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The project began with the marketing team recognising the opportunity presented by 

the upcoming sporting event. Limited edition lines had been launched in the past for 

similar events. A number of ideas were generated within the NPD team, and an 

external agency undertook consumer research to develop more. The combination of 

these activities enabled the team to establish what they were trying to do, the 

flavours representing each nation, and how to achieve this.  

 

The above was drawn together in a brief. Once management approved it, three 

activities were initiated: 

1. Seasoning suppliers were given the brief for flavour development, based on 

the ideas generated. 

2. A brief was sent to a packaging design agency for the artwork and graphic 

changes required to the exterior surface of the packaging. The agency would 

then generate ‘smart’ ideas, mood boards, and subsequently, graphics. 

Consumer focus groups were integral to decision making within this process. 

Their perceptions of the proposed graphics were examined; and 

subsequently refined ideas were presented back to them for feedback. 

3. Marketing undertook consumer research to establish the likely demand for 

the range and preferred flavours, as well as highlighting any possible issues. 

As was common for these types of line extension projects, the NPD team decided to 

utilise the same type of packaging and substrate, as the “Products being produced 

are sold in such large volumes….. utilising the existing packaging format is the only 

feasible packaging option… as the additional costs associated with other packaging 

formats are prohibitive and therefore rarely considered” [BB21]. Furthermore, as just 

the flavour was being changed, a format change seemed unnecessary. The 

interviewee noted that changes would mean “either smaller margins on the products 

sold or passing the additional cost onto the consumer... reducing the margin would 

never be considered a sound business decision and would not be popular…. and 

[with regards to charging the consumer a premium] the team’s experience is that 

consumers are not daft and are very aware of price increases when ‘pillow packs’ are 

not used” [BB21]. Change could lead to negative reactions if the consumer did not 

consider that the additional price was justified, and thus would not be profitable.  

 

Following on from the above activities, the marketing team evaluated the results and 

developed the business case, which was subsequently approved; and the project 

was allowed to proceed. The next stage involved contacting retailers to establish 
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their interest and willingness to stock the product. The positive results led to a 

decision to launch. 

 

Supplies were now purchased, and production runs begun on the existing line. In the 

case of the packaging, an existing supplier was contracted by buyers to produce 

additional units based on the new graphic design, which was achieved with no 

additional unit costs being incurred. This was done on a batch basis, with separate 

seasonings added in limited runs on the existing production line. Subsequently, 

supplies were built up and delivered to retailers for launch; and the marketing 

communications now commenced. 

 

Figure 8.5.7: Picture of limited edition ‘Flavour Cup’ crisps line 

 

 

 

 

 

 

 

 

 

8.5.5 Project M: Investigation into Packaging snacks in Gable Top 
Bags 
Project M focused on the development of a ‘block bottom gable top’ bag, a form of 

packaging used in other sectors. This format utilised plastic bags, similar to those 

already in use on premium crisps, but with different folds and shape (see Figure 

8.5.8 for an example bag). 

 

Figure 8.5.8: Example of a Block Bottom Gable Top Bag 

 

 

 

 

 


