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Abstract 

Time and expense has been spent on developing the functional aspects of packaging to ensure 

food safety, while providing innovations such as plastic trays that can go in the oven, microwave 

and freezer. Now, consumers are being faced with increasing changes in the way that their 

favourite products look on the shelf, as companies undertake sometimes large operations to 

update packaging. The beverage industry is one among the front-liners where massive 

investments are being made for expansion and technological upgradation. The packaging of 

beverages both carbonated and non-carbonated, is a complex technological branch in the Food 

Processing /Packaging industry. The traditional returnable glass bottle has given way to newer 

plastic containers as well as cartons. The current trend is to improve the conventional containers, 

extend their share in the large market, extend the shelf-life of the products, provide greater 

consumer convenience and ultimately to produce economic packages. 

Due to increasing self-service and changing consumers’ lifestyle the interest in package as a tool 

of sales promotion and stimulator of impulsive buying behaviour is growing increasingly. So 

package performs an important role in marketing communications, especially in the point of sale 

and could be treated as one of the most important factors influencing consumer’s purchase 

decision. Literature analysis on question under investigation has shown that there is no 

agreement on classification of package elements as well as on research methods of package 

impact on consumer’s purchase decision. This dissertation reports on an investigation into the 

role of packaging and how it influences the consumer when buying their choice of beverages. 

The study was limited to University of KwaZulu-Natal students.  Taking into consideration that 

package could be treated as a set of various elements communicating different messages to a 

consumer; the research model was developed and tested in order to reveal impact of visual and 

verbal package elements on consumer’s purchase decisions. 

Five research questions were developed to address the objectives and the aim of the study. The 

study concluded that the packaging plays a big role in attracting the consumer’s attention and 

influencing them when buying their choice of beverages. 
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CHAPTER ONE 

The Introduction 
 
 
 
1.1  Introduction 

 

Packaging can be perceived as having a significant influence on a brand’s 

competitiveness and sales. The difficulty lies in measuring or projecting the 

marketplace impact of a particular design system of packaging. Customers are 

increasingly recognizing the power of package design, they also demand greater 

accountability, and survey research has become one important way to document the 

value of package design.  

 

This chapter is structured as follows: 

 
The perceived role of packaging in marketing is explained and this is followed by a 

discussion of the motivation for the study. The definition of packaging as it will be 

the focus of the study is laid out together with a detailed definition of the problem 

statement and the relation of the packaging to consumer buying behaviour. The 

objectives, research question, limitations, research methodology, and the value of the 

study are discussed here in details. 
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1.2  Motivation for the study 

 

In recent years packaging has developed well beyond its original function as merely a 

means of product protection and now plays a key marketing role in developing shelf 

appeal, providing product information and establishing brand image and awareness 

(Cateora and Graham, 2002, pp 358-360). As packaging’s role in the marketing mix 

gains momentum, so research into this arena becomes increasingly important. Given 

the potential for packaging to successfully achieve marketing goals; does research into 

packaging truly reflect its value within the marketing mix? Is there a fully 

understanding of the role that packaging plays in a marketing environment and how 

best to leverage this tool to influence consumers? If packaging is so important, what is 

the best way to measure its effectiveness? The study has been motivated by the above 

questions and will address the same. The notion is supported by the following writers 

as they share that most marketing textbooks consider packaging to be an integral part 

of the “product” component of the 4 P’s of marketing: product, price, place and 

promotion (Cateora and Graham, 2002, pp 358-360). Authors argue that packaging 

serves as a promotional tool rather than merely an extension of the product: Keller 

(1998) considers packaging to be an attribute that is not related to the product. For him 

it is one of the five elements of the brand – together with the name, the logo and/or 

graphic symbol, the personality and the slogans. 

 

1.3  Focus of the study 

The definitions of ‘packaging’ vary and range from being simple and functionally 

focused to more extensive, holistic interpretations. 

 

Packaging can be defined as an extrinsic element of the product (Olson and Jacoby, 

1972) – an attribute that is related to the product but does not form part of the physical 

product itself. “Packaging is the container for a product – encompassing the physical 

appearance of the container and including the design, colour, shape, labeling and 

materials used” (Arens, 1996). 
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While the main use for packaging can be considered to be protection of the goods 

inside, packaging also fulfils a key role in that it provides consumers with a 

recognizable logo, or packaging, so that they instantly know what goods are inside. 

From the consumer perspective, packaging plays a major role when products are 

purchased – as both a cue and a source of information. Packaging is crucial, given that 

it is the first thing that the consumer sees before making the final decision to buy 

(Giovannetti, 1995). 

 

 

1.4 Problem statement  

 

Development and implementation of good packaging strategies in Consumer Goods 

which include beverages can have a positive influence on the performance of the 

products or services in the market place. Thus, it has to be ascertained what exactly the 

role of packaging in consumer’s beverage choice is. 

 

1.5 Objectives 

The objectives of this research are therefore: 

• to determine the impact of packaging in customers buying a particular 

beverage, 

• to identify the characteristics of packaging that help developing brand loyalty, 

• to investigate the reasons for brand preference with respect to packaging, 

• to identify customers’ perception of product packaging, and 

• to make recommendations for developing customer loyalty through packaging. 

 

1.6 Research questions  

The following questions were thus researched: 

• What is the impact of packaging on a customer buying a particular beverage? 

• What are the characteristics of packaging that help in brand loyalty? 

• What are the brand attributes that contribute to brand preference with respect 

to packaging? 
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• What are customers’ perceptions of product packaging? 

• What are recommendations of developing customer loyalty through 

packaging? 

 

To test these research questions, a field survey using a questionnaire was developed 

for the research objectives.  

 

 

1.7 Possible limitations of the study 

The major limitation for this research could be that it is confined to the University of 

KwaZulu-Natal’s three major campuses i.e. Durban, Westville and Pietermaritzburg. 

However, this geographical limitation is not only accepted because of time and access 

restrictions, but also because of the fact that the majority of the population is 

concentrated in these three campuses. Thus it is considered as a good representation of 

the sampled population.  

 

Furthermore this research is only researching the consumer buying behaviour of 

beverages, since the consumption pattern from other products may differ. Consumers 

show a unique buying behaviour for different products.  

 

This research also limits itself to the KwaZulu-Natal university students or consumers, 

since it is considered that consumers of different parts of the world behave differently 

because of cultural factors. This is as a result of time and administration restrictions. 

Hence, not all possible results are explored by this study. 

 

1.8 Research methodology  

This research uses a mixed approach of two research strategies; exploratory and 

descriptive research. Each of these strategies plays a distinct but complementary role 

in order to get an answer to the research problem. The survey design is being 

considered as the most appropriate technique for descriptive research since the aim is 

to obtain primary data. Questionnaires (primary data) enable the researcher to identify 
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and describe the opinion of the respondents. Moreover, it is simple to administrate, 

provides relatively reliable data and is time limited.  

 

1.9. Value of the study  

  
The research will fill in the gaps in the marketing of beverage packaging due to the 

lack of research in this area (role of packaging). Even though information regarding 

buying behaviour may be helpful to beverage marketers, research about this issue is 

sparse. An anticipated benefit is to provide guidance for beverages packaging 

marketing activities; the results of this research may provide potential benefits to the 

marketers or retailers. Marketing campaigns may be aimed more towards the 

(potential) customer by having the right information about the consumer. For example, 

building the product image of health, pureness or taste depends on findings of 

consumers’ perception and buying behaviour of beverage. 

 

1.10 Summary 

 

This chapter determined the motivation, focus, and the value of the study. It also 

introduced the research methodology that followed during the study, and discussed the 

limitations of the study. The research objectives, research questions and problem 

statement were covered in this chapter. The next chapter (chapter 2) will investigate 

the theoretical framework and review the literature related to this research study. 

 

 

 

 

 

 

 

 

 



6 
 

CHAPTER TWO 

Conceptual Framework, Theoretical Framework and Literature Review 

 

2.1 Introduction 

 

This chapter analyzes the existing literature on beverage packaging and consumer 

buying behaviour. Hence, on the basis of the existing literature, this chapter expands a 

theoretical framework which will be tested by this research.  

 

2.2 Conceptual framework 

 

Kotler and Armstrong (2009) provided a definition that: “Consumers are all the 

individuals and households who buy or acquire goods and services for personal 

consumption”. As it will be noted from the definition above, referral is made to an 

individual. Therefore, one should first focus on human behaviour, since consumer 

behaviour, according to Kotler and Keller (2009: p. 190), represents a subset of human 

behaviour. Human behaviour therefore refers to “the total process whereby the 

individual interacts with his environment” (Walter 1974: p. 6).  

 

Belch and Belch (1990: p. 91) provide a link between human behaviour and consumer 

behaviour, by stating that consumer behaviour has been defined as the study of human 

behaviour in a consumer role. Consumer behaviour according to Kotler and Keller 

(2009: p. 190), is the study of how individuals, groups, and organizations select, buy, 

use, and dispose of goods, services, ideas, or experiences to satisfy their needs and 

wants. 

 

According to Kotler and Keller (2009:195), it is a difficult task to discover the reasons 

why people buy, as they are subject to many influences. One reason is that humans are 

significantly influenced by their consciousness, which eventually leads to overt 

purchase response. 
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Keller (2003: p. 175) suggests that brand elements called brand identities are a perfect 

tool to influence consumers. He defined the brand elements as “those trade-markable 

devices that serve to identify and differentiate the brand”. The main brand elements 

that he referred to are the brand names, URLs, logos, symbols, characters, 

spokespeople, slogans, jingles, packages and signage. Keller (2003: p. 175) concludes 

that brand elements can be chosen to enhance brand awareness; facilitate the 

formation of strong favourable and unique brand associations or educe positive brand 

judgments and feelings.  

 

According to Keller (2003), packaging involves the activities of designing and 

producing containers or wrappers for a product. He concludes that packaging like 

other elements, must achieve a number of objectives from the perspective of both the 

firm and consumers namely, identity of brand; convey descriptive and persuasive 

information; facilitate product transportation and protection; assist at-home storage 

and aid product consumption. “To achieve the marketing objective for the brand and 

satisfy the desires of consumer, the aesthetic and functional components of packaging 

must be chosen correctly” (Keller, 2003: p. 210). Kapferer (1997) asserts that the 

aesthetic considerations relate to a package’s size and shape, material, colour, text and 

graphics. 

 

2.3 Theoretical framework 

 

Within the sphere of influence of this research there are subsets of topics and 

concerns. This framework will be used as a tool to organize and prioritize the concerns 

of the investigation, and as a means for understanding the interconnected relationships 

among these disciplines. The overall focus of this investigation is the connection 

between packaging and identity, specifically, the impact of packaging on consumer 

buying their choice of beverage. In addition, the co-dependent relationship between 

brand and consumer identity serves to close the loop and establish a circuit of identity 

production. The theoretical framework illustrates this circuit.  
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2.4 The impact of packaging in consumers buying a particular beverage 

In today’s supermarket environment, fast moving consumer goods (FMCGs) are 

competing for the customer’s attention in an increasingly competitive retail 

environment. In this context, packaging has been recognized as a silent salesman ever 

since 1973 (Pilditch, 1973). The task of being a silent salesman involves not only 

grasping the attention of shoppers but also keeping it in the visual clamour of 

competing products and brands (Judd, Aalders & Melis, 1989). Finding a product on 

the shelf has become a challenge, not only because of large numbers of options, but 

also because of shared product attributes and copy-cat products that are available at 

the point-of-purchase (POP). 

 

The branding concept of ‘distinctive assets’ (DA) works with the big picture, the 

managerial view, while packaging view must be rooted within the retail environment, 

because the package faces the challenge of representing the brand and being the 

physical contact with consumers (Warlop , et al., 2005; Zeithaml, 1988; Rossiter and 

Percy, 1987). These packaging differences incorporate new variables to the problem of 

distinctiveness; one of them is time. For instance, almost 50% of shoppers spent five 

seconds or less at the point of purchase (Dickson and Sawyer, 1990), so a package has 

to be distinctive quicker than its competition and accurately recognized. 

 

The study conducted by Sharma (2008) focused on existing practice of branding, 

packaging and labeling of new products in consumer-product manufacturing units. 

The study method was a descriptive presentation of facts collected through 

questionnaire surveys concerned with different sections of consumer new products and 

the study further investigated the new consumer-product packaging and labeling status 

in manufacturing units. The study concluded that consumers are aware of the value of 

packaging and labeling. The majority of the consumer products (84.37%) use product 

labels as a simple tag attached to the product or an elaborately designed graphic that is 

part of the package.  
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Understanding how the product attracts the consumer’s attention from the multitude of 

commodity packaging is the first step that leads to success (Wang and Chen 2007). If 

the packaging can further lead the consumer to a positive buying emotion, the goal of 

invigorating the sales volume will possibly be achieved (Donovan and Rossiter, 1982; 

Sherman , et al., 1997). To observe this tendency, the illustration has a more common 

visual-design performance, and it lets the person feel more approachable.  

 

A study reported on Wright (2010) asserted that the food and drink industry accounts 

for more than half of the world’s packaging market, ahead of sectors such as 

cosmetics, pharmaceuticals and healthcare/medicine. The share of the packaging 

market taken by food and drink is particularly high in the glass sector, owing to the 

dominance of glass bottles in the beverages industry (Wright, 2010). However, food 

and drink applications account for more than half of apparent consumption for all 

types of packaging material except metal (which has a share of fewer than 50%) 

(Wright, 2010). By 2014, the plastics sector is expected to become the market’s largest 

share, driven by continuing technological innovations such as improvements in barrier 

protection. This trend is expected to increase the penetration of flexible forms of 

plastic packaging such as pouches within the food industry. In contrast, demand for 

paper, glass and metal packaging is likely to remain at more static levels, although all 

three materials are expected to retain a significant presence in the food and drink 

industry (Wright, 2010). 

 

According to Kuvykaite (2009), descriptive-research package attracts a consumer’s 

attention to a particular brand, enhances its image, and influences the consumer’s 

perceptions about a product. Packaging imparts unique value to products (Underwood 

, et al., 2001 and Silayoi & Speece, 2004). It also works as a tool for differentiation as 

it helps consumers to choose the product from a wide range of similar products, i.e. 

stimulates customers buying behaviour (Wells , et al., 2007). Thus packaging performs 

an important role in marketing communications and could be treated as one of the 

most important factors influencing consumers’ purchase of beverage; its elements and 

their impact on consumers’ buying behaviour becomes a relevant issue.  
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Using packaging elements by consumers is an important issue for low involvement 

products. Generally, information elements require more mental effort to process than 

to do visual elements, which evoke more of an emotional response (Silayoi and 

Speece, 2004). The role of imagery in information-processing pictures may exert an 

influence on judgments through their mediating impact on the images they provide of 

the situations they describe. However, images may be elicited by verbal description of 

the situation as well. The role of imagery in consumer behaviour has been recognized 

in research by Escalas (2004). That is, individuals who read a story may often imagine 

themselves as a protagonist in the narrative. As a consequence of being transported 

into the situation portrayed in advertisements they may be more influenced by it 

(Wanke, 2009). 

 

Consistent with Young’s (2006) assertion, packaging also differs from advertising in 

that it is normally positioned directly next to its primary competitors. In other words, 

packaging is seldom viewed or considered in isolation—and all communication is 

intrinsically on a relative or comparative basis (that is, with your package in a person’s 

left hand and a competing package in his or her right hand). In advertising, the 

emphasis is often on historical “norms” and absolute measuResearch For packaging, 

the most relevant norm is nearly always competition—and it is critical that a study 

gather directly comparable data regarding competitive packaging (Young, 2006). 

 

Louw and Kimber’s (200-) study concluded packaging has a better reach than 

advertising does, and can set a brand apart from its competitors. It promotes and 

reinforces the purchase decision not only at the point of purchase, but also every time 

the product is used (Louw and Kimber, 200-). Research into packaging has found that 

different packaging cues impact how a product is perceived (Louw and Kimber, 

2006). They stated that the packaging is perceived to be part of the product and it can 

be difficult for consumers to separate the two. Aspects such as packaging colour, 

typography, illustrations and graphics can influence how a product is perceived. 
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2.5 The characteristics of packaging that helps in developing a brand loyalty 

 

These days specialized package designers bring artistic techniques and scientific skills 

to packaging design in an attempt to meet the marketing objectives for a brand. 

Designers often refer to the “shelf impact” of a package – the visual effect that the 

package has at the point of the purchase when seen in the context of other packages in 

the category (Keller, 2003: p. 214). The importance of packaging is reflected in the 

fact that some marketing observers refer to it as the “fifth P” of the marketing mix 

(Keller, 2003: p. 217). Keller (2003: p. 217) concluded that packaging can play an 

important role in building brand equity directly through points of difference created by 

functional or aesthetic elements of the packaging or indirectly through the 

reinforcement of brand awareness and image. 

 

The theoretical analysis of package elements and their impact on consumers’ purchase 

decisions empirically reveal the elements having the ultimate effect on consumer 

choice. Rita (2009) offers six variables that must be taken into consideration by 

producers and designers when creating efficient packages: form, size, colour, graphics, 

material and flavour. Similarly, Kotler (2003) distinguishes six elements that must be 

evaluated when employing packaging decisions: size, form, material, colour, text and 

brand. The research result of Rita (2009) shows the impact of package elements on 

consumer purchase decisions can be stronger. The study concluded that packaging 

could be treated as one of the most valuable tools in today’s marketing 

communications, necessitating more detailed analysis of its elements and an impact of 

those elements on consumers’ buying behaviour. The impact of package and its 

elements on consumers’ purchase decisions can be revealed by analyzing the 

importance of its separate elements for the consumer’s choice.  

 

Kuvykaite’s (2009) research on the impact of package elements on consumer purchase 

decision economics and management concluded that material is the most important 

visual elements for purchasing; colour and graphics were regarded as unimportant 

elements of package. Comparing the impact of visual and verbal elements of package 
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on consumers’ purchase decisions it could be stated that verbal elements are more 

important than visual ones.  

 

Packaging has several tasks including cutting through the muddle to get consumers to 

notice/see the product; communicating marketing information; stimulating brand 

impressions; and providing various brand cues (Louw and Kimber, 2006). However, 

product choice involves time pressure and cluttered conditions as consumers are 

looking for anything that helps them navigate their way through the ‘noise’ of the 

category (Rushton, 2006). People cannot process the huge number of messages they 

are bombarded with (Jugger, 1999), but elements such as colour, and package shape 

have been suggested as a means of creating distinctiveness (Gaillard, 2007). Previous 

research in branding found shape, colour, logo, slogan, font, taste, texture, scent, 

character, celebrity, music, sound and advertising style as potential DA(s) to be used 

across different communication platforms (Gaillard, Romaniuk, Sharp, 2005; Gaillard, 

Sharp, Romaniuk, 2006; Romanuik and Sharp, 2004). 

 

Ragland (2008) asserted that when consumers were asked, “Which physical elements 

of packaging have the most impact on brand and consumer identity?”, the findings 

were that the colours, shapes and images are the primary visual cues consumers use in 

decoding brand messages, and the majority of consumers extracted similar meanings 

from each. For example, the colour green communicates a nearly universal 

understanding of a brand’s concern for the environment; images of nature have a 

similar effect. Simple geometric shapes, sans serif, fonts and clear materials also 

communicate safe, gentle, and honest brand values. He asserted that the connection 

between the colour green and images of nature to concern for the environment seems 

straightforward. Consumers have grown accustomed to this visual language, but it 

seems that it is becoming a cliché. Simple design attributes are already beginning to be 

understood and acknowledged by eco-conscious consumers. He concluded that as 

brand identities change and evolves in response to consumer perceptions; these 

attributes will likely be incorporated into more package designs. 
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2.6 Role of packaging in influencing brand preference 

 

A study conducted by Wästlund , et al. (2005) has shown that 60-80% of purchasing 

decisions are made in-store and that 90% of consumer decisions are made just by 

looking at the front of the package without touching the product itself. The point-of-

purchase (POP) has become the playing field for packages to stand out from their 

competitors giving the best packaging a better competitive advantage. Thus, the 

question is how to design packages with better POP qualities. Underwood and Klein 

(2002) concluded that for decisions made at the point of purchase, packaging takes on 

a heightened importance relative to other communication tools because of its easy 

availability. 

 

As the only part of the marketing communication that the consumer takes home, 

packaging plays a key role in communicating and reinforcing brand values over time 

(Louw and Kimber, 2006). Packaging has the power to make, but also to break brand 

relationships (Louw and Kimber, 2006). A key example of the latter is a case cited by 

Hofmeyr and Rice (2007), where a change in pack design contributed towards a drop 

in a leading beer brand’s market share by more than 20% in the space of just one year. 

Nothing other than the packaging had changed – the product itself had not changed in 

any way. The pack change, although not dramatic (the same style but with lighter 

colouring), led to a perception that the beer’s quality had been compromised and that it 

was now weaker. This is a clear example of the power of bad packaging. Although a 

non-favourable advertisement might be quickly forgotten, poor packaging (if it 

remains with the brand throughout its usage cycle) provides a continual reminder of 

the brand’s perceived failing. Likewise, favourable packaging can be a means of 

continually reinforcing the brand’s appeal. If packaging is unwieldy it can hamper the 

relationship with the brand, for instance if it breaks easily, doesn’t fit in the fridge, can 

cut the consumer, etc., the experience with the product can be negative. 

 
The package is a decisive factor in the consumer decision-making process because it 

truly communicates to the consumer in the store (Silayoi & Speece, 2007). The 
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package encourages purchasing behaviour because it is a medium of attention, 

information, and aesthetics (Bech-Larsen, 1996). A package that is able to capture the 

customer’s attention can facilitate quick, in-store decision-making (Silayoi & Speece, 

2004). Overall, the results of previous research into packaging and package design 

suggest that packaging is an extremely influential element at the POP, with its 

importunate impact on customers during their purchasing-decision process (Orth & 

Malkewitz, 2008). 

 

At this stage it can be assumed that the consumer’s decision about modifying, 

postponing or avoiding purchase decisions is highly dependent on the mental risk of 

decision perceived by consumers. Vasquez, , et al. (2003) concluded that with food 

products, which consumers generally perceive less risk than other products, the 

packaging plays an important role. This study shows that packaging with reliance on 

information and visual elements plays the most important role in consumer purchase 

decisions at this stage in comparison with the other stages. The food-product buyers 

mostly pay attention to information written on food packages when they are going to 

make their ultimate purchase decision. Moreover, the other image elements such as 

colour shape and technology of packaging also has a significant effect on consumer 

purchase decision at stores (Warlop , et al., 2005). 

 

“Packaging can have an important brand equity benefits for a company” (Keller, 2003: 

p. 212). Keller (2003: p. 212) offers that one of the strongest associations that 

consumers have with a brand relates to the look of its packaging. The package 

appearance can become an important means of brand recognition. Keller (2003: p. 

212) emphasizes that the information conveyed or inferred from the package can build 

or reinforce valuable brand associations. According to Keller (2003: p. 212) structural 

packaging innovations can create a point of difference that permits a higher margin. 

He continues that new packages can also expand a market and capture new market 

segments. 
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2.7 Consumers’ perception of packaging and package design when choosing 

their beverage 

 

A study conducted by Gersen (2000) concluded that consumers have developed 

personal norms about choosing environment-friendly packaging and the personal norm 

is a significant predictor of their (self-reported) propensity to choose environment-

friendly packaging in the supermarket. 

 

According to a study by Estiri , et al. (2010) packaging has become a critical 

marketing issue for food industry, especially beverages in the current competitive 

market. Industry experts believed that product innovation and packaging are keys to 

enhance competitiveness of packed food products. A key to maximizing package 

impact is understanding consumer response to packaging. Understanding issues that 

concern consumers in one highly competitive market should provide a useful guide for 

others, even if details of execution might be different across countries. 

 

Packaging design studies are relevant to industry and marketing knowledge as 

packaging represents a substantial investment for companies. Approximately 40% of 

marketing budgets are allocated to pack design (Wanke, cited in Campaign, 1997). So, 

a better understanding of packaging distinctiveness is likely to assist marketers in pack 

design and aid consumers in decision-making as well as help producers and 

manufactures to take informed decisions about packaging changes and the legal 

protection of their packaging assets. 

 

A study conducted by Ragland (2008) stated that when consumers were asked to 

design a product package for a brand that was eco-conscious and socially responsible, 

the majority of the participants selected a simple cylinder with a traditional spray top. 

It was noted that participants have chosen this shape because it “stands out” and was 

“different” and “modern.” In addition, one participant suggested that the simple shape 

of the bottle “probably took less water to make,” therefore, reinforcing the eco-

friendly values of the brand. The most popular colours used by participants in the 
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exercise were green and clear. The majority of respondents requested that their 

container be made of a “clear” material—recycled plastic, polycarbonate, or glass. The 

study also noted that green was also a popular colour because many respondents 

equated the colour with “nature” and “eco-friendliness.” Red was the only colour 

respondents overtly noted they would not want to see on a package. Red was 

considered to signal toxicity, which respondents considered to be inappropriate with 

the mission of an eco-conscious brand. Among the range of font preferences, 50% of 

participants chose a script font, 33% chose a sans serif font, and 17% chose the more 

fanciful bubble font. The serif font provided was not selected by anyone. Participants 

that chose the script font noted that it felt “soft,” “elegant” and “gentle,” while those 

that chose the sans serif font described their choice as “simple,” “clean” and “basic.” 

 

Obtaining customers’ attention can be difficult because of the large number of stimuli 

in a store and because most of these stimuli are ignored by customers who shop 

habitually (Underwood, Klein, & Burke, 2001). Nevertheless, once the shopper’s 

attention has been caught, the package’s overall features can highlight the uniqueness 

and originality of the product (Silayoi & Speece, 2007). Moreover, visual packaging 

elements play a major role, representing the product to many consumers, especially 

during low-involvement shopping or rushed shopping situations (Silayoi & Speece, 

2004). As the customer’s eye tracks across the products on the shelves, some packages 

stand out from their competitors, attracting the customer’s attention. Although it is 

difficult to accurately predict purchasing behaviour based solely on overt attention and 

on the most basic level, it can be concluded that the unseen is unsold.  

 

A study conducted by Yeung and Wyer (2004) found that when products were 

described by verbal attribute information alone, participants’ evaluations of the 

product depended on whether they were told to use affective or utilitarian criteria. 

When they were shown a picture of the product before receiving the verbal attribute 

information, however, they formed an initial impression of the product on the basis of 

the picture alone. That is, the attribute information they received later had little effect 

(Wanke, 2009).  
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In a series of studies by Childers , et al. (2009), it was found that when people with a 

disposition to form visual images (i.e. visualizers) receive attribute descriptions of a 

product that is unfamiliar to them, they often find it difficult to construct an image of it 

and react unfavourably to the product being described (Wanke, 2009). However, 

providing a picture of the product can substantially increase their evaluations of it, but 

the impact of the picture on visualizers’ evaluations of it, depends in part on whether 

the verbal and pictorial information can be integrated into a single image. In contrast, 

when individuals have a disposition to process information semantically without 

forming visual images, they are unaffected by these factors (Wanke, 2009). 

 

A study conducted by Wang and Chen (2007) found that expression technique and 

drawing media and simplification of illustration influences consumers’ joyful feeling. 

Based on a statistical method of investigating food packaging in the market, 167 

samples were found that use illustration in the package design. This research pointed 

out:  

(a) High sharp of expression technique (60.48%) and rendering graphic 

(52.69%) that are used mostly on packaging surface design.  

(b) The association of high sharp expression with drawing media of 

airbrush painting, and pictorial illustration accounted for the market 

maximum proportion (36.53%) in the investigation of association of 

“expression technique and drawing media” and “simplification of 

illustration”.  

(c) The association of high sharp expression with drawing media of 

coloured pencil painting, and rendering graphic causes the highest (grade 

4.05) positive buying emotion in terms of happiness, joyfulness, 

satisfaction, leisure, and expectation.  

The association of high sharp expression with drawing media of block print painting, 

and graphic simplification effectively causes negative buying emotion. The finding of 

the research results suggests that packaging surface design tendency from marketplace 

presents an inverse relationship with the consumer’s buying emotion. 
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Young (2006) in his exploratory study offered that usability studies can show that a 

new packaging system provides efficient benefits (making the product easier to open 

or protecting the product more fully, for instance). Graphics studies can show that a 

new packaging system coerces improvements in imagery or appeal. However, findings 

of this nature fall short in answering the marketer’s critical question: 

• Will these functional or attitudinal advantages translate into incremental revenue 

and provide a positive return on investment (ROI)? 

 

Wang and Chen (2007) wrote that apart from paying attention to product quality and 

usability, consumers enjoy the package design of the product when purchasing 

commodities. They offered that using an illustration in the package design can draw 

more attention to the product. Based on the results of that previous research, they 

concluded that having illustrations in the package design is one of the factors which 

influence buying emotion. Their study also offered that a consumer can be easily 

attracted by more complex and novel external characteristic packaging and visual 

graphic designs. Likewise, this leads consumers to a positive buying emotion and 

leads them to buy this attractive product （Holbrook and Moore, 1982).  

 

Warlop , et al. (2010), study deduced that consumers form perceptions of various food 

products through their comprehension of the visual stimuli on food packaging that 

attract their attention. These perceptions directly affect their purchasing decision at the 

point of purchase, which emphasizes the importance of attention-capturing packaging 

attributes Warlop , et al. (2010).  

 

2.8 Innovation in packaging 

 

According to Louw and Kimber (2006) an innovative pack design can help to set a 

brand apart from its competitors. The marketing world is full of examples of brands 

that have used packaging to carve a unique position in the marketplace (Louw and 

Kimber, 2006). The design of the pack itself can act as an incentive for purchase (Hall, 
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1993). A strong, well-built mineral water bottle might be chosen over its competitors, 

not for its content, but rather for its ability to be reused on future occasions (Louw and 

Kimber, 2006). 

 

A taller container will be perceived to contain more than a shorter container of the 

same volume (Gersen  , et al., 2005). This is a relevant question for product managers 

whose product ranges include containers of different shapes but the same volume: for 

example, beer bottles versus beer cans (Gersen  , et al., 2005). If the taller item in their 

product line is estimated to be bigger than the shorter one, with fewer units of it 

purchased as a consequence, managers should be aware of this so that they can control 

it (through increasing the salience of product volume information on the package 

label, or changing the shapes of their cans to make them closer to the height of their 

bottles) or leverage it (through producing more cans than bottles) (Gersen  , et al., 

2005). 

 

The Gersen  , et al. (2005) research on the effect of package shape on consumer 

established that across four studies using a multi-method approach, their results 

demonstrate that: 

(i) elongated containers are perceived to contain more even in the context of 

frequently purchased products where package labels mention the actual volume of the 

container, (ii) the more usage experience a consumer has, the lower the effect of 

package elongation on volume perception and purchase quantity, (iii) in the context of 

multi-unit purchases, a smaller quantity of units are purchased if the package is more 

elongated, holding actual volume, price, promotion, and desired consumption level 

constant, (iv) these effects are strongest when the consumption context is a single 

occasion without the presence of social norms providing external anchors for purchase 

quantity, and (v) these effects are strongest when the desired consumption level is 

constant. 

 

Wright’s (2010) study on consumer behaviour concluded that customers’ evaluations 

of products are greatly affected by appearances and design, including such things as 
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touch, taste, smell and texture. His findings were that the packaging that surrounds the 

product has become at least as important, if not more so in some cases, than the 

product itself and it continues to be an integral part contributing to the overall 

attractiveness of the product and becoming a quintessential ingredient in the emotive 

process of brand building. Companies spend billions on consumer and packaging 

research, making certain that such things as material used, colour combinations, 

wording and overall appropriateness match (or exceed) customer wants and 

expectations (Wright, 2010).  

 

New packaging concepts should be evaluated in context, not in isolation. If possible, 

packaging research should simulate both the shopping and usage experience, giving 

people an opportunity to interact and feel the package’s functionality, shelf visibility 

and impact on brand imagery (Jugger, 1999). Also, packaging research should, as far 

as possible, take into consideration current relationships and usage behaviour within 

that category (Sinclair and Knowles, 2006). 

 

2.9 Summary 

In this chapter, the conceptual and theoretical framework was explained. A review of 

relevant literature and previous studies were examined in relation to the impact of 

packaging in consumers buying their choice of beverages; the characteristics of 

packaging that help in developing brand loyalty and the influence of packaging on 

brand preferences. The theory and some literature outlining the importance of 

innovation in packaging design as well as the consumer’s perception of packaging 

were examined. This research study will study the role of packaging in influencing the 

consumer to purchase their choice of beverage. The next chapter will discuss in details 

the research methodology used to conduct the research. 

 

 

 

 

 



21 
 

CHAPTER THREE 

Research Methodology 
 
 

3.1 Introduction 

This chapter details the methodology which is used for this research to collect the data 

needed. There are several steps to follow in order to gather the right data. Before 

explaining these steps, the next section will firstly explain why this methodology was 

chosen.  

 

3.1.1  Aim and objectives of the study 

The aim of the research is to reveal the elements of packaging which impact on 

consumer choice. The research objectives are: 

 

• to determine the impact of packaging in the customer buying a particular 

beverage, 

• to identify the characteristics of packaging that helps in developing brand 

loyalty, 

• to investigate the reasons for brand preference with respect to packaging, 

• to identify customers’ perception of product packaging, and 

• to make recommendations for developing customer loyalty through packaging. 

 

3.2  Research design  

Research design is a plan which outlines how information is to be gathered for an 

assessment. It includes identifying the data-gathering method(s), the instruments to be 

used or created, how the instruments will be administered, and how the information 

will be organized and analyzed (Sekaran and Bougie, 2010). 

 

This is a descriptive research. It is used to test and to answer the research question. 

(Sekaran and Bougie, 2010). This is carried out by a survey design and therefore 

consists of designing and administrating the questionnaire, constructing the sampling 

strategy and analyzing the results (Sekaran and Bougie, 2010).  
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The survey design was considered as the most appropriate technique for descriptive 

research since the aim is to obtain primary data. Questionnaires (primary data) enable 

the researcher more easily to identify and describe the opinion of the respondents. 

Moreover, it is simple to administrate, provides relatively reliable data and is time 

limited (Sekaran and Bougie, 2010). Every respondent is asked to answer the same set 

of structured and predetermined questions; therefore coding, data treatment and 

interpretation are relatively easy. 

 

3.3  Questionnaire design and administration  

Firstly, all questions and formats are standardized so that all respondents face the same 

questionnaire. Second, the questionnaire is designed comprehensively, in order to 

motivate respondents to cooperate and accurately complete it. The questionnaire used 

for this research is included in Appendix 1.  

 

 

3.3.1  Step 1: Specifying the data required  

The first step in questionnaire design is to accurately determine the required 

information to achieve the research objectives. Based on the research questions, 

problem statement and the exploratory research, the independent and dependent 

variables are identified. 

 

3.3.2  Step 2: Specifying the survey method  

The next step of the questionnaire design is to specify the survey method. The survey 

method is the research technique which gathers information from people through the 

use of surveys or questionnaires (Hair , et al., 2003: p. 195). Primary data can be 

collected in a number of ways. However, every type of survey method has its 

advantages and disadvantages. Hence, the choice of a self-administered survey for this 

research is based on the research objectives and an assessment of the advantages and 

disadvantages of survey methods.  
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A self-administered survey is a survey in which respondents answer questions directly 

on a questionnaire without an interviewer’s interaction (Hair , et al., 2003: p. 195). 

The respondents complete the survey on their own and can choose their own pace and 

time to complete the survey. 

 

This type of method was considered as the most appropriate method for this research 

for several reasons. Not only is it cost-efficient, but it also improves the reliability of 

the results since respondents are not rushed to fill it out. However, the possible 

disadvantages of a self-administered survey are also taken into consideration carefully. 

For example, it is important that the respondents understand the questions and answer 

it in an understandable way. Therefore the questions are formulated as clearly as 

possible. There is also a chance that respondents will not complete the questionnaire 

or will not respond in a timely manner. These factors are taken into consideration as 

‘errors’ (see section 3.4).  

 

3.3.3  Step 3: Developing measurement scales  

Closely related to the design of the questionnaire is selecting the format of response 

for measurement. There are four types of scales: nominal, ordinal, ratio and interval. 

The three types of measurement scales in the questionnaire of this research are 

nominal, ordinal and interval. For example question one (Gender) has a nominal scale, 

since there is no magnitude, no equal interval and no absolute zero in the possible 

answers (Saunder , et al., 2003: p. 310). Question three (Education) is ordinal because 

of possible ranking but no magnitude and absolute zero point. Questions five up to 

twenty are treated as questions with interval scales 

 

3.3.4  Step 4: Reliability and validity test  

The reliability and validity test was adopted from Social Research Methods (2010). It 

offered that any questionnaire should be reliable and valid in order to use the right 

results for further actions. Reliability is the consistency of your measurement. It is the 

degree to which an instrument measures the same way each time it is used under the 

same condition with the same subjects. In short, it is the repeatability of your 
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measurement. A measure is considered to be reliable if a person’s score on the same 

test given twice is similar. 

 

In order to test the reliability of this questionnaire, a pilot test was carried out prior to 

the field survey within a relatively small sample of 10 respondents to identify and 

eliminate possible problems and errors. The comments from the pilot study were used 

to prepare the final questionnaire. 

 

Validity is concerned with the strength of our conclusions, inferences or propositions 

(Social Research Methods, 2010). More formally, (Cook and Campbell, 1979) define 

it as the best available approximation to the truth or falsity of a given inference, 

proposition or conclusion.  

 

Regarding this research, the validity was verified by the supervisor of this research, 

who looked into the appropriateness of questions and the scales of measurement. 

Changes to the questionnaire were made after the pilot study and consultation with the 

supervisor. The supervisor agreed to the final format of the questionnaire before it was 

submitted for ethical clearance. 

 

3.3.5  Step 5: Preparing draft questionnaire  

To design a good questionnaire, principles were applied to the content, wording and 

structure of the questions. Double-barreled and sensitive questions were avoided. As 

for wording, care was taken to ensure that each word has only one meaning and there 

are no biased words, phrases, abbreviations, double negatives and incomplete 

sentences. In relation to the structure, all questions have a clear structure and the 

questionnaire is divided into three parts. They are ordered from the most easy ones 

(personal information) to the more time-consuming and topic-related ones. 

Furthermore, questions with similar structure are grouped together. 
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3.3.6  Step 6: Testing, revising and distributing the questionnaire  

As mentioned in section 3.3.4, the validity and reliability of the questionnaire were 

assessed in the testing phase. Revision took place on the basis of the feedback from 

the respondents for example, some questions where changed into statements and vice 

versa. The distribution of the questionnaires was conducted through the internet 

(email) designed on Questionpro; this form of distribution was chosen due to limited 

time available and its ease of distribution. 

 

3.3.7  Step 7: Questionnaire administration  

As required, this questionnaire was designed to encourage responses as much as 

possible. Hence, it was designed to appear quick and easy to answer, mostly by the 

close-ended questions. The average time required to complete the questionnaire was 

confined to between 5 - 10 minutes. Finally, an introduction with the identity of the 

researcher, the nature and importance of the research and principles to ensure 

anonymity. 

 

3.4  Sampling strategy  

Another crucial step in conducting the survey is to determine which subjects shall be 

surveyed to obtain the appropriate information for the research objectives. To decide 

which type of sampling was the most appropriate one for this survey, the 

characteristics of both probability and non-probability sampling were considered.  

 

Sekaran and Bougie (2010) offer that in probability sampling, the elements in the 

population have some known non-zero chance or probability of being selected as 

sample subjects. And in non-probability sampling, the elements do not have a known 

or predetermined chance of being selected as subjects.  
 

In this research, the population under study consisted of UKZN students on the three 

main campuses i.e. Durban, Westville and Pietermaritzburg, who had at least a 

foundation education.  
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The most appropriate sampling method for this research was quota sampling, a form 

of non-probability sampling. In quota sampling the population is first segmented into 

mutually exclusive sub-groups. Then judgment is used to select the subjects or units 

from each segment based on a specified proportion. This type of sampling is 

considered as the most appropriate for this research because of two main reasons. 

Firstly, it enables the researcher to list relevant control characteristics and secondly it 

determines the distribution of these characteristics in the targeted population. 

Demographic data, such as age and sex, can more easily be explored by quota 

sampling (Sekaran and Bougie, 2010).  

 

Determining the sample size for probability samples involves financial, statistical and 

objective considerations. Due to the limited time for this research, the sample size of 

this study was 100. The population size was based on the MBA 3 students. In addition, 

a sample size of 20 was taken into consideration for errors. Thereafter the 

implementation of the sampling plan was initiated after all necessary preparations. The 

participants had a choice to participate in the study, and were requested to read and 

accept the consent letter before commencing with the survey. They were aware that 

participation was voluntary and that the data would be handled in a confidential and 

anonymous manner. 

 

3.5  Data analysis strategy  

The data collected from the questionnaires was completely summarized and analyzed 

by using Statistical Package for Social Science (SPSS) version 15.0. SPSS enables 

accuracy and makes it relatively easy to interpret data. The following analysis 

statistics were carried out in SPSS for further analysis:  

1. frequencies,  

2. descriptive  
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3.6  Summary  

In this chapter, the research methodology was explained. The sampling and data 

analysis method was discussed in detail. The next chapter presents the research 

findings and analyses. 
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CHAPTER FOUR 

Presentation of Results and Analyses 
 
 

4.1 Introduction  

 
This chapter presents an analysis of all data collected through the questionnaires in 

order to understand the role of packaging in consumers buying their choice of 

beverage. The results are presented within each objective. 

 

4.2 Data preparation  

In order to make all the collected data suitable for the analysis, all returned 

questionnaires were screened to determine whether they were complete. The 

incomplete questionnaires were considered as errors and removed from the survey 

data. 

 

Each question and possible answer of the questionnaire has a code, since coding of 

data is necessary for transferring and editing data in SPSS.  

 

The answer possibilities are recoded before the analysis. This was to make it possible 

that a higher score of the respondents corresponds with a higher correlation between 

the variables.  

 

4.3 Descriptive statistics 

The mean represents to what extent the sample group consents or does not agree with 

the different statement. The lower the mean, the more the respondents disagree with 

the statement. The higher the mean, the more the respondents agree with the 

statement. 
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4.3.1 Demographics 
 
The demographics of the participants are given by the table below. The sample was 
dominated by males and Africans. 
 

 

 

 

 
 
Table 4.1: Demographics results 
 

The above table shows the demographics and socio-economics of the participants. The 

sample included 60 males and 40 females who answered the survey. The sample was 

predominantly Africans (n = 57). The racial skewness of the sample was not 

intentional, but rather represented the various racial groups who purchased beverages; 

this may be a true representative of the country’s demographics. The largest portion of 

the sample (n = 48) had a university bachelor’s degree. 

 

 

 

 
 
 

Race
African 57
Coloured 0
Indian 27
White 16

Total 100
Gender

Male 60
Female 40

Total 100
Age

18 - 25 8
26 - 34 46
35 - 44 33
45+ 13

Total 100
Highest Education Level

Primary 0
Secondary 7
Bachelor's Degree 48
Post Graduate 45

Total 100
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4.3.2 The impact of packaging in consumers buying a particular beverage. 
 
The following results represent the findings in relation to the impact of packaging in 

consumers buying a particular beverage 

A. 

 
Table 4.2: I like the packaging of my beverage brand 
 
 
The results here show an even distribution of results although the majority of participants 

(n = 42) indicated that they like the packaging of their beverage brands. The evenly 

distributed results confirm that packaging institutes a direct link with the consumers at 

the point of purchase as it can very well change the opinions they have for a particular 

brand. A product has to draw the attention of the consumers through an outstanding 

packaging design.  

B. 

 
Table 4.3: I generally prefer to buy consumer goods with packaging 
 

The results indicated that more than half of the participants preferred beverages in 

packaging. The literature had suggested that packaging was considered only a 

container to put a product in. The results exhibited here supports the literature given 

I like the packaging of my beverage brand
Strongly Agree 15 15.31%
Agree 27 27.55%
Neutral 22 22.45%
Disagree 29 29.59%
Strongly Disagree 7 5.10%

Total 100

Mean 2.82
Standard Dev. 1.17
Variance 1.37

I generally prefer to buy consumer goods w ith packaging.
Strongly Agree 39
Agree 48
Neutral 7
Disagree 5
Strongly Disagree 1

Total 100

Mean 1.84
Standard Dev. 0.85
Variance 0.72
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on this objective and confirm the role of packaging in consumers choosing their 

beverages. In this context, packaging has been recognized as a silent salesman ever 

since 1973 (Pilditch, 1973). The task of being a silent salesman involves not only 

grasping the attention of shoppers but also keeping it in the visual clamour of 

competing products and brands (Judd, Aalders & Melis, 1989). Finding a product on 

the shelf has become a challenge, not only because of large numbers of options, but 

also because of shared product attributes and copy-cat products that are available at 

the point-of-purchase (POP). 

  

4.3.3 The characteristics of packaging that help in developing a brand loyalty 
 

These days specialized package designers bring artistic techniques and scientific skills 

to packaging design in an attempt to meet the marketing objectives for a brand. 

Designers often refer to the “shelf impact” of a package – the visual effect that the 

package has at the point of the purchase when seen in the context of other packages in 

the category (Keller, 2003: p. 214). 

A. 

 
Table 4.4: I like the colour of packaging materials 
 
The theoretical analysis of package elements and their impact on consumers’ purchase 

decisions empirically reveal the elements having the ultimate effect on consumer 

choice. The results in table 4.4, confirms the importance of the colour in a package. 

The majority of the respondents (n = 65) indicated that they like the colour of their 

beverage packaging.  

 

I like the colour of packaging materials.
Strongly Agree 19
Agree 46
Neutral 26
Disagree 9
Strongly Disagree 0

Total 100

Mean 2.23
Standard Dev. 0.87
Variance 0.76
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People cannot process the huge number of messages they are bombarded with (Jugger, 

1999) but elements such as colour, and package shape have been suggested as a means 

of creating distinctiveness (Gaillard, 2007). 

B.  

 
Table 4.5: Colour of packaging matters when purchasing beverages 

 
According to Warlop , et al. (2005), image elements such as colour and shape of 

package have a significant effect on consumer purchasing decision. The majority (n = 

56) of the participants indicated that they like the colour of the packaging. 

C. 
 

 
Table 4.6: I like beautiful backgrounds on beverage packages 
 
Underwood and Klein (2002) concluded that for decisions made at the point of 

purchase, packaging takes on a heightened importance relative to other 

communication tools because of its easy availability. If the packaging can further lead 

the consumer to a positive buying emotion, the goal of invigorating the sales volume 

will possibly be achieved (Donovan and Rossiter, 1982; Sherman , et al., 1997). From 

the results presented in table 4.6, it can be concluded that a beverage package with 

attractive or beautiful background will attract the attention of the consumers. Table 4.6 

Colour of packaging matters w hen purchasing beverages.
Strongly Agree 16
Agree 40
Neutral 22
Disagree 20
Strongly Disagree 2

Total 100

Mean 2.60
Standard Dev. 1.12
Variance 1.25

I like beautiful backgrounds on beverage packages
Strongly Agree 20
Agree 48
Neutral 17
Disagree 13
Strongly Disagree 2

Total 100

Mean 2.34
Standard Dev. 0.98
Variance 0.96
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also confirms these finding with 63 of the respondents responding positively to the 

question with regards to attractive backgrounds. 

D. 

 
Table 4.7: I prefer beverage packaging with attractive background 
 

Wanke (2009) concluded that when individuals have a disposition to process 

information semantically without forming visual images, they are unaffected by these 

factors. However, providing a picture of the product or beautiful background can 

substantially increase their evaluations of it. 

 
4.3.4 Role of packaging in influencing brand (beverage) preference 
 

A study conducted by Wästlund , et al. (2005) has shown that 60-80% of purchasing 

decisions are made in-store and that 90% of consumer decisions are made just by 

looking at the front of the package without touching the product itself. 

A. 

Table 4.8: I prefer beverage products packed in high quality package 

A sentiment shared by Stokes (2007) is that best product must provide best quality of 

which consumers will be willing to pay a premium price for. The package can provide 

I prefer beverage packaging w ith attractive background.
Strongly Agree 24
Agree 39
Neutral 23
Disagree 14
Strongly Disagree 0

Total 100

Mean 2.32
Standard Dev. 0.97
Variance 0.94

I prefer beverage products packed in high quality package.
Strongly Agree 23
Agree 49
Neutral 15
Disagree 10
Strongly Agree 3

Total 100

Mean 2.12
Standard Dev. 0.89
Variance 0.80
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two key roles in consumers’ satisfaction or dissatisfaction. At first the package 

provides desired condition for keeping products and this can lead to satisfaction 

(Steinka , et al., 2006). When the consumers finally consume the product, they 

compare all information written on the package with actual product. Should the 

product performance be lower than their expectation this will lead to dissatisfaction. 

The findings by Warlop , et al. (2005) revealed that different packaging elements can 

remind consumers the perceived quality and this can influence their decision in future 

decisions. As presented in table 4.7, the quality of packaging is as important to 

consumers as the product itself. 

B. 

 
Table 4.9: The design in product’s packaging inspired me in my purchasing 

 
The actual design of the packaging is important as indicated by over 50% of the 

surveyed. The survey result indicates that the majority of the participants are inspired 

by the package design when making their purchases. Vasquez et. al (2003) offered that 

consumers’ decision about modifying, postponing or avoiding purchase decision is 

highly reliant on the mental risk of decision perceived by the individual. He continued 

that food products are generally perceived less risk than other products and the 

package plays a vital role. 

  

The design in product's packaging inspired me in my purchasing.
Strongly Agree 15
Agree 45
Neutral 21
Disagree 15
Strongly Disagree 4

Total 100

Mean 2.38
Standard Dev. 0.93
Variance 0.87
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C. 

 
Table 4.10: I like to read printed information on the package of beverage products 

The role of imagery in consumer behaviour has been recognized in research by 

Escalas (2004). That is, individuals who read a story may often imagine themselves as 

a protagonist in the narrative. As a consequence of being transported into the situation 

portrayed in advertisements is that they may be more influenced by it (Wanke, 2009). 

Keller (2003) concluded that packaging like other elements, must achieve a number of 

objectives from the perspective of both the firm and consumers namely, identity of 

brand; convey descriptive and persuasive information. From the results of the study it 

can be deduced that the packaging plays a role in conveying product information to 

consumers; this has been confirmed by 69 of the participants.  

 D. 

TTable 4.11: I evaluate products according to the printed information while 

purchasing 

The above findings are similar to table 4.12 below. Consumers may choose their 

beverage based on the information provided on the packaging. 

 

I like to read printed information on the package of beverage product.
Strongly Agree 22
Agree 47
Neutral 10
Disagree 16
Strongly Disagree 5

Total 100

Mean 2.24
Standard Dev. 1.02
Variance 1.05

I evaluate products according to  the printed information w hile purchasing.
Strongly Agree 17
Agree 41
Neutral 24
Disagree 14
Strongly Disagree 4

Total 100

Mean 2.39
Standard Dev. 0.97
Variance 0.95
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The results in table 4.11 contradicts a study conducted by Hofmeyr and Rice (2007), 

which stated that packaging a change in pack design contributed towards a drop in a 

leading beer brand’s market share by more than 20% in the space of just one year. 

Nothing other than the packaging had changed - the product itself had not changed in 

any way. The pack change although not dramatic (the same style but with lighter 

colouring), led to a perception that the beer’s quality had been compromised and that it 

was now weaker.  

E. 

 
Table 4.12: I am loyal to my brand because of its packaging 

As much as packaging is important in choosing a beverage, the results above indicate 

that consumers will not continue or change their beverage or products because of 

changes in packaging. It also works as a tool for differentiation, i.e. helps consumers 

to choose the product from a wide range of similar products, stimulates customers 

buying behaviour (Wells , et al., 2007). Thus packaging performs an important role in 

marketing communications and could be treated as one of the most important factors 

influencing consumers’ purchase of beverage; its elements and their impact on 

consumers’ buying behaviour becomes a relevant issue.  

 

  

I am loyal to my brand because of its packaging.
Strongly Agree 10
Agree 19
Neutral 23
Disagree 41
Strongly Agree 7

Total 100

Mean 3.25
Standard Dev. 1.06
Variance 1.12
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4.3.5 Consumers’ perception of packaging and package design when choosing their 
beverage. 
 

Warlop , et al.’s (2010), study deduced that consumers form perceptions of various 

food products through their comprehension of the visual stimuli on food packaging 

that attract their attention. These perceptions directly affect their purchasing decision 

at the point of purchase, which emphasizes the importance of attention-capturing 

packaging attributes (Warlop , et al., 2010).  

A. 

 
Table 4.13: I purchase beverages as advised by my family or friends 

Advice received from somebody else influenced the decision to buy their beverage 

product. 

B. 

 
Table 4.14: Beverage products offered by leading brand are always better 

 
According to Rossiter and Prey (1987), brand awareness precedes all other steps in the 

buying process. A brand attitude cannot be created, unless a consumer is aware of the 

brand. In memory theory, brand awareness is positioned as a vital first step in building 

the bundle of associations which are attached to the brand in memory (Stokes, 1985). 

I purchase beverages as advised by my family or friends.
Strongly Agree 10
Agree 36
Neutral 31
Disagree 20
Strongly Disagree 3

Total 100

Mean 2.75
Standard Dev. 0.97
Variance 0.94

Beverage products offered by leading brand are alw ays better.
Strongly Agree 18
Agree 42
Neutral 17
Disagree 18
Strongly Disagree 5

Total 100

Mean 2.45
Standard Dev. 1.09
Variance 1.18
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The results here confirm the above theory as the majority (n = 60) of the respondents 

felt that the beverage products offered by leading brands are always better. 

C. 

 
Table 4.15: I select products according to my life style 

 
The life style of the target consumer need to be considered when designing a 

packaging for beverage product as almost the entire sample (92%) indicated their 

decision in choosing a product is influenced by their lifestyle. 

D. 

 
Table 4.16: The higher quality of packaging serves beverage products better 

 

Wright’s (2010) study on consumer behaviour concluded that customers’ evaluations 

of products are greatly affected by appearances and design, including such things as 

touch, taste, smell and texture. His findings were that the packaging that surrounds the 

product has become at least as important, if not more so in some cases, than the 

product itself and it continues to be an integral part contributing to the overall 

attractiveness of the product and becoming a quintessential ingredient in the emotive 

process of brand building. The result here also support this findings as the majority (n 

I select products according to my life style?
Strongly Agree 41
Agree 48
Neutral 4
Disagree 4
Strongly Disagree 3

Total 100

Mean 1.70
Standard Dev. 0.74
Variance 0.55

The higher quality of packaging material serves beverage products better.
Strongly Agree 25
Agree 46
Neutral 18
Disagree 9
Strongly Disagree 2

Total 100

Mean 2.11
Standard Dev. 0.90
Variance 0.80
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= 71) of the respondents have the perception that higher quality of the packaging 

material serves their beverage products better. 

 

4.3.6 Innovation in beverage packaging. 
 

According to Louw and Kimber (2006) an innovative pack design can help to set a 

brand apart from its competitors. The marketing world is full of examples of brands 

that have used packaging to carve a unique position in the marketplace (Louw and 

Kimber, (2006). 

A. 

 
Table 4.17: Innovation is important in beverage packaging 

Eighty one of the respondents believe that innovation is important in beverage 

packaging; this is in line with the literature. Looking at table 4.17, consumers confirm 

that innovation in packaging can influence their purchasing decision. 

 

B. 

 
Table 4.18: The innovative packaging can influence your purchasing decision 

 

Innovation is important in beverage packaging.
Strongly Agree 40
Agree 41
Neutral 12
Disagree 7
Strongly Disagree 0

Total 100

Mean 1.79
Standard Dev. 0.82
Variance 0.67

The innovative packaging can influence my purchasing decission.
Strongly Agree 29
Agree 45
Neutral 12
Disagree 14
Strongly Disagree 0

Total 100

Mean 2.03
Standard Dev. 0.94
Variance 0.88
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New packaging concepts should be evaluated in context, not in isolation. If possible, 

packaging research should simulate both the shopping and usage experience, giving 

people an opportunity to interact and feel the package’s functionality, shelf visibility 

and impact on brand imagery (Jugger, 1999). Also, packaging research should, as far 

as possible, take into consideration current relationships and usage behaviour within 

that category (Sinclair and Knowles, 2006). Some of the things that can be changed 

with innovation are colours, font size and package size. 
 

C. 

 
Table 4.19: Font size is attractive 

 
Ragland (2008) asserted that simple geometric shapes, sans serif, fonts and clear 

materials communicate safe, gentle, and honest brand values. He concluded that as 

brand identities change and evolves in response to consumer perceptions; these 

attributes will likely be incorporated into more package designs. More than half of the 

participants indicated that they find font attractive in packaging. 
 

Font size is attractive.
Strongly Agree 20
Agree 37
Neutral 30
Disagree 11
Strongly Disagree 2

Total 100

Mean 2.38
Standard Dev. 0.95
Variance 0.91
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D. 

 
Table 4.20: I like creative font styles in beverage packaging 

 
The result in table 4.20 confirms the results in table 4.19. The study results in both 

these tables indicate that, in beverage products, the package and the information 

written on it is one of the vital and common information resources. This is supported 

by the study conducted by Angela et al (1997) of the positive influence of food 

package labels on purchase decisions of these products. The study showed 58% of 

food products consumers pay attention to the information written on the package when 

they are evaluating different alternatives. The font chosen can enhance the readability 

of the information on the package material. 
 

E. 

 
Table 4.21: Have you ever purchased product on the basis of good packaging? 

Understanding how the product attracts the consumer’s attention from the multitude of 

commodity packaging is the first step that leads to success (Wang and Chen, 2007). If 

the packaging can further lead the consumer to a positive buying emotion, the goal of 

invigorating the sales volume will possibly be achieved (Donovan and Rossiter, 1982; 

I like creative font styles in beverage packaging.
Strongly Agree 18
Agree 36
Neutral 30
Disagree 14
Strongly Disagree 2

Total 100

Mean 2.52
Standard Dev. 0.98
Variance 0.97

Have you ever purchased product on the basis of good packaging?
Yes 48
May Be 40
No 12

Total 100

Mean 1.66
Standard Dev. 0.70
Variance 0.49
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Sherman , et al., 1997). These results confirm the importance of the packaging in 

consumers choosing their product. 

F. 
 

 
Table 4.22: Do you think glass is a better packaging than a Can for beverages or food 
items? 

 

4.3.7  Reliability Test  

 

 
 

Independent Variable  

The data of independent variables or predictors is reliable; because the value of 

Cronbach’s Alpha is 0.991 which is greater than 0.7. The value is also positive, so the 

data used for analysis is reliable 
 

4.4 Summary  
This chapter begins with a profile (expressed in numbers and percentages) of the 

collected data to gain some insights. The profile shows the demographic factors and 

the beverage packaging buying behaviour of the sample size. The distribution of the 

sample size is also shown by the profile, as it must adequately represent all parts of the 

sample. By showing the descriptive results, insights are gained of both the dependent 

Do you think glass is a better packaging than a Can for bevarages or food items?
Yes 43 44.33%
May be 22 22.68%
No 32 32.99%

Total 97

Mean 1.89
Standard Dev. 0.88
Variance 0.77
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and the independent variables. The next chapter is discussion, conclusion and 

recommendation for future research. 

 

CHAPTER FIVE 

Discussion, Conclusion and Recommendations 
 
 

5.1 Introduction 

The dissertation reports on an investigation into the role of packaging and how it 

influences the consumer when buying their choice of beverages. The main finding of the 

study will be presented and discussed according to each objective/research question as 

presented at the beginning of this dissertation. The conclusion and recommendation will 

follow after the discussion of the main findings. An evaluation of the study will be 

discussed and presented in this chapter. 

 

5.2   Discussion  

According to Rundh (2005) package attracts consumers’ attention to a particular brand, 

enhances its image, and influences consumers’ perceptions about the product. Also 

package imparts unique value to products. Through an extensive literature review an 

initial model is proposed which encompasses how packaging elements mediates the 

relationship with packaging colour, background, packaging material, font style, printed 

information, package design and innovation in packaging. The literature review has 

provided the basic theoretical evidence with regard to the link between packaging and 

buying behaviour. Chapter 4 presents an analysis of all data collected through structured 

questionnaires in order to understand if packaging influences consumers buying 

beverages. 

 

5.2.1   The impact of packaging in consumers buying a particular beverage 
 

The results were presented in 4.3.2. Communication designers and brand managers are 

confronted with the challenge of creating packaging systems for new products that 

communicate and highlight their unique functional benefits in addition to the broader 



44 
 

values of the company. The majority of the consumers showed that they like the 

packaging of their beverages. The packaging plays an important role in capturing 

consumers’ attention at the point of purchase. As the only part of the marketing 

communication that the consumer takes home, packaging plays a key role in 

communicating and reinforcing brand values over time. Packaging has the power to 

make, but also to break, brand relationships. It could be maintained that “the package 

may be the only communication between a product and the final consumer in the 

store” (Gonzalez , et al., 2007: p.63). Consequently the role of package in marketing 

communications increases: it must attract consumers’ attention and transmit adequate 

value of the product to the consumer in the short period right in the place of sale. 

 

5.2.2   The characteristics of packaging that helps in developing a brand loyalty 

The results were presented in 4.3.3. The study shows that customers can a adopt 

product based on its packaging background. Kuvykaite’s (2009) study concluded that 

the material is the most important visual elements for purchasing with colour and 

graphic regarded as unimportant elements of package. From a functional perspective, 

packaging is often part of the usage/consumption experience. Not only is it a means of 

providing any necessary information, but it can also form part of the actual product 

and provides functional benefits for example, being easy to use, fitting into storage 

space (Louw and Kimber, 2006). The study results showed more than half of the 

participants like the background, this include colour, of the beverage packaging. Rettie 

& Brewer (2000) stressed the importance of proper positioning of elements of 

package, dividing the elements into two groups: verbal (for example, brand slogans) 

and visual (visual appeal, picture, etc.) elements. In a similar way package elements 

were classified by Butkeviciene, Stravinskiene & Rutelione (2008). Analysing 

consumers’ decision-making process they distinguish between non-verbal elements of 

package (colour, form, size, imageries, graphics, materials and smell) and verbal 

elements of package (product name, brand, producer, country, information, special 

offers, instruction of usage). Their classification includes brand as a verbal 

component, whereas Keller (2003), for example, considers packaging as one of the 
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five elements of the brand, together with name, logo, graphic symbol, personality, and 

the slogans. 

 

 

5.2.3   Role of packaging in influencing brand (beverage) preference 

The results were presented in 4.3.4. Underwood and Klein (2002) concluded that for 

decisions made at the point of purchase, packaging takes on a heightened importance 

relative to other communication tools because of its easy availability. According to 

Rundh (2005) package attracts consumers’ attention to a particular brand, enhances its 

image, and influences consumers’ perceptions about the product. Also package 

imparts unique value to products (Underwood, Klein & Burke, 2001; Silayoi & 

Speece, 2004), works as a tool for differentiation, i.e. helps consumers to choose the 

product from a wide range of similar products, stimulates customers buying behaviour 

(Wells, Farley & Armstrong, 2007). Thus package performs an important role in 

marketing communications and could be treated as one of the most important factors 

influencing consumers’ purchase decision. The study concurred with the literature, 

more than two third of the respondents indicated that they get inspired purchasing and 

influenced by the quality of the packaging material when making their purchasing 

decision. It was noted that they also enjoy reading the information written on the 

packages. Written information forms part of the packaging. 

 

5.2.4   Consumers’ perception of packaging and package design when choosing 

their beverage 

The results were presented in 4.3.5. According to the literature (Silayoi & Speece, 

2004, Grossman & Wisenblit, 1999, Butkeviciene , et al., 2008) the impact of package 

elements on consumers’ purchase decisions can be stronger or weaker depending on 

the consumer’s involvement level, time pressure or individual characteristics of 

consumers. Warlop , et al. (2010) offered that consumers’ perceptions directly 

influence their purchasing decision and that perception can easily be influenced by 

visual stimuli provided by products packaging. The results in this study confirmed this 

notion and also added that consumers’ perception can be influenced by family or 
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friends. Consumers have the perception that leading brands should have better 

packaging. 

 

 

 

5.2.5   Innovation in beverage packaging 

The results were presented in 4.3.6. Participants indicated the need for new ideas and 

innovation in packaging although a change in packaging design will not influence 

their choice of beverage. According to Keller (2003:p.212) structural packaging 

innovations can create a point of difference that permits a higher margin. He continued 

that new packages can also expand a market and capture new market segments. The 

majority (81%) of the respondents would like to see innovation in beverage packaging, 

this emphasizes the point that packaging should not just be viewed as the protecting 

material for a product but as the marketing tool. 

 

5.3 Conclusions 

Packaging plays an important role in the marketing of beverage products. The correct 

packaging can help a brand earn a unique position in the marketplace and in the minds 

of consumers. 

 

Although the literature had suggested that a change in packaging can result in loss of 

sales, the results of this study indicated the opposite; while the consumers see the 

packaging as important they will not change their beverage choice due to changes in 

packaging. Packaging promotes and reinforces the purchase decision not only at the 

point of purchase, but also every time the product is used.  

 

As the market becomes more competitive and shelf space is at a premium, products 

need to be able to stand out from the crowd and packaging needs to provide more than 

just functional benefits and information. Under time pressure and in low-involvement 

purchases, less time is spent looking at the detail and information provided on 

packaging. Nonetheless, consumers show that they like reading the information, 
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background and/or images on the packaging material. This research into packaging 

has found that different packaging cues impact how a product is perceived. Often the 

packaging is perceived to be part of the product and it can be difficult for consumers 

to separate the two. Aspects such as packaging colour, typography, illustrations and 

graphics can influence how a product is perceived. 

 

5.4 Recommendations and areas of future research  

Suggested areas for future research include a more in-depth analysis into the 

relationship between product attributes and total product assessment – how exactly 

does the research process influence overall opinions, what is the best way to gain 

insight into preference without biasing the results? Is this possible? More research into 

the elements of pack design and how it influences consumer perceptions – are there 

universal rules or do they differ by product category and culture? 

 

5.5  Summary 

This chapter concludes the research study. The findings were discussed in relation to 

the objectives set out at the beginning; the conclusion drawn from the study which 

supported that the packaging is important as a marketing tool when consumers are 

choosing their beverages. 

 

 

 

 

 

 

 

 

 

 

 

 



48 
 

 

 

 

 

 

BIBLIOGRAPHY 

Ahasanul, H. Ali, A. (2009). Factors influencing buying behaviour of piracy impact to 
Malaysian market international review of business research Papers Vol. 5 No. 2 March 
2009,  383-401. 
 
Alice, L. (2006). The Power of Packaging, Journal of Consumer Marketing, New Jersey,  
186-216.  
 
Ampuero, O., & Vila, N. (2006). Consumer perceptions of product packaging. Journal of 
Consumer Marketing, 23(2), 100-112. 
 
Angela, S., O’Reilly, S. & O’Sullivan, K. (1997). Consumer use of nutrition labels. Br. 
Food J., 99:290-296. 
 
Arens, W. (1996), Contemporary Advertising, New York: Irwin,  
G-12. 
 
Barber, N., Almanza, B. A., & Donovan, J. R. (2006). Motivational factors of gender,  
income and age on selecting a bottle of wine. International Journal of Wine Marketing, 
18(3), 218-232. 
 
Bed, S. (2008). New Consumer Products Branding: Packaging and Labelling in Nepal, 
The Journal of Nepalese Business Studies, Vol. V No. 1. 88 – 92. 
 
Bech-Larsen, T. (1996). Danish consumers’ attitudes to the functional and environmental 
characteristics of food packaging. Aarhus: MAPP Center. 
 
Belch, G.E., Belch, M.A. (1990). Introduction to advertising and promotion management. 
San Diego: Irwin Homewood. 
 
Bloch, P. H. (1995). Seeking the ideal form: product design and consumer response.  
Journal of Marketing, 59 (July), 16-29.  
 
Broadbridge, A. Morgan, H. (2007). Consumer buying behaviour and perception toward 
retail brand baby products. Manchester: Emerald Group Publishing Limited 
 



49 
 

Butkeviciene, V., Stravinskiene J. and Rutelione A. (2008). 'Impact of consumer package 
communication on consumer decision making process', Inzinerine Ekonomika- 
Engineering Economics (1),  57-65. 
 
Cateora, P. and Graham, J. (2002), International Marketing, New 
York:  McGraw-Hill, pg 358-360. 
 
Childers, T.L., Houston, M.J. & Heckler, S.E. (2009). Measuring of individual 
differences in visual versus verbal information processing. J. Consumer Research, 12: 
125-134 
 
Cook, T.C & Campbell, D.T. (1979). Quasi-experiementation: Design and analysis 
issues for field settings. Chicago: Rand McNally, Inc. 
 
Datamonitor. (2009). Bottled Water: Global Industry Guide. Online. Retrieved February 
13, 2010, available on http://www.researchandmarkets.com/reports/53589  
 
Dickson PR & Sawyer AG (1990). Point-Of-Purchase Behaviour and Price Perceptions 
of Supermarket Shoppers. Marketing Science Institute. Cambridge, MA: MSI. 
 
Donovan, R. Rossiter, J. (1982), Store Atmosphere:An Environmental Psychology 
Approach, Journal of Retailing, 58 (Spring), 34-57. 
 
Erzsebet, H. Zoltan, V. (2007). An empirical investigation on loyalty: The case of 
packaging industry.  
 
Escalas, J. E. (2004). Imagine yourself in the product. Journal of Advertising, (33), 2. 
 
Estiri, M., Hasangholipour, T., Yazdani, H., Nejad, H.J., Rayej, H. (2010), “Food  
products consumer behaviors: The Role of Packaging Elements”, Journal of Applied 
Sciences. Volume 10, No. 7, pgs 535-543. 
 
Finlayson, D. (2005). Market development of bottled waters. In D. Senior and N. Dege 
Technology of bottled water (2nd ed.), p. 6. London: Blackwell Publishing.  
 
Gaillard, E., 2007. How brand distinctiveness is communicated, from a consumer’s 
perspective. Master of Business Thesis: University of South Australia, Ehrenberg-Bass 
Institute for Marketing Science, (July). 
 
Gaillard, E., Romaniuk, J. & Sharp, A. (2005). Exploring Consumer Perceptions of 
Visual Distinctiveness. In: ANZMAC Conference, 5-7 December 2005. The University of 
Western Australia, Fremantle, WA. 
 

http://www.researchandmarkets.com/reports/53589


50 
 

Gaillard, E., Sharp, A. & Romaniuk, J. (2006). Measuring brand distinctive elements in 
an instore packaged goods consumer context. In: European Marketing Academy 
Conference (EMAC), 2006 Athens, Greece. 
 
Gersen, J.T.H. (2000). The ethical consumer moral norms and packagingchoice. Journal 
of consumer policy. Rotterdam: Kluwer Academic Publishers 
 
Giovannetti, M. D. (1995). El mundo del envase. manual para el diseño y producción de 
envases yembalajes. In Ampuero, O., & Vila, N. (2006). Consumer perceptions of 
product packaging. Journal of Consumer Marketing, 23(2), 102-114. 
 
Gonzalez, M. P. Thorhsbury, S. Twede, D. (2007). Packaging as a tool for product 
development: Communicating value to consumers. Journal of Food Distribution 
Research, 38 (1),  61-66. 
 
Grossman, R. P. Wisenblit, J. Z. (2009). What we know about consumers’ colour choices. 
Journal of marketing Practice: applied marketing science, 5(3),  78-88.  
 
Hair, J.F., Lamb, C.W., McDaniell, C., Boshoff, C. and TerblancheE, N.S., (2008). 
Marketing. 3rd ed. Cape Town: Oxford University Press Southern Africa (Pty) Ltd. 
 
Hall, J. (2000). What’s really driving wine consumers ?. The Australian 
and New Zealand Wine Industry Journal, 15, 4 : 68-72. 
 
Hofmeyr, J.J and Rice, A. (2007), Commitment-led Marketing, Cape Town: John Wiley & 
Sons Ltd, pg 216. 
 
Holbrook, M. B. and Moore, R ( 1982). Assessing the Role of Emotions as Mediators of 
Consumer Response to Advertising. Journal of Consumer Research. Journal of Consumer 
Research, Vol.9, 132-14. 
 
Hysen, B. Mensur, V. (2008). Analysis of consumer behaviour in regard to dairy 
products in Kosovo, Agricultural Research, 2008, 46(3).  
 
Judd, D., Aalders, B., & Melis, T. (1989). The Silent Salesman - Primer on design, 
production and marketing of finished package goods. Singapore: Continental press. 
 
Jugger, S. (1999). The Power of Packaging, Admap Magazine, October 2010. 
 
Kapferer, J.N. (1997). Strategic brand management. London: Kogan Page. 
 
Katharina, S. Wüstenhagen, R. (2005). The Influence of Eco-labelling on consumer 
behaviour, institute for economy and the environment (IWOe-HSG), University of St. 
Gallen, Switzerland.  
 



51 
 

Keller, K.L. (1998). Strategic brand management. New Jersey: Prentice-Hall. 
 
Keller, K. L. (2003). Strategic brand management: Building, measuring and managing 
brand equity. 2nd ed., Englewood Cliffs, NJ: Prentice-Hall.  
 
Kotler, P., Armstrong, G., Wong, V. & Saunders, J. (2008). Principles of Marketing. 5th 
ed. England: Pearson Education Limited.  
 
Kotler, P., Armstrong, G. (2009). Principles of marketing. 11th ed. England: Pearson 
Education Limited. 
 
Kotler, P. & Keller, K.L. (2009). A framework for marketing management. 2nd ed. Cape 
Town: Juta, p. 76-77. 
 
Kriti, B.G. (2009). Consumer behaviour for food products in India, 19th Annual World 
Symposium Indian Institute of Management.  
 
Kuvykaite, R. Dovaliene, A. Navickiene, R. (2009). Impact of package elements on the 
consumer purchase decision economics & management. 46 -52 
 
Louw, A. & Kimber, M. (2006). The Power of Packaging, SAMRA Paper. 
 
Lu, L. (2008). Packaging as a strategic tool. University of Halmstad School of Business 
and Engineering. 
 
Madden, T. J., Hewett, K. & Roth, M. S. (2000). Managing images in different cultures: 
A cross-national study of colour meanings and preferences. Journal of International 
Marketing, 8(4),  90-107.  
 
Maiksteniene, K. and Auruskeviciene, V. (2008). Manufacturer and retailer brand 
acceptance under different levels of purchase involvement, Inzinerine Ekonomika-
Engineering Economics (1),  90-96. 
 
Nuntasaree, S. Barry, E. (2008). A model of male consumer behaviour in buying 
skin care products in Thailand, ABAC Journal Vol. 29, No. 1. 13-16 
 
Olson, J. C., & Jacoby, J.(1972). Cue utilization in the quality perception process. 
Venkatesan, M. (Ed.), Proceedings of the 3rd Annual Conference of the Association for 
Counsumer Research,  167-179. Online. Retreived: 03.11.2010. Available on 
http://www.acrwebsite.org/volumes/display.asp?id=11997. 
 
Orth, R. U., & Malkewitz, K. (2008). Holistic Package Design and Consumer Brand 
Impressions. Journal of Marketing, 72, 64-81. 
 
Pallant, J. (2007). SPSS Survival Manual. 3rd ed. England: Open University Press 



52 
 

 
Pilditch, J. (1973). The Silent Salesman. 2nd ed. London: Business Books Limited. 
 
Pires Goncalves, Ricardo. (2008). Product characteristics and quality perception. 
Barcelona: Bercelona Publishers 
 
Prathiraja, P. H. K. Ariyawardana, A. (2003). Impact of nutritional labelling on consumer 
buying behaviour, Sri Lankan Journal of Agricultural Economics. Vol. 5, No. 1, 2003. 
 
Prendergast, G. Pitt, L. (1996). Packaging, marketing, logistics and the environment: Are 
there trade-offs? International Journal of Physical Distribution & Logistics 
Management, 26 (6),  60-72.  
 
Ragland, T. (2008) Identity Branding: The Effect of Packaging Design for Eco-Conscious 
Cleaning Products on Consumer Self-Expression and Brand Identity. Unpublished 
Master’s Thesis, Arizona State University. 
 
Renaud, L. (2007). The influence of label on wine consumption: its effects on young 
consumers’ perception of authenticity and purchasing behaviour. Bologna, Italy.  
 
Renee, W. de Vries, B. (2006). Sales performance of packaging for consumer electronics 
products. Delft University of Technology. Unpublished Master’s Thesis, Arizona State 
University. 
 
Rettie, R., & Brewer, C. (2000). The verbal and visual components of package design.  
Journal of Product Brand Management, 9(1),  56-70.  
 
Rex, J. Wai, S. Lobo, A. (2003). An exploratory study into the impact of colour and 
packaging as stimuli in the decision making process for a low involvement non-durable 
product, faculty of business and enterprise. Swinburne University of Technology. 
 
Rita, K. (2009). Impact of Package Elements on Consumer Purchase. Kauno Technologijos 
Universitetas, Lietuva, ekonomika ir vadyba.  
 
Romaniuk, J. & Sharp, B. 2004a. Brand salience: what is it and why it matters. Report 16 
for Corporate Members. Adelaide: Ehrenberg-Bass Institute for Marketing Science. 
 
Romaniuk, J. & Sharp, B. 2004b. Conceptualizing and measuring brand salience. 
Marketing Theory, 4, 327-342. 
 
Rossiter JR & Percy L (1987). Advertising and Promotion Management. Singapore: 
McGraw-Hill. 
 
Rundh, B. (2005). The multi-faceted dimension of packaging. British Food Journal, 107(9),  
670-684. 
 



53 
 

Rushton, B. 2006. Bewildered shoppers spoilt for choice. Sydney: The Sydney Morning 
Herald 
 
Saunders, M., Lewis, P. & Thornhill, A. (2009). Research Methods for Business 
Students. 5th ed. Harlow, Essex: Pearson Education. 
 
Sekaran, U & Bougie, R. (2010). Research methods for business: A skill building 
approach. 5th ed. West Sussex: Wiley & Sons Ltd. 
 
Sharma, A. (2008). Relationship marketing: an agenda for inquiry, Industrial Marketing 
Management, Vol. 26,  87-9. 
 
Sherman, E A. Mathur, and Smith, R. B. (1997). Store Emvironment and Consumer 
purchase behavior: Mediating role of consumer emotions. Psychology and Marketing, 
Vol. 14, No. 4, 361-378. 
 
Silayoi, P., & Speece, M. (2004). Packaging and purchase decisions: An exploratory 
study on the impact of involvement level and time pressure. British Food Journal, 106(8),  
607-628. 
 
Silayoi, P., & Speece, M. (2007). The importance of packaging attributes: a conjoint  
analysis approach. European Journal of Marketing, 41 (11/12),  1495-1517.  
 
Sinclair, C. and Knowles, A. (2006), Packing a Punch: Using Packaging as Effective 
Advertising and Communication to Build Your Bottom Line, Market Research Society, 
Annual Conference, 2006. 
 
Smith, P., & Taylor, J. (2004). Marketing communications: an integrated approach. 4th  
ed. London: Kogan Page.  
 
Sogn-Grundvag, G., & Østli, J. (2009). Consumer evaluation of unbranded and 
unlabelled food products: the case of bacalhau. European Journal of Marketing, 43 
(1/2),  213-228. 
 
Sony, K. (2008). Consumer responses toward attribute framing in product packaging, 
Department of Management Airlangga University. Unpublished Master’s Thesis, Arizona 
State University. 
 
Steinka, I., Magda, M., Maria, R. & Antia, K. (2006). The influence of properties of some 
and traditional and  new polymer use for fermented food packaging. Journal of Food 
Engineering, 77: 771-775. 
 
Stokes RC (1985). The Effects of Price, Package Design, and Brand Familiarity on 
Perceived Quality. In J Jacoby& J Olson (eds.). Perceived Quality. Lexington: Lexington 
Books. 



54 
 

 
Thugersen, J. (2000). The ethical consumer moral norms and packaging choice. Journal of 
consumer policy. Rotterdam: Kluwer Academic Publishers.  
 
Underwood, R.L. Klein, N.M. & Burke, R.R. (2001). Packaging communicator: 
Attentional effects of product imagery. Journal of  Product Brand Manage. 10:403-422. 
 
Underwood, R. L., & Klein, N. M. (2002). Packaging as brand communication: effects of 
product pictures on consumer responses to the package and brand. Journal of Marketing 
Theory and Practice, 10(4), 58-68. 
 
Underwood, R. L. (2003). The communicative power of product packaging: creating 
brand identity via lived and mediated experience. Journal of Marketing Theory and 
Practice. Winter, 62-76. 
 
Underwood, R. L., Klein, N. M., & Burke, R. R. (2004). Packaging communication:  
attention effects of product imagery. Journal of Product & Brand Management,  
10(7), 403-422. 
 
Vazquez, D., Bruce, M., & Studd, R. (2003). A case study exploring the packaging 
design management process within a UK food retailer. British Food Journal, 105(9), 
602-617. 
 
Vila, N., & Ampuero, O. (2007). The role of packaging in positioning an orange juice.  
Journal of Food Products Marketing, 13(3),  21-48.  
 
Voce, A. (2004). Introduction to research paradigms. Online. Retrieved March 22, 2010, 
available on 
http://familymedicine.ukzn.ac.za/Uploads/131e81cf-f876-4e8d-
901669ec7d6598b8/Introduction%-20to%20research%20paradigms.doc 
 
Walter, H.K. (1974). Brand Loyalty Measurement and Management. Wiley, New York, 
NY. 
 
Wang, R. W. Y. and Chen, P. Y. (2007). The Effect of Viewing Angle on Recognition of 
Graphics in Packaging Design. Proceedings of Asia Design International Conference, 
Japan: Asian Society for the Science of Design, Vol. 1, 52. 
 
Wanke, M. (2009). The impulsive consumer predicting consumer behaviour with implicit 
reaction time measures social psychology of consumer behaviour. New York: 
Psychology Press. 
 

http://familymedicine.ukzn.ac.za/Uploads/131e81cf-f876-4e8d-901669ec7d6598b8/Introduction%25-20to%20research%20paradigms.doc
http://familymedicine.ukzn.ac.za/Uploads/131e81cf-f876-4e8d-901669ec7d6598b8/Introduction%25-20to%20research%20paradigms.doc


55 
 

Warlop, L., Ratneshwar, S., & Van Osselaer, S. (2005). Distinctive brand cues and 
memory for product consumption experiences. International Journal of Research in 
Marketing, 22(1), 27−44. 
 
Wästlund, E., Reinikka, H., Norlander, T. and Archer, T. (2005). Effects of VDT and 
paper presentation on consumption and production of information: Psychological and 
physiological factors. Computers in Human Behavior. 21, 377–394. 
 
Wells, L. E., Farley, H., & Armstrong, G. A. (2007). The importance of packaging design 
for own-label food brands. International Journal of Retail & Distribution 
Management, 35(9),  677-690. 
 
Yeung, C.W.M & Wyer, R.S. (2004). Affect, appraisal and consumer judgement. J. 
Consumer Research, 31: 412-424. 
 
Young, S. (2003). Winning at Retail: Research insights to improve the packaging of 
children’s products, Young Consumers, Vol. 5, Issue 1, 2003. 
 
Young, S. (2006). Measuring success: Using consumer research to document the value of 
package design. Design Management Review, 17(2),  60-65.  
 
Zeithaml, V. A. (1988). Consumer perceptions of price, quality and value: A means–end 
model and synthesis of evidence. Journal of Marketing, 52(2), 2−22. 
 
 
 
 
 
 
 



 

 

 

 

 

 

 

 

 

 

 

APPENDICES 



 

 

Appendix 1 
 
 
Dear Participant:MBA Research ProjectResearcher: Mthokozisi Ralph Bhengu 079 896 7811Supervisor: Dr. M. 

Phiri +27 33 260 5843Research Office: Ms P Ximba 031-2603587I, Mthokozisi Ralph Bhengu, am a MBA 

student, at the Graduate School of Business, of the University of Kwazulu Natal. You are invited to participate 

in a research project entitled: Beverages Packaging and Consumer Buying Behaviour: The Case of 

KwaZulu-Natal Students. The aim of this study is to determine the role of packaging in consumer buying 

behaviour. Through your participation I hope to understand consumer buying patterns and trends with regards to 

packaging choice. Your participation in this study is completely voluntary. There are no foreseeable risks 

associated with this project. However, if you feel uncomfortable answering any questions, you can withdraw 

from the survey at any point. It is very important for us to learn your opinions.Your survey responses will be 

strictly confidential and data from this research will be reported only in the aggregate. Confidentiality and 

anonymity of records identifying you as a participant will be maintained by the Graduate School of Business, 

UKZN. There will be no monetary gain from participating in this survey.If you have questions at any time about 

the survey or the procedures, you may contact Mthokozisi Bhengu at 079 896 7811 or by email - 

ralph.bhengu@valspareurope.com.the survey should take you approximately 10 minute. 
 
 
 
Race 

1. African 
2. Coloured 
3. Indian 
4. White 

 
 
 
Gender 

1. Male 
2. Female 

 
 
 
Age 

1. 18 - 25 
2. 26 - 34 
3. 35 - 44 
4. 45+ 

 
 
 
Highest Education Level 

1. Primary 
2. Secondary 
3. Bachelor 
4. Post Graduate 

 



 

 

 
 
Monthly income including  pocket money 

1. <R1000 
2. R1000 - R1999 
3. R2000 - R3999 
4. R4000+ 

 
 
 
Please tick the answer which Mostly matches your opinion at the following statements/questions     
 Note: There is only one (1) answer possible.       
 
 
 
I like the packaging of any product or brand. (Results: 4.3.2A). 

1. Strongly Agree 
2. Agree 
3. Neutral 
4. Disagree 
5. Strongly Disagree 

 
 
 
I generally prefer to buy consumer goods with packaging. (Results 4.3.2B). 

1. Strongly Agree 
2. Agree 
3. Neutral 
4. Disagree 
5. Strongly Disagree 

 
 
 
I purchase goods as advised by your family or friends. (Results: 4.3.5A). 

1. Strongly Agree 
2. Agree 
3. Neutral 
4. Disagree 
5. Strongly Disagree 

 
 
 
Products offered by leading brand are always better. (Results: 4.3.5B). 

1. Strongly Agree 
2. Agree 
3. Neutral 
4. Disagree 
5. Strongly Disagree 

 
 
 
I select products according to my life style? (Results: 4.3.5C) 

1. Strongly Agree 
2. Agree 
3. Neutral 
4. Disagree 
5. Strongly Disagree 

 
 
 



 

 

I like the colour of packaging materials. (Results: 4.3.3A) 
1. Strongly Agree 
2. Agree 
3. Neutral 
4. Disagree 
5. Strongly Disagree 

 
 
 
Colour of packaging matters in me when purchasing a product. (Results: 4.3.3B) 

1. Strongly Agree 
2. Agree 
3. Neutral 
4. Disagree 
5. Strongly Disagree 

 
 
 
I like beautiful backgrounds. (Results: 4.3.3C) 

1. Strongly Agree 
2. Agree 
3. Neutral 
4. Disagree 
5. Strongly Disagree 

 
 
 
I prefer the products package having attractive background. (4.3.3D) 

1. Strongly Agree 
2. Agree 
3. Neutral 
4. Disagree 
5. Strongly Disagree 

 
 
 
The quality of packaging serve product better.  

1. Strongly Agree 
2. Agree 
3. Neutral 
4. Disagree 
5. Strongly Disagree 

 
 
 
I prefer products packed in high quality material or package. (Results: 4.3.4A) 

1. Strongly Agree 
2. Agree 
3. Neutral 
4. Disagree 
5. Strongly Agree 

 
 
 
Font size is attractive. (Results: 4.3.6C) 

1. Strongly Agree 
2. Agree 
3. Neutral 
4. Disagree 
5. Strongly Disagree 



 

 

 
 
 
I like creative font styles in package of any material. (Results: 4.3.6D) 

1. Strongly Agree 
2. Agree 
3. Neutral 
4. Disagree 
5. Strongly Disagree 

 
 
 
Wrapper design is important in packaging. 

1. Strongly Agree 
2. Agree 
3. Neutral 
4. Disagree 
5. Strongly Disagree 

 
 
 
The design in products packaging inspired me in my purchasing. (Results: 4.3.4B) 

1. Strongly Agree 
2. Agree 
3. Neutral 
4. Disagree 
5. Strongly Disagree 

 
 
 
I like to read printed information on the package of product. (Results: 4.3.4C) 

1. Strongly Agree 
2. Agree 
3. Neutral 
4. Disagree 
5. Strongly Disagree 

 
 
 
I evaluate products according to the printed information while purchasing. (Results: 4.3.4D) 

1. Strongly Agree 
2. Agree 
3. Neutral 
4. Disagree 
5. Strongly Disagree 

 
 
 
I prefer packaging with better handling and transportation. 

1. Strongly Agree 
2. Agree 
3. Neutral 
4. Disagree 
5. Strongly Disagree 

 
 
 
Innovation is important in packaging. (Results: 4.3.6A) 

1. Strongly Agree 
2. Agree 



 

 

3. Neutral 
4. Disagree 
5. Strongly Disagree 

 
 
 
The innovative packaging can influence your purchasing decision. (Results: 4.3.6B) 

1. Strongly Agree 
2. Agree 
3. Neutral 
4. Dusagree 
5. Strongly Disagree 

 
 
 
If cans were designed like glass bottles; I would buy my beverages packed in a cans. 

1. Strongly Agree 
2. Agree 
3. Neutral 
4. Disagree 
5. Strongly Disagree 

 
 
 
I am loyal to my brand because of its packaging. 

1. Strongly Agree 
2. Agree 
3. Neutral 
4. Disagree 
5. Strongly Agree 

 
 
 
Please select some of the goods that you had not bought because of poor packaging? 

1. Food Item 
2. Beverage 
3. Other 

 
 
 
Please select characteristics that you look for when buying a product? 

1. Quality 
2. Packaging 
3. Price 
4. Availability 

 
 
 
Do you think a strong brand should be a well packed product? 

1. Yes 
2. May be 
3. No 

 
 
 
Have you ever purchased product on the basis of good packaging? (Results: 4.3.6E) 

1. Yes 
2. May Be 
3. No 

 



 

 

 
 
Do you choose your choice of beverage because of good packaging? 

1. Yes 
2. May be 
3. No 

 
 
 
Do you think glass is a better packaging than a Can for beverages or food items? (Results: 4.3.6F) 

1. Yes 
2. May be 
3. No 

 
 
 
 



 

 

 

 

 

 

 

 

 

 

 

APPENDIX 2 

Ethical Clearance 






