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ABSTRACT

THE INFLUENCE OF PACKAGING COLOR ON CONSUMER PURCHASE
INTENT: THE INFLUENCE OF COLOR AT THE POINT OF PURCHASE

By

Vickie Lynn VanHurley

This study was designed to add the body of literature that investigates the
influence of packaging design, specifically color, on consumer decision-making.
This study is unique because it used original three-dimensional packaging as
stimuli to collect data. Cue utilization theory was used to guide the investigation
of packaging design color as a cue for product quality and product performance
as an influence on consumer purchase intent.

This benchmark study exploratory in nature synthesized color, packaging
design as an influence on consumer decision-making as an introductory mean of
investigating packaging design as the new advertising.

Approximately 80% of purchase decisions are made at the point of sale and
the role of packaging has shifted to include advertising the contents becoming
the “silent salesman.” With a new reliance on packaging design to persuade
consumers at the shelf, it is important for packaging design to be studied as an
influence on consumer behavior.

Tangible three-dimensional packaging was used along with a 72-item
questionnaire to investigate the general research qqestion: Do surface
graphics/packaging color (extrinsic cue) influence consumer decision-making and

the intent to purchase?



Results indicated that consumers utilize packaging color to make purchase
decisions. Consumers receive non-textural information about the product from
the packaging that helps the decision-making process. When consumers are
faced with a multitude of product choices, especially in an unfamiliar product
category, the packaging is a source of information. Blue and red packaging was
more likely to be purchased than yellow, orange, green, or purple packaging.
Yellow packaging was the least likely to be purchased, and its contents were
perceived to have poor quality, poor shelf visibility, and low purchase intent.

Results also showed that color and product associations have an influence
on the intent to purchase. Although red was indicated overall as a packaging
color most likely to be purchased, red was the color packaging least likely to be
purchased in the case of toothpowder.

Results indicated packaging color influenced consumer purchase intent and
therefore color has an effect on product sales, market share, and profits.

More research is needed to augment these results that indicate color does
influence the consumer’s intent to purchase. Also, additional research could
strengthen the results that the consumer’s intent to purchase may be influenced
by product and color association. And more research could solidify the

relationship of color and product associations for products.
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CHAPTER ONE
INTRODUCTION

Market research has shown consumers use information on packaging to
assist with purchase decision-making. Consumers are faced with several product
choices when shopping and assist with product selection; a shopper may turn to
the information on the product to solidify the final product choice. It is estimated
that between 73 and 85% of purchase decisions are made at the point of sale
and that packaging design plays a key role because it is often the only factor that
differentiates two products (Sutton and Whelan 2004; Wallace 2001; Buxton
2000; Rettie and Brewer 2000). For many brands, packaging design has
acquired the responsibility of advertising (Furness 2003, The Silent Salesman
2003).

Color may assist consumers with their purchasing behavior (Van De Laar
and Van Den Berg-Weitzel 2003). For example, when a consumer replaces a
used item, the he or she will scan the supermarket shelves for the familiar
packaging color then confirm the correct product choice by reading the brand
name. Colors and shapes convey about 80% of all visual communication
(LaCroix 1998). Therefore, consumers have developed a habit of using color as a
means of gathering information. Thus, color must have an important role in
marketing and advertising.

Humans sustain a long relationship with color. Historically, meanings are

associated with color (Cheskin 1954; Schaie and Heiss 1964; Sharpe 1974). For



instance, the color blue represents clean, calm, and the heavens, while the color
red represents hot, danger, and blood. These color associations and perceptions
have extended into sociology and have been incorporated into the marketing of
consumer goods (Lester 2000; Grossman 1999; Triplett 1995; Lane 1991). For
example, a popular powder laundry detergent added blue crystals to the white
detergent and employed an advertising slogan “with added bluing for extra
whiteness.” A survey of supermarket shelves lends support to color associations
with a multitude of blue colored detergents and packaging. Some industry
creative directors consider color the most important element of a package (Shell
1996). Often, color identifies and distinguishes a company’s goods from its
competitors. For example, Owens-Corning'’s pink home insulation has U.S.
Trademark protection (Samuels and Samuels 1996). In 1995 the federal court
ruled that Owens-Corning was entitled to trademark registration for the color
pink. The court was convinced by evidence provided which showed that the color
pink has been used in Owens-Corning’s advertising since 1956 and that more
than $42 million in consumer advertising has been spent to emphasize the
distinctive color of the product (Samuels and Samuels 1996).

Researchers have spent the last four decades examining the behavior of
consumers in the market place (Petty, Cacioppo, and Shumann 1983). More
specifically, researchers have examined the effect media advertising has on
consumers’ attitudes and evaluations of products and social issues. This area of

study is consumer behavior." When consumers enter a market place or

' Consumer behavior involves the thoughts and feelings people experience coupled with the
actions performed during the shopping process (Peter and Olson 1999).
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supermarket, they make decisions on what to purchase. Consumer behavior has
been treated as a decision-making process. The assumption regarding consumer
decision-making is consumers have goals they seek to satisfy. Consumers use
an evaluation process when considering which product to purchase that
highlights the importance of investigating what impacts their evaluation of
products that influence their purchase intent.

The success of many companies is a result of serving the needs of their
consumers in addition to creating and maintaining relationships with those
consumers. In the 1980s Coke® decided to change the original formula of the
cola and marketed it as “New Coke®” as an attempt to compete with the rising
rival Pepsi®. Coke consumers’ attitude toward the new product was unfavorable
and their shopping behavior reflected their attitude. As an attempt to make
amends Coke returned to the original formula and marketed it as “Coke
Classic®”. The “New Coke®” was not successful and eventually vanished from
supermarket shelves. The behavior of Coke® consumers alerted manufacturers
and marketers to the connection of consumers and success. Learning from
Coke’s® experience, most companies consult consumers regarding their desire
for a product and how much they are willing to pay for such a product prior to
launching it (Peter and Olson 1999). Examining how consumers behave during
their shopping experience and what influences their shopping behavior continues
to intrigue both academic and market researchers.

Marketing research has shown consumers use cues to assist with purchase

decisions (Richardson 1994; Richardson, Dick, and Jain 1994; Rao and Monroe



1988; Cox 1967). When faced with making a decision between two similar
products a consumer may use the cues of size, color, texture, shape, price, or
ingredients to make the decision of which product to purchase. Cue utilization
theory suggests that consumers depend on external or extrinsic cues (packaging,
price, brand name) when making a decision among products, especially when
determining quality (Richardson 1994). With packaging performing as the “silent
salesman” and influencing consumers at the shelf, cue utilization theory provides
a theoretical framework regarding the influence of the color on consumers’
perception of the product and their purchase intent.

The objective of this research is to create a benchmark study (exploratory in
nature) that synthesizes color, packaging design? and advertising as influences
on consumer decision-making. This is an introductory mean of investigating
packaging design as a new type of advertising. Thus, the purpose of this
objective is to investigate the influence of packaging color on consumer purchase
intent.

This study focuses on packaging design from a communication aspect not
an engineering aspect. More specifically, this research investigates the use of
packaging color as a cue. For example, let's say a business executive travels to
another city discovers he failed to pack his razor. He goes to the hotel gift shop
and does not see his normal brand. This consumer will rely on the cues on the
razor packaging to make a purchase decision. In this situation, the cue of color

may provide additional information that influences his purchase intent. This study

* “The combination of materials, structure, typography, imagery, color and other visual design
components for the purposes of communicating the marketing objectives and strategies of a
particular brand or product” (Klimchuk 2004).



investigates the influence of color at the point of purchase on the consumer
decision-making process by examining packaging design color.

The second chapter, Justification, further explains the need for academic
research to study the effect of packaging design, including color on consumer
decision-making and consumer purchase intent. This chapter also discusses the
impact of this type of research on the marketing and advertising industry and on
advertising design and packaging design academic research. The theoretical
framework for this research, cue utilization theory is introduced in this chapter.

The third chapter, Consumer Behavior, contains a review of literature
regarding the consumer decision-making process and where packaging design is
positioned as part of this process. Chapter three also highlights packaging design
as an influence on consumer behavior.

The fourth chapter, Color, contains a review of literature regarding color,
color association, and color practices in marketing. Chapter four provides an in
depth look at the overarching question of this research: Does surface graphics
color applied on packaging influence consumer decision-making by providing
cues associated with quality, performance, and purchase intent?

The fifth chapter, Advertising, Packaging Design, and Purchase Intent,
examines packaging design as advertising, and builds support for an emphasis
on shelf impact. In other words, creating packaging design that attracts the
consumer from the shelf with the goal to be the last attempt during decision-

making to influence consumer purchase intent should be implemented over the



traditional broadcast or print advertisement. This chapter also examines the use
of packaging design as a source for information.

The sixth chapter, Cue Utilization Theory, presents the theory that governs
the methodology for this study. Cue utilization theory, one facet of consumer
decision-making, guide the investigation of surface graphics color and its impact
on consumer decision-making. The chapter will show how this theory has been
used in previous studies and how the theory was adapted for this exploratory
research.

The seventh chapter, Research Questions and Methodology, outlines the
research questions and the methodology of this study. This chapter presents an
in-depth look at the research questions. It explains the survey questions used for
data collection coupled with the application of cue utilization theory.

The eighth chapter, Results and Discussion, provides the results and
statistical significance of the data collection, and a discussion of the results.

The ninth chapter, Conclusion, restates the goal of this research, provides a
summary of the research and discusses the conclusions as they relate to: 1)
packaging design as the new advertising, 2) the marketing and advertising
industry, and 3) advertising design and packaging design educators. This chapter
contains limitations of the study, suggestions for future research, reflection on the
study for future replication, and how this study adds to the body of knowledge
regarding the influence of surface graphics color on the consumer decision-

making process.



CHAPTER TWO

JUSTIFICATION

Consumers are bombarded with about 3,600 selling messages a day
(Rumbo 2002). Yet, because of technology allowing TV watchers to omit
commercials and declining advertising budgets, there has been an emphasis on
influencing the consumer at the store shelf (Furness 2003). For many products,
such as seasonal items, packaging design has acquired the responsibility of
advertising (often being the only advertising the product will receive) and has
evolved into the “silent salesman” (Furness 2003; Rettie and Brewer 2000; Shell
1996). It is estimated that between 73% and 85% of purchase decisions are
made at this point and the packaging design must play a key role because it is
often the only factor that differentiates two products on a shelf (Sutton and
Whelan 2004; Wallace 2001; Buxton 2000; Rettie and Brewer 2000). With a new
reliance on packaging design to persuade consumers at the shelf, it is important
for packaging design to be studied academically as an influence on consumer
behavior.

Research in the area of consumer response to packaging design is being
encouraged to assist with increased product sales and increased benefits to the
integrated marketing communications (IMC) mix (Tobolski 1994). IMC refers to
the channels (advertising, packaging, personal selling, sales promotion, public

relations and direct marketing) used by companies/manufacturers to



communicate product information to the target audience or intended. users of the
product (BNET 2004).

Packaging is expected to protect and preserve its contents, differentiate from
its competitors, grab the attention of the consumer, and persuade the consumer
to purchase (Packaging: good shelf image 2003; Product packaging: empty
promises? 2000). The vast consumer packaged goods industry continually relies
upon color as a method of differentiation. Research has shown color (especially
nontraditional color) attracts the attention of the consumer (Voight 2003).
Nontraditional color increases the ability to separate a product from its
competitors and enhance brand identity (Voight 2003). According to marketing
research, colors allow marketers to build brand loyalty at a time when consumer
loyalty has declined (Selame and Koukos 2002). With crowded product
categories, manufacturers desire brand loyal consumers.

More attention is now being devoted to influencing consumers at the point-
of-purchase. According to brand managers, packaging acts as an advertising
medium and is cheaper than TV commercials (Selame and Koukos 2002). When
packaging doubles as a container and advertising, the packaging may be the
manufacturer’s last chance for reaching shoppers (Selame and Koukos 2002).
This researcher’s informal review of supermarket shelves support the marketing
trend of updating packaging designs of products [e.g., ReaLemon™ and
RealLime™, Polar Ice vodka, Kellogg's® pop-tarts®, Tyson® chicken, Canada
Dry® ginger ale, ACT II® popcorn, Dole® salad blends, Starbucks® coffee, and

Van de Kamp's® frozen seafood entrées] as a strategy to garner more attention



to the product at the shelf and to generate more influence on purchase intent
(packworld.com 2004; Pigeon 2001). Market research has discovered that the
supe.rmarket shelf is more effective with influencing consumer purchase than
advertising, and advertising is more effective with heightening product recall
(Selame and Koukos 2002; Wallace 2001). Thus, more emphasis should be
placed on packaging design, the point-of-purchase for consumer-packaged
goods, as a strategy to influence consumer purchase intent.

With marketers beginning to devote more attention to influencing consumers
at the point-of-purchase, cues on packaging (color being one) have moved to the
forefront as a means of consumer influence as a link to increased market
revenue. Apple offered colorful computers (the iMac) as an alternative to the
traditional beige colored computer. The bright colors and unique shape increased
the noticeability of the iMac in a showroom of beige personal computers. The
strategy of offering an array of colors coupled with a unique design saved Apple
from financial ruin (Gibney and Luscombe 2000).

As the desire increases to influence consumers at the point-of-purchase, the
role of packaging design emerges to the forefront of advertising. Packaging now
assumes the role of advertising in addition to protecting and preserving its
contents. Considered young industries, packaging emerged near the end of the
nineteenth century and packaging design surfaced (in the late 1930s) as a result
of mass production. Much research is needed in these understudied areas
regarding their effect on consumer purchase intent. (Selame and Koukos 2002).

Understanding the effect packaging color has on consumer decision-making



would be as an introductory mean of investigating packaging design as the new
advertising.

The objective of this research is to investigate the influence of packaging
design color on consumer decision-making. More specifically, this research
investigates the use of surface graphics® color as a cue by consumers for
product quality and product performance. This study also examines how different
colors influence consumer decision-making, and ultimately, the consumer’s intent
to purchase. It focuses on packaging design from a communication aspect, not
an engineering one. In an attempt to properly frame this research, a diagram is
presented to position packaging design as a separate entity from other aspects
of packaging, such as structure, materials, and functional design or engineering

(Figure 1.).

Figure 1. Study Positioning

Packaging (container) Functional Design

Color Texture Shape

Packaging Design

Color Graphics Text

* Surface graphics refers to the photographs, illustrations, and typography that appear on the
packaging. Surface graphics is exclusionary of the color, shape, and size of the product.
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Cues are product information consisting of price, color, taste, feel, scent, and
the opinion of friends, family, and retail sales consultants (Cox 1967). A package
can be made up of a variety of cues. Thus, this research is guided by cue
utilization theory. There are two types of cues (intrinsic and extrinsic) and cue
utilization theory suggests that consumers depend on extrinsic cues when faced
with making a decision between products especially when determining quality
(Richardson 1994).

The results of the present study have the potential to alter design practices
regarding color use on packaging design and its influence on consumer purchase
intent and, results have the potential to reposition packaging graphic design to
the forefront of marketing strategy. At best, packaging design is included as a
significant part of the entire marketing program (Calver 2004). The budget for
packaging design pales in comparison to advertising and sales promotion
budgets (Calver 2004). A 2005 market study conducted by Shelf Impact reported
of those surveyed 35% of packaging design decisions are made by the marketing
department and 11% of packaging design decisions are made by the packaging
design manager. With a shift occurring from advertising as an influence on
consumer behavior to packaging design as an influence on consumer behavior it
is plausible that packaging design elevates to a higher level of importance in a

marketing program.

11



CHAPTER THREE

CONSUMER BEHAVIOR AND DECISION-MAKING

Shoppers in the United States spend about $6.5 billion on consumer goods
(Peter and Olson 1999). A company’s continued success is correlated with a
successful relationship with the consumer. Finding out as much information as
possible on consumer shopping choices and behavior provides companies the
tools to produce goods and services to strengthen their relationship with the
consumer. In other words, companies have discovered that information obtained
from customer data bases* and in-store observation have proved valuable in
regard to earning consumers’ repeat purchases or business.

The phrase “consumer behavior” refers to a discipline of social science
research that examines how the consumer acts in the marketplace. More
specifically, consumer behavior research focuses on: 1) what influences the
consumer’s actions in the marketplace and 2) how those influences affect the
purchase behavior of the consumer. This chapter will examine consumer
behavior and consumer decision-making as well as position this study of
packaging design color as an influence on consumer decision-making within the

discipline of consumer behavior.

* Database refers to information collected from consumers via product registration forms,
sweepstakes entry forms, catalog orders, and in store observation usually compiled of consumer
demographics and past purchase behavior.

12
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CONSUMER BEHAVIOR

Consumer behavior® refers to the feelings and thoughts people experience,
and the actions they take while engaging in the consumption process (Peter and
Olson 1999). Consumer behavior also includes the things in the environment
(product appearance, price information, advertisements, packaging, consumer
comments, shelf positioning, etc.) that influence the feelings and actions of the
consumer. In addition, consumer behavior involves a process of exchange
between buyers and sellers. People exchange money to obtain products or
services. In short, consumer behavior involves the study of what things in the
marketplace environment influence the feelings and actions of people while
shopping.®

The behavior of consumers is constantly changing. The wants and needs of
individual consumers, society as a whole, and specific consumer groups change
at different times due to the constant evolution of feelings and attitudes. For
example a 1997 study discovered the reason 60% of United States households
did not own a personal computer was because they felt they did not need one
(Peter and Olson 1999). This dynamic nature of consumer behavior represents
the need for continual research regarding the influences on people’s attitudes
and feelings that affect their shopping behavior.

Consumer behavior is a complex and diverse field (Peter and Olson 1999).

Consumer behavior research is based on methods and theories from cultural

> “Behavior refers to the physical actions of consumers that can be directly observed and
measured by others” (Peter and Olson 1999).

o Shopping is defined as: to visit shops and stores, or view catalogs for the purpose of purchasing
or examining goods (Random House Webster's College Dictionary 2000).
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anthropology, sociology, as well as cognitive, social and behavioral psychology,
and economics and statistics. Table 1 shows the origins of current consumer

behavior methodologies (Peter and Olson 1999).

Table 1. Consumer Behavior Research Methodology Origins
Core Discipline Primary Method

Cultural Anthropology Long Interviews and Understand consumption

Focus Groups and its meanings
Psychology and Experiments and Explain the decision-
Sociology Surveys making and behavior of the
consumer
Economics and Statistics Math modeling testing | Predict consumer behavior
and shopping and consumer choice

simulation

Methodologies used to study consumer behavior are focus groups,
interviews, observations, experiments, and surveys. The qualitative methods
(focus groups, interviews, observations) generally are used to investigate what a
product or service mean to consumers, what consumers experience when they
purchase a product or service, what influences their decision to buy a product or
service. The quantitative methods (experiments, surveys) generally are used to
test theories, gain insight into how consumers process information, how
consumers make purchase decisions, and how social issues influence consumer
behavior. Other areas of interest include the depiction of women and minorities in
advertising, how consumers’ possessions influence their self-image, and how art

and film influence consumption meanings.



The present study uses the primary method of a survey to gain insight into
the influence of packaging design color on consumer decision-making. The
purchase decision is influenced by the consumer’s need to process the
information found at the supermarket shelf (Peter and Olson 1999).

Information processing is requisite in the examination of consumer behavior.
Prior to making a purchase decision, the consumer must process or make sense
of the information presented. Thus, it is necessary to discuss consumers’

information processing and its relationship to consumer decision-making.

INFORMATION PROCESSING AND CONSUMER DECISION-MAKING

A present-day superstore’ may stock more than 50,000 items in its 200,000-
square foot retail space. Research has revealed that the average amount of time
a consumer spends in a supermarket is 25 minutes (Philips 2005). On average a
consumer will purchase 17 items at a cost of $23 during this 25-minute shopping
experience (Philips 2005). Based on this theory, the consumer would have to sort
through the superstore stock at an average rate of 33 items per second to find
the desired 17 items.

Memory is a pivotal aspect of consumer decision-making. Memory plays an
important role in recalling previous shopping behavior and experiences. Different
types of memory storage systems exist, each with its own properties and
functions (Bettman 1979). The normal memory system used in research

possesses two types of memory: short term and long term (Bettman 1979). A

TA very large store, especially one stocking a large variety of merchandise (Random House
Webster's College Dictionary 2000).
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basic processing sequence using the short-term and long-term memory system
has information attended to passing from the sensory organs (eyes, nose, hands,
mouth, ears) and transferred to short-term memory. Short-term memory has
limited capacity. A consumer is able to process approximately seven chunks® of
information at a time (Bettman 1979; Philips 2005). The limit of short-term
memory is seven chunks plus or minus two which yields a range of five to nine
chunks of information for processing at one time. For example, a telephone
number minus the area code is seven digits or seven separate chunks of
information. There are various ways an individual may reduce the number of
chunks. An individual may reduce the seven chunks of 777-9311 to three (“777",
“93", and “11"). With one property of short-term memory being limited capacity,
another property is the time it takes for information to transfer from short-term to
long-term memory. Research suggests about five to ten seconds is required to
rehearse one chunk of information into long-term memory if the information must
be recalled (Bettman 1979). If recognition of the information is needed instead of
recall then about two to five seconds is required to transfer the information from
short-term to long-term memory (Bettman 1979). However, active information
stored in short-term memory can be retrieved quickly, almost automatically
(Bettman 1979). Information in short-term memory can be processed further into
long-term memory.

Long-term memory is believed to have unlimited capacity thus becoming a

permanent storage for information. An integral part of the information stored in

* A chunk is a single piece of information; an understandable seven-word phrase constitutes one
chunk of information. Where as seven unrelated words constitute seven chunks of information.
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long-term memory is concepts and the associations between them. Concepts
may include attributes of objects, events, and information processing rules.
Another crucial part of long-term memory is memory schemata®. A consumer
may have schemata regarding sales associates. For example a consumer’s
sales associate schemata may be that most sales associates work on
commission and it is their job to sell the most expensive items or persuade the
consumer to spend as much money as possible on items. In conjunction with
schemata, scripts exist in long-term memory as expectations regarding the
manner in which various events will occur. Based on the previous example of the
consumer’s schemata of sales associates, an example of a script would be the
consumer is shopping for a dishwasher and the sales associate will constantly
persuade the consumer to purchase the latest, most expensive model along with
the extended warranty.

Short-term memory and long-term memory do not operate independently
but simultaneously (Bettman 1979). Information stored in long-term memory must
be retrieved and used to interpret active information in short-term memory. For
example a consumer is inside a superstore shopping for a cordless can opener.
The consumer is presented with several cordless can openers and is processing
the information regarding each can opener. After processing the information for
each can opener, the consumer remembers the poor performance and the
difficulty of use a family member experienced with Brand C and decided that

Brand C is not a purchase option. The consumer retrieves information from long-

’ A schemata is a structure developed based on living experiences that organizes incoming
information as it relates to previous experiences (Bettman 1979). A schema is an organized
pattern of expectations about an environment.
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term memory that determined the active information regarding Brand C should
not be processed further.

In addition to the basic structure of memory, there is the consideration of
how consumers use memory. Consumers utilize different strategies for what
information to process and how to process it (Bettman 1979). In other words, the
consumer has to decide what information is worth maintaining and if so, whether
the information is placed in short-term memory or long-term memory. This
process also includes the decision of how to retrieve information from long-term
memory.

Another memory system often used by consumers during the decision-
making process is external memory. External memory refers to information
available to consumers that do not need to be stored in their memory thus
reducing the burden placed on consumers’ memory. Examples of external
memory are shopping lists, coupons clipped by the consumer, in-store
advertisements, and packaging information. It may be easier for the consumer to
process information from packaging when conducting product comparisons than
to try to retrieve and process the same information from internal memory
(Bettman 1979).

Memory Control Processes. Memory control processes are ways
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