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CHAPTER 4: PACKAGING DEVELOPMENT IN THE FOOD AND 

DRINKS SECTORS LITERATURE REVIEW 
4.1  Introduction 
This chapter is divided into two main sections (indicated in Figure 4.1). The first 

section provides an overview on the significance of packaging, and particularly its 

significance to the product. It examines the role of packaging in creation of the 

product, and relates these roles to its importance to the consumer and supply chain. 

Finally, it details the limited insights into packaging in the context of NPD in the 

existing literature. The second section is broken down into two primary parts. The 

initial sections provide a wider exploration of NPD in process industries: in particular, 

developing understanding of the significance of the production process in this type of 

a mature process industry. The final section then explores the significance of 

collaboration, and reveals the impact of absorptive capacity on supplier collaboration. 

 

Figure 4.1: Structure of Literature Review on Packaging Development in Food and 

Drinks 
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4.2 Packaging and Packaging Development in the 

Food and Drinks sectors 
Chapter three explored the nature of NPD in the FMCG industry and food and drinks 

sectors as well as highlighting some key success factors for products and NPD. 

Whilst packaging received little attention in the previous chapter, it is clear that it is of 

significant importance to products and their success in this sector. Accordingly, the 

first section of this chapter expands on and explores its importance. This is followed 

by an overview of the current, limited, insights into packaging development and 

innovation in the literature. 

 

4.2.1 The Importance of Packaging in Product Success in 
the Food and Drinks Sectors 

Packaging can make an important contribution to the product, and more generally to 

business success, in the FMCG industry (Simms and Trott, 2010). Yet past research 

in marketing and business in general has largely failed to recognize this contribution 

(Simms and Trott, 2010). Packaging surrounds and protects products, from 

manufacture through to the final consumer, and in some cases,  can actually 

enhance the product itself during its lifecycle. Without packaging, handing the core 

product and marketing it to the consumer would be difficult, inefficient and costly. In 

modern society, packaging is both pervasive and essential. Yet, despite the 

important role it plays, it is often viewed negatively and regarded as a necessary evil 

or an unnecessary cost. The environmental lobby, indeed, has targeted packaging as 

being particularly pernicious.  

 

Such negative perceptions often arise because the important role it plays - 

particularly, protecting, containing and identifying products (Frey and Albaum, 1948; 

ILDM, 1993; Stewart, 1996; Issues Paper, 1997; Ampuero and Vila, 2006) - is often 

not known or not fully understood. Lack of awareness of packaging’s important 

contributions should not detract from  its representing a critical, versatile marketing 

tool (Nickels and Jolson, 1976; Schoormans and Robben, 1997; Nancarrow et al., 

1998; Underwood and Ozanne, 1998; Underwood et al. , 2001; Lambin, 2002; Lee 

and Lye, 2003; Underwood, 2003; Rundh, 2005; Ampuero and Vila, 2006; Kotler, 

2006), which plays a key role in consumers’ product choices and perceptions 

(McDaniel and Baker, 1977; Sara, 1990; Prendergast and Pitt, 2000; Wells et al., 

2007; Vernuccio, et al. 2010). In the context of this modern competitive environment, 

packaging makes a number of key contributions to the product and its success, 
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discussed in the following sections. 

 
4.2.2  Understanding Packaging’s Roles to the Product 
Within the FMCG industry, packaging is an integral part of the overall product 

offering (Silayoi and Speece, 2004; Rundh, 2005, Simms & Trott, 2010; Hawkes, 

2010). A review of the marketing literature highlights the varied, important roles it 

plays (e.g. Nickels and Jolson, 1976; Schoormans and Robben, 1997; Nancarrow et 

al., 1998; Underwood and Ozanne, 1998; Underwood et al., 2001; Lambin, 2002; 

Lee and Lye, 2003; Underwood, 2003; Ampuero and Vila, 2006; Kotler, 2006; 

Vernuccio et al., 2010). Tables 4.1 and 4.2 provide an overview of the key articles on 

packaging, identifying its key roles. Table 4.1 identifies the most basic roles of 

packaging: particularly its most commonly recognised functions of protection, 

containment, and identification. Beyond these basic functions, the integral nature of 

packaging means that it is important to the product in a number of respects. This is 

developed in Table 4.2, which provides an overview of those articles providing a 

more comprehensive review of its functions.  

 

Table 4.1: Functions and roles of packaging identified in the literature  

Institute of 
Logistics and 
Distribution 
Management 
(1993) 

Stewart (1996) Frey and 
Album (1948) 
 

Issues Paper 
(1997) 
 

Lockamy 
(1995) 

Robertson 
(2005) 

•Protection 
•Containment 
•Identification 

•Protection (inc. 
tamperproof) & 
transportation 
•Containment & 
use of the 
product 
•Identification & 
labelling 
•Optimal costs 

•Protection (inc 
tamper-proofing) 
•Containment 
•Identification 

•Containing the 
product 
•Preserving and 
protecting its 
contents 
•Acting as a 
communication 
device 

•Containment 
•Protection 
•Apportionment 
•Unitisation 
•Convenience 
•Communication 
 

•Containment 
•Protection 
•Convenience 
•Communication 
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Table 4.2: More comprehensive set of functions and roles identified in the literature 

Vidales Giovanetti 
(1995) 
 

The Packaging 
Federation 
(2004a,b) 

Lee and Lye 
(2003) 
 

Rundh (2005) 
 

Nancarrow et al. 
(1998) 
 

Direct contact with 
the product: 
•Holding it 
•Protecting it 
•Preserving it 
•Identifying the 
product or brand 
•Facilitating 
handling  
•Facilitating 
commercialisation  
 

•Protect the 
product through 
the longer supply 
chains evident in 
today’s retail 
environment 
•Preserve 
products in order 
that they achieve 
longer shelf life 
•Deliver products 
in quantities and 
formats that are 
tailored to suit 
their consumption 
•Increase the 
convenience of 
products 
•Improve sales, 
as a key 
component of 
commercial 
advantage in the 
FMCG market 

Purposes: 
•Protection & 
preservation 
(contamination & 
hazards) 
•Identification & 
information 
•User 
convenience 
(openability, 
reclosability, 
carrying, 
dispensing) 
•Containment 
•Market appeal 
 

•Reinforcing the 
packed product’s 
concept by 
packaging design 
•Ensuring product 
safety 
•Affecting customer 
value and 
possibilities for 
price differentiation 
•Reducing costs for 
transport and 
storage handling 
•Increasing 
consumer 
convenience 
•Contribution to 
innovativeness by 
new solutions 
•Supporting 
marketing 
communication 
•Supporting 
promotion of other 
products 
 

•The amount 
•Shelf life required 
& what conditions 
•Point of sale 
communications 
requirements 
•Branding 
requirements 
•Conditions for 
accessing/dispensi
ng contents 
•Copy/illustrations 
needed to 
encourage 
optimum use 
 

 

 

The above tables provide insight into the integral nature of packaging to the product:  

indicating its key role in defining the product itself, and influencing its success. Two 

of the articles identified above warrant further discussion. Lee and Lye (2003) 

provide a more complete summary of packaging’s main roles, or ‘purposes’, as they 

refer to them (Figure 4.2). This framework breaks down the roles in a more detailed 

manner than most of the other papers, although it does not fully capture the roles 

identified by other articles in the literature. 
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Figure 4.2: The main purposes of packaging (Lee & Lye, 2003: p. 164) 

 

 
 

 

Rundh (2005) takes a different perspective in highlighting the main functions. Rundh 

relates each of these to marketing functions, further emphasising packaging’s critical 

nature. This is summarised in Table 4.3, which directly links packaging functions to 

marketing. 

 



	  

	   106	  

Table 4.3: Functions of Marketing and Packaging (Adapted from Rundh, 2005: p 

674) 

Functions of packaging Functions of marketing 

Packaging protects 
Packaging must be able to withstand robust physical 
handling during distribution so that the goods are 
received by consumers in the same function they left 
the factory 

Physical distribution and storage. Product quality 
 

Packaging preserves 
There is a form of packaging that will preserve each 
product from deterioration 

Physical distribution and storage. Product quality 
 

Packaging facilitates distribution 
Well designed packaging and effective packaging 
methods are key elements in ensuring that goods 
reach their destination in optimum condition 

Physical distribution and storage. Supply chain 
management 
 

Packaging promotes customer choice 
Packaging enables and promotes brand identification 
and competition 

Promotion and selling. Marketing communication 
 

Packaging sells 
Packaging is industry’s silent salesman. It displays 
and describes the product it contains; leaving the 
consumer to choose which product is best suited his 
or her taste. This, together with the visual appeal of 
the packaging, is often a decisive feature in the 
purchasing situation 

Promotion and selling. Marketing communication. 
Design 
 

Packaging informs and instructs 
Packaging communicates additional messages to the 
consumer 

Marketing communication 
 

Packaging provides consumer convenience 
Changing lifestyles have created a demand for 
packages that offer time-saving features and easy 
efficient handling 

Standardisation/differentiation and distribution. 
Customisation 
 

Packaging helps contain prices 
Consumer goods would be more expensive if it were 
not for cost-effective packaging. The packaging of 
products in packs of various sizes allows the 
consumer to purchase the most convenient quantity 

Pricing 
 

Packaging promotes hygiene and safety 
Improvements in standards of hygiene and safety in 
food are partly related to packaging 

Physical distribution and storage. Promotion 
 

Packaging is innovative 
In many cases the packaging industry responds to 
new demands which arise for specifically packaged 
foodstuff products 

Packaging/package development. 
Customisation. Package design in relation to relevant 
market demand/need 
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The combination of the above articles and discussions reveal the broad significance 

of packaging to both marketing and the product itself. Packaging contributes to the 

product in a number of key respects, including quality, safety, and positioning, and  

can add value through either enhancing perceptions or contributing to the function of 

the product.  

 

Table 4.4 attempts to draw together the existing articles which provide insights into 

packaging’s roles. It identifies the primary roles (left column), the elements that form 

part of these roles (middle column), and references the articles that have identified 

each role. From this table, it becomes clear that packaging is not just of significance 

to the consumer, but also each supply chain member (Simms and Trott, 2010; Lee 

and Lye, 2003; Bowersox et al., 2002), as a result of its influence on logistics, 

protection in distribution, and in particular, the retailing and display of the product. 
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Table 4.4: Summarising packaging’s key roles 

Core roles/functions Elements of packaging’s role  Kay Example Papers in Literature 
Protection 
(Stewart, 1996; Lee and Lye, 2003; 
Nancarrow et al., 1998; Rundh, 2005; 
The Packaging Federation, 2004a,b; 
Vidales Giovanetti, 1995; Institute of 
Logistics and Distribution 
Management[ILDM], 1993; Issues 
paper, 1997; Frey and Albaum, 1948; 
Gonzalez, Thorhsbury & Twede, 2007; 
Wells et al., 2007; Kuvykaite, 2001) 

Effects on the supply chain 
Tamperproof 
Role in transportation and logistics 
 
 
 
 
Product safety 
Preservation/shelf life of the 
product 
 
Protection from hazards; 
Mechanical, Chemical, 
Environmental, Climatic, 
Bacteriological 

(The Packaging Federation, 2004 a,b) 
(Stewart, 1996; Frey and Albaum, 1948) 
(Stewart, 1996; Predergast and Pitt, 1996; 
Paine, 1991; Twede, 1992; Johansson et 
al., 1997; Johnsson, 1998; Bjarnemo et al, 
2000; Saghir, 2002)  
 
(Rundh, 2005) 
(Lee and Lye, 2003, Nancarrow et al., 
1998) 
 
 
} (Lee and Lye, 2003) 
 

Containment 
(Stewart, 1996; Lee and Lye, 2003; 
Nancarrow, Rundh, The Packaging 
Federation a,b, 2004; Vidales 
Giovanetti, 1995; ILDM, 1993; Frey and 
Albaum, 1948) 

Aids customers use of product 
Holding product 
 
Quantity/amount 
Facilitating/convenience handling 
 
Affect on quality 
Compatibility and constraints 

(Stuart, 1995) 
(Lee and Lye, 2003; Vidales Giovanetti, 
1995) 
(Nancarrow et al., 1998) 
(Predergast and Pitt, 1996) 
 
 
} (Lee and Lye, 2003) 

Environmental and ethical Environmental impact 
 
Ethical implications 

(Kassaye and Verma, 1992; Prendergast 
and Pitt, 1996) 
(Bone and Corey, 1992; Prendergast and 
Pitt, 1996; Bone and Corey, 2000) 

Identification  
(Stewart, 1996; Lee and Lye, 2003; 
Nancarrow et al., Rundh, 2005; The 
Packaging Federation, 2004a,b; Vidales 
Giovanetti, 1995)  
 
Marketing communication  
(ILDM, 1993; Frey and Albaum, 1948; 
Predergast and Pitt, 1996; Butkeviciene 
et al., 2008, Gonzalez et al., 2007, Vila 
& Ampuero, 2007, Nancarrow et al., 
1998, Prendergast & Pitt, 1996, Smith & 
Taylor, 2004, Underwood et al., 2001, 
Silayoi & Speece, 2004, Underwood, 
2003, Vazquez et al., 2003; Ampuero & 
Vila, 2006) 

Labelling (effective) 
Information: Copy/illustrations on 
use 
 
 
 
Supporting marketing 
communications 
POS marketing communications 
tool 
 
Supporting promotion of other 
products 
Sales function 
 
Positioning 

(Stewart, 1996; Rundh, 2005) 
(Rundh, 2005; Lee and Lye, 2003; 
Nancarrow et al., 1998) 
 
 
 
(ILDM, 1993) 
 
(Ampuero and Vila, 2006; Butkeviciene et 
al., 2008; Thorsbury and Twede, 2007) 
 
(Predergast and Pitt, 1996) 
 
(Vazquez et al., 2003; Stewart, 1996; 
Silayoi and Speece, 2004; Kornblau, 1961)  
(Ampuero and Vila, 2006; Kuvykaite et al., 
2007) 

Cost    (Stewart, 1996, Rundh, 2005) Transport and storage costs 
Process cost implications 

(Rundh, 2005; Carcia and Prado, 2003) 
(e.g. Utterbuck and Abernathy) 

User convenience 
(Lee and Lye, 2003, The Packaging 
Federation a,b, 2004; Rundh, 2005; 
Song-Grundvag and Ostli, 2009) 
 

Openability/access 
Reclosability 
Carrying 
 
Dispensing facilities 
 
Suitable quantity/format 
 

 
}(Lee and Lye, 2003) 
 
 
(Lee and Lye, 2003; Nancarrow et al., 
1998) 
(The Packaging Federation, 2004a,b) 
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Affecting consumer value 
Consumer convenience 
New solutions 

 
} (Rundh, 2005) 
 

Market appeal 
(Lee and Lye, 2003) 
 

Branding  
 
Reinforcing the product concept 
Ability to improve sales 
Facilitating commercialization 
Differentiation 

(Nancarrow et al., 1998; Underwood et  al., 
2001) 
(Rundh, 2005) 
(The Packaging Federation, 2004a,b) 
(Vidales Giovanetti, 1995) 
(Wells et al., 2007) 

Innovation Innovation and technology (Rundh, 2005; Simms and Trott, 2010; 
Ahmed et al., 2005) 

 

The following sections briefly explore the main roles (or functions) identified above, 

and their implications to the product and its development. For the basis of this 

discussion, these roles are summarised and grouped as follows: protection and 

containment, environmental and ethical, identification and communications, cost, 

user convenient and market appeal, and innovation. This is followed by a short 

section specifically focused on the significance of packaging within the product’s 

distribution. 

 

4.2.2.1 Protection and Containment 
The containment and protection of the product are packaging’s most basic purposes 

(Stewart, 1996). Yet from a management perspective, they are arguably packaging’s 

most important roles, as they relate to packaging’s functions in logistics, distribution 

and materials handling (Bowersox et al., 2002; Azzi et al., 2012). Packaging can be 

critical to facilitating the product’s flow through the supply chain (Johansson et al., 

1997; Saghir, 2002). This raises the need to consider the primary (e.g. toothpaste 

tube), secondary (e.g. box), and tertiary (e.g. transport containers) packaging, as a 

combination of these influence the product’s distribution (Simms and Trott, 2010; 

Hellstrom and Saghir, 2006). 

 

The protection packaging provides helps to preserve the product, and can be critical 

to its integrity, shielding it from climatic, bacteriological, and transit hazards (Stewart, 

1996). This results in a need to consider supply chain protection, tamper-proofing, 

safety, preservation and shelf life, as well as mechanical, chemical, environmental, 

climatic, and biological hazards (Stewart, 1995; Lee and Lye, 2003). For example, 

the development and introduction of pop up discs, particularly on baby food 

packaging, has critically improved consumer protection. Lee and Lye (2003) highlight 

that the protection function of packaging can be divided into two main dimensions, 

basic and secondary functions. The former holds the product, whilst the latter is 
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concerned with quality, compatibility and constraints. These insights reveal 

packaging’s importance to both the supply chain, and the quality of the product 

received by the end consumer. 

 

4.2.2.3 Environmental and Ethical 
The importance of packaging in terms of the organization’s environmental (Kassaye 

and Verma, 1992; Prendergast and Pitt, 1996) responsibilities and commitment to 

sustainable and ethical (Bone and Corey, 1992; Prendergast and Pitt, 1996; Bone 

and Corey, 2000) marketing has also been documented in the literature. This 

highlights that packaging’s traditional key roles must be balanced with these new 

environmental concerns (Kassaye and Verma, 1992; Prendergast and Pitt, 1996):  

with implications for design, and decisions on the choices of materials to be used. 

Indeed, in the years ahead, there is likely to be increasing emphasis on this aspect of 

packaging within the literature, particularly with new government initiatives 

increasingly placing the responsibility of disposal and waste on the brand owner. This 

is further expanded upon in Section 4.2.2.9. 

 

Unlike many other ecological concerns, packaging waste is both highly 

observable through litter dumps and landfills, and involves nearly all consumers 

(Biod, Probert and Jones, 1994). The existing research highlights that packaging’s 

environmental impact is an important consideration, which Simms and Trott (2010) 

link to the need to consider in development. However, whilst there are valid reasons 

to consider this on the grounds of ethical conduct, the impact of ‘green’ packaging 

consumer choices is less clear (Birgelen et al., 2008). It seems that consumer 

preferences for green packaging are not always carried through into their purchasing 

decisions.  

 

4.2.2.4 Cost 
Both Rundh (2005) and Stewart (1995) identify costs as an aspect of packaging, 

which will clearly be a key consideration for the brand owner and product 

manufacturer. The underlying principle which draws together the key elements of a 

product’s packaging is that of optimal overall cost. However, this is a complicated 

issue, as the implications of a package choice extend far beyond the basic unit cost. 

Filling the package or packaging the product can be a costly activity; hence, care in 

its design is essential to ensure the efficiency of these activities, and avoid costs 

being incurred at this stage. Carcia and Prado (2003) establish the significance of 
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this, suggesting that the adequate or inadequate design of packaging can affect 

almost forty per cent of the packers companies’ invoicing; and over ten per cent of 

the invoicing in the distributing companies (due to its effect on packing, distribution, 

and waste management). 

 

Lee and Lye (2003) examine how decisions on the type of packaging and materials 

affect production and packaging methods: impacting, for example  on activities such 

as wrapping, labeling, sealing, taping, tying, and shrink wrapping. As a result, many 

areas need to be addressed when considering cost and value added, including 

design processes, materials, introduction timing/scheduling, production capacity and 

flexible manufacturing (Koss, 2007). These findings reveal it to be an important 

consideration for the brand owner and product manufacturer, effecting margins, and 

potentially impacting on retail price of the product; although overemphasis on costs 

may have negative effects on the product’s performance in the market.  

 

4.2.2.5 Identification and marketing communications 
At a basic level, packaging must be designed and developed to identify the product, 

its contents, and provide any other required information. This can be of importance 

both to the supply chain members and the end consumer (Vernuccio et al., 2010). 

Beyond this, packaging can be a key marketing communications and promotions tool 

(Peters 1994): the importance of which is growing, as a result of rising advertising 

costs and reduced budgets (Underwood et al., 2001; Underwood, 2003). Packaging’s 

marketing communications functions can be summarised in two main respects.  

 

First, it has the ability to grab the consumer’s attention in the busy supermarket 

environment (Sara, 1990). Subsequently, it can act as a silent salesman (Ditcher, 

1957; Welles, 1986; Phillips & Bradshaw, 1993; Wells et al., 2007), convincing 

shoppers at the point of sale (Welles, 1986; Phillips & Bradshaw, 1993; Prendergrast 

& Pitt, 2000; Wells et al., 2007; Lofgren, 2008). This is true both in the case of 

impulse purchases and high involvement products (Silayoi and Speece, 2004; 

Welles, 1986). Two thirds of purchasing decisions are made at the point of sale 

(POS) (Schoomand and Robben 1997; Connolly and Davidson, 1996), and nearly 

three quarters of consumers use packaging to aid their decision making process at 

this stage (Wells et al., 2007). As a result, it is considered to be the single most 

important factor in POS purchase decisions (Gray and Gutherie, 1990), providing the 

brand owner with the final opportunity to convince buyers to purchase their brand 

(McDaniel & Baker, 1977; as cited in Ampuero & Vila, 2006). 
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Silayoi & Speece (2004) find the packaging’s design significant, due to its important 

effect on customer choice. A number of key elements have been related to an 

increased likelihood of the consumer selecting a product: 

• Larger packs  

• More product information 

• Newer technology 

• Appealing graphics 

 

Rundh (2005) refers to the example of Absolute Vodka’s unique packaging design, 

including both the bottle and labelling, which have been instrumental in the growth it 

has achieved. The brand has become the second largest in the vodka market. 

Another example can be found is what has been termed “pester power”, where 

children drive purchasing at the POS, based on products that are appealing on the 

shelf (Hawkes, 2010). The communication roles of packaging, however, extend 

beyond the store into the home; and, indeed, until the final disposal of the product 

(Deasey, 2000; 1997; Rundh, 2005) (Figure 4.3).  

 

Figure 4.3: Packaging Design as a Trigger to Purchase (Adapted from Rundh, 2005; 

p. 1000) 

 
Packaging’s second communications contribution is inextricably linked to the first. 

This relates to its key role as a positioning tool (Ramsay, 1983; McAlexander et al., 

2003; Ampuero and Vila, 2006 Underwood et al., 2001 Rocchi et al., 2005). Ampuero 

& Villa (2006) suggest that positioning itself actually originates from product 

packaging. For consumers, packaging is an ‘extrinsic cue’, which can provide an 

indication of product quality (Olson & Jacoby, 1972; as cited in Ampuero & Vila, 

2006). Hence, it influences their perceptions of the product (Wells et al., 2007). 

Packaging	  
Design	  

Information	  
about	  the	  
product	  

Trigger	  to	  
purchase	  

Re-‐inforce	  the	  
brand	  name	  
for	  re-‐buy	  
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Packaging’s integral nature means that it can effectively become the product in the 

eyes of the consumer (Silayoi & Speece, 2004): thereby enabling the latter to 

imagine aspects of the product, such as look, taste, feel, smell, or sound (Underwood 

et al., 2001). The packaging’s design, graphics, shape and colour are therefore of 

great importance to positioning (Grossman & Wisblit, 1999). Indeed, consumers can 

actually come to associate and have a preference for colours in certain product 

categories (Grossman & Wisenblit, 1999). The product’s packaging is able to 

communicate right from the point of sale through to disposal, over a total of seven 

stages: POS, transporting home, home storage, opening, serving the product for 

consumption, reclosing or putting away, and disposal (Deasey, 2000). 

 

4.2.2.6 User Convenience and Market Appeal 
Beyond the point of purchase, the role of packaging in fulfilling the needs of 

consumers means that it can contribute to their overall satisfaction with the product. 

Lofgren (2005) refers to this as the second moment of truth for packaging (the first 

being its influence on purchase decisions). Factors such as openability, reclosability, 

carrying, and dispensing facilities can all impact on convenience and satisfaction 

(Lee and Lye, 2002). Consumers are becoming increasingly demanding in each of 

these respects (Lange and Wyser, 2003). In addition, impressions of packaging can 

influence perceptions of the product experience (Cardello, 1994; Schifferstein, Kole, 

and Mojet, 1999; Becker, et al., 2011): for example, influencing perceived taste of 

foods (Huber and McCann, 1982; Pinson, 1986; Hine, 1995; Deliza and MacFie, 

2001; Becker et al., 2011). Satisfaction of consumers is therefore based on an 

overall holistic evaluation of the product and packaging (Ahmed et al., 2005). Hence, 

well designed packaging represents a potentially important source of competitive 

advantage (Rundh, 2005).  

 

Many aspects of the product’s packaging can be used to increase convenience and 

appeal, and hence benefit the product and its sales. These include making it easy to 

open the product, providing portion sized servings, and making the product easier to 

cook. For example, packages that allow products to be cooked inside them can 

increase consumer convenience (Rundh, 2005), whilst wine closures influence 

satisfaction with the wine itself (Kennedy and Ferrier, 2007). Hence, it becomes 

necessary to consider packaging’s roles in the consumer’s complete product usage 

experience. The primary elements of this experience are identified in Marshall 

(1995)’s model of the food provisioning process (Figure 4.4). When considering the 

packaging in this respect, a poor design can negatively impact on the consumer’s 
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experience: meaning that, for example, caps that do not reseal properly, bags that 

split on opening, and cartons that fall apart, are all irritants. These problems warrant 

consideration, as they can deter repeat purchases (Briston and Neil, 1972).  

 

Figure 4.4: Marshall’s Model: the food provisioning process (Adapted from Marshall, 

1995: p. 2) 

 

 
 

 

 

Hancock (2003: cited in Trott, 2008) highlights the potential significance of packaging 

with respect to increasing market appeal, citing the example of Mars ‘Celebrations’ 

entering the confectionary gift market. This is a vital, profitable sector, in which the 

company had little presence, but the product was essentially a product/pack size 

alteration. With respect to the size of the pack, Silayoi & Speece (2004) have 

suggested it has an important role in assisting consumers’ volume estimates. Even 

small changes to pack size can create new opportunities. 

 

Finally, at a more abstract level, the product’s packaging is linked to the brand’s 

identity in the marketplace, acting as a ‘physical embodiment’ of a brand’s core 

values (Lewis, 1991). Thus it plays an important role in brand communication 

(Nancarrow et al., 1998; Underwood and Ozanne, 1998; Underwood et al., 2001; 

Van den Berg-Weitzel and van de Laar, 2001; Underwood and Klein, 2002; 

Underwood, 2003; Van den Berg-Weitzel and van de Laar, 2001; Underwood and 

Klein, 2002; Underwood, 2003). Indeed, the significance of packaging as a brand-
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building tool is growing (Underwood et al., 2001). The pack can provide key brand 

associations (Keller, 1991), and communicate the appropriate brand and product 

values to consumers directly (Nancarrow et al. 1998), assisting in improving the 

market appeal of the core product itself. Indeed, it is a major part of the consumer’s 

brand evaluation (Richardson et al., 1994; Berkowitz, 1987): the capability of 

packaging to differentiate and identify a brand is becoming increasingly recognised 

(Underwood et al., 2001; Wells et al., 2007). 

 

4.2.2.7 Innovation 
Chapter two, Section 2.2.4, identified some of the most significant packaging 

innovations in the food and drinks sectors, illustrating the importance of packaging 

innovation. However, few articles provide detail into packaging innovation’s role, 

meaning that insight is currently lacking. This gap in the literature only further informs 

the rationale for this research. 

 

Rundh (2005) and Simms and Trott (2010) identify the importance of packaging 

innovation, and relate this to both consumer and supply chains. Coles and Beherral 

(1990) also highlight the significance of particular packaging innovations, such as 

tamper evident packaging, ovenable materials, and the Guinness widget, amongst 

others. New developments, such as Pringles Potato Chips packaging, can provide 

the key point of differentiation for a new product (Rundh, 2005). 

 

Coles and Beherral (1990), Simms and Trott (2010) and Rundh (2005)’s articles 

each identify that packaging innovations can impact on consumers, the supply chain, 

and in particular, retailers: with developments impacting on display (e.g. shelf ready 

packaging), the environment (e.g. PET bottles), and product safety (e.g. modified 

atmosphere packaging). Cole and Beherral suggest that developments can be used 

to cut packaging costs or provide greater functionality at the same cost; while Rundh 

(2005) indicates that they can be used to meet new demands and customise 

products for particular market needs. Indeed, in Rundh’s 2009 article, he suggests 

that packaging provides a key tool to respond to critical environmental changes, 

including environmental, international, marketing, technology, distribution, and 

consumer related factors. 

 

4.2.2.8 Summary 
Packaging plays a number of critical marketing roles. It is of significant importance to 
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the consumer, with its design and specification influencing their perceptions, choices, 

and level of satisfaction. It is also of great significance to channel members, 

particularly retailers: something which warrants further brief discussion.  

 

4.2.2.9 Significance of Packaging’s Roles to The Distribution of the 
Product and Supply Chain 

The key members of the channel for packaged goods are highlighted in Rundh 

(2005)’s model of the packaging industry in the supply chain (see also Chapter 5). 

Whilst preceding discussions have provided some insights into the relevance of 

packaging’s roles in the supply chain, this warrants specific analysis. Indeed, 

adopting wider definition of the supply chain to incorporate the recycler only further 

emphasises packaging’s significance. 

 

Figure 4.5: The packaging industry (Rundh, 2005: p. 673) 

 
 

 

The existing literature highlights that packaging has an important role to play in 

logistics, handling and distribution (Bowersox et al., 2002; Rundh, 2005; 2009, 

Simms and Trott, 2010; Azzi et al., 2012). Factors such as weight, size and labelling 

all impact on the value chain of the intermediary (Simms and Trott, 2010): meaning 

that a logistics orientated design can improve processing (Azzi et al., 2012). With 

respect to these intermediaries, it is also worth noting that different multi-channel 

packaging offerings may be required, in which products are distributed through 

various channels (Ahmed et al., 2005). Wholesalers, for example, perform a number 

of important functions: such as ‘breaking bulk’, so that smaller retailers may purchase 

amounts suitable to their needs. Furthermore, when considering the growth of 
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internet shopping among consumers (Nielsen, 2008), the importance of opportunities 

with which to improve products for home delivery also becomes apparent.  

 

Whilst packaging is relevant to each member of the supply chain, it is of particular 

importance to the retailer. The product’s packaging can impact on key retailing 

decisions and issues (e.g. Mulhern, 1997): hence, packaging decisions may 

influence on the retailer’s willingness to stock a product, as well as how the product 

is displayed, and its in store positioning. In turn, this will influence its ability to gain 

the consumer’s attention, and hence, the likelihood of purchasing the package: 

based on the product’s visibility, and where it is displayed within the store as a whole. 

Hence, it is also critical to consider the retailer’s own needs and preferences. On the 

one hand, this means there may be potential for innovative new opportunities in the 

retail display of the product. However, there is also the risk that a poorly packaged 

product which does not meet the retailer’s requirements may never be accepted by 

them in the first place (Luo et al., 2007). 

 

Finally, it is also clear that the product’s packaging is of significance in the entire 

‘lifecycle of use’ (highlighted in Figure 4.5), of the product. Thus while recyclers are 

not ‘traditional’ members of the supply and distribution chain, there is a need to adopt 

a wider definition of the supply chain, particularly due to the disposable nature of 

FMCG goods and their packaging. To some degree, the relevance of the recycler to 

products is evident more widely across a number of industries, as there has been a 

fundamental shift in waste management responsibility towards manufacturers, 

distributors and retailers (Ferguson and Browne, 2001), likely to increase in the 

future. Hence packaging decisions will also impact on recyclability, an issue of 

increasing importance (Section 2.1.1.1).   

 

However, Kassaye and Verma (1992) suggest that this issue of balancing 

environmental concerns with the essential functions of packaging is one of the most 

difficult tasks facing marketers. For example, a reduction in packaging size (an issue 

of governmental and EU concern) can cause problems in packaging safety (will it still 

protect the product?), less advertising space, and ultimately, risk of lower sales 

revenues (Kassaye and Verma, 1992). 
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4.2.3 Understanding the Key Elements of the Product’s 
Packaging 

It is necessary to now consider each of the packaging elements that will enable the 

above functions to be performed. Table 4.5 summarises a number of academic 

research papers identifying these elements. The first three papers (to the left of the 

table) provide a simple list, whilst the remaining five (right) group them: for example, 

into visual or informational elements. Research has highlighted that each key 

element can influence consumer perceptions and choice, although their relative 

importance has been found to differ depending on the purchase situation or product 

type (Silayoi and Speece, 2004; Ampuero and Vila, 2006; Becker, 2011; Mueller and 

Szolnoki, 2010; Kuvykaite et al., 2009). Furthermore, many also impact on the 

product’s distribution, display, use, and disposal or recycling (Simms and Trott, 

2010). Each provides a useful overview of the elements that need to be developed 

and designed. 

 

Table 4.5: Elements of packaging identified in the literature 

Studies Smith 
and 
Taylor 
(2004) 

Kotler 
(2003) 

Wang and 
Chou 
(2010) 

Rettie and 
Brewer 
(2000) and 
Butkevicie
ne et al. 
(2008) 

Silayoi and 
Speece 
(2004; 
2007) 

Vila and 
Ampuero 
(2007) 
and 
Underwo
od (2003) 

Butkevicie
ne et al., 
(2008) 

Kuvykait
e et al. 
(2009) 

Elements 
identified 

Form 
Size 
Colour 
Graphics 
Material 
Flavour 

Size 
Form 
Material 
Colour 
Text 
Brand 

Brand 
name 
Product 
name 
Trade 
mark 
Product 
image 
Colour 
association 
Package 
shape 
Size 
Package 
material 
Package 
texture 

Verbal: 
Brand 
slogans 
 
Visual: 
Visual 
appeal, 
picture 

Visual: 
Graphics 
Colour 
Shape 
Size 
 
Information
al: 
Information 
provided  
Technology 

Graphic 
elements: 
Colour 
Typology 
Shapes 
Images 
 
Structural 
elements: 
Form  
Size 
Materials 

Non-
verbal: 
Colour 
Form 
Size 
Imageries 
Graphics 
Materials 
Smell 
 
Verbal: 
Name 
Brand 
Producer/c
ountry 
Information 
Special 
offers 
Instruction 
of usage 

Visual: 
Graphic 
Colour 
Size 
Form 
Material 
 
Verbal: 
Product 
informati
on 
Producer 
Country 
of origin 
Brand 
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Wang and Chou (2010), in their design-focused study, link the main physical 

elements to consumer perceptions (Figure 4.6): highlighting that the recipient will 

comprehend each element of the design depending on their mood, memory and 

preferences, as well as the motive for consumption. However, Silayoi and Speece 

(2004) and Kuvykaite et al. (2009) identify that depending on the product type and 

purchasing time pressure the importance of each of them will differ (Figure 4.7). For 

example, technological developments and product information are of particular 

salience to higher involvement products. However, the importance of these elements 

varies between segments (Silayoi and Speece, 2007). 

 

 

Figure 4.6: Cognition model for comprehension of product packaging (Wang and Mu-

Chien, 2010: p. 4) 
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Figure 4.7: Conceptual model of packaging elements and product choice (Silayoi and 

Speece, 2004: p. 624) 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 4.8 develops on the preceding graphics, narrowing down the packaging’s 

elements into three key aspects (in the central circle); the reprographics (including 

the labelling and surface design and decoration), design of the pack (such as size, 

shape and colour), and format or technology of packaging used (such as a Tetra Pak 

or PET bottle). The outer sides of the diagram then indicate the key roles to be 

performed by the packaging as a whole. The diagram illustrates that development 

and specification of the packaging will subsequently influence how it performs with 

respect to each function or role. However, some will contribute more or less to a 

particular function: for example, the reprographics will contribute little to containment, 

other than providing instructions on use. 
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Figure 4.8: Model of the elements of a piece of packaging and the contribution of 

these elements to its functions 

 

 
 

 

A final consideration which should be noted is that these elements must be 

considered with respect to the ‘layers’ of packaging that may be used, in order for its 

performance to be optimized with respect to each of the key roles. Vidales Giovanetti 

(1995) and Simms and Trott (2010) highlight three key types, or layers of packaging: 

• Primary packaging is in direct contact with the product (e.g. a plastic bag 

containing cereal); 

• Secondary packaging typically protects the product, identifies it, and 

communicates with the customer (e.g. the cereal box); sometimes, this may 

be disposed of once the product begins to be consumed; 

• Tertiary packaging contains the two previous types of packaging: its role 

normally relates to the distribution of the product (e.g. cereal boxes are 

typically moved through the distribution chain on large cardboard trays with 

plastic protective wrapping). In some cases, products will have more than one 

layer of tertiary packaging, whose use may vary in different value chains (for 

example, orange juice cartons are often contained in boxes - tertiary 

packaging - but whilst in the distribution system, these boxes are often stored 

on larger cardboard or wooden ‘punets’, and are ‘shrink’ wrapped to these).  
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Specification must therefore be considered at each level, with decisions clearly being 

interrelated. For example, shelf ready (tertiary) packaging may provide additional 

protection, communication opportunities and shelf presence,  negating a need for 

secondary packaging (Simms and Trott, 2010). 

 

4.2.4 Packaging Development: Insights from the Exiting 

Literature 
Packaging’s important contribution means that organizations can use it to gain 

competitive advantage (Rundh, 2005). Koss (2007: p132) suggests that it should be 

considered a ‘priority issue’ for organisations (Koss, 2007: p132), and especially a 

key consideration within NPD (Bjarnemo et al., 2000; Johnsson, 1998; Paine, 1990; 

Shina, 1991). The complex nature of packaging, and its relevance to such a variety 

of marketing areas, means that it ‘tops the list’ in terms of meeting marketing and 

sales volume demands, matching or beating competitors, enhancing product appeal 

and customer acceptance, productions and distribution capacity and capability, and 

costs involved (Koss, 2007). Managers must consider packaging as an increasingly 

important part of the marketing mix (Underwood et al., 2001; Ampuero & Villa, 2006).  

 

The many contributions of packaging mean that decision making is complex, 

involving multi-discipline coordination and detailed analysis of the costs associated 

(Koss 2007). In the case of new products, packaging is of particular importance, as 

the consumer will have little or no information on the product from which they can 

draw inferences and form perceptions (Deliza and MacFir, 2001). 

 

Whilst it is clear that packaging is vital, and represents a potentially important 

opportunity for firms, little is known about the development of new packaging or the 

relationship between it and the product in NPD (Simms and Trott, 2010; Francis et al. 

2008; Francis, 2006). Ahmed et al. (2005: p. 762)  suggested that: 

 

“… If packaging is a critical component of one’s marketing mix, one needs to have a 

pipeline of packaging ideas and concepts in development.” 

 

Therefore, developing effective methods for the generation of new packaging ideas 

and opportunities constitutes a critical consideration. However, in practice, it seems 

that this is not always the case: as Ahmed et al. (2005: p. 762) go on to suggest that 

whilst this pipeline is critical, 
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“…..Many brands do not have such type of system in place.” 

 

It appears that an effective approach to the management of packaging may be 

lacking. As a result, this leads firms to focus on cost saving designs (Ahmed et al., 

2005), which can then lead to limited new packaging demand side progression and 

margin erosion (Richmond, 2004). This focus on cost reduction is of particular 

concern: Fuller (2004; p. 88, citing Dean, 1974) highlights that it is “like looking for 

the leak in the bottom of my canoe as I drift towards an unseen waterfall”. The 

existing limited insights into the management of packaging in NPD projects also 

suggest that packaging presently warrants only late consideration, and receives little 

attention (MacFie, 1995; Francis et al., 2008, Francis, 2006); and that what attention 

it does receive is primarily focused on graphics and artwork (Francis et al., 2008; 

Francis, 2006). Furthermore, Bjarnemo et al. (2000) have suggested that packaging 

is typically only considered once the product design is decided upon.  

 

Considering the significance of packaging to product success, it may be that the lack 

of an effective packaging development process is in part contributing to high new 

product failure rates (noted in Sections 3.4.1, 3.4.2.1). Consequently, the 

opportunities provided by packaging to improve performance in these areas are 

surely of considerable importance. However, the existing literature fails to provide 

any real insights into packaging development, as a result of the relative lack of 

research into its’ role within the marketing management literature (Simms and Trott, 

2010; Rundh, 2005), and with respect to product development in particular (Simms 

and Trott, 2010; Saghir, 2002; Johnsson, 1998). In fact, whilst there is overwhelming 

evidence of the importance of marketing within NPD and the product innovation 

process (Olson et al., 1995), when it comes to the question of actually packaging the 

product, it seems that the marketing management literature has almost entirely 

overlooked this.  

 

Whilst the existing research into packaging development is limited, a few studies 

warrant discussion, based on their findings in particular areas of innovation, 

development or design. The following Sections detail the key insights, models or 

frameworks from these nine papers. This discussion primarily relates to research 

question two: the development of new packaging. The first six models are primarily 

focused on packaging design, and provide some basic guidelines with respect to 

particular issues of relevance. The last three focus on packaging innovation and 

development. However, each only provide guidelines with respect to particular 
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issues, and are typically conceptual in nature, failing to provide a comprehensive 

overview of new packaging development or its integration into the NPD process.  

 

4.2.4.1 Rundh (2005; 2009)’s Conceptual Model of Packaging 
Design Considerations 

Rundh (2009) develops a conceptual model of the supply chain process (Figure 4.9), 

identifying key challenges and factors facing marketers in the design of  packaging. 

This model is a development from an earlier research paper, discussing the need for 

revising strategy by the strategic tool of packaging (Rundh, 2005).  

 

Figure 4.9: Conceptual Model of the Supply Chain Process (Rundh, 2009: p. 993) 

 

 
 

Rundh (2005)’s model examines influences from the consumer, environment (e.g. 

government and legislation), international influences, logistics and distribution, 

marketing, technology, and design (e.g. material, shape, size, texture, graphics); and 

how these impact on the key players in the supply chain, and hence, the design of 

the packaging for these groups. Whilst there is little doubt of the impact of  packaging 

on each group, the model lacks detail on how to best achieve balance between these 

needs and challenges in practice. Furthermore, partly as a result of its conceptual 

nature, the paper fails to provide insight into firms’ activities aimed at meeting this 

challenge in practice. 
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4.2.4.2 Vazquez’ (2003) Model of packaging design within a single 
case 

Vazquez (2003) discusses the design process employed by a top-four UK food 

retailer. The case focuses on providing insights into the design of packaging, with a 

particular emphasis on the communication of the brand and its image. As a result, 

the process model generated (Figure 4.10), and the discussions alongside this, 

provide little insight into technical development or decision making. The process is 

focused on ensuring that development is undertaken with utmost speed. 

 

Figure 4.10: Retailer A’s packaging design process (Vasquez, et al., 2003: p. 613) 

 

 
 

 

The model identifies twelve activities. The first seven precede the design process, 

largely focusing on developing a brief and assessing whether the project warrants 

investment. The final five encapsulate the actual design process, starting with the 

brief being provided to a design agency. This is followed by the development of two 

concepts, subsequently evaluated by a panel, and then presented to the CEO prior 

to the final artwork and reproduction work for launch. The findings provide insights 
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into the significant role of external design expertise, and the integration of design with 

the marketing team in order to ensure effective communication. Buyers are also 

identified as key in setting the design brief.  

 

4.2.4.3 Ahmed (2005)’s Considerations in packaging development 
and design 

In a paper focusing on the critical issues in the packaged food business, Ahmed et 

al. (2005) identify six steps involved in developing packaging. They suggest that in 

order to ensure packaging meets minimum expectations and responds to emerging 

needs, it is necessary to undertake the following (Table 4.6): 

 

Table 4.6: Summary of steps suggested by Ahmed et al. (2005) in packaging design 

(pp. 761-2). 

Steps Summarising description  
Conduct store audits- To get preliminary ideas and identify how much value the packaging is 

adding, this stage should be undertaken by a cross functional team. The 
process should look both within the category and across other categories. 
Ideas should then be ranked against pre-determined metrics and allocate 
value opportunity to the top ones, examining successes and failures over 
time. 

Grasp and assess 
what consumers are 
looking for- 

Looking for characteristics of particular importance, now and into the future. 
This can be done by working with retailers or other trade sources, as well as 
consumers. 

Recognise new 
product /package 
opportunities that 
outclass the 
competition- 

At this stage the costs of the packaging should not be considered, and thus 
act as a constraint affecting which ideas can be explored. Indeed if they are 
discounted this may result in too many ideas being outruled early on 
(Richmond, 2004). The company can also look at other successful packaging 
changes for inspiration. 

Changing the 
mindset- 

Trying to meet both consumer & retailer benefits through the packaging (e.g. 
increasing repeat purchases and loyalty for the retailer). 

Develop integrated 
solutions- 

Taking the consumers perspective, looking at the packaging holistically and 
synergistically with the product and brand. 

Consider multi-
channel offerings- 

This should be done early, and may also enable the firm to identify possible 
size variations that may be required. 

 

The approach presented aims to provide new insights into how packaging can add 

value, and how it can be used in new ways within the organisation. The steps provide 

some indication of the significance of the product’s retailing, and the importance of 

the retailers themselves. However, little evidence is provided to enable this approach 

to be compared to practice, or understand how organizations actually manage 

packaging.  
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4.2.4.4 Gofman et al (2010)’s Accelerated Structured Approach to 
Consumer-Driven Package Design 

Gofman et al (2010)’s paper on packaging design utilises a fairly standard conjoint 

method, involving the use of Rule Developing Experimentation. The process 

incorporates six RDE steps, commonly used in sensory and message optimization 

(see Gofman et al., 2007): 

1. Create multiple permuted experimentally designed prototypes 

2. Expose them to a target group of consumers (e.g., via a web based tool) 

3. Collect the ratings of their interest or purchase intent 

4. Find individual contributions of each graphics elements to the dependent 

variable 

5. Assessed by a rating scale (e.g. purchase intent) 

6. Search for latent segments in the population for better targeting 

The paper suggests that these steps effectively create rules which could be utilised 

by the designer to build new packages. The focus, however, is on applying this to 

graphic design. The example therefore analyses six features: caps (colour 

variations), brand names, shampoo types, names, the main picture and health 

message; and applies these steps to identify the optimum combination of packaging 

elements, illustrated below. As a result, the process presented provides no insights 

into technical development. Moreover, it effectively only analyses the impact of 

potential changes, rather than reveal any method of developing new packaging. The 

paper’s focus on testing a new method using a hypothetical example clearly results 

in few insights being generated into the actual management within companies. 
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Figure 4.11: Application of RDE to a shampoo bottle, breaking down each feature for 

conjoint analysis (Gofman et al., 2010: p. 7) 

 

 

 
 

 

 

4.2.4.5 Azzi et al. (2012)’s Drivers to Integrated Packaging Design 
Azzi et al (2012)’s paper on packaging design develops a framework, from a review 

of the literature, that aims to provide a holistic perspective on the design of 

packaging: focusing in particular on improved overall supply chain efficiency. The 

authors provide a comprehensive overview of the role of packaging systems in 

logistics, to enable proper calibration of any supply chain. Furthermore, they suggest 

that this approach is especially important given the increasing demands from 

consumers, governments and public opinion, not to mention concerns about 

environmental sustainability, personal safety and ergonomics. The authors highlight 

five areas important in packaging design, namely: (i) safety, (ii) ergonomics, (iii) 

sustainability, (iv) logistics, and (v) marketing and communication.  
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Azzi et al (2012)’s work provides a general framework with which to understand and 

analyze the design of an efficient packaging system. However, the framework merely 

provides a simple list of factors to be considered. Furthermore, it is not based on 

research; hence, no dynamic insight into packaging development within firms is 

provided. 

 


