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CHAPTER 6: RESEARCH METHODOLOGY 

6.1  Introduction 
The preceding discussions have detailed the pertinence of packaging to the product 

and its development, and detailed the two key aspects of this study: The first 

examines the integration of packaging within the NPD process, whilst the second 

addresses the pipeline of new developments. The prior discussions have also 

outlined the lack of academic research examining the management of packaging 

development, while Chapter five detailed the development of the conceptual 

framework. The nascent packaging theory, and this framework, influenced the 

study’s design. 

 

The methodology for this research project can be described as following an inductive 

approach, based on two phases of qualitative research. This was appropriate due to 

the lack of existing theory, and the emphasis on building theory as opposed to testing 

it. A case study method is employed. An initial exploratory phase preceded four main 

case studies of food and drinks firms; and the research also benefited from a 

preliminary phase, involving collaboration with a packaging manufacturer in order to 

gain initial insights. This aided the researcher by providing direction to the study.  

 

The adoption of a progressive, phased approach enabled each phase to build on the 

findings of the previous one, and highlight issues requiring further more detailed 

investigation. In particular, the findings of phase one highlighted a need for in depth 

case studies to understand the NPD process of food and drinks firms in practice, and 

how this process impacted on packaging management. The key emphases of each 

phase are summarised in Table 6.1. 
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Table 6.1: The structure of the methodology chapter, relating it to each of the main 

phases of the PhD research project.  

 Phase 1 Phase 2 
Research purpose Exploratory Exploratory 
Research approach Qualitative interviews with key 

informants 
Case study research- Qualitative 
interviews & secondary data collection 

Research questions RQ 1: How do food and drinks firms manage the development of new 
packaging within their NPD process? 
RQ 2: How does packaging development contribute to the generation of new 
product opportunities?  
 

Phase objective To examine how packaging is 
managed within FMCG firms NPD, 
the perceived significance of 
packaging development, and the 
priority it is given. This phase also 
sought to determine the role of the 
various parties, internal and 
external, to packaging 
development.  

To examine, in detail, the issues 
uncovered in the previous phase of the 
research. Focusing on developing 
detailed understanding of the NPD 
processes of food and drinks firms, and 
where packaging fits within the process in 
practice. The phase also sought to 
develop further understanding of the 
external inputs, and particularly the 
incorporation of suppliers and their 
technological capabilities. 
 

Summary of phase 
research questions 

1. How do FMCG firms manage 
packaging in NPD? 

2. Is packaging seen as a driver 
of new product opportunities? 

3. Who is involved in the 
management of packaging 
within firms? 

4. What factors influence on the 
management of packaging? 

5. What external parties are 
involved in the process and 
what is their role? 

 

1. What is the configuration of the new 
products process within food and 
drinks firms in practice? 

2. Where do packaging activities fit 
within the process and how is 
packaging managed? 

3. How is the development of new 
packaging managed? 

4. What internal capabilities exist within 
FMCG firms and how do they impact 
on the process? 

5. How are external suppliers and their 
technologies incorporated into the 
process? 

 
Research strategy Interviews Case studies  
Sample Interviews with managers within: 

retailers brand owners, product 
manufacturers, packaging 
suppliers, design consultants, 
industry bodies. 

Interviews with managers within food and 
drinks firms, retailers, and suppliers. 
Secondary data. 

Research instrument Semi-structured interviews. Semi-structured qualitative interviews 
and secondary data. 

 

The chapter begins by briefly detailing the purpose of the research. The overall 

methodology is then detailed. The chapter then moves on to address the methods 

adopted for gathering data and analysing the results. Within these discussions, detail 

on the rationale for the chosen approach will be provided. The approach will then be 

compared to other possible options available to the researcher, in order to provide a 

justification for the selected methodology. Overall, the purpose of the chapter is to 

demonstrate that comprehensive, systematic consideration has been given to the 
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research methods employed, as well as how the research was designed, in order to 

ensure rigour.   

 

6.2  Purpose of the Research 
Research scholars have identified three main purposes to research activities 

exploratory, descriptive and explanatory (Saunders et al., 2000). This study adopts 

an exploratory approach, meaning it aims to: identify what is happening, gain new 

insights, ask questions, and deal with issues of a qualitative nature (Saunders et al., 

2000). Yin (2009) suggests this is appropriate where little theory or prior research 

exists. In this case, it is particularly appropriate for the following reasons:  

• The lack of insight that currently exists on the management of packaging 

within the context of NPD.  

• The lack of a model or framework that provides detailed insight into 

packaging development.  

 

Table 6.2 identifies the overall aim of the research, the research questions generated 

as a result of the literature review, and summarises the propositions. 

 

Table 6.2: Research Aim, Questions, and Propositions 
Research Aim Research Questions Initial Propositions  
 
 
 
 
 
 
 
 
 
 
To develop a 
framework that 
conceptualises the 
management of 
packaging in the food 
and drinks 
manufacturers and 
brand owners NPD. 
 

 
 
 
 
 
RQ 1: How do food and 
drinks firms manage the 
development of new 
packaging within their 
NPD process? 
 
 
 
 
 
 
 
 
 
RQ 2: How does 
packaging development 
contribute to the 
generation of new 
product opportunities?  
 

 
Proposition 1: The development of packaging will require 
the incorporation of the consumer into the NPD process. 
 
Proposition 2: The power and influence of the retailer 
results in a need to consider the retailer, and the impact of 
packaging changes on the retailing of the product, in the 
development of packaging.  
 
Proposition 3: Packaging suppliers, and their technical 
capabilities, will play a key role in the development of 
packaging.  
 
Proposition 4: The level of input and involvement of 
suppliers into packaging development will be dependent on 
a food and drinks firm’s internal technical packaging 
capability, due to the impact of this on packaging 
absorptive capacity.  
 
Proposition 5: External design consultancies, or agencies, 
will play a critical role in the development of packaging, due 
to their specialist capabilities.  
 
Proposition 6: The process change costs associated with 
packaging changes will result in an avoidance of new 
developments that impact on the production line, and a 
subsequent focus on incremental and customer-driven 
packaging development.  
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6.3   Research Theory and Design 
In designing the research, it was necessary to consider the appropriate theory or 

philosophy. A wide range of potential choices was available (summarised in Figure 

6.1). However, it is important to recognize the effect of the researcher’s own 

philosophical approach. Saunders, Lewis and Thornhill (2006) outline various 

theories to have been identified, which are also referred to as philosophies. Taylor 

(2010) summarises the main, most commonly referred to theories: positivism, 

interpretivism, and realism (some key differences in these approaches are 

summarised in Table 6.3). 

 

Figure 6.1: The research ‘Onion’ (Saunders, Lewis and Thornhill, 2006) 
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Table 6.3: Theory, design and methods (adapted from Taylor, 2010 with the addition 

of quotes to summarise each theory) 
Theory Research design 

(most common) 
Research methods Emphasis/perspective 

Positivism Social surveys 
Experimental 

Structural interviews 
Structural observations 
Official statistics 
 

Understanding the world as 
something external to the 
researcher, and that can be 
measured objectively (Spender, 
1996). 

Interpretivism Ethnography Participant observation 
Unstructured interviews 
Personal documents 
 

Recognizes the differences in “the 
ways in which we attach meaning 
to our experience” (Spender, 
1996, p. 72). 

Realism Experimental 
Comparative 

Non-specific, but 
methods are theory 
focused 
 
 

Realism shares some common 
features to positivism and focuses 
on evidence and reliability, 
however it does include a 
subjective dimension based on 
human actions (Taylor, 2010). 

 

Taylor (2010) has suggested that an interpretive approach is often associated with 

exploratory research, which will also be the case in this study. Husserl (1946) notes 

that this approach effectively claims that: “The world and reality are not objective and 

exterior but are socially constructed and given meaning by people”. Therefore the 

philosophy is very different to positivism, and the research utilises different methods 

(Table 6.3). This enables the gathering of rich, deep data with which to understand 

the issues being researched, as well as providing flexibility in the collection of the 

data, allowing it to evolve as things change and information is gathered (Bryman & 

Bell, 2007). Theory would be developed through an inductive approach (Bryman & 

Bell, 2007), using the primary data gathered to form theory through the literature.  

 

The purpose of the research clearly links to the philosophy adopted, as it enables the 

understanding of experiences, perceptions, and viewpoints of participants. Hence the 

emphasis is on qualitative issues, interpreting the data, and developing new theory. 

The approach adopted reflects that the development of knowledge cannot be 

understood by scientific methods. It is necessary to attach meaning, and the 

explication and codification of what is learned by doing, through the eyes of the 

participants, and insights into their views (see Spender, 1996). As a result, the study 

utilised qualitative data collection techniques, in order to achieve a more complete, 

holistic, and contextual understanding (Jick, 1979). This allows the ‘thick’ or 

‘thorough’ abstraction or description of this phenomenon (Saunders et al., 2009). 

This was considered appropriate, based on the current state of knowledge, and the 

theory building nature of this work.  
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6.4 Summary of Research Strategy, Design, and Links 

to the Research Questions 
The research questions (Table 6.1) informed the research design. This ensured an 

appropriate fit, and that the research itself would be able to answer the overall 

questions (Robson, 2002; Kitchin and Tate, 2000; Dey, 1999; Layder, 1993). The 

data was collected in two main phases (Figure 6.2), each building a picture of this 

under-researched issue. The first phase highlighted issues that could be further 

investigated in the subsequent phase. In addition, the research benefited throughout 

from key insights of industry contacts, provided by the sponsor of the project 

(discussed in the following Section). This process is broadly comparable to the Van 

Der Ven’s (2007) Diamond Model for case analysis (Appendix 6.1). 
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Figure 6.2: Summary of the structure of the data collection1 

 
 

	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
1 The conceptual framework and revised framework (Version 2) within this Figure are not intended for 
reading, please see full versions (Figures 5.3 and 7.3) 
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A phased approach was considered appropriate, in order to examine the issues in 

depth. This approach allowed more than one method to be used to address the 

questions. Utilising a mixed method approach can have substantial advantages, as 

no one method is necessarily best for a particular study (Robson, 2002). With the 

aims of the research being to explore this subjective area, both methods adopted 

were qualitative in nature. The methods used at each phase  not only enabled the 

questions to be answered, but also achieved more detailed insights. This was 

considered appropriate given the exploratory nature of the research (Miles & 

Huberman, 1984). Section 6.7 will explore the research strategy, in the form of the 

choice of a case study approach. 

 

Table 6.4: Summary of the approach adopted 
Theory: Interpretivism 
 
Research Strategy: Case study 
 
Data Collection-  
Phase 1 

• Uses thirty seven exploratory key informant interviews for data 
collection, and analyses these for key themes; 

• Utilising semi-structured interviews to collect qualitative data from 
key informants. This method has been selected as it has been used 
by prior researchers in similar fields to gain new insights into NPD 
issues (such as Hobday et al., 2004; Bonaccorsi and Lipparini, 
1994; Alam, 2002). 

Data Collection-  
Phase 2 

• The use of more detailed case studies, based on qualitative data 
collection, focusing on NPD projects; 

• This was largely focused on undertaking interviews for the purposes 
of the case study. In addition, the study also makes some use of 
observation, and the gathering of relevant documents where 
possible; 

• This was used to gain insights into NPD projects, and related 
issues, in order to gain new insights into the food and drinks sectors 
and allied topics (e.g. Francis, 2008, 2009; Woods & Demiralay, 
1998). With regards to the case studies, where possible multiple 
sources of data will be gathered to allow triangulation and optimize 
the validity of the conclusions drawn (Miles & Huberman, 1994; 
Stake, 1995). 

 

Whilst both phases will be undertaken over a period of time, the research does not 

especially focus on gaining longitudinal data/insights, and is hence more cross-

sectional in nature. The following sections will explore each stage. This discussion is 

preceded with details of a preliminary investigation which helped to guide the 

research, and provide initial insights. 

 

6.5  Preliminary Investigation: Research Sponsorship 
The main phases were preceded by a preliminary investigation, involving a 

packaging manufacturer that also provided sponsorship for the research project. This 
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source of data was also utilised throughout the project, in order to gain further 

detailed insights, as well as guiding the direction of the study. Thus this study formed 

part of a collaborative research project (Adler et al., 2003; Shani et al., 2007), which 

is regarded as a good means with which to study and model managerial practices 

and issues (e.g. Shani et al., 2007). This collaboration has been running for in 

excess of four years. The key contributions of the sponsor are identified in Table 6.5. 

 

The collaboration involved the R&D, marketing, and sales departments within 

Chesapeake Corp.; and in particular, the director of R&D. This company is one of the 

largest paper and board packaging suppliers and manufacturers in Europe. The 

collaboration was able to provide specific insights into its experience of working with 

a number of its FMCG customers on NPD projects, as well as a background and 

overview of packaging developments and the packaging industry. The insights 

provided were important in each main phase, and aided in shaping the questions for 

the first phase.  

 

The company also provided an important link in generating some of the contacts 

utilised in the research, although the researcher generated the majority. This avoided 

any potential bias in the sample occurring as a result of a large number of contacts 

being drawn from a single source. It is important to note that the researcher was 

provided with sufficient freedom to set the research questions and focus of the work, 

and avoid any potential bias. 

 

Table 6.5: Summarised key contributions and involvement of sponsor 

 Phase 1: Interviews with FMCG 
managers 

Phase 2: Case Studies on food 
and drink NPD process 

Contributions and involvement 
of sponsor 

-Provided a number of contacts 
 
-Identified industry bodes that 
could be contacted 
 
-To aid in the development of the 
research and interview questions 

-Shaped choices of suitable case 
studies 
 
-Further informed the interview 
questions 
 
-Provided contacts for the case 
studies 
 

 

 

6.6  Phase 1: Exploratory Study with Key Informants 
The first phase of the research took the form of exploratory interviews with key 

informants. This phase enabled the researcher to develop insights into the 

management of the development of new packaging for FMCG products. The design 
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of this phase was based on the questions to be addressed at this stage of the 

investigation (Table 6.1). Overall, this first phase enabled the researcher to gain an 

understanding of the FMCG industry, and provide insights into the overall 

management of both product and packaging development. These results informed 

the second phase of data collection. 

6.6.1  Phase 1 Data Collection Method 
A qualitative method of enquiry was chosen to explore the research questions. The 

basis of this qualitative enquiry was formed by thirty-seven interviews with senior 

managers, technologists, and directors, within both the packaging and FMCG 

industries, during 2008/10.  

 

The study employed expert sampling, a sub-category of purposive or judgemental 

sampling. Hence it involved the researcher making strategic choices and decisions 

when selecting participants. Neuman (2003) has suggested that purposive sampling 

techniques are useful for in-depth investigation, and difficult to reach, specialised 

populations. This method is common in the exploratory phase of a study and where 

little prior empirical research has been undertaken (Neuman, 2003) as it can highlight 

new areas of interest and open doors to other participants.  

 

Following the expert sampling technique, participants interviewed for the study were 

selected as key informants (Churchill & Lacobucci, 2005; Seidler, 1974), with known 

expert knowledge and experience in the development of packaging within the FMCG 

sector, or experience within the packaging industry. For example, interviewees were 

commonly selected based on; their extensive experience within their respective 

industry, the recommendations of other interviewees or the sponsor, and many were 

recognised expert speakers at trade events. When interviewing experts or key 

informants, it is recognised that accessing these types of interviewees can be 

difficult; however, they constitute a very credible, knowledgeable source (Rubin and 

Rubin, 1995). Therefore, although the sample was not randomly selected and its size 

may seem small, the expertise of the participants provides a higher level of reliability 

and validity to the findings of this research.  

 

Due to the exploratory nature of the research, this initial investigation used a semi-

structured, in-depth interviewing technique. The aim was to encourage the 

participants to talk as freely as possible, and discuss the area in their own terms. 

This technique aimed to gain the perspectives of informants, so that the research 
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topics could be explored (Daymon and Holloway 2004); and would also allow the 

interviewees to express their perceptions and feelings at length in their own words: 

leading the dialogue, thereby obtaining insight and understanding. The interviews 

also provided the required richness and depth of information.  

 

6.6.2  Interviewee Sample Selection 
The research design sample was developed to incorporate a range of organisations 

(see Table 6.6 for further details) representative of those in the sector: large FMCG 

brand owners and retailers, specialist packaging design agencies, and the large 

packaging manufacturers who commonly supply the industry (see Chapter 2). The 

incorporation of industry bodies aimed at providing an overview of product/packaging 

development. The sample of interviewees can be summarized as follows: 

1. FMCG retailers (P1-6) 

2. FMCG brand owners/product manufacturers (P 7-10) 

3. Specialist design and marketing consultancy firms (P11-18) 

4. Industry bodies (P19-22) 

5. Packaging manufacturers (P23-30) 

In this phase, the organisation for which the respondent worked remained 

anonymous, as it was decided that this would result in questions being answered 

more freely and would have less implications in gaining permission for the interviews. 

 

Participants included senior managers, technologists, consultants and directors, 

within each of the firms. Each of the individuals interviewed were decision makers or 

heavily involved in packaging planning or development within their respective 

organisations. The incorporation of this variety of interviewees aimed to capture the 

‘population’ of those involved in the development of packaging across the supply 

chain, and also reflects the outsourced nature of the packaging function. The 

interviews were conducted either face-to-face or by telephone. In addition, it should 

be noted that a few interviews were undertaken with more than one interviewee, 

where appropriate or where circumstances made this necessary. 
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Table 6.6: Interviewees, their job role, type of organisation, and its relative size 
 Interviewee Type of organisation Primary types 

of product 
sold 

Turnover or 
No. of 
employees 
(based on 
information 
accessible) 

Length of 
time org. 
in 
existence 

R1 Packaging buyer & 
reduction manager 
 

Retailer  
[within Top 4 food 
retailers] 

Food & drinks 
Non-food (inc. 
non-FMCG 
items) 

£46.6 billion 89 years 

R2 Buyer 
 

Retailer 
[within top 4 food retailers] 

Food & drinks Subdivision of 
a larger org. 
£6billion 

104 years 

R3 Packaging manager 
 

Retailer 
[within top 6 food retailers] 

Food & drinks 
Non-food (inc. 
non-FMCG 
items) 

£16.9billion Over 90 
years 

R4 -Marketing director 
-Marketing manager 
 

Retailer  
[within Top 6 UK food 
retailers] 

Food & drinks £9m 124 years 

R5 Long-term planning 
 

Retailer 
[within Top 6 UK food 
retailers] 

Food & Drinks Sub-division of 
a larger org 
£6billion 

104 years 

R6 -Long-term planning 
-Long-term planning 
 

Retailer 
[within top 4 UK food 
retailers] 

Food & drinks 
Non food 

£46.6 billion 89 years 

P7 Corporate 
development 
 

FMCG product 
manufacturer/brand owner 
[top world supplier of 
many food ingredients]  

Food & 
ingredients 

£3.7bn 88 years 

P8 Product manager 
 

Food 
manufacturer/producer 
[supplier of own-brand 
products to leading food 
retailers] 

Fresh produce Not available 50 years 

P9 Marketing manager 
 

FMCG Cosmetics 
manufacturer & retailer 

Cosmetics Subdivision of 
a larger org 
£14.5bn 

32 years 

P10 
 
 
 
 
 

Packaging designer 
 

Confectionary 
manufacturer 
[International leading 
world foods product 
supplier] 

Confectionary 
and drinks 

£1.8bn in UK 
(international 
organization) 

143 years 

P11 
 
 
 
 
 

Marketing  Manager 
 

Own brand and branded 
product manufacturer 

Food £7 mill 70 years 

P12 
 
 
 
 

Head of packaging  Beverages manufacturer Hot and cold 
beverages 

1000 
employees 

175 years 

C13 -Marketing manager 
-Designer 
 

Marketing consultancy firm 
[global marketing agency] 

Marketing and 
packaging 
design 
consultancy 

Not available 22 in UK 

C14 Divisional director 
 

Global consultancy Consultancy £7,000,000 
250 
employees 

Not 
available 

C15 R&D Packaging Technology Consultancy Not available Not 
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Manager/Consultant 
 

Consultancy Firm available 

C16 Consultancy, research 
& design 
 

Consultancy- incorporating 
research and design 

Consultancy Two 
employees 

Not 
available 

C17 Designer and director Structure packaging 
design agency 

Packaging 
design 
consultancy 

2 employees Not 
available 

C18 Partner 
 

Design agency/firm Packaging 
design 
consultancy 

Not available Not 
available 

C19 Confectionary 
consultant 
 

Specialist confectionary 
sales and marketing 
consultancy 

Consultancy Not available Over 10 
years 

C20 
 
 
 

Partner 
 

Design agency/consultant Packaging 
design & 
development 
consultancy 

10 employees 15 years 

C21 
 
 
 
 

Senior Designer Packaging design 
consultancy 
  

Packaging 
design 
consultancy 

N/A 12 years 

C22 
 
 
 

Head Consultant Food consultancy Consultancy N/A Not 
available 

I23 Senior figure in 
industry body 
 

Industry body: packaging Industry body N/A 15 years 

I24 Packaging industry 
body senior 
representative 
 

Industry body & 
consultant: packaging 

Industry body N/A 15 years 

I25 Representative for a 
packaging 
materials/supplies 
federation 

Industry body: packaging Industry body N/A 20 years 

I26 Head of industry body 
 

Packaging industry body Industry body N/A Not 
available 

M27 
 
 
 
 
 

Salesperson 
 

One of top four 
paperboard packaging 
manufacturers in Europe 

Packaging $1,059 million 90 

M28 
 
 
 
 
 
 

Salesperson and 
Account Manager to a 
branded product 
manufacturer 
 

One of top four 
paperboard packaging 
manufacturers in Europe  

Packaging $1,059 million 90 

M29 Designer & developer 
 

Packaging designer & 
manufacturer 

Secondary & 
Tertiary 
packaging 

Not available New 
division of 
larger org 
(New 
division 
3yrs) 

M30 Marketing manager One of top four 
paperboard packaging 
manufacturers in Europe 

Packaging $1,059 million 90 

M31 R&D Manager 
 

Packaging Manufacturer Packaging £250million Not 
available 

M32 Marketing manager 
Marketing director 

POS & packaging: design, 
development & 

Point of sale 
display & 

Not available Not 
available 
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manufacturer packaging 
M33 R&D Manager 

 
One of top four 
paperboard packaging 
manufacturers in Europe 

Packaging $1,059 million 90 

M34 
 
 
 
 

R&D Manager 
 

One of top four metal 
packaging manufacturers 
in Europe 

Packaging $7 billion 
(aprox.) 

117 

M35 
 
 
 
 

Marketing Manager 
 
  
 
 

One of top four metal 
packaging manufacturers 
in Europe 

Packaging $7 billion 
(aprox.) 

117 

M36 Director of marketing Packaging manufacturer Packaging Not available 162 
 
 

M37 
 

Marketing Manager Packaging manufacturer Packaging Not available Not 
available 

 

 

6.6.3  Research Instrument 
Interviews were performed using a semi-structured guide. While each interview guide 

addressed the same areas, there were some differences in those used for each 

interviewee group (e.g. R1-6, P 7-10, C11-18, I19-22, M23-30), in order for them to 

be relevant (see Appendices 6.2 to 6.4).  

 

The aim of the guide was to encourage the participants to talk as freely as possible, 

and discuss the area in their own terms. The questions were drafted for analysis of 

the development of packaging in general, and understanding the key managers 

perceptions and viewpoints towards its role within NPD in particular (for phase 

questions, see Table 6.1). In particular, the key areas listed for discussion focused 

on the following: 

• The role of packaging in the NPD process; 

• When packaging is considered within NPD projects; 

• Key factors influencing the development of packaging, and the process; 

• The role of consumers in NPD; 

• Factors influencing the adoption and use of new packaging technology; 

• Assigned responsibility of packaging in NPD; 

• In-house and outsourced/collaborative development; 

• The role of each organisation involved in the process; 

• Relationships between the individuals and external organisations involved in 

development. 

These initial areas were defined based on the preliminary phase of data collection, 

and as a result of the literature review that informed the research problem. The first 
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three areas focused on issues regarding packaging and NPD in general. These 

areas aimed to uncover perceptions of packaging within FMCG, and how the process 

worked. The following two areas looked to address the balance between consumer 

and technical input, during the development of new packaging. The final set of areas 

sought to address where the responsibility of the new packaging development 

resides, the role of external parties in the process, and how these parties collaborate. 

The interview guide was developed with the aim of ensuring that interviews lasted no 

more than one hour; although in a few cases, this was exceeded. 

 

Early within the first phase it was decided that the interviews would not be recorded. 

When undertaking the initial interviews it became clear that interviewees responses 

were being affected by the presence of the recorder, particularly where issues that 

might negatively reflect on the company emerged. The impact of recording on the 

validity or responses, particularly with sensitive subjects, has been noted within the 

literature (Saunders, Lewis and Thornhill, 2006; Flick, 2009). It has also been noted 

that novice researchers rely more heavily on tape recordings when compared to 

more experience researchers (Lofland, 1971). The researcher was an experienced 

interviewer: having owned a market research company for several years, and 

published several prior articles on qualitative data collected through interviews. 

Hence it was decided that the relative merits of recording did not outweigh the 

disadvantages, and seemed the safer option.  

 

To counter some of the potential disadvantages associated with not recording the 

interviews, the interviewer took detailed notes and key quotes, with detailed quotes, 

and wrote up these notes within twenty-four hours of conducing the interviews. In 

addition, within forty-eight hours, the notes were sent or presented to interviewees to 

check they were an accurate record of the data (e.g. Flick, 2009). The researchers 

experience in interviewing and note taking also helped to mediate the disadvantages. 

 

6.6.4  Analytical Procedure 
The phase one data was subjected to qualitative data analysis by the researcher. 

These findings were combined with the literature and other secondary data 

collection, in order to develop the new conceptual framework presented in this thesis. 

Thus the development of this framework should be seen as having been drawn 

together on both a deductive and inductive basis. 
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As the data was collected, the researcher inductively analysed the findings, whilst 

adhering to the naturalistic enquiry guidelines of Lincoln and Guba (1985), and the 

techniques of constant comparison (Glaser and Strauss, 1967). This aided in 

ensuring a rigorous process for the collection and analysis of the data, and 

identifying the delineating themes and aggregate dimensions (Isabella, 1990). 

Overall, the analysis employed a three-step content analysis procedure (Glaser and 

Strauss, 1967; Miles and Huberman, 1994; Strauss and Corbin, 1990).  

 

In the first phase, the transcripts were examined and analysed on a line-by-line basis 

(open coding). This enabled them to be broken down into first order codes, which 

ranged from a phrase to several sentences. The second phase involved organising 

and grouping the first order codes into emergent categories. The final phase involved 

classifying the categories into themes which summarised the core unifying 

observations. Hence, patterns were allowed to emerge from the data, and these 

could be analysed in order to understand how literature and data compare.  

 

6.7  Methodology for Phase 2: The Case Study  
The following sections cover the methodology for the second phase, as well as 

detailing the rationale for the choice of the case study research strategy. The 

literature review and first phase of data collection informed the methods selected, the 

questions, and the overall methodology for this phase. The following is structured 

around Yin’s (2009) six key elements of an effective case study methodology:  

1. The plan 

2. Design 

3. Preparation 

4. Collect 

5. Analyze 

6. Share 

 

6.7.1  The Plan For the Research: Case Study Methodology 
The aim was to build on the first phase, and probe into the findings; thus providing 

more detailed insights into the management of packaging within NPD.  
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Table 6.7: Relevant situations for different research strategies (Yin, 1994) 

METHOD 1) Form of 
Research Question 

2) Requires Control 
of Behavioral 
Events 

3) Focuses on 
Contemporary 
Events? 

Experiment 
 

How, why? 
 

 

Yes Yes 

Survey 
 

Who, what, where, 
how many, how 
much? 

No Yes 

Archival analysis 
 

Who, what, where, 
how many, how 
much? 

No Yes/no 

History 
 

How, why? 
 

 

No No 

Case Study 
 

How, why? 
 
 

No Yes 

 

Table 6.7 highlights some of the key strategy options available to the researcher. As 

the initial sections stated, a case study approach was adopted. Yin (2009) and 

Eisenhardt (1989) suggest that this method would enable a number of aims to be 

accomplished, including: providing a description, testing theory, or generating theory; 

as well as exploratory and explanatory aims. Schramm (1971) summarises the 

essence of a case study, thereby capturing the benefits of this method: 

 

…The tendency among all types of case study, is that it tries to illuminate a 

decision or set of decision: why they were taken, how they were 

implemented, and with what result. 

 

As Gerring (2010) points out, this type of study has a distinct purpose: 

 

An intensive study of a single unit for the purpose of understanding a larger 

class of (similar) units. 

 

Yin (2009) expands upon the above definitions, by defining a case study in two 

respects (adapted from Yin, 2009, p. 18), summarised in Table 6.8. 
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Table 6.8: Adapted from Yin (2009: p. 18), defining case studies in two key respects. 
1) The scope of the study is that 

the empirical enquiry includes: 
 

A) The investigation of a contemporary phenomenon in depth 
and within its real-life context, especially when 

B) The boundaries between phenomenon and context are not 
clearly evident 
 

2) The case study should 
technically involve enquiry 
which: 

 

A) Copes with the technically distinctive situation in which 
there will be many more variables of interest than data 
points, and as a result 

B) Relies on multiple sources of evidence, with data needing to 
converge in a triangulating fashion, and as another result 

C) Benefits from the prior development of theoretical 
propositions to guide data collection and analysis 

 

The methodology was considered appropriate based on the aims of the research, the 

complex nature of the issues involved, and the type of questions. To summarise, this 

was particularly based on: 

• The desire to explore ‘how’ packaging is managed in development and 

generate new theory 

• To gain understanding of decision making 

• Providing detailed insights into a contemporary phenomenon in its real-life 

context 

• The high number of variables involved 

• The desire to build on the theoretical propositions, and the insights from the 

initial phase 

Furthermore, the method would provide intensive analysis, with a view to identifying 

issues and generating detailed insights (Bryman and Bell, 2003), providing greater 

detail, and examining the more complex issues identified; as well as generating 

detailed and holistic insights (Feagin, Orum, and Sjoberg) into packaging’s 

management.  
 

6.7.2  The Design of the Case Study Research: Multiple cases 
Once a case study had been decided on as an appropriate methodology, it was 

important to select an appropriate method of data collection, as “a case study 

approach in its own right will not provide data” (Bryman and Bell, 2003, p32), 

because it can be conducted in a number of ways. Therefore, an appropriate 

research design would guide “the investigator in the process of collecting, analyzing, 

and interpreting observations”, and aid in identifying “relations among the variables 

under investigation” (Nachmias & Nachmias, 1992, pp. 77-78).  
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The literature highlights two key classifications or types of case study designs 

(Cosmos Corporation, 1983; Yin, 2009): 

1. Single case studies: which can differ depending on whether they use either 

embedded (multiple units) or single units of analysis. 

2. Multiple case studies: which can also utilize either embedded (multiple units) 

or single units of analysis. 

Whilst these two types highlight basic options available to the case study researcher, 

it is necessary to consider what ‘type’ of case study is appropriate at other levels. Yin 

(1993) identifies three types of cases: Exploratory – common where little theory or 

prior research exists; Explanatory - typically used to test causal relationships; and 

Descriptive - requiring pre-existing theory to have been developed.  

 

The method chosen was a multiple embedded (collective) case study, with each 

case consisting of a number of units of analysis. This approach was selected as it is 

considered more powerful and compelling, more likely to be replicable and robust, 

and thus, more likely to strengthen and improve the external validity of the findings 

(Eilbert & Lafroza, 2005; Hanna, 2005; Yin, 2009). Yin (2009) suggests that multiple 

case studies are better, as these will benefit the analytical side of the research, are 

more likely to overcome any bias, and follow replication logic. Moreover, it also 

allows the researcher to assess contrasting situations, and answer ‘What’, ‘How’, and 

‘Why’, questions more effectively (Gerring, 2010).  

 

The multiple cases were largely exploratory in nature: hence, the research adopts an 

exploratory approach (Yin, 2009). Due to current knowledge about the phenomenon 

being relatively absent, broad research questions and a ‘sketchy’ theory provided 

guidance in the selection of concepts and variables. During the empirical study, the 

rudimentary theory is further developed, specified, or even modified or replaced by a 

more appropriate one (Yin, 2009). The inputs of the participants thereby help to 

complete and fill in the model: providing exploratory insights, and building 

understanding of the NPD and packaging development process. However, to an 

extent, explanatory aims were already being addressed in this phase: building on the 

earlier results to identify possible causes of, and explanations for, some of the issues 

identified. 

 

6.7.2.1 Selection of the cases 
The next step was to consider which cases to select, and how many. Whilst there is 

little advice in the literature as to an ‘ideal’ number of cases, Eisenhardt (1989) has 
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suggested that somewhere between four and ten seems to work well. Four case 

organisations were selected for this research. This was appropriate, as insights 

would be provided into the management of packaging within two contrasting types of 

firms: retailers (own brand), and brand owners. Gathering data from these two types 

of firms would ensure that insights were relevant and useful to the industry:  

particularly given that both own brand and branded products are of similar levels of 

significance, but development is managed differently in some respects in the case of 

each (as identified in Francis, 2009 and phase one).  

 

The FMCG industry is very concentrated, and dominated by a small number of large 

multinationals, which is also the case for the food and drinks sectors (see Chapter 2). 

The organizations selected are each amongst the five largest firms in either the 

branded or own label markets within the food and drinks sectors (see Table 6.9; 

Appendix 7.1; Chapter 7). The cases are therefore selected as ‘typical’ (Flick, 2009; 

Yin, 2009), as these types of large firms dominate the sectors (Chapter 2). However, 

the research is exploratory in nature, and whilst the cases are considered to be 

typical, it is recognised that further research is required from the findings. 

 

Table 6.9: Case studies selected (organisations) and summary of details on each 

case, based on information accessible from internal documentation. The name of 

each organization has been changed for the purposes of anonymity. 
Cases (Organisations) Summary of Details 
DarbysOwn • One of the five leading food retailers in the UK.  

• Manages over eight hundred and ninety five stores, in over forty 
territories across the world. 

• Over six hundred stores in the UK.  
• First retailer to achieve a turnover of over £1 billion pounds, in 1998. 

Orchids • One of the UK’s top five retailers. 
• Small market share, but this had been growing relatively rapidly in 

the preceding years, outpacing most of its competitors. 
• The company had recently expanded into providing concessions 

and smaller stores in a number of UK retail shops and in petrol 
stations. 

• Turnover in excess of £6 billion. 
Newway • One of the world’s leading food, nutrition, and drinks companies.  

• Established over 135 years ago. 
• Operating in eighty-six countries. 
• Global turnover of 10.4 billion Euro. 

FoodCorp. (CrispChips) • Second largest international food and drinks organisation in the 
world. 

• Operating in over two hundred countries across the world and with a 
global business of over £24bn.  

• Headquarters is in America, with extensive operations across the 
world. 

• Significant presence in both the UK and Europe. 
In order to provide greater insights, the research also followed the advice of 

Eisenhardt (1989), utilising ‘several mini-cases’ (embedded), focusing on particular 
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NPD projects where possible within each firm. The selected cases were each chosen 

based on their ‘intrinsic value’ (Stake, 1995) to the research topic. They would also 

provide insights into the main aims of the research, and as a result, were selected as 

examples of (expanded in table 6.10 and 6.11): 

1. Product development projects (RQ1) 

2. Projects focused on the development of new packaging (RQ2) 

These cases were selected using purposive sampling, with the majority being 

‘critical’ cases to the organisation, as well as ‘illustrative’ of both the process and 

typical problems encountered in projects (Patton, 2002; Flick, 2009; Flyvbjerg, 2004). 


