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Introduction Chapter 
 

INTRODUCTION 

This is the first chapter of our dissertation. The research background will be introduced and 

followed by research problem, purpose and demarcation which will be presented concerning 

to the area of our study. 

 

BACKGROUND 

Today, companies are competing to maximize the market share by penetrating on their existing 

markets. Marketing communication is very crucial and necessary tool to communicate with 

your customers, to increase brand awareness, to strengthen the brand image, and to build up 

customer loyalty. In consumer marketing, brands often provide the primary points of 

differentiation between competitive offerings, and as such they can be critical to the success of 

companies. (Wood, 2000) 

Companies can get their long term benefits by improving their brand awareness, image and 

trust which ultimately could contribute and form the brand acquisition. There are certain ways 

to examine brands by looking at their component parts, such as the brand name, logo, design or 

packaging, advertising or sponsorship and etc. Therefore, packaging is one of important 

element which can help to establish or strengthen the brand image and loyalty. 

The concept of packaging has been changing rapidly in order to cooperate with customer-

orientated marketing communication strategies, because of his outstanding role in the way of 

influencing product purchasing decisions, which make it superior to the other influential 

factors such as price, shelf location and etc. Companies are paying more attention on the 

packaging more than ever, which can result in more customer acceptability in the presentation 

and price of the final products. Having an appealing package and eye-catching display at point 

of sales can definitely influence customer behaviour and their purchasing decisions.  

(http://www.tutor2u.net/business/presentations/marketing/packaging/default.html) 
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Packaging is an important part of the product that not only serves a functional purpose, but also 

acts as a mean of communicative information of the products and brand character. Packaging 

must be functional; it must protect the products in good storage, in shipment and often in use. 

Besides, it has also the function that can give customers the ease of access and use on the 

purpose of convenience. Moreover, packaging also serves a promotional purpose. It needs to 

attract and hold the customers’ attention and involvement with the products. This means that 

the packaging is actually value-added to the brand of the product through the combination of 

materials, shape, design, colour and etc. 

Packaging aims at both at protection and sells the products. As matter of fact, the scale of 

important role of packaging has been inclined from the physical protection to give customers 

impression and purchasing stimulation as a silent salesman. More and more companies accept 

the view of which packaging is the least expensive advertising for their products, thus they 

rather like to make investment on packaging as a priority of designing their marketing 

communication strategy. (http://aulavirtual.uji.es/course/view.php?id=1770) 

RESEARCH PROBLEM 

 

Nowadays, so many market trends have shown us a truth, which is the significance of a fast 

growing role of product packaging on brand communication. As a matter of fact, with in many 

industries, we have seen that a reduction in spending on traditional brand-building mass media 

advertising, otherwise an increasing investment made on packaging to create differentiation 

and identity for the relatively homogenous consumer products. 

Packaging is gradually becoming a way to gain consumer’s notice and attention, as we can 

witness the movement from self-service retailing industry; a new role has been played to as the 

salesman on the shelf at the point of sale by packaging. Management of the companies more 

than ever to pay attention on packaging due to its important communicative role and use it as 

an effective tool to influence on consumers’ attitude and behaviour. 

The involvement of the user makes the packaging an essential element in branding, both in the 

communication of brand values and as an essential part of the brand (Connoly & Davidson, 
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1996). The design of the package itself may be an incentive to buy (Hall, 1993). The 

perception and usage of beautifully designed products may provide sensory pleasure and 

stimulation. In contrast, objects with an unattractive form may evoke distaste. (Bloch, 1995) 

Base on the problem discussion, the purpose of this thesis is to provide a better understanding 

of how the product packaging is used as strategic tool for brand communication. 

 

RESEARCH PURPOSE 

 

In order to better fulfil the above stated purpose, two research questions have been outlined 

below to help us approach the adequate and relevant knowledge to achieve our goal.  

1. How does the packaging design affect the way of which customers perceive a brand? 

 

2. What is the role of packaging in the perception of product quality in consumer’s 

point of view? 

 

DEMARCATION  

 

People often spent a long time in the supermarket to select their buying items. It makes a big 

difference when a product has different and unique appearance by careful design in order to 

catch customers’ attention. 

Our purpose of this study is to investigate how consumers experience packaging in everyday 

commodities and try to understand and describe the role of packaging in the perception of 

quality. Finally, we hope that we will get an overall view about how packaging works as a 

strategic tool to the companies nowadays. We found that the cleaning products are interesting 

products for us to study, due to they are typical everyday commodity. It will be very interesting 

to understand the facts of why companies are increasingly paying attention on packaging the 
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cleaning products in stead of advertising and promotion. The product range of the cleaning 

product we chose is from different packaged detergent powder to liquidity for laundry. They 

can be found easily in the different supermarkets and grocery stores. Some of the pictures are 

shown below and the next page. 

Through our empirical study, we hope that we can describe how companies that producing 

these products making well-know their products by using packaging as their strategic tool, thus 

consequently to build up brand awareness and loyalty. 

 

       

                                                                           

PDF Created with deskPDF PDF Writer - Trial :: http://www.docudesk.com



Introduction Chapter 

8 
 

                            

 

 

This chapter has shown our research background and the stated research purpose. We also 

stated our specific research questions and demarcation in order to narrow and focus on our 

defined research purpose. They following chapter will present you the theory we adopted 

from previous researchers. 
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THEORETICAL FRAMEWORKS 

 

This chapter will present the theories pertaining to our stated research purpose and research 

questions. The theory will be presented as the same order as our research questions. This 

chapter will end with the conceptual frame work and the frame of reference. 

 

We start our theory review part with the explanation of the packaging strategy by Kolter; also 

we are consulting other sources like books, journals, articles relating our subjects. As Kolter 

said packaging is an element of product strategy. Traditionally, packaging decisions were 

based primarily on cost and production factors; the primary function of the package was to 

contain and protect the product. However, nowadays numerous factors have made packaging 

an important marketing tool. Now the packages must perform many sales tasks (attracting 

attention, describing the product, making the sale). Companies are also realizing the power of 

good packaging to create instant consumer recognition of the company or brand. (Kolter, 2004) 

Innovative packaging can give a company an advantage over competitors. The packaging must 

be consistent with the product’s advertising, pricing and distribution. Companies usually 

consider several different package designs for a new product. To select the best package, they 

usually test the various designs to find the one that stands up best under normal use, easiest for 

dealers to handle and receives the most favourable consumer’s response. Today’s rapidly 

changing environment, most companies must recheck their packaging every two or three years. 

After selecting and introducing the package, the company should check it regularly in the face 

of changing customer preferences and advances in technology. (Ibid) 

There are some important factors in the design of packaging according to Kolter (2004): 

� Protection of product 

� Protection of the user 

� Security-tamper resistant packaging 

� Ease of transportation and storage 

� Provision of product information 
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� Attractive visual display 

� Environmental suitability 

� Convenience                                                            

� Economic /cost considerations 

� Legal considerations 

� Promotional value 

(Ibid)                                                                                                            

 

After looking at Kolter theory about packaging, we will turn to different theory relating to 

packaging design and its important elements in order to help us to solve the first research 

question. 

PACKAGING DESIGN 

 

For many consumers in low involvement purchases, the package is the product, particularly 

because impressions formed during initial contact can have lasting impact. As the product 

attribute that most directly communicates to the target consumer the design characteristics of 

the package need to stand out in a display of many other offerings. (Nancarrow, Wright, & 

Brace, 1998) 

According to Bloch (1995) the form or design of a package or a product could contribute to a 

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. 

With new product offerings, a distinctive design can render older competitors obsolete and 

make later competitors appear as shallow copies (Bloch, 1995). The form or exterior 

appearance of a product is important as a means of communicating information to consumers. 

Product form creates the initial impression and generates inferences regarding other product 

attributes in the same manner as price does. For example, a compact and simple form of a 

computer could be used to communicate the ease of use. (Ibid) In addition to managerial 

considerations, product form is also significant in a larger sense because it affects the quality 
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of people’s lives. The perception and usage of a beautifully designed object may provide 

sensory pleasure and stimulation. In contrast, objects with unattractive form may evoke 

distaste. (ibid) Form can also have long lasting effects. Although many goods are quickly 

discarded, the aesthetic characteristics of more durable products can have an impact for years 

on users and non-users alike as products become part of the sensory environment, for good or 

bad. (ibid) 

Theory concerning different elements of package design will be presented from here. 

PACKAGING SHAPE 

 

Everything about the package plays a role in communication product imaginary to the 

consumer (Meyers, 1999). The package shape can be used to communicate images that 

influence consumer perception, appeal to the consumer’s emotions, and establish desires for 

the product before the consumer ever reads the label or sees the actual product (ibid). 

Package size, shape and elongation effects customer judgments and decisions, however they 

state that it does not always occur in easily uncovered ways. Consumers often appear to use 

these things as simplifying heuristics to make volume judgments. Generally they 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 imaginary and 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 eager in the will to 

be unique and the form can then easily contradict the marketing strategy of the product.  

Different sizes also appeal to consumers with somewhat different involvement. For example, 

low price for some low involvement products, such as generics, is made possible through cost 

savings created by reduced packaging and promotional expenses. Generics are usually 

packaged in larger size, which communicate to consumers who are specifically looking for 
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good deals. Such consumers find the low price generics, in the right size of packaging, offers 

excellent value for money. In addition, this could imply that when product quality is hard to 

determine, as with generics, the packaging size effect is stronger. (ibid) 

According to Danger (1987) there cannot be fixed principles governing the physical shape of a 

package because it is usually dictated by the nature of the product, by mechanical 

consideration, by selling conditions, by display considerations, and the way that the package is 

used. However there exist some basic rules that should be followed.  

Danger (1987) lists his stated rules in as following order: 

• Simple shapes are preferred to complicated ones 

• A regular shape will have more appeal than an irregular one and the latter may cause a 

mental blockage, which impels the customer to something else. 

• A shape that is not balanced will be unpleasing 

• Squares are preferred to rectangles and a rectangle that has a square root to one that 

does not 

• Shapes should be tactile and soft 

• A convex shape is preferred to a concave one 

• Women prefer round shapes and they like circles better then triangles. Angular shapes 

are preferred by men and are considered more masculine, men also prefer triangles to 

circles 

• Shapes should be easy on the eye 

Beyond providing pure information, the emotional aspects of packaging graphics are more 

subliminal. They evolve from the styling of various graphics elements, including logo styling, 

copy styling, symbols, icons, colours, textures, photography, and illustrations. (ibid) the use of 

colour will be discussed more thoroughly later on. 
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BRAND NAME 

 

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. A uniquely shaped signature is referred to as the brand’s logo. 

(Meyers, 1998) 

The logo can take many forms. It can be based on the brand name in some sort of unique 

typographic format or a uniquely styled configuration of the corporate initials. The logo can 

also take the form of a symbol that has an association with the product or can simply be an 

abstract shape designed to achieve brand recall. A bold logo will communicate strength, 

masculinity, and effectiveness. A cursive logo usually communicates elegance, lightness, 

femininity, and fashion. An angled or script logo provides an image of casualness, fun, 

movement, and entertainment. (ibid) 

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. Whether the logo is a stylized name 

or a symbol, whether it identifies a single product or an extensive line of products, whether it is 

used as a master brand or a sub-brand, it is advisable that the logo style and proportions are 

maintained on all packages, regardless of packaging form, shape, and size. (ibid) 

LOGO 

 

When looking upon the effects of the use of logo and brand name on the package we will apply 

the theory of Meyers (1998) 

• A bold logo will communicate strength, masculinity, and effectiveness 

• A cursive logo usually communicates elegance, lightness, femininity, and fashion 
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• An angled or script logo provides an image of casualness, fun, movement, and 

entertainment 

 

PICTURES 

 

One of the most effective means of communicating product information and imagery is, of 

course, the use of pictures on the package. Photographs and illustrations on packaging identify 

products, describe their use, make them desirable, or create an emotional response by the 

consumer to the product inside. Photographs and illustrations on packaging are powerful 

design tools for (Meyers, 1998): 

• Identifying product differences 

• Communicating product functions, such as describing step-by-step assembly of a 

modular product or procedures for applying a fixing compound or preparing a meal 

• Adding emotional appeal to a gift item, such as showing beautiful flowers to enhance 

imagery of a gift item 

• Showing the end result of using the product in the package 

• Imparting emotional imagery by creating, for example, a feeling of speed (a runner) or 

relaxation (a sunrise), even though the product in the package has no direct relationship 

to such visual portrayal 

COLOURS  

 

The notion that colour preferences are formulated through associations is a potentially 

important finding for marketing practitioners interested in determining colours for products. 

Rather than examine general colour preferences among consumers, it may be preferable to 

learn consumers’ colour associations as a basis for understanding the emotional aspects of 

colour. For example, Pentel, a company that makes school supplies, found that red and green 
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were not preferred colours in school supplies because teachers grade in these colours and they 

may have negative associations for students. Marketers can also use the theory of associations 

to create meanings for particular colours or to develop a brand image around a colour. For 

example, Owens Corning uses the colour pink to denote its brand of fibreglass insulation. They 

then use the image of the Pink Panther to signify that the product is hip and cool. In other 

words, they created their own colour association and developed an image around it. (Grossman 

& Wisenblit, 1999) 

Because colours have specific meanings associated with them, colours are important image 

cues. The meanings of colours may also have implications for the associations that consumers 

make about a brand’s position in the marketplace. Certain colours manifest pan cultural 

meaning associations. Strategic use of these colours affords opportunities for products, 

packages, logos, and the like to convey specific images associations across national markets. 

(Madden & Hewett, 1999). According to Moriarty (1991), she discusses colour, mentioning 

that colour in advertising serve a variety of specific purposes. It creates moods, it draws 

attention, it emphasizes, and it intensifies memorablility. Moriarty further states that colour can 

be used as a cue, to either associate with or symbolize something else. Moriarty also claims 

that the primary function of colour in advertising is to help create mood and emotional 

responses. 

Certain colours are inherently eye-catching. Yellow is powerful because of its luminosity, and 

it is especially powerful when used with black. Red is aggressive and a strong attention-like 

pink will stand out when a bright shade is used. Strong attention-getting colour can be sued 

with the centre of interest to make sure the eye is attracted to the most important element. 

(Moriarty, 1991) 

Using strong attention-getting colours to attract the eye is another way to emphasize what you 

believe is the most important element to be seen. Emphasis means contrast, and to make 

something stand out it has to contrast with everything around it. (Moriarty, 1991) 

COLOUR CODING  
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Colour coding is a process of establishing visual cues. Colours are easy to remember and, if 

you can create an indelible association between a colour and a product, then you will be 

assisting the retention process. (Moriarty, 1991) 

In packaging, the first objective of the colour is to command the eye. It has to be seen, to jump 

of the shelf, if it is to survive the intense competition of the self-service environment. Next the 

package colour is chosen for its ability to be associated with certain desired qualities such as 

elegance, naturalness, softness, and so on. (Moriarty, 1991) 

Here below that basic colours and what they commonly are associated with will be presented. 

Red: Red is perceived to be generally exciting, cheerful, disobedient, and powerful. It is also 

associated with heat, anger, passion, war, and blood.  It is considered stimulating. Other 

characteristics associated with red are expensive, premium, high quality, good tasting. It is also 

associated with young, warm, fun, loud, playful and happy, as well as dangerous, adventurous, 

luxurious and exciting; Life, Love, passion, power and aggression. (Grimes & Doole, 1998) 

Blue: Often considered a happy colour. It means peace, calmness, loyalty, security, and 

tenderness. It is also associated with intellectual appeals as opposed to emotional (red). It can 

be identified with cold, ice, distance, and infinity as well as calm reflection. Blue is also 

perceived heavy, reliable, high quality and expensive. It is also perceived as male mature, 

quiet, subdued calm and thoughtful. (Grimes & Doole, 1998) 

Yellow: Associated with the sunlight and openness as well as radiance and vividness. Because 

of it brightness, it is highly attention getting. High quality, expensive, reliable, light and good 

tasting are other characteristics associated with yellow. Yellow is also associated with luxury, 

sophistication and to some extent safety, but also life, happiness, tenderness and warmth. 

(Grimes & Doole, 1998) 

Green: Like blue, also associated with serenity and calmness as well as nature. It is a quiet 

colour, used symbolically to suggest hope, meditation, and tranquillity. It is also perceived 

inexpensive, light, reliable and good tasting. Old, traditional, trustworthy, life, tenderness, 

health, and happy, environment, natural, pure and fresh are all characteristics associated with 

green. (Grimes & Doole, 1998)  

PDF Created with deskPDF PDF Writer - Trial :: http://www.docudesk.com



Theoretical Framework Chapter 

18 
 

Black: associated with distress, hopelessness, and defiance. Used to suggested hate and death, 

but can also be used to express power and elegance, especially if it is shiny. Black is also 

associated with expensive, high quality, hi-tech and premium products. Mysterious, luxurious, 

sophisticated and dangerous, dignity, power and aggression are all associated with black. 

(Grimes & Doole, 1998) 

White: means purity as well as sanitary and clean. By its lack of apparent colour, it also 

conveys emptiness, infinity, and the incomprehensible. White is used visually to express totally 

silence. (Ibid) 

We also use some theory concerning the benefits associated with packaging in order to help 

us to solve the second research question. 

PACKAGING BENEFITS ASSOCIATION 

 

There are two types benefits according to (Bhat and Reddy, 1998); self- image benefits (this 

product will make me look or feel great, intelligent or rich) and functional benefits (this 

product will save me time or money, do a better job or provide a more enjoyable experience).  

According to Ulrich et al (2004), he summarized the theoretical and literature on consumers’ 

perception on brand benefits by classifying the benefits as following dimensions. 

• Functional benefit – The product can be perceived to be well crafted, having an 

acceptable standard of quality. (Ulrich et al’s, 2004) 

• Social benefit – The product can by the consumer be perceived to be helping them feel 

more acceptable, to improve the way they are perceived by others, help them make a 

good impression on other people, and giving them social approval. (Ulrich et al’s, 

2004) 

•  Emotional benefit – Makes the consumer feel relaxed, good, smoothened, pleasured, 

evoke thoughts of happiness. (Ulrich et al’s, 2004) 
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In order to understand the role of packaging in the perception of quality we would like to 

apply and rely on following theories. Together with the theory relating to benefits associated 

with packaging, they can help us to clarify the second research question. 

 

PACKAGING VS QUALITY 

 

The change of customer expectations, however, as customers become more demanding, means 

that the role of packaging becomes more important as it can be used to provide different 

service dimensions. Customers do not buy goods or services. They buy the benefits that goods 

and services provide, i.e., customers search for solutions that serve their own value-generating 

process (Gronroos, 2000). The consequence is that the traditional perspective of packaging 

needs to be broadened and not limited to a box, a bottle, or a jar in order to examine how 

packaging can contribute to increase the perceived quality and customer value. 

A product can be divided into three entities; ergonomic, technical, and communicative. 

(Wickstrom, 2002) The first of these include everything that has to do with adaptations to 

human physique and behavior when using the product, such as if a package is user-friendly. 

Technical entity means the product’s technical function, construction, and production, such as 

if a package is manufactured in a recyclable material. The products’ ability to communicate 

with humans, (such as to transmit a message and the product’s adaptation to the human 

perception and intellect) belongs to the communicative entity. Example of quality attributes in 

this entity is the attributes that involve the package’s ability to communicate with humans 

through text and symbols. (Ibid) 

FRAME OF REFERENCES: 

 

As a conclusion of our theory part, the concept of frame of reference will be a foundation when 

answering the research purpose and research questions of the dissertation. The theoretical areas 

relevant to the dissertation, and how the variables interrelate, are illustrated below. The 

package design has been divided into four categories, namely shape, graphics, logo and colour. 

PDF Created with deskPDF PDF Writer - Trial :: http://www.docudesk.com



Theoretical Framework Chapter 

20 
 

The use of these three elements influences how the package is perceived. It also communicates 

certain benefits. Depending on what benefits the consumer is seeking the outcome of the 

package design, in terms of consumer perception, is a favourable or unfavourable perception of 

the image of the product. There is another relationship between packaging and quality in a way 

which shows the important role of packaging in the perception of quality by consumers. 

Through packaging, different aspect of product identity can be well illustrated in order to 

facilitate consumers’ perception of the product quality, which consequently strengthens the 

brand identity. 

 

 

 

 

 

 

 

 

                      Technical Identity        Ergonomic Identity        Communicative Identity 

 

 

 

 

Figure: Frame of reference 

(Wikstrom, 2002)  
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This chapter has presented a review of the theories within our research area.  We 

demonstrate our based theories of which the conceptual frameworks have been developed, 

and a further explanation of our frame of reference as a conclusion of the theory part. The 

next chapter will present the methodology used in our research. 
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METHODOLOGY:  

 

In this chapter, the methodology of our study will be presented. The research process was 

illustrated and our choice of the methods were presented and explained. The research 

purpose, research approach, method of data collection, and sample selection was discussed 

in this chapter. 

 

RESEARCH APPROACH  

 

Quantitative research is often an interactive process whereby evidence is evaluated, theories 

and hypotheses are refined, technical advances are made, and so on. Usually is used to gain a 

general sense of phenomena and to form theories that can be tested using further quantitative 

research. Quantitative research using statistical methods typically begins with the collection of 

data based on a theory or hypothesis, followed by the application of descriptive or inferential 

statistical methods. A fundamental principle in quantitative research is that correlation does not 

imply causation. This principle follows from the fact that it is always possible a spurious 

relationship exists for variables between which covariance is found in some degree. When 

measurement departs from theory, it is likely to yield mere numbers, and their very neutrality 

makes them particularly sterile as a source of remedial suggestions. But numbers register the 

departure from theory with and authority and finesse that no qualitative technique can 

duplicate, and that departure is often enough to start a search. (Kuhn, 1961, p.180) 

We would like to use quantitative approach into this study, because we found it the most 

suitable mean of research to our study purpose, which can lead us a better understanding of the 

research problems. We think that it is very help to use statistical analysis to determine the facts 

and the correlations between facts. Besides, thanks to the simplifications of the statistical 

models, are helpful, when conducting our research on a broader scale, so that the obtained 

through a well conducted statistical testing are safer to generalize. In order to provide a better 

understanding of how companies use packaging as an important marketing communication 
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strategy, we use quantitative research in order to provide the fundamental connection between 

empirical observation and mathematical expression of collected data. 

TYPE OF RESEARCH: 

 

The research purpose and question of our thesis indicates that initially our thesis is exploratory.  

Exploratory research is a type of research conducted because a problem has not been clearly 

defined. Its helps determine the best research design, data collection method and selection of 

subjects. Given its fundamental nature, exploratory research often concludes that a perceived 

problem does not actually exist. The results of exploratory research are not usually useful for 

decision-making by themselves, but they can provide significant insight into a given situation. 

Although the results of qualitative research can give some indication as to the "why", "how" and 

"when" something occurs, it cannot tell us "how often" or "how many." (Russell K. Schutt, 

Investigating the Social World, 5th edition.) 

At the beginning, we are planning to formulate and precise the problems, which can give us a 

direction in the question to be studied leading to the stated purpose. We would like to establish 

the priority for our research and eliminate the impractical ideas, therefore we chose structured 

interview as the type of exploratory research of this study in order to keep us focus on our 

research purpose. After the data has been collected and analyzed out study will become 

descriptive based on our stated research questions.  

Descriptive research describes data and characteristics about the population or phenomenon 

being studied. Descriptive research answers the questions who, what, where, when and how. 

Although the data description is factual, accurate and systematic, the research cannot describe 

what caused a situation. Thus, descriptive research cannot be used to create a causal relationship, 

where one variable affects another. The description is used for frequencies, averages and other 

statistical calculations. Often the best approach, prior to writing descriptive research, is to 

conduct a survey investigation. (Gummesson, 1991) 
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However, at the end of this dissertation the research questions will be answered and this will 

help us better understand of how the packaging is used as a marketing communication strategy.  

DATA COLLECTION 

 

We would like choose structured questionnaire as the technique to collect our data. The 

process is to make a questionnaire with structured and key questions; the answer will be a 

choice between two or more options. We designed some fixed- alternative questions with two 

given answers, which are a lot easier for respondents to answer and they are also easy to code 

and tabulate. We also have multiple choice questions, so that the respondents can choose the 

alternative that most closely corresponds to their position on the subject. 

The reason why we choose structure questions is because they are very simple to administer 

and easy to tabulate and analyze. The standardized questions can ensure that all respondents 

are replying to the same question. The fact that we will make the questionnaire directly, we 

will proportionate us a trustworthy answer because we can know in first person the customer’s 

behaviour to face the action that they make it in the moment that they read the questions, and 

the study in which we are basing can reflected better the reality. Furthermore, it is very 

objective to analyze the data from our collected numerical data, whereas analyzing wording 

data can be mingled with some subjective thinking and personal opinions. Therefore, we 

believe we can more secure about the validity and reliability of empirical data and further 

analysis.  

Other reasons to choose Questionnaire (structured interview): 

� The problem is well defined 

� All questions that have to be answered are known in advance. Not it is necessary 

additional questions of clarification, because the questions will be closed. 

� The ‘range’ of possible answers is known in advanced, only we want to know the 

answers’ distribution: How many persons choice each answer. 

� The question to involve facts, quantities or physic aspects easily described. 

� We have a lot of interest in the numeric analysis. (Gilbert and Dawn 2005) 
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QUESTIONNAIRE PRETEST 

 

The real test of a questionnaire is how it performs under actual conditions of data collection. 

For this assessment, the questionnaire pretest is vital. The pretests can assess individual 

questions as well as their sequence. It is the best if there are two pretests according to Gilbert 

and Dawn (2005, Marketing Research, Methodology Foundation) Therefore, we decided to do 

our first pretest by interviewing a student with marketing background, due to he is an 

experienced interviewer, which can give us advice about the improvement and modification of 

the questionnaire in order to clarify the confusion and incorrectness on hidden in our designed 

questions. Then, we pretested our questionnaire second time to several students we would like 

to interview in order to see if there was any specific problem with these typical interviewers 

once they answering the questionnaire. Thus, the second pretest would uncover problems 

unique to the mode of administration. Through the results that we collected from the pretest, it 

helped us to verify that we conceptualized the problem right and would be getting the data to 

answer our questions. 

POPULATION SAMPLING 

 

Our objective is young people; the questionnaire is focused on students in Halmstad 

University, due to here in Sweden. Sweden is one of the countries where the people are 

emancipated early of their family house, therefore, young people normally live alone in a small 

flats, may be with some friends, but not in their family house, so we want to know how this 

group people is attracted by product package when they select the cleaning products. Also, due 

to the time limitation, students are the easier accessible sources we can approach. Moreover, 

they share the similarity in age (the age is between20-26), economic status and lifestyle. 

As young people always pursue fashionable, innovative and unique things, in another way, 

they tend to be more interested in making their unique “appearance” to differentiate from 

others. Thus, we think it will be very interesting to get inside view how product appearance – 

package influence on their buying behaviour and decision. What make more interesting is to 

get insights about what packaging design influencing the young people most and what benefits 
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they are expecting from packaging. We decide to interview 250 students in order to get use 

enough information to reflect the whole population. 

VALIDITY AND RELIABILITY 

 

Regardless of data collection method, the information has to be critically examined in order to 

determine its validity and reliability. We construct the validity by establishing correct 

operational measures for the concepts being studied. We use structured questionnaire as the 

source to get our data. The questions are carefully designed and pretested in order minimize 

the misunderstanding and problems to the respondents; meanwhile it also increased the internal 

validity and reliability of the data. Furthermore, we use statistical testing to analyze our 

empirical data, which can help us better to generalize our study finding, thus increase the 

external validity of our study.  

There might be some limitation in validity of our study, due to there are also exchange students 

involved in our sample group, therefore, culture difference might differ their insights of our 

research questions from the local students, but generally speaking, we do not think that will 

influence negatively on our research results. 

 

This chapter has presented the methodology of our study. The research process was 

illustrated and our choice of the methods were presented and explained. The research 

purpose, research approach, method of data collection, and sample selection was discussed 

in this chapter. The coming chapter presented in this thesis will be the presentation of our 

empirical study. 
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EMPIRICAL DATA 

 

This following chapter is presenting the data we collected from our questionnaire. The order 

of presentation is followed by the order of the questions stated in our questionnaire. We use 

numbers and percentage to present our data by putting them in the graphics. We collected 

250 questionnaires in total, therefore, all the percentage and numerical data has been 

calculated based on 250 respondents. There are 56% female respondents in our sample 

population and 44% male respondents. That is because that female is more interested in 

giving their thoughts about packaging aspects of cleaning products than male; therefore we 

have more female respondents who were more willing to help us to share with their 

thoughts. 

 

1. If a product you are shopping for has unique packaging, please select all that you 

agree with: 

 
 

a) I will usually check out the other brand's uniquely packaged product. 

b) I will usually stick with my favorite brand regardless of another brand's packaging. 

c) I will check out another brand with unique packaging since it tells me that the 

product may also be unique. 

d) I will check out another brand with unique packaging if it says "New" or 

"Improved". 

e) I usually don't take the time to read much on a label about a product. 
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2. Please select the most important packaging aspects of consumer products you 

buy. 

 

a) Easy to read instructions 

b) Easy to read ingredients 

c) Easy to read product features 

d) Familiar appearance 

e) Package has extra function (containing dosing ball/cup) 
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3. Which of the following features of packaging design do you think it is the most 

important to you? 

a) Logo  

b) Script style 

c) Picture  

d) Shape  

e) A combination of two or more features stated above 
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4. Which packaging colour do you prefer for cleaning products? 

 

� Red  

� Blue  

� Yellow  

� Green  

� Black  

� White  
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5. Please score the importance of the following packaging attributes? 
 
a) Easy to grip and hold                           1  2  3  4  5 

b) Easy to open                 1  2  3  4  5 

c) Easy to empty completely    1  2  3  4  5 

d) Easy to dose     1  2  3  4  5 

e) Fit in storage spaces               1  2  3  4  5 

f) Contain just the right quantity               1  2  3  4  5 

g) Easy to dispose                 1  2  3  4  5 
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6. What benefit did you get from your favourite package of the cleaning product? 

 

a) Functional benefit (with acceptable standard of quality) 

b) Social benefit  ( helping you with making good impression on other people) 

c) Emotional benefit (making you feel good and pleasured)  
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7. What about the quality of the cleaning products with the package you like? 

 

a) Excellent 

b) Good 

c) Alright 

d) Bad 
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8. What is your gender? 

 

� Male  

� Female  
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9. My age is 

 
Under 20   20-26   27-30   31 – 40   over 40    

 

 

10. I have a degree 
 

a) Bachelor  

b) Master 

c) Higher  

d) I don’t 
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Within this chapter, our empirical data has been shown by graphics as the order of questions 

stated in our questionnaire. In the next chapter, we will continue with empirical analysis 

based on those numerical data we collected.  
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EMPIRICAL ANALYSIS 

 

This chapter will present our empirical analysis which we collected through our 

structured questionnaires. The analysis has been done following the order of the 

questions listed on the questionnaire with general description of the findings, but also 

separate description based the gender groups.  

 

Our sampling population has been divided into two groups which are male and female. 44% of 

our respondents are male, whereas 56% of our respondents are female.  Most of their age is 

between 21-26 years old, due to the fact that our focusing interviewing group is students from 

Halmstad University, therefore, the result about respondents’ aging matches with our intention. 

Additionally, most of the students we interviewed are still under their graduate study, 30% of 

the respondents have bachelor degree and 8% of the students have master degree.  

 

1.  If a product you are shopping for has unique packaging, please select all that you 

agree with; 

   

Generally speaking, 38% our respondents prefer to stick with their favorite brand regardless of 

another brand’s packaging, which proves that brand loyalty does have an influence to their 

loyal customer on ignoring other brand packaging. 24% of our respondents show that they 

usually do not take time to read much on a label about a product, and that tells us, this group 

people may either stick to their favorite brand or often emotionally pick up a product.  Another 

23% of our respondents tell us that they would like to check out another brand with unique 

packaging if it says “New” or “Improved”, which can tell us that this group of people expects 

about the functional benefit from product package. 10% of our respondent shows that they 

would like to check out another brand with unique packaging since it tells them that the 

product may also be unique. Therefore, we conclude that packaging does have influence on 

people emotionally to inducing them to approach the unique packaged products. 
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Male group shows us that 41% of the male respondents usually do not take time to read much 

on the label, in a way; it also proves the typical young male’s characteristic “laziness and 

carelessness “and 23% of them would like to stick to their favorite brand. Whereas female 

group surprised us by showing 50% of them are stick to their favorite brand regardless of 

another brand’s packaging. But 29% of them show that the willingness to check out another 

brand with unique packaging if it says “New” or “Improved”. Therefore, the main difference 

between male and female group regarding this question is that; packaging is more effective to 

attract female once it conveys the message of delivering better quality benefits. The common 

characteristic between this two groups are that they both have high brand loyalty.  

2. Please select the two most important packaging aspects of consumer products you 

buy. 

In general, 38% of our respondents think that easy to read instructions are the most important 

packaging aspect when select their products. Moreover, 25% of the respondents revealed that 

they also think packaging of the cleaning products which has an extra function is very 

important to them, such as the package contains dosing ball or cup. The rest of respondents 

were equally distributed according to their preference on the ease to read ingredients, features 

and familiar appearance. 13% of them think similar appearance is important to them, which 

shows that it must be connected with brand awareness and loyalty. But generally speaking, the 

collected data shows that our study group cares more about the functional benefit associated 

with product package. According to most people’s choice of this question, we can draw a 

conclusion that people expect benefits from the package to help them better use the product 

within the package. 

We did not find too many big differences between our gender groups. What we discovered 

from the data is that male group is more in favor of similar appearance from female group. 

Besides, female group is more likely to pay attention on the extra function of the package then 

male group. Furthermore, male group tends to need more ease on reading instruction than 

female group. Therefore we think man needs relatively more communicative messages 

delivered from the product package than women. 
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3. Which of the following features of packaging design do you think it is the most 

important to you? 

 

Most respondents think that the combination of two or more above-stated features is important 

to them when it is relating to packaging design.  Another finding is that people are paying 

more attention on the picture when they conduct packaging design. Logo is another relative 

important feature of package design in our respondents view.  Generally speaking, there are no 

obvious differences between male and female group. Slight differences are; male group 

inclines to logo when they perceive the package design, whereas female group is more into 

picture. But both logo and picture has been considered having more importance compared to 

other features according to our findings. 

      4. Which packaging colour do you prefer for cleaning products? 

Colour is an important packaging element used to attract consumers. Different colour has 

different function when it is designed on the product package.  Different colour fits different 

product, therefore we would like to see what the appropriate colours fit on the packages of 

cleaning products. 

According to our findings, 35% of our respondents like the colour white. This was the result 

within our expectation. Because white transmits clarity and cleanliness, it is the appropriate 

colour for packaging of cleaning products. Besides the colour white, 26% of them like the 

package in blue and 25% of them like the colour green. Blue and green are the colours 

connected with the sea and the nature, which symbolizes peace, calm, loyalty, security and 

tender. Therefore, there is a reason behind favourite colours by the respondents, because they 

do convey certain feeling to the consumers. 12% of our respondents chose yellow, which is 

associated with the sunlight and openness as well as radiance and vividness. Because of it 

brightness, it is highly attention getting, it also symbolizes warmness and happiness, no 

wonder it is one of the favourite colour which can convey consumer happy feelings. 

On the other hand, rarely people chose black and red as their favourite colour of cleaning 

product package. According to our theory, Red is a colour with passion, love, exciting, is like a 

blood and we can connect the blood with the war, also we can connect red with expensive and 

dangerous; is also connected with death. Therefore, the reason behind why rarely our 

PDF Created with deskPDF PDF Writer - Trial :: http://www.docudesk.com



    Empirical Analysis Chapter 

41 
 

respondents do not choose black and red, which is simply because they do not match the 

attribute of cleaning product and can not transmit the value of cleaning products to the 

consumers. 

There is not obvious difference of any special preferences between two gender groups. 

                                                      

5. Please score the importance of the following packaging attributes? 
 

According to our findings, we found out that the two highest average score of importance of 

the packaging attributes is the ease to open and follow with ease to grip and hold. Those two 

are considered as important features when people conduct the package of cleaning products. 

Another important feature is that the package should contain just the right quantity as it stated. 

This is considered as important issue to gain and retain consumer trust and loyalty. Also, it is 

because people expect to be served as promise. Following by those three features stated above, 

our respondents also consider the ease to empty completely and to dose are important features. 

This links to the waste of the usage of cleaning products. Easy to complete the package or dose 

as needs can be very economic and convenient to consumers. Therefore they are also 

considered as important features. Most packaging attributes stated in the questions are relating 

to package shape, therefore, we can also conclude that packaging shape is playing a very 

important role to ease and pleasant customers by delivering functional benefits. 

Taking a look at the different gender group, we found out that female group had more needs on 

the ease to grip and hold the package than male group, and this can be easily understood due to 

their physical difference. It is caused by the same reason when the result told us that female 

group also had a high average score on the ease to open the package than male group. Need on 

dosing the right amount of cleaning detergent are more important to female than male group. In 

an addition, female group had more need on the package to fit in storage spaces than male 

group. To sum up the analysis on this question, we conclude that female has more ergonomic 
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needs on product package than male due to their physique and behavior when they are using 

cleaning products.  

     6. What benefit did you get from your favourite package of the cleaning product? 

Within the category of cleaning products, we find out there is no difference between gender groups for this 

question. 76% of our respondents think that they have received the functional benefits from their favourite 

package of the cleaning products. This finding is also related and proven to some analysis of last few 

questions. It has been shown as a relationship between the package design and benefit driven by the 

products package. As a short summary, we think it proves that acceptable standard of quality is what our 

respondents are expecting from the package in the category of cleaning product. Only 6% of our 

respondents think that they did receive from the product package was social benefit, which means to make 

good impression on other people, and most of people who chose this is the students who have master 

degree. Therefore, we think that it might be the truth that the higher the education people received, the more 

social benefits they are expecting from product package. 18% of respondents think that emotional benefit is 

what they got from the package which made them feel good and happy. 

7. What about the quality of the cleaning products with the package you like? 

18% of our respondents think that the quality of the cleaning products with the package they 

like are excellent, 68% think the quality is good, 12% think it is alright and only 2% think the 

quality is bad. Therefore, we can make a conclusion that most our respondents think that the 

quality of the cleaning products with the package they like are good.  It tells us that the most of 

our respondents are satisfied with the quality of the products with the package they like, thus, 

we can say that the positive feeling about the package can result the consumers’ perception of 

the product quality. Specially, they can be more assertive after experiencing the products with 

the package they like. Consequently, more quality trust and interest can derive from product 

package. Moreover, we did no find any obvious differences between two gender groups.  

 

In this chapter the empirical data has been analyzed. We conducted the data we collected 

from each gender group in order to find the similarities and differences. This empirical 

analysis will lead to draw our conclusion for this research study, which will be outlined in 

next chapter. 
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CONCLUSION 

 

In this chapter, we will draw our conclusions based on theory and our empirical data; 

meanwhile, our research questions will be answered according to our research findings and 

conclusions. Finally, implications will be presented for sharing views with the one who 

carries further research concerning our topic.   

 

It is very difficult to draw a standard conclusion about packaging as a strategic tool. Bu we 

would like to make separate conclusions about our research purpose and questions. We want to 

use the first and second conclusion to answer our first research question, and the last 

conclusion to the second research question.  

First, we think that package design has a very strong impact on consumers’ perception on a 

brand. According to our empirical analysis, the results has proved that different elements of 

package design played very important roles, such as picture, logo, color, shape and etc. 

Consumers are willing to have an easy understanding instruction on the package, an 

appropriate and vivid picture or packaging color which delivers them a happy feeling, or an 

easy handle/open/dose/dispose package shape. All these elements contribute each important 

effort to catch consumers’ attention and interest. Besides each element’s single function, we 

think that a good combination of those elements may let the product more eye-catching and 

attractive. 

Second, we would like to conclude that there is a connection or relationship between the 

packaging elements and benefits. We drew the conclusion from our empirical data, which has 

shown a very strong relationship between packaging elements and benefits that delivered by 

packaging. For example, we found that the package shape can be more related to functional 

benefits, which means a well designed packaging shape can deliver consumer many functional 

benefits to ease their usage of the products. Logo, picture or colour can be related to social or 

emotional benefit. For example, a vivid and pleasant colour can deliver consumer a positive or 

even happy feeling about certain products. Therefore, we concluded that a good package 
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design can deliver the important benefits to consumers. On the other hand, a package can be 

well designed based on studying the desired benefits from consumer side. 

Finally, according to our research, we found out that most consumers like the product quality 

after they purchased their desired packaged products. Based on those facts, we can not say 

there is a 100% equal relationship between good package and good product quality, but there is 

a positive thinking and trend about well-designed package shows high product quality. As a 

matter of fact, people are becoming more and more demanding; packaging has been gradually 

shown his important role in a way to serving consumer by providing information and 

delivering functions. With its different functionality to ease and to communicate with 

consumers, there is no doubt about increasingly important role of packaging as a strategic tool 

to attract consumers’ attention and their perception on the product quality. 

Furthermore, as we chose cleaning product as our research product category, we found that 

packaging was extremely important for cleaning products industry and companies to promote 

their products according to our research. Important packaging elements, such as picture, shape, 

and colour can attract consumers’ attention and interest. Most of the young consumers to this 

kind product are more expecting functional benefits associated with packaging. A well-

designed package can better deliver important benefits and value to consumers in this industry. 

As a conclusion, we think that packaging is indeed an effective and strategic tool, especially 

for cleaning products industry. 

IMPLICATION: 

 

Our dissertation has been brought to the end after the conclusions drawn above. Here the 

implications will be outlined based on what we found during our research study. Hopefully 

our advices will be helpful for the related industry and companies as well as further research 

regarding to packaging.  

According to our research we did not find many differences between male and female 

respondents about their perception on packaging, this might because of the product category 

we chose or the aging group, but we more differences between genders’ perception on 
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packaging could be discovered by further research. Besides, we think it might be the truth that 

the high education of the people the more they are expecting the social benefits delivered by 

the product package, this could be proven by further research. 

Further research could be carried on by researching the different aging groups. Due to the fact 

that the age group we were studying was young people, they are more pursuing functional and 

emotional benefits rather than social benefits from the package. We think that older aging 

people may have a different expectation about the benefits from the product packages, more 

social benefits for instance.  

Another implication we drawn from our research is that, we think different kind of products 

should delivery different benefits to the consumer. We use cleaning product as our study 

product category, but it would probably come out different results if we chose other different 

products, alcohol product for instance, which probably links associated with more social 

benefits to the consumer. Therefore, we think it is difficult to standardize how consumers 

perceive a package.  

Finally, we do believe that culture difference does have an impact on companies’ initiatives to 

design the product package, for instance, during our research; the choices of packaging colors 

are quite different between the West and Far East. Thus, we think that it is important for 

international companies to take a consideration of culture differences when they design the 

product package. 

 

In this last chapter, we drew our conclusions which were based on our theory and empirical 

data. Simultaneously, our research questions have been solved with our research findings 

and conclusion. Finally, we drew some implications aiming at sharing our views with others 

who have intentions for the further research concerning our topic.   
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APPENDIX A: QUESTIONNAIRE  

 

The questionnaire’s information is only for university’s studies; all data will be used only 

for statistics studies, and will be saved with professionalism, it is means that your data will 

not be looked for anybody, the questionnaire is anonymous. For this questionnaire, please 

focus on cleaning products that you buy in supermarket or other retail stores. 

 

 

1. If a product you are shopping for has unique packaging, please select all that you 

agree with: 

 

a) I will usually check out the other brand's uniquely packaged product. 

b) I will usually stick with my favorite brand regardless of another brand's packaging. 

c) I will check out another brand with unique packaging since it tells me that the 

product may also be unique. 

d) I will check out another brand with unique packaging if it says "New" or 

"Improved". 

e) I usually don't take the time to read much on a label about a product. 

 
 

2. Please select the most important packaging aspects of consumer products you 

buy. 

 

a) Easy to read instructions 

b) Easy to read ingredients 

c) Easy to read product features 

d) Familiar appearance 

e) Package has extra function (containing dosing ball/cup) 
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3. Which of the following features of packaging design do you think it is the most 

important to you? 

 

a) Logo  

b) Script style 

c) Picture  

d) Shape  

e) A combination of two or more features stated above 

 

4. Which packaging colour do you prefer for cleaning products? 

 

� Red  

� Blue  

� Yellow  

� Green  

� Black  

� White  

 

5. Please score the importance of the following packaging attributes? 
 
a) Easy to grip and hold                           1  2  3  4  5 

b) Easy to open                 1  2  3  4  5 

c) Easy to empty completely    1  2  3  4  5 

d) Easy to dose     1  2  3  4  5 

e) Fit in storage spaces               1  2  3  4  5 

f) Contain just the right quantity               1  2  3  4  5 

g) Easy to dispose                 1  2  3  4  5 
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6. What benefit did you get from your favourite package of the cleaning product? 

 

a) Functional benefit (with acceptable standard of quality) 

b) Social benefit  ( helping you with making good impression on other people) 

c) Emotional benefit (making you feel good and pleasured)  

 

7. What about the quality of the cleaning products with the package you like? 

 

a) Excellent 

b) Good 

c) Alright 

d) Bad 

 

8. What is your gender? 

 

� Male  

� Female  

 

9. My age is 

 
Under 20   20-26   27-30   31 – 40   over 40    

 

10. I have a degree 
 

a) Bachelor  

b) Master 

c) Higher  

d) I don’t 
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