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ABSTRACT

The exact nature of the point of sale can vary considerably, from huge hypermarkets
to roadside stalls and cafes. At each of these, the consumer is faced with a dizzy array
of products to choose from. In all of these instances, packaging can provide the trigger

for differentiating the product and hence to purchase it.

In the Fast Moving Consumer Goods industry, almost 70% of the purchase decision
are taken at the point of sale. Effective packaging at the point of sale can render huge
opportunities for a company, as this can allow the product to stand out against

competitors, evoking emotions from the consumer to purchase their product.

Unilever is the second largest consumer goods company in the world. Predominate
product categories include the food and home care businesses. In South Africa they
dominate the laundry market with well-known brands such as OMO, Skip, Sunlight,
Surf etc. As part of their growth strategy, much focus is placed on harmonisation of
product and packaging development. Apart from aligning product formulations, this
strategy also includes aligning pack designs. It is therefore critical that before any
decision is made on changing pack designs to conform to global standards, that an in-
depth study be undertaken in order to assess how changes in packaging elements
affect the South African consumer. It is also important that all involved in the local
packaging value chain, ie artwork agencies, packaging suppliers, company brand

development members, are in tune with what the local consumers want.

The objective of this research is to establish which (combination of) packaging
elements (ie colour, shape, materials and design) in laundry products are most
effective in influencing consumers purchasing decision. The study focussed
specifically on Surf LSM 7-8 consumers in Durban.

The research further looked at which packaging elements associated with the Surf
brand influence purchase decision as perceived by members of the packaging value
chain (artwork agencies, packaging suppliers and company’s brand development) and

compared this to findings in the consumer segment. This was done to evaluate how



effective the packaging value chain is in delivering an effective package to the target

consumer.

The research was carried out as follows:

1. A literature review to gather knowledge about packaging elements and its
communicating capability of messages in order to identify which elements have
these capabilities.

2. A quantitative study to gain insight into which attributes of packaging elements
are most effective in communicating specific product attributes associated with
the Surf platform.

3. A semi-quantitative study to gain insight into which attributes of packaging

elements are effective in influencing a consumers purchasing decision

It was found that respondents from brand development had a good understanding of
Surf consumers’ current image of the brand. Artwork agencies and packaging
suppliers need to become more involved with consumer research and immersions in
order to bridge the gap in better understanding what the brand stands for.

The colour blue still remains the main visual cue linked to the Surf brand. There could
be an opportunity for the colour red to be used effectively in order to depict
brightness. There is also a possibility that flexible packaging would be more
appealing provided that opening/closing could be improved.

Holographic designs should definitely be incorporated onto a Surf pack.
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1. INTRODUCTION

Over the years, a growing number of marketing communicators have come to
appreciate the crucial role that the product package has to offer. Traditionally used on
a purely functional level such as economy, protection and storage, the role and
function of packaging has evolved to become a vital element in the marketing
communications mix.

Therefore, packaging has come to be defined as the art or science of utilising the

package as a marketing tool (Danger, E.P; Selecting Colour for Packaging; p3).

Packaging - the Silent Salesman.

There are a number of reasons for this changing role, with two of the most important

highlighted below:

e The increase of the self-service emphasis in many stores

e The fact that more and more purchase decisions are being made at the actual point
of purchase(Belch et al; Introduction to Advertising and Promotion Management;
pg33)

In fact, it is the importance of the latter point, which has brought about marketers to

describe packaging as the "silent salesperson”.

With as many as two thirds of all supermarket purchases being unplanned and made

in the store, marketers have recognized that the package is often the consumer’s first

exposure to the product and has to make a favorable first impression.

In the Fast Moving Consumer Goods (FMCG) industry the average consumer is

bombarded by over 4000 brand messages, therefore it is important for the package to

attract and hold the consumer’s attention for the duration of the purchase time.

In essence, the package as a whole, both in its physical structure and graphic

appearance, plays an extremely important role in the life of the brand. It is critical,

certainly for major brands that the company’s brand development team, design

agencies and packaging suppliers understand consumer thinking on both the

functionality and communications values of the brand pack.
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The design and graphic elements of a brand’s package have the same benefits towards
the brand as what advertising has. Like advertising, a brand’s package is often

inseparable from the brand’s identity in the mind of the consumer.

While there are many brands for which the pack offers minimal, if any, in-use
functionality, all packs have communications and image values associated with the

brand. These can be assessed through market research methods.

The following dissertation will outline a study which was undertaken in order to
investigate which (combination of) attributes of packaging elements (ie colour, shape,
materials and design) in laundry products are most effective in influencing consumers
purchasing decision. The study will focus on Unilever South Africa’s laundry brand,
Surf.

The research was carried out as follows:

1. A literature review to gather knowledge about packaging elements and its
communicating capability of messages in order to identify which elements have
these capabilities.

2. A quantitative study to gain insight into which attributes of packaging elements
are most effective in communicating specific product attributes associated with
the Surf platform.

3. A semi-quantitative study to gain insight into which attributes of packaging

elements are effective in influencing a consumers purchasing decision

The paper will further look at which packaging elements associated with the Surf
brand influence purchase decision as perceived by members of the packaging value
chain and compare this to findings in the consumer segment. The aim of this is to
evaluate how effective the packaging value chain is in delivering an effective package

to the target Surf consumer.
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1.1 History Of Unilever

In order to establish the rationale behind this research it is important to understand the
company’s history and to link the study to the company’s strategy. Therefore, the
following section briefly describes Unilever as a business and its current strategy.

e Unilever - The Multi-National Corporation

Unilever is a multi-national corporation, operating in categories from food to
homecare products. They are the leaders in 20 of the major product categories
(www.unilever.com)

In the global laundry category, Unilever is in strong and fierce competition with the
likes of Reckitts and Benkiser, Henkel and more importantly Procter and Gamble.

In South Africa, they dominate the laundry market with power brands such as OMO
Surf, Skip. While being ‘'market leader’ may sound like the ideal position for the
company, this does not imply that they can afford to be complacent. Market
leadership presents its own challenges and risks. Therefore, the leader needs to be
continuously innovating, to expand and defending its market share against
challengers.

Unilever’s success in sustaining market leadership in this sector is based on high
brand equity and more importantly a culture of continuous innovation in all aspects of
brand development.

e Path to Growth Strategy

Their current global "Path to Growth" Strategy detailing the six strategic thrusts is

visually depicted in Figure 1 (www.unilever.com): -

1,
ik 8

reconnect anterprise
_ with consumers culture

simplify

ploneer world-class
new channels  supply chain

Figure 1.1: Unilever’s Current Path to Growth strategy
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Key to this study are the following aspects: -

Reconnecting with the consumer

This entails deepening their current knowledge of consumers’ habits and attitudes
through extensive market research, in order to adapt brands to the changing
consumers.

e
. -

M Brand Focus
The aim of this strategic thrust is to focus innovation and resource on leading brands

in an attempt to reduce number of brands to approximately 400.

From the above, it is clear that at the heart of Unilever's global growth strategy lies
the consumer. Each of the strategic thrusts indirectly or directly involves what the
consumer wants and how to meet their needs. Since the implementation of the
strategy, Unilever has undertaken in depth market research in all areas of
development in order to understand these changing needs.

Operating in an ever-changing FMCG industry, it is important to Unilever that their
products stand out as the number ONE consumer's choice in this competitive

environment,

1.2. Background and Problem Statement

The implications for Unilever in implementing their current strategy is that a
considerable amount of in-depth consumer market research has to be conducted in
each of their operating countries before any drastic changes are done on their brands,
specific to this study, to their packaging.

In the FMCG industry, almost 70% of the purchase decision are taken at the point of
sale (POS). Product choices are therefore heavily influenced by what is seen, which is
primarily the package. It is for this reason that marketers should focus a lot of
attention and appreciate the crucial role of packaging and its features such as package

shape/size, design, colour and the actual physical material.
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This is most critical in the laundry sector, where being the market leader necessitates
huge investments into continuous innovation and research in both product and
packaging development.

In order to understand how packaging influences the purchasing decision, it is
necessary for marketers at Unilever to gain a deeper, fundamental understanding of

the impact of these elements of packaging on the consumer’s choice.

In addition, it is imperative that all those involved in executing the package (design
agencies and packaging suppliers), also understands the impact of these elements on

the target consumer.

1.3. Research Objectives

The research examines different packaging elements of the Surf laundry product. This

will be accomplished through the following phases: -

e A literature review to gather knowledge about
(a) The influence of packaging at the point of purchase
(b) Packaging elements and its communicating capability of messages in order to
identify which elements have these capabilities.

e A quantitative study to gain insight into which attributes of the packaging
elements are most effective in communicating specific product attributes
associated with the Surf platform.

e A semi-quantitative study to gain insight into which attributes of packaging
elements are effective in influencing a Surf’s consumer’s purchasing decision as
perceived by the company’s packaging value chain and Surf consumers.

e To make a small contribution in the provision of insights/learnings in the laundry

sector of the business regarding pack design and execution.

1.4. Importance/Benefits Of The Study

Against the backdrop of Unilevers current strategy, the study has the following
benefits: -

14



e The possibility of taking key learnings from other sectors of the business, other
industries

e Gaining a fundamental knowledge as to how each packaging element drives a
consumer to purchase the product

e Is the packaging value chain in tune with what the target consumer wants

The research will also assist us to
e Determine whether those involved externally in our package design require further

knowledge and understanding of our consumer

Currently, Unilever can boast huge consumer loyalty of their laundry brands in South
Africa. However, with a rapidly changing business and economic environment,
consumers’ attitudes and lifestyles are constantly changing. Brands, which have for
years maintained for example the same colours and graphics, have to look at other

ways of revitalising their look.

This research has the potential to define exactly the significant role played by the
package elements in sustaining communication values for long-existing laundry
brands. This is critical as making decisions on changing current pack design or
graphics or introducing a new brand pack based on only aesthetic judgement or

simple cost considerations can result in very negative consequence of the brand.

1.5. Scope Of The Study

Overall the study focussed specifically on the laundry sector of the business in South
Africa, with samples selected specifically in the local Durban area. The rest of the

scope of this study was confined to two areas: -

a. Laundry Platforms
Currently, Unilever structures their laundry brands into four segments each positioned

at different target markets.
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e The Top Clean platform which offers the consumer unbeatable stain removal, s
targeted predominately toward LSM 5-6. In South Africa, OMO is the brand that
is linked to these credentials.

e The Looks Great platform offers colour maintenance claims. Surf is synonymous
with these claims.

e Skip serves on the Technology Leader platform and is targeted at LSM 7-8

consumers.

Only the Surf LSM 7-8 consumers will be considered in this study.

b. Packaging Elements

There are numerous aspects to a package that can be investigated, however the study
will focus on the following: -

e Colours

e Design

e Shape/Size

¢ Physical Material of Package

These will be further defined in the methodology section.

1.6. Structure of the dissertation

The structure of the study will include the following chapters:

Chapter 2: Theoretical underpinnings of how a pack conveys messages to the
consumer, how the consumer perceives and processes these messages.
This chapter will discuss three theoretical frameworks relevant to this
study.

Chapter 3: Provides an extensive literature review on packaging elements of
colour, shape/size, physical material and design.

Chapter 4:  This chapter will discuss the methodology used for the research. This
will include a description of the research sample, stimulus material,
interview schedule, pilot study, and the statistical procedures that will

be used to manipulate the data obtained from the interview.
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Chapter 5:

Chapter 6:

This chapter will report the results obtained from data collection. The
discussions will be expressed according to descriptive and inferential

procedures and will be presented in conjunction with the hypothesis.

The study will end with a conclusion of the findings, and what further

research or actions need to be conducted.
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2. THEORETICAL FRAMEWORK

The core of this entire research is based on the following: -

e Packaging

e How packaging conveys a message to the consumer

e How the consumer in turn perceives this message on the package

e How the consumer processes this

The following chapter details three distinctive concepts/models that this research is
based on. These theories serve primarily as background theories for the ensuing
research, providing a sound theoretical explanation of the above-mentioned steps that

are key to this study.

The first theory serves as an explanatory tool, describing the attribute-benefit-cue
linkage. The next theory explains how consumers perceive these attributes and the last
theory gives an understanding of the way the information is processed by the

consumer.

2.1 Theory 1

Theory 1 (Sime, 1998) forms the basis of this research. Before going into detail of the
framework, it is important to give a brief description of the terms attribute, benefit and
cue.

Attribute: is anything the consumer objectively can perceive as a result of the
consumer’s interaction with the product (Sime, 1998). These are all elements of the set
of all perceivable sensory experiences the consumers has from their interaction with
the product physically.

Benefit: is a subjective belief that the consumer has about the product (Sime, 1998). It
is the reason for the consumer to feel good about using a product.

Cues (signal): is the subset of attributes that the consumer has learned to associate
with the benefit (Sime, 1998).

The above theory is central to innovation because innovation is the attempt to teach a

consumer a new Tule’. It is thus important when designing new cues within a product
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category to have an insight into what the existing core cues are for that category.
More importantly, this theory helps to form the basis of the study by building in
existing or new packaging attributes, which cue the "LOOKS GREAT" benefits to
ensure that these benefits reinforce the belief in the Surf consumer looking great every

time she uses the product.

2.2 Theory 2

The theory of Visual Perception is important to almost any study related to packaging.
When considering the visual impact of a packaged product in a store, the consumer’s
perceptual processes and their limitations must be understood. But, what is
understood by the word perception?

Human beings construct reality (Schreuder Peters et al., 1994). It is about how the
sensory stimuli are physically processed, and how much experience the perceiver has.
Ideas, expectations and emotions also influence perception. Perception is being
distorted and is pre-programmed by previous experience, expectations, norms and
other things that have been learned from childhood (Schreuder Peters et al., 1994).
There are different kinds of perception: - visual, auditory, scent, flavour, feel and
touch. Perception can be physical (how our senses are created in our nervous system),
and it can be learned.

Humans can also perceive things that do not occur, this is known as perception of
illusion. Perception effects can occur continuously and is typical for the process of
perception (Schreuder Peters et al., 1994). One of these effects is contrast (which is
very relevant to this study). Contrast can occur with colour, where a red object may
appear more intense against a green background than against a grey one. It can also
occur when one performs two perceptions directly after another. An example of this
could be when a green object appears greener after one has been staring at something
red. Both points are extremely important to this study. The first point in the assessing
the different colours used on a single pack. The second in determining which order or

how to display the prototype packaging to the sample respondents.
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Visual perception is complex, particularly in the retail environment. Several aspects

of vision play a key role when considering the effectivity of a package at the point of

purchase (in the store). Table 2.1 summarises these aspects

Peripheral

Vision

Scanning the supermarket shelves is a combination of many
subconscious activities done by this vision. Worthy items are sifted

out.(Philips & Bradshaw, 1993)

Search Process

Peripheral vision is basis for this. Gonzalez & Kolers, 1985, found
that the mind does more with the information obtained about items
via peripheral vision rather than if the eye was focused on the same

items.

Angles of vision

The theoretical maximum size of visual field is oval in shape and
extends approximately 180° horizontally and 120° vertically
(Haber & Hershenson, 1980). Sanders (1963) found that useful
peripheral vision extends for about 30° either side of central
focussing. In other words, consumers walking around a store have
a flattened cone of peripheral vision that automatically and

subconsciously is scanning the products as they pass them.

Selectivity

A number of studies have shown that the nature and the
effectiveness of visual scanning are tempered to a large extent by
the task at hand. A consumer searching for a particular item will

subconsciously look for that item to the exclusion of the others

(Cohen, 1981)

Visual Clutter

The presence of visual clutter can reduce the visual field and create
a tunnel vision. Studies by Boynton & Bush (1957), has shown that
the ability to detect shape rapidly decreases with an increase in

visual clutter

Visual Cues

There are other factors that affect the information that is taken in
by the visual process. Work by Williams (1966) suggests that
where there is more than one cue, the degree of recognition
remains that of the dominant one. Thus, over-complexity of visual

communication is of no advantage (Phillips & Bradshaw, 1993).

Table 2.1: Aspects of Visual Perception.
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In summary, theory 2 is important for understanding the impact of packaging
elements on the consumers, as the underlying principles indicate that the consumer’s

visual perception is limited by the capabilities of the human eye and the brain.

2.3 Theory 3
This research is concerned with how consumers evaluate messages and how these
messages are being processed. The question is, "How do consumers get persuaded by
marketing communications, more specific to this study, by the different elements of
packaging?"
Theory 3 (Petty & Cacioppo, 1984) provides a general framework for organising,
categorising, and understanding the basic processes underlying the effectiveness of
persuasive communication. There are two types of persuasion: -
Type 1 (Central Route) - results from a person’s careful and thoughtful consideration
of the information presented to him/her.
Type 2 (Peripheral Route) - results from some simple cue e.g. an attractive source,
without the person scrutinising the necessitating merits of information.
On the continuum of elaboration (Petty & Cacioppo, 1984), central route persuasion
results from high elaboration and peripheral route persuasion results from low

elaboration. This is depicted in Figure 2.1.

Information processed by consumer
varies according continuum of
elaboration

Peripheral Route Central Route
e Pre-attention ¢ Focussed attention
e Low elaboration ¢ High elaboration

Fig 2..1: Continuum of Elaboration (adapted from Petty & Cacioppo, 1984)
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The importance to this theory is that the way in which the consumer processes
information varies from a continuum of low elaboration, to a high elaboration where
the consumer has demonstrated high motivation, ability and thoroughness in
processing information.

By way of illustration, Figure 2.2 is an adaptation of Theory 3 to the consumer’s point

of purchase decision-making process.

Consumer Purchase Decision Process

According to Nickels et al, consumers move through 5 steps as they decide on a

purchase to satisfy a recognised need.

Marketing
Processes
Influences

L

| recognltlon

Postpurchase i,
| Evaluation o Information
TS £ Seeking

| Purchase !f ’ Alternative

Evaluatlon

Fig. 2.2: Consumer Purchase-Decision Process

The product’s packaging influence could actually be traced right from the very first
stage -need recognition. According to Solomon, 1994, p.220, need recognition
occurs when a consumer realises that her actual state is not what he or she would like

it to be. Somewhere somebody or something tells him or her that she may need
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something. This need is normally aroused by using various forms of marketing
communication. A product’s package could actually increase this need recognition. A
potential purchaser may see an attractive package in a magazine or at a friend’s place,
which may in turn stimulate in her a need for that particular product.

The next step is information seeking. This may involve speaking to friends,
advertising, and visits to stores. The right kind of package could again illicit favour
towards the 