attitudes instead of changing attitudes (Philip Kotler et al. 2005 p. 274-275).

2.2 Perception
Nature endows people with feelings and senses by which a person can experience the
environment. Perception assists a person in understanding his or her surroundings and
phenomena as a more detailed concept. In other words, perception is the process by
which physical sensations such as sights, sounds, and smells are selected, organized,
and interpreted (Solomon et al. 2010, p. 118).
People during their entire life get tons of information which subsequently is filtered
and selected. The information can be in form of natural or background noise,
advertising or news, or even a sound. Here, people get information automatically and
react on it according to their needs, wishes or experience.
People notice only a small amount of stimuli and pay attention to an even smaller
amount. The meaning of these stimuli is interpreted by the individual according to his
needs and experiences. Figure 2 represents the process of perception where the
stages of sensation, attention and interpretation are illustrated.

Figure 2: An overview of the perceptional process
(M. Solomon, G. Bamossy, S. Askegaard, M. K. Hoog, 2010, p. 119)
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2.3 Perception and Packaging
Cosmetics use many packaging attributes, combining colors, designs, pictures and
images, shapes, symbols and signs, messages and information. All these elements can
attract and sustain attention. How consumers perceive the subjective entity of
products, as presented through packaging and design attributes, influences the choice
of purchasing and is the key to success for many packaged food product’s marketing
strategies (Silayoi et al. 2007, pp. 1495 - 1496).
Rettie and Brewer (2000) define through psychology research that the brain laterality
results in an asymmetry in the perception of elements in package designs (Silayoi et al.
2007, p. 1499). The position of package attributes as well as front style, size, and color
can be memorable elements. Consumers better remember the product when the
verbal stimuli are shown on the right-hand side of the package and non-verbal stimuli
are on the left-hand side (Silayoi et al. 2007, p. 1499).
Graphic design is also an element that can be perceived differently. People from
different age groups view and evaluate the product and package design based on their
preferences. Thus, modern graphic design appeals to younger consumers, whereas the
more traditional design targets middle-aged and older people.
The design can be perceived and interpreted by consumers in different ways; that is
why it is important to make package and design tests before launching the product
into the market. The better the product is perceived, the more purchasing decisions
can be made and higher sales results can be achieved. Important to remember that the
odor-free package which does not add any taste to the product is preferred and
evaluated by consumers positively.

2.4 Involvement
Zaichkowsky (1985) defines that involvement refers to a person’s perceived relevance
of the object based on their inherent needs, values and interests (Solomon et al. 1999,
p. 99). Involvement is a part of motivation evoked by interests, needs, and goals.
Hence, the consumer has a motivation to process product-related information and,
therefore, become involved in the product consumer connection.
Four types of involvement are distinguished: cognitive, product, message response,
and ego involvement. Product involvement includes the consumer who has a level of
interest to make a purchase. Message response involvement means that the consumer
is interested in receiving marketing information and processing marketing
communication. Purchase situation involvement refers to the situation when the buyer
purchases the same object for different contexts. Ego involvement includes the
importance of a product to a consumer’s self-concept (Solomon et al. 2010, pp. 194 –
195).
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2.5 Involvement and Packaging
Involvement is the interaction between consumer and product. During this process the
consumer receives the necessary information about the product and makes a purchase
decision. In other words, the consumer experiences the product either in a direct or
indirect way and makes a product choice. Here, the importance of the package is vital
due to the fact that it communicates straight to the consumer and can influence on the
decision making process.
Hoch and Deighton (1989) suggest that consumers have a four stage experience
process. First, the consumer forms a hypothesis about the product. Second, the
consumer has an experience with the package and product. Third, the consumer
collects the information about the package or perceives how he or she feels about the
package or product. Fourth, the consumer integrates the information and updates his
or her behaviour (Holmes et al. 2012, p. 109).
Consumers learn from the experience and by interacting with the products and
packages. On the basis of different degrees of interaction, the experience can be
classified as direct product experience and indirect product experience. Chiou & Wan
& Lee (2008) tell that the direct experience is a phenomenon during which the
information is acquired by a consumer who directly interacts with a product whereas
indirect experience means that consumer’s experience with the product was received
by media and advertising (Keng & Ting & Chen, p. 409).

Figure 3: The direct experience spectrum
(Sylvia C. Mooy and Henry S.J. Robben, 2002, Managing consumers’ product
evaluations through direct product experience, p. 433)
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Figure 3 illustrates the direct experience spectrum where the marketing
communication instruments are included. As shown in the figure, product description
or a verbal print advertisement represents the most indirect experience. This happens
because the information is presented to the consumer through a third party, namely
the supplier or the advertiser, and it includes only verbal information. The marketing
instrument word-of-mouth communication is higher up because the consumer
interacts with his or her source, but cannot interact with the product. On the third
position of the spectrum is the product photo which reflects the ideas of the
advertisers but still presents only indirect visual experience. The product in store
window gives more information due to the fact that it can be viewed closely. The
second to last one is the product demonstration. Here, the information about the
actual product and the instruction for handling it is given. However, consumers do not
have physical access to the product and still the experience is not direct. The most
direct form of experience occurs when the consumer have hands-on experience with
the product and package. Here, the consumers are able to learn about and investigate
the product (Mooy & Robben 2002, pp. 433 - 434).
The direct experience with a package can create knowledge about the product which
consumers can access. In other words, this experience assists consumers to process
product-related information. Here, the product-related information is a key, and the
companies need to emphasize consumers’ reaction to the package design and product
in terms of package design and product attitude and attitude confidence (Mooy et al.
2002, p. 435).
The direct connection with the package and the product can increase consumers’
motivation to process product-related information. The tactile sensation (direct
experience) of the package material can give an impression of its quality. Steenkamp
(1990) deems that when the consumer moves towards a more direct experience
through handling the package, he or she can make a conclusion about the perceived
package quality and the actual product (Holmes 2012, p.110).
Sensory experience of a product and a package is a key factor determining consumer
response and companies need to use this in their product designs and marketing
strategies (Mooy et al. 2002, p. 446).

2.6 Attractiveness
Product and package communicate via different attributes. The goal of these elements
is to catch attention and attract the consumer. Appropriate communication variables
are used for different types and groups of consumers in order to meet their needs and
desires.
Source of attractiveness is the dimensions of a communicator which increase his or her
persuasiveness where expertise and attractiveness are included. Source of
attractiveness also refers to the source’s perceived social value (Solomon et al. 2010, p.
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297). Here, the role of celebrities, current trends, and healthy lifestyle create the
attractiveness of the product which is presented through the package and design.
Image is one of the elements that can attract and interest the consumer. The general
image and good design is central to the perception of the goods. There are different
kinds of pictures and images; the decision of the particular type of print depends on
the nature of the product and the target group which will investigate and use the
actual product. Thus, a provocative picture can be too effective; it can attract so much
attention that the consumer is not able to notice or recognize other aspects of the
product. The humorous images affect products. This type of communication tool
increases the message interpretations and acceptance. Solomon et al. (2010) suggest
that fear and humor are often used in communicative strategies in the form of
storytelling. This occurs due to the fact that the product benefits which are presented
on the package or in advertisement are intangible and must be given a tangible
meaning by expressing them in a form that is concrete and visible (Solomon et al.
2010, p. 303).
The meaning of the picture is strongly related to the product. The message conveyed
on the package should correspond to the information the company wants to deliver to
potential consumers. It happens that the picture or design is unclear or interpreted in
a wrong way by the consumer which leads to a decrease of the product purchasing
power and the company’s image respectively. Here, the design aspects, as well as
cultural differences should be considered and applied in a proper way.
Attention is the degree to which consumers focus on stimuli within their range of
exposure (Solomon et al. 2010, p. 130). Nowadays, consumers are exposed to many
advertising stimuli, marketers become more creative in making an attractive and
unique design to increase interest in the products. The upside down printing parts,
putting ads in unconventional place, vivid colors, and unusual picture, all these
solutions of creating packages and products catch consumers’ attention.
After a package or product has acquired the attention of a potential customer, the
following steps are interest or motivation, involvement, decision making and
purchasing desire and ability.

2.7 Attractiveness and Packaging
Packaging plays a major role when products are purchased. It is the first thing that the
consumer sees before making the final decision to buy. The importance of package
design increases with the arrival and popularization of self-service systems. Here,
Cervera Fantoni (2003) says that packaging is on the foreground in attracting attention
and causing the purchase (Ampuero & Vila 2006, p. 101). Selfservice has transferred
the role of informing from the sales assistant to advertising and packaging. Vidales
Giovannetti (1995) deems that this has become the reason, why packaging is called the
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“silent salesman” which provides necessary information about the product, its quality
and benefits (Ampuero et al. 2006, p. 101).
The rhythm of life accelerates and the amount of time spent on making choices
decreases. People live in a rush, in big cities and are under higher levels of perceived
time pressure. Thus, they purchase fewer products than they intend to. Hausman
(2000) says that products purchased often appear to be chosen without prior planning
and represent an impulsive buying decision (Silayoi et al. 2007, p. 1498). Here, the
package design that attracts consumers at the point of sales assists them in making
decisions quickly in the store (Silayoi et al. 2007, p. 1498). The eye-catching package
has more opportunities to be noticed and chosen against the competitors and be
purchased.
Underwood et al. (2001) deem that pictures are more effective than the text when the
package wants to stand out and differentiate itself from the competitors’ products.
Consumers process visual information quickly compared to words (Gofman et al. 2010,
p. 157).
The package with a strong ethical identity with respect to the environment and human
relations, with a unique appearance and a sufficiently different image assists the
consumers’ decision-making and drives purchasing.
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Packaging Design as a Marketing / Branding Tool
Marketing competition in this day and age as quite stiff, and as a result, businesses and
other organizations are frantically trying to find new ways to get customers to
purchase their products, therefore by utilizing excellent packaging, companies can
bring more customers’ in. At the point of purchasing a product packaging is what
serves as a direct link between the product within and the customer looking to make a
purchase.
It is important that marketers really get to know their market well so that they can
make sure that they are having a positive level of penetration. If the packaging is not
doing anything, when it comes to drawing attention to the product, then probably
nobody is going to buy the product. Whether brand packaging is designed for business
to business or consumer retail sales, packaging is everything when it comes to truly
reflecting the brand. Having a good packaging design will continue to work for
company and product for many years to come, which will allow you to build large
amount of loyalty all along the way.
It is important for this reason that you make a point to know your customers well and
that you choose your packaging options accordingly. In order to be able to penetrate
the market with your packaging, that is you can generate real brand power, generating
the appreciation of your customers and building business as a result.
Marketing and advertising will both play important roles in influencing the buying
intention of the customer, but neither of these roles are nearly as close to your
product as packaging is, because the decision to make a purchase during a shopping
experience is made specifically at the store level and not at the marketing or
advertising level. Packaging has a better reach than advertising does and can set a
brand apart from its competitors. It promote and reinforces the purchase decision not
only at the point of purchase, but also every time the product is used. Packaging in
different serving sizes, can extend a product into new target markets or help to
overcome cost barriers.
An important part of the product decision making process is the design of the
packaging. An effective packaging strategy can contribute to the firm’s competitive
advantage. A good packaging strategy will endeavor to produce packaging that is
unique, functional, safe, and easy to remove, promotes product benefits and promotes
the brand. Packaging design, which upgrades the brand image value of its products in
an artistic form and is for the purpose of commodity sales, is a combination process of
art and natural science. Excellent product packaging is a link that delivers the products’
information and consumers’ purchasing desire, and it should include the arts,
materials, psychological, market and many other factors. Therefore it is critical for the
package designer to conduct a deep research into the consumers’ emotional appeal
before carrying out product design, due to which marketer use various psychological
tricks to influence the overall behavior of the consumers.
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Products can be packaged in variety of styles. When it comes to packaging, size
matters. And also changes in the shape of packaging or serving sizes can have a big
impact on consumption patterns.
According to a study, published in the journal of marketing research, volume changes
appear smaller when all three dimensions (height, width and length) changes. For
marketers, this means that if a company increases the size of its packaging in one
dimension, consumers perceive it to be much larger and so assume they are getting a
big deal and are more likely to buy it. If a company increases the product size by the
same volume, but the package is expanded in three dimensions – not just one –
consumers don’t perceive as big the change is. If the consumers are willing to buy a
larger size, then packaging designers should just increase the height because people
will notice. If they want to reduce the quantity of the package, for lower raw material
costs for example, then the marketers should reduce all the three dimensions, so as
people won’t notice.

3.1 Packaging and Product Design
Product style and design also attract consumers. Some companies manufacture their
products in concentration on outstanding style and design. However, some companies
lack a “design touch”, their product designs are not good enough or common looking.
As everyone knows, good design can catch the attention of consumers and create
strong competitiveness in the target market. Thus, product design is very important to
marketers (Philip Kotler et al. 2005 p. 546-549).
In addition, packaging could also affect consumer behavior. Packaging involves
designing and producing container or wrapper for goods. And the package includes the
primary container, like the tube of toothpaste and the bottle of perfume; the
secondary package is thrown away when the product is used, like wrapping paper; and
the shipping package which uses for transportation to store (Philip Kotler et al. 2005 p.
550).
Nowadays, many companies recognize packaging is also an important marketing tool
(Philip Kotler et al. 2005 p. 550). Sometimes a small packaging could make a big
difference (Philip Kotler & Gary Armstrong 2008 p. 226). Good packaging can catch the
attention of consumers in this competitive market. Hence, manufactures should use
well-designed packaging to highlight their goods. If a new product will enter market,
the company must make many decisions. Firstly, the company should define the main
functions of packaging that protect its products, state its qualities, the brand or
company. Then, the company should design the packaging that covers specific
elements, such as size, shape, materials, color, pattern, text and brand mark (Philip
Kotler et al. 2005 p. 550).
Sensory system includes vision, smell, sound, touch, and taste. Vision embodied in
advertising, store design, and packaging. Color is a symbol and sometime stands for
cultures. For some countries, the packaging must be careful on color selections.
Different colors can evoke good and bad feelings in the packaging design. For instance,
red, white and blue means patriotism for Americans and French people, while red
makes people feel arousal; blue makes people feel relaxing. In addition, the color
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selections are also influenced by trends; sometimes consumers follow the fashion
trends in selecting colors (Michael R. Solomon 1996 p. 58-66).
In marketing literature, packaging is a part of the product and the brand. A product's
package represents its characteristics and communicates the product information. For
consumers, the product and the package are one and the same when they see it on
the supermarket shelves. During the purchasing decision, the package assists the
consumer by creating the overall product perception which helps the evaluation and
the making of the right choice. Furthermore, the package is the product until the
actual product is consumed and the package is recycled.
The package design adds value to the package and to the product respectively. Design
elements such as colors, font, text, and graphics have an important role in package
appearance. Pictures on the package in form of attractive situations (mountains,
beaches, luxury houses and cars) can assist in triggering lifestyle aspirations (Rundh
2009, p. 999). At the point of purchase, the primary role of the package and packaging
design is to catch the consumers’ attention and to stand out among the competition in
the store or at the supermarket.
Successful package design and packaging itself is the result of the involvement and the
work put forth by marketers, designers, and customers. Hence, packaging is a major
instrument in modern marketing activities for consumer goods. Prone (1993) deems
that the package can attract the customers’ attention, communicate company’s name
and image, differentiate the brand from competitors, and enhance the product’s
functionality (Garber & Burke & Jones 2000, p. 5). Therefore, the package itself acts as
a decisive communication tool and provides consumers with product-related
information during the buying decision process.
There is a term that has its origins in packaging and packaging design - product
positioning. Positioning recognizes the importance of the product and the image of the
company and it is required to differentiate the product in the minds of consumers. In
other words, positioning assists the package and product awareness, keeping it
present in the consumers mind against competitors in terms of attributes that the
brand or company name does not offer. Maggard (1976) deems that product
positioning induces marketing mix where the elements such as pricing policy, place,
products and promotion are included. These elements help to reach the consumers
and define the appropriate product positioning in their minds (Ampuero & Vila 2006,
p. 101).
Positioning may include different elements which depend on the positioning
strategies. This can be global, foreign, and local consumer culture positioning where
the attributes such as design, package and performance can have different functions
and purposes. However, the main goal of positioning is to provide a successful
presentation and explanation on why the consumers should buy a particular product.
Therefore, the package and packaging design aims at consumers’ attention, whereas
the positioning helps the company to place the products properly in the market.
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3.2 Packaging Functions
Packaging has many functions in different departments. It has its most essential roles
in logistics and marketing due to the fact that these two units are strongly connected
to the end-users of the product. The task of the package is to sell the product by
attracting attention and to allow the product to be contained, utilized, and protected
(Silayoi & Speece 2004, p. 610).
 Logistical Function
The functionality is a correspondence of packaging to its practical purpose. The roles
the package fulfills are related to psychological function, where the package interacts
with the consumer and to physical property of a package on a stage of production and
product preservation.
Bill Stewart (2004, pp. 3 - 5) defines three prime functions of the package:
1. To contain
The aim of the package here is to achieve integrity. It means that the product stays
in the same condition and does not change its basic form and use, due to the
influence of external factors.
The task of containment is ongoing throughout the product life cycle, from
production to the end user and customer. The package function ‘to contain’ is
convenient and beneficial to the consumer as it increases consumer confidence in
the contents of the package and the product.
2. To protect
Protecting the product is a key function of packaging. The protection task is
performed not only for physical factors such as transit, but also for environmental
influences – moisture, gases, light, temperature, and other.
Here, the package choice depends on the nature of the goods, distribution and
types of hazards it will encounter. Some of the benefits this function can provide
for a product are extended shelf life and freshness.
3. To identify
The role of identification is to provide the consumer with information about the
product. Product identification has a description of the contents and consists of
product use and legally required information. To some extent, this function can
have a promotion role that stimulates the desire to purchase a product and can
also assist product branding.
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 Marketing Tool
Product design is an important marketing variable. It is also a vital instrument in
modern marketing activities for consumer goods (Rundh 2009, p. 988). To be
successful in today’s increasingly competitive marketplace, the product design, namely
appearance, should include the preferences of consumers (Creusen & Veryzer &
Schoormans 2010, pp. 1437 - 1438). Packaging provides an attractive method to
convey messages and information about the product attributes to customers (Silayoi &
Speece 2007, p. 1495).
Bloch (1995) says that the importance of product design is crucial to the success of a
product. It ensures consumer attention for the product, communicates information,
and it provides sensory stimulation (Holmes et al. 2012, p. 109.) According to
Berkowitz (1987), an exclusive and unique package design is a way for a new product
to be noticeable among familiar packages offered by competitors (Holmes et al. 2012,
p. 109).
The design of a package contributes to the communication of value and has a strong
influence on sales of a particular product. The package and package benefits are
essential instruments in marketing strategies.

3.3 Packaging as a decision making instrument
Packaging plays a critical role in the purchasing decision. Silayoi and Speece (2007)
deem that in cases when the consumer is undecided, the package becomes a vital
factor in the buying choice because it communicates to the consumer during the
decision making time. The way how the consumer perceives the subjective entity of a
product through communication elements conveyed by the package, also influences
the choice and is the key factor for successful marketing strategies (Silayoi et al. 2007;
Gofman & Moskowitz & Mets 2010, p. 157).
Murphy (1997) indicates the importance of package design and its influences on
consumer decision making process. Murphy distinguishes a two-step decision process
the consumer follows during shopping for convenience-packaged products. First step is
to decide to examine the product carefully after finding it on the supermarket’s shelf.
Here, the package design has the power to initiate consumer examination of the
product. The second step includes direct experience with the product where the
package becomes a “salesman”. Hence, the package and packaging design are involved
in the consumer selection and purchasing intent. (Holmes et al. 2012, p. 110.)
Analytical and emotional decision making
The functionality of a package is one of the most important areas of packaging design.
It has started from simple product identification and has moved to creating branding
and communicating imagery in powerful and interesting ways.
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This communication starts at the point of purchase where the buyers begin to make
their choices based on several criteria such as product category, product variety,
product size, quantity or volumes, influence of advertising, and many others. All these
criteria are dependent on time, browsing or product comparison. However, if none of
these factors take place, the purchasing decision will be partly analytical and partly
emotional (Stewart 2004, pp 5 - 6).

Figure 4: The purchasing decision is part analytical and part emotional
(B. Stewart, Packaging Design Strategies, 2004.)
The analytical part of decision making can be seen when the potential buyers are
making a shopping list on which immediate needs are included. The emotional part
appears when the buyers need to decide which exact product among its product group
they would like to purchase. This choice can be influenced by packaging which can
differentiate as “original and best”, “just as good but cheaper”, or “new and different”
(Stewart 2004, p. 6). Hence, the role of packaging design is to initiate an emotional
dialog with the potential purchasers.

3.4 Packaging as a communication instrument
Packaging design impacts the consumer at the point of sale as well as at the point of
future handling and using the product. It becomes a part of the consumers’ experience
and influences the future purchasing decisions. The way the package can be opened
and closed, the way it fits neatly onto the refrigerator, all these factors and qualities
can provide emotional feedback which reinforces the brand value and assists product
satisfaction (Stewart 2004, p. 6).
The packaged product communicates not only through its appearance elements but
even more through the overall experience with the whole package. The packaging
design includes many features that give the complete picture of the product. Kupiec &
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Revell (2001) suggest that consumers’ intention to purchase is dependent on the
degree to which consumers suppose that the product will satisfy their expectations
about its use (Silayoi et al. 2007, p. 1495). Therefore, the task of package
communication is to deliver the right message in order to meet the buyer’s needs and
emotional desires for purchase.
According to Nancarrow & Wright & Brace (1998), in order to achieve the
communication goals and objectives efficiently and to optimize the potential of
packaging, companies and manufacturers of fast moving consumer goods (FMCG)
need to take into consideration consumer response to the packages they produce, and
to integrate the perceptual processes of the consumer into design (Silayoi et al. 2007,
p. 1496).
Silayoi and Speece (2007) suggest that marketers and designers need to consider
consumers past experiences, needs, and wants; understand how packaging design
elements get customers attention to the product and get them to notice message on
the package; and evaluate packaging design and labeling their effectiveness in the
communications effort (Silayoi et al. 2007, p. 1496).

3.5 Packaging elements
The packaging design features and characteristics can highlight and underline the
uniqueness and originality of the product. A well designed package sells the product by
attracting attention and through positive communication.
Silayoi and Speece (2007, pp. 1498 - 1500) based on the review of the relevant
literature, define that there are four core packaging elements which affect a
consumer’s buying decision. These elements are divided into two categories: visual
and informational elements. The visual elements include graphics and size/shape of
packaging. Informational elements consist of product information and information
about the technologies used on the package.
1. Visual elements
Graphics & Color
When creating a package design, it is important to remember that consumers evaluate
packaging in different ways. Customers’ attitudes towards the package depend also on
the process of interconnection between person and package. Here, the level of this
involvement influences on the product continuum where the product name varies
from high involvement to low involvement product. The difference between them is
that the first one has a more substantial effect on the consumer’s lifestyle, while the
second is less significant and can be habitually purchased. The decision making for high
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involvement products is less influenced by image issues. Grossman & Wisenblit (1999)
say that the decision making for low involvement products includes the evaluation of
packaging design attributes which is less important, while the graphics and color
become more valuable and noticeable (Silayoi et al. 2007, p. 1498). Kupiec et al. (2001)
suggest that the consumer behavior towards the low involvement products can be
influenced by the development of the marketing communications which includes
image building (Silayoi et al. 2007, p.1498).
Graphics
Graphics include image layout, color combination, typography, and product
photography. The combination of all these components communicates an image.
Graphics on the package are telling detailed information about the product. It
becomes a product branding or identity, followed by the information.
According to Herrington & Capella (1995), when the consumers examine packages in
the supermarket, the differential perception and the positioning of the graphics can be
the difference between identifying and missing the product (Silayoi et al. 2007, p.
1498). However, eye-catching graphics make the product stand out on the shelf and
attract the consumers.
Graphics can affect through colors and printed lines on the package on which different
signs and symbols are located. Holograms and combinations of various materials can
encourage consumers to touch the package, thereby inspiring them to try the product
(Rundh 2009, pp. 999 - 1000).
Color
Cheskin (1957) says that the selection of the colors and color combinations is a
necessary process for creating a good design package. Color is a key element of design
due to the fact that it is usually vivid and memorable. The package color can have a
significant effect on consumers’ ability to recognize the product, the meaning
conveyed by the package, its novelty and contrast to other brands and company’s
names. The package color can be modified without changing the costs, product
characteristics and functionality (Garber et al. 2000, p. 3).
Packaging applications have many color-coded messages which are associated with the
particular product category (Stewart 2004, p. 7). Garber & Hyatt & Starr (2000); Koch &
Koch, (2003) say that in case of food package, color can influence product expectations
and perceptions (e.g. taste) (Kauppinen-Räisänen & Luomala 2010, p. 288).
Product packages in similar colors may attract attention by means of brand or product
category. Dissimilar or novel colors may attract and be preferred by those customers
who like novelty. (Kauppinen-Räisänen et al. 2010, p. 291). The right choice of colors is
an important factor in creating the impression needed to influence brand and product
selection (Gofman et al. 2010, p. 167).
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Size & Shape
Packaging size and shape are also significant factors in designing the package. A
consumer interacts with these two elements in order to make volume judgments, e.g.
consumers perceive more elongated packages to be larger (Silayoi et al. 2007, p. 1499).
Packaging sizes depend on the different involvement levels. The low involvement food
products have a low price which is generated through cost savings created by reduced
packaging and promotional expenses. The effect of package size has a strong influence
on the purchasing choice when the quality of the product is hard to determine.
Therefore, the elongated shape and appropriate size causes the consumer to think of
the package as having better product volume and cost efficiency. (Silayoi et al. 2007, p.
1499.)
2. Informational elements
Product Information
Communication of information is one of the core functions of the packaging. This helps
customers to make the right decisions in the purchasing process. Coulson (2000) gives
an example of information significance using a food labeling case: the trend to
consume healthy food has emphasized the importance of labeling, which gives the
consumer the opportunity to consider alternative products and to make an informed
product choice. (Silayoi et al. 2007, p. 1499.)
Packaging information can create contrary results. It can lead to misleading or
inaccurate information through small fronts and dense writing styles which are used
on the package. Hausman (2000) suggests that experience makes consumers select
prospectively the product and it, however, restricts the area of their choice (Silayoi et
al. 2007, p. 1500). Hence, the purchase decision making factor depends on the
interconnection between information and choices. Here, consumer involvement also
takes place. Vakratsas & Amber (1999) tell that low involvement includes inattentively
reading and examining product information, while high involvement consists of careful
evaluation of information and may lead to purchase intentions (Silayoi and Speece
2004, p. 613).
Technology image
McNeal and Ji (2003) deem that the role of packaging in marketing communications is
implemented by developments in technology (Silayoi et al. 2007, p. 1500). Here, the
technology creates the packages according to trends and consumers’ attitudes and
behaviors. The role of technology is to meet consumers’ needs and requirements. As
far as the technology is a communication element, it should be presented visually and,
therefore, it will catch more attention and be convenient for consumers.
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3.6 Packaging elements towards product

The actual package can be considered as a part of the product since it can assist a
product’s benefits and be important for the product usage (Rundh 2009, p. 991). For
different products, the shape of the package is the crucial factor for success in the
marketplace, whereas size and color can be vital for other goods. Graphics and
technology image are the other elements that also contribute to a successful package.
Since the packaging is the last marketing communication tool the company uses before
the purchase decision is made, the importance of package is highlighted in the
communication mix of a company.
The combination of shape creativity and color together with well-designed graphics
forms the package and creates consumer emotional appeal. Here, the logistics and
marketing aspects are considered and performed in cost efficient way. A company’s
stability and profitability are dependent on its product relevance and business
performance.

Figure 5: Packaging design and trigger to purchase
(B. Rundh, 2009, Packaging design: creating a competitive advantage with product
packaging, p. 1000.)

In Figure 5 the process of the package influence on the product consumption is
presented. The first thing that evokes consumer attention is product design. By
examining the visual elements, a consumer investigates the content and information
about the actual product. The package, covered by different design elements, may
evoke the desire to purchase the product. When the purchasing decision is made and
the product is bought, the product strength and demand is established.

3.7 Packaging as a quality measurement
The quality of the package, as well as the quality of the actual product, are the core
elements of purchasing decision making. When the consumer forms an opinion
towards the new package, the packaging design variables are highly important. The
consumer makes a quality evaluation based on the packaging attributes and the
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overall package. Here, the consumer may perceive the usefulness of the package and
judge the favorability of the new product.
Packaging is a quality measurement for the products. According to Grunert & BeckLarson & Bredahl (2000), when the consumers view the new package on the shelf, they
are usually forced to make a quality evaluation of the product through experience with
the package (Holmes et al. 2012, p. 110).
Quality judgments are influenced by product and package characteristics. When the
package communicates high quality, frequently the consumer assumes the product
itself as a high quality item. If the package gives the impression of low quality, the
consumer perceives the actual product as a low quality item. Underwood, Klein and
Burke (2001) suggest that consumers instinctively can imagine how the product looks,
tastes, feels, smells, and sounds while viewing pictures and images on the package
(Silayoi et al. 2004; Silayoi et al. 2007, p. 1497).
Packages should be exciting and safe and have a high quality at the same time. Food
product expectations are created by packaging elements such as labeling and product
information. Here, the color element also plays an important role. Colors on the
package can be perceived and associated with quality attributes, such as flavor and
nutrition. Imram (1999) believes that a positive effect can be gained by combination of
packaging elements: color, clear packages and incident light. In food service, the food
products chosen for display are selected for their color and appearance attributes
(Silayoi et al. 2007, p. 1497).
The quality combined with product price can influence the purchase intention.
Zeithaml (1988) says that the price of lower-priced packaged goods receives less
attention than high-priced goods (Holmes et al. 2012, p. 110). Schoormans and Robben
(1997) suggest that the attitude towards the package and expected product quality has
influence on the consumer’s purpose to buy a low-priced packaged product in the
supermarket (Holmes et al. 2012, p. 110).

3.8 Packaging as a tangible object
The package design contains visual and sensual attributes which communicate to the
consumer. Visual elements relate more to the perception and attractiveness, whereas
sensual refer to the physical sensation. The way how the consumer interacts with the
object, its surface and material can influence the evaluation of product content and
quality. Hence, the designing of the package as a physical object is very important as is
the creation of attractive visual elements.
From a physical point of view, a package is a container that directly contacts the
product, protects, preserves and identifies it. Vidales Giovannetti (1995) identifies
three types of packaging. First, prime package is in direct contact with the product.
Secondary packaging consists of one or more primary packages and has the role of
protection, identification and communication tools. Tertiary packaging consists of two
previous packages and its function. The task of the third type of package is to
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distribute, unify and protect products throughout the commercial chain (Ampuero et
al. 2006, p. 101).
Good package design requires knowledge of materials, their properties, manufacturing
methods and conversion process (Stewart 2004, p. 90). The materials that can be used
for producing packages are wood, paper and board, plastics, glass, metals, and textiles.
Here, the choice of material depends on the nature of the product, production
process, and equipment. The product shelf life, storage and transit requirements also
have an impact on the material choice.
The vast variety of products and goods implies a large amount of different packaging
methods. Here, as in the case of the materials, the method of packaging is strongly
dependent on the actual product. For instance, wrapping is the method of packaging in
which an object is enveloped in a sheet of material (Ramsland & Selin 1993, p. 27). The
product which can be wrapped does not suit to the products which are in a liquid or
unstable condition. Plastic or glass bottles and jars are used as a package for
beverages. Steel canning package is a method of preserving perishable food. Hence,
the package varies from the product categories as well as from the materials and
technical methods it requires.
At the start of every design project, marketers and designers need to have knowledge
of the material categories, limitations and possibilities for a particular type of a
package, and its conditions and requirements. When the sensual part of the package is
well designed and made in a proper way, it is easier to include visual elements with
appropriate and selected information and a message which will attract the consumer
and evoke an interest in the product.

3.9 Influencing factors
From the historical facts it is known that the package has been utilitarian. It has had
specific attributes and special functions which nowadays are changed or replaced with
more convenient and functional elements. There are many internal and external
factors that have influenced the package and package design throughout their
existence. The result of these developments is presented and can be observed by
consumers in the supermarket. Nevertheless, packaging still continues to improve and
progress.
1. Consumer influences
Consumer behavior is influenced by demographic and lifestyle factors. The
consequences of demographic factors are an ageing population and an increasing
number of people who are moving and living in smaller households (Packaging
Federation 2004b; Rundh 2009, p. 990). The changes in household sizes also influence
the consumer lifestyle. The number of people eating out, as well as the “healthy
eating” and sporting activities phenomena changes the society. Accordingly, due to the
significant changes, marketers and designers must adapt the package and package
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design to the consumer’s preferences and needs, as well as the visual perception and
satisfaction with an actual product.
2. Environmental influences
The environment is an important issue for all business areas. Nowadays, governments,
official institutions and international companies around the world pay attention to
environmental problems and suggest ideas for solving them. Many countries have
introduced legislation and regulations for certain material usage or certain trade
practice implementation. The European Union (EU) has implemented legislation which
requires companies to behave in a manner compatible with environmental
conservation (Rundh 2009, p. 990). The packaging directive describes the minimization
of waste and the amount of recycled packaging material. EU (2006) says that the
directive introduces important restrictions and promotes energy recovery, re-use and
recycling of packaging (Rundh 2009, p. 990).
3. International influences
Internationalization and globalization have a significant effect on the products and
consumer behavior. Due to growth of international trade, many products and services
are now offered worldwide. Cateora & Graham & Ghauri (2000) tell that the
international products and brands are marked in a standardized way, whereas other
goods need to be adapted to local requirements and preferences (Rundh 2009, p. 990).
The role of packaging design in the case of internationalization and globalization is to
make the product seem different and innovative.
4. Logistics and distribution influences
New logistics solutions are developed due to packaging, which is also a key factor for
adaptation for logistics reasons. Packaging and packaging design is a key factor that
drives the development of modern distribution systems of dairy products (Rundh
2009, p. 991).
5. Marketing influences
Consumers bring ideas and also request new products. In order to satisfy customers’
demands and requirements, new solutions and ideas need to be found. New
techniques and ideas for creating new designs and higher quality of printing can give
packages a more luxurious appearance.
6. Consumer influences
New technology and technological progress in coating and laminating facilitates the
enlargement of new materials and combination of materials with better properties.
This factor assists the development of new packaging products. Development of
printing and printing technology is also a driving factor. Sörensen and Widman (2006)
say that suppliers of packaging equipments also develop packaging and its design. The
development of radio frequency identification (RFID) technology creates the
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opportunity for new packaging solutions within distribution systems. (Rundh 2009, p.
991).

3.10 Consumer decision-making
Consumers make the decisions to buy the products or goods according to their needs
and requirements. Since consumers have experience and product knowledge, they
tend to make a purchase choice. The decisions are built around several factors and
attributes which communicate to consumer through package and product.
The consumer goes through several steps in order to make a purchase. First step is
called problem recognition. Here, the consumer sees the difference between the
current state and the desired one. Second step is information search. The consumer
investigates the data and makes a reasonable decision. Third step is evaluation of
alternatives. Here, the consumer collects the alternatives, identifies, categorizes, and
compares them against his criteria. Fourth step is called product choice. Here, there
are two rules that drive the decision. The non-compensatory rule reduces the number
of alternatives that do not fit the criteria the consumer has set up. Compensatory rules
mean that the consumer considers all alternatives carefully in order to make the right
choice (Solomon et al. 1999).
There are three types of consumer decisions: extended decision-making is initiated by
a motive that is fairly central to the self-concept, and the eventual decision is
perceived to carry a fair degree of risk; limited decision-making is straightforward and
simple action where the motivation is not really to search for information and evaluate
alternatives; habitual decision-making is a routine and subconscious activity (Solomon
et al. 1999, pp. 209 - 210).
In the end of every decision making process, the outcome shows whether the products
satisfy the consumer’s needs and wants or not. Hence, the results of the process of
investigation and evaluation are presented and if needed can be reviewed or modified.

3.11 Consumer decision-making and Packaging
There are many communication instruments in marketing such as advertising and
product demonstration. However, when these traditional tools face the problem of
reaching the target audience, the package and packaging design are better able to
reach and influence potential and prospective customer. Here, the necessary
attributes of the packaging design can become very effective in marketing
communications.
The package interaction with the consumer can evoke attention and involve the
consumer with the information processing process. Here, the information about the
product is investigated and results with the buying decision. However, if the consumer
is not motivated to learn about the product, the package characteristics such as color,
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graphics, image, and shape can induce a positive or negative attitude towards the
product (Mooy et al. 2002, p. 434).
Therefore, the package standing on the shelf affects the consumer decision making
process. The package design needs to insure that consumer response is favorable and
that they perceive the actual packaging design positively. Kupiec et al. (2001) say that
the intention to purchase also depends on the degree to which consumers expect the
product and package to satisfy their needs and desires (Silayoi et al. 2004, p. 610).
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Packaging Design in today’s industries
Every company tends to prove that their product is somehow poles apart to their
competitors and can fulfill the needs of their consumers in better way but in
reasonable price. Packaging is the first step to make consumers buy something and
plays crucial role to either make a product sellable or to prove it a complete failure, as
it is believed that “Selling something apparently attractive, though having low benefits
is easier than something that has more benefits and lesser attractive” or in other
words “Most of the books are judged and bought by their covers, instead of their
contents”.
As the world is rapidly turning into global village and with the passage of time business
is being expanded, the importance of using correct type of packaging material has
become essential. Packaging is rightly called an art because packaging material is the
first introduction of any product to the consumers, as well as it provides a physical
blockade between a product and the surroundings by maintaining hygiene and
reducing the risk of product wastage due to impurity. Packaging is indispensable for a
safe distribution, storage, sale, and use.
Packaging also refers to the process of design, evaluation, and production of packages.
It can be described as a coordinated system of preparing goods for safe, efficient and
cost-effective transport, distribution, storage, retailing, consumption and recovery,
reuse or disposal combined with maximizing consumer value, sales and hence profit.
Verily packaging is a central part of the goods supply chain, which protects goods from
damage, allows efficient distribution, informs the consumer regarding products and
helps to promote goods in a competitive marketplace.
Packaging Material, especially for edible goods, are used as a tool to prolong products
life. Unlike old days, when a huge part of edible goods used to be wasted because of
insufficient packaging materials, now days edible goods in bulk quantities are
manufactured and stored for a long time, which leads to maintain timely supply as well
as reduces products cost.
In general terms, packaging is the container that has direct or indirect contact with
product, it holds, protects, preserves and identifies the product as well as facilitating
handling and commercialization (Vidales Giovannetti, 1995)
Packaging is a tool to form good relationship between Retailers and Food
Manufacturers because both work more closely to create products designed for
current lifestyles, based on the latest technology. A Retailer, having direct link with
end users, can easily be well aware of the perception of consumers. On the other hand
manufacturers modify packaging style and product quality on the basis of information
provided by retailers. This has resulted in an explosion in the market for ready to eat
meals, a market in which packaging is playing an increasingly important role.
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Packaging is also a source to provide information about ingredients to the customers
and instructions to use the product, for which there are some legal requirements.
Consumers make final choice on the basis of these information.

4.1 Purpose of Packaging Materials

1. Physical Fortification
The objects enclosed in the package may require shield from many things like shock,
shuddering, compression, high temperature, etc. Appropriate Packaging Material
accumulates objects from all these hazards.
A good packaging material reduces the probability of product loss and wastage. All the
products are to move from one place to another for instance first from factories to
warehouses then from warehouses to depot and later on from depots to distributors
and then from distributors to retailers and then to the end users. Proper handling
needs either to depute huge manpower to avoid such losses (which will surely increase
product cost, though product loss will not be prevented completely) or to use good
packaging materials; naturally usage of proper packaging material is more feasible,
though manpower is also used wherever needed.
2. Protection
Some products should be kept safe for a long time, unless Oxygen, water vapor, dust,
etc. may not affect them. Infiltration is a critical factor in designing packaging
materials. Some packages contain desiccants or Oxygen absorbers to help extend shelf
life, whereas usage of metallic sheet or poly film is quite normal in packaging of many
items to prevent oxygen. Modified atmospheres or controlled atmospheres are also
maintained in some packages. Keeping the contents clean, fresh, disinfected and safe
for the intended shelf life is a primary function of packaging materials.
3. Repression
Handling small objects separately is difficult than keeping them in one packet or box,
hence diminutive objects are usually grouped together in one package instead of
keeping them in different packages. Liquids, powders, and grainy materials need
containment.
4. Communication
Packages are properly labeled to provide information related to usage of product that
how to use, transport, reprocess, or dispose of the package or product. Cosmetics, as
well as food, medical, chemical and pharmaceutical products are labeled proper
manufacturing and expiry dates as well as suitable way of handling for example on
some packages “keep in cold and dry place” is written because moisture and heat can
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cause hazardous change in the product, on some cartons stacking size has also
mentioned to avoid any damage.
5. Marketing
The packaging and labels are used to influence consumers to buy something. Package
graphic design and physical design are chosen after thorough survey and deep study of
consumers’ taste and behavior. It has also been observed that products which were
proved a complete failure became much popular, just after changing the design of
packages. The color schemes, designs, packaging style and size are rightly called tools
to sell anything.
6. Safety Measures
Packaging plays imperative role in reducing safety risks of shipment. Prior packaging,
need of safety measures are studied thoroughly. Good Packaging Material is the one
that comprises tamper confrontation to deter tampering and also have tamper-evident
features to help indicate tampering. Packages can be engineered to help reduce the
risks of package pilferage: Some package constructions are more resistant to pilferage
and some have pilfered indicating seals. Packages may include validation seals and use
security printing to help indicate that the package and contents are not imitation.
Packages also can include anti-theft devices, such as dye-packs, RFID tags, or electronic
article observation tags that can be activated or detected by devices at exit points and
require specialized tools to deactivate. Using packaging in this way is a means of loss
deterrence.
7. Convenience
Packages are designed to keep viewing convenience in distribution, handling, stacking,
display, sale, opening, re-closing, use, dispensing, and reuse, for example a tin of
cooking oil is not used only once, it is to be used time and again, hence there must be
convenience in use as well as in reuse. On contrary a can of disposable beverage is not
designed for reusing purpose and once the seal is opened, it is to be used in a limited
time; else it will end its properties.
8. Portion Control
Specific quantities or proper dosage of some products are required to be used. Bulk
commodities can be divided into packages that are a more suitable size for individual
households. It is also aids the control of inventory.

4.2 Types of Packaging Materials
The most widespread types of packaging material are paper, glass, aluminium, fiber
board, plastic and steel.
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Paper:
Paper is one of the most extensively used packaging materials, because of being light
in weight, cheap in price and easily available. The use of corrugated cardboard, instead
of wooden boxes, has reduced weight of packaging materials on one hand and made
safe and easy transportation on the other hand.
Glass:
The use of Glass, as Packaging Material has almost been given up, because any slight
jerk or shock causes it to break into pieces, which is not only material loss but also is
harmful for human health; usage of glass has been replaced with Tin and Plastic. Glass
is the most common form of packaging waste, although it has been returned to the
factories now days for recycling, yet because of its insecure nature, it is being avoided
as packaging material.
Aluminium:
It is commonly used in packaging of food items, such as in cans of soft drinks and in tin
packed provisions as foil to protect foodstuff from decomposition by preventing access
of oxygen. The used aluminum as scrap is sold on high price because aluminum is
recycled economically because 20 recycled aluminum cans, can be made with the
energy it takes to manufacture one brand new one.
Steel:
Currently Steel is being used as packaging material for foods, beverages and paints as
well as aerosols. Steel is recycled in great extent to minimize product cost. A survey
declares that around 16% of energy saving is observed steel because of recycling of
steel.
Plastic:
The use of plastic as packaging material brings so many advantages for instance plastic
is light weighted, long lasting and easily available material. The cost of plastic is a bit
cheaper as compare to aluminum and steel.
Mixed materials:
Instead of using a single material for packaging, the trend to use mixed materials is
proven more beneficial in form of reducing energy consumption although combining
different materials makes reprocessing difficult. Lack of facilities and necessary
technologies to separate mixed materials have become great obstacle to recycle
because without separating these materials contamination cannot be avoided.
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Case Study: Cosmetics Packaging Design
Packaging is an important factor in consumers’ shopping experience: It’s the first thing
consumers see when approaching an item of interest, and it’s what they can physically
touch upon further inspection.
But to what extent does a product’s packaging really drive the decision to buy the
product? Especially in the high-end beauty market, appealing packaging is considered a
must.
To find out whether appealing packaging really does motivate consumers’ purchasing
behavior, SKIM, an international market research agency, conducted a quantitative
study among high-end cosmetics consumers in four key markets globally - the U.S.,
Brazil, China, and France.
As it looks into shoppers’ purchase decision making process, the study helps us
understand the role packaging plays among a long list of purchase drivers such as
price, store layout or the presence of beauty advisors. In addition, the study looked at
different types of cosmetics, including foundation, mascara, lip products (gloss or
stick), fragrance and moisturizer.
The influence of packaging is similar across product categories with only small
differences: Packaging seems to be slightly less influential for moisturizers in France
and in the U.S., and for foundation in China and Brazil.
Since this study was conducted in different retail environments, a comparison was
made between mass retail, high-end retail, and online retail. Overall, factors such as
product characteristics, credibility, and price appear to drive consumers’ choices the
most, but when looking at the different retail channels we find that packaging does
play a larger role in a high-end retail environment. With price becoming less of a
purchase driver in this environment, brand-related factors (e.g. status, image,
packaging) gain in importance.
Moreover, the influence of packaging is strengthened by consumers’ buying occasion.
If a product is purchased for their own use, factors like price and product availability
are main purchase drivers. However, if the product is bought as a gift for someone
else, brand-related factors such as product status, image, and packaging again become
more important in the purchase decision.
Though we cannot directly confirm that better packaging design positively influences
customer satisfaction, it does appear obvious that a less premium package
design negatively influences customer satisfaction. This is especially the case in the
high-end cosmetics environment. Therefore, having nice packaging will not directly
result in a more positive perception of the product, but not having nice packaging will
trigger consumers to view the product in a less positive light, in comparison to the
competition.
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How To Create Innovative Packaging Design For Cosmetics
The cosmetics industry has been around for hundreds of years. Packaging design
for makeup is now consumer-driven and has come a long way. Social media has
made it easier for cosmetic companies to get a feel of what their customers want,
thus making it easier to create products that appeal to their target market.
However, the competition has become as intense as ever and getting loyal
customers has now become quite a challenge.
The packaging is usually where the customers get the first impression of your
product so you need to make it count. In the few seconds you have for them to
notice the item, pick it up, and further investigate, you need to make a big impact
right there and then.

A stunning cosmetics packaging design by IQDsgn

There are few companies developing loyal customers as beauty and cosmetics
industries. Beauty products are used by everyone daily, especially by women, whether
they want a simple or an extravagant look.
That means that companies that own beauty or cosmetics lines, they're going to need
finding a way to break through the clutter, jump off the shelves and tell their
customers that “we are here!”. And one of the best ways to do that is by a different
packaging.
One of the first things that your customers are going to see is the packaging.
Therefore, it is very important to grab their attention and finally try the product,
especially if it is speaks to what they are looking for.
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So, it is very important taking into consideration all the things that will make your
product ideal for your customers and having a product that stands out from the
shelves and gets the customer finally put your product in his bag.

Behance / Saana Hellsten

Design Essentials
Designing cosmetic packaging is entirely different from other products as you need
to spark emotions and make an intimate connection with your customers. Not only
should it follow the latest trends, it should also go beyond impulse buying.
 Find your ideal target group
What is your ideal target group? Who are you interested in approaching with your
products? Who do you want to use them? Are they going to use by teenagers or older
people? It's very important to know who is your ideal
customer and for who you are designing for. And once
you understand who they are, you will also know what
they are looking for from a cosmetics brand and how
you will grab their attention.
 Find your particular brand personality
It is very important except for your customer's identity,
to define also your brand identity and what exactly is
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your branding represents. Is it something luxurious? Something accessible? Something
simple or classic? Defining your brand personality it's easier then to understand what
elements you will use in your packaging to attract your customers.

Luxurious packaging by Dior & edgy packaging by Urban Decay

Follow the trends
A good start for inspiration is looking for all the latest trends on cosmetics packaging
so to have something to begin. Seeing the current trends it's easy then to understand
what customers want and what's important for them and speaks in the right ways.
It is important to have packaging that you will keep it a long time so it has to be
something trending, appealing and up to date at the same time.

Lines & Line Drawings
Intricate drawings
using fine lines and lots
of detail are a
timelessly beautiful
trend for cosmetics
packaging. Particularly
floral and hand-made
drawings work well,
either cleverly placed in
select areas or covering
the whole product. If
you’re going for
Packaging design by Anny Kanev
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something less feminine but still want something elegant and detailed, a more
geometric, clean and cool drawing-style may be right for you.

Packaging designs by Kevin G. & Polina Shee

Packaging designs by reef78 & identity pulse
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Packaging design with flowered lines by bcra

Custom Fonts

Packaging design by Luko

Packaging design by nixsona
& Raluca De
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One of the trends that we are seeing in graphic design and is expanding as well as in
packaging design is bold fonts. Some unique and different fonts could give the
packaging a whole different type of character and personality. A perfect way of
expressing the character of your brand is by typography, especially using a handlettered font will be the key that can distinguish you from the crowd.

Black Crow & bcra Packaging Design

athenabelle & eolinart Packaging designs
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Bold Patterns

CUPEDIUM Packaging Design

AimanLaeeq & Hay O Designs

With The bold patterns are a trend that can give your brand a confident look that sets
you apart from the crowd. Loud stripes and intense colors combined, can make the
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difference that you want to stand out. Irregular and abstract patterns, keeping the
shapes and colors right. It is important for the patterns being not only well placed but
also eye-catching as long as you want to jump off the shelf.

Designs by Morina Julia & Cheeky Creative

Classic Black but twisted

ha ku Packaging Design
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Packaging designs by Mari Sa Studio & s4ndiart

A timeless cosmetics packaging trend that never gets tired is the black and white
theme. Until now, white is seemed to be the dominant color in cosmetics packaging,
but right now the new trend seems to want the black color to be the overwhelming
choice for monochrome packaging designs. Black color in packaging gives mostly a
luxurious look, having also a classy air, never out of style. Tiny color pops as long as
subtle patterns are used in designs, to catch the eye and add an interesting twist.

Evelina G & Ana Den Packaging Designs

50

Earthy Colors and Warm Florals

JA_Studio Packaging Design

Packaging designs by Shams Ghazy & Anxela Ruxa
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The vintage style is a trend that is applied a lot in cosmetics packaging and we never
get enough of it. Natural colors with warm and rich florals in earthy tones, give a
feminine vibe and also a warm and full of comfort feeling at the same time. Simple
typography in combination with rich florals patterns has as a result of a luxurious style,
creating also the feeling of a classic look.

Packaging designs by Jorge Ros & bcra

A design by CyanTriangle
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Modern pastels

by “my name is freedom”

Packaging by Ilaria Grasso

“by chance” design

Packaging designs by Pau Pixzel &
betiobca
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While minimalistic and clean graphic designs can ensure that a pastel packaging can
look modern and mature at the same time, pastels can soften a harsh minimalistic
design. Minimalism and pastels can go together and is a very successful mix. You can
play with both concepts, so to find the perfect match for your brand. You can choose a
combination of pastel shades to have a dreamy and playful result or by choosing to
keep it simpler, you can work with one pastel color that expresses your brand
personality and speaks to your customer.

KarenW-Design & eiko.rie Packaging designs

Set brand’s standards
An important thing when you first start designing your packaging, is to set
the elements of brand in design.
Style
Your products’ packaging is an extension of your brand’s identity and adding style
to your design will send your message across clearly for a better understanding of
what your company is all about. The luxurious lifestyle often includes cosmetic
brands, especially perfumes. On the other hand, more and more people are
becoming conscious and want affordability, practicality, or environmental
awareness in the products they buy. Locking in your style will also help you
determine any additional design elements you need to consider. Thinking about what
styling you will choose, going for pop art illustrations, whether for a natural feeling,
including patterns or photos of nature.
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Vintage label by Mj.vass

Minimalistic and modern label design by MMX for Detox

Colors
The colors you choose for your packaging can be crucial as colors can be powerful
in evoking emotions in your products. Color alone can make you stand out from
the sea of products at store shelves. Imagine a blush powder packaged in pink in a
shelf full of pink boxes, get outside of the norm and choose a color palette that is
far away from the most common colors such as beige and pinks.

Luxurious, classical design elements for a playful and eye-catching packaging. Design by HollyM.
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When you choose colors for your packaging, you have to think about colors that grab
customers’ attention, express your brand personality and stand out from the crowd.

Yellow Packaging by Imee008 for Cielune

Luxurious & pink packaging
design by bcra for Makeup Geek.

You want to stay authentic to your brand identity while standing out from the
competition. Let's take, for example, the pink color that is a widely used color in all the
luxurious and glorious cosmetics. It's widely popular in the cosmetic and beauty world
because it's feminine and playful, with a fun and pop feel. But if you go with pink as
your packaging color, it might be hard to grab your customer’s attention since the
shelves of every cosmetic store are already a sea of pink.
The most recognizable beauty and cosmetics brands use color as a way to build their
brand.
Having a successful brand, you’ll need to find a brand color palette that not only
differentiate your brand from competition, but also makes your product jumps of the
shelf, and becoming synonymous at the same time with your brand.

Fonts

You should choose for your brand a font that is unique and will be also recognizable to
your customers. It has to be your brand identity and makes the difference through the
shelves.
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Packaging design for Xlash.
Urban Decay’s edgy design, with a matching font.

Product packaging design for Naturopathy.
Too Faced Cosmetics feminine design with a flirty font.

Label design for
Rhea Skin Therapy.
Sophisticated and modern Packaging
like Chanel
with a sans serif font.
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Martis Lupus Product label design.
Classic Cosmetics Packaging by Clinique.

One thing you should think of when choosing fonts, is how are they gonna look going
on your package. Fonts have to be easy in reading and clear—even when they’re on a
very small box.

Materials
The type of material you choose for your packaging is important as this can help
add to the overall look and feel of the product. Packages that have foil-stamping
or an embossed effect can make your product seem high-end but can incur a
higher price. Taking a look at this perfume package of Miller Harris, the main
factor you should consider is the material’s ability to store the product safely, but
making the product appeal to the sense of touch can be beneficial as well.
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Gather your info

The next thing you should do is collecting all the necessary information that you have
to include in your packaging (including the appropriate signs you need).

Innovation is the Key

boredpanda/Igor Mitin
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To create innovative package design for cosmetic products, you need to get a
thorough understanding of your brand objectives. Are you looking to evolve or do
you want an entirely new perspective? Do you want to be adventurous or do you
want to stay in a comfort zone? You need to know who you’re talking to for you to
know which words to use, design-wise. How you innovate your package design will
depend much on who your target audience is. This can help you choose what
elements you need to include in your overall design. Determine what image you
want to convey—do you want to be bold, playful, risky? Whatever style you use
for your brand, knowing what you want will make the design flow beautifully
through all of your product line. Versatility plays an important role. You need to
create designs that can be used for different types of packaging and pulls
everything together.

Product label design for Pure
Cosmetics, by ve_sta.

As far as it concerns cosmetics and beauty products packaging, the first thing you need
to think about is the purpose. For what reason are you going to create the packaging
and what product are you going to put in? For obvious reasons, perfume is not going
to the same product packaging as a lipstick, so you should choose the appropriate
packaging for each product.
Some packaging options in cosmetics include:
 Bottles
 Jars
 Sprays
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 Pumps
 Droppers
 Compacts
 Tubes

Evidently, there are some specific standards and characteristics of product packaging.
Certain products go to certain packages. But you don't have to stick with these
standards of packaging! Lipsticks for example usually are hosted in tubes and lip gloss
is usually put into a tube with a wand, but many brands decided to be differentiated
from the common choice and using some other options, like jars, twisted tops and
squeeze tubes. So you should not stop thinking outside of the box!

Functionality

Function is as important as aesthetics. Imagine designing a box for your vitamin
serum with a window on it as it looks gorgeous, not knowing that exposure to light
will weaken the contents of the bottle. Your packaging should complement the
product as well as shield it.
Innovative design is one that will do both. Farmacy’s Honey Potion uses a jar that
is shaped like a honeycomb and is encased in an origami-inspired box that tells
their story quite well.
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Shampoos are stored
in the shower so you
have to be sure that
product labels can
bear the steam and
the heat.
Design by ve_sta.

Stand out from the crowd

The cosmetics industry is one serious business, estimated to earn up to $500
billion in 2020. Almost every woman on earth is using one or more products, add
to that the growing number of men using them nowadays. And when there are
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customers, there will also be a relative amount of manufacturers vying for their
attention.
You need to stand out from the rest for your product to be chosen among the
myriad of options in the market. Innovative packaging design can set you apart
from your competition. To do this, you need to think out of the box. Use colors
and shapes that you won’t normally find in their category, such as this imaginative
packaging from La Mer’s matte lotion that comes in a pinball-inspired box that
includes a ball that can be used to play the game.
Individuality can provide high levels of consumer interest and your package design
should provide an experience in itself, whether they see it online or pick it up from
the shelf. It should include design elements that would provoke an instinctive
response in the customers and make them choose you over the others.

Product packaging design by Martis Lupus.
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Cosmetic Packaging Design Proposals
Considering all the things mentioned above, here are some versions proposed of a new
product launching on the market from KYANA Company, with Professional Hair
Products.
It concerns to a new product for our sub-brand line by the name QUEEN.
QUEEN series is a luxury line of professional hair products, so we wanted something
with detail and elegant, more geometric, cool and clean, with a drawing-style. The new
product is about a shampoo for professional use which belongs to the keratin series.

Version 1_ Black label with metallic details, using mostly designs with lines.
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Version 2_ Black label with metallic details, using mostly bold, eye-catching patterns
and giving a more confident, pop and young look.
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Version 3 & 4_ White labels with metallic details, using geometric patterns and giving
a clean look and feel.
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Conclusions

Through this essay, we can admit that most people think that cosmetics packaging is
important to consumers and that's because they will probably be attracted to goodlooking packaging. Female consumers may buy a beauty product by considering that
has attractive packaging. Nowadays there are so many styles of cosmetics packaging
that satisfy all the different consumers’ preferences.
Cosmetics packaging is very important for the process of decision-making. During
every purchase, packaging design helps the consumer to evaluate better the product.
The packaging design also could communicate information about the quality of each
product. The materials that used and ease in use by the consumer can help him in
choosing a beauty product. Also, the shape and the size of the packaging are essential
elements of design that drive consumer attention and influence the purchasing
decision.
Consumer perception varies a lot. Some people perceive packaging design in different
ways and evaluate it differently: one may like the images and color, while another
would not even pay attention to it. All the things mentioned above show that package
designs are perceived and evaluated differently. Product recognition is also an element
of perception.
To conclude, we can understand why the companies pay so much attention to create
attractive package designs. The cosmetic package design creation could be a long
process that can involve the work of different departments. However, most important
in this process are consumers' needs and desires. The package elements such as
shape, size and volume are important attributes, evaluating and perceiving by
consumers. Each design is made to meet consumers’ needs and wishes and to provide
positive experience with the package and the actual product.
However, it should not be overlooked that all strategy options suggested above are
predicted to have moderate effects. Hence, in order to achieve their goals, it is
suggested that companies must incorporate several different options regarding the
other dimensions took part in the proposed model of the study.
All those suggested options require good communication with customers. Customer
voice should be represented well in providing products and services.
As a limitation of the study, from a packaging value focus, the question “what makes a
packaging design valuable to customer?” will find its answer in customers’ opinions.
Thus companies should establish close relationships with their customers and
incorporate them into the value chain.
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In short, companies should understand that consumers have different psychologies,
cultures, etc., so they should design packages that could satisfy different preferences
and personalities.
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