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DISCLAIMER

This document has been produced without formal United Nations editing. The designations
employed and the presentation of the material in this document do not imply the expression of any
opinion whatsoever on the part of the Secretariat of the United Nations Industrial Development
Organization (UNIDO) concerning the legal status of any country, territory, city or area or of its
authorities, or concerning the delimitation of its frontiers or boundaries, or its economic system or
degree of development. Designations such as “developed”, “industrialized” and “developing” are
intended for statistical convenience and do not necessarily express a judgment about the stage
reached by a particular country or area in the development process. Mention of firm names or
commercial products does not constitute an endorsement by UNIDO.

FAIR USE POLICY
Any part of this publication may be quoted and referenced for educational and research purposes
without additional permission from UNIDO. However, those who make use of quoting and
referencing this publication are requested to follow the Fair Use Policy of giving due credit to
UNIDO.
CONTACT

Please contact publications@unido.org for further information concerning UNIDO publications.

For more information about UNIDO, please visit us at www.unido.org
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THE COVTHIAUT N 28 PACTAS NG e MARKETING

In recuar venps pathaaing has heao Traolnined as an ~ndustry of gome
Importance ang fn gheer MWIAY Levple nave swcerptad the Li'reasing part it
Plays in ¢l.e mrkesing of consumer K48, To spite o f this, it {a
remarkable how low o proportion of puod Fackaging «prears on the
supermarket sheluge Einughout the werld and® ¢ {s evident thet, in
practice, rhe organtsnilons vhilh produse packe wriy. fall to nppreciate
the vita: part whi-h e, coatriver alays in the mirkeling and sales function.

This 15 probsbly becguas the phyaical $tructure, the appearauce potential

and the multipie rieroniiictau Fuontione of tack are 8o ctomplex a8 to be
difficule vo comprehiend, let gl o ro integrate wich a marketing plan.

It 18 important io unde.siand that cousumar nackagirg has iwo quite

separate and equally (mportay: functions:
(1)  Tr contsin sud rretect the produce
(2 To maximise zales,
The ideal pack fulffle both these functions satisfucto.ily at a
minimum cost,
Protection

The quality of protectisn is lwportont because the quality of the
product inside the Pack determines tre aumber of vepeat ssales. The
container iteelf wust be instrumental in achieving the first sale and
thereafter enabling the purchaser (o ldentify the contents which have
8lready pleared hinm. The longer the shelf-1ife, the greater the
convenience and less the chance nf disappointing qualicy. This question
of shelf 1ife depande on toe strucrure of the package and the properties
of the materials nsed in fts construction. Some of the factors influencing
the choice of raw materia! are smmisrised in Appendix A.

The following aspects are some of these whichk have to be borne
in mind: -

(a) Molsture o1 mofsture vapour. For iustance, a pack may have
to prevent luss of moisture -~ particulariy with frozen foods,
nrevent moisture “row entering dry foods or pharmaceuticals,
or facilitace an equilibrium as in the casec of the perforated
polythene bags ueed for packing fresh vegetahles.

() A pack may have to provide & gus barrier. This means
pPreventing oxygen antering (in rhe case of wilk powder or soup
powder), preven:iing gas losges ‘e.g. in cavrbonated drinks) or
preventin; the loss of volac{les in producrs containing flavour

or purfume - ov, on the other sand, vnpleasant odours.




(¢)

(d)

(e)

(£)

(g)

The Prckage and nrogr .o SR 0 Cemnar Tale F.r instance,
it Is tmpovrag- Y2 averd orioiiaq viieh couvld lead to
contamtinat.ior of je iredtet by pevforacion and che entry cf
oxXyger . Anothe “iltL e T e vetkiug of toxie products
into food irowm =« 9lastle » mwtainer

Closares must 1o efiiclent and proviae clfective barriers
Bgalit beltesis L - O

For some products G perricuiarly hLtrong raw macrrial {s
required to give adeyuaie protection., For others, a heat
resictant contafner ls necessery to permit hot filling or
Sterilisacion,

All structures must comply with taety legislation, This
can involve the carefy) Bpecificition of coatings and solders
required for métufa~turing cans, or additives included in the
Traw materfal of plastyz containers.

Multiple handling s Inevitavle and wil be a severe test of
Pack construction,

Sales Promocicn

The tollowing facr-rs Ere Jirportant in ackloving waximuy Gales

(1)

(2)

(3;

(4)

The pack mug: fedicure the produce, g qwality and any
uaique selling foerturey,

The pack wuat fLANG our ane pe rnediate!ly iaevtifiable both

a8 to the praduce Caatiine ¢nd az re Lhe vrganisation which
is marketiag 1¢, YIC 1y tmLertane ce ren aber chat (p
Supermarkety all DEACKE g cOpeting with aiher piacks which may
be equally suppyrted by advertising and £004 design),

Any messages cn rhe ALK must be sutficlently truthful not t¢
diseppoint end thereby disourage ~epeat 8dieg,

The pack auot Appceal in

(a) the wholesnlay yhe Wil Do Intopeces In cost and economic
handl g
(b) the retailer i will be Interesteq ¢q the ease wirh which

it can be displ.iye: ¢n shelves, g appearance and ity
economy in the use of Timiteny Spage
(c) the nousew! fa (ang Rer famil;) ghe wily ¥ emember

convenience, irg eagn f opening land often Lts ease

of reclosing), it ~1mpetpi oofness apg any other
sigaificant featuregy,
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The creation of a rew pack

All the olements described ahova have to be assembled into each new

successful pack and, while thera ig no precise recipe for Succesg, it is

possible toindicete the varicus activities which have to be combined in
&n endeavour to sinlve the problem satisfacrorily and to achieve an
adequate balance, these activities may be 1{:ited as follows:

Marketing

Market Research

Technical research and packing processos
Product Design

Label Desig:

provides briefs for the designers.

The market research function assists in finding out how best these
objectives may be achieves andin what circumstances., Market research
provides information regarding:

(1)  Competitive packs: their price, Popularity,size and shape,
' surface design.

(2)  Retefler attitudes, including handling and display characterfstics.
(3)  Consumer attitudes:
(a) Ln the supermarket under the general heading of attracting,
informing and persuading to buy
(d) at home under the general heading of storing, opening,
dispensing, reclosisxg and disposal.
The research and packing function need to énsure that any new pack
fulfils the quality conditions and handling criteria called for in the
packing operation.

The brief given to the Product Designer and the way in which he carries

it out is perhars the mosc important aspect of all. The brief has to cover
the vay in which the Pack is to meet all the {important requirements outlined
above. The Product Designer's job is one of synthesis and of achieving

the nearest approach to a perfact balance of many conflicting elements
(1nc1uding of course the closest possible attention to the ever present
pProblem of cost.)

The Label Designer is responsible for creating the main selling message
which is where the ma jority of unsuccessful packs fail. Far too few )
manufacturers appreciate that a high quality product packed in a functionally
satisfactory container can fatl to achieve sales solely due to the poor
quality or design of the label. The label is the salesman; it must attract
attention to obtain the first sale and, »ith a good quality product, it must

establish the brand name which becomes important in the achievement of repeat
sales.




Glass

Tinplate

Aluainium

Board

Plastics

- -

The choice of raw materials for

packagling

Stable and not affccted by
the product

Iransparent

Relatively cheap
Affords variety of shape

Strong and unbreakable
Light
Rasily decorated

Holds internal pressures
ard vacuum

Light
Not subject to corrosion

Easily decorated

Light

Cheap

Easily decorated
Eegily handled

Light

Vergatile regarding shape
and performance

Con be either transparent
or copaque

Appendix 4

Disadventaecs

iiceakanle

A poor space/volume
ratic

Diificult to decoraie
ettractively

Subject to corrosion

Relatively expensive
raw material

Opaque
Little variety in shape

Often an expensive
Tow naterial

Relatively easily dented
Little variety of shape

Requires lacquer
protection for certnin
products

Kequires protection
azainst water

Pour motsture vapour
transmisgion propertics

Little variety of shape

Often difficult to hendle
autouatically at speed

Sometimes permeable to
gasses

Sometimes toxic

Often slow to convert
ani therefore relatively
expengive









