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Abstract. Producers, manufacturers and resellers have, for long, recognized the importance of packaging in
protecting their preducts. However, many of them still ignore the promotional role of packaging. This
phenomenon  is clearly seen in the developing world, including Jordan. Therefore, this study aims at
examining the importance that the Jordanian consumer attaches to this essential ingredient of products. Using
guantitative approach, the research reached many conclusions an recommendations which could be of use te
whoever interested in this subject.

1. Introduction

Although packaging has always been emphasized by many as the most important
ingredient of products in terms of protection during storage and transportation, many
still underestimate its role in the promotional image of products [1]. It 1 widely accepted
that the main aim of packaging, during the mass-production age, was to avoid damage
and deterioration of products [2]. This type of protection is still a necessity, however,
packaging should also be emphasized in the promotional mix strategy, as it can have an
appealing campaign theme [3].

The promotional mix strategy comprises many combinations of the five basic
promotional elements, i.e., advertising, personal selling, sales promotion and publicity.
Packaging can help in enhancing the effectiveness of these promotional elements and,
therefore, products must be presented in their best light and protection. In addition,
packaging design should favorably nfluence consumers’ attitudes and perceptions of
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products and, hence, induce sales directly or indirectly [4].

The primary objective of this research is to examine, from consumers’ point of
view, the promotional role of packaging. The empirical work is done in the context of
Jordan, where this type of study was never carried out before. Besides the importance of
quality of their products, Jordanian marketers need to consider the issue of packaging in
their promotional campaigns. This is important if they wish to compete effectively
against imported products.

Jordanian consumers are marked by a great demand for imported products, which
is due to the belief that foreign products are always perceived as far more superior to
locally-made ones. Improving their products’ packaging and emphasizing, in one way or
another, this issue in their promotional strategies may help in enhancing their
competitive sitnation. Jordanian marketers need to understand the importance of this
issue to Jordanian consumers, which emphasizes the significance of this study.

2. The Product

‘The package is the most conspicuous identification that a product can have, and a
major factor in its success. It is an ever changing panorama, with new products,
improved products, and new package designs constantly appearing on the scene [5]. This
is the arena in which consumer products have to fight first, to be selected by the store
buymng committee to get on the shelf, and second, to be plucked off the shelf by the
shopper [6]. Many people are involved in packaging decisions, and the advertising
director is one of them.

The package has an important role to play in the creation of a mental image of the
product in the consumer’s mind. Consumers often judge products by their packages and,
therefore, products and packages are interrelated [7]. The package is the product and the
product is the package and they could not be separated, €.2., Pepsi cola, Nestle, Adidas
and Puma. A large segment of consumers tend to Jjudge a product by its package which
means that good packaging puts the product on the right track for persuading potential
buyers to purchase it [8].

The organic relationship between the overall promotional strategy and the
components of packaging cannot be disputed {9, 10]. Most promotional managers boldly
feature the product in its package and try to position it in consumers’ minds through
emphasizing their packaging. This organic relationship stresses the need for close
coordination between package design and the overall promotional strategy [11].

Taking into account the amount of money spent on packaging, one can conclude
the importance that is attached to this issue [12]. As yet, more money is spent on the
continuous changes in packaging, some of these changes resulted from immense
competition and other changes resulted from environmental concerns such as litter,
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disposal, and deterioration of the atmosphere [13].
Significance of packaging

Packaging involves the development of a container and a graphic design for a
product. A package can be of vital part of a product. Manufacturers have, for long,
realized the function of convenience that packaging can give to consumers. Large
number of firms use packaging in their product differentiation strategy, €.g., family-size
packaging and single-person packaging [14]. Another example of convenience-
packaging is largely seen in the food industry, the use of boil-in-bag rice and the pull-tap
cans are good illustrations on this issue {15]. Packages are also developed to give
consumers a reuse value, such as placing cream cheese in 2 juice glass, and are
sometimes designed as a gift item.

Good visibility of the package is another marketing factor that should be taken into
consideration during the designing stage. A product will not sell easily if its shelf-
visibility is not highly emphasized in the package. If this issue is emphasized, it can
serve as a facilitating factor in resellers’ acceptance of the product and, therefore,
resellers will be more likely inclined to make decisions favorable to the producer or the
manufacturer. Hence, it could be said that the design of the package should fit into
resellers’ environments [16].

The promotional appeal of packaging is of major importance to resellers [17].
They are always interested in high turnover and, hence, good packaging that enhances
the sales volume will be greatly welcome. Wright, Warner, Winter and Zeigher, [183, pp.
96-97] stated the following:

“The addition to brand familiarity and shelf position of the product, the attractiveness of
the package itself may influence purchase in the self-service store. Packages with eye
appeal stand out on the shelf; some consumers will reach out for the product in the
attractive package. Packages must do the work of the fast vanishing salesperson. For this
reason, considerable research and examination go on in the area of package design. Such
dimensions as color, shape, and size of the package are examined for impact on consumers.
The ability of the product to convey status to its possessor may be enhanced by the
package design.”

The important promotional role of packaging in the marketing strategy cannot be
disputed [19]. A unique cap or closure, a better box or wrapper, or a more convenient
container size may give a firm a competitive advantage. Packaging of consumer
products is extremely important at the point of sale. However, it should be mentioned
that the continuous improvement of package designs made it very difficult for a
particular product to dominate as a result of good packaging. This should not undervalue
the importance of packaging, but it emphasizes the need for good coordination of the
product mix and the overall marketing strategy.

Through personal and impersonal means of communication, the package symbols
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can be used, for example, to provide consumers with information on the uses, features,
content and advantages of the product. A firm can create desirable images and
associations by its choice of color, design, shape and texute. Many cosmetic
manufacturers, for example, design their packages to create impressions of richness,
luxury, and exclusiveness [20]. Careful consideration of size, color texture and shape is
necessary in package designing. Therefore, full understanding of the values attached to
these issues in the target market and the likely reaction of consumers to these issues
must be fully addressed.

Labeling is also an important dimension of packaging which, usually boosts the
overall promotional power of packaging. Labeling’s importance to consumers is
aggravated for informational and legal perspectives, however, the cost of the overall
packaging must also be remembered [21]. After all, the cost of packaging affects the
selling price, which could mean a lot when it comes to consumers and competition.

3. Statement of the Study Problem

As mentioned in the introductory section, the main aim of this study is to examine
the promotional role of packaging, from a consumer’s point of view, within the
Jordanian context. In addition to considering the quality of their products, Jordanian
manufacturers and producers should carefully consider the issue of packaging if they
wish to enhance their competitive edge.

4. Study Hypothesis

Based not he literature review, the following hypothesis was developed to be tested
in this study.

“There may be a correlation between good product packaging and consumers’ attraction to a
particular product in Jordan”.

5. Methodological Issues

Two issues (i.e., the sample of the study and data collection) are discussed under
this section.

Sample of the study and data collection

Amman (the capital of Jordan) and the surrounding suburbs were selected to be
the field for this study. This area was selected as it represents the different social,
economic, cultural and political levels of the Jordanian society (heterogeneous).
According to the latest General Population Census in 1994 [22], its area had 271, 604
houscholds (the population of this study). To reduce the sample selection bias and to
create a representative sample of the population of the study, a simple random
procedure was used. A random sample of 1000 households, was selected from the files
of the Water Authority, which contained their names and addresses. Three hundred and
fifty households refused to participate in the study and, therefore, 650 questionnaires
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were hand-delivered to the remaining, households (i.e., 650). An Arabic version of the
guestionnaire was used in collecting the required data and of the 650 delivered
questionnaires, 503 usable questionnaires were returned and, thus, the response rate was
77.4%. Taking into account the financial, time and effort constraints of any research of
this type, it was thought that 503 houscholds would be adequate for the nature and

scope of the study.

The questions included in the questionnaire were, mainly rating scales five-point
likert-type questions ranging from “strongly agree 5” to “strongly disagree 17 for
question number 2, and “to a very large extent 5” to “not at all 1” for question number
1. Rating scales are normally used in the measurement of the behavioral and
psychological issues. To ensure content validity and reliability, these questions were
constructed being guided by tier definitions in the literature.

6. Statistical Analysis

Table 1 reveals respondents’ answers to question No. | which intended to examine
whether good packaging would attract their attention and make them willing to buy a
particular product.

Table 1. Frequencies of respondents’ answers regarding the role of good packaging in attracting
consumers’ attention

Level To a very To alarge Uncertain To some Not at all
large extent extent extent
Statement n Y n Yo n Yo n Yo n %

Good packaging
would attract
your attention
and make you
willing to buy a
particular product 181 36.0 143 284 40 8.0 78 155 ol 12.1

n = number of valid observations. 503 cases included in the sample.

As can be seen from the above table, the majority (1.e., 64.4%) of surveyed
households indicated that good product packaging attracts their attention and enhances
their willingness to buy a particular product. Therefore, not only the quality of the
product is impartant to Jordanian consumers, but the packaging of the product as well.

To ecxamine the role of packaging regarding certain promotional issues,
respondents were asked question No. 2. Table 2 reveals these issues, the mean value for
each issue and the frequencies of respondents’ answers.
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The general picture that anybody can draw from the above table is the strong
indication that packaging has in promoting products in Jordan. To Test the study
hypothesis, Pearson correlation coefficient was used and Table 3 shows the results.

Table 3. The relationship between the role of good packaging in attracting consumers’ attention and the
different promotional issues of packaging

Pearson Level of
Issue n N correlation  significance
coefficient (P values)*

Q2a- Packaging can inform potential buyers of
the product's content, features, . . . etc. 503 503 0.74 0.00

Q2b- Packaging can create desirable images 503 303 0.70 0.00

Q2c- Good packaging performs a promotional
role. 503 503 0.64 0.60

Q2d- A package can have good promotional
value, 503 503 (.58 0.00

(Q2e- Packaging can communicate a particular
message, e.g., high class product. 503 503 0.67 0.00

(Q2f- Packaging can give a firm a competitive
advantage. 503 503 0.68 0.00

(Q2g- Packaging is important at the poini-of-
purchase. 503 503 0.70 0.00

Q2h- Packaging can help in establishing brand
names. 503 503 0.56 0.00

(Q2i- Packaging is important in transporting and

handling the product. 503 503 0.59 0.00
Q2j- Labeling as an important dimension

related packaging, is also important in

achieving the above. 503 503 0.66 0.00

n = number of valid observations; N = number of cases included in the sample;
* = gignificant positive relationship at the 0.01 level.

It is clear from the table that strong positive correlations exist between the different
promotional issues of packaging and the overall rele of packaging in attracting
consumers’ attention to a particular product. Therefore, the study hypothesis which
stated that “there may be a correlation between good product packaging and consumers’
atfraction to a particular product in Jordan,” was accepted at the 0.01 level, and all
correlations were positive.
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To further examine respondents’ opinions regarding the packaging and labeling of
Jordanian products, Question No. 3 was included in the questionnaire. Table 4 reveals
the results of respondents” answers to this question (i.e., Q3).

Table 4. Respondents’ opinions regarding the packaging and labeling of Jordanian products

Classification n Yo
Good 151 300
Average 295 587
Bad 57 11.3
n = number of valid observations; 503 cases included in the sample

As it can be seen from Table 4, Jordanians hold an average (neither good or bad)
image of the packaging and labeling of Jordanian products.

Taking the study findings into consideration, it could be concluded that Jordanian
manufacturers and producers have to develop their packaging to improve consumers’
satisfaction. It was strongly indicated by respondents that packaging has an important
role to play in attracting their attention to a particular product.

7. Conclusions and Recommendations

In spite of all the changes in the packaging business, certain packaging functions
will never change. Protecting products’ contents from damage, spoilage and
deterioration, from the time of production until consumption, is a basic function of
packaging. Packages must also be made to fit the intended shelf, e.g., refrigerator’s
shelves. Moreover, the package should be easy to hold, tight but easy to open, easy to
handle and stock, and has a promotional appeal.

The findings of this study showed, very clearly, that good packaging has an
important promotional role to play in the Jordanian market. The strong positive
correlation between consumers™ attraction to good packaging and the different
promotional issues of packaging, emphasizes the overall promotional role of packaging.

Jordanian producers and manufacturers should carefully consider the issue of
packaging in their products. Packaging design and development should be an integral
part of the overall promotional mix strategy, however, the cost of packaging should also
be taken into consideration. Other considerations like, for example, whether to use single
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packaging or multiple packaging and the type of labeling are also important issues in the
packaging strategy. Labeling as an important part of packaging is normally used to
provide information about the content of the product, its uses, safety issues, and
producer or manufacturer identifications. Therefore, labels provide consumers with the
required information which, in turn, performs the function of promoting the product.

When developing products, Jordanian producers and manufacturers should
consider other product-related issues such as the physical characteristics and the less
tangible supportive services. The product’s physical characteristics that require attention
are the level of quality, product features, textures and colors. Supportive services that
constitute an important part of the product are, for example, warranties, repairs and
replacements, and credit services. Emphasizing the physical characteristics of the
product and the supportive services will enhance the package’s promotional edge in the
Jordanian market.

Jordanian producers and manufacturers can create desirable promotional images
through the use of color, design, shape, and texture. Those producers/manufacturers can
design their packages to create impressions of richness , luxury, and exclusiveness for
high social class consumers in Jordan. Jordanian consumers who belong to this social
class are well-known to prefer products that are perceived as prestigious and, therefore,
packaging could be the trick. For example, cosmetics and bar soap Jordanian
producers/manufacturers could make good use of this recormnmendation.

QUESTIONNAIRE

Q1. To what extent would you say that geod product packaging attracts you attention and enhances
your willingness to buy a particular product?

To a very To a large Uncertain To some Not at all
large extent extent extent

5 4 3 2 1
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Q2. To what extent would you agree or disagree with the following statements?
Statement Strongly Agree Uncertain Quite Strongly
agree disagree disapree
a) Through the symbols of packaging,
potential buyers are informed about
the products content, features, uses,
advantages and hazards. 5 4 3 2 ]
b} A firm can create desirable images
and associations by using certain
colors, designs, shapes and textures
in packages. 5 q 3 2 1
)\ package can perform a
promotional function when it is
designed to be safer or more
cenvenient to use. 5 4 3 2 |
dy A package can have good
promotional value if factors like,
size, shape, texture, color and
graphics are carefully considered. 5 4 3 2 1
¢} Packaging can communicate a
particular message, e.g., high class
product. 5 4 3 2 1
f} Packaging <c¢an give a firm a
competitive advantage.
5 4 3 2 I
g) Packaging of consumer products is
especially important at the point-or-
purchase. 5 4 3 2 1
h) Good  packaging can help in
establishing brand names.
5 4 3 2 1
i) Good packaging is important in
transporting and  handling the
product. 5 4 3 2 1
§) Labeling as an important dimension
related to  packaging, is also
5 4 3 2 1

important in achicving the above.

Q3. How do you classify the packaging and labeling of Jordanian products?

O Good
[ Average
O Bad
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