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ABSTRACT 

The study examines the perspectives of advertising agency managers about packaging 

design i n t he marketing mix. P ackaging de sign i s a n i mportant c omponent of  t he 

marketing m ix w ith p otential to contribute significantly to th e m arketing p rocess. 

Using the q ualitative r esearch approach, i n-depth i nterviews w ere c onducted on 

purposively s ampled a dvertising a gency m anagers i n G hana e specially i nvolved in 

creative work, and the result was subjected to thematic analysis. It was found out that 

packaging design contributes to the marketing process as part of product branding; it 

also e nhances ‘ sellability’, a nd communicates pe rtinent p roduct information a bout 

product to i ts target. The main factors considered in packaging design are the target 

market f or the pr oduct, a nd ne ed t o e nsure or iginality a nd i nnovation. F rom t he 

perspective of cr eative advertising agency m anagers, the b rand o wners m ake t he 

major packaging design decisions, hence, receiving a good brief from brand owners is 

a prerequisite for effective packaging. Meanwhile, effective packaging design must be 

informative a nd i nstructive. T he study c oncludes t hat packaging design is a n 

indispensable promotional activity in the marketing mix with strategic and functional 

roles. H owever, cr eating ef fective p ackaging d esign r equires a cl ose co llaboration 

between brand owners and their agencies. 
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CHAPTER ONE 

INTRODUCTION 

1.0 Background  

Today's c onsumers find t hemselves i n t he pos t-modern market pl ace within w hich 

technology is i ncreasingly m ediating t heir m arket p lace t ransactions b ecause o f t he 

ever sat uration o f — products a nd s ervices — information (Underwood &  Ozanne, 

1998). B ombarded on a ll f ronts — print, r adio, t elevision, i nternet, m obile de vices 

and i n-store — the contemporary c onsumer m ust maneuver t hrough t his n ew 

labyrinth of  a  m arket-place, ironically m aking the t ask o f reaching t he co nsumer 

increasingly and ever more challenging for businesses.  

"The co nsumer i s a s keptical l istener an d m ore el usive t han ev er, r esulting i n 

increased pressure on the communications capabilities of marketers" (Underwood & 

Ozanne, 1998, p. 208). In order for firms to survive in the longer term in this intensely 

competitive market-place, it i s highly important to develop innovative solutions that 

are backed by creative entrepreneurial and marketing initiatives (Rundh, 2013). One 

other critical factor is consumers' perceptions of value on their products (Topoyan & 

Bulut, 2008). 

One of  t he dominant t houghts i n m odern m arketing is the m arketing mix ( Kotler, 

Armstrong, Saunders & Wong, 1999) which presents the marketer with an arsenal of 

tactical t ools t o cr eatively co mpete i n t he n ew market-place. T he concept of  t he 

marketing m ix a s w e know  t oday i s c redited t o J erome M cCarthy ( 1960) w ho 

condensed B orden's (1953) twelve elements and conceptualized t hem a s t he 4P s; 

Product, P rice, P lace a nd P romotion ( Anderson &  T aylor, 1995;  C onstantinides, 

2006; F itzgerald, 2014 ; G oi, 2009;  va n Waterschoot & va n de n B ulte, 1992) . 
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McCarthy t hen d iscussed t hese composite el ements within t he marketing manager's 

framework with the consumer at the center of the whole process (Anderson & Taylor, 

1995). 

The marketing mix refers to these set of controllable tactical marketing tools (product, 

price, place and promotion) at the disposal of a firm to blend in order to produce the 

right response it d esires in  its  target markets (Kotler e t al., 1999) and drive demand 

for its  o fferings. W ithin t he m arketing m ix f ramework i s t he pa ckaging e lement, 

subsumed in the product 'P' element, thus positioning packaging as a product-related 

element, a point supported by Underwood (2003). However, Jonathan Asher (1987) as 

cited in Anderson & Taylor (1995) referred to packaging as the "Interactive fifth 'P' of 

marketing" and illustrated how vitally important packaging was in all the other 'Ps' of 

the marketing mix decisions. This assertion is affirmed by Hellstrom & Nilson (2011) 

who note that, Nickels and Jolson (1976) originally proposed packaging as a fifth “P” 

to stress the importance of packaging within the marketing mix of firms. 

1.1 Background to the Study  

At t he pr oceedings of  t he R oyal S ociety of  A rts i n 1936,  M ilner G ray a n a stute 

designer who cal led h imself an  ' aesthetician' p resented a sem inal p aper o n the 

"History and Development of Packaging" where he said that "to the designer, to the 

advertising agent a nd to t he pa cking i ndustry t he w ord " Packaging" has c ome t o 

denote the art and science of packing merchandise to increase its sales" (Gray, 1939, 

p. 634). This definition unequivocally positions packaging in the realm of marketing 

and promotion, years before others conceptualized it within the marketing mix. So it 

is n ot a f eat o f fate t hat U nderwood ( 2003) not es t hat pa ckaging i s a n e lement o f 

mass-communication i n t he marketplace, a  poi nt s trongly s upported by s everal 

authors of packaging research including Ampuero & Vila (2006), Kotler, et al. (1999), 
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Prendergast a nd P itt (1996), R undh (2013) a nd S immons ( 1949) but  "unlike 

advertising, pa ckaging i s a  marketing c ommunication ve hicle t hat is t angible in 

nature" (Underwood, 2003, p. 68). 

Current s tudies ha ve g one f urther t o pos it p ackaging a nd pa ckaging de sign a s a 

marketing communications tool (Gutierrez, 2001; Underwood, Klein & Burke, 2001), 

for c reating or  ga ining c ompetitive a dvantage ( Rundh, 2009;  S immons1949 ), 

contributing t o t he c onstruction of  br and ( Underwood &  K lein, 2002;  U nderwood, 

2003) and self-identity (Underwood, 2003) . Packaging i s a lso a  key function in the 

creation a nd/or e nhancement o f c onsumer/brand r elationship a nd ' visual e quity'; a  

term used to describe durable brands that build equity in their visual image as a result 

of i mage c ontinuity i n their pa ckaging de sign ( Underwood, 2003) , f or i nstance t he 

coca cola brand. 

However, t here i s so me d isagreement a mong sev eral s cholars as to h ow m uch 

academic i nterest h as b een d evoted t o r esearch i n t he ar ea o f p ackaging a nd 

packaging design. R undh ( 2005; 2009; 2013) , f or i nstance a rgues that a lthough 

packaging a nd pa ckaging de sign i s ubi quitous, i ts i mportance i s ye t t o be  f ully 

acknowledged since it has gained little academic interest in the marketing l iterature 

and also from a managerial standpoint. Underwood & Klein (2002) also argue that in 

the past few decades that packaging was gaining industry emphasis as a strategic tool, 

interest f rom th e a cademic f ield w as m ore lim ited o ver th at p eriod a s c ompared to  

other m arketing elements s uch a s a dvertising a nd pr icing. Nonetheless in t he past 

decade, academic interest in the area of packaging has become more evident (Orth & 

Malkewitz, 2006). 
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POPAI (2001), cited in Underwood (2003) asserts that brand loyalties are decreasing, 

hence, i ncreasing t he f requency of  buyi ng de cisions m ade at t he st ore sh elf, t he 

aesthetic appeal of the package arguably increases in importance. The importance of 

packaging and packaging design cannot be over emphasized as i t has been time and 

time again proven in the existing literature as a powerful marketing tool at the point of 

sale or point of purchase (Abdalkrim & AL-Hrezat, 2013; Rundh, 2009; Underwood 

& K lein, 2 002; U nderwood, K lein &  B urke, 2001)  a nd t hus e arned i ts na me, t he 

"silent salesman" (Hollywood, Wells, Armstrong & Farley, 2013) . Hollywood e t al. 

(2013) not es t hat, P ilditch ( 1957) first a ssociated pa cks (i.e. pa ckage) t o a  ' silent' 

salesman an d t his h as r eceived w ide sp read accep tance b y sev eral au thors. 

Nonetheless, some authors have preferred the term in a rather more generic form and 

therefore u se "s ilent s alesperson" in stead (A bdalkrim, & A L-Hrezat, 2013; B one &  

France, 2001; Rundh, 2009). Yet still other researchers including Prendergast and Pitt 

(1996), H ellstrom a nd Nilsson (2011), R undh ( 2005) V ernuccio, C ozzolino a nd 

Michelini (2010) and Wells (2011) refer to especially the primary package as ' sales 

packaging' or 'consumer packaging'. 

Schollmeyer ( 1965) po stulated that de mand f or c heap a nd be tter p ackaging w ill 

heighten, pl acing g reater e mphasis on i t a s a n advertising medium t o m erchandise 

products. H e c ontinues t hat, analysts pr ime i nterest w ill be  w hether pa ckaging 

achieves "two basic goals: (a) the retention and expansion of existing markets; and (b) 

the pe netration of  ne w markets" ( p. 78) . U nderwood ( 2003) hi ghlights this 

conspicuous point by s tating that "packaging certainly represents a discrete outcome 

of strategic marketing mix decisions, an outcome that is tangible and continuous in its 

behavior" (p. 69).  
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Underwood (2003) goes further to establish the fact that multiple market factors and 

consumer t rends poi nt to a  he ightened r ole o f pa ckaging i n t he m arketing m ix.  

Dobson a nd Y adav ( 2012) s tate t hat t wo-thirds of  pur chase de cisions a re pos sibly 

made at the point-of-sale and again Schoomans and Robben (1997) as cited in Holmes 

and P aswan ( 2012) c loses t his a rgument e stimating t hat a bout 70%  of  pur chase 

decisions of prepackaged goods at the supermarket are made at the point of purchase, 

hence the package is plausibly the only marketing communication the consumer may 

receive w hen e valuating t he pr oduct, s upported by P OPAI ( 2001) i n U nderwood 

(2003). Dickson (1994), as cited in Goncalves (2008) also postulates that packaging is 

the most di stinguished marketing effort and receives more money spend f rom f irms 

than advertising. 

1.2 Statement of the Problem  

The l iterature on pa ckaging i s q uite va ried a nd w ide, how ever a ccording t o 

Underwood &  O zanne ( 1998) i t i s co mparatively a  l ess researched area t o o ther 

sources of  m arketing i nformation s uch a s a dvertising, pr icing ( which ha s r eceived 

more e xtensive a nd systematic s tudies ( Underwood &  K lein, 2002) ) and pe rsonal 

selling.  

Several studies have concentrated on consumer perceptions; at the point of purchase 

Abdalkrim & A L-Hrezat, (2013), i n e valuating pr oduct qua lity ( Goncalves, 2008) , 

communicative f unction ( Underwood, 2003;  U nderwood &  Ozanne, 2001) , be liefs, 

attitudes, response a nd even r eaction t o ( new) packaging ( Bone &  F rance, 2001;  

Hollywood, e t. a l., 201 3; H olmes & P aswan, 2012) . O ther s tudies ha ve i ntegrated 

packaging with branding (Underwood & Klein, 2002), product positioning (Ampuero 

& Vila, 2006), marketing (Simmons, 1949) and purchase decisions (Silayoi & Speece, 

2004). A dditional r esearch r elated to pa ckaging ha ve l ooked a t ethical issues i n 
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packaging ( Bone, &  C orey, 2000;  U nderwood, &  O zanne, 1998) , vi sual i mpact o f 

product packaging (Underwood, Klein & Burke, 2001), visual attention during brand 

choice  (Pieters &  W arlop, 1999 ) a nd vi sual i nfluence on i n-store pur chasing 

decisions (Clement, 2007)  

Akabogu (2013) for instance looked at the 'VIEW' model of packaging, advanced by 

Twedt (1968), to evaluate promotional effectiveness of sachets of Peak Milk products 

in N igeria. A kabogu ( 2014) a gain a pplied the ' VIEW' model t o 7U p pr oduct's 

packaging to determine consumers’ satisfaction with the products. Both works were 

done f rom a  qua ntitative s tance a nd pr oved t he r elevance a nd s ignificance of  t he 

'VIEW' model in both instances. Twedt (1968) suggested the 'VIEW' model to show 

"how t he marketing e xecutive ( who i s not  a pa ckaging e xpert) m ight p rofitably 

approach such questions as "Which of several package designs is best?" or "How does 

my ne w pa ckage r ate against i ts c ompetitors?" or e ven " When s hould I c hange m y 

present package?" (p. 59). He adds that, answers to these questions are rarely quick 

and easy, but they are most certainly answerable. 

Some packaging studies done in Ghana have also looked at "Packaging as a vehicle 

for pr omoting made-in-Ghana pr oducts" ( Obeesi, 2010) , "Packaging a s a  br and 

communication vehicle; case study of fun milk limited, Tamale" (Ampong, 2011) and 

"Packaging in G hana; Challenges in t he pa ckaging de sign a nd pr oduction c hain" 

(Ismaila, 2010).  

A significant gap therefore exists in the l iterature as n o at tempt, have been made to 

look a t pa ckaging de sign, i ts m ulti-dimensional ro les w ithin th e m arketing m ix 

framework, specifically, the promotion mix, from the viewpoint of advertising agency 

managers. T he purpose o f th is s tudy therefore is to  f ill th is gap in  the lite rature by 

adding a  ne w vi ewpoint t o t he packaging/marketing phe nomenon by l ooking a t the 
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perspectives of  a dvertising a gency managers of  t he roles packaging (specifically its 

visual component) play in their marketing communications. This study will however 

employ t he S ignaling t heory a nd also a pply the ' AIDA' model t o e xtend a  hi ghly 

overlooked conceptualization of packaging design decisions. Moreover, this work will 

be situated in the Ghanaian context. 

The direction of this study is also backed by a  recommendation made by Underwood 

& Kleine (2002) who notes that research exploring the multiple roles of packaging in 

the marketing mix and the communication processes used in its application will be an 

invaluable addition to literature. 

1.3 Objectives  

1. To examine the roles of packaging design in the marketing mix. 

2. To explain the c ommunication pr ocesses a nd f actors e mployed by  

advertising agencies in the use of packaging design. 

3. To analyze the perspectives of agency managers on packaging design. 

1.4 Research Questions  

1. What are the roles of packaging design in the marketing mix? 

2. What ar e the co mmunication p rocesses an d f actors employed b y 

advertising agencies in the use of packaging design? 

3. What are the perspectives of agency managers on packaging design? 

1.5 Significance of the Study  

Although s everal r esearches ha ve de monstrated t he i ncredulous importance of  

packaging and packaging design, not only as a logistics tool but as a marketing tool 

(Gray, 1936 ; O rth &  Malkewitz, 2008; P rendergast a nd Pitt, 1996;  Rundh, 2005,  

2013; U nderwood &  Ozanne, 1998 ), s cant gui dance ha s b een pr ovided i n a ssisting 
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managers i n cr eating desired r esponse m easurable to t heir m arketing o bjectives 

through t heir pa ckage d esign s election ( Orth & M alkewitz, 2008) . I t i s t herefore 

important to get a balanced view of the roles packaging play for different actors in the 

supply chain as presented by Rundh (2009) including the advertising agency.  

This study will therefore be filling a significant gap in the packaging and marketing 

literature e specially th at o f G hana. T he s tudy w ill a gain pr ovide managerial 

implications to help curtail the level of package related issues and increase sustained 

long-term c onsumer r elationships with pr oduct br ands. Taking the cue fr om 

Underwood (2003), brands who learn from the findings of this study will benefit from 

a t remendous l evel of  ' visual e quity', " a t erm us ed t o de scribe dur able br ands t hat 

build e quity i n t heir vi sual i mage a s a  r esult of  c ontinuity of i magery i n pa ckaging 

design" (p. 66) such as Coca Cola. 

1.6 Scope or Delimitation  

The scope of this study is focused on the visual appearance of packaging and the point 

of view advertising agency managers have on its application within the marketing mix 

framework as a  communication tool. The study is also delimited to only advertising 

agency managers in Accra-Ghana, and thus will not include other participants in the 

agency, neither agency managers from other parts of the country.  
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CHAPTER TWO 

LITERATURE REVIEW 

2.0 Introduction  

The li terature re view f orms th e fo undation o f th is re search s tudy. The pr imary 

purpose i s t o e stablish t he r ationale f or t his s tudy a nd t o s how w hy t he r esearch 

questions are important. In order to situate this study in the current body of literature, 

relevant w orks ar e r eviewed t o i dentify an d ex amine t he p erspectives of  ot her 

researchers and to establish new perspectives on the phenomenon in the current study 

(Damon & Holloway, 2011).  

Thus, t he c urrent state of know ledge i n t he f ield unde r s tudy i s i lluminated in t his 

chapter, pointing out where existing knowledge is incomplete or inadequate and how 

this study might either fill the gap or offer alternative perspectives that will improve 

understanding of the phenomenon. 

2.1 A Brief History of Packaging  

In t he a ge when t he s urrounding a grarian di stricts of  townships w ere more o r l ess 

isolated communities and self-sustaining, it made more sense to brand livestock rather 

than branding merchandise (Gray, 1939; Berger, 2006). But the origins and history of 

branded goods according to Gray (1939) are rooted in the story of the containers and 

their development; primitive man made crude pots for grain and water, dating back to 

the dawn of civilization.  

"It is a formidable leap in time to the invention of paper in China, to the glass bottles 

of E gypt, of  G reece a nd of  R ome, t o t he cosmetic pot s of  P ompeii or  to t hat v ery 

precious " alabaster box of Spikenard " of the first century A.D" (Gray, 1939, p. 634). 

Perhaps t hough, s ignificant phe nomena a re t he R oman ointment's l ead c overing 
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engraved with the maker's name, or  the "Venice Treacle" — the poison antidote — 

supposedly dating to Nero's time which was sold in a blue and white Lambeth jar in 

1650 (Gray, 1939). 

Leather an d earthenware bot tles w ere i n w ide us age unt il a bout 164 0 w hen gl ass 

bottles started to emerge as a  replacement. However, glass was very expensive so a 

blob of  gl ass was s tamped on t he shoulder of  the bot tle with t he s ign of t he i nn o r 

family who owned it (Gray, 1939). Cylindrical phials were also made to contain the 

accumulating muster of oils and essences by the end of the seventeenth century, and 

were us ually c orked a nd c overed with pa per or pa rchment t ied w ith s trings. T hey 

sometimes had crude printed or written labels which were again usually covered with 

outer paper wrapper, and then again stringed and wax sealed (Gray, 1939). 

Figure 1      Figure 2 

   
Source: Gray, Milner (1939) "The History and Development of Packaging" 

Nicholas Appert's experiments yielded results for preserving a w ide range of meats, 

vegetables, fruits and even milk in bottles (Gray, 1939) as he found that food sealed in 

tin containers could be preserved for a long time when sterilized by bo iling (Berger, 

2006). This marked the birth of the canning industry, at the dawning of the nineteenth 

century. N onetheless, G ray ( 1939) notes t hat, i t w as not until 1813 t hat H all a nd 
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Donkin a ttracted f avorable a ttention f or t heir t in pr eserved f oods w hich t hey l ater 

supplied admiralty on regular bases along with competitors. Most of this development 

took place in Europe, however, it was not until about the end of the second decade of 

the nineteenth century that Duggett and Kennett started canning in Boston, U.S.A.  

The development of cardboard containers is said to have happened concurrently along 

canning in its early stages. Its first wide use was for pill-boxes and continued as the 

package of  t he c hemist's t rade, a lmost e xclusively du ring t he f irst ha lf of  t he 

nineteenth century (Gray, 1939). Then in the late '60's of this period, Cadbury started 

marketing c roquette c hocolates i n both c ircular and square r igid boxes with printed 

illustrations pa sted on t he l ids i ncluding c hildren, f ruits, a nimals, l andscapes, a nd 

even reproductions of  famous paintings. However, a  notable contribution to this era 

was w hen R ichard C adbury s tarted d ifferentiating hi s box es w ith hi s own de signs 

(Gray, 1939). "A dozen or two of these boxes on the counter or in the window, would 

present a gay little picture gallery, attractive in the highest degree" (The Chemist and 

Druggist of  D ecember, 1870, c ited i n G ray, 1 939, p. 639) . G ray opi nes t hat i t i s 

"probably one of the first references to the value of packages in mass display" (1939, 

p. 639).  

The age of the branded product saw its real beginning at the climax of the nineteenth 

century when the basic principles o f manufacturing containers had been est ablished 

(Gray, 1939). This was marked by t he transformation in America from handicraft to 

mechanized production methods (Twede, 2009;  2012) , the emergence of  "automatic 

can-making machines" by 1885 ( Gray, 1939)  r evolutionizing th e la tter h alf o f th e 

nineteenth c entury ( Twede, 2009) . K iernen's ( 1985) a rgument c an t hen be  ha rdly 

refuted, that America brought about the diversification of food products by improving 

food processing, preservation and packaging (cited in Twede, 2009).  
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Twede ( 2009) a lso no tes t hat three ke y " package-converting t echnologies" w ere 

mechanized w ithin a  s hort t wo-decade pe riod — 1879-1902 — practically 

simultaneously. T hese pr ocesses f or making pa perboard f olding c artons, t inplated 

cans and g lass bottles became the bui lding blocks for the modern age branding and 

mass food marketing; t he de velopment o f t he s elf-service su permarket " symbol o f 

modern A merica" ( Twede, 2009;  2 012). G ray (1939) c oncurs w hen he  s aid a t t he 

proceedings of  the Royal Society of Arts that " it was America that changed a ll this 

and taught us our first lessons in intensive competitive marketing... even the bottle, tin 

or box in which the product was packed was treated as a selling force" (p. 643). These 

were t he br eakthroughs of  Robert G air, E dwin N orton a nd M icheal O wens, a ll 

American e ntrepreneurs w ho s imply w anted t o c ut dow n t heir p roduction c osts 

(Twede, 2009); "profit through volume" (Twede, 2012; p. 246).  

The movable type press of Johannes Guttenberg in 1455 and the lithographic press of 

Alois Senefelder ha d also r evolutionized the p rinting world ( Gray, 1939). B randing 

mass-produced packages was more than a possibility (Twede, 2012) during this time 

and "what the manufacturer could name he  could advertize" (Tedlow, 1996 c ited in 

Twede, 2012). The ability to market mass-produced food in mass-produced branded 

packages stimulated marketing strategies that exponentially increased the supply and 

demand o f pr oducts, thus, pr ofoundly r evolutionizing t he r elationship be tween 

consumers, grocery stores and food producers (Twede, 2009; 2012).  

According Twede ( 2009), " branding a nd a dvertising created ne w ne eds t hat c ould 

only be  s atisfied by a  br anded pr oduct i n a  r ecognizable t rademarked pa ckage" (p. 

267). H owever, S trasser ( 1989) a s c ited i n Twede ( 2012; p. 265) , not ed t hat 

"consumers de veloped m utually de pendent, but  une qual, r elationships w ith 

manufacturers, p roduct p ackages, advertising campaigns an d w aste management 
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companies".  

The pa ckage's a bility t o pr omote i n-stores an d al so i n t he h omes o f co nsumers 

received l audable p raises f rom ad vertisers an d b y 1 920 t he n umber o f magazine 

advertisements f eaturing p ackages w as at  a record h igh o f sev enty-five p ercent 

(Franken &  L arrabee, 1 928 c ited in T wede, 20 12). P ackages w ere no w pe rforming 

their most remarkable role as "silent salesmen" (Pilditch, 1961 cited in Twede, 2009) 

enabling m anufacturers t o bui ld direct r elationships w ith r etailers a nd m ost 

importantly consumers, he nce, bypa ssing t he t raditional w holesalers (Strasser, 198 9 

cited in Twede, 2009).  

A new consumer culture, enabled by packages which now was considered part of the 

product w as bor n, e ngendering ne w do mestic ha bits a nd a ctivities ( Strasser, 19 89 

cited in  T wede, 2 009). Next, re tailers d ramatically c ut in-store labor c ost; t hey had 

discovered the sel f-service shopping advantage of t he new packages (Twede, 2012)  

with t heir i ncreasingly br ighter, c heerful graphics ( Twede, 2009)  a nd t he 

"democratization of consumption" (Tedlow, 1996 as cited in Twede, 2012: p. 266). 

2.2 Packaging as an Element of Marketing Communications  

Marketing communications is a management process by which organizations interact 

with va rious a udiences i n or der to a chieve their m arketing a nd bus iness obj ectives 

(Fill and Jamieson, 2011). This interaction refers to the form of communication and to 

whether the nature o f the messages and media used are essentially appealing to the 

intellect or emotions of the target audience. They further note that organizations often 

mix t hese t wo el ements ( intellectual an d emotional) t o m ake themselves heard, 

understood and engage their target audience in mutually beneficial relationships. 
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Companies now  r ealize t he importance of  m eaningfully interacting a nd de veloping 

true re lationships if  th ey a re g oing to  le verage th eir b rands w ith th eir c ustomers 

(Mininni, 2007) . Organizations develop and present messages that a re s ignificant to 

identified s takeholder groups by  unde rstanding t he a udience's c ommunication 

environment a nd by  t his influence t hese a udiences a ttitudinal a nd be havioral 

responses (Fill a nd J amieson, 201 1). I n s upport of  t his, Alervall a nd S aied ( 2013) 

state that it is only through communication that brands can exist. 

As at tempts t o r each a nd p ersuade co nsumers co ntinue t o i ncrease, the p roduct 

package continues t o gr ow as a  marketing c ommunications t ool (Underwood &  

Ozanne, 1998) . W e find i n t oday's m arketplace a lmost e very pr oduct a nd s ervice 

packaged (Mininni, 2007; Alervall & Saied, 2013) in various creative forms.  

According t o U nderwood &  O zanne ( 1998) p ackaging i s t he c ommunication l ife-

blood of a firm at the point of purchase. Everything a brand wants to say can be said 

through its packaging (Alervall & Saied, 2013). Thus, packaging is perhaps the most 

important c ommunication medium, c ompared t o ot her communication mediums 

(Peters, 1994 cited in Immonen, 2010; Alervall and Saied, 2013). 

Packaging is a form of corporate communications (Alervall & Saied, 2013) and a core 

component of a company's brand communications (Mininni, 2007). Creating a brand 

that works is the product of communication, the overall success of the brand depends 

on i t ( Alervall a nd S aied, 2013) , t hus c ritical t o ge t t he pa ckaging r ight ( Mininni, 

2007). 

Packaging de sign i s be st s uited t o communicate pr oduct or  br and va lues s ince t he 

consumer i s e xposed t o e ither t he primary or  s econdary p ackages a t t he poi nt-of-

purchase (Alervall & S aied, 2013;  Immonen, 2 010; K senia, 2013;  R undh, 2009)  i n 
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their hom es. A ccording to M ininni (2007) pa ckaging i s ve ry di stinct i n t he w ay it 

communicates a b rand an d i ts v alues. T his h as st rong sal es i mplications o n cer tain 

products and thus critical to marketing strategies (Ksenia, 2013). 

It is perhaps packaging's ease of accessibility that heightens its importance at the point 

of purchase; it is inherently one of its core strengths as a m arketing communications 

vehicle ( Underwood e t a l., 2001;  Underwood &  K lein, 2002). T he uni queness of 

packaging in various media such as TV, magazines, shop windows, point of sale and 

consumers' homes i s p roof o f i ts c apabilities a s a st rong communication m edium 

(Watzlavick & Jackson, 1967 as cited in DeLuca & Penco, 2006). 

Effective c ommunication i s a  va luable a sset t o or ganizations, t hus, t hey r ely on a 

variety of promotional tools particularly advertising, sales promotion, public relations, 

direct m arketing, pe rsonal s elling (Fill & J amieson, 2011 ) publ icity, sponsorships 

(Nancarrow e t a l., 199 8) a nd a dded-value ap proaches su ch as p ackaging ( Bassin, 

1988; Dobson & Yadav, 2012; Fill & Jamieson, 2011; Rundh, 2009) to reach out to 

consumers. For instance, one of the leading snack food brands in UK, 'Walker', uses a 

variety of communication methods to develop its brands including advertising, point 

of pur chase a nd pa ckaging ( Fill & J amieson, 2011) . T herefore, labeling p ackages 

effectively underpins these main forms of marketing communications (Nancarrow, et 

al., 1998). 

Marketing communications provide the means by which brands and organizations can 

present themselves to their audiences (Fill & Jamieson, 2011). The primary objective 

here is to stimulate continued purchase through a complete engagement in continuous 

dialogue. The quality and satisfaction of this interaction will determine continuity or 

otherwise, termination of the interaction. It was noted in Alervall and Saied's (2013) 

study that a clear and concise brand communication is essential to marketing strategy 
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and should therefore be integral to every product's packaging. 

Several m anagerial t rends ha ve l argely c ontributed t o t he c ontinuing gr owth o f 

packaging's r ole a s a  br and c ommunication ve hicle (Dobson &  Y adav, 2012;  

Underwood, 2003) . O ne of  s uch key t rends is t hat, pr omotional t ools s uch a s 

advertising are de clining i n reach and e fficiency, t hus, c ontributing t o pa ckaging's 

outgrow a s a m ore e ffective t ool p roducers m ay us e to communicate with a  w ider 

target market with more information, products and brand variety (Dobson & Yadav, 

2012). Packaging is a promotional tool and a powerful medium of communication for 

manufacturers (Nilsson & Ostrom, 2005). 

Product managers and their design firms must strive to break through the clutter in the 

market place with creative packages that communicate positive aesthetic, experiential, 

functional, symbolic a nd/or i nformational be nefits t o c onsumers ( Underwood &  

Ozanne, 19 98; G arber e t a l., 20 00). A mong t he s ymbolism ge nerated a nd/or 

communicated by pa ckaging a re: c onvenience, e nvironmental c onsciousness, 

ethnicity, f amily, he alth c onsciousness, na tional a nd/or r egional a uthenticity, 

nostalgia, p restige, va lue a nd va riations i n qua lity ( Underwood, 2003) . I ndeed t he 

importance of packaging is not only functional, i t is also a means by w hich product 

information and brand character is communicated (Nilsson & Ostrom, 2005).  

As c onsumers a re increasingly f aced w ith a n o verwhelming r ange of  s timuli i n t he 

modern m arket pl ace, pa ckage de sign information m ay s erve a s an 

attention/identification cue w ithin th is e nvironment, in fluencing c onsumers 

consideration s et dur ing pur chase ( Underwood, et. al., 2001) . S hoppers ha ve be en 

found to frequently rely on packaging of especially food products which are usually in 

their unprepared state to imagine the product in its final state (Underwood & Ozanne, 

1998). 

University of Education, Winneba http://ir.uew.edu.ghUniversity of Education,Winneba http://ir.uew.edu.gh



Researchers such as Bone & Corey (2000) and Underwood, et a l. (2001) a re of  the 

view t hat p ackaging de sign i s i nherently a m ultidimensional co ncept and a cr oss 

functional aspect of marketing which is increasingly gaining importance in consumer 

needs satisfaction, cost savings and substantial increase in corporate profits.  

Underwood et al. (2001) and Underwood (2003) add that, the personality of a brand is 

communicated v ia m ultiple st ructural an d v isual el ements o f p ackages an d t hese 

provide rich brand associations by  incorporating t exts/fonts, shapes, graphic design, 

size, c olors, illustrations, construction, t exture, brand l ogo, pa ckage m aterials, 

pictorials and product descriptions. Furthermore, positive brand associations are more 

likely to cause persuasion (Nancarrow et al. 1998). 

Ksenia (2013) nonetheless argue that, packaging communication is not done through 

its appearance el ements al one, r ather, f ar more t hrough a h olistic ex perience o f t he 

package. As consumers evaluate p roduct ch aracteristics, they can  m ake careful 

decisions t hrough t he a ssistance of  w ritten i nformation on pa ckages ( Silayoi &  

Speece, 2004). Furthermore, consumers' needs and emotional desires for purchase can 

be satisfied only when the package communication delivers the right message. 

Mininni ( 2007) i s of  the v iew t hat pa ckaging c ommunication ul timately dr ives 

product s ales r ight a t t he s helf in many cases.  H e argues t hat advertising an d 

promotions m erely b ring c ustomers in to the retail o utlet. He a dds th at, in  a n a ge 

where pr oducts e njoy widespread retail p resence, pa ckaging goe s a long w ay i n 

selling the product among the host of competition. 

Even i f a  company de liberately chooses not  to r ecognize the marketing potential of  

packaging, the package cannot escape that aspect of its functions (Silayoi & Speece, 

2004). P ackaging i s an i ntegral pa rt of  t he de cision-making p rocess as i t 
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communicates to consumers. The way they perceive the package is dependent on the 

communication elements, which for many marketing strategies, is the key to success 

(Silayoi & Speece, 2004). 

How a p ackage is designed affects the consumer both at the point of sale and at the 

point of  f uture ha ndling a nd us e of t he pr oduct ( Ksenia, 2013) . T his i s be cause 

packaging f orms pa rt of  c onsumers' e xperience, i nfluencing s ubsequent pur chase 

decisions. P ackaging c an be  e ssential i n de veloping c onsumer br and r elationships 

(Underwood, 2003). 

Production and distribution efficiency, product containment and protection, consumer 

safety an d u se assi stance, en vironmental c onsiderations, as w ell as marketing 

communications are always affected by Packaging decisions (Bone & Corey, 2000). 

Underwood (2003) proposes in his study that packaging is a product-related attribute 

and a  pow erful ve hicle f or m eaning c reation and de livery, a s w ell a s a  pot ential 

cultural p roduct i tself. H e ag ain st ates t hat p ackaging p ossesses a sy mbolic d uality 

and t herefore c ommunicates s ymbolic m eanings t hrough bot h m ediated a nd l ived 

experiences u nlike ad vertising w hich o nly p rovides m ediated ex periences. A s a 

product-related attribute, packaging is an aspect of a product, often critical in creating 

and communicating brand identity (Underwood, 2003). 

Packaging c ommunication h as f our v iew p oints: t he p ackage f irst at tracts at tention 

with its  d esign; i t s econdly in dicates w hat i t c ontains; thirdly, it e ducates the 

consumer and then finally, it contributes to the overall image of the brand (Gutierrez, 

2001). P ackaging t herefore s ells pr oducts by a ttracting a ttention a nd t hen 

communicating (Prendergast & Pitt, 1996; Silayoi & Speece, 2004) information and 

instructing consumers through the communication of messages (Rundh, 2005). 
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According to Fill and Jamieson (2011), there are four main roles communication can 

primarily play: 

1. It can inform an d make p otential customers a ware o f an  o rganizations 

offering 

2. It m ay p ersuade c urrent a nd p otential c ustomers o f th e d esirability o f 

entering into an exchange relationship. 

3. It may also be used to reinforce, remind, convince and reassure or comfort 

either immediately prior to exchange or more commonly, post-purchase. 

4. It can act as a differentiator, especially when competing brands have little 

or no difference. 

It was noted in Rundh's (2005) study that, packaging is a brand's key communication 

tool since increasingly, shopping decisions are made at the point of purchase. Unlike 

advertising, packaging is a three-dimensional marketing communications vehicle that 

is t angible and r esides i n t he ho me, forming pa rt of  c onsumers' l ived e xperience 

(Underwood, 2003). It is this characteristic quality of packaging that it largely gains 

its communicative power from. 

Driving sales and category leadership potential of packaging are inherent in its ability 

to q uickly and ef fectively co mmunicate p roduct f eatures an d at tributes ( Mininni, 

2007). H e a dds t hat, ho w s pecific pa ckaging c ommunications meaningfully e ngage 

target d emographics a lso af fect sa les an d category pos itioning. P ackaging de sign 

evokes both public and private meanings which continuously communicates a brand's 

identity (Underwood, 2003). 

"Marketing often involves rapid communication; for example, watching a  t elevision 

commercial, dr iving pa st a  pos ter, s canning p acks i n a  s upermarket a nd f lipping 
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through printed material" (Rettie & Brewer, 2000, p.  56). It is therefore important to 

note that packaging is the last formidable communication of a brand to the consumer 

in the retail shop ― "it had better be our  most meaningful a nd our  best" (Mininni, 

2007: p. 2). 

Whereas for some, packaging is merely a safeguard measure, for others, the package 

design is the l ife and identity of the product (Alervall and Saied, 2013)."Ultimately, 

good pa ckaging m ust c ommunicate e ffectively" ( Underwood &  O zanne, 1998, p. 

211). 

2.3 Functions and Roles of Packaging 

The distributions of everyday commodities have been made manageable by packaging 

and this is vital to today’s society (Rundh, 2005). Several researchers such as Rundh 

(2005), Prendergast and Pitt (1996), Lockamy (1995), DeLuca and Penco (2006) and 

Underwood, et al. (2001) all believe that there has emerged several trends and factors 

in the market place, heightening the importance of packaging. Packaging is important 

in maintaining profitable marketing exchange relationships (Bone & Corey, 2000).  

Simms and Trott (2010) note that packaging’s power in marketing has been c learly 

stated in  e xisting literature, th us a ppreciating p ackaging’s criticality to  th e p roduct 

offering is a crucial consideration to all aspects of marketing. It p lays a strategic role 

in in -store purchase de cisions. A lervall a nd S aied (2013) observe t hat w hereas f or 

some, packaging is just a means of protecting a product, others however view it as the 

life blood and identity of a product.  

The role of packaging according to Dobson and Yadava (2012), are many other than 

just the a pparent p rotection, pr eservation a nd presentation. T hese a ccording t o the 

authors a re obvious be nefits de rived f rom pa ckaging. According t o Bassin ( 1988) 
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packaging is viewed by consumers as just for containment and preservation, however 

modern da y c omplexities r equire more of  pa ckages. H e adds t hat p ackaging m ust 

have five va lue-added f unctions f or t he modern c onsumer i ncluding B rand 

Identification, advertising at the point-of-purchase, product transport, at-home storage 

and task assistance. Meyers (1981) as cited in Gutierrez (2001) adds that the outgrow 

of pa ckaging i n t he m arketing m ix ha s pr obably s urpassed a dvertising a nd s ales 

promotion. 

The functions and roles that packaging plays have been discussed in varying detail by 

several researchers and authors (Prendergast & Pitt, 1996; Rundh, 2005).  Throughout 

the packaging literature, various classifications of packaging's functions and roles are 

suggested; some authors have compressed them into its most basic units, while others 

have expanded them even further. Although the differences in the various definitions 

of p ackaging ar e el usive, t hree d istinct r oles e merge as co nsistent:  protection, 

containment a nd i dentification ( Simms &  T rott, 2010) . D obson a nd Y adav ( 2012) 

assert t hat p ackaging is used as a c atchall term t o ep itomize t he o uter identity an d 

look of products.  

According t o Kotler et a l. ( 1999), pa ckages function was t o primarily contain a nd 

protect its c ontent, h owever p ackaging i s c urrently a s ignificant to ol f or m arketing 

due to evolving trends. Packaging gives shape and identity to the content it contains 

(Dobson & Yadav, 2012) . The contribution of  packaging is continuously expanding 

due t o i ncreasing l ogistics c ost, e nhanced pa ckaging t echnology a nd he ightening 

environmental r egulations ( Lockamy, 1995) . P ackaging is t herefore c onsidered a  

socio-economic di scipline w hich ha s t hree m ajor f unctions: pr otection, ut ility a nd 

communication, (Bix et al., 2009; Lockhart, 1997) on which success is dependent. 
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Essentially, the p reservation and qu ality m aintenance of  the pr oduct contained i n a  

package rests on t he package. Ease of use, storage, handling and transporting are all 

logistical benefits derived from packaging, what Lockhart (1997) refer to as the utility 

function of packaging. Ensuring that the product is safe and secured from damage and 

environmental i mpact a s w ell a s t he s afety of  t he e nvironment f rom t he pr oduct i s 

primarily packages responsibility (Dobson & Yadav, 2012; Lockamy, 1995; Lokhart, 

1997). 

Bovee and Arens (1989) for instance present f ive functions of  packaging which a re 

containment a nd pr otection, i dentification, c onvenience, c onsumer a ppeal a nd 

economy. R obertson ( 1990) a lso, points ou t s ix di fferent f unctions of pa ckaging: 

Containment; P rotection; A pportionment; U tilization; C onvenience; and 

Communication. Chaudhary (2014) also points out four packaging functions including 

protection o f pr oduct a nd s hopper; f acilitation of  s torage, c onvenience a nd us e of  

product; and reduction of environmental damage. 

All t hese f unctions can  b e essen tially co llapsed i nto t hree co re f unctions: t he f irst 

function being essentially logistical, the second function being marketing related and 

the third function, being both logistical and marketing combined (Prendergast & Pitt, 

1996). To a large extent, the basic functions that packaging perform are differentiated 

between r oles t hat ser ve l ogistic needs an d those t hat serve m arketing ne eds, 

nonetheless these practically intertwine since they are strongly connected to the end-

users of  a  pr oduct ( Dabson &  Y adav, 2012;  K otler e t a l., 1999;  K senia, 2013;  

Prendergast & Pitt, 1996; Rundh, 2005). Further, packaging is always present at the 

point of  s ale, dur ing s torage and a lso dur ing consumption a nd therefore uni quely 

suited to perform certain marketing functions (Immonen, 2010). 
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Klooster (2008) also conceptualizes packaging functions into a model which has two 

basic asp ects, st rategic based f unctions a nd t actical ba sed functions. T he s trategic 

based f unctions i nvolve design r elated, b usiness m anagement an d s ocial f actors, 

whereas t he t actical ba sed f unctions involve a bility to u se pr oduct, 

conserving/protecting, di stributing a nd informing. O f co urse, h e su ggests t hat t he 

tactical based functions are the basic packaging functions. 

Twedt ( 1968) a lso s uggest a  po int of  vi ew, or a  m odel w ith w hich m arketing 

executives might pr ofitably e valuate a  pa ckaging s ystem. According t o T wedt, a n 

effective p ackage h as four im portant a spects, it  m ust b e: V isible, Informative, 

Emotionally a ppealing and W orkable. R undh ( 2005) pa rticularly s trives ha rd t o 

presents a theoretical framework that shows the link between packaging functions and 

marketing functions. 
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Table 1. Theoretical framework of packaging as a marketing tool 

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 package, 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. 

 

Standardization/differentiation and 
distribution. Customization. 

Packaging help 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 medical care in 
hospitals are in large a measure due to the use of pre-packed 
medical products for usage and disposal. The same goes for 
food products. 

 

Physical distribution and storage.  

Promotion. 
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Functions of packaging Functions of marketing   

Packaging is innovative  

In many cases, the packaging industry responds to new 
demands which arise for specifically packaged  foodstuff 
products. 

 

Packaging/package development  
Customization   Package design in 
relation to relevant market 
demand/need. 

 
Adopted from Rundh, Bo (2005). "The multi-faceted dimension of packaging: 

Marketing logistic or marketing tool?" 

Bone a nd Corey ( 2000) pos it t hat pa ckaging de cisions i mpact pr oduction a nd 

distribution efficiency, product containment and protection, consumer safety, and use 

assistance and en vironmental co nsiderations as w ell as  m arketing co mmunications. 

The f unctions t hat p ackages p erform h ave t he ca pacity t o affect pr oduct m arketing 

heavily (Bovee & Arens, 1989). There are many appearance and protection needs to 

be m et i ncluding p rotection, pr omotion, c ommunication, l ogistical ne eds in 

transportation, s torage and distribution, and environmental and legal needs (Kirwan, 

2013). T hus, pa ckaging i s a  c ritical c onsideration f or bot h marketing and l ogistics 

(Prendergast and Pitt, 1996; Rundh, 2005). 

Bone a nd Corey ( 2000) pos it t hat pa ckaging de cisions i mpact pr oduction a nd 

distribution efficiency, product containment and protection, consumer safety, and use 

assistance and en vironmental co nsiderations as w ell as  m arketing co mmunications. 

The f unctions t hat p ackages p erform h ave t he cap acity t o affect p roduct m arketing 

heavily (Bovee & Arens, 1989). There are many appearance and protection needs to 

be m et i ncluding p rotection, pr omotion, c ommunication, l ogistical ne eds in 

transportation, s torage and distribution, and environmental and legal needs (Kirwan, 

2013). T hus, pa ckaging i s a  c ritical c onsideration f or b oth marketing a nd logistics 

(Prendergast and Pitt, 1996; Rundh, 2005). 
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Packages are frequently expected to play two fields, ensuring utmost protection at an 

easy and cheap transportation while offering effective communication at the point of 

sale ( Immonen, 2010). I n or der t o c ommunicate w ith c onsumers, pa ckages ne ed t o 

first capture attention since consumers spend very little time deciding and choosing a 

product. Again, today's world market is ever increasing in competition and it is crucial 

to effectively promote products (Chandhury, 2014).  

Thus, t he p rimary obj ective at the poi nt of  p urchase is f or pa ckaging t o gunne r 

attention j ust a s ot her c ommunication ve hicles but  by br eaking t hrough t he 

competitive clutter ( Garber e t a l., 2 000). G utierrez (2001) assert th at there a re f our 

factors involved in packaging communication: the package first attracts attention with 

its design elements, then secondly, indicate its content, thirdly, educates the consumer 

and t hen f inally c ontributes t o the overall i mage of  t he br and. T he pa ckage a ttract 

attention and communicate in order to fulfill its complete marketing aim of selling the 

product, whereas containing, apportioning, un itizing and communicating in o rder to 

achieve its logistical role (Prendergast & Pitt, 1996). 

Consumers a re put off by packagings that do not  meet e xpected ut ility ( Bix, et al , 

2009). The ability to generate satisfaction, attract sales and encourage repeat purchase 

are all a function of a well designed product package system (Bix, et al, 2009). Rundh 

(2009) found in his study that packaging does not only protect a product but enhance 

retail pe rformance when done  r ight. When c onsumers f ind pa ckaging s o much 

attractive, t hey t end t o ke ep t hem for ot her pur poses, ( Rundh, 2009)  de corating or  

containing other things. "The complete function of the container includes the capacity 

to attract, to interest and to differentiate" (Gray, 1939: p. 64 6). Finally today's world 

market's ev er i ncreasing co mpetition h as m ade i t c rucial t o ef fectively promote 

products, and packaging has emerged to p lay a lot of essential roles as  a "complete 
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communication vehicle" (Chaudhury, 2014: p.17).  

2.4 Packaging and Branding  

As c onsumers a re c onfronted i n today’s m arketplace w ith a n ove rwhelmingly w ide 

range of products to choose from, brands need to find ways of breaking through the 

visual clutter of a r etail store shelf and acquire the means to persuade consumers to 

reach f or their p roducts ( Kok & Nguyen, 2014) . P roducers in e arly t imes ha ve 

achieved t his b y d ifferentiating their goods  t hrough br anding ( Murphy, 1988)  and 

packaging h as gr own t o be come on e of  t he most i mportant t ools f or br anding a nd 

brand c ommunication (Gray, 1959;  N ilsson & O strom, 2005; U nderwood, 2003;  

Underwood &  K lein, 2002). S everal c onsiderations a re i nvolved i n the de sign of 

packaging, ranging from content protection to articulating and communicating desired 

brand impressions (Orth & Malkewitz, 2008). 

According to Garber, et al. (2000), packaging's role in recent years has expanded in 

brand m arketing. S everal m anagerial t rends ha ve l argely c ontributed t o this 

continuing growth of packaging's role as a brand communication vehicle (Dobson & 

Yadav, 2012; Underwood, 2003; Underwood et al., 2001). Thus, manufacturers now 

rely on vi vid pa ckaging design t o make t heir br ands m ore not iceable a nd t o 

differentiate themselves from their competitors (Pieters & Warlop, 1999). 

The p ersonality o f a brand i s co mmunicated v ia multiple st ructural an d v isual 

elements of  pa ckages t hrough di stinctive de signs a nd on pa ck c ommunication 

providing rich brand associations by incorporating texts/fonts, shapes, graphic design, 

size, colors, illustrations, construction, layout, texture, brand logo, package materials, 

pictorials a nd pr oduct descriptions ( Dobson &  Y adava, 2012;  U nderwood, 2003;  

Underwood el al., 2001). Further, positive brand associations are more likely to cause 
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persuasion (Nancarrow, et al. 1998). 

The i mportance of  pa ckaging i s he ightened ove r ot her f orms o f marketing 

communications b ecause o f i ts ease  o f accessibility a t the point of  pur chase dur ing 

decision making (Underwood & Klein, 2002). Another factor is that, consumers have 

a t endency to m ake bu lk pur chases a t one  s top s hopping w hich l argely r educes 

purchase d ecision m aking t ime and c onsequently m aking pa ckaging t he m ost 

important communication medium (Rettie & Brewer, 2000). 

According to M urphy, " the ingredients of  a  br and a re t he p roduct i tself, t he 

packaging, t he br and na me, t he pr omotion, t he a dvertising a nd t he ove rall 

presentation" (1988: p. 4). Kotler et al. (1999) defines a brand as the name, term, sign, 

symbol, de sign or  a  c ombination o f t hese, w hich i s us ed t o i dentify t he goods  o r 

services o f one sel ler o r g roup o f sellers an d t o d ifferentiate t hem f rom t hose o f 

competitors. Field, Bergiel, Giesen, & Fields (2012) also define a brand as a product, 

service, o r concept t hat i s publ icly di stinguished f rom ot her pr oducts, s ervices, o r 

concepts so that it can be easily communicated and usually marketed. Thus, "a brand 

identifies the maker or supplier of a product" (Kotler et al., 1999: p. 571). 

Branding in modern day is sophisticated and increasingly concerned with the gestalt 

of a  br and, w ith a ssembling a nd m aintaining a  s et of  values, bo th t angible and 

intangible, deemed r elevant b y c onsumers an d a re m eaningful i n appropriately 

differentiating one brand from other brands (Murphy, 1988). Various verbal, auditory 

and non-verbal images which can meaningfully relate to the brand identity or may be 

unrelated a re t he es sence o f b rand co mmunications, u sed t o c apture a nd hol d 

consumers’ at tention a s w ell as s erve as retrieval cues for l ater recall (Orth & 

Malkewitz, 2006). 
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Packaging i s pe rhaps one  of  t he g rowing phe nomenon pl aying a  bi g pa rt i n t he 

communication process of brands s ince i t br ings the phys ical e lements of  a  product 

together a nd a llows f or a  c reative c onstruction of  how  t he pr oduct is pr esented 

(Alervall & Saied, 2013). 

Brands a lso pl ay v ital strategic r oles ( Murphy, 1988) , t herefore, t he design of  a 

package m ust b e su ch that i t f ulfills the b rands p romise w hile i t sel ls t he p roduct 

(Alervall &  S aied, 2013) . F rom pr oduct i dentification t o brand c reation a nd t he 

communication of imagery in powerful and interesting ways; well-designed packages 

build br ands a nd dr ive s ales (Rundh, 2013) . P ackaging's a bility t o drive s ales is 

particularly important c onsidering i ts a bility t o e asily i dentify pr oducts a nd a ttract 

consumers (Bix et al,.2009). 

The most i mportant r ole t hat pr oduct pa ckaging pl ay a s a br and c ommunication 

vehicle is perhaps attracting and persuading consumers a t the point of  purchase and 

continuously c ommunicating t o c onsumers e ven i n t heir ho mes ( Underwood, 2003 ; 

Agariya et  al ., 2 012). P roduct packaging more sp ecifically is a  si lent sal es 

representative a nd a  b rand bui lder which ha s t he pot ential t o i nfluence c onsumers' 

purchase-decision pr ocess ( Kok &  Nguyen, 2014) . K senia ( 2013) go es f urther t o 

assert that packaging is crucial in influencing purchasing decisions.  

Alverall and Saied (2013), again note that packaging can mean a ll the difference in 

the world as it represents the brand and is an integral part of the marketing strategy. 

Thus, pa ckaging i s a  highly va luable marketing c ommunications ve hicle c apable of  

delivering brand messages and a ttracting consumer a ttention when fully explored a t 

the po int of  pur chase (Cahyorini & R usfian, 2011). B rand ow ners n ow ha ve t he 

power t hrough t heir brands to protect t heir pr oducts f rom be coming m ere 

commodities w hose su ccess a re d ependent o n the m arket forces a t an y g iven time 
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(Murphy, 1988).  

The importance of brands is experienced when they become valuable assets over time 

by appealing to consumers and pushing sales. As long as brands are maintained and 

continue t o deliver to c onsumers t he r equired v alues, t hey become e nduring assets 

(Murphy, 1988). F urthermore, t he pos itioning a nd ove rall b rand e xperience i s 

dependent on the packaging. "It is life or death to a product" (Alverall & Saied, 2013; 

p.46). 

According t o U nderwood ( 2003), c onsumers r ealize di rect f unctional, e xperiential 

and/or s ymbolic br and be nefits f rom pr oduct pa ckaging vi a m ediated a nd l ived 

experiences with the product. He adds that, the continuity of package imagery and the 

social m eaning at tached t o d esign el ements su ch as co lor an d sh ape ar e cr itical 

mechanisms i n the sh ared social u nderstanding of  t he b rand, a  phe nomenon t hat 

represents a  m ediated experience. F urthermore, t he b enefits co mmunicated an d 

contributed to the brand identity, also serve as a medium for the expression of the self 

via pur chase a nd c onsumption, a  phe nomenon t hat represents a t ype o f l ived 

experience.  

In conclusion, i t can be said that consumers’ perception of  a brand is influenced by 

their interaction with the product. Therefore, product packaging affects both purchase 

decision and brand image (Kok & Nguyen, 2014).  

2.5 Packaging and the Marketing Mix   

One of  t he dominant t houghts i n m odern m arketing is the m arketing mix ( Kotler, 

Armstrong, Saunders & Wong, 1999) which presents the marketer with an arsenal of 

tactical to ols to  c reatively c ompete in  th e new m arket-place. T he co ncept o f t he 

marketing mix is credited to Jerome McCarthy (1960) who conceptualized Borden's 
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(1953) twelve elements as the 4Ps; Product, Price, Place and Promotion (Anderson & 

Taylor, 1995; Constantinides, 2006; Fitzgerald, 2014; Goi, 2009; van Waterschoot & 

van de n B ulte, 1992 ). McCarthy then di scussed t hese composite e lements w ithin a  

marketing manager's framework while placing the consumer at the center of the whole 

process (Anderson & Taylor, 1995). 

The marketing mix re fers to  those set o f controllable tactical marketing tools a t the 

disposal of  a  f irm to blend in order to produce the r ight response i t desires from i ts 

target m arkets (K otler et a l., 1 999) to  d rive d emand for its  o fferings. Within th e 

marketing m ix framework is  th e packaging e lement, s ubsumed i n t he pr oduct 'P' 

element, t hus pos itioning packaging a s a product-related e lement, a  po int supported 

by Underwood (2003).  

According to Bone & Corey (2000), all other elements in the marketing mix could be 

potentially af fected by p ackaging, s ince i t i s a  controllable variable. Thus, Jonathan 

Asher ( 1987) a s c ited i n A nderson &  T aylor ( 1995), refer to pa ckaging as the 

"Interactive fifth 'P' of marketing" and notes that packaging is vitally important in all 

the o ther ' Ps' o f th e marketing m ix c oncept. P ackaging i s be lieved t o have a lways 

been a core element in the marketing mix (Liao et al., 2014). 

Packaging decisions i mpact pr oduction a nd di stribution e fficiency, pr oduct 

containment a nd pr otection, c onsumer s afety a nd us e a ssistance, a nd e nvironmental 

considerations, as well as marketing communications. Further, packaging is important 

in m aintaining pr ofitable m arketing e xchange r elationships ( Bone &  Corey, 2000) . 

Although packaging can be a key element of the marketing mix, and as such one of 

the key marketing levers that firms can control, packaging design itself is subject to a 

complex set of influences from the business environment (Dobson & Yadav, 2012).  
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In the development of a marketing strategy, marketing managers devise strategies and 

tactics aimed a t p roviding satisfaction by a dding va lue for customers. This must be  

carried out in relation to the existing competitive situation and the various variables, 

or e lements, bl ended into a  s uitable marketing mix ( controllable va riables) ( Rundh, 

2013).  

However, to deliver on its value proposition, a firm must first create a need-satisfying 

market of fering ( product). I t m ust de cide how  m uch i t w ill c harge f or t he of fering 

(price) and h ow it  w ill m ake th e o ffering a vailable to target co nsumers ( place). 

Finally, i t must communicate with target customers about the offering and persuade 

them of its  merits (promotion). The firm must blend each marketing mix tool into a 

comprehensive i ntegrated marketing pr ogram t hat c ommunicates a nd de livers t he 

intended value to target customers (Kotler & Armstrong, 2012).  

Further, intrinsic features of the product (nutritional content) and extrinsic features of 

the pr oduct (brand na me, pa ckaging), ha ve a  p otential importance i n d istinguishing 

the product. So, the integration of these two factors into the product's marketing mix 

could enhance image differentiation (Abdalkrim & AL-Hrezat, 2013).  

Meanwhile, as p art o f t he marketing m ix, p roduct d esign al so car ries so cietal 

responsibilities. S tylistic a nd aesthetic ob jectives m ay ne ed t o be  c ompromised t o 

fulfill t hese responsibilities (Bloch, 1995).  P ackaging i s without doubt, specifically 

related to the s trategic decisions of  the marketing mix and, therefore, to pos itioning 

decisions and consumer behaviors (Ampuero & Vila, 2006).  

Underwood (2003) observes that strategic marketing mix decisions are considered to 

represent sets of behaviors on behalf of the brand, for which trait inferences about the 

brand are made and through which the brand's personality is actualized. In the light of 
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this, p ackaging ce rtainly r epresents a d iscrete outcome o f st rategic m arketing m ix 

decisions, an outcome that is tangible and continuous in its behavior.  

The multi-functionality of packaging is therefore not only a device for protecting the 

content throughout the distribution system, but also an important tool in the marketing 

mix (Rundh, 2005). However, packaging must harmonize with other functions in the 

marketing mix such as pricing, advertising and other aspects of marketing strategy. In 

a traditional marketing program, packaging can be treated together with labeling as a 

function of the product strategy (Rundh, 2013).  

Packaging is an important tool in the marketing mix, but it is too often disregarded by 

senior e xecutives and marketing pe ople. F requently, they pa ss on r esponsibility f or 

the packaging decision and choice of supplier to purchasing people, and concentrate 

their e nergies on a dvertising and p romotions ( Sara, 1990) . T he marketer w ants to 

create a p erception o f value i n t he c onsumer's mind, and t his t ranslates i nto 

developing a product's image so that consumers are prepared to pay for just what they 

see, and showing them what they expect to ga in f rom buying i t. Consumers have a  

vision of the good l ife, and the product must display how it can assist them towards 

this goal (Sara,1990). Thus, marketing mix elements such as packaging, advertising, 

and warranties not  on ly provide d irect product information but  a lso convey indirect 

information on pr oduct attributes a bout w hich c onsumers a re i mperfectly i nformed. 

Therefore, mix elements may serve effectively as signals (Erdem & Swait, 1998). 

It i s t he c onsumer's s ubjective pe rception of  t he pr oduct that c ounts i n hi s or  he r 

purchasing decision, no t t he pr oduct's obj ective re ality, a nd th is f act h ighlights th e 

importance of packaging in the marketing mix. Consumers assess all the benefits of a 

product or  supplier be fore making t hat f inal c hoice. The f act i s that n inety-five pe r 

cent (95%) of all retail purchases are made at prices higher than the lowest possible 
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(Sara, 1990).  

2.6 Packaging, Promotion and Advertising  

Packaging i s no doubt  an i mportant e lement i n t he m arketing m ix. P ackaging a nd 

advertising are a  gr eat s ource of  pr oduct i nformation; c onsumers rely on t his 

information t o m ake p urchasing d ecisions. A s R eti a nd Brewer, ( 2000) obs erve, 

consumer pe rception i s ve ry r apid during s hopping e specially w hen pe ople ha ve to 

quickly make a  de cision a mong c ompeting br ands whilst t hey do not  s eem t o ha ve 

enough i nformation. In t he l ight of  t his, p ackaging b ecomes a nother f orm of 

communication that rapidly moves and persuades the consumer to make a purchasing 

decision just like advertisement does.  

Positioning is a subjective and relative concept as it exists sometimes sub-consciously 

in t he m inds of  c onsumers t aking i nto c onsideration t he rest of  t he market of fers. 

Therefore, in order to obtain a desirable position, consumer product perceptions must 

be a nalysed i n g reat d etail. A  P roduct's pos ition o r pr oduct pos itioning c an be 

described as the measured-up s tand point of  a  product in comparison with the other 

products o n t he market i n c onsumers' minds. P roduct pos itioning t akes i nto 

consideration the shape, size, price and other attributes of the product in comparison 

with th e competition. Positioning starts w ith the p roduct a nd c ontinues w ith th e 

promotion or  c ommunication c ampaign w hich i s a lso d ependent on t he pa ckaging. 

The position of a product induces its marketing mix (Ampuero & Vila, 2006).  

Kauppinen-Raisanen an d L uomala, ( 2010) c ontend t hat, f or t he pu rposes of  ge tting 

the attention of customers, one precondition is to have a form of stimuli and usually 

this is the package of the product. This is true for the product regardless of whether its 

claims are functional or emotional.  
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Advertisement is also aimed at directing appeal towards a product or service in order 

to i nfluence pur chase (Dewe, Ogden &  Coyle, 2013) . Packaging a nd a dvertisement 

together c ontribute significantly to t he m arketing pr ocess. However a t t he poi nt of 

sale, packaging b ecomes t he m ost i mportant el ement an d at tracts t he consumer t o 

make a  final pur chase. Packaging design m ay i nfluence c onsumers b y i ncreasing 

visibility a nd s helf i mpact, of fering gr eater f unctionality a nd a lso improving t he 

perception of t he br and i mage ( Young, 2008) . A s pos ited by H ine ( 1995) c ited i n 

Twede (2009), advertisements l ead consumers into t emptation, but  packaging is the 

temptation. 

In one  s tudy t o a scertain t he us e of  t he c igarette box a s a n a dvertising ve hicle, the 

authors (Dewe, O gden &  C oyle, 2013)  i ndicated t hat t obacco c ompanies r elied 

greatly on t he use of  the c igarette box a s a  form of  advertisement. Specifically, the 

results of  t he s tudy s howed t hat the c igarette pa ckaging (box c olour, s ize and i n 

prints) was a form of advertisement in its own right. Dewe, Ogden and Coyle (2013) 

employed c ontent a nalysis t o e xamine a  s ample of  t wo-hundred a nd f our ( 204) 

tobacco a dvertisements a nd c oncluded t hat, the di fferences i n a dvertising a nd t he 

meanings evoked did not correspond with changes in smoking behavior. Meanwhile, 

the c igarette box has become an  ef fective vehicle for advertising as  i t absorbed the 

meanings a ssociated with smoking. In e ffect, packaging a s a form o f a dvertisement 

worked for the tobacco industry over the past decades and hence it was argued that a 

reduction in cigarette purchase can be induced with plain packaging.   

The va rious s tudies e xamined i n t his s ection i ndicate t hat pa ckaging is a  f orm of 

advertisement. G orn, C hattopadhyway, Y i a nd D alhl ( 1997) pa rticularly ass ert t hat 

the co lour o f t he p ackage al so p lays an  i mportant r ole in t he p urchase d ecision 

process. Packaging is also a b randing effort and has become an essential part of the 
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selling pr ocess w hich i s r esponsible f or many f orms of  i mpulse buyi ng (Rettie &  

Brewer, 2000). Packaging complements marketing efforts as advertisements could be 

swallowed a mid t he e normous a mount of  c ommunication messages c onsumers’ 

receive e ach da y. L eading f rom t his, c onsumers may i gnore any product 

advertisement especially under the circumstance of many competing brands targeting 

their messages at the same consumers. In many such instances, the packaging design 

serves as a  r eminder of t he p roduct a ttributes that m ight h ave already b een 

communicated through advertisements (Mooy & Robben, 2002). 

2.7 Managerial Perspective on Packaging  

Packaging s erves a nu mber of  f unctions s uch a s c ontainment w hich r efers to the 

packaging size a nd pr oduct-package c ompatibility a nd pr eservation w hich i s a lso 

focused on extending t he pr oduct’s s helf l ife with a cceptable p roduct qua lity f or a  

period of time under specific storage conditions. The package must as well protect its 

content from environmental elements such as water, moisture (water vapour), gases, 

odors, microorganisms, and dust (Jinkarn & Suwannaporn 2014). 

Product or brand managers are concerned about maximizing the functionality of their 

packaging design be cause t he pa ckaging of  c onsumer go ods ha ve be come ve ry 

critical for driving marketing communications strategies. The various components of 

packaging design can be disaggregated from a managerial or corporate perspective in 

order to holistically examine the contribution of packaging to marketing activities but 

consumers consider the entire package; size, colour and shape as part of the product. 

There are varieties of packaging materials. Managers and packaging designers have to 

decide on which material is  the most suitable for their product, this could be paper, 

plastic or starch among others. However responsible businesses are concerned about 

packaging w aste and a re hence e nvironmentally c onscious in t heir packaging 
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decisions. I n a ddition t o t his, t he pa ckage m ust be  c onvenient a nd i t s hould a lso 

communicate t o t he c onsumer ( Jinkarn & S uwannaporn ,  2 014; L ye, L ee &  C hew, 

1998). I n the f ood i ndustry pa ckaging m ust e fficiently pr eserve a nd pr otect the 

contents of the product on offer (Ahmed, Ahmed & Salman, 2005). 

The choice of packaging design from a managerial perspective is also influenced by 

context s pecific r egulation. F or i nstance i n G ermany t he first E xtended P roducer 

Responsibility ( EPR), l arge-scale EPR i nitiative w as t he G erman p ackaging 

ordinance, w hich mandated pa ckagers t o t ake ba ck t heir pa ckaging.  U nder t his 

ordinance, c onsumers could s imply r eturn t he pa ckaging to re tailers a fter u se 

(Nakajima & Vanderburg, 2006). The EPR makes producers responsible for disposing 

off t heir ow n pa ckaging a nd t his e merged ove r t he pa st t wo de cades a s a  w ay of 

handling ( packaging) w aste. T his d emonstrates t hat m anagers ar e o bliged to ma ke 

packaging d ecisions t hat c onform t o t he law. I n ot her w ords, m anagers f ace l atent 

restriction in their packaging decisions. 

Furthermore, package designers and product managers are concerned about the safety 

of pr oduct handlers. T his i s e specially i mportant f or pr oducts that have pr imary 

packages that a re us ually he avy a nd l arge. T he s torage a nd di stribution of  s ome 

products for that matter are associated with some level of risk or injury to handlers. 

Leading f rom t his, managers r ely on pa ckaging t o maximize t he saf ety o f t heir 

products (Arndt, 2000). In the pharmaceutical industry, special packaging innovations 

have be en i ntroduced in or der t o p rotect c hildren w ho may c ome i nto c ontact w ith 

medicine c ontainers a ccidental. O ther br eakable pr oducts a nd large eq uipment al so 

have special handles and features that protect the package and its handlers from harm 

(Arndt, 2000). 
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Ampuero a nd V ila (2006) obs erve t hat m anagers a re increasingly r ecognizing that 

packaging can c reate differentiation a nd i dentity, i n relatively f ast moving a nd 

homogenous perishable consumer goods market. Leading from this, product managers 

rely on packaging to create a unique identity for their products in order for them to be 

easily i dentified by t he c onsumer. S ufficient t o s ay m anagers ex pect t o h ave a 

competitive a dvantage t hrough e fficient p ackaging. This a dvantage f urther 

strengthens the p roduct’s p osition in t he m arket an d i t i s al so a f orm o f ex ternal 

relations (Rundh, 2005). 

Packaging f rom a managerial p erspective ser ves t wo g eneral p urposes w hich ar e 

logistic and commercial purposes.  The logistic function is concerned with how the 

product is stored and transferred safely from the producer to the end user whilst the 

commercial function refers to packaging as marketing communication effort and how 

the e ntire package de sign i mproves c ontributes t o br and building efforts a nd d rives 

sales (Rundh, 2012). This implies that although packaging is a marketing activity, i t 

also serves another purpose of keeping products wholesome until they get to the final 

consumer. Rundh (2012) used the multiple case study approach to establish efficient 

packaging design can be both the advertising tool for achieving marketing objectives 

and s atisfying c onsumer ne eds. R undh ( 2012) c oncluded t hat packaging i s 

multifunctional and each of its functions is inherently advantageous. For instance an 

investment i n c hanging the pa ckaging of  a  pr oduct c an occasion s ignificant ga in i n 

brand sales compared to other forms of marketing communication such as advertising 

and promotion activities. 

It can  be deduced f rom the materials reviewed in this section that packaging serves 

multiple pu rposes f rom a  m anagerial pe rspective. T hese f unctions can br oadly b e 

classified a s l ogistic ( material), m arketing ( commercial) and so cial ( environmental 
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and social). However, the decision to balance the functions of the packaging design 

rests w ith t he pr oduct manager a nd pa ckage designer de pending on  t he ki nd o f 

product.  

2.8 Summary  

The chapter reviewed relevant literature on packaging design as an element within the 

marketing m ix, i ts va rious roles a nd f unctions a nd t he s trategic and t echnical 

considerations essential to its effective development and success. Worth noting is the 

fact t hat p ackaging is a c omplex phe nomenon i nvolving di fferent s trategic and 

technical c omponents t hat ne ed c areful a nalysis a nd c onsideration f or i ts 

effectiveness.  

The relevance of packaging as a key element in the marketing mix is also evidenced 

by t he di verse ye t affirmative vi ews s hared a nd c onfirmed by t he va rious s tudies 

reviewed. Packaging is a lso s een a s a  br anding e ffort by m anufacturers or  

brand/product managers to position their products competitively in the market place 

in a unique and distinct manner. It is therefore evident how important the perspectives 

of a dvertising a gency m anagers a re i n de veloping a nd e xecuting pa ckaging a s a 

promotional device. 
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CHAPTER THREE 

METHODOLOGY 

3.0 Introduction   

This chapter presents the methodological approach used to gather and analyze data in 

order to understand the perspectives of advertising agency managers in Ghana about 

the use of packaging design in the marketing mix. The chapter describes the research 

design, s ampling technique, da ta c ollection instrument de sign a nd d ata a nalysis 

procedure among others. 

3.1 Research Approach  

The basic di fferentiation of research a pproaches i s t he procedure used i n t he 

collection a nd a nalysis of t he da ta. L eading f rom t his, r esearch a pproach i s e ither 

quantitative (numerical and s tatistical in  n ature) o r q ualitative (te xtual in na ture) or  

both qua litative and qu antitative w hich i s kno wn a s t he mixed method ( Kok &  

Nguyen, 2014) .  A  qualitative approach was chosen for this s tudy. This approach is 

appropriate as i t o ffered a f ramework f or t he r esearcher t o o btain t he r equired 

information for the study and to analyze these to address the research questions. The 

qualitative r esearch ap proach o ffers p owerful means t o b etter u nderstand 

communication relationships and the social world (Damon & Holloway, 2011).  

Furthermore the qualitative approach is more appropriate for exploring the meanings 

human subjects ascribe to their experiences. Qualitative approach is constructivist in 

function a nd s eeks t o examine a nd unde rstand t he c omplexities of  t he phe nomenon 

understudied f rom t he pe rspective of re spondents in th eir natural s etting (C reswell, 

2013). I n addition, q ualitative st udies ar e more co ncerned with so cial practices and 

meanings o f p eople in  a s pecific h istorical o r cultural c ontext (L indlof & T aylor, 
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2004). 

The qua litative a pproach i s u sed i n t his st udy t o i nvestigate t he p erspectives 

advertising agency managers with regard to the functionality of packaging design in 

the m arketing mix. S ufficient t o s ay, t his t hesis a ims a t ga ining a  de eper 

understanding of  t he c ontribution of pa ckaging de sign t o s trategic c ommunication 

activities of advertising agency managers.  

Damon a nd H olloway ( 2011) s tate t hat, qua litative research methods a re pow erful 

means of  g aining in-depth a nd hol istic unde rstanding of  c ultural r elationships a nd 

communication f rom t he pe rspective of  t he s ocial a ctors.  T o a dd on , qua litative 

researchers are interested in understanding how people make sense of their world and 

their experiences of the world.  

3.2 Research design   

Phenomenology w as c hosen a s t he de sign f or this s tudy. A ccording t o Damon a nd 

Holloway ( 2011), phe nomenology i s bot h a  phi losophy a nd a  methodological 

approach, with its origins in nineteenth-century philosophy and psychology. They add 

that, some writers imply that all qualitative research is  – at least in a g eneral way – 

phenomenological a s i t i s r ooted in t he ‘ lived e xperience’ ( and c onsciousness) of 

participants and focuses on phenomena of experience unique to an individual as well 

as those shared with others on the basis of common humanity. 

Phenomenology i nvolves e xploring i ssues f rom t he pe rspective of  i ndividuals or 

respondents w ho a re d irectly i nvolved w ith t he i ssue a t s take. P henomenological 

enquiry e ntails in-depth i nterviews w hich he lp t he r esearcher t o g ather e nough 

information and to understand the issue from the perspective of those that have lived 

the experience (Creswell, 2013).  
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Phenomenological r esearchers a re i nterested i n h ow p articipants m ake sense o f t he 

world around them. They describe the ‘ essential st ructures’ of experience and what 

these mean for the participants (Damon & Holloway, 2011).  

Phenomenology, a s a pplied t o t his s tudy i nvolves i nterviewing a dvertising a gency 

managers i n or der to interrogate their pe rspectives on p ackaging a nd pa ckaging 

design as an  el ement w ithin t he marketing mix an d h ow t hey u se i t as a 

communications medium. The interviews were face to face and helped the researcher 

to obtain rich qualitative data to address the research questions.  

3.3 Population   

The population for this study was advertising agency managers. Advertising agencies 

are categorized into creative agencies, outdoor agencies and media buying agencies. 

However, only creative agencies were considered for this study because they mostly 

handled packaging design decisions. In the l ight of this, the target population of the 

study was creative advertising agency managers.  

3.4 Sampling Technique and Size  

Sampling involves decisions about what data to collect and analyze, and where these 

can be accessed. However, since i t is not always practicable to collect data from an 

entire population, i t i s necessary to select a sam ple size that i s representative of the 

study population. Moreover, as this study is qualitative and the aim is to gain deeper 

insight into how packaging design functions in the marketing mix, it was necessary to 

select representative sample that can be studied adequately.  

Kusi (2012) observes that, for studies conducted within the interpretative framework 

of t he qua litative approach, t he main i nfluencing f actor f or s ample s election i s 

manageability. In other words the sampling strategy and size should be convenient or 
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comfortable for the researcher. In the light of this, qualitative sampling strategies are 

purposeful, and are strategically based on judgments directly related to the purpose of 

the research (Damon & Holloway, 2011).  

A pur posive s ampling t echnique w as a dopted to s elect a gency m anagers f or t his 

study. P urposive s ampling i nvolves t he c hoice of  s ubjects w ho a re m ost 

advantageously pl aced o r ha ve the disposition to pr ovide the i nformation r equired.  

This t ype of  s ampling is s imple t o s et up;  i t i s a lso c alled j udgment s ampling 

(Creswell, 2013). This form of sampling was suitable for the study because it helped 

to s elect on ly r espondents ( creative a d a gency managers) w ho pr ovided i mportant 

information that could not have been obtained from other sources.  

In all, three (3) participants were selected for the study. 

3.5 Data Collection   

According to L indlof a nd T aylor (2002), c ollecting qu alitative da ta i s a  pr ocess 

whereby one person (interviewer) encourages others to freely articulate their interest 

and experiences. Damon and Holloway (2011) explain that, in the field of marketing 

communications and public relations, qualitative research is often primarily associated 

with i nterviewing. They a dd t hat, i n-depth i nterviews ar e a  major source o f data i n 

qualitative research and a way of exploring informant perspectives and perceptions. 

Data f or t his s tudy w as obt ained f rom a dvertising a gency managers t hrough s emi-

structured interviews. Semi-structured interviews are interviews that do not have strict 

protocols but guides to direct the flow of the interview. Semi-structured interviews are 

very popul ar qua litative da ta c ollection t ools a nd a re us eful f or ga thering s pecific 

information w hilst g iving i nterviewees t he o pportunity of f ree e xpression (Kusi, 

2012).  
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The v alue of i nterviews i s that they a re v ery f lexible because t he i nterviewees 

responses inform t he e volving c onversation. The r esearcher ha s the f reedom t o 

prompt for more information if something interesting or novel emerges because there 

are no pre-planned, rigid list of questions, imposing any limitations as with the use of 

the quantitative questionnaire method (Damon & Holloway, 2011). 

The interviews lasted for 25 minutes on average. All interviews were face to face and 

were h eld a t t he p remises o r o ffice o f t he ag ency m anagers. T here w ere n ine ( 9) 

questions on the interview guide and this instrument was designed by the researcher 

based on t he obj ectives of  t he study a nd r elevant i nformation obt ained f rom 

examining other works in the literature review section. 

3.6 Data Analysis  

Data g athered f or t his study w as analyzed u sing t he thematic an alysis p rocedure. 

Creswell, (2013) asserts that data analysis in qualitative data although may begin even 

from the data collection stage, not all qualitative data collected can be analyzed. This 

is because qualitative data is r ich and embedded with meanings. In the l ight of this, 

qualitative researchers engage in ‘winnowing’ or selecting the most appropriate and 

relevant data to be analyzed (Creswell, 2013).  

Leading f rom t his, t he i nterviews with agency managers were recorded, t ranscribed 

and r ead c losely. T hus t he r esearcher go t i mmersed i n t he t ranscribed da ta a nd t he 

purpose of t his was to  id entify p atterns that were f ormulated in to t hemes f or th e 

analysis. These themes were the revolving points of the analysis. 

As c ited in Damon a nd H olloway (2011), C olaizzi ( 1978) pr oposed a  s even s tage 

approach w hich ha s be come t he most popul ar a nd c lear pr ocedure f or t hematic 

analysis. Colaizzi's (1978) procedure is distinguished from other forms of qualitative 
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analysis in that the analysis does not interact with the data collection. This means that 

each interview (or written text) is analyzed separately, and individual descriptions are 

presented before combining all the analysis into a composite description. The aim is 

to b e ab le t o p resent a co mplete sen se o f t he w hole, t hat i s, t he ess ence o f t he 

phenomenon. Colaizzi’s suggested stages are: 

1. After participants a re interviewed, the r esearcher l istens t o the narratives 

(in transcripts and/or written accounts) and familiarizes him or herself with 

the words used by the participants and try to become aware of the feelings 

and the meanings inherent in the narratives in order to obtain a  ‘sense of  

the whole’. 

2. The r esearcher t hen returns t o ea ch o f t he p articipants’ n arratives an d 

focuses onl y on t he phr ases a nd sentences t hat di rectly pertain t o t he 

phenomenon under study, scrutinize every piece of the data for statements 

that a re c onsidered significant to t he p henomenon, i solate t hese 

‘significant statements’ from the rest and list all of them. 

3. The next stage is called ‘formulating meanings’. Here the researcher takes 

each significant statement, tries to uncover its meaning and make sense of 

it in  the p articipant’s o wn te rms. The re searcher t ries to s pell o ut t he 

meaning of each significant statement acco rding t o i ts o riginal co ntext. 

This helps to bring out meanings that initially may be hidden.  

4. The a bove process is r epeated for each i nterview o r written account and 

then all the different meanings organized into clusters of themes.  

5. Then a  de tailed a nalytic de scription of  pa rticipants’ f eelings and 

perspectives contained in the themes is presented. Colaizzi calls this s tep 

‘exhaustive d escription’. T his i s where a ll the cl usters of t hemes ar e 
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integrated i nto o ne acco unt t hat articulates participants’ v iews o f t he 

phenomenon.  

6. At th is p oint, th e researcher a ttempts to  fo rmulate a n e xhaustive 

description of the whole phenomenon under investigation and identify i ts 

fundamental structure, or essence.  

7. The last step is the ‘member check’ in which the findings are sent back to 

participants, a sking th em if  th e d escription v alidates th eir o riginal 

experiences. This enables the researcher to modify his or her ideas or add 

new one s. However, D amon a nd H olloway ( 2011) no te t hat, pu rist 

phenomenologists dismiss this final step on the basis that their intention is 

to move beyond the thoughts of participants into a more theoretical realm. 

3.7 Theoretical Framework 

Signaling theory and the AIDA model form the theoretical foundation of this s tudy. 

Specifically, t he S ignaling t heory and A IDA m odel w hich a re bo th m arketing 

communications concepts have been adopted to explain the role of packaging design 

in the marketing mix. This section presents a description of these concepts and how 

they apply to the current study.  

3.8 Signaling Theory  

Signaling t heory pr ovides a n oppor tunity t o e xplain how  s ymbolic marketing 

communication influences consumer behaviour (Bird & Smith 2005) . This theory is 

suitable for describing how different parties (individuals or organizations) have access 

to i nformation a nd how  t hey us e t his i nformation i n a  c ommunication s ituation 

(Connelly, Certo, Ireland & Reutzel, 2007). In this case, the information sent across 

becomes a  s ignal a nd c ould be  a  s ignal of qua lity, unde rstanding, a ction or  
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disapproval.  

Humans a nd e ven ot her a nimals r ely on s ignals t o make p redictions a nd de cisions. 

Signaling is particularly important because some kinds of information are not directly 

perceivable an d h ence si gnals b ecome cu es. S ignals a re r elied o n w hen d irect 

evaluation is too difficult or dangerous. Signaling theory is concerned with the use of 

signals in communication, thus important to understand why certain signals are more 

reliable t han ot hers. T he s ignaling t heory a lso e xplains how  s ignals f unction as 

indicators of the quality a  product represents and what elements of the signal or  the 

surrounding c ommunity makes p articular si gnals r eliable. I t a lso examines t he 

importance of  i nformation ba lance (symmetry) i n c ommunication be tween pa rties 

(organisations or individuals). Information is an integral part of signaling because the 

signal given is information and this information must be accurately decoded and acted 

upon by consumers (Hertzendorf & Overgaard, 2001). 

Consumers t oday a re f aced w ith t he c hallenge of  de termining pr oduct qua lity i n 

competitive markets w ith i nadequate i nformation. T here i s t hus a  pr oblem of 

uncertainty regarding the quality of products, also known as asymmetry and imperfect 

information. This problem is more complex because consumers are faced with many 

alternatives of a similar perceived quality, which makes them have to decide on one  

without being completely sure (Dopico, Blazquez & Tudoran, 2009). 

In the light of the imperfect market conditions, consumers rely on signals to determine 

product qua lity. K nowing t his, pr oducers a nd br and m anagers a lso send c ertain 

signals t argeted a t co nsumers. E xamples of  qua lity s ignals i nclude p roduct p rice, 

packaging, size and label among others (Dopico, Blazquez & Tudoran, 2009).  
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3.8.1 Packaging as signaling 

Product packaging i s a  form of s ignaling. This i s because aside f rom the functional 

purposes of packaging, packaging is a lso aesthetic and a  form of communication to 

consumers. According to Immonen (2010), packaging is a product’s silent salesman. 

It describes the product it contains; leaving the consumer to choose which product is 

best s uited f or hi s or h er t aste j udging f rom a ppearance. T he vi sual a ppeal of  t he 

package is also often a decisive feature in the purchasing situation. This is because the 

design and labeling of the package also gives an ostensible perception of quality.  

Furthermore, pa ckaging i s a  f orm of br and i dentification and he nce m ay gi ve a n 

indication of superior or inferior brand quality. Thus, packaging becomes an extrinsic 

cue t hat sp eculates p roduct q uality. Meanwhile, co nsumers v ary i n t heir sear ch f or 

product information a nd p urchase habits, as a r esult so me co nsumers may seek  o ut 

some intrinsic information such as the components or ingredients of the product but 

others may not (Immonen, 2010). 

Again, product packaging has become a signal of quality as advertisements and other 

commercial m arketing a ctivities do not  s eem t o of fer a dequate information. 

Marketers’ claims o f h igh q uality in in fomercials a re a lso u nverifiable a nd m any 

rational consumers are inclined to ignore such messages (Milgrom & Roberts 1986). 

Packaging i s al so considered a  ve ry i mportant qua lity s ignal be cause a dvertisers 

themselves decide on the content of advertisements and unlike packaging; consumers 

are not given the opportunity to experience products for themselves and to draw their 

own conclusions (Dukes, 2008). However, consumers are able to prejudge the content 

of a package when they come into physical contact with the package although this is 

also not an absolute guarantee of quality. 
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There are various dimensions of packaging design such as text, shape, graphic design, 

logo, s ize, colours, illustrations, m aterial, construction, t exture. T hese di mensions 

come together to signal consumers about the quality of the product they are about to 

purchase. Maxwell ( 1991) e xplains t hat, the s ignaling theory w hen a pplied in  

marketing c ommunication he lps t o pr edict c onsumers’ p erception o f a  pr oduct 

quality, de pending on the i nformation a vailable on t he product a nd how  t his 

information i s pr esented. A pplied t o t his r esearch, t he s ignaling t heory he lps t o 

explain the role of packaging as a signal that attracts consumers. 

3.9 AIDA model 

The A IDA model i s one  of  t he f oremost m odels of  advertising and marketing 

communication. A IDA is a n a cronym f or A -Attention, I -Interest, D -Desire an d A-

Action. A merican a dvertising a nd sales p ioneer, E lmo L ewis is  c redited w ith th e 

introduction of the AIDA model. The main proposition of this model is that the main 

aim of marketing and advertisement is to move consumers through a linear purchase 

decision process.  

The process begins with grabbing the attention of consumers. In marketing, grabbing 

the attention of potential customers or clients is necessary for arousing interest in the 

product. Once interest is established, a b usiness must ensure that potential customers 

or c lients d esire the product e nough t o t ake a ction, ge nerally by m aking pur chases 

(Rawal, 2013).  

Consumers’ a ttention may be  ga ined through offering product s amples, l arge v isual 

signs and other sensory techniques. After the attention of consumers has been secured, 

marketers may now arouse interest through product demonstrations, information and 

advertisement. T he n ext s tage i s t o build de sire f or t he p roduct a mong c onsumers. 
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Companies m ay bui ld t his de sire t hrough f ocusing on c reating a  w ant f or t heir 

specific brand. The endpoint of the process is action. Consumers must be stimulated 

to take action or to purchase the product on of fer. Consumers may be encouraged to 

take action through promotions, discounts and calling out of features or benefits of the 

product (Rawal, 2013). The AIDA model is illustrated in the diagram below: 

Figure 3. The AIDA Model 

 
Adopted from Rawal, P. (2013) 

Underwood (2003) e xplicates that w ithin t he m arketing m ix framework (Product, 

Price, P lace, a nd P romotion), pa ckaging is s ubsumed unde r t he ‘ Product’ el ement. 

This is because product packaging is an integral part of the product. The position of 

packaging or pa ckaging a s a  pr oduct-related el ement makes i t a v ery i mportant 

variable in the m arketing pr ocess. P roduct p ackaging f unctions a s a  s ilent s ales 

representative a nd a  b rand bui lder which ha s t he pot ential t o i nfluence c onsumers' 

purchase-decision process (Kok & Nguyen, 2014).  

The A IDA model how ever e xplains how  t he c omponents of  t he va rious m arketing 

elements ar e woven t ogether and presented t o consumers i n a dvertisements a nd t he 

process consumers unde rgo i n m aking a  pu rchase. I t goe s w ithout s aying t hat the 

success of advertising to an extent depends on packaging which is part of the product 

design. A gain, pa ckaging may a lso be  c onsidered a s a  f orm of  br and pr omotion 
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because s ome pa ckaging de signs c ontain br and l ogo, a nd ot her us eful i nformation 

about the product and i ts brand. From this s tandpoint, the AIDA model is useful in 

explaining how the attention of consumers is drawn to products because of packaging 

and the purchasing or repurchasing decision that follow as a result of the packaging.  
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CHAPTER FOUR 

FINDINGS AND DISCUSSIONS 

4.0 Introduction 

This chapter presents the findings, discussions and analysis of data obtained through 

interviews with the selected advertising agency managers. The thematic data analysis 

technique was used and the findings are discussed to address the research questions. 

Below are the research questions that guided the data collection: 

1. What are the roles of packaging design in the marketing mix? 

2. What ar e the co mmunication p rocesses an d f actors employed b y 

advertising agencies in the use of packaging design? 

3. What are the perspectives of agency managers on packaging design? 

In answering these research questions, three managers of advertising agencies located 

in A ccra w ere i nterviewed. F or t he p urposes o f t he an alysis o f t he d ata g athered, 

respondents have been identified with alpha-numeric codes as shown below: 

Table 2. Alpha-numeric codes 

Agency Respondent Code 

Agency 1 AGM-1 

Agency 2 AGM-2 

Agency 3 AGM-3 

 

4.1 RQ1 - What are the Roles of Packaging Design in the Marketing Mix? 

This r esearch question addresses the function of  packaging design a s an e lement i n 

the m arketing mix. U nderwood a nd O zanne (1998) obs erve t hat pr oduct pa ckage 

design continues to grow as a marketing communications tool and attempts to reach 
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and pe rsuade c onsumers c ontinues t o increase. D uring the i nterviews w ith t he 

advertising ag ency m anagers, so me d ominant t hemes emerged a nd t hese ar e 

illustrated in Table 3 and are subsequently explained in detail. 

Table 3. Packaging design as an intricate part of marketing.  

S/N Theme Frequency 

 Product branding  3 

 Informs purchase decisions 3 

 Enhances product ‘sellability’  2 

 Keeps the product safe 1 

 

Table 3 shows the various roles allocated to packaging design. It would be observed 

from the table that all creative advertising agency managers interviewed for this study 

indicated t hat pa ckaging de sign i s f oremost a  pa rt of  pr oduct br anding a nd a lso 

informs c ustomer de cision t o pur chase t he pr oduct. A dditionally, t wo c reative 

advertising agency managers (AGM-1 and AGM-3) indicated that packaging design 

enhances product ‘ sellability’. However, AGM-3 added one  more role of  packaging 

which is that packaging design keeps the product safe. 

4.1.1 Product branding 

The m arketing m ix c an be  c ontrolled a nd m anipulated by  a  c ompany a s pa rt of  

strategies a nd a ctivities a ssociated with its  b rand(s) (E rdem & S wait, 1 998). T hey 

further state that these strategies and activities convey information to consumers such 

as product attribute and position. Every product has a  name and is positioned in the 

market i n a  cer tain m anner t o c reate a f orm o f ap peal as part o f p roduct b randing 

efforts. All c reative advertising agency m anagers i ndicated i n t heir responses t hat 
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packaging design gives a product a distinct identity in the market place and this is a 

very important role. One respondent (AGM-2) explains; 

Packaging is pa rt of  t he a ctivities i nvolved i n br and building a nd 

someone will ask you what is branding? Branding is giving a service or 

a product an identity. You understand, giving a product or a service an 

identity, a face so that people can relate to and if packaging is seen as 

an i tem under the umbrella name branding, then of  course i t’s a very 

important element in marketing communication.     

The r esponse of  A GM-2 pr esented a bove c aptures t he r ole pl ayed by  pa ckaging 

design w ith r egard t o contributing to t he ove rall b randing effort of  t he pr oduct o r 

giving it an identity. However, another respondent (AGM-1) captures it succinctly; “It 

(packaging) tries to differentiate a product from another product that you see. Because 

if they a ll look a like how can you  make your  choice?”  T hus, a s pa rt of  packaging 

design’s contribution to product branding, i t gives the product a unique identity that 

differentiates it from other products in consumers’ minds.  

In l ine w ith t hese f indings, R undh, ( 2009) and K senia, ( 2013) also r eport that 

packaging d esign i s be st s uited to communicate pr oduct or  br and va lues s ince t he 

consumer i s e xposed t o e ither t he primary or  s econdary p ackages a t t he poi nt-of-

purchase. Erdem and Swait (1998) suggest that the content, clarity and credibility of a 

brand are signals of a product’s position which may increase perceived quality.  

Also, A lervall a nd S aied, ( 2013) o bserve t hat building a  brand t hat w orks i s t he 

product of  c ommunication. T he overall s uccess of  br and bui lding de pends o n 

communication a s packaging de sign i s a  bi g part of  t his. This f inding c onfirms t he 

assertion of  U nderwood, ( 2003) t hat pa ckaging i s a br and c ommunication ve hicle 

which first gives a product a name and then a place in the market place. 
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4.1.2 Informs purchase decisions 

It was evident in the data that packaging design really plays an informative role and 

Connelly et. al., (2011) notes that individual’s decision making processes are affected 

by t he i nformation t hey ha ve a vailable. A ll c reative a dvertising agency managers 

interviewed f or th is s tudy w ere v ery c lear th at pa ckaging de sign of fers pe rtinent 

information a bout the product w hich i nforms pur chase de cisions. T his i nformation 

could be  t he c omposition of  t he p roduct, t he benefits, de scription f or us e a nd t he 

purpose among others. This assertion is confirmed by Erdem and Swait (1998) who 

note t hat i nformation sent a s s ignals may go b eyond phys ical ( e.g. ingredients) and 

functional ( e.g. c leans a nd di sinfects) a ttributes, but  a lso t o pur ely pe rceptual, 

symbolic a ttributes ( e.g. l uxurious). T hese a re us eful pi eces of  information th at a re 

required by consumers to facilitate final buying decisions.  

One agency manager (AGM-2) explains that; 

You will normally find most of the time a lot of the information about 

the product on the packaging. For example how do you get to know the 

name of the product? You heard a product being advertised on T V or 

radio, if you walk to a supermarket and you are looking for the product 

on t he shelf, how  do y ou i dentify the pr oduct? I t's by the na me, s o 

obviously the packaging must have the name of the product. 

The a bove i llustration by A GM-2 unde rscores t he i nformative r ole of  pa ckaging 

design.  A s t he a gency manager q uoted a bove e xplains, e ven t he pr oduct na me i s 

available on the package, and that is the only way a prospect can refer to the product 

in t he s upermarket or  a t t he poi nt of pur chase. T his m akes pa ckaging de sign ve ry 

crucial. 
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Another creative advertising agency manager (AGM-1) makes the point as; 

…when t he pr oduct w as be ing pr oduced, yo u a s a  c ustomer you 

weren't there. How do you get to know the content? That information 

is normally stated on the packaging, so if a customer wants to know the 

content, he  will refer to t he p ackaging be cause t here m ay be  s ome 

items or some content that might not be good for your health. 

The point is that, prospects need to find out information about the content of a product 

or t he c omposition in order t o a scertain i ts s afety a nd be nefits. This is very c rucial 

when br anding food, medicine a nd other p roducts that are directly related t o he alth 

because the lack of information can lead to abuse or misapplication of these products.  

Nancarrow, et a l., ( 1998) a gree t o t he pe rtinent r ole o f pa ckaging de sign a s a 

communication tool. This finding also confirms the work of Fill and Jamieson, (2011) 

which describes packaging design as a  va lue added approach to product promotion.  

The informative role of packaging is also very important to marketing communication 

because according to Underwood and Ozanne (1998), Nilsson and Ostrom (2005) and 

Underwood ( 2003) pa ckaging de sign may i nclude i nformation t hat c ommunicates 

positive aesthetic, experiential, functional, symbolic and/or informational benefits of a 

product to consumers. 

4.1.3 Enhances ‘sellability’ 

It was also realised during the interviews with the advertising agency managers that, 

product packaging improves the chances of selling a product or its ‘sellability’. This is 

important b ecause t he goal of  m arketing c ommunication is t o s ell w hether a n idea, 

service or product. This makes the closing sale the core of marketing, and packaging 

can enhance the chances of a product being purchased. One agency manager (AGM-

2) hints that when packaging design is not effectively done, this can adversely affect 
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sales because t he f irst point of  contact be tween many prospects and products is the 

package. Following f rom this, once the packaging design i s not  e ffective, the entire 

marketing process is botched. 

Sometimes we as marketing communications consulting  firm can even 

approach a  client and advice that ok, we think your packaging i s no t 

the be st, i f it's done  t his w ay, you know , i t w ill enhance the, w hat 

marketers will say 'the sellability' of the product.   

The a bove s tatement c aptures ho w pa ckaging de sign c an i mprove or hi nder t he 

‘sellability’ of a product as the respondent puts it. In the view of Silayoi and Speece 

(2004), c onsumers e valuate pr oduct f eatures a nd ba sed on t his, c onsumers make 

cautious pur chase d ecisions t hrough t he support of  w ritten information on pr oduct 

packages. According t o t he s ignaling t heory, i nformation i s a n i ntegral pa rt of 

signaling because the signal is essentially the information and this information must 

be a ccurately de coded and a cted u pon by c onsumers ( Hertzendorf &  O vergaard, 

2001). In addition, packaging design can also push consumers over the edge to make 

final pur chase by s ending t he r ight m essage ( signal) w hich s atisfies t he ne eds a nd 

emotional desires of consumers. 

4.1.4 Keeps the product safe 

Another s ignificant r ole of  pa ckaging de sign a lthough l ess r eported w as t hat, 

packaging design keeps a product safe. This is more of a technical function because it 

goes beyond sheer creativity and visual appeal to technical innovation that is required 

to protect the product in transit until it reaches the consumer for use. However this can 

also be perceived as a si gnal since one of the focus of signaling theory is mainly the 

actions c onsciously taken by t he s ignaler t o c ommunicate pos itive, i mperceptible 

qualities (Connelly e t. a l., 2011). It is important to  n ote n onetheless, th at s ignal 
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‘observability’ is  im portant to  th e s ignaling th eory, in  that if  s ignalers a ctions a re 

highly im perceptible b y re ceivers, t hen it b ecomes d ifficult to  u se th em a s s ignals. 

Thus, t he u se of  qua lity pa ckaging materials c an ser ve as good si gnals o f saf ety t o 

consumers provided they have the necessary information to know that the packaging 

material is highly protective. AGM-3 illustrates this point with the following example: 

The packaging of OMO (a washing powder product) has gone through 

a lot of revolutions, it started with paper cutting in a box and overtime 

consumers started having problems with it because they (the package) 

get w et e asily. A nd t he w hole pr oduct w ill s poil a nd a ll t hat. T hey 

came out with these plastic rubbers or the ‘cellophane’ and those ones 

are water-proof. When you open it there is no way water can get into it 

unless maybe you deliberately put it in water. 

The i llustration above highlights the importance of packaging design as a  vehicle to  

transport and protect the product until it is finally used by the consumer. This finding 

also indicates that packaging design affects how consumers handle and use a product. 

Ksenia, ( 2013) e xplains t hat pa ckaging de sign a ffects t he c onsumer a t t he poi nt of  

sale and at the point of future handling and use of the product. Bone and Corey (2000) 

also a ssert that pa ckaging de cision i s i nfluenced by pr oduction a nd di stribution 

efficiency, p roduct co ntainment an d p rotection, co nsumer safety an d u se assi stance 

and a lso e nvironmental c onsiderations. T he f indings of  t he s tudy in t his r egard 

confirm that packaging design goes beyond the aesthetic appearance of the product to 

include technical considerations of safety and distribution efficiency. 

4.2 RQ2 - What are the Main Factors Considered by Advertising Agencies in 

Creating Effective Packaging Design? 

The second research question sought to investigate the main factors that contribute to 

creating effective packaging design. This research question was addressed through the 
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responses o btained f rom managers o f cr eative ad vertising ag encies d uring t he 

interviews. Some ke y t hemes e merged out  of  t he i nterviews w ith respondents and 

these are illustrated in table 4 below. 

Table 4. Important factors considered in packaging design 

S/N Factors of consideration  Frequency 

 Client –Agency collaboration 3 

 Originality and Innovation   3 

 Regulation  3 

 Targeting   3 

 

Table 4  a bove pr esents 4 m ain f actors i nvolved i n pa ckaging de sign t hat w ere 

identified during the interviews with creative advertising agency managers. The result 

shows t hat the four main f actors identified a re co mmon t o al l cr eative ag ency 

managers. A lthough d uring t he interviews, t he m anagers’ r eferred to t hese f actors 

with d ifferent w ords an d i llustration, essen tially al l ag ency managers ag reed t hat 

keeping a  cordial c lient-agency relationship, maintaining o riginality and innovation, 

adhering to industry regulations and proper targeting are important considerations for 

effective packaging design. 

4.2.1 Client-Agency collaboration  

It was found out that the creative advertising agencies maintain a cl ose relationship 

with t heir c lients or  t he bus inesses they w ork f or t hroughout t he pa ckaging de sign 

process and even af terwards. This i s because, as F ill and Jamieson, (2011) observe, 

organizations al ways t ry t o d evelop an d p resent m essages t hat ar e si gnificant t o 

identified c ustomer s egments by  unde rstanding t he audience's communication 
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environment a nd by t his i nfluence t hese a udiences’ a ttitudinal a nd be havioral 

responses.  

The process of understanding the customers communication environment requires that 

organisations r emain as  cl ose to t he cu stomer as p ossible. H owever, o rganisations 

without t he e xpertise a nd t ools f or c reating e ffective pr oduct pr omotion a ctivities 

must work with c reative advertising agencies t o cr eate ef fective packaging designs. 

Even f or m ajor b rands t hat c an afford t hese skills a nd expertise in house, i t i s 

important and more efficient to work with a third party (advertising agency) because 

agencies have the experience of working with many organisations, and they bring on 

board f resh and unbiased perspective that helps the packaging design process in the 

long r un. I n t he l ight o f t his, or ganisations a nd a dvertising a gencies ke ep a  c lose 

relationship. 

Advertising a gencies a nd t heir c lients al so k eep a cl ose r elationship b ecause t he 

finished pr oduct or  pa ckage i s a  p roduct of  c ollaboration a nd he nce a dvertising 

agencies and their clients remain together until the job is done. However the ultimate 

decision of  the f inal packaging design of  the product lies with the organisation that 

owns the product or the brand, AGM-1 explains; 

The owner of the brand determines the f inal decision. Designers only 

create what is acceptable because they know everything the owners of 

the brand know. Example sultana took about a year and half to create 

because t hey ke ep changing t he d esign f rom c olouring t o e ven the 

words you put on it to brand it. If it is jasmine rice, perfume rice etc we 

kept changing until it came to the market.    

It w ould be  r ealised f rom t he r esponse quot ed a bove t hat t he pa ckaging de sign 

process can drag on f or several months until a time that the brand owner is satisfied 

with the output. According to one agency manager (AGM-3), the back and forth can 
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cause d elays b ut cr eative a dvertising a gencies do not  s eem t o ha ve a  c hoice. 

Furthermore, some c lients would want to  push all limits until their wish is  g ranted, 

AGM-3 considered this as unbalanced relationship. According to AGM-3 

Agency bus iness a nd a gency r elationship with client so metimes 

appears to be slave and master relationship. Clients always want to feel 

good or want to feel superior. 

Meanwhile, brand owners cannot be blamed because in the view of Alervall and Saied 

(2013), packaging is perhaps the most important communication medium, compared 

to other communication mediums. This means that it is the most valuable asset of the 

brand owner at the point of sale, thus nothing can be left to chance in the packaging 

design process. 

4.2.2 Originality and innovation 

Packaging design is a complex process with a mix of aesthetic, symbolic, functional 

and emotional elements. The nature of the packaging design process requires that the 

idea o r t he final pr oduct i s or iginal a nd i nnovative in o rder t o c ompete f avourably 

with other products on the market.  

It w as r ealised f rom t he i nterviews t hat al l ag encies place h igh p remium on 

originality. Particularly, owing to the nature of their business as creative advertising 

agencies, they focus more on br inging out something new or original and innovative. 

One ag ency m anager stated that o riginality i s a c ulture that runs th rough th e 

organisation. AGM-3 remarked: 

We believe in originality, we have something in this agency that when 

we cr eate a  co ncept w e cr eate a future. S o i f y ou ar e c reating a 

concept, yo u a re a nticipating t hat you a re c reating a  f uture f or 

whichever brand that you are creating or helping build, it means your 

creativity must gravitate to us as originality. 
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In addition, originality and innovation are important factors for consideration because 

packaging i s a lso a  m eans by w hich pr oduct i nformation a nd br and c haracter i s 

communicated (Garber, et al., 2000) and every brand wants to be perceived as being 

original and innovative. In as much as there might be similar products and offers on 

the market, having a creative and innovative package design can be the one thing that 

sets a product apart from its competition (Nilsson & Ostrom, 2005). This desire to be 

original drives creative agencies to spend time brainstorming and trying out ideas in 

order to come out with a finished design that is outstanding. 

4.2.3 Regulation 

The cr eative ad vertising ag ency m anagers i nterviewed f or t his st udy also i ndicated 

that there i s a  l egal di mension t o w hat t hey d o. R egulatory a uthorities s uch a s t he 

Ghana Standards Authority (GSA) and the Food and Drugs Authority (FDA) require 

that certain standards are satisfied before food and drug related products come onto 

the market. Although it is the primary responsibility of the brand owner to ensure that 

all such requirements are met, the creative advertising agency managers indicated that 

they al so enquire f rom clients w hether t he necessary p ermissions h ave been so ught 

from the industry regulators before the product is released to come on to the market. 

This is even more crucial in the case of food and beverages which are required by law 

to have the approval label of the FDA. Thus, brand owners must first go t hrough the 

process b efore t he r equisite F DA r egistration n umber an d o fficial label can  b e 

incorporated in the artwork of the packaging design.  

The FDA and GSA have taken on s ome brands for making false promises with their 

labeling. I n t his r egard, a lthough t he a dvertising a gency m anagers c annot 

independently confirm the claims by t he brand owner, they (the agency) may advice 
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the client to seek the proper documentation because eventually when the brand owner 

is dr agged t o c ourt or  h ave ha d their goods  confiscated, it i s the br and ow ner t hat 

loses. Some brand owners have already gotten into trouble with the law. One manager 

(AGM-2) e xplains the dangers of  l aunching a  product w ithout t he ne cessary legal 

approval; 

If you a re not lucky and when they (FDA) test your product and what 

you ha ve w ritten on your  pr oduct don’t r eally t ally w ith t he c ontent, 

you ar e i n f or a f ight. Y ou can  see t hat t hese p harmaceutical 

manufacturing c ompanies a lways err a nd they f ind t hemselves i n 

trouble with the law and they confiscate their goods. 

The c reation of  pa ckaging de signs i s a lso bound by c opyright l aws. O ne A gency 

manager (AGM-3) remarked: 

If you steal anybody’s design it is intellectual theft, you have infringed 

on that person’s intellectual r ight or  hi s intellectual property and you 

can face the laws of Ghana with regards to breaching those laws. 

Although n o a gency manager ha s a greed t o ha ve be en s ued or  h ave s ued f or 

infringement on c opyright, it appears that the agency managers are careful not to get 

into t rouble w ith t he l aw, knowing t he huge  f inancial i mplication of  s uch of fences. 

This kind of  conflict may not  be  healthy, for any brand as Underwood and Ozanne 

(1998) obs erve, t hat pa ckaging i s a gr eat pr omotional t ool, a  mouth pi ece f or t he 

organisation and hence when something goes wrong the brand can be seriously hurt. 

Garber, et al., (2000) also shares this point of view and encourages product managers 

and a gency managers w ith t heir c reative t eam t o s trive h ard t o br eak t hrough t he 

clutter in the market place with creative packages that communicate positive aesthetic, 

experiential, functional messages about the brands they manage. 
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4.2.4 Targeting  

Another factor that was considered important by all agency managers was targeting. 

Targeting is a strategic function of packaging design which requires that the product 

is branded in a manner that is suitable for specific market segments (Klooster, 2008). 

Target is important in packaging design because ultimately, the product is meant for a 

specific customer segment and it must be presented to such prospects in a manner that 

they can easily identify with. One agency manager (AGM-2) succinctly captures the 

significance of targeting in packaging design in the following statement: “when you 

are making brands, you consider all the kind of people you want to target, the market, 

price, the look of the product”. This implies that the target of the product determines 

the l ook an d ev en t he materials that w ould b e u sed f or t he p ackage b ecause these 

affect the pricing of the product.  

Another c reative advertising agency manager (AGM-1) describes t he importance of  

packaging design as follows: 

The m arket i s a  v ery b ig p lace b ut i t can b ecome v ery sm all at the 

same t ime de pending o n t he t arget gr oup. W e ha ve m arket f or v ery 

refined people; market for the medium people, market for the pocket, 

and market for l ifestyle. People associate themselves with brands not  

because it is more expensive or cheaper but because it represents them. 

The s tatement pr ovided a bove indicates t hat targeting m akes t he pa ckaging de sign 

process more definite and purposeful. This kind of focus is as important to preparing a 

packaging design as it is to overall marketing efforts. Once the picture of the end user 

of the product is clear it is easy to design the packaging design bearing in mind the 

colour, il lustration a nd p roduct c haracteristics th at c an a ttract such co nsumers. 

Chandhury (2014), further explains that packaging design should be targeted in order 

for it to f irst c apture attention s ince c onsumers s pend v ery little tim e d eciding a nd 
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choosing a  product. In view of  t his, t he f irst step of  t he A IDA model which i s 

attention getting is evident from the responses of the agency managers as a st rategy 

advertising agencies e mploy i n t heir execution of  pa ckaging a s a c ommunication 

device. Again, competition is ever increasing in today's world market and it is crucial 

to effectively promote products through targeted packaging designs. 

Agency managers r ely on t he br ief gi ving by c lients t o i magine t he t arget f or a  

particular pr oduct. S ometimes, i t m ight a lso t ake s ubsequent m eetings be tween t he 

brand owner and the agency to clearly define the target when uncertain. 

AGM-2 explains that: 

The client sometimes will give you a brief, a brief that talks about what 

he expects at the end of the day, so that brief informs the way we think, 

the way we creatively think. So, once the client is able to give you a  

brief, i t directs the way you should go about i t, it makes your work a 

bit easier. 

However i n so me cases cl ients ar e not very cl ear about t heir p roduct specifications 

and m ust b e gui ded t o c ome up with t he a ppropriate target f or t he product. S ome 

established brands however have what AGM-3 refers to as the ‘brand key’. The brand 

key specifies all the technicalities of the brand in terms of its colours, illustrations and 

values. The brand key l iterally opens up t he brand to the creative agency and he lps 

them to interpret the br ief in l ine with the overall culture of  the brand. Underwood, 

(2003) a nd D obson a nd Y adav ( 2012) a ssert t hat t his focus on t argeting w ith 

packaging design helps also to define and communicate the personality of the brand 

through multiple structural and visual elements and through distinctive designs and on 

pack c ommunication pr oviding r ich br and a ssociations. T his i ncludes; t exts/fonts, 

shapes, graphic design, size, colors, i llustrations, construction, layout, texture, brand 

logo and package materials. 
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4.3 RQ3 - What are the Perspectives of Agency Managers on Packaging Design? 

The third and f inal research question investigated agency managers’ perspectives of 

packaging design. T his r esearch question w as addressed t hrough t he r esponses 

obtained from the advertising ag ency managers. Three t hemes e merged f rom t he 

responses. These themes run through all three interviews and reflect the highlights of 

perceptions held by creative advertising agency managers about packaging design.   

The themes identified are presented in table 5.  

Table 5. Thematic categorisation of the perspective of agency managers on packaging design 

S/N Factors of consideration  Frequency 

 Effective packaging is attractive and 
instructive 

3 

 A good brief is a great relief   3 

 Brand owner makes the final decision 3 

 Brand illusion  2 

 

Table 5 shows four themes that emerged from the interviews with creative advertising 

agency managers. The themes are accompanied by a frequency distribution indicating 

how o ften each  t heme em erged i n t he sep arate i nterviews. I t w ould b e o bserved 

however that all three themes run through all three interviews except ‘brand illusion’.  

4.3.1 Effective packaging design is attractive and instructive 

Packaging design serves many purposes as has been a lready explained in this s tudy 

under r esearch que stion one . F rom t he p erspective o f ag ency m anagers, ef fective 

packaging is a ttractive and i nstructive. A ttractive pa ckaging de sign do es not  on ly 

imply that the packaging design has a high aesthetic appeal but also that it appeals to 

consumers on t he e motional l evel. Based on t his da ta, i t i s e vident t hat, a rousal of  
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interest, which i s the second st age of the AIDA model i s also a  key part o f agency 

managers’ strategy. As the AIDA model proposes, it is important in a series of actions 

to gain the interest of the prospect once you get their attention in order for the other 

stages to follow. 

Packaging design must also be instructive from agency managers’ perspectives. This 

means t hat, t he pa ckaging de sign must be  i nformative. P rospects should be  a ble to 

read a nd ge t s ome ba sic i nformation s uch a s t he da te of  pr oduction a nd e xpiry, 

storage, c omposition a nd c ompany i nformation on t he p ackage de sign. A n a gency 

manager (AGM-3) explains that: 

The importance of packaging is under-scored by the fact that i t needs 

to be very a ttractive. A part f rom t he a ttraction of  a  pa ckaging, w e 

believe and ensure that our packaging is also instructive. Instructive in 

regards to literature and the content that we are selling to whoever the 

consumer is. 

Furthermore, AGM-1 adds that: 

Customers’ want to know the content (of a product), because there may 

be some items or some content that might not be good for your health. 

So, how  do  you know  that t his pr oduct i s good f or me or  not ? T he 

content of  t he pr oduct is good f or m e or  not , you c an t ell f rom t he 

packaging. 

This s tatement i llustrates t he i nstructive c omponent of  pa ckaging design w hich 

requires t hat t he pr oduct pa ckage de sign ba res e nough i nformation t o s atisfy 

consumers a bout t he c ontent of  t he pr oduct. The e fficient c ombination of  a ttractive 

and instructive elements of packaging design increases the appeal of the product.  

This is significant because as one advertising agency manager (AGM-1) puts it; 

Every market and the kind of package or packaging that appeals to it. 

Because if you a re selling a product that is meant for kids you s hould 
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be careful the kind of  packaging you do. I f you a re selling a  product 

that ap peals t o t he el ite, l et’s say  t he u pper cl ass, v ery ed ucated 

discerning people, the packaging is totally different... 

This s tatement a bove a lso s hows t hat t he na ture of  t he a ttractive a nd i nstructive 

elements of  a  pr oduct pa ckage m ay va ry de pending on t he market s egment t hat i s 

targeted. T his finding is c onsistent with t he w ork of  R undh, ( 2005) w ho e xplained 

that ag ency managers ex pect t o h ave a co mpetitive ad vantage t hrough ef ficient 

packaging design. Efficient packaging design appeals to consumers, it strengthens the 

product’s p osition i n the market p lace and i t i s a lso a f orm o f ex ternal relations 

(Ampuero &  V ila 200 6). L eading f rom t his, i t is e vident t hat a dvertising agency 

managers and brand owners use packaging to create desire for their brands which is 

the th ird s tage of the AIDA model to move the consumer to the last s tage which is 

action and in this case, purchase.  

4.3.2 A good brief is a great relief  

Packaging design i s a  co mplex p rocess w hich r equires t hat m any e lements ar e 

considered; t he ope rating e nvironment, r egulation, t he p roduct to  b e s old, ta rget 

consumers, distribution channel and the brand that owns the product among others. In 

spite of its complexity, packaging is a key element of the marketing mix, and as such 

one of the key marketing levers that firms can control (Dobson & Yadav, 2012). The 

complexity of  pa ckaging de sign r equires clarity a t e very s tage of  t he pr ocess, 

especially at the beginning when the brand owners contact a creative agency for their 

services. 

All (n=3) agency managers indicated that because of the many elements involved in 

the pa ckaging de sign pr ocess, pr oper doc umentation i s ne cessary. O wing t o t his, a  

good f irst s tep i s t o r equest a  br ief f rom t he br and ow ners. T he br ief is a  c oncise 
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description of t he e xpectations of  t he br and o wner r egarding t he f inished p ackage 

design. This includes the target for the product, the purpose of the product and other 

essential information that can enhance the agency’s understanding of the task at hand. 

One agency manager (AGM-3) explained: 

It a ll s tarts with the b rief, it is  very important. Sometimes a lso when 

the briefs are also not  correct from the client they do not  give proper 

instructions. We c an ge t a  br ief f rom s omebody by w ay o f a  ve rbal 

briefing and you i nsist on a written brief and they go r ound in circles 

and you never get it. But you need to insist that they write you a  brief 

so that you can always refer to it 

In the above statement, AGM-3 explains the importance of receiving a brief from the 

client but also hints that, briefs might not always be as good as expected or might not 

be received at all. This means that in some occasions the creative advertising agencies 

have to try harder at understanding the client's needs because briefs are not available. 

It w as a lso r ealised that be yond pr oviding a  br ief f or t he assignment, so me cl ients 

even have what is called the brand book. AGM-2 remarks: 

…another important thing is to consider referring to the client’s brand 

book if there is one because the proper clients have got a brand book 

and it is their bible that you refer to or their encyclopedia. 

Notwithstanding t he importance of t he br and book, onl y one  a gency m anager 

mentioned t hat hi s a gency w orked f or a n or ganisation t hat ha d a  br and book. T his 

means that many organisations do n ot have this important document and even worse 

than that, some organisations depend entirely on t he advertising agency to i nterpret 

their brand and design their product package.  

The s eeming a pathy on  t he pa rt of  br and owners i s p roblematic be cause, Bone a nd 

Corey (2000) opine that packaging design decisions affect production and distribution 
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efficiency, p roduct containment and protection, consumer safety and use assistance, 

and en vironmental co nsiderations, as w ell as marketing co mmunications. T hus, 

packaging design i s too i mportant t o be  l eft almost en tirely for cr eative advertising 

agencies t o do gue ss w ork. K otler and A rmstrong ( 2012) a lso s upport t his pos ition 

and explain that an organisation must effectively blend each marketing mix tool into a 

comprehensive i ntegrated marketing pr ogram t hat co mmunicates an d d elivers t he 

intended value to chosen customers. In light of this, packaging design as a part of the 

marketing m ix must be  unde r t he direct c ontrol of  t he br and ow ners although they 

may r equire ex pert as sistance f rom cr eative ag encies to pr oduce a nd e xecute their 

campaigns. 

4.3.3 The brand owner makes the final decision 

The creative agency managers stated on many occasions that they have some clients 

who are clueless about their own brands and depend entirely on t he expertise of the 

creative a dvertising a gency. I n s pite of  t his, a ll t he a gency managers c onsider t he 

brand owner or client as the one to make the final decision on packaging design. This 

shows that from the agency's perspective, the client is always the ‘boss’ regardless of 

the level of knowledge the client has about packaging and branding. AGM-1 explains 

that: 

Because they (clients) are close to the end user of the product, they go 

to the market, make market research. We rely on the information from 

them on how to go about designing the product. When it comes to the 

look, the colours, font, the kind of words you put on t he package, all 

these t hings you r ely o n t hem be cause t hey k now w hat t he m arket 

wants or needs at that particular time.  The information you give us is 

what we put on our product. 
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The response of AGM-1 highlights the crucial aspects of packaging and the need for 

packaging design t o be  ba cked by market r esearch. F rom t his s tandpoint, t he 

advertising agencies ap pear t o b e very k nowledgeable in w hat makes an  ef fective 

packaging design, but same cannot be said for all brand owners although the ultimate 

decision of which design finally ends up on t he market lies with the brand owner or 

client. However, Reti and Brewer (2000) assert that packaging design and advertising 

are a great source of product information for consumers who are the ultimate targets 

of brand owners and hence the final decision of which packaging design to use should 

rest with brand owners. This finding is also congruent with Young, (2008) who states 

that packaging is one of the promotional tools at the disposal of brand owners because 

at the point of sale, packaging becomes the most important element and at tracts the 

consumer to make a  final purchase. Young, (2008) adds that packaging design may 

influence c onsumers b y i mproving vi sibility a nd s helf i mpact, of fering gr eater 

functionality and also by improving the perception of the brand image.  

4.3.4 Brand illusion  

Advertising ag ency m anagers co me ag ainst so me ch allenges t hat l ead ei ther t o 

misconstruing the brand which then affects the effectiveness of the packaging design 

or the final product. This situation occurs because some brand owners may understand 

the pr oduct t hey w ant t o s ell m ay be  una ble t o e xpress t he pr oduct i nformation 

intelligibly to their creative agencies. There are some brand managers who do not also 

appreciate t he n uances o f ef fective p ackaging d esign a s m uch as t he cr eative 

advertising agencies do. This is not a rare occurrence as AGM-3 explains: 

In a si tuation where a cl ient has no clue of what he wants, in fact he 

doesn't even understand the importance or need for a good packaging, 

then a s a c onsultant, o r a s a  m arketing communications c onsulting 

firm, you pu t your ideas together, you study the nature of the product, 
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and you c onsider its c lientele be cause i t's not  every pa ckaging t hat 

appeal to e very m arket. E very m arket and t he ki nd of  p ackage o r 

packaging that appeal to it.   

As AGM-3 explains, the expertise of the creative advertising agency is necessary in 

ensuring that c lients who do not  a lready know which packaging design would suite 

their product are helped to make the right decision. However, there are also occasions 

where t he c reative ag ency m ight h ave i ts d esign r eviewed or r ejected by t he cl ient 

because it does not suit the brand specifications. Creative advertising agencies avoid 

this o ccurrences as  m uch as p ossible b y su bjecting t heir w ork t o s everal i nternal 

reviews before submitting to the client and also by pr esenting more than one design 

for the client to select the preferred one for final design decisions.  

AGM-2 remarked; 

We do l ots of  r eviews. S ometimes w e j ust d o not  w ant t o do on e 

review. W e do a bout three r eviews be fore t he j ob is p assed a nd 

sometimes i t even comes with some doubts that we did not  review i t 

enough. 

This sh ows t hat f rom the ad vertising ag ency managers’ p erspective, t here i s t he 

possibility of not  m eeting c lients’ e xpectations a nd h ence pr ecautionary s teps a re 

taken t o avoid t his f rom oc curring. T his a lso indicates the i mportant a nd c omplex 

nature of packaging design. 

The f indings of  t he s tudy i n t his r egard c onfirm t he a ssertion of  J inkarn a nd 

Suwannaporn, ( 2014) that a rriving a t a n e ffective pa ckage de sign i s a  s trenuous 

exercise. Jinkarn and Suwannaporn, (2014) add that the packaging design process is 

worth t he effort be cause pr oduct o r br and m anagers c an take a dvantage of  t his to 

maximize t he f unctionality of  t heir pa ckaging de sign be cause t he packaging of 

consumer goods have become very critical for driving marketing efforts. Nonetheless, 
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the pos sibility of  br and i llusion c annot be  ove rruled in pa ckaging de sign be cause 

studies (Underwood & Klein, 2002; Underwood, 2003) have gone further to posit that 

packaging a nd pa ckaging de sign are m arketing c ommunication tools which al so 

constitute brand creation. This means that, at the time of packaging design, the brand 

is still being created and is hence susceptible to misinterpretation.  
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CHAPTER FIVE 

SUMMARY OF FINDINGS, CONCLUSIONS AND 

RECOMMENDATIONS 

5.0 Introduction  

This ch apter p resents the summary of  a ll m ajor f indings of  t he s tudy a nd t he 

conclusion based on t he f indings of  the s tudy. I t a lso includes the l imitations of  the 

study and recommendations that arise out of the study 

5.1 Summary 

The pur pose of  t he s tudy w as t o e xplore t he perspectives of  a dvertising managers 

about packaging design in the marketing mix. The study specifically investigated the 

roles of packaging design in the marketing mix, the main considerations for effective 

package design and the perspectives of agency managers about packaging design. In-

depth i nterviews w ere u sed t o el icit r esponses f rom t he t hree p urposively sam pled 

advertising agency managers in Accra. The data obtained through the interviews were 

transcribed and the thematic analysis technique was used for the analysis. 

5.2 Main findings 

Three r esearch que stions unde rpinned t his s tudy. T hese que stions bor dered on t he 

roles of  packaging design in the marketing mix, the factors considered in designing 

effective pa ckaging de sign, a nd t he pe rspectives of  a dvertising a gency managers 

about packaging design. 

It was found out that, packaging design is highly esteemed in the creative advertising 

industry owing to i ts strategic and functional benefits. Advertising agency managers 

recognised packaging d esign a s pa rt of  br anding a nd he nce a  w ay o f gi ving t he 
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product a  name a nd pl ace on t he m arket. P ackaging de sign w as a lso f ound t o be  a  

source of information to consumers during the purchasing decision process.  

In a ddition pa ckaging de sign i ncreases t he pr oduct’s c hances o f selling ( i.e. 

sellability). It a lso keeps the product safe dur ing t ransfer from the producer through 

the distribution channels to the final consumer. 

With r egard t o t he f actors considered in c reating e ffective packaging design, i t was 

found that keeping a cordial client-agency relationship is essential. It was also found 

that m aintaining or iginality a nd i nnovation i s ne cessary i n c reating e ffective 

packaging design. O ther e qually important c onsiderations in  c reating e ffective 

packaging designs were industry regulations and proper targeting. 

Agency managers sh ared sev eral p erspectives o n p ackaging d esign. H owever, 

essentially, they al l i ndicated t hat ef fective p ackaging design i s instructive a nd 

informative. Furthermore, although it was realised that brand owners may not always 

be on t op of  i ssues w hen i t c omes t o packaging design, a gency managers 

acknowledge brand owners as the ones to make the f inal decision when i t comes to 

the final packaging design. Again, from the perspective of agency managers, having a 

good br ief f rom a  c lient i s an important f irst s tep because it improves t he agency’s 

understanding of the task at hand.  

Last but not least, there was also an issue of brand illusion which is the tendency to 

misinterpret t he b rand or t he i nability t o c learly e xpress the br and m essage in a  

manner e asily di scernible by a dvertising a gencies. B rand i llusion us ually c omes up  

when the c lient doe s n ot f ully unde rstand hi s ow n pr oduct i n r elation t o the target 

market that his/her brands needs to appeal to. 
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5.3 Conclusions  

Based on the findings of the study, the following conclusions are drawn: 

Firstly, packaging design i s an indispensable promotional activity: th is confirms the 

work of Underwood and Klein (2002) and Kotler, et al. (1999). 

Also, de spite pl aying m any i mportant r oles, b roadly, pa ckaging de sign s erves t wo 

categorical purposes; s trategic p urpose an d t echnical p urpose. P ackaging de sign i s 

only e ffective w hen i t s erves t hese br oad pur poses. T hat not withstanding, s everal 

other roles can be  a llocated to pa ckaging de sign de pending on t he nature of  t he 

product in question and the marketing strategy of the manufacturer. 

Advertising a gency managers e ssentially ha ve a  good a ppreciation of pa ckaging 

design perhaps much more than some brand owners do, but  this does not necessarily 

undermine t he pos ition of t he br and ow ner a s t he one  t o make t he f inal de cision 

regarding which packaging design is most suitable for his/her a product.  

The pa ckaging de sign p rocess is a lso c omplex with m any elements r equiring close 

collaboration a nd c oncerted efforts f rom bot h br and ow ners a nd t he a dvertising 

agency in order to create an effective packaging design. This confirms the assertion of 

Jinkarn and Suwannaporn (2014) that arriving at an effective package design can be a 

strenuous exercise. 

5.4 Limitations  

The major l imitation to t his s tudy w as ga ining a ccess to t he a dvertising agency 

managers. Gate keepers were very instrumental in gaining access, however due to the 

position and work responsibilities of the agency managers some rescheduled several 

times till they finally granted the interview. Time and financial constraints were also 

critical issues for this study, thus limiting the sample size to three advertising agency 
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managers all located in Accra. 

5.5 Suggestions for Future Studies 

Future studies m ay consider e xtending t he s ample s ize a nd de mographic 

representation of  the sample in order to have a more broader pe rspective of  agency 

managers a bout pa ckaging de sign. Also, i n the f uture, a  m ultiple case study de sign 

may be used to investigate packaging design into much detail by including other staff 

of creative a dvertising a gencies in t he study. Further, f uture r esearchers may al so 

consider e xploring t he pe rspective of  br and ow ners a nd pr oduct managers on  

packaging design. 

5.6 Recommendations 

Based on t he di scussions a nd c onclusions of  t he s tudy, the f ollowing 

recommendations a re made t o he lp i mprove pa ckaging de sign in the G hanaian 

market. 

In the first place, brand owners must always endeavour to include packaging issues in 

their market r esearch e fforts about their p roducts i n o rder to provide good br iefs to 

better gui de t he a gencies t hey e ngage t o create t he m ost effectiveness p ackaging 

solution. 

Furthermore, brand owners and their agencies must include end users throughout their 

packaging d esign pr ocesses be cause t heir c ollaboration i s ve ry i mportant f or t he 

creation of effective packaging design as they are the final users of the package.  

Again, b rand o wners a nd cr eative agencies m ust ex plore other strategic r oles t hat 

packaging d esign c an p lay i n t heir marketing e fforts a nd ha rness them t o c reate a 

more competitive market positioning.   
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APPENDIX 

INTERVIEW GUIDE 

PACKAGING DESIGN IN THE MARKETING MIX: PERSPECTIVES OF 

ADVERTISING AGENCY MANAGERS 

1. How important is packaging design from the agency perspective? 

2. What are agencies contributions to packaging design? 

3. What are your main considerations in designing a package for a product? 

4. Ideally, what makes a packaging design effective? 

5. Who makes the final decisions in the product packaging process? 

6. Please describe to me the processes undergone in your agency to arrive at 

a final package design? 

7. What can go wrong in the packaging design process? 

8. What i s t he na ture of  your  r elationship w ith pr oduct/brand m anagers 

(clients) with respect to packaging design? 

9. Are t here a ny l aws/rules gui ding pa ckaging de sign i n G hana? W hat a re 

they? 

10. What are some of the precautionary measures your agency takes to ensure 

effective packaging design? 

University of Education, Winneba http://ir.uew.edu.ghUniversity of Education,Winneba http://ir.uew.edu.gh


	DECLARATION
	  ACKNOWLEDGEMENTS
	DEDICATION
	TABLE OF CONTENTS
	LIST OF TABLES
	LIST OF FIGURES
	ABSTRACT
	CHAPTER ONE
	INTRODUCTION
	1.0 Background
	1.1 Background to the Study
	1.2 Statement of the Problem
	1.3 Objectives
	1.4 Research Questions
	1.5 Significance of the Study
	1.6 Scope or Delimitation

	CHAPTER TWO
	LITERATURE REVIEW
	2.0 Introduction
	2.1 A Brief History of Packaging
	2.2 Packaging as an Element of Marketing Communications
	2.3 Functions and Roles of Packaging
	Table 1. Theoretical framework of packaging as a marketing tool

	2.4 Packaging and Branding
	2.5 Packaging and the Marketing Mix
	2.6 Packaging, Promotion and Advertising
	2.7 Managerial Perspective on Packaging
	2.8 Summary

	CHAPTER THREE
	METHODOLOGY
	3.0 Introduction
	3.1 Research Approach
	3.2 Research design
	3.3 Population
	3.4 Sampling Technique and Size
	3.5 Data Collection
	3.6 Data Analysis
	3.7 Theoretical Framework
	3.8 Signaling Theory
	3.8.1 Packaging as signaling
	3.9 AIDA model

	CHAPTER FOUR
	FINDINGS AND DISCUSSIONS
	4.0 Introduction
	Table 2. Alpha-numeric codes

	4.1 RQ1 - What are the Roles of Packaging Design in the Marketing Mix?
	Table 3. Packaging design as an intricate part of marketing.

	4.1.1 Product branding
	4.1.2 Informs purchase decisions
	4.1.3 Enhances ‘sellability’
	4.1.4 Keeps the product safe
	4.2 RQ2 - What are the Main Factors Considered by Advertising Agencies in Creating Effective Packaging Design?
	Table 4. Important factors considered in packaging design

	4.2.1 Client-Agency collaboration
	4.2.2 Originality and innovation
	4.2.3 Regulation
	4.2.4 Targeting
	4.3 RQ3 - What are the Perspectives of Agency Managers on Packaging Design?
	Table 5. Thematic categorisation of the perspective of agency managers on packaging design

	4.3.1 Effective packaging design is attractive and instructive
	4.3.2 A good brief is a great relief
	4.3.3 The brand owner makes the final decision
	4.3.4 Brand illusion

	CHAPTER FIVE
	SUMMARY OF FINDINGS, CONCLUSIONS AND RECOMMENDATIONS
	5.0 Introduction
	5.1 Summary
	5.2 Main findings
	5.3 Conclusions
	5.4 Limitations
	5.5 Suggestions for Future Studies
	5.6 Recommendations

	REFERENCES
	APPENDIX
	INTERVIEW GUIDE
	PACKAGING DESIGN IN THE MARKETING MIX: PERSPECTIVES OF ADVERTISING AGENCY MANAGERS




