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Abstract
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Title: A Study on the Influence of Beer Packaging on Customer Perception and Purchase
Decision. The case of Europe
Authors: Lídia BARCELÓ, Hugo BENTZ, Sophian GAUZELIN

Supervisor: Venilton REINERT

Publication year: May 2017
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Research question: What is the European consumers’ perception toward the beer packaging
design aspects (colour, shape, graphics and visibility)?

Purpose: The aim of this thesis is to show how the beer packaging impacts on the European
consumer‟s perception.

Method: To write this thesis, academic articles, books, and other data obtained from the
internet were used. A questionnaire was also developed in order to answer the research
question. The questionnaire was distributed through social networks. A quantitative research
method and an explorative and descriptive research approach have been used for this study.

Conclusions: According to our respondents and theory, packaging is a big influence in a
brand's marketing strategy and of great importance to communicate the brand‟s message in
the buying decision process. The color of packaging assists consumers to differentiate brands.
As such, design elements render marketing the product easier as it allows it to be more
attractive and eye-catching and contributes towards differentiating one company‟s products
from others.
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1. Introduction
1.1

Background

Packaging, or more precisely containers, have existed since the dawn of time, ever since man
transported solid or liquid foods. The containers then fulfilled a purely functional mission.
The man in the early history, who learns little by little how to make the best use of the natural
environment, lives by gathering, then hunting and fishing. Essentially nomadic, he first uses
everything he can borrow from nature to contain. He protects his food in leaves, in skins, or in
baskets. As technology advanced, packaging materials and processes advanced. Originally,
product packaging served as protection of products during the distribution process. It is
defined as “the wrapping material around a consumer item that serves to contain, identify,
describe, protect, display, promote, and otherwise make the product marketable and keep it
clean” (Agariya et al,.2012, p. 1).
However, modern packaging as we know it slowly began to evolve in the 19th century when
producers started to pre-package their goods (Meyers and Gerstman, 2005), and it eventually
became a trend to do this. The appearance of a packaging industry had started by 1927
(Twede, 2012) but it was by 1995 that package design (also called packaging design) had
become an effective tool for promoting corporate brands (Stewart, 2004).

More recently, researchers also emphasize the importance of product packaging to not only
attract attention at the point of purchase during the selection process (first moment of truth)
but also to facilitate the use, handling and actual consumption of the product after the
purchase has been made, i.e. at the second moment of truth (Metcalf, Hess, Danes & Singh,
2012)
The importance of packaging is growing very fast in competitive markets; it is therefore
crucial for marketers to explore packaging and its attributes in more details to be able to gain
a better understanding of which attributes are the most important factors that influence the
consumer‟s purchase decision.

Today, companies are paying more attention to packaging than ever before. Consumer
behaviour and decision making is influenced by attractive packaging and eye-catching
display. (Gargallo and Munar, 2007). Such a shifting environment forces companies to adopt
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marketing strategies for better positioning. Consumer market grows rapidly year after year
and the number of competitors amongst different types of products and goods also increases.
To stand out against competitors, every company tries to create something new to win the end
customer over to its own product.
Packaging design has become one of the most popular marketing tools. This also allows
competitors to differentiate themselves from each other. (Ksenia, 2013)
Today, companies are competing to maximize their market share by penetrating the existing
markets. In order to build a better customer loyalty, to have a better brand image, or to
increase its notoriety, marketing communication is a really efficient tool.
Packaging is one of the most important factors in the consumer‟s purchase process, and one of
the most efficient communication tools. In this context, searching to maximize the
effectiveness of package in a buying place, the researches of packages, its elements and their
impact on consumer‟s buying behaviour became a relevant issue (Deliya,2012)

Nowadays, the view of the use of packaging as a vehicle for communication and branding are
becoming very important because packaging takes an essential role in the marketing
communication. (Rettie and Brewer, 2000.).

Consumers generally prefer visually pleasing products (Pieters et al., 1997). The packaging of
beverages must be attractive because of the colour, the typographic forms, the design, the
images and the text.

The consumer perception is a marketing concept that encompasses a customer's impression,
awareness and/or consciousness about a company or its offerings. Johan Strydom (2007)
defines perception in a marketing context “as the entire process by which an individual
becomes aware of the environment and interprets it so that it will fit into his/her own frame of
references” (Strydom, 2007, p. 43).

The perception determines thereafter the perceived image. Thus, perception is significant
because it will build the feeling and the image of a brand (Kotler & Dubois, 2002).
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1.2

Problem

Nowadays, packaging has become an essential marketing asset for companies, and it occupies
a very important part of marketing research.
It not only protects and contains the product, ensures its marketing and promotion at the point
of sale, but also conveys certain messages that the company wishes to send to the consumer
(Dano, 1996).

Packaging is able to influence the perception of consumers in various ways.
First of all it aims to get in touch with consumers so that it will be seen and mostly noticed in
the middle of other products. (Dano, 1996).
Packaging is the first source of identification, recognition and distinction of the brand and the
product. Some visual stimuli appear to be innovative in the eyes of consumers and can distract
them from their shopping routine and interrupt existing selection mechanisms. Indeed, the eye
can record some elements, such as colors or shapes, but cannot understand them (Holmes and
Pawan, 2012).
In this way packaging can be used to distinguish one brand from another in a product category
that is often undifferentiated.
Some consumers who are faithful to a brand are sometimes more able to describe its
packaging rather than to evoke its name (Kotler et al., 2009).
The design, color and shape, which are presented as the most important parts of the
packaging, help to clearly position the function of the product, its practicality, its
attractiveness and its interest. (Silayoi, P., & Speece, 2007)

Many empirical and theoretical studies on packaging have already been conducted within the
marketing environment.
There are different kinds of studies; the first rely on empirical studies to analyze the
environmental aspect of packaging, whereas others concentrate on marketing itself.
All these studies made us rethink the question of which elements of the packaging have the
most effect on consumers‟ behaviour.
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The particular research question that this study will try to answer is the following:
What is the European consumers’ perception towards the beer packaging design aspects
(color, shape, graphics and visibility)?

There are many studies that are done in the area of packaging. Nevertheless, Holmes and
Paswan in the article "Consumer reaction to new package design" (2012, p109-110) deem that
little is known about the impact of the consumer‟s experience with the package on the
evaluation of the product itself.

However, packaging is essential to deliver information about the product itself, its quality,
and even its performance: everything that is necessary in the consumer‟s purchase process.

1.3

Purpose

We will try to explain how important design attributes aspects of beer bottles are for their
retailing.

It will be researched not only how important these attributes are but furthermore in which way
they affect consumers‟ preferences.
So, the main objective of this study is to explore the impact of beer packaging on consumer
purchase decisions. However, the specific objectives are as follows :


To make a research at the role of beer attractiveness in stimulating consumer interest
in a product



To determine the effect of labeling in creating consumer awareness of the product.



To investigate how beer package design can facilitate consumer trial purchase.



To identify the elements which should be highlighted while designing the packaging

Finally, our goal is to get an overall view about how packaging works as a strategic point for
companies nowadays and in the customer‟s perception. We found that beer is an interesting
product for us to study, due to it being a valuable everyday commodity for a lot of students.
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1.4

Definitions

Packaging: The Package/packaging designates the wrapping of a sales item as it appears on
the shelf of a store. It is the first container that surrounds and protects the product and is
therefore in direct contact with the product. Packaging means taking packaging into account
as a communication tool. It is the visual implementation of the product that must encourage
the sale of the product.
Design packaging: The term "packaging design" means giving shape, materially and
graphically dressing the product. It can also take into account commercial logistics issues.

1.5

Delimitations

In this report, we will look at how beer brands use packaging of their products in order to
attract the customer and create a purchase decision. We decided to focus on how packaging
influences the consumer‟s sensory aspects and product‟s perception rather than logistic and
environmental aspects. We made the decision to not include the logistic functions of the
packaging because we wanted to highlighted the marketing aspects.
Furthermore, environmental awareness has become an important point in the manufacture of
packaging. We are seeing more and more companies using the fact that product packaging
must be ecologically satisfactory, but we chose not to include this in the study.

2. Theoretical Framework
2.1

Package and Design

We start our theory review part with the definition of the “Packaging Strategy” by Kotler. As
Kotler (2008) said packaging is an element of product strategy. Initially, the packaging had to
be inexpensive and easy to produce. Its main functions were to contain the product well and
to protect it. However, nowadays numerous factors have made packaging an important
marketing tool.
A modern package must perform many sales tasks (attracting attention, describing the
product, deciding the sale).
Packaging is essential for consumers to recognize directly the brand or the company (Kolter,
2004).
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In marketing literature, packaging is considered to form part of the product and the brand. So,
for example, for Evans and Berman (1992) packaging is a product property or characteristic,
whereas for Olson and Jacoby (1972) packaging is an extrinsic element of the product, that is
to say, it is a feature that is related to the product but that does not form part of the physical
product itself. Keller (1998) also considers packaging to be an attribute not related to the
product. According to him this is one of the five elements of the brand with the name, logo
and / or graphic symbol, personality and slogans.

After looking at Kotler's theory about packaging, we will turn to different theories relating to
packaging design and it is important elements in order to help us solve the first research
question.
The design of the packaging creates value to the product and the packaging itself.
According to Bloch (1995) “the form or design of a package or a product can contribute to
success in several ways”.
Bloch (1995) goes on to explain that when designers make choices regarding form,
characteristics such as shape, scale, colour, texture, materials, proportions, and ornaments are
included.
The color allows to communicate to the consumer a certain image of the product or the brand
and a visual distinction, but also provides emotions and associations that can reinforce the
product benefits and the symbolism. Becker et al. (2011) examined that a subtle color can
have strong effects surpassing in some cases the brand information and prices.
However, these choices often result from the personal taste and subjective preferences of the
decision maker, neglecting their influence on consumer perceptions and emotional states. The
marketers show that the color of the packaging is a non-verbal attribute that is able to convey
meanings to the product and that directly influences the evaluations and the choice of the
brand (Legoff, 1999).
Regarding the written information, the label is the thing that identifies the product, and which,
in the majority of cases, is determinant for the sale of the same. It is one of the most important
factors in the process of marketing, and is responsible both to project the image of the product
and its manufacturer.
Thus, the label must inform about the product, its characteristics, forms of use, and the legal
aspects concerning the management and use of the same, (Vidales,2003).
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Form can be defined as any visual element with a contour. It is considered a major
determinant of consumer choice and can be a competitive advantage for competitors. In fact,
the form of an object gives rise to a specific message which, apart from its functional value,
expresses the secondary symbolic values which address themselves directly to affect the
unconsciousness. The works of Yang and Raghubir (2006) show that the form allows a
perceptual categorization. It serves as a means of identifying and placing the tested elements
in familiar categories.

Attractive packaging images / photos can help create buying cravings, (Rundh 2009, p 999).
At the point of purchase, the primary role of the package and packaging design is to catch the
consumer's attention and to stand out among the competition in the store or supermarket.
A specific design can give a real competitive advantage over competitors, and make later
competitors appear as “followers” (Bloch, 1995). The exterior aspect of a product is a very
important tool to communicate information to the customers.

Product form creates the initial impression and generates inferences regarding other product
attributes in the same manner as price does.

2.2

Packaging Functions

We have seen that packaging is the method of packaging a product with the intention to
ensure its visual presentation, its use, its handling and its transport.
As a complementary product design activity, packaging aims to optimize the visual
implications of packaging through its shape and printed messages it contains.
Seeing the packaging for its technical aspect, its role is to facilitate the product‟s transport, to
ease its use, and by definition to protect it in the best way possible. It must serve the user, and
give the product improvements such as opening, closing, throwing away, or fulfilling new
services (Urvoy and Sachez, 2007).

From the point of view of the company and the consumers, the packaging must fulfill several
objectives: to identify the brand, to transmit descriptive and persuasive information about the
product, to facilitate transport and to protect the product, to assist in home storage. In order to
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fulfill these functions, the aesthetic and functional characteristics of the packaging must be
chosen with care (Kotler et al., 2009).

The trading function of Packaging is a communication tool. It highlights the product and
serves to trigger the act of purchase. This function has become very important with the
development of serve-yourself stores because, what characterizes the purchase in
supermarkets is the absence of an intermediary between the product and the customer
(Singler, 2006). It is possible to be differentiated due to packaging.
Beyond this main function, it can be noted that the packaging must satisfy three types of
requirements in its functionality:

- A distinctive function: the objective is to quickly promote product recognition,
identification and attribution. The choice of materials and colors used during the design phase
remains decisive.
- An incentive function: The packaging has to value and differentiate the product‟s
information and attributes from competitors. For a linear product, packaging might be the
most important aspect in order to increase attractiveness.

- An environmental function: Because of standards and regulations established, producers
have to integrate in the whole process environmental aspects such as recycling, reduction of
pollution, reuse and treatment of waste.

2.3

Packaging in the Marketing Mix

Different approaches can be established about marketing mix, which can be defined as “a
collection of activities to maximize product awareness and sales” (Ambrose and Harris, 2011,
p.16). The most famous mix is the four “Ps”, even if the number of “Ps” differs sometimes,
depending on the author.
Professor Philip Kotler added a fifth” P”, identified as Positioning, whereas regarding Russel
and Lane studies (2002), the fifth one is Prospect. Packaging can also be seen as the sixth one
by some authors, for example like Meyer and Gerstman (2005), but its place in marketing mix
is widely discussed. Nevertheless, even if it is discussed in marketing mix, packaging might
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be essential in a product‟s marketing strategy and be recognized and sought by the customer
(Ambrose and Harris, 2011).
We are going to concentrate for now, on the classical “4Ps”, which are Product, Price,
Promotion and Place.
Product represents all the features of the product and services around, used to meet
customers‟ needs. Different levels of the product can be analysed.
The core product can be perceived as the main use of the product, what the customer is
seeking in buying the product. The actual product contains the basic features, styling, brand
name, quality level, packaging, and answers to the essential needs.
Then, comes the Price. The price is essential in order to satisfy the customer, but overall to
position the product compared to competitors and generate profits (whereas the other “Ps”
generate costs). It has to be implemented perfectly in order not to generate problems, and is
the most flexible element.
According to Kotler (2008), it is a better strategy for a company to set a lower price rather
than trying to convince customers that the product deserves a higher price.
The third “P”, Promotion, is aimed at communicating all the product‟s features (The product‟s
three other “Ps”) (Russell and Lane, 2002), and explains all the effort that a company can
make in order to raise awareness of the product (Kotler, 2008).
Through a well-designed and executed integrating marketing communications plan:
advertising, personal selling, public relations, sales promotion or direct marketing tools,
companies try to deliver customers clear information about the product‟s value and price
(Kotler, 2008).
The last, but not the least, “P” is Place: it represents the location in store for the product
(Russell and Lane, 2002). The marketer has to manage the right trade channels and choose the
right time in which the product should reach the market.
The fifth „P‟, Packaging, brings the physical elements of the product together and allows for a
creative construction of how a product is presented to the consumer.
Packaging is sometimes only aimed at protecting the product from outside elements. But the
rest of the time, it is mainly aimed at delivering a message to the customer, using creative
techniques to attract or please the customer (Ambrose and Harris, 2011).
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2.4

Purchase decision-making process

Charles Doyle (2011) defines a consumer as the final user of one good or one product. The
way a consumer is acting before making a purchase decision is called consumer behavior
(Rajeev Kumra, 2007).
Due to more recent studies, the consumer purchase decision-making process can be explained
by an information processing approach (Bettman, 1979; Howard and Sheth, 1969).
Consumers find the information, evaluate it and make a choice. Various models have been
developed in order to describe this behaviour.
The purchase decision-making process is made by the consumer in a context of decisionmaking (bettman, Luce and Payne, 1998)

Exploring consumer information processing behaviour in traditional purchasing, which occurs
through physical shops, has long attracted the attention of researchers (Su, 2007), resulting in
comprehensive knowledge of behaviour in this setting.

The customer decision-making model
The customer decision making process defines different steps in the process a customer goes
through when purchasing a product.
The model itself consists of five stages that are tightly linked with each other.
Every stage is described below for better understanding of the customer decision-making
process:

Figure 1. The customer decision-making model. (Blackwell,2005)
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2.4.1 Stage 1: Problem recognition
When the buyer recognizes a gap between his desired state and the actual state, buying
process starts. Such recognition may be caused by stimuli either internal (self) or external (by
environment or marketer). At this stage, the marketer should help consumers identify their
current and future problems and felt or latent needs. To do this, marketers have to do research
on consumer problems and needs. Every customer buying process starts with problem
recognition. Each person perceives a need or desire which could arise from any actual
situation that might be internal or external, and which triggers the decision. Marketers should
develop the right marketing strategy and move to the next stage in order to identify those
needs. (Kotler, 2001).

2.4.2 Stage 2: Information search
Once need recognition occurs, consumers begin searching for information and solutions to
satisfy their unmet needs. Researches can be internal (recovering information from memory
or genetic tendencies), or external (information taken from peers, marketplace, family...).
The information search seems the most crucial part as it shows options momentarily available
for consumers, especially when the Internet technologies link many platforms focused on
collecting them online.
According to Lars Perner (2010), Consumers are engaged as well in internal or external
surveys. The internal ones can be perceived as memory thinking, where previous ideas or
experiences with the product are mandatory.
Normally, it concerns only low involvement products which are frequently purchased. On the
contrary, the high involvement products need external search while there is little or
insufficient knowledge about them.
Kotler distinguishes three basic sources for external search (Kotler, 2001):


Personal, such as family and friends (social networking sites),



Commercial, such as the company websites or online advertising,



Public,

including

consumer-rating

platforms

with

reviews,

forums,

blogs,

communities...
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Companies delivered much self-evident information to potential consumers over their
commodities. Nevertheless, buyers prefer other sources of information. In fact, the biases
occur as marketers need to sell the products. Online word-of mouth is preferred, showing no
commercial interests coming from a trustful source.

2.4.3 Stage 3: Evaluation of alternatives
Every product or service has good or bad attributes and consumer applies a compensatory
decision for developing value perception. (Perner, 2010)
After having gathered all the suitable and useful information, the values assessment is given,
taking in account all possibilities.

2.4.4 Stage 4: Purchase decision
The core of marketing is exchange. It is the actualization of a transaction between the seller
and the seeker of value. The act of purchasing the product ensues immediately after the
evaluation of all possible choices. Here, the customer has to make a decision between all the
value proposition. Nevertheless, the whole process may also rely upon perceptions like
quality of online shopping websites, good terms and conditions for the sale or a return policy
of products. (Perreau, 2013). In parallel with this stage, there are alternatives such as from
whom to buy or when to buy.

2.4.5 Stage 5: Post-purchase behavior
After purchasing the product, the consumer will experience some level of satisfaction or
dissatisfaction. He will engage in post purchase action, also the way he will use it can widely
interest the marketer. The evaluation of the action taken might be the most important stage for
organizations as they are going to receive positive or negative feedback. After purchasing a
product or service the customer experiences satisfaction or dissatisfaction with it and takes
subsequent action which must be monitored by marketers. (Kotler, 2001).
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2.5

The relationship between packaging and perception

Packaging is able to influence consumers‟ perception in several ways. First, it creates a first
contact with potential buyers and must be distinguished among all the other products of the
shelf. (Devismes, 2000; Singler, 2006). Indeed, packaging is the first way to identify and
distinct a brand and its product in a more and more crowded goods market.
The customer‟s decision making is affected by the package's size, shape or elongation;
however, it does not always occur in obvious ways.

Generally, customers perceive more elongated packages to be larger, even when they
frequently purchase these packages and can experience true volume (Silayoi and Speece
2004).
The theory from Meyers has an important role when it comes to price/value perception on
products. According to Meyers (1999), it is possible to manipulate the imagined position of a
product by selecting and using a certain form, material and features of the package that will
influence the perception of the product and thereby directly influence the consumer‟s buying
decision. Meyers (1999) also explains that it is very easy to become so eager in the will to be
unique that the form can then easily contradict the marketing strategy of the product.
A lot of information are subsequently filtered and selected by people during their whole life.
That information can be in the form of natural or background noise, advertising or news, or
even sound. People perceive few stimuli and pay attention to an even smaller amount.
Everybody interpret those stimuli meaning in its own way, depending on its needs and
experiences.
Figure 2 below represents the process of perception where the stages of sensation, attention
and interpretation are illustrated.
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Figure 2. An overview of the perception process (M. Solomon, G. Bamossy, S. Askegaard,
M. K. Hoog, 2010, p. 119.)

Consumers‟ tastes and preferences have to be clearly identified by producers in order to help
them answering consumers‟ needs. Consumer behaviour is at the core of the marketing
function. This concept is really important to implement an efficient and effective marketing
strategy. Consumers‟ behaviour consists in a set of action, reaction and responses related to
the product and services linked. The consumer‟s behaviour is shaped between personality,
perception, attitude and learning, but also product, price, physical attributes, advertising and
social and societal aspects.

Stimuli
Colors are rich in symbolic value and cultural meanings (Solomon, Bamossy & Askegaard,
1999, p. 44). Marketers consider color as an integral part of their strategies. Marketers need to
understand how colors and their combination are perceived by the targeted consumers in the
targeted market or country. It is important to consider the popularity of color in the local
culture. The marketers can create the colors which will meet consumers‟ expectations. The
color combination can be associated with a particular brand or company name.
The marketers can create the colors which will meet consumers‟ expectations. Solomon &
Bamossy & Askegaard (2010) considers that sound potentially affect people‟s feeling and
emotions. It is known that sound like music for instance affect people‟s mood, or that the
speaking rate is really important to deliver a clear message (Solomon et al. 2010, p. 125).
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The pleasant smell of a product can affect the emotions or have a calming effect. The smell
can evoke memories or relieve stress. (Solomon et al. 2010, pp. 124 - 125.)
Through sensory elements, people can evaluate product quality of e.g. beer or wine. Taste has
effect on consumer experience with a product.
Companies, in order to convince customers, often use gustative marketing, using blind-test
(comparative or advertisements) or sampling and free-tasting promotional operations. Those
methods are determinant especially in the food industry where customers like knowing the
products they buy.
The sensory channel is very important. Sensation of the skin for instance, as others, stimulate
or relax a lot a person‟s mood. Touching helps consumers to evaluate the product quality or
texture, allowing to evaluate if it is smooth, soft or stiff for instance.

Sensation
The introduction to stimulus is the first step in processing the information.
The information are processed or evaluated thanks to the activation of sensory organs. After
this process, consumers filter and select necessary information before adapting it to their
needs and desires.

Attention
Attention is perceived as the degree of concentration the customer have during his exposition
to the stimuli (Solomon et al. 2010, p. 130). Nowadays consumers are more and more
exposed to advertising and design stimuli. This situation forces marketers to make more
creative and original products and images to stimulate the consumer.
While many stimuli are competing to deliver the best message, or get the more attention, the
winner will be the different one, the one showing the more differences and originality. Size
and colors are here two good ways to catch attention and to achieve contrast.

Interpretation
The final stage in the process of perception is interpretation.
People have all different perception of stimuli, the meanings or interpretations they can make
potentially differ a lot. Here, interpretations are very influenced by cultural or individual
differences. (Solomon et al. 2010, p. 132)
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2.6

Brand image

The American Marketing Association defines the brand as "A name, term, design, symbol, or
any other feature that identifies one seller's good or service as distinct from those of other
sellers”. The legal term for brand is trademark. A brand may identify one item, a family of
items or the entire range of items of a particular seller. Sometimes it is also used for the firm
as a whole; in that case, the preferred term used would be trade name. (Online American
Marketing Association dictionary, 2013).
Brands simplify the life of customers by impregnating the product with a meaning. That
meaning is important to the consumers because it helps them define who they are and what
they want. (Millward Brown 2009). The brand name that identifies your brand and product on
your package is responsible for creating memorability, building brand recognition and loyalty,
and providing information.
Styling of the brand name in a unique manner is, therefore, of primary importance to the
current and future well-being of your product. A uniquely styled brand identity creates a
recognizable signature that creates recognition among consumers and enhances their
familiarity with your products. (Fioretti, 2014)
Thanks to the brands, the amount of time spent by customers to buy a product has been
minimized because the brand acts like a shortcut in the decision-making process that allow the
customers to make its purchase decision without weighing the features and benefits of the
rival brands. (Millward Brown 2009). Brands have value to business just because the
customers give them this value.
This is explained by the fact that they rely on the brand they know and like, to give them a
permanent level of quality and reliability. (Millward Brown 2009).
Because the brand identity on packages is so critical in communicating a positive image to the
consumer, it is important to keep it as constant as possible.

3. Methodology

The methods part defines the logical for the application of specific procedures or techniques
used to recognise, select, and analyse information required for understanding the research
problem. That enables the reader to critic and check a study‟s overall validity and reliability
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(Kallet, 2004). In this chapter, therefore, is presented the method, type of research, population
and sample as the instrument to collect the utilized data.
“Defining the problem and research objectives is often the hardest step in the research
process” (Kotler, 1999, p.321).
Thus, the formulation of the research problem will be done in respecting the general problem
of the thesis which is “What is the European consumers’ perception toward the beer
packaging design attributes (color, shape, graphics and visibility)?”

3.1

Choice of the subject

The choice of our subject came because we have an interest in both design and what this
implies in the marketing strategy. Our idea was to be able to analyse the connection between
the packaging making process and customer perception. We also consider it interesting to
investigate how packaging influences the purchase decision.

3.2

Research method

Generally, research methods are split up into two groups, qualitative and quantitative. The
distinction between these two approaches lies in the fact that one method is framed in using
numbers and close-ended questions (quantitative) whereas the other one requires the use of
words and open-ended questions (qualitative). (Creswell, 2003)

According to Richardson (1989), a qualitative approach objective is to gather data or
knowledge through a discussion and observation of the studied subject. Burns and Grove
(2003, p.19) describe a qualitative approach as “a systematic subjective approach used to
describe life experiences and situations to give them meaning”. Moreover, its approach will
help the researcher to measure a small sample of customers‟ or companies‟ views and to focus
on gathering information in depth, explore feelings, purchase drivers and inhibitors, purchase
behaviour. The qualitative method is mindful of the quality of information. Qualitative
methods attempt to obtain an understanding of the basic and fundamental reasons and
motivations for actions and establish how people interpret their experiences and the world
around them.
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According to Gummesson (2005), the quantitative method is mostly used to try to describe
causality in an exact way, frequently between two or few variables where the independent and
dependent variables are set.
The quantitative method, as the name suggests, is concerned with trying to quantify things; it
asks questions such as „how long‟, „how many‟ or „the degree to which‟. After look having
the results from a sample of the population of interest, quantitative methods quantify data and
figuring out the results obtained (Macdonald and Headlam, 2008)

Some key differences between quantitative and qualitative method are shown below (taken
from Bryman and Bell (2003, p.302)):
Quantitative

Qualitative

Numbers

Words

Point of view of researcher

Point of view of participants

Researcher distant

Researcher close

Static

Process

Theory testing

Theory emergent

Structured

Unstructured

Hard reliable data

Rich deep data

Macro

Micro

Behaviour

Meaning

Table 1: The difference between quantitative and qualitative methods.

The goals of each of the two methods have already been discussed previously. Therefore,
regarding our subject: “The influence of Beer Packaging on Customer Perception and
Purchase Decision”; the best solution appears to be using quantitative research.
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3.3

Types of research

Research is the process of gathering, analysing, and interpreting data in order to understand a
phenomenon. The research process is the time that it takes to carefully define the objective,
manage the data, and communicate the findings that occur within established frameworks.
The frameworks and guidelines provide researchers with an indication of what to include in
the research, how to perform the research, and what types of inferences are probable based on
the data collected (Leedy & Ormrod, 2001)

According to Kumar (2011): A research study classified as a descriptive study attempts to
describe systematically a situation, problem, phenomenon, service or programme, or provides
information about, say, the living conditions of a community, or describes attitudes towards
an issue”.

A second form of a research study; explanatory research, attempts to clarify why and how
there is a relationship between two aspects of a situation or phenomenon. This type of
research attempts to explain, for example, why stressful living results in heart attacks or why
a decline in mortality is followed by a fertility decline.

The third type of research, from the viewpoint of the objectives of a study, is called
exploratory research. This is when a study is undertaken with the objective either to explore
an area about which exists very little information or to investigate the possibilities of
undertaking a particular research study.
Regarding the aim of our thesis “Focusing on Beer Packaging as well as the purchase
decision”, the research process of this thesis will be descriptive and exploratory. The first one;
descriptive, was used in order to determine the nature of the problem. The second research
form; exploratory, was selected in order to collect and analyse the data.

3.4

Population and Sample

Nowadays, surveying an entire population is almost impossible. However, the results from a
survey with a carefully selected sample will reflect extremely closely the entire population.
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Therefore, in order to create a more accurate research, we must divide the population.
According to Thyer (2010), the sampling process divides the population into different
segments. Or in other words; it is the process of obtaining information about an entire
population by examining only a part of it. The sample is the part of the whole population that
will be involved in the survey and sampling is the process of researching. The word
„population‟ is used to describe the target group, and while this may be the national
population as a whole, it may also be a smaller group such as lone parents, or friends
(Macdonald and Headlam, 2008).

This process is the use of several methods that allows marketers to identify a group of people,
objects or phenomena that will be used to represent the total population (Thyer, 2010). This
sample must be representative, meaning that the whole population should be represented
(Greetham, 2009). The reliability and also the conclusions drawn, depend upon this selection
and also upon the size of the sample. As Churchill & Iacobucci (2005) said there are two
types of sampling techniques: probability and nonprobability.

In the probability sampling, the population is not divided in groups but is all equal to the
marketer. This sample should represent the whole population; each person in the sample has
the same chance to be selected (Kotler and Armstrong, 2008). The probability sample must
provide the most valid or credible results because they reflect characteristics of the population
from which they are selected (Hays and Imbert, 2013).

The following five types of probability samples can be distinguished:

THE SIMPLE
RANDOM

It provides the most valid or credible results because they
reflect the characteristics of the
population from which they are selected.

THE SYSTEMATIC

Sample is selected at regular intervals from the sampling
frame

THE STRATIFIEDRANDOM
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THE CLUSTER

Population divided and grouped according to different
criteria (age, geographical area, gender…)

THE MULTI-STAGE

Evolution of the cluster, to be more precise

Table 2: The five types of probability sample (Floriane and Julien, 2014)

In many occasions, these sampling techniques are linked with survey or experimental research
designs. Furthermore, it is used when the purpose of the research is to make a general
research from the sample to the entire population.
However, this is not the purpose of this study. In exploratory studies, such as this thesis, “a
non-probability sampling may be the most practical” (Saunders et al., 2007, p. 226).

Regarding the focus groups, researchers have to take into account the purpose of the research
and consider who can best provide the needed information. According to Shiu and al. (2009),
a focus group should be as homogeneous as possible to ensure proper group dynamics.
However, participants should also vary enough to allow for differing opinions. Desirable
similarities among participants can include characteristics such as age, gender, educational
level, or occupation. Another aspect to consider is whether or not participants have prior
knowledge about the topic to be discussed. Different levels of knowledge may prevent an
interactive discussion. (Shiu et al., 200) For the purpose of this thesis however, the
participants are not required to have any specific knowledge about the topic.
The nonprobability sample is based on the marketer‟s subjectivity. This kind of sample
indicates that the chance of a number from the population to be selected in not known
(Sekaran & Bougie, 2011).
As well as the probability sample, the nonprobability sample needs its size to be defined.
After that a sampling method has to be chosen, from the following ones:
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THE QUOTAS

Non- random and stratified sample. Used for interviews.
Regularly used in the market research and opinion polling.
This sample is chosen to include a certain proportion of
particular variables (e.g. gender, age, group, socio-economic
group)

THE
PURPOSIVE

Use your own judgment to choose the case to answer the
problem

THE

Used when difficult to reach the population studied. The

SNOWBALL

researcher contacts an initial group of people relevant for the
research topic, and then uses this group to contact others for
the research.

THE SELF-

The person of the population chooses himself to take part in

SELECTION

the research
Choose haphazardly the easiest sample to reach. Sample is

THE

chosen for ease or convenience rather than through random

CONVENIENCE

sampling. Therefore, where this is used, the results cannot be
generalised to the population.

Table 3. The five types of nonprobability sample (Floriane and Julien, 2014)

For our study, we have chosen two non-probability methods; being the convenience and the
snowball sampling method. This choice was motivated by wanting to make sampling as
simple as possible, thus facilitating the research. Thanks to these methods we were able to
collect a lot of responses in a short duration of time. The choice of the method of the
convenience is due to the impossibility or extreme difficulty that a researcher can have when
trying to obtain probability samples. This can push him to decide for the use of nonprobability samples (Bryman & Bell, 2007). However, this method still has some
disadvantages such as a vulnerability to a biased selection and it may lead to a high level of
sampling error. Moreover, in snowball sampling, you begin by identifying someone who
meets the criteria for inclusion in your study. You then ask them to suggest others who they
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may know who also meet the criteria. Snowball sampling is especially useful when you are
trying to reach populations that are inaccessible or hard to find (Bryman & Bell, 2007)
The population sample in this case is people who drink and buy beers and have at least 18
years old.

3.5

Collection of empirical data

3.5.1 From secondary data
When answering research questions, researchers can re-analyse data that “have already been
collected for some other purpose” (Saunders et al., 2007, p. 246). The collection of secondary
data can be an important first stage. The main use for this type of information is that it can
provide the first point for an evaluation or analysis to have some background knowledge and
understanding. Secondary data collection is also profitable for contributing to the analysis and
commentary throughout a research report (Macdonald and Headlam, 2008).
There are two types of secondary data: internal and external. The first one is information
already available within the company. Whereas internal data are data collected for purposes
other than the research being conducted, external data come from an array of sources such as
government publications, trade association data, books, bulletins, reports, and periodicals.
This type of data is accessible at a low price or free in a library (Kinnear & Taylor, 1996).
The most useful keywords were “consumer‟s behaviour”, “packaging”, “advertising”, and
“perception”. As the huge number of articles upload on the Internet, it was difficult to be able
to select the most useful articles for our paper. Books were a big help to us in our writing
because we found a lot of references about important aspects of our study. These books were
found through Google Books, and the library of halmstad.se. Many of these books have also
been used to lay out the theoretical framework and methodology parts of this study such as
Kotler & Armstrong (2008) “The principle of marketing” or “Consumer behaviour” by Hoyer
and McInnis (2009).
Google Scholar was also a helpful tool to find academic articles. And databases from
Halmstad University were consulted, such as: DiVA (the database of the library for research
publications and students theses), Esmerald and Libris.

27

Halmstad University – School of Business & Engineering
Exchange programme
Thesis
3.5.2 From primary data
However, researchers can also collect and analyse new data. Data that is collected for a
specific purpose is known as primary data. (Saunders et al., 2007). As Collis & Hussey (2003)
said, “There are three methods to collect primary data which are determined by the type of
data you need: the survey method, the experiment method and the observational method”. The
survey method concerns describing, recording, analysing and interpreting conditions that exist
or existed (Kothari, 2001). In this section, we focus on the quantitative use of surveys, and in
later sections we explore the more qualitative use of survey method (Macdonald and
Headlam, 2008).
In this paper, a questionnaire will be used to target the important points that are highlighted
within the secondary data as previously mentioned above.

To conduct the survey different contact methods have been studied, such as: mail, telephone,
personal or online. Each method has its own advantages, but disadvantages too. Finally,
online contact methods were chosen for several reasons. The first one is cost; thanks to the
internet it is possible to send a large quantity of surveys for free. Secondly; by means of the
internet it is easy to have access to a huge quantity of information in a short period of time
online (Mc Cullough, 1998). This was vital to the study conducted, seen that the possibilities
for assembling data were limited by time. In order to attain our goal, two primary means of
collecting data have been used: email and social networks.
To understand the people‟s perception of Packaging, a survey seemed necessary. To carry out
this survey we chose to make a questionnaire. In order to make a clear and efficient
questionnaire we followed the following rules:


The questionnaire started with an explanation.



The questions were made as short and as precise as possible.



Closed-ended questions were used. Only a certain number of answers were given to
the participants, and they were to choose between them. The answers were scaled, and
multiple choice.



One open-ended question provided a blank space to answer.



The questionnaire was ended by thanking the participants for their participation and
help.
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We chose a target group age of over 18 years of age. We did not choose any nationalities or
small age groups in order to analyse later what the opinion about beer packaging is in regard
to age difference. The questionnaire was distributed mainly by using social networks such as
Facebook, Twitter and LinkedIn. Thanks to our networks such as Schools, Erasmus students,
professional contacts and family, we collected 230 answers.

3.6

Credibility

Reliability and validity are two mandatory and indispensable tools to conduct a reliable and
academic research study with a good survey.
Reliability is required of research studies. It is necessary to design research which is auditable
i.e transparent and clear so that the reader can either undertake the same method themselves
and produce the same results, or at least the method is clear enough to instil confidence in the
reader that the results were not fudged in any way. (Greener, 2008).
The objective of the reliability is to know that the method of data gathering produces
consistent and stable results (Wren, 2005). To obtain as few mistakes as possible it is
necessary to carry out some steps.
Bryman and Bell quoted the word validity as: “Validity refers to the issue of whether or not
an indicator (or set of indicators) that is devised to gauge a concept really measures that
concept” (Bryman and Bell, 2007 pp. 165). The concept of validity in qualitative studies has
created some debates. Some researchers said that the term of validity is not applicable to
qualitative studies but at the same time they highlight the importance of a method to check the
research (Golafshani, 2003).

3.7

Instrument to collect data

Thanks to Salant and Dillman (1994), we know that the survey is a tool of observation which
allows us to quantify and to compare the information. This information is collected with a
representative sample of the population aimed by the evaluation.
In the survey, we mostly have two sorts of questions, with a dominance of closed questions
and one richer, open question that is also more difficult to deal with statistically.
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Before beginning the survey, we decided upon why using a survey is useful for us. Firstly; a
large number of people can easily answer our questions thanks to the internet. We will use our
own contacts to get answers from friends, students from our university in France, Spain and
Sweden. Also, we do not have the necessity to travel. A lot of people from France and Spain
can answer our questionnaire while we are in Sweden. The internet is a “new” technology
really useful for this type of research.

However, there are also some disadvantages of using a survey. For example, we cannot
clarify the answers, people answer our survey but we cannot contact them afterwards. That
means that we have to make our questions very clear to make sure that the responses will be
understood well by us.

Find below our survey :
Question

Type of

number

question

1

Demographic

Question

Age

Responses

-19 to 25
-26 to 40
> 40

2

Demographic

Gender

-Male
-Female

3

Demographic

Occupation

-Student
-Worker
-Other

4

Attitudinal

5

Consumer

6

Consumer

-Open
Beer

-Yes

consumption

-No

How often

< 3 times per month
-3 to 5 times per month
> to 5 times per month
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7

8

Behavioural

Behavioural

Importance of

-Yes

packaging

-No

Importance of

-Scale 1 to 10

packaging
9

10

Behavioural

Behavioural

Packaging

-Form

aspect (3 most

-Design

important)

-Color

Written

-Degree of alcohol

packaging (the -Name of the brand
most
important)

-Advice for drinking in
best conditions
-History of the brand
-The place of
manufacture
-Keys words describing
the beer

11

Behavioural

Main decision

-Price

factor to buy

-Size

(3 most
important)

-Degree of alcohol
-Logo
-Written information
-Design
-Other

12

Behavioural

Main decision

-Logo

factor to

-Picture

package

-Shape

design (2 most -Color
important)

-Written information
-Brand
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13

Package

Shape/Material -Glass

design
14

-Metal

Package

Color of the

-Blue

design

packaging

-White
-Red
-Yellow
-Green

15

Package

The most

-5 examples of original

design

originality

beer packaging

Table 4: An overview of the types of our questionnaire. (Own reference)

4. Empirical data and Results
4.1

Questionnaire participation

In the part of data collection, the goal number of questionnaires replies we planned was 280
copies. By May 12th, we had received 231 copies of the questionnaires.
In this part, we will describe the results of the survey that was created for this study. Not all
percentages will be mentioned but only the ones that are most relevant to our research
question.
As the law does not allow people under 18 to drink alcohol (in Europe), 19 respondents (those
who were under 18) were lifted from the results of the questionnaire. So, the final number of
respondents is 212.
The first two questions are identification questions that allow us to know more about the
respondents. We distributed the questionnaires mainly over different social networks and
forums.

1)- As the figure 3 shows, it is then quite logical to have a majority of answers in this young
age group because they make relatively more use of these social networks than older age
groups.
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Figure 3. Pie chart of the population‟s age of our sample. (Our online survey on Google
Docs, 2017).

2)- In figure 4, the proportion women to men (59% female, 41% male). There is a small
majority of female answers.

Figure 4. Pie chart of our population‟s gender of our sample.
(Our online survey on Google Docs, 2017).

3)- As previously stated under the limitations of the survey it is normal that we have
numerously more students because our survey was carried out online mainly through social
networks which are generally more frequented by younger generations, and especially
students. So, this group represents 75.2 % of the answers.
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Figure 5. Pie chart of our population‟s profession of our sample.
(Our online survey on Google Docs, 2017).

4)- Noticeable is that more than 60% of the respondents think that the beer‟s packaging is
really important in their decision-making.

Figure 6. Pie chart of our population‟s opinion about the importance of the beer package of
our sample. (Our online survey on Google Docs, 2017).

5)- As the research question is about customer perception, questions about perception had to
be included in the questionnaire. In the table below you can see the answers to the next (open)
question about perception, where respondents were free to write whatever it comes to their
mind when they listen the word “beer packaging”. There was a huge diversity of answers,
even if only one hundred and two responded.
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Word

Number of
Respondents

Nothing

5

Marketing

8

Design

7

Glass bottle

2

Originality

5

Example of Beer brands (Heineken, Guinness, Corona,
Desperado)

12

Colors

1

Written information

2

Quality

2

Diversity

1

Good

2

Simple

3

Others (not valid)

52

Table 5: The different answers of customer‟s perception
(Our online survey on Google Docs, 2017).

6)- Question number eight is to measure the importance of the beer packaging, using a scale
of one to ten. We can note that the average is around 7/10. Calculation of the median show
that it is 7/10 as well.
This means that there were as many responses above 7/10 as below. Following the
calculation of the quartiles, we can also remark that 50% of the respondents gave a score
between 4/10 and 7/10; 25% have noted under 4/10 and 25% above 7/10.
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Figure 7. Column chart representing people‟s sampled thought about the impotance of beer
packaging. (Our online survey on Google Docs, 2017).

7)- In question nine, we wanted to know which aspect of the beer packaging is most
important to the consumer. Our answers show that design, in general, is the most important
point of the beer packaging with more than 50% of responses.
For the other half, our respondents are divided between the ones who prefer a nice
appearance for the beer packaging (26%), regarding the material, and the ones who chose the
beer through the visual aspect, the color (20.7%)

Figure 8. Pie chart of our population‟s decision on which aspects are important for the beer
package. (Our online survey on Google Docs, 2017)

8)- Besides measuring the visual aspects of packaging, we also wanted to know the
consumer's point of view on the "written" aspect of the packaging, and which information to
provide.
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Question number ten of our questionnaire allows us to see what the three essential points of
the "written" packaging are: (Figure 9)
 The name of the company (twenty-five-point four percent, 25.4%)
 The degree of alcohol (thirty- four percent,34%)
 Key Words describing the beer (nineteen-point six percent, 19.6%)
Some additional indications may also be useful for "written" packaging such as:
 Tasting advice (three-point three percent, 3.3%),
 The place where the beer was created (twelve-point nine percent, 12,9%)
 The company's history (four-point eight percent, 4.8%).

Figure 9. Pie chart of our population‟s decision on which aspects are important for the beer
package concerning the written information. (Our online survey on Google Docs, 2017)

11)- According to figure 10 below, there were those of beer consumers who are loyal to a
brand, meaning that the packaging of other brands will surely not change their mind. We
want to underligned that we asked for the 3 most important aspects, that‟s why the total of
percentage doesn‟t match with 100%. In question 11, we asked what the main buying
motivation factors of a beer would be if they were in a foreign country, knowing nothing
about the beers offered in that country.
The three most important aspects of packaging in this scenario are:


The price (if it is part of the packaging) (70%)



Degree of alcohol (38.1%)



Design (general appearance in one glance: logo, size, color) (34.8%)
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Price plays an important role in the buying decision of the consumer but seen that price isn‟t
an aspect of packaging but rather a part of the communication aspect (in countries where the
law allows this), we will not analyze it as an aspect of packaging.

Figure 10. Column chart representing people‟s sampled thought about the three most
important facts of beer packaging of foreign beer. (Our online survey on Google Docs, 2017).

12)- With question 12, we wanted to understand what design features are most useful to
consumers. We asked them to give the (for them) two most important ones. As the previous
issue about the question 11, the total of percentage doesn‟t match with 100%.
Given the answers we notice that the color (38.8%), the logo (36.8%) and the shape of the
beer (34.4%) are the three most useful aspects of a good design.
Nevertheless, we note that the brand name is the most important aspect for 27.3% of those
questioned, and that the presence of pictures is a most important feature to 15.8%.

Figure 11. Column chart representing design features most useful to the consumer according
to people sampled. (Our online survey on Google Docs, 2017)

38

Halmstad University – School of Business & Engineering
Exchange programme
Thesis

13)- Question 13 was meant to find out which material (glass, metal) is most appreciated by
consumers. We note that glass beer bottles are largely preferred representing 83,2% of the
answers.

Figure 12. Pie chart of our population‟s preference on beer package material. (Our online
survey on Google Docs, 2017)

14)- We also wanted to understand more about the importance of color. So, in question 14 we
asked consumers about their color preferences on five beers (having the same format). We
proposed blue, white, red, yellow and green, the colors most used in advertising campaigns
(Turmine, 2011), Figure 13. The results for this question are all within a small margin; on a
scale from the largest to the smallest: Green (twenty-nine-point seven percent, 29.7%),
Yellow (twenty percent, 20%), White (seventeen-point nine percent, 17.9%), Blue (sixteenpoint

nine

percent,

16.9%),

Red

(fifteen-point

four

percent,

15.4%)

Figure 13. Pie chart of our population‟s decision on the beer package colour. (Our online
Survey on Google Docs, 2017)
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5. Analysis of empirical data
5.1

Introduction

The industry of packaging is one that has been in existence since the beginning of time. It
facilitates transportation, storage and protection of products as they await sales, (Urvoy &
Sanchez, 2007).
The significance of packaging is not only to attract people‟s attention at the point of sale but
also to enhance easy usage and handling as well as consumption of the product after purchase.
The role of packaging in promoting a brand image as well as its role in the purchase decision
has been the main question that researchers with this paper have seeked to investigate.

5.2

Customers perception

Beer packaging gives consumers various perceptions of the product. Consumer behaviour
consists of actions, reactions, and responses in relation to the products bought and services
sought. Factors like personality, perception, attitude, physical attributes, advertising, social
and societal influence on the other shape the behaviour of consumers. (Solomon, Bamossy, et
al., 2010, p. 119.). In our case, approximately one hundred people responded to the question
that sought their opinion of what comes into their minds when they see a particular packaging.
Some of the most important issues that come into the consumer minds include: “Marketing”
(eight respondents), some beer brands (twelve respondents), “Design (seven respondents)”, or
“Originality (five respondents)”.
Eight people wrote “Marketing” as the first thing that comes into their minds in the open
question. How a product looks can be what attracts the customer‟s attention and the customer
decides to buy that product. Moreover, the names as famous beer brands as: “Heineken”,
“Corona”, “Desperados” or “Guinness Beer” are also in the mind of consumers. Regarding to
Millward Brown (2009), thanks to the brands, the amount of time spent by customers to buy a
product has been minimized because the brand acts like a shortcut in the decision-making
process that allows the customers to make its purchase decision without weighing the features
and benefits of the rival brands. That meaning is important to the consumers because it helps
them define who they are and what they want.
The terms “Package design” and “Originality” will be analysed in the following section.
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It thus follows that customers are bound to experience the packaging in a way that influences
their view of the product and that of the company thus affecting their decision to buy and be
loyal to the company.

5.3

Package importance

The importance of beer packaging has become very important since the packaging is the part
of the product that has a huge influence in the customer buying decision process.
Packaging helps for transportation and protection of the product but also to draw consumers‟
attention and creating loyalty. These three aspect of packaging determine if the customer buys
the product or not (Urvoy and Sanchez, 2007).

A majority of respondents (130 answers) think that packaging plays an important part in their
purchase decision-making (Question 7). That is because a product‟s packaging communicates
many things, from what the product can do for your customers to your company‟s values.
Moreover, betting on good packaging can differentiate a brand from the competitors and it
will become a trademark for that brand.

More than half of the people surveyed noted that they give a minimum mark of 7/10 about
the importance of beer packaging (Question 8).
This mark is quite high, so it can be considered that consumers give quite a lot of importance
to what they see before deciding which product to buy. Packaging plays a huge role in
marketing a product. The product‟s packaging creates the first impression on a potential
buyer.

Question 9 asked to give the most relevant aspect of the beer packaging. More than half of
the respondents agree that the design, followed by color are the essential factors. Using the
right colors and design can encourage potential customers to take action and actually
purchase your product. Something that is wrapped in a great package is more likely to attract
the attention of a consumer. In a store or online, alongside hundreds or even thousands of
other products, it is significant for your product to stand out and be eye-catching (Legoff,
1999.)
The next question is regarding which aspect of the written information is more important.
Printed information contains all the information related to the product quality, price, and
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description which help to identify the brand. This helps customers to make the right decision
and to purchase the product. It is impossible to give a clear answer to which written
information is most important while there is a diversity of answers. The label is which
identifies the product, and which in most cases, is a determining factor for the sale of the
same. It is one of the most meaningful factors in the marketing process, and is responsible
both for projecting the image of the product and its manufacturer (Vidales, 2003). On the
beer packaging, the degree of alcohol and the keywords describing the beer, such as: brilliant,
fresh, malty or Belgian can be a decisive factor for the customer to choose that beer and
differentiate it from the others.

Finally, if you are in a foreign country where you don't know the taste and the brand of all
beers available, our survey respondents agree that the price, the degree of alcohol and the
design are the decisive factor.
Price is important to marketers because it represents marketers' assessment of the value
customers see in the product or service and are willing to pay for a product or service. It is the
greatest and the strongest „P‟ of the four „Ps‟ of the mix. Generally, price is a major factor
affecting the buyer‟s choice. However, price is the only element in the marketing mix that
will generate revenue, the other elements all represent costs. Marketing managers can control
the product demand through this powerful instrument. Price increases or decreases the
demand for the products.

In general cases, the personal involvement of the consumer in the product must be strong,
which is not necessarily the case for the purchase of beer. In this case, the product itself is
important for the application of the decision-making process. The complexity, the degree of
alcohol, the price, the perceived risk or the social connotation of the product are elements
likely to vary the level of personal involvement (Daghfous & D‟astous, et al., 2010).

This theoretical aspect agrees with our findings regarding the impact of the degree of alcohol
(38.1% of responses). Nevertheless, the high proportion of students who answered our
questionnaire (75%) could influence this response. Indeed, 95% of the students answered that
the degree of alcohol was important, compared with only 25% of workers and other.
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5.4

Design aspects

The visual element of packaging are colors, size, shape, graphics and material (Kuvykaite,
2009); these were also researched. These elements of packaging are needed to create a clear,
and emotional message to touch the consumer.
They do not always have to be used together in order to create a good message, as we found
out in our primary data. Some of these elements are considered more powerful such as
colors, sizes and style. (Wu and al 2009).

Concerning the design; color, logo and shape of the packaging are important aspects that
consumers consider when making decisions; we noticed that with question 11 of the
questionnaire (“What is the main decision factor when you buy a beer and you don‟t know the
brand or the taste (the three most important)”). Customers do not just choose a beer based on
its taste when it is already tasted by him but they also choose a beer because of its design and
visual aspect. As such, any average consumer is bound to base their decisions on the exterior
appearance which is mainly determined by the packaging of the beer.
Packaging is an effective marketing tool while also being an important part of a brewer‟s
identity. In function of shape, the majority of respondents (82.9%) have chosen the glass.
Glass, while being the heaviest of the materials currently used to package small quantities of
beer, has seen some innovative approaches, especially when it comes to design. A classic
form of packaging beer, glass offers brewers the nostalgic appeal as well as a wide-open
canvas for design.
Concerning the color, packaging color influences the behaviour of consumers during the
buying process. The marketers show that the color of the packing is a non-verbal attribute
capable of transmitting meanings to the product which influences directly the evaluations and
the election of the brand. After World War II, it was preferred (for reasons of cost and
availability) by some European brewers to use green, rather than brown bottles. Their green
bottles had a better perceived quality image and since then the green bottles were used as a
trading tool.
So, it can be assumed for that reason, that many people prefer green color in their beer
package. Becker et al. (2011) examined that a subtle color can have strong effects surpassing
in some cases the brand information and prices. On the other hand, a low color saturation
causes higher price expectations while a high color saturation causes associations with
cheapness or low quality, causing expectations of prices to be lower.
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Bloch (1995) keeps on telling that when the designers make decisions with regard to the form,
there are included such characteristics like form, scale, color, texture, materials, proportions
and adornments. Concluding the above findings, it is noted that the packaging design is an
important element in building both brand identity and image.
The responses in our study indicate that the packaging is influencing the buying decision of
the customer and that it is also of influence on the brand image through its creating a
relationship between the brand and the user as well as enhancing the communication between
the brand and the user. Packaging establishes a long-lasting relationship between the buyer
and the brand in that it is influencing the buyer‟s decision to purchase the same product in the
future; thus, it creating loyalty to the brand.
Additionally, a proper packaging design makes the user win time to access information. Most
consumers need to spend the least amount of time possible in deciding whether to buy a
product or not. This kind of decision is influenced by the information available on the
packaging of the beer.

6. Conclusion

The aim of this paper was to know how important design aspects of beer packaging are in
relation to the purchase decision and customer perception. The research question of this thesis
was: “What is the European consumers’ perception towards the beer packaging design
aspects?”. In order to obtain an answer to this question, the authors have analyzed the
different factors that influence the customers in the buying-decision process. As we have
already explained, we must consider that packaging is primarily aimed at attracting the
attention of customers, it being the main window of communication towards the consumer.
The presentation of a product is fundamental. In that, it can both determine that the product to
be a success ... or a failure. Never mind the amount of publicity a brewer can make, nor the
superiority of his product; the consumer decides what to buy when he is in front of the
product, and at that moment all he sees is the label, the box and the packaging in which it is
presented.
The obtained results from this study on “The influence of Beer Packaging on Customer
Perception and Buying Decision” show that packaging design is presenting a good way of
marketing communication because the potential customers value elements they see on the
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package and the color of packaging assists consumers to differentiate favorite brands.
Additionally, it assists the company to catch the attention of the customers.
As such, design elements render marketing the product easier as it allows it to be more
attractive and eye-catching and contributes towards differentiating one company‟s products
from others.
From the available empirical evidence, information on the packaging shows significant,
valued elements, and has the potential of supporting the strategies of marketing, hence
establishing brand identity and image.
The printed information includes all the information about the beer such as description, price,
quality, the degree of alcohol and history of the brand which enables the customers to easily
identify the product as well as facilitating the process of decision making during purchasing.

According to the empirical analysis, the results have confirmed that different elements of
package design (color, shape, Labels/ “written” information) play very important roles
regarding the consumer‟s perception towards the beer packaging design aspects. All these
factors contribute to capture the attention and interest of the beer‟s consumers.

6.1

Limitations

In Europe, alcohol industry advertising is widely regulated, thus increasing packaging
importance in order to differentiate and gain market shares through competitive advantage.
We met with some limitations during this time doing the thesis. First of all, we did not define
the questions well enough in our questionnaire, because we had not defined exactly what
aspects we wanted to research before making the questionnaire. Another aspect to underline is
that in Europe, it is forbidden to drink and buy alcohol under 18, this means that we could not
take their views into account in our analysis. Our questionnaire collected 231 responses, 19 of
these were made by minors, so these 19 have been deleted.

Before starting with the research part, our aim was to also do interviews with some Swedish
beer companies to be able to focus the research in Sweden. It has not been possible because
we do not know a lot of Swedish people nor do we have Swedish contacts so we couldn‟t
approach them to fill out the questionnaire. However, we did try to call some Swedish beer
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companies but because of our inability to speak Swedish it was impossible to get an answer of
them. For that reason, we finally decided to focus on European consumers.
Furthermore, the research was limited in time, so we could no longer wait for more answers to
our questionnaire.
Nevertheless, our study has tried to answer the research question as detailed as possible.

6.2

Further studies

We developed all the aspects of packaging in general and tried to find the most useful aspect,
we were focused on beer packaging in general. It can be interesting to focus on one of the
aspects we found in order to propose an” ideal model” for each aspect.
Another point which is interesting is to focus on a special “category” of people like:


18 -25 years old (student)



26-65 years old (worker, parents…)



66-99 years old (senior, retirees)

The more precise the study is, the more interesting and useful it is.
Finally, it would be good to do this kind of survey, focusing on the packaging of one or two
beer brands only (in the same country), analyse the numbers of sales in a year and try to
figure out what worked best about the packaging and why.

7. Appendix
7.1

Appendix A : Questionnaire

Dear participant!
We are three exchange students in Sweden who are currently investigating how the packaging
can influence in the customer buying decision focusing on the beer packaging.
With your help, we can get one step closer to find some answer :)
Filling out the survey requires only a few minutes.
Thank you!
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Demographic questions

1. How old are you?


19-25



25-40



+40

2. Are you:


Male



Female

3. What is your occupation?
 Student
 Worker
 Other
4. What comes to your mind when you think about beer packaging?
5. Have you already drunk beer?


Yes



No

6. How often?


Less than 3 times per month



1-3 times per month



3-5 times per month



More than 5 time per month



Package importance

7. Are you interested in the packaging of your beer?


Yes



No

8. On a scale (1 to 10) what is the importance for you of beer packaging?
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9. Which aspect of packaging is the most important for you?


Form



Design



Color

10. Which information on “written packaging “is the most important for you?


Degree of alcohol



Name of the brand



Advice for drinking in best conditions



History of the brand



The place where the beer was created



Key words describing the beer

11. What is the main decision factor when you buy a beer and you don‟t know the brand
or the taste (three most important)


Price



Size



Degree of alcohol



Logo



Written information



Design



Other

12. Which of the following features of packaging design do you think it is the most
important to you? (The two most important)
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Logo



Picture



Shape



Color



Written information
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Design aspects

13. Which beer would you buy? (In function of shape)


Option 1 : Glass



Option 2 : Can

14. Which beer would you buy? (In function of color?)

7.2



Option 1 : Blue



Option 2 : White



Option 3 : Red



Option 4 : Yellow



Option 5 : Green
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