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Abstract:- 

We all have seen the products being innovated from the Basic & Core product to the 

Augmented and Expected product but had rarely have we thought of packaging as something 

that can give a new dimension to the product image. It is only in the last couple of years that 

marketers have widened their product horizons and have started thinking beyond the just the 

‗PRODUCT‘ only and have realized the space for another important ‗P‘ of Marketing that is 

Packaging. An effective packaging attracts attention, describe the product features and make 

a favourable overall impression to the customer or the prospective customer.  

 

The paper focuses on the marketing objective of the packaging and its role in communicating 

the aesthetic and functional value to the customer. Moving up the ladder, now packaging has 

become a way to customer‘s share of heart by connecting to distinctive consumer segments 

and communicating the brand identity to the customer. That explains to us the packaging 

strategies adopted by many of the companies to attract specific consumer segments like 

packaging for kids, ageing customers, for women and most significantly packaging for the 

rural customers. Talking about the emerging trends in packaging, how can one ignore the 

concept of ‗Green Packaging‘ as another area of growing significance associated with social 

and environmental issues concerned with the packaging. Companies and Marketers are now 

getting more involved into environmentally friendly actions by reducing the use of non 

recyclable material and building packaging on the concept of 4R‘s that is Reuse, Recycle, 

Reduce and Refuse. The recession in the last year also realized the need for Value packaging 

which gave another reason to the companies across all industries from manufacturers to 

retailers to make a shift towards sustainable packaging by reducing the cost and increasing 

reusability feature in packaging. 

 

The paper attempts to discuss the corresponding change in the packaging strategies to suit the 

demand made by customers, environment, market and Product itself over time.  
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Traditional approach to packaging-: 

 
The definitions of ‗packaging‘ vary and range from being simple and functionally-focused to 

more extensive, holistic interpretations. Traditionally, packaging was confined to protect the 

product from any physical barrier and a method of safe keeping. In an English dictionary 



International journal of Research in Management                                                       ISSN 2249 – 5908                             

Available online on http://www.rspublication.com/ijrm/ijrm_index.htm       July2012, issue 2 volume 4                      
 

 Page 114 
 

―pack‖ as a noun means wrapping, the noun package refers to as a parcel and the container 

for packing. 

 

Jacoby in one of its research in 1972 defined packaging as one of an attribute that is related to 

the product but does not form part of the physical product itself.  

Everyone from this century can recall the nylon cloth in which probably his or her 

grandmother     used to carry an old book or wooden boxes used to keep ornaments. The 

pottery vases, ceramic amphorae and wooden barrels, woven bags, etc were most common 

packaging materials available at any home in ancient India.  

 

                          
               

The earliest recorded use of paper for packaging dates back to 1035, when a Persian traveller 

visiting markets in Cairo noted that vegetables, spices and hardware were wrapped in paper 

for the customers after they were sold.
[2]

 Iron and tin plated steel were used to make cans in 

the early 19th century. Paperboard cartons and corrugated fibreboard boxes were first 

introduced in the late 19th century. 

Many of the most prominent innovations in the packaging industry were developed first for 

military uses. Packaging advancements in the early 20th century which included Bakelite 

closures on bottles, transparent cellophane over wraps and panels on cartons increased 

processing efficiency and improved food safety. As of 2003, the packaging sector accounted 

for about two percent of the gross national product in developed countries. About half of this 

market was related to food packaging. 

Modern Concept of packaging:- 

 

Packaging further evolved as an extrinsic element of the product. Olson and Arens, (1996) 

defined packaging as ―The container for a product – encompassing the physical appearance 

of the Container and including the design, colour, shape, labelling and materials used‖  

 

 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). Some 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. While the main use 

for packaging can be considered to be protection of the goods inside, packaging also fulfils a 

key role of providing us with a recognisable logo, or packaging, so that we instantly know 

what the goods are inside. From the consumer perspective, packaging plays a major role 

when products are purchased – as both a cue and as a source of information.   
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Packaging is crucial, given that it is the first thing that the public sees before making the final 

decision to buy (Vidales Giovannetti, 1995).   

Rationale behind packaging  

There is no restrictive limit to the functions performed by packaging and the benefits it brings 

for both marketer as well as customer. Ranging from providing protection to product to 

communicating the aesthetic value, packaging has become essence of any product. Let us 

mark some of the major functions of packaging. 

 

As a primary function, packaging provides physical protection to an object from any 

physical damage which may cause from friction, temperature, compression, vibration or any 

mechanical shock. Electronic goods are generally packaged in thermocouple which further 

moves into a carton. This ensures the protection of product from any physical damage. 

 

     

              

  
Along with physical protection a product also requires barrier protection from oxygen, 

water vapour, dust, etc. Milk, Flour, Rice and many such food products which were initially 

distributed as loose items now comes with special packaging as milk comes in air tight 

packets, sterilized bottles or in a can. It helps in extending shelf life because of its Oxygen 

absorbers .             

               

Another important function of packaging is agglomeration or grouping of different 

number of goods. For example, a single box of 1000 pencils requires less physical handling 

than 1000 single pencils. Liquids, powders, and granular materials need packaging. Packages 

can also have features that add convenience in distribution, handling, stacking, display, sale, 

opening, reclosing, use, dispensing, reuse, recycling, and ease of disposal.  The packaging 

container of Saffola active and Orange Cresk from Cadbury‘s family comes with a handle 

which facilitate easy handling and holding of container. Haldiram also innovated its 
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packaging by adding a zipp to its packet so as to protect the food item from moisture as well 

as to ensure reusability of such packets. 

 

Another most important function of packaging evolved in the last decade has been of 

communicating Information to the consumer. Apart from the information that has been 

made compulsory by the govt to be known to customer such as manufacturing and expiry 

dates, basic ingredients, marketers are effectively using packaging to communicate any new 

offer or new product introduced by company. The packet of kurkure holds an 

advertisement inviting kurkure recipes which in turn communicate new ways in which 

kurkure can be consumed. Similarly many products in the market are seen with ―Scratch & 

Win‖, ―30%Extra‖, ―Buy 1 Get 1 free‖ and many such promotional offers well 

communicated through its packaging. 

 

 

     

 

Last but not least packaging performs an important function of ensuring the product 

visibility among consumers. An important marketing mantra says “Jo Dikhta hai WO 

Bikta hai”. The packaging encourages potential buyers to purchase the product and to create 

a powerful shelf presence so that the brand stands out from the crowd and is actually noticed. 

Package graphic design and physical design have been important and constantly evolving 

phenomenon for several decades. Marketing communications and graphic design are applied 

to the surface of the package and (in many cases) the point of sale display.  

http://en.wikipedia.org/wiki/Graphic_design
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Packaging also influence the different market segment time to time to generate attention and 

establish a brand image with the emergence of innovative product packaging. Many 

packaging  mantras are adopted by most of the companies to attract specific consumer 

segments like packaging for kids for example Calcium Sandoz has adopted the tagline " 

Agdam, Pagdam,Tagdam " whose meaning only kids will understand. Calcium Sandoz is 

trying to make kids love the brand by launching the product in various flavours. Similarly 

Horlicks Junior, Bournvita Li‘l Champs, Complan Family Lite, etc targeted at particular 

consumer segments.  
 

        
 
 

Another significant and successful attempt has been made to attract female customer who 

account for between 80 and 85% of all consumer purchases and more influenced by the 

colours,  appealing shape, visual characteristics, functionality  and the ease of use factor is 

critical. They research purchases before they buy, and whether they are a part of Generation 

X or the Baby Boomer generation, packaging design plays an important part in their buying 

decisions. 

 

     
 

 

 

Rural marketing which was once considered as a closed market has now become an integral 

part of economy and packaging has constantly played a significant role in creating demand 

among rural consumers. Introduction of small packs and sachets was specifically intended to 
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attract the rural market. Products packaging having low cost with more quantity and more 

offers are associated with the product to initiate the rural consumer‘s interest. 

               
 

 

 

A Packing not only contains some aesthetic and social value, but is also the carrier of the 

culture of a state or people. An analysis on documents about history can find that packing 

represents the idea that people recycled resources. It makes us think over how the concept 

corresponds to the new design philosophy (like green design) in the present time. All these 

factors attributed to the changing trend of packaging and an emerging concept of green 

packaging. Packaging highlights the attempt by companies to synchronize the brand with the 

consumer and building a relation between the two. 

 

The argument realize the need for in-depth analysis of different factors inviting change in the 

packaging, current and emerging trends and strategies for enhancing brands through 

packaging. 

 

  
 

In India, around 25% of the consumers prefer environmental-friendly products, and around 

28% may be considered as health conscious. Therefore, green marketers have diverse and 

fairly sizeable segments to cater to. Some 60 per cent of the companies surveyed have 

initiated or are actively pursuing green programs. By initiating the necessary changes 

regarding packaging design or how the product may be repackaged without the outer 

layer/cover or box, such companies have adopted a pre-emptive competitive strategy and 

moreover consumers are cognizant. Certainly, some of the initiatives are intended to make 

a company first in its industry like Procter & Gamble‘s Environ-Pack, McDonald‘s 

McRecycle, Wal-Mart‘s Eco-store were all intended to benefit from being first. Similarly the 

Surf Excel detergent which saves water (advertised with the message—"do bucket paani roz 

bachana)" and the energy-saving LG consumers durables are examples of green marketing. 

Unless the future of the market is too uncertain, the pay-off from this strategic option is 

sizeable. 

 



International journal of Research in Management                                                       ISSN 2249 – 5908                             

Available online on http://www.rspublication.com/ijrm/ijrm_index.htm       July2012, issue 2 volume 4                      
 

 Page 119 
 

                  
Many companies have started realizing that they must behave in an environment-friendly 

fashion. Although their aim is profit maximization but they have started earning profits by 

initiating environmental objectives. The HSBC became the world's first bank to go carbon-

neutral last year. Other examples include Coca-Cola, which has invested in various recycling 

activities. The Indian government too has developed a framework of legislations to reduce 

the production of harmful goods and by products for example, the ban of plastic bags in 

Mumbai and Himachal Pardesh, prohibition of smoking in public areas, etc. 

 

Many companies adopted the strategy to be green because to take a threshold over the others. 

It makes companies to explore the unexploited areas with the help of their product and 

services and become more competitive. Reduction of harmful waste may also generate 

substantial cost savings. Sometimes, many firms develop symbiotic correlation in which one 

company is used by another as a cost-effective raw material. For example, the fly ash 

generated by thermal power plants, which would otherwise contributed to a gigantic quantum 

of solid waste, is used to manufacture fly ash bricks for construction purposes. 

 

   

 

Significance of green packaging 

 

In mature markets the importance of green packaging in contributing to brand 

communication and appeal (on-shelf, in-store) is increasing, due to a number of factors 

which include increasing awareness and demanding tendency of customer towards brand 

choice, product quality, health and ethical issues. The environmental challenge for 

companies to optimize the use of materials, water and energy, minimize waste and maximize 

the recovery of used packaging is also contributing towards high inclination for green 

packaging. Also the trend towards premiumisation is influencing innovation and packaging 

in many market sectors, particularly mature markets. None the less the increasing diversity 

of media channels for marketing and advertising is creating greater focus and importance 

on packaging design. 

 

In today‘s world packaging is used to enhance brand perceptions and value. It provides an 

in-depth analysis of current and emerging trends and strategies for enhancing brands through 

packaging. This is exactly what big corporate like Procter and Gamble, Dell, Mc -Donald‘s, 

ITC, Wal-Mart, Apple, HP etc are focusing upon. Green packaging must meet the functional 

and economic needs of present without compromising the ability of future generations to 

meet their own needs. 

 

Companies which climb on green marketing should adopt the following initiative in their 

path towards greenness. 
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 Adopt new technology/ Process or modify existing technology/ Process so as to 

reduce environmental impact. 

 Establish a management control system that will lead to adherence of stringent 

environmental safety norms. 

 Explore possibilities of recycling of the used products so that it can be used to offer 

similar or other benefits with less wastage.  

 Using more environment-friendly raw materials at the production stage itself 

Frito Lay Corporation has recently introduced its new green initiative product of Sun Chips. 

Frito Lay introduced a snack bag earlier this year which will biodegrade in approximately 14 

weeks. Frito Lay Corporation has put together a comprehensive research plan and conducted 

numerous studies in several environments: including laboratories, industrial compost and 

home compost. 

 

CONCLUSION 

 

Since the ages the packaging has been contributing towards the marketability of 

product in its own way. Social, Cultural, Religious, Economic and many other factors 

have resulted in extension of horizons of packaging in length and breadth. From being 

just a shell to the product it has become a part of an augmented product. The 

companies have realised the significance of packaging in ensuring the durability, 

functionality, portability, visibility and communicating the product in market. Not only 

this but packaging has an immense importance in building brand image as well as 

brand recognition. The ever changing market and customer invites never ending 

innovation in the packaging. Given so many new dimensions of the packaging will be 

unfolded in the days to come.  
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