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ABSTRACT

This study reviews the roles of packaging in the consumer purchase decision
making. Specifically, the focus of the paper was to examine the roles of
packaging in delivering ultimate satisfaction to the consumer, ascertain the
key elements of packaging and their rolesin the consumer purchase decision
making process; and assess the prospects of packaging for the firmin the
cour se of delivering ultimate satisfaction to the consumers. The study, among
other findings, observed that: (i) attempts made by most scholarsin discussing
theroles of packaging centred on the use of packaging to attract the consumer
to make a purchase and no serious attempt was made to discuss the use of
packaging to deliver ultimate satisfaction to the consumer; (ii) there was no
agreement on the classification of the elements of packaging with respect to
the number of variables that make up the packaging and the messages they
tend to transmit; and (iii) there has not been seriousresearch into the problem
of marketplace deception that consumers most times face following the
behaviour of firms in trying to use packaging to attract consumers to
purchase their products. These findings have implications for the effective
use of packaging to deliver ultimate satisfaction to the consumer and clearly
expose the real need for the strategic use of packaging in thisregard. As a
basis for addressing the gaps, it is recommended among others that firms
should begin to give priority attention to packaging by seeing and treating
it as a system rather than using it mainly as a tool to attract customers. In
this regard, the relationship among packaging, logistics, and marketing
should be studied, understood, and used as power points for the planning
and achievement of goals.
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INTRODUCTION

Packaging asoneof theattributesrelated to the product but does not form part of the
physical product itself (Jacoby 1972 ascited in Dhir and Sharma2012). Dhir and
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Sharma (2012) assert that the earliest recorded use of paper for packaging dates
back to 1035, when a Persian traveler, who visited markets in Cairo noted that
vegetables, spices, and hardware were wrapped in papersfor customers after they
weresold. Arenscited in Dhir and Sharma(2012) reportsthat iron and tin plated steel
were used to make cansin the early 19th century, while paperboard cartons and
corrugated fibre board boxeswerefirst introduced in thelate 19th century. Arens,
accordingto Dhir and Sharma(2012), addsthat many of themost prominentinnovations
inthepackagingindustry werefirst for military uses. Packaging advancementsinthe
early 20th century whichincluded Bakelite coveringson bottles, transparent cellophane
wrappers, and panelson cartons, increased processing efficiency andimproved food
safety. Hence, packaging could betreated asaset of variouse ements communicating
different messagesto consumers (Kuvykaite, Dovaliene and Navickiene, 2009).

Consumerstoday according to Cahyorini and Rusfian (2011) can choosefrom
theever increasing number of products. In theaverage American Supermarket, about
20,000 products compete to attract the attention of consumers (Belch and Belch,
1999). Keller (2008) isof asimilar opinion, stating that American consumersare
faced with morethan 20,000 choiceswithin a30 minute shopping session. Klimchuk
and Krasovec (2007) assert that competition among producersto attract consumers
attention which hasgrown fiercer encouragesthe need for market differentiation and
the need to stand out in the competition (Cahyorini and Rusfian, 2011). Moreover,
packaging stimulatesimpul sive buying. Consequently, Cahyorini and Rusfian, 2011)
quoted Abraham (1997) and Smith (1996), that impul sive buying accountsfor 80% of
thetotal number of purchasesthat consumers make. Impulsive buying, according to
Rook (1987), occurswhen aconsumer feelsasuddenirresistible urgeto purchase
something quickly (Engel, Blackwell and Miniard, 1995). Rook (1987) ascitedin
Engd, Blackwell and Miniard (1995) aso Satesthe characterigticsof impulsivebuying
to include spontaneity, power and compulsion, excitement and disregard for
consequences. Seeing that impulsive buyingis proper to many consumers (Vazquez,
Bruce, and Studd, 2003; Ampuero and Vila, 2006), it could be maintained that "the
packaging may bethe only communication between aproduct and thefinal consumer
inthegtore' (Gonza ez, Jhorhsbury, and Twede, 2007). Thiscan bedonemainly through
thevisua and verba communication media, communicating different messagesto the
consumersintheir purchase decision making process.

Consumer Purchase Decision Process

Need recognitionisthefirst stage of the purchase decision process, wherethe consumer
recognizesaproblem or aneed. Information search isthe second stagein the purchase
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decision process, where the consumer is aroused to search for moreinformation.
Alternative evaluation isthethird stagein the purchase decision process, wherethe
consumer usesinformation to eval uate alternative brandsin the choice set. Purchase
decisionisthefourth stagein the purchase decision process, where the consumer
actually decides on which branch to purchase. Post purchase behaviour isthefifth
(last) stageinthe purchase decis on process, wherethe consumer takesfurther action
after the purchase, based on satisfaction or dissatisfaction.

F.ecognition Search Alternatives Decision B ehawiour

Need || Information % Evaluation of ’_. Purchase —s{ Post Purchase

Figure1: Consumer Purchase Decision Process
Source: Kotler and Armstrong (2008)

Inview of the narrative, thisstudy examinesthekey elementsof packaging and their

rolesin the consumer purchase decision making process, cons dering the non-existence

of any possible agreement among researchers asto the classification of packaging

elements, with respect to the number of variablesthat make up the packaging, and the

messagesthey tend to transmit, ininfluencing consumer purchasedecisonmaking. Itis

against thisbackdrop that thisstudy sought to:

I Examinetherolesof packaginginddivering ultimatesatisactiontotheconsumer;

ii. Ascertain the key elements of packaging and their rolesin the consumer
purchase decision making process, and

. Assessthe prospects of packaging for thefirminthe course of delivering
ultimate satisfaction to the consumer.

Packaging and theDelivery of Ultimate Satisfaction tothe Consumer

Packaging accordingtoAgariyaet d (2012) isthecontainer for aproduct encompassing
the phys ca gppearanceof thecontainer andincluding thedesign, colour, shape, labding,
and materia used. Thisdescription of packaging tendsto see packaging asacontainer
playing a key role in the protection of a product asit is being transferred from
manufacturer to consumer. Packaging isafundamental part of brand essence and thus
thecritica "ambassador" for aproduct'sfirst moment-of-truth (Sterling, 2008). Rundh
(2005) opinesthat packaging atractsconsumers attentionto aparticular brand, enhances
itsimageand influences consumers perception about aproduct. Moreover, packaging
impartsunique valueto products (Underwood, Klein, and Burke, 2001; Silayoi and
Speece, 2004; 2007). It also worksasatool for differentiation by way of helping
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customersto choosethe product from awiderange of similar products, and stimul ates

customer behaviour (Wells, Farley, and Armstrong, 2007). Chaundhary (2011) notes

that the right packaging can help in product positioning and carve animagein the
mindsof consumers, asit promotesand reinforcesthe purchase decision, not only at
thepoint of purchase, but a so every timethe product isused.

Redly, severd effortsto discusstherolesof packagingintheconsumer purchase
decision making processwere seen to have been made. Theseincludethose of Rundh
(2005); Underwood, Klein, and Burke (2001); Silayoi and Speece (2004; 2007);
WAlls, Farley and Armstrong (2007); and Chaundhary (2011) among severa others.
However, onecommonimplicationinall of these effortsisthat packaging isintended
to makethe product moreattractivein order toinducethe customer to make purchases.
Inthelight of this, it can besaid that consumersare sometimesmadeto facemarketplace
deception through packaging. Oghba(2012) assertsthat managersand even marketers,
in order to meet targets and make short-term profits, commonly practice subtle
marketpl ace deception, which according to him can bein theform of withholding
information. Asit relatesto packaging, "the use of imagesand picturesthat will appeal
to the consumersand gaintheir attention even though thereisno rel ationshi p between
theimage and what is being offered can a so depict deception” (Ogba, 2012). From
thereviewed literature, thefollowing gaps have been observed:

I. That previouseffortsby scholarsto discussrolesof packagingin the consumer
purchase decision making process were quite many and from different
perspectives, but the concern seemed mainly to attract consumer attention
and not to deliver satisfaction to the consumer ultimately;

. That theexisting rolesare™somehow™ in conflict with oneanother with respect
to the number of elementsthat make up the packaging and the conceptual
explanationsthey tend to offer, without any observableeffort for apossible
synergy; and

il That no reasonabl e research has been devoted to marketpl ace deception which
consumers sometimes face while making purchase decisions based on the

packaging e ements.
Elementsof Packaging

Therearemany different schemesfor the classification of theelementsof packagingin
scientificliterature. Smithand Taylor (2004) inKuvykaite, Dovaliene, and Navickiene
(2009) report that there are six variables that must be taken into consideration by
producersand des gnerswhen creating efficient packaging, whichincludeform, size,
colour, graphics, materid, and flavour. Similarly, Kotler (2003) ascited in Kuvykaaite,
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Dovdieneand Navickiene (2009) di stinguished six € ementswhich must beeva uated
when exploring packaging decision, whichinclude size, form, material, colour, text,
and brand. Moreover, Underwood (2003) and Vilaand Ampuero (2007) distinguish
two blocksof packaging € ementswhichincludegraphic ements(col our, typography,
shades used, and images) and structural elements (form, size of the container, and
meaterid).

In consideration of therising confusion in the classification of packaging
elements, Rettieand Brewer (2000) emphasized the need for proper positioning of
packaging € ements, dividing thee ementsinto two groupswhichinclude, verba (brand
and dogan) and visua elements(visua appedl, pictures, etc.). Inthisregard, Silayoi
and Speece (2004; 2007), noted that visual €l ementsarerelated to the affective aspect
of consumer decision making process, whiletheinformational (verbal) elementsare
related to the cognitive aspect of the consumer's decision making process. At this
point, according to Kuvykaite, Dovaliene and Navickiene (2009) it isimportant to
notethat two blocks of packaging elementsareidentified whichincludevisua and
verba eements. Based onliteratureasandyzed, graphic, colour, Size, form, and materid
areconsidered visual elements, whereas product, information, producer/country of
origin, and brand are considered verbal elements. Visual elements, for example,
according to Silayoi and Speece (2004, 2007), transmit information which affect the
consumer'semotions, whereasverbal e ementstransmitinformation which affect the
consumer'scognitiveorientation.

Inthisregard, theopinion of Butkeviciene, Stravinskiene, and Rutelione (2008)
isthat packaging sendsval uableinformation about the product to the consumer; helps
inthe positioning of the product inthemind of the consumer and eventualy impactson
the consumer's purchase decision. Based ontheoretica studiesof Silayoi and Speece
(2004; 2007); Bloch (2005); Grossman and Wisenblit (1999) and Butkeviciene,
Stravinskieneand Rutelione (2008) and cited by Kuvykaite, Dovdieneand Navickiene
(2009), the research model |abeled figure 2 in this study is developed in order to
reveal theimpact of visual and verbal packaging elementson consumer purchase
decisonsmaking. Inthiscase, graphics, colour, form, Sze, and materid swereanalyzed
asmainvisud e ements, whereasproduct i nformation, producer, country of origin, and
brand wereanalyzed asmain verba e ements.

Theimpact of packaging elements can beeither strong or weak depending on
the consumer'sinvolvement level, time pressure, or individua characteristics(Silayoi
and Speece, 2004; 2007; Grossman and Wisemblit, 1999; Kuvykaite, Dovalieneand
Navickiene, 2009).
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Figure2: Impact of Visua and Verbal Packaging Elementson Consumer Purchase
Decison Making. Adapted from: Kuvykaite, Dovalieneand Navickiene (2009).

Maiksteniene and Auruskeviciene (2008) in their study confirmed the
importance of consumer involvement level, choice of products, time pressure, or
individud characterigticsof consumers. M oreover, food and other fast moving consumer
goods (FMCGs) are usually treated as low involvement products, according to
Grossman and Wisenblit (1999). Silayoi and Speece (2004; 2007), however opined
that some consumers many not view food shopping aslow involvement action. In
agreement with thisopinion, it can bementioned that consumer involvement inpurchasing
goods, likefood and other FM CGs can vary from low to high level and from one
consumer to another.

It can also be confirmed from theliterature reviewed that thevisual elements
of packaging havestronger effect on consumersthat areinthelevd of low involvement,
whileverbal e ementsof packaging have stronger effect on consumersthat areinthe
levd of highinvolvement. It wasa so assumed inthemodd that time pressureisanother
important factor which influencestheimpact of visua and verbal packaging dements
on consumer purchasedecisonsmaking. Kuvykaite, Dovaiene, and Navickiene (2009)
also assarted that the visua € ementsof apackage have stronger influence on product
selection when consumersare under time pressure; and conversely, when consumers
arenot under time pressure, theverbal e ementsof apackage have stronger influence.
Based on theliterature on the elements of packaging and their ultimate effectsonthe
consumer purchase decision making process, it isthe opinion of this paper that the
visud andverbd d ementsarethebasicdementsof packaging; being thecommunication
channd sthrough which different messagesare communi cated to consumers.
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Strategic useof Packagingtodeliver Ultimate Satisfaction

Strategic use of packaging to deliver ultimate satisfaction to the consumer may be
consdered under thefollowing headings:

Relationship Between Packaging and the Product: Itisvery important for firms
to fully understand the rel ati onship that exists between packaging and the product itself
and exploreall benefitsaccruablefrom the knowledge gained in the process of serving
the customer. Packaging isclosely related to the product itself and contributesto all
the4psin the marketing mix (Saghir, 2004). Packagingisavita tool inthemarketing
miX, too often ignored by companies, yet muchisannually spent onthisasabove-the-
lineadvertising and promotions(Rod, 1990). Packaging, by itsmarketing capabilities
and properties, plays a decisive role in facilitating meeting consumers needs
expectations. Firmsare therefore expected to see packaging beyond theideaof using
it to attract the consumer to makeapurchase but to seeit asatool to ddliver satisfaction
to the consumer. Wills (1975) assertsthat packaging isnot simply amarketing or
distribution adjunct, but pervadesthetotal system.

Logistical Packaging: Theterm logistical packaging has however been used by
academics(Paine, 1990 and Twede, 1992) but refersto alimited point of view where
it addresses packaging customized for mainly logistica functions. Dominicet a (2000)
defines packaging logistics as " an approach which aimsat devel oping packages and
packaging systemsin order to support thelogistical processand to meet customer/
user demands'. Thisdefinition reflects atraditional point of view that considers
packaging asapart of thelogistical system and addressesonly aone-sided relation
where packaging adaptsto the logistical system. Again, Ballou (1998) considers
packaging as a supportive activity to businesslogistics, and called it "protective
packaging". Thisconsderation also doesnot go beyond thetraditiona point of view of
seeing packaging asapart of thelogistical system, asit al so addressesaone-sided
relation where packaging adaptsto thelogistical system of the business.

I nter-Disciplinary Nature of Packaging: Theconcept of packaging logisticsaside
from focusing on theinterface between the systems of packaging and logisticsshould
recognizetheinter-disciplinary nature of packaging among other disciplines. It should
aso consder itsinterfacewith marketing.
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Logistics

Marketing

Figure3: Interdisciplinary Nature of Packaging. Source: Researchers 1dea(2017)

Theinteraction among packaging, logistics, and marketing, apart from enabling the
logisticsfunction, hel psinfulfilling the marketing and environmental function of the
packaging system throughout the supply chain. When it comesto packaging, trade-
offsamong logigtics, marketing, and environmentd issuesare present a though complex
to comprehend (Pendergast and Fitt, 1996). Theinteractionamong packaging, logistics,
and marketing isvery important dueto thetrade-offsthat often must be madewhen
choosing apackaging concept (Pendergast and Pitt, 1996); (Saghir, 2002). Within the
packaging system, whilelogistics plan, implement and control, packaging contains,
protects, promotes, sdlls, informsandisasourceof profit (Saghir, 2004).

The Suggested Packaging System: With regard to delivering ultimate satisfaction to
consumers, it isthusthe opinion of thispaper, based onthe narrative, that firmsshould
recognize (for purposesof dlarity and effectiveimplementation), the suggested definition
of packaging logigticsastheided packaging system, which according to Saghir (2002)is
"the processof planning, implementing, and controlling the coordinated packaging
system of preparing goodsfor safe, secure, efficient and effective handling, transport,
distribution, storage, retailing and consumption and recovery, reuse or disposal and
related information, combined with maximizing consumer va ue, sdlesand henceprofit”.
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Prospectsof Packagingfor theModern Firms

Product packaging isacross-functional and multi-dimensional aspect of marketing
that has becomeincreasingly important in consumer need satisfaction, cost savings,
and thereduction of packaging materia susage, leading toimprovement in corporate
profit (Boneand Corey, 2000). According to Wells, Farley, and Armstrong (2007),
theroleof packaging ischanging fromthat of "protector” to "information provider"
(verba dement) and "persuader” (visua element). Theorigina function of packaging
wasto protect the product but it isnow being used asan important salestool to attract
attention, describe the product, and make the sale (K otler and Armstrong, 2001).
Firmsmust thereforereact positively to thisdevel opment; see packaging asstrategic
to their goa achievement and handled assuch.

Als0, asconsumersgrow more consciousof theenvironmental impact of their
purchasing decisions, sustainabl e packaging becomesan integral part of the overall
product offering and reinforcing brand positioning. Companiesthat use sustainable
packaging in away that resonateswith the consumersand accurately reflect their
sustai nability commitment, have the opportunity to boost their brand's profileand win
consumer loyaty even at apremium. Furthermore, using packaging asan educationa
tool toimprove understanding of environmental issuesand sustainable sourcing can
validate abrand'ssustainability effortsand strengthenitscredibility (Sterling, 2008).
Moreover, industry hasa so recognized the need to actinamore socidly responsible
way, which asoincludesimproving theenvironmental impact of thefirm, itsproducts,
and services. Corporate Socid Responsbility (CSR) benefitsto businesscantherefore
include more motivated employees, reliable supplier relations and improved
transportation, improved reputation and brand image which can hel p create an extended
base of loyal customers (Peters, 2000). M odern research according to Montague
(1999), has suggested that the total sensory experience of abrand (including the
packaging), creates animagein theminds of the consumersthat caninspireloyalty,
build trust, and enhance recognition. Packagingin all of theseremainsthekey; and
firmsthat are ableto note what packaging meansto their businessand giveit what it
demands, eveninthe competitive environment, remain ontop, "aspackagingisasoa
mediumto buildanimage’ (Agariya, et.dl., 2012).

CONCLUSIONAND RECOMMENDATIONS
In consideration of the narrative, the conclusion of thisstudy isthat packaging should

not bediscussedinisolation, (if itsfull potentia in delivering satisfactionto consumers
must be embraced) but asasystem, asWills(1975) rightly putsit that packagingisnot
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simply amarketing or distribution adjunct, but pervadesthetotal system. To deliver
ultimate satisfaction to customersthrough packaging, firmsshould beginto givepriority
attention to packaging by seeing and treating it asasystem rather thanusing it mainly
asatool toattract customers. Inthisregard, therelationship among packaging, logistics,
and marketing should be studied, understood, and used as power pointsfor planning
andachievinggods,

Toresolvetheconflict arising from the existing roles of packaging e ements
and the messagesthey tend to communicateto customers, based on literature, more
effort should be made among researchersfor the achievement of possible synergy. To
save customersfrom marketpl ace deception which they sometimesfacewhilebasing
their purchase decis onson packaging € ements, further research should beencouraged
inthearea. Moreover, for proper customer orientation and protection, existing policies
guiding the operationsof firmsregarding the use of packaging and messagesthey tend
to communicate to customers should be properly implemented. Such policies, where
required, should aso be strengthened, asthey would helpfirmsachievegreat dividends
from the use of packaging to achieve customer satisfaction.
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