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ABSTRACT . 

The purpose of this study is to survey the more important 

considerations and points of ~iew concerning the use of the 

package as a promotional device in retail selling. The ob­

jective is to provide the reader ·with helpful insights into 

the concepts, techniques and practices of modern packaging. 

The study attm;1pts to determine Hhy packaging is important, 

~hat an optimum packag~ may be, and ·what factors generally 

apply to package design. 

Research for this study was directed tm·Jard the achieve­

ment of the following goals: .. 

A. An analysis of developments in retailing 1vhich have 

plac eel ei:iphasis on packaging technique. 

B. A study of the effects of packaging on sales and 

sue ce s sfu 1 promotion • 

C. The development of a theory of the better package 

1vi th respect to its functions and characteristics. 

D. An evaluation· of the effects of modern technology 

on packaging methods and related cost considerations. 

E. The identification of present trends in packaging 

1~hich hold future implications in retail selling. 

The concltisions reached in this study ru·e twofold. 

Primarily, the importance and potential value of creative 

iv 



pacl~aging is seen as an often neglected and much misunderstood 

aspect of marketing. Secondly, creative_ packaging offers to 

many firms a valuable method of enhancing their competitive 

positions through more effective marketing operations and in­

creased sales. 

. . 

V 



CHAPTER I 

INTRODUCTION 

1 

"Pr·ocluct packaging" 1s a broad term which includes all 

aspects of the relationship between a product and its con­

tainer in the marketing of that product. - This relationship 

can be studied, discussed, and presented_ from numerous and 

divergent points of view. 

'l'his paper is intended to be generally informative on 

recent developments, trends, and practices in the packaging 

industry. Significant product packaging considerations 11ill 

be discussed. I-101~ever, the basic purpose of the paper is to 

examine mociern packaging theory as it applies to package 

design and development. This study attempts to determine 11hy 

packaging is important, ·what an optinmm product package is, 

and 1-1hat, if any, generally accepted rules can be applied to 

package design. 

l'fuile product packaging 1s usually a subject most closely 

identified 1~i th marl(eting and advertising, it can be of pro­

found importance to production planning and product design. 

Packagin9 c onsiclerations are vi tally important in the early 

planning stage of product development and virtues of early 

package planning cannot be overemphasized. Production mana­

gers must not 1·1ait until engineering staffs have created a 

ne1~--or improved an olcl--product to consider ho1~ it 11ill be 
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pacl<:aged, distributed, sold and consuried. To illustrate hOl~ 

packaging relates to product planning, consider the egg: 

The inside (yolk and 1,Jhite) representing the product and the 

shell serving as a cleverly designed package. This example 

from nature reveals the benefits to be gained from envision­

ing a marketable proc1nct as a packaged entity. Production 

management, then, should be vi tally concerned 1-J~ th package 

co11siclerations 1~hicl1 1,iill complement the product and help 

assure its eventual optimum con·sumer acceptance. 

Every product presents its o,m unique packaging probler.is-. 

Research for the repor t 1vhich follOlJS ,oJas limited mainly to 

considerations of consumer go<?ds, and in particular to those 

items .~hich are highly competitive in nature. The narrative 

portions of the report apply to almost all products 1·1hich rely 

on customer selection from store shelves for continued sales 

success. 
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CHAPTER II 

THE RETAIL REVOLUTION 

The de~elopments in retail trade since the end of World 

War II have been so spectacular that leading observers of the 

American business scene often refer to them as the "retail 

revolution" •1 Three dominant cc.1.nsal factors might 1~ell be· 

listecl as (1) the great gro1~th of passenger automobile trans­

portation, (2) population shifts 1-ihich gave rise to uppm~­

middle-class suburbs, and (3) the introduction and acceptance 

of the supermarket. These thr.ee social changes 1~ere dis­

cernible trends before the 1~a.r, but in the 1950's, they 

acceler·ated to a remarkable degree. In 1957, there 1~ere an 

estimated 55 million passenger autonobiles in use, more than 

double the nrni1ber in 1945 . 2 The gro,~th of suburbs in the great 

metropolitan areas of the country 1~as little short of phenone­

nal. 1fhile metropolitan a:ceas increased only 5 percent 1n 

population bet,~een 1950 and 1956, the suburbs increased 17 

percent .3 Simultaneously, the supermarket became the domi­

nant institution in the retail food business. By 1956, 

1Robert J. ICeith, "The l-farlceting Revolution," Harketing 
Insights, ed. R. Clifton Anderson and Philip R. Cateora (New 
York: Meredith Publishing Co., 1963), p. 4 • 

. 2u. S. Bureau of the Census, Statistical Abstract of the 
United States: 1965 (86th Edj_tion), l'lashington, D.D., 1965, p. 568. 

31 . b1d., p. 15. 
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27,000 supermarkets, representing only 13 .8% of all retail 

food stores, claimed 62% of the total retail food sales.4 

The effects of these developnents upon the business of 
\ 

retailing 1·Jere spectacular. Stores began to follOl,J the cus­

tomers, and the result 1·ias the suburban shopping center alvay 

from the dorn1to1~n area antl its par1<:ing problems. The desire 

of the customer to shop quickly, c onv_eniently, and inform-
' 

ally, in an area off cring ample parking space became more 

pronounced.· Not only 1~ere ne1~ stores in decentralized 

locations nectessary, but ne1~ methods of in-store selling 1~ere 

emphasized. Open displays, functional fixtures, brand pro­

motion, and varying degrees of simplified selling and self­

service became increasingly important. 

The increased dependence upon self-service retailing by .. 

store 01,Jners stemmed partly from the in~pact of supermarkets.5 

These huge stores rely on high volume, lmv overhead operation 

to offer attractive prices to consumers : There are no sales 

people to assist the customer, nor are the supermarkets con­

tent to limit theic sales to food i terns. They began to stock 

a 1-Jide range of household goods, personal articles, and other 

items 1~hich proved to have a rapid turnover. 

Those trencls affecting retail trade, so discernible in 
~ 

the 50' s, became eve..1. 1i1ore important in the 60 's. The huge 

discount hous e s, retailing almost every possible item, have 

~·Ialcolm P. UcKair, "Significant Trends and Develo1,1:ients 
in the Postl~ar Period," Readin qs in Hark:ct i ng, ed. Parlccr 
Holmes, Ralph Bro1mlee and Robert Bartels (Columbus, Ohio: 
Merrill nooks, Inc., 1963), p. 461. 

51bid., p. 462. 
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moved into national prominence. They reflect the modern trend 

tol1ard larger retail stores operated almost exclusively on a 

self-service basis. A steady rise in prices and 1~ages since , 

1950 has further tended to remove the salesclerk from retail 

stores. 

Self-service retailing ·then, is one of the important 

outgro~ths of the retailing revolution of the last t~o decades. 

In a related develop;nent, trac1e studies macle during recent 

years have strongly indicated that the average consumer has 

toda y less predictable buying habits than -1~as true t1~enty or 

thirty years ago. 6 This is to say that customer allegiance 

to ce:t" tain pr oducts or brands have 1~ealz:e-L1cd, and the desire 

of consumer s to t r y something ne1·1 is more pr onounced. Self­

service retailing has undoub~edly influehced shifts in con­

sumer buying ha bits, but ther e are other factors. These 1~ould 

include 1:1or e yeaI' s of sch. ooling, more scientific ·courses in 

public schools, greater kno1·ile dge of pr oducts gained through 

the aclveTtising of producer s 1~ith less dependence upon the 

advice of local r e tail dealer s, i1aprovements in products l·lhich 

lessen the i1aporta ncc of dealer service, and, of course, a 

greater' pro;;ortion of c\iscretionary income available to the 

consumer.7 

During the 1950 's, it becaiie clear that American industry 

could produce far more than it could sell. This excess of 

6Ibid. , p. 465. 

7Ibid. 
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production over d.eri1and led to the development of the cele­

brated "marketing concept" 1n .American business. 8 This con-· 

cept advanced the theory that production must be supported by 

mai"kets, that markets are m?de up of not-al1~ays-predictable 

people and that planning and ingenuity are required to compete 

successfully 1n these markets. 

As the 50 1 s pr·ogressccl, increasing disposable income, 

expanding production, and gro1,1ing compGtition cor.1bined to give 

the consumer a range of purchasing discretion never before 

la101·m. The consu1;1er became the ackno1·iledged "king", or most 

impo1"t ant factor, in the marketing of all manufactured products. 

The attention of management shifted from problems of production 

to p1"obl er11s of marke ting. Companies turned from products they 

1,iere making to products the consumer 1,ian-ted them to make. The 

ent,ire business 1~orld became 1i1ore marketing oriented. 

In such an econor11y ; it b ecame reasonable to expect that 

selling 1wulcl b ecome increasingly c01:1plex and that flexibility 

and cr eative methods l'JOtJlcl best insure competitive success. 

This has pr oved to b e particularly t r ue in all promotional 

aspects, and has led to increased emphasis upon marketing 

strategies and rene:rned _interest in marlceting reseai"ch to 

det er r.i ine con sumer motivation and purchasing patterns. 

The social and economic cha nges in retailing since the 

postHar period, then, have indeed been far reaching. They 

have directly affected the applic a tion of the r:1ore i mpo1'tant 

8charles Phillips and Pelbert Dunca n, 7'Iarketinq--Princi-
116s and 1-le thods (I-I01·ie1wod, Illinois: Ir1~in Publishing Co., 

9 D, P· 37. 
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selling devices--brand names and trademarks, sales campaigns 

and advertising, pre1aiur.1s and trading. stamps, and endless 

other sales p-.comotion methods. And, most important t .o this 

discussion, these changes have had spectacular effects upon 

the some1~hat neglected art of product packaging. 



. . 

CHAPTER III 

THE IHPORTANCE OF PACKAGING 

Product pa.clcaging as it is kn01·m today, represents a 

re~atively ne1~ technology in the manufacture and merchan­

dising of foods, clothing, drugs, instruments and innumer­

able other items that flo1~ from production lines • 

. A ppr oxima tely 150 yec1r s ago the fil"' st "canned" foods 
, . . 

8 

,~ere supplied to Napoleon's soldiers and later became civil-

ian items. 9 The tin can came 1;mch later. Through the 1800' s 

there 1,ias little choice of paclraging materials; 1woc1, natural 

fibers, glass, and tinned steel cans, were all that were 

available. The making of 1·1ooc1cn barrels 1~as a major American 

industry fm."' over 50 years. Host of the items corried by the 

general store of the 1850 1 s, from food items to building 

materials, 1wre packed,· shipped 2.ncl sold in barrels. :Market­

ing of consumer products as it is no1~ kno·wn, 1~ith a multitude 

of consumer items competing for the shopper's attention did 

not exist; and there ·Mas no need for packages designed 1~i th 

customer appeal in mind.lo 

9w. H. Enzie, "Planning Your Paclcage," ReadinSs in 
:Harlcetin~1, eel. Parker Holmes, Ralph Brm~nlee and Ro ert 
Bartels {Columbus, Ohio: I!errill Boolcs, Inc., 1963), p. 331. 

lOibid. 
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By 1910, the volume of paper cartons and containers 

prodnced at reasonable cost began to nudge barrels and bins 

out of the food stores. Bull( displays of flour, sugai", 

crackers ancl other consumer items eventually gave 11ay to 

the more sanitary and convenient cartons available today. 

In the 1930's, consu1i1er. goods experts learned that a 

bright modern package could more readily sell safety pins, 

monkey 1,,renches, so-cla cract:ers or flashlight batteries. In 

the 1960' s, packages aI'e proving that, by being functional as· 

well as attractive, they can spell the difference between suc­

cess or failure for vaTious highly competitive products. 

In today's competitive markets, there is often little 

· difference in quality among brand name products .11 This is 

particnla·cly true 1qith respect· to items classified by mm"ket­

ing authorities ci.s 11 convenience 11 goo els. · Exari1ples are: cigar-

eALes too~~~~sL~ L L , Ll. ,;_.1c. L .:, , razor blades, shoe polish, soap, beer and 

liquor, gasolines, cosi:rntics, stationery, soft drinlcs, che1-ling 

gum, aspirin and scores .of other· products for 1~hich the con­

suraer 1~ill readily accept suosti tut es in brands. 

The packaging of these products has far reaching effects 

upon the level of consu:ncr acceptance attained. · As prices are 

usually standard, c_o1i1peti tion is not based upon price. Brand 

name p1~oc1uct differentiation becm;ies all importai.,t to success­

ful selling. 

ll 11 TI1e Power of Pr oper Pactcaging, 11 Business Week., 
FeiJ1~ua1'y 20, 1965, p. 37. 
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A classic illustration of the impact that a package can 

have upon the marke-ting . of a product is lipstick.12 There is 

very little difference bet1veen one brand of lipstick and 

another as they all contain practically the same ingredients. 

Yet, lipsticks vary in price from a quarter to ten ·dollars or 

more. The reason is differences in containers. Many ~omen 

do not realize that they ar-e paying e:~tra for a je1•rnled case 
, 

and not for a better lipstick·. 

In modern retailing, clothes do make the man--or produc"t 

in the case of packages. Last year Calvert began its pro1~10-

tion of soft 1·1hislcey, or Calvert Extra, and increased sales . 

35%.13 No small reason for this success 1vas· the ne1v bottle 
r 

and label. A test marketing experiment gave Calvert advance 

information on ho1~ important the ne1~ package 1~ould i:>e. Persons 

interviewed .~ho indicated they liked the package said less 

about the package .and more about the 11·.high quality of the 

product." Other marketing research studies have shown that 

groups of individuals 1vho find the pacl<:age attractive tend to 

have a much higher regard for the product. 

As the American housewife shops in the average super­

market, she is confron1ed .~i th an array of 7,000 or more dif­

ferent items .~4 Harketing experts figure that a shopper scans 

121bid.; p. 39 

l3Ibid. 

l4itThat Critical One-fifth of a Second," Dun's Revie1~ and 
Modern Industry, D~cember 19·64, p. 102. · 
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a store shelf in -about one-fifth of a second.15 If, in this 

extrer:1ely short time, a package . fails to promote sales, many 

dollars spent on promotion have been ·wasted. 

An elementary function of the package then, is to intro­

duce the product to the public in a distinctive and memorable 

1~ay. It should serve as the -focal point in product pror;10tion. 

The package must bear out the 11 ne1~" claim, and yet retain re-

minder S that are II Olcl II 11falili liar II and II believable II t O the 
' 

con smiier • 

Often, in the mind of the con sumer, the package "at the 

point of purchase is the product. 1116 This is because the 

consumer, before the product 1s actu.ally used, relies on the 

claims of the manufacturer. At the point of purchase, the 

package must appeal to the consumer, or ·measure up psycho-. . 
logically to the advertising claims made for the product. 

Should the paclGtge fail in this, the product becomes unappeal­

ing, and the con sumer' s l~ill to buy is destroyed. 

As people have different tastes, there are no infallible 

or even very reliable methods of judging the esthetic values 

which contribute to a successful package. The use of graphic 

designs and color. schemes in packaging is a recognized art •1 7 

_151bid., p. 103. 

16walter· P. Hargulies, "Focal Point for Communications?" 
Ne1~ Products Harlcet;i.nsJ, by the editors of Printer's Inlc (Ne1~ 

· York: Printer's Inlc Publishing Corp., 1964), p. 175. 

17°Paclcaging in 1967: Design and Structure," Printer's 
Ink, April 14, 1967, p. 16. 



The results, ho1~eyer, of ineffective packag~ design become 

quite clear in terms of mark:eting results. 

A tradema1~lc l·~ongly conceived, a name poorly chosen, 
, 
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colors haphazar·dly selected, a design that "1-Jins a1,Jards" but 
' . 

does not sell are examples of fatal mistakes in package plan­

ning.18 To avoid these errors maximum use must be made of 

ma.1."lceting disciplines in every phase of package development. 

· 1-!arket research, relyi_ng heavily on the various social 

and behavioral sciences, is becoming increasingly important 

to packaging as it is to other aspects of marketing. It is 

shedding more light on consumer buying habits. This is true 

for consumers not only as individuals, but as members of 

readily identifiable groups. 

In food packaging, for example, it. l~as generally agreecl 

for years that the use of the color black--or any dark color-­

l~as a "quick invitation to lol~ sale or no sale. 1119 Food 

products 1~ere cor.unonly packaged in color schemes of red, 1~hite 

and blue, -which, it .~as felt, depected safety, reliability 

and responsibility. Now, research sho~s, the consumer takes 

these points largely ·for granted, and, in an era of increased 

sophistication ancl prosperity, is looking for elegance, lush­

ness, and respectability, as well as reliability. As a result, 

pacl(ageI'S are turning to deep, dark colors and mood photog­

raphy. 

18uar g u 1 i es , p • 17 5 • 

19nun's Revie1-,, December 1964, p. 104. 

·­. 
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3J.:udies als.o sho1-1 that conservative Ne1~ Englanders pre­

ads 1~apped in sober colors, while less irihibited 

r· ::·nians lean to more garish packa~es .20 Similarly, 

.ias on a box of mints are not likely to appeal to-_ cus-

t -~ . 1n the mid-1-iest, but belo1·1 the Hasan-Dixon line they 

~:: i ~( .. "JlY exert _a po1-1erful subconscious pull. 

~uch insights suggest that the package no less than its 

1.' .1 • ".:s should be oriented to appeal to consumers in some 

!-: ; 1 ' •• ·_c segment of the market. This approach ·will achieve 

·,12,·· ·_, ,_ sales success from the package. 

·be importance of effective packaging is revealed in a 

successful effort by the Sylvania Company. 21 Sylvania 

. ~ith a packaging idea for light bulbs which boosted 

s:::tl(!f .. ::1 its old markets and helped the .company craGk ne1~ 

!:!2.1." k _<'· ,, • In an effort to sell more light bulbs to consumers 

-;.he (~ , . :;?2.ny decided to conceritr ate on selling to retailers. 

~{lvania designed a ne-"1-1 shipping carton for its light 

b ~.;lbf · :1ich easily conv~rted into an attractive display. 

' .. ihi s · · .s not just a bin but a departmentalized self-service 

rack. The ne1,; display system cut the time that a 

e t :-: _: ·:" hacl to spend in setting ·up a· light bulb displar from. 

', 
..;, ' · jour to five minutes. The design employed colored 

each holding 24 light bulbs and arranged in vertical 

Individt!al bulb ca.i"'tons became color-coded • • # • 

0aJsiness Week, p. 41. 

J.Ibid., p. 43. 
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stoc lcr oom s . 
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The neH display rack also made bulb selection more con-, 

venient for · customers. A study by the Packaging Institute 

had sholJn that women had t1~0 big complaints , about buying 
,I 

light bulbs o The fn"' st complaint 1~as that it · took too much . 
time to find the right size, and the second r1as that the bulb 

appeared insecure in its flimsy looking pa.ck0,ge. In vie1~ of 

these findings, color coding 1~as extended to individual pack­

ages, and the packages were made more substantial in appear­

ance. 

Sylvania's repackaging pr ogram paid handso1rie dividends 

in terms of sales. It is a valuable example of packaging 

technique that directs attention to int~rmediate levels of .. 

maJ."' keting distribution, in this case, the retailer. 

The design of most neH packages no1~ begins in retail 

stores. Surveys aJ."'e made of competitive paclcaging and display 

considerations Hi th in the stor es. A package that is distinc­

tive and easily identified, that sets itself off from com­

petitive packages, is the ultimate goal. 

Product-line identification is the one important approach 

to the pi"oblem of captur ing the eye of the shopper .22 This 

so-called "umbrella" effect in merchandising goods occurs 

1~hen a COiilpany uses the same prand name, package design, 

symbols, and color scheme on a 1~ide range of products. 

22nun's RevieH, December 1964, p. 103. 
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General Foods Corporation is the best knoHn firm using 

product-line identification in paclcaging .23 Company manage­

ment insists tha t one protluc.t can help ·advertise another 

through -uniform pa ckaging. It also points to less .costly 

pro1i10tion programs required to gain customer recognition for 

an individual product. 

With competition a?:10.~g all products .at ever increasing 

tempos, · the quest for new and original ideas in packaging has 

increased. Today's 1~atcln~ord is "be diff'erent 11 • Packagers 
-

are finding more and more change in customer attitudes i~bich 

in turn causes reconsideration of all prcviousl;)r accepted 

theories of package color. and design. 

The key to finding the right package design for a pro­

duct is elusive. But 1·1hen a c .ompany comes up 1~i th the right 

package, sales surpass all e~pectations. 

The Hudson Paper Corporation achieved a marketin.g break­

throngh i'1ith a novel packaging idea for its f.;cial tissues.2 4 

Hudson CO!i1petes 1~ith Kleenex and several other giants in the 

selling of tissues, and yet, Hudson has recently doubled its 

shru"e of the market. 

Hudson designed a ne1,1 tissue box 1~i th a removable outer 

paper sleeve. The sleeve carries all the lettering and the 

box itself is free of any printing or commercial symbols. 

Instead, the decorative and colorful design permits the box 

23rbid. 

24Business Week, p. 35. 
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to 1 be left out in the open in the home. Apparently this idea 

appealed to an over1~helming majority of women, and Hudson hit 

a sales jackpot. 

Since merchandising 1s so highly competitive, the value · 

of a superior package does not remain constant. A successful 

pacl<:age 1~ill soon be copied or imitated, or more likely, 

imrrovecl upon by competing firms, Ho1~ever, so quickly can a 

more appealing paclcage capture a 1~ider market, that the effects 

can be long lasting • 

.A package can sell an individual consumer only one time. 

After that initia l sale, the product inside must convince the 

customer to come ba ck for more. But the initial sales are for 

some products th e most critical in establishing that item in 

the rnm"' lcet •2 5 A product · never tried 1~ill never gain the con­

sumer acceptance required to stay in cor.ipetition. 

As ~ith every other aspect of business, cost is a most 

important consideration in pac kaging. Greater packaging auto­

mation and the resulting trerid to1~ard more in-plant pa ckaging 

mean more machinery. With rapid changes in packaging materials 

and methods, lar ger· expencli tures must be faced more frequently 

than ev er b efor e. Packaging costs then are of greater con­

sequence tha n ever befor e , and, in some instances, can actu­

ally result in. the failure of a product. 

25wal ter J. Talley, Jr., The Profitable Product, 
(Englel~ood, :Nm~ Jersey: Prentice Hall, Inc., 1965), p. 71. 
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The Contineptal Can Company has estimated that pactaging 

activity has increased by 500% in the la~t 20 years.26 Today, 

some $13 billion is spent on packages and packaging materials 

each year . 27--'conversion
1 

to finished paclcages dou.bles this 

figure by the time the packages leave the producers' hands. 

!important though costs .are, studies have shm·in that a 

superior package, even though substantially more costly to the ­

producer, 1vill result in increased sales .28 This is true even 

1~her e the increased costs nust be passed along to consrnaers. · 

The averag8 consumer has been sh01m to display a ready 1·1illing­

ness to pay an increased price for actual or even it;1aginary 
. . 

benefits of a new package. An illustration of the readiness 

of most consumers to pay ·1;10:r~, especially for a functionally 

convenient packag e , is the increased salGs of i te!ns no,;,1 pack­

aged in aerosol cans. 29 

This development is receiving more and more attention 

from packagers. The philosophy of the Board Chairman of 

American Can C0ii1 pany, W~lliam C. Stolte, 1,1h o has 48 years of 

experience in packaging is: (1) 1!ajor improvements in pack­

aging cost more; (2) Increased costs are usually resisted by 

companies for f~ar of lost sales; (3) These fears ai"e usually 

unjustified.30 

26nun's Revie~, December 1964, p. 51. 

2 7 Ibid • , p • 42 • 

28:susiness Heek, p. 47. 

29Ibi~., p. 48. 

30Ibid. 

• 
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1v11atever novel forms packaging design may assume, the 

guiding concept should be to1,iarcl closer integration 1~ith ov:er­

all 1aarketing planning. , As the packa9e becomes the ultimate 

sales tool in the ever expanding self-service retail business, 

many c01;1panics arc realizing that luclc is no longer the ansHer 

in pacicaging. The successful package designer must base his 

cr·eation on effective planning as dictated by the marketing 

problems and circumstances 1~h1.ch affect his proclt1ct. 

..,. 
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CHAPTER IV 

A THEORY OF THE BE'l'TER PACK.AGE 

All too often, a product p2.clcage is . designed and put 

in~o production 1vith little or no consideration given to 

marlceting pr·oble1;1s and opportunities. Thousands of products, 

both old ai-icl ne1·1, are competing for a position on store 

shelves. There is not room for ail of them. 

Host packages are plainly an asset or a liability to the 

product they contain. The basic characteristics of ·a good 

package are unfortunately not .thoroughly understood by many 

business fin;1s. 

The discussion 1vhich follo1vs 1s an attempt to formulate 

a general concept of package development. It is important to 

again stress that ideas p-.cesented 1~ill pertain to product 

packages in general, ra~her than specific types. 

The success of package planning depends upon identifying 

the ir.1portant criteria that enter into marketing considerations 

of a particular product. This in turn means that the individual 

package features ex pected by potential customers must be 

identified and incorporated into the package. 

The important· judgiaents to be made in the choice of a 

paclcage cone ern the combination or "mix" of package attributes. 

These are the featu~es considered best able to perforni 

.... 
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the particular functions of the package as they relate to sales. 

These ideas form the basis of a genera~ but valuable insight 

into packaging and suggest a method for developing a superior 

package. 

An interesting theory of the role of the package in to­

day's modern econo1;1y has been advanced by William R. :Eason, 

an executive of the Nashua Corporation. He states: "The 
' 

major purpose of any paclcaue is t _o influence or control the 

location of product storage 1~ithin the marketing channel of 

distribution. u3l "Storage" as used by 1r1·. Hasan means the 

holding of goocls for future use at any level along the market­

ing channel--inclucling the level of the ultimate c onsur;icr. He 

points out that even at the level of the ultimate consumer, a 

prodnct r,1ay be stored in varied location·s, Salt, for example, . . . 

may be st01~ed in the home in large sacks in a basement, sr.iall 

packages on a kitchen shelf, or in a shaker on the dining 

table. The idea is for the packager to be conscientiously 

striving to get the bulk of his product stored as closely as 

possible to the point of ultimate use. 

The six functions of a product's package as identified 

by Hr. Has on are : 

1 ) To 1:rr o t e c t the pr o du c t 

2) To adapt to production line speeds 

3) To promote the product 

31williar.1 R. l·lason, "A Theory of Packaging in the 1·1arket­
ing Hix," llarketin::i Insights_, ed. R. Clifton Anderson and Phillip 
R. Cateora (1Hn1 Yo1~1:: Lero di th Publishing Co., 1963), p. 238. 
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4) To increase product density 

·5) To facilitate the use of the product 

6) To provide re-use value for the consui;1cr 
, 

The first requirement is to deliver the product to store 

.shelves ancl consrn,1er households in good condition and to pro­

tect the product until it is _finally consuned. The type and 

clegr ee of protection de pends upon the individual pr ocluc t. 

However, sqme of the more important and often encountered 

considerations are · as follo~s: 

a) Strenqth.--The physical strength of a package must 

be sufficient to 1vithstanc1 damage from shock, impact and 

crushing in storage and shipment. Climatic concli tions and 

stand2.rd use cycles shoL1ld also be considered. There are 

various laboratory testing methods to Uqe in. developing a 

package 1~i th clesil''ed strength requirements. 

b) Contamination.--In packaging items as foods, drugs 

and cosmetics, full consideration must be given to safety. 

The puri_ty of the product is usually under close governmental 

control. There is no roon for error in package design 1·1hich 

allo-·Vis unsanitary or unsafe conditions to develop in items 

for huma n consumption. 

c) Water Vapor Protection .--There are t1vo categories 

of products 1vhich require 1vater vapor protection: Dry pro­

ducts such as cereals, crackers a nd dehydrated foods 1vhich 

require a bar r ier to l<:eep 1va ter vapor out; and noist products 

such as bread 01~ toba cco 1~hich r equire a barrier to prevent 

loss of wa ter vapor. 
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d) Effect ·of Liqht .--Hany prodt!cts require special pro­

tection a_gainst l _ight. Their protective packaging must be 

specified by carefully controlled laboratory testing. 
\ 

e) Oclor.--PI'oducts subject to odor Toss or pickup 

should be afforded protection by mat~rials with low rates of 

gas transmission. 

f) Greaseproofness .-.:.The degree of grease protection 

required is usually deteTminecl by laboratory testing of the 

packaging materials. 

g) Infestation.--Products subject to insect infestation 

mttst be protected t11rough the use of proper paclcaging materials 

and the structural design of the pacl:age. 

h) Pilfer'a..,qe .--Shoplifting has increased 1n self-service 

retail outlets to an alarming. degree ancl is a nationwide head­

ache for business. This problem is most serious in the case 

of physicail;y sr:1all iter.1s 1~hich have a relatively high dollar 

value. For these items the package may be designed 1n size 

and shape to discourage · theft. 

Automation is becoFling a n:ajor factor in the packaging 

industry. High speed production lines demand pa·ckaging equip­

ment· that 1~ill insert products into containers as quickly as 

they arrive at the packaging station. 
' 

Glass jars serve as a notable exai:lple of packaging speed. 

The filling speeds for baby food containers have gone up to 

800 jars per minute, and 1,000 jars per minute is ~ithin sight.32 

32 11 The ~lachinery Revolution," Dun's Review ancl Hodcrn 
Industry, December 1965, p. 96. 



23 

In bre1·1eries, line speeds are at 900 bottles per minute.33 

Soft drintc bottling has reached 600 bottles per minute and 

ja1"s are filled 1,iith coffee at a rate of about 400 per 

minute. 3 4 

Cans are also r .cac~1ing spectacular paclcaging speeds. 

The Jackson Bre1,iing Coi:lpaEy has in Ne1·1 Orleans probably the 

fastest beer cru1ning line in operation. A new lid fastening 
. 

technique has macLe poss~ble S~)ceds .up to 1,300 cans per 

minute .35 

A good package 1s one designed to keep pace as nearly 

as possible 1-iith maximum proc1t1ction rates. A package design 

or change 1·1hich cannot achieve this goal presents a problem 

to company managenent. A decision must then be made to either 

accept loHer production line speeds or invest ·in additional 

packaging eqnipincnt. 

As has al1"eac1y been indicated, the most important job 

demanc1ec1 of toclay 1 s package is -that of promoting the product. 

Previous conm1ents have been made concerning the vital function 
' 

perfonaed by the package 1n selling. Ho1·1eve.i',. the relation-

ship bet1·1een the package and advertisin.g should be mentioned. 
I 

The package mnst -.conle first in the clevelopiaent of the 

pror:10tion plan. It must serve as the focal point of other 

331bid. 

34·Ibid. 

351bid. 
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advertisin.g efforts. Adv·crtising must be built ar9und the . / 

package, because advertising has by comparison a shorter 

life .3 6 

The package is uncl'er · constant viel~ and o·bservation by the 
, 

consumer--both in storqs ·and at home. In· both the long and 

short runs, the p2.ckage · 1~ill bear the burden , of identifying 

the product. It should therefore serve as the basis for all 

advertising campaigns. 

11Iany 2.dv erti~ing techniques tend to subordinate the pac.k­

age in the pres 2n t ation of the sponsor's message. This happens · 

1-~hen t11e a~vertising is not keyed to the package, or ·when dis­

pla;ys ancl sales pi"'omotion 1i1cthod3 fail to feat!.1re the package. 

It occur s i'lhcn tbe beautifL!l girl on television commercials 

completely ov ershaclo1,1s th'3 package she is selling. The 

audieace usuc1.lly re1aembe1"s th·e girl, not the package, ancl 

sales are lost. The package then, should serve as the basic 
. . 

corner stone upon l~hich a sound advertising program is built. 

Increasing product density means increasing the .ratio of 

product volmil e to package volume. The goal is less package, 

but more -pr oduct. Tbe pig gain is usually a lighter package 

which requires less space and lo1~er handling costs. Product 

density increases are usually the air:1 of ne-H 11 streamlined11 

packages 1~hich employ changes in shape or c.esign. These 

.changes are most often made possible through inproved materials 

or production methods. 

· 36"Is Your Package Oi.!t of Date?" Business 1::2.na(Jenent, 
November 196£:., p. 56. 
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Any feature· of a pacl~aged item 1~hich facilitates the 

use of a pr(?duct makes that product easier to sell. A good 

example ·is the razor blade dispenser. This device keeps the 
' 

blades from being damaged, keeps them neatly in place, helps 

them retain their lightly oiled surfaces, protects the user 

from their sharp edges, provides ne1~ blades conveniently, and 

contains a receptacle for used blades.37 Sane other features 

which packages may employ to facilitate product use include 

tear tapes, pour spouts, easy-opening lids, squeeze bottles, 

aerosol cans, and food containers useful for cooking their 

contents. Any package 1~hich is more convenient to use 1,1ill 

obviously improve the package's perforr:~ance in promoting the 

product. 

P-.cemiums, such o.s the :t.oy in Cracker Jack boxes, appeal 

to 1·1hat has been described as 11 a po1·ierful instinct for getting 

something for nothing . 1138 This helps explain their long 

popularity 1~ith both proqucers and consumers. A more recent 

variation of this famil1ar theme in merchandising is _the con­

tainer ~hich can be reused once the contents are consumed.39 

The Borden Cornpany is ·packing pickles in attractive apothe­

cary jars. General Foods ·,rha~Jcets Log Cabin Syrup 1n large 

reusable glass pitchers. Sanka Coffee is offered in eight­

ounce decorated carafes. 

3 7 Bu s in e s s We ·e k , p . 3 8 • 

3811:Hanna for Har-ket ing Hen, 11 Dun's Revie1·J and 1-I0d2rn 
Indti stry:, Dec e1i1ber. 1964, p. ·95. · 

391bid. 



26 

No1~ that )ir .• :Hason's pacl(agc attributes have been re­

viewed, his theories can be better 6xplained. He claims the 

·best possible design for a package is one which employs the 

optimum combination of these attributes. This optimum com-
. ' 

bination is one which will most assist the package in its job 

of selling th_e product. Management must decide 1~hat this opti­

mum combination is, based upon considerations of the product 

and the indicated desires of its users. Further, the selling 

job of the package ·will be· accomplished to the degree that 

prodL1ct inventory is maximized at as close to the point of use· 

as possible. 

This theor:'/ helps explain some of the recent trends in 
r- · 

package design . previously explored. 'Changes involving the 

package size or unit count are an excGllent example. The 

"giant economy11 s1.ze packages are designed to encourage the 

consumer to naintain inventories of a product far in excess of 

his neecls bet1~een shopping trips. This has the effect of ad­

vancing the stora~e fun~tion from the retailer to the consu~er, 

ancl so closer to the point of ultimate use. 

lfuen package size has been decreased, the change is to 

encourage the consu::1er to store a quantity of the product even 

closer to the point of use. An example is the small package 

of facial tissues ,~hich can be easily carried in ,~omen's 

purses. 

Package changes which involve neu or improved packaging 

materials or changes from rigid to flexible materials should 

be intended to save on storage space or result in easier 
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handling. This feature appeals to the retailer and results in 

faster acceptance of p1~oc1ucts by store owners. Hore products 

stored in retail outlets results in their being moved closer 
I 

to t rie consumer and ultimate use . The description of Sylvania's 

Light Bulb promotion presented earlier is a case in point. 

A package change ~hich.makes a product easier to use ~ill 

also have the effect of advancing a product closer to its point 

of consumption. The flip-top. cigarette paclcage ·Has, 1~hen 

introduced, a means of obtaining good high traffic positions· 

in stores for those brctnds 1~hich pioneered this packaging 

chang e . The flip-top pactag e 1vas something ne-\·J and distinctive 

i-ihich could be pro1;10tecl in its 1:1arl(eting channel. It assisted 

certain brands in capturing more shelf space than they had 

held before. 

In stn 1mary, a better package 1s one 1~hich most completely 

fulfills the requirements of t1~0 basic concepts: First, that 

there are distinctive packaging features, or attributes; and 

second, that these features can be employed in varying de-

grees to one another. A better package 1~ill employ an optimum 

mix of these feature s. 

,:- · 
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CHAPTEH V 

THE EFFECTS OF TECII1{0LOGY 

The packaging industry has been, is no1~, and 1~ill con­

tinue to be characterized as 1n a constant state of flux.40 

This is due to the . increasingly rapid strides made by the 

developers of ne1-i, flexible materials for pacl(aging use. Ne1~ 

icleas and methods flo1~ endlessly from research laboratories, . 

and the industry is quick to adapt to them. The introduction 

of many neH food products, or foods in ne1~ forms, has required 

the improveme:nt of older type .packaging materials, the use of 

ne1~ materials, and, in many cases, the fusion of several dif­

ferent materials. The developiaent of modern materials has 

become a cor,1plex science 1-Jith experts from many fields con­

tributing to the total effort. 

The basic materials for a majority of the industry remain 

paper, cardboard, metal, tin, alufilinum, glass and plastics. 

Ho1~ever, clue to changes in the adaptability of these materials, 

they have becor11e, in many cases, bitter rivals for markets 

traditionally held by other materials. 

The best exa mples of materials engaged 1n all out battles 

.f ·or pL!blic favor 1~ot1ld be in the beer, sof.t drink, and milk 

40"War for the Packaging Dollar, 11 Dun I s Revie1~ and 
1-Iodern Industry, December 1964, p. 90. 
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markets. The pap~r carton recently replaced glass as the con­

tainer for milk sold in food stores, and from 1953 to 1962 

paperboard sales increased 62;L41 Ho1~ever, it nm~ appears that 
\ . 

plastic milk bottles are to challenge paper for this purpose. 

Plastic bottlers indicat~ that they will soon begin selling a 

half-gallon and gallon size for 1~hich paper is less practical. 

One dairy in North Carolina has reported a 50% increase in 

sales frOiil a s1~itch to plastic bottles. 42 

Glass and tin cans, 1~hich have held an almost even share 

of the total market for beer and soft drinks since 1955, are 

now both threat ened by the advent of aluminum.43 This material 

is rapidly b e coming the najor container for r,iany products. 

Aluminum currently is used to package no less than 80% of the 

natio11's motor oil, and more than 90% o~ its frozen juices.44 

Aluminum Company of America has produced a ser·ies of tab­

opening cans for sardines, fruit juices, potted meats, coffee, 

soups, and soft drink:s. 45 But aluminum's most important recent 

advances have been in pacl<:aging beer. First used just in lids, 

both conventional and self-opening, aluminum noN is used for 

the entire can. Theo Ha:r~,1 Bre1dng Company and Anheuser-Busch 

are packaging a riaJor portion of their output 1n the light 

-weight ti1etal. 

41Business Week, p. 51. 

421bid. 

43 111,Iaterials: The Battle Rages," pun's Revie1~ and Hoclern 
Industry, December 1965, p. 88. . 

441b .. lU. , p. 89. 

451· · · 010. 
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The aluminum Tapper Keg, 1~hich contains over . t1~0 gallons 

of draft beer, is selling beer at a rate of 8 to 10 million 

cases per year.46 The Tapper, which fits easily into the 

average home refrigerator, is also being used by the Pepsi­

Cola Company to serve soft drinks in the home. The Royal 

Cro1~n Cola Company, too; is no1·1 selling its products in all­

aluminum cans. 

11iean1~hile, the steelmakers have been very active in 

fighting the competition of aluminm,1. Tinplate prices have 

been slashed. So called 11 skinnv tintt 1s a recent innovation 
V 

1~hich involv e s a double reduction of steel in a can. 47 This 

thin tin helped the production of beer cans climb from 9 .8 

billion in 1963 to 10.9 biliion in 1964.48 Thin tin is now 

talzing over some markets in soft drinl(s and soups. In recent 

years the producers of tincoatecl steel have spent about $200 

million on ne1~ methods Hith the greatest accent on thin tin. 49 

A case of beer packed in thin tin now weighs 22% less than the 

same araount 1n nonreturnable glass bottles.SO It is also be­

coming more and more cornpeti tive in price. 

The value of the stakes involved in the glass-tin­

aluminum battle for mar le et dominance is a1~esome. Americans 

461 bid. 

47rbict. 

481· · d . 01 . 

49Jbid. 

50lbid. 
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should consume ov~r 30 billion 12-ounce units of soft drinks 

alone in 1967.51 

.Advances are also being made 1n the use of glass, the 

oldest type of rigid container nol·l on the marlcet. 'l'he proper­

ties of glass give it important advantages for use as a con­

tainer. It is transparent, nonporous, chemically inert, and 

easily sterilized. It lvill continue to serve a l·lide variety 

of packaging needs 1n the foreseeable future. 

Some 26 billion glass containers are produced every year, 

4-5 r,1ill ion reusable bottles return to the mark.et. 52 The 

70 billioi:1 total gives the glass container the top spot ari10ng 

rigid containers. In 1964, despite the progress of both 

al t1lilinrn;1 ancl · steel cans, over 6oJ; of all packag~d beer 1,1as 

sold in glass.53 Since 1959 1 the outpu~ of nonreturnable 

bottles has soa1'ed over 250%.54 

A ne,;-1 thin, lighter rieight glass 1s noi-1 available for use, 

as are mass p1'oduced multi-sl1aped colored bottles. Efforts · 

are no1~ under1vay to develop a practical glass container l'lith 

a thickness no greater than that of a light bulb. New easy­

open bottles are also becoming popular. 

Glass experts are_ 1-1orking steadily to achieve their most 

elusive goal--the unbreakable bottle. A fe1-1 have been produced, 

51Ibid. 

52Ibid., 

53Ibid. 

5 ~-r i:>id. 

p. 119. 
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but at e~ormous cost .55 Ho-wever, the day may arrive 1~hen the 

manufacture of a bottle harder than carbon steel 1~ill affect 

the entire packaging industry. 
, 

Impor~cant ne1~ r,1ethods are being used in specialized food 

packaging. From boxes arid cans, the industry has gone to 

coils and foils and polJ-thi~ and poly-that. Materials are 

being combined in one package. Examples are: paper laminated 

to · plastic films, aluminuiil fo;i_l bags lined 1~i th paper, and 

r igicl aluminum f oocl trays 1~i th paperboard tops and plastic 

1~indo1,1s. Well over- 100 million pounds of aluminum foil 1~ere 

produced in 1965. 56 ,Polyethylene bags are used to paclcage 

scores of fresh and frozen foods. 

An example of scientific progress 1n packaging is a 

method lmo1-1n as shrinlc filming. 57 Shrink film is a plastic 

film that is loosely 1~rapped around a product. Then the prod­

uct goes through a heating process which shrinks the filra up 

to 70'/o . The result 1s an extremely taut, transparent, strongly 

1~rapped paclcage. 

Ne1~ plastic products like the Celanese Corporation's 

Celcon and DuPont's Delrin will likely begin changing entire 

segments of the aerosol industry. These ne1~ copol;ymers can 

1~i th stand the highest aerosol pressures. 'l'hey have sufficient 

vapor barrier properties for a ·Hide range of products, and 

55Ibid., p. 120. 

56nusiness Week, p. 46. 

571bic1., p. 47. 
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they can be fashioned into aerosol containers in fancy shapes 

at competitive prices. 

Tl-JO new printing methods should soon Jilake big ne1-Js in 

paclcaging processes. One is electrostatic printing which is 

already used on un1~rapped fresh fruits.58 In this method, no 

printing device touches the surface being lettered. This 

means that any kind of surface can be given a good printing 

job 1·lithout distortion. Another nmi method is three­

dimensional printing 1-Jhich paclcagers may use in the near 

future. The American Can Company is 1~orking on a cor.1merci­

all°y feasible method of 3-D printing and has reported satis­

factory progress.59 

\- There 1-Jill appru"ently be no let up to the endless change 

in packaging technology . . Producers and.packagers will be con­

stantly striving to keep abr·east of coming developments. 

~reat pr oblems ·1~ill face management in evaluating materials 

and p:"ocesses, and in deciding on the best syster.1 available 
' 

for a particular needj . As competition increases, fortunes may 

be won or lost on such decisions. He who will continue to 

benefit most fro:a packaging innovations, is of course, the 

consume1". Ton10rro1~' s pack.age, 1-Jhethcr made of paper, metal, 

glass, plastics, or co1;1binations of these 1-1ill undoubtedly be 

lighter in 1-Jeight, greater in strength, smaller in design, less 

1vasteful of packaging material, more in1aginative in construc­

tion, more convenient to use, and more economical in cost. 

581bid., p. 49. 

591bid. 
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.CHAPTER ·vr 
A FOTIECAST FOR THE FUTURE 

. Barring a maJor 11ar or an unforeseen business recession, 

the total value of goods and services produced in the United 

States should exceed a trillion dollars by 1975. 60 This 

,~oulcl be a rise of some $400 billion over the total for the 

year 1965, and would represent the greatest growth in any 

decade in American history. 

During this p_eriod, employment ,~ill reach record levels, 

and vast numbers of the ,~ork force 1~ill -be upgraded to 1~hi te 

collar or highly slcilled blue collar jobs. Automated machin­

ery ,~ill perform many of the tedious, repetitive jobs no,~ done 

by unslcilled labor. As a result, Americans 11ill have not only 

more leisure tilile, but ~lso more money to spend on modern 

conveniences made possible by. higher per capita productivity. 

By 1975, after a projected 34 million increase in population, 

total disposable family income should approach $750 billion. 61 

This means that the population ,~ould have available $300 

billion more in 1975 than in 1965 to spend on all of its 

needs. More important will be the sharp increase in discre­

tionary income bet,~een noH and 1975. Discretionary inccme in 

·60nvoice of Industry," Dun's Revie,~ and ~Ioclern Industry, 
December 1965, p. 127. · 

61Ib .. 1a. 



35 

the United States· in 1965 ·was estimated at $160 biilion. 62 By 

197 5 1 this figure 1vill at ·least double! One-half of all in­

come will be discretionary. , 

The high.er living standard·s foreseeable in the 1970's 

1vill have a tremendous effect upon all phases of 1\merican busi­

ness. From· a marketing standpoint, these conditions could 

ignite a packaging e~plosion simply by extending the self­

service and conveniencc-livin~ concepts which have accounted 

for the current rate of the industry's growth. The $26 billion 

1~hich American business is 1101,J spending for packaging could, 

in the e c anomic climat e that lies ah eacl, easily double ·by 

1975. 63 

Population increases alone could bring about a 20% in­

crease in food packaging by i~75. 64 Thriugh a significant gain, 

this 1~oulcl represent only a s mall fraction of the full poten­

tial . The important gro1~th 1wuld come from increasing numbers 

of ne1v food products incorporating service features and con­

veniences requiring gr eater packaging ingenuity as the level 

of packaging sophistication increases. The American house1dfe 

today has a choice of from 7,000 to 8,000 pactagcd food 

items. 65 Food companies are now spending about $125 million 

a year on research to 1-dden this assortr,1ent by providing new 

62 - b · d l. 1 • 

631bid. 

64Ibid. 

6S 11 pack:aging: Why You 1-lust Plan for the Future," 
Business Eanaqer11ent, April 1967, p. 51. 
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products and improving old ones. 66 Some leading food company 

executives have indicated their belief that by .1975, the big . 
retail food outlets ·HilL stock over 12,000 items, 65% of l~hich 

"Will differ · from those SQld today.67 

America 1 s gro1~ing _affluence 1·lill have equal impact on the 
. ' 

gro1,Jth of pactaging in all other product lines including house-

ho~d items, appliances and furnishings, clothing, recreational 

goods and r.1edical products. The 1\merican consumer has ex­

pressed a desire to make living as convenient, comfortable, 

and healthful as he can afford, ;mcl packaging ·Hill play an 

important role in a·chieving that end. 

Continued ·profound social changes and the adoption of 

the self-service concept by more and r.10re retail outlets 1dll 

further stimulate paclcaging developments. As labor costs 

make the staffing of drug, hardware, clothing and even depart­

ment stores fi10re uneconomical, products that 1~ere once dis­

played in bulk or sold in unpackaged ·form i~ill be put 1n 

pact-:ages. The package then 1dll serve a dual role as the 

~orkhorse in distribution, and_ as the super-salesnan at the 

_point of purchase. 

The concepts of packaging are so deep-seated in the mar­

keting of consumer goods that they have exerted noticeable 

influence in the sale .of industrial goods. 68 This trend can 

66voice of Industry, p. 127. 

67ibid. 

6811 Industrial:" TI1 e Key· Word is Nerc handising' II Dun's 
Revie~ and Modern Industry, December 1965, p. 92. 
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be expzcted to coptinue. The drab and unilnaginative paclcage 

that once typified industrial products is rapidly giving ·Hay 

to creative packages designed to promote the image of the 

' producer and pl"'ovicle the user l~ith many of the ·convenience 

features he desires. 

For the years ahead, 011e can foresee s1~eeping changes in 

packaging concepts, and more frequent changes in established 

pa~kage designs as th~ struggle among sellers to gain and hold 

desired mark:et s in tonsifies. Competition will provide an ever 

increasing stirnulous for the development of ne1·1 materials, ne-w 

processes, and ne~ packaging systems. 
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' CHAPTER VII 

· CONCLUSIONS 

The findings of this study evolve around one central and 

recurring theme--the tremendously important role played by the 

package in retail selling. Pfop~r packaging can mean the dif­

ference bet1~een success and failure for many competitive items. 

Creative and clever packaging may be the most important single 

consideration in the promotion of a product. Surprisingly, 

packaging can be even more important than the quality of the 

product its elf. Some products of demonstratably inferior 

quality have been observed to.outsell th.eir rivals, even at 

identical p1~ices. The package then, can have a very direct 

impact upon total sales, revenue, and profits. 

If packaging is of maJor ~nportance today, it can only 

beco;ne more so in the future. As modern marketing techniques 

become more sophisticated and ne1~ packaging innovations are 

introduced, packaging considerations can only grow in import­

ance. 

Simply reco~Jn1z1ng the potential value of creative pack­

aging 1wuld be a milestone for many firms today. Jiany corpora­

tion p-.cesidents, board charrmen, and lcey executives have failed 

to grasp the significance of packaging decisions. Many pack­

ages are created or changed 'Hithout sufficient research, 



39 

planning, or coortlination. Professional packaging assistance 

from consulting firms is usually a sound investment for the 

vast majority of compani~s. 

Other major conclusions reached in this study include: 

1. Product designers and production staffs should con­

sider packaging at the earliist possible point in a new or 

improved product's life to allol~ maximum lead time for pack­

age development. Hasty or "crash·" pacl<:aging programs usually 

produce the least successful packages. 

2. Packaging p1~ovicles a method of competing 1n a market 

l~ithout resorting to price competition. Effective packaging 

chang e s can result in a product captu1~ing ldder segments of a 

potential Jilark:et. 

3. A product should be considcreJ as a packaged entity 

1n all ma.rl-~eting operations. The package, no less than the 

product, may be improved; both can increase the profitability 

of the product. 

4. Consumer motivational research is of growing import­

ance to marketing, and may realize its greatest utility 1n 

package evaluation. 

5. Advertising and promotional efforts should be cen­

tered on the paclcage. The package must convey the desired 

image of the product and the company. 

6. Paclcage design is an art. Size, shape, color, and 

graphic cor.1binations require imaginative talent. Selection of 

paclcage materials presents a 1·dde range of alternatives. 
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7. There are t~o basic packaging costs, material costs 

and machinery costs. Production line equipment for pacl<aging 

can be quite expensive and may represent a major investment 

that should be closely evaluated. 

8. Price rises due to more effective packaging may 

have no effect on sales, or may actually increase sales and 

total revenues. Rarely are sales lost. 

9. The functiona l tasks performed by a package can be 

identified. An optimum package ·Hill utilize those attributes 

1·~hic11 facilitate the ma jor objectives of the pach::age. 
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