
MKF2401 FINAL REVISION 
Week 1 Introduction 
Why we package? Packaging today  
Maslow’s hierarchy of needs provide framework for considering a packaging’s 
importance: 

- Physiological  
- Safety 
- Belonging 
- Esteem 
- Self-actualisation 

- Simplicity 

- Convenient Quality 

- Globalisation 

- New consumer information 

- Brand trust 

- Green is the new gold 

- Convergence 

- Mass personalisation 

- Me-Service 

How will package design used to gain the target audience's attention in the 
competitive retail environment? 

Defining packaging design 

- In-store research: 
•  Consumers are spending on average 22 minutes in a supermarket 
•  Consumers can scan supermarket shelves at the rate of 300 products per 
minute 
•  In-store impulse purchases account for more than 65 per cent of the shopper 
decisions. 

- New product research: More than 90 per cent of new product development 
relates to changes in packaging only 

“Packaging design is a function of marketing, distribution and other factors, tempered 
by the restrictions of manufacturing and budget.” 
A good packaging design: 
“Good design creates desire and builds brands.” 
“Design: the link between the customer and a brand.” 
So: 
Brand and design must evolve constantly to maintain value. Brand and design must 
reflect changes in technology, society, fashion, culture and the world. 

Week 2 Not just a pretty face 
Functions of packaging  
- Protects the product 
- Makes product easier to ship, distribute and display at point of sale:  

o Primary packaging:  
§ Closest to the consumer 
§ Where most brands place their greatest investment and 

attention 
§ Needs to be designed to represent the leadership position 
§ Sometimes takes on the role as the only face of the brand. 
§ Should not take away, though, from the rest of the brand 

assets. 
o Secondary packaging:  

§ Blending point between function-driven tertiary packaging 
and the more brand- driven primary package. How will the 
secondary package stack? How will it contain the product 
while offering access? How will retailers dispose of it? 

Critical functions: 
- Making sure product stands out from competing products: No longer a passive 

functional device. Attracts the eye with greater impact on the shelf. 
- Providing brand differentiation and product identification that will be recognised 

by the consumer and will encourage trial 
- and repeat purchases: Cause the belief that a product is better than its competitors 
- Identifying varieties, flavours, sizes and other product-specific factors: Provide 

clear and relevant information 
- Enhancing the product by making the package easy to open, close, dispense, carry 

and store 
- Links consumers with communities 
- Packaging is vital for product integrity and brand values. Design can also be a 

major contributor to company profits by reducing costs and increasing sales 



§ Success = balancing function and form while offering a brand 
personality complement of the primary package 

o Tertiary packaging: Needs to keep eye on function while looking 
towards a future with an emphasis on what it can communicate when 
sitting in bulk on a pallet 

- Provides uniform measuring of contents 
Good packaging design: 6 purposes of packaging: 
- Consistent 
- Becomes a symbol of identity (constant, familiar, instantly recognisable): 

Links consumers mental process to an image already created. 
- Has longevity 
- Dispels uncertainty 
- Informs and educates 
- Appeals to the heart and mind 
- The consumer buys the product: Package is the vehicle that helps create the 

product image 

- Containment: Different products have different needs 
- Security:  Does the produce require special tamper evidence or sanitary & 

freshness measures?  
- Protection: How easily can the product be damaged in transit/handling? 
- Convenience: Easier to transport, display, open, close use or reuse? Especially 

important for commodities. End user must be taken into account. 
- Information: How do you provide the consumer with the knowledge to understand 

and use a product? What is the product for? How do I use it and when? How do I 
not use it? Why not? 

- Marketing: What means should I employ to elevate the consumers purchase 
intent? Right visual language that connects with the heart and the mind. Need to 
be noticed, desired, purchased and remembered. 

Rational vs emotional? Design effectiveness 
“If you eliminate the emotional guiding factors, it’s impossible for people to make 
decisions in daily life.” 
Growing body of consumer-behaviour research shows people may rationalise 
buying decisions based on a set of facts, but they purchase based on feelings. 

•  Not every product has an existing market 
•  Not every piece of packaging is for a familiar good 
•  Not every brand identity is a redesign 
“Design effectiveness is our currency as an industry. A product is not successful 
unless it sells, it's that simple. There is no place for design that is not commercially 
viable - that's art.” 

Functional vs aesthetic  
“The future vision of structural packaging lies firmly in the present - looking at changing consumer needs. It will be increasingly crucial to look beyond the 'visual' and 
examine functional needs, wants and usage habits right through a pack's life.” 
Week 3 Packaging and positioning: Strategic role of creating a brand 
Understand design’s role in relationship to branding and new product development 
Defining brand  
- Keller (2003): “A brand is a name, term, sign, symbol, or design which is intended to identify the goods or services of one seller or group of sellers and to differentiate 

them from those of competitors” 
- “a multidimensional construct whereby managers augment products or services (offerings) with values and this facilitates the process by which consumers confidently 

recognise and appreciate those values” 
- The identity of the branded product becomes clearer to both brand manager and consumer 
- A distinctive entity that differentiates a relevant, enduring and credible promise of value associated with a product and indicates the source of that promise 
- A brand is more than a product, it is a perception. 
- Both products and companies are considered brands. 



- Brands transform products – goods as well as services – into something larger than the product itself. 
- Brand names and symbols help customers identify a product they have tried before and liked. 
- The more specific the overall brand identity, and the more value it adds to the brand itself. 
Brand differentiation Tangible attributes Intangible attributes 
•  Despite consistent marketing and marketing communication efforts, a brand is 
seldom perceived in the same way by all customers. 
•  Customers use tangible attributes to decide whether competing products are 
different. 
•  Customers use intangible attributes to decide how they are different. 

•  Design 
•  Performance 
•  Ingredients/components 
•  Size/shape 
•  Price 
•  Marketing communication 

•  Value 
•  Brand image 
•  Image of stores where sold 
•  Perceptions of users of the brand 

The brand promise Creating brands 
•  The essence of a brand is a promise. 
•  A company must manage customer expectations. 
•  This is the foundation of managing the brand promise and creating trust on 
which brands are built: The need for honesty and then fulfil the promise.  
•  Customers lose trust to the brand once the promise is broken.  

•  Brand promise 
•  Brand values 
•  Brand essence 
•  Brand positioning 

Brand personality Brand identity Brand equity 
•  Appealing to hearts and minds 
•  Who do you trust? Faceless 
corporations or people? 
•  Brand personalities presents the 
combined qualities, values or attributes 
of the product.  
•  A memorable and sustained brand 
personality includes instant brand 
recognition and brand leadership. 

A brand personality includes: 
•  Product 
•  Sales promotions 
•  Packaging 
•  Brand name 
•  Visual presentation 

•  Brand name 
•  Logo type 
•  Symbols 
•  Package shape 
•  Package graphics 
•  Product and benefit descriptions 
•  Colour 

•  Brand name awareness 
•  Perceived quality 
•  Brand association 
•  Brand personality 
•  Proprietary brand 
•  Brand loyalty 

Repositioning through packaging 
Branding strategies Key consideration for brand extension 
•  Brand strategies are ways of maximising the communication impact of brands. 
•  One of the critical elements of a branding strategy are brand extensions. 
•  Others include: multi-tier branding, co- branding, ingredient branding and brand 
licensing 

•  How good is the fit? 
•  What is the brand’s elasticity? 
•  What is the risk of diluting or changing the meaning of the core brand if the 
packaging needs to be modified? 
•  Can packages of core brand be adapted or modified to accommodate brand 
extensions without damaging the brand’s equity? 

Advantages of brand extension and package design Disadvantages of brand extension and package design 
•  Saves company time and money when introducing new products because brand 
is already known. 
•  If new product is successful, success can reinforce the brand and provide it with 
even more brand equity. 
 •  Creates more visibility. 

•  Risks of diluting the power, meaning, and positioning of the brand. 
•  If new product fails, the failure could negatively affect the brand’s original products. 


