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Packaging has been described as ‘the silent
salesman’  playing  an important  role i1
conmmumicating with the consumer at the point
of sale. Because of its importance in building
recognition and encouragmg repeal purdhase,
the marketing literature focuses upon packaging
primarily at the pre-consumplion stage. This
article revigws this packaging literature and also
identifies those studies that have researched
packaging pasr—mnsumpliﬂn. The majority of
these articles have focussed upon the problems of
waste  disposal and macre enpironmental
concerns. This paper, However, established the
oceurrence of packaging as litter in a specific
smicro-enviromnient, a city centre. Its interest is
in contributing to a new streant of research
concerned  with post-consumption activily.
Erom this study, the prands most likely to be
found as litter in a number of categories were
identified. The worst offennder wws Walker's
crisps. With 292 packels being found during
352 visits, in other words a visilor o fhis
particular city centre location has likeliiood of
83 per cent of seeing @ Walker's crisp packet -
but is this good or bad for Walker's? This paper
discusses Hhe wider social mpacts of ‘brands as
litter” and identifies some iferesting arcas for
future research.

Keywords: brands, packaging, litter, post consumption

i Correspondence: DF Stuart Roper Manchester Business School, Booth Street East,
Manchester, Eng'l.and.. W15 6PB, Tel: +44 161 306 3475, Fax: +44 161 306 3167, e-mail;

Strart. ruprr@mnﬁrhﬁf:r.r:c.uk

: Ms Cathy Parker, Manchester Metropolitan University Business School, Aytoun
Street, Manchester, M1 aGH, Tel: +H 161 247 6056, Fax; +44 161 247 4690, e-mail:

r.purkﬂ@-mmu.nr.r:k

TGSN1472-1376/ 2006/ 5-6/ 00473 * 14

EWestburn Publishers Ttd.



474 Stuart Roper and Cathy Parker

Introduction

Modern marketing relies heavily on packaging as it helps to sell the product
both to intermediaries within the distribution channel and to the end
consumer. Packaging allows the brand to develop its message to the
consumer and to act as a valuable form of promotion of the brand name and
values. However, whilst the brand owner and intermediaries can control the
context of the brand message and reinforce its positive values pre
consumption {(whilst the product sits on a supermarket shelf, for example)
what of the brand message and values post-consumption? Do the positive
messages of marketing communications through packaging remain as such
or do they become negative messages once the packaging becomes litter on
the streets? This paper considers the improper disposal of branded
packaging by consumers, post-consumption from three perspectives. Firstly,
it examines existing literature on the topic. Secondly, through exploratory
research, it establishes the occurrence of brands as litter and finally, it
discusses the potential impact of brands as litter, from both a marketing and
societal viewpoint.

The Purpose of Packaging

Packaging is a part of the overall product offering. Its importance is such that
it is often called the fifth ‘P of the marketing mix (for example, see Kotler et
al. 1999), having both a physical and psychological function. Packaging
allows the product to be protected and preserved and stored until used;
helps to facilitate use of the product (for example, pump dispenser
toothpaste tubes); helps to inform customers (for example, by hsting the
calorific content of food items); catisfies legal obligations of the manufacturer
(for example, sell by or use by dates) as well as conveying important brand
messages 1o CONsSUMErs (Blyth 2001). As consumer choice has widened,
marketers are increasingly imterested in the latter function and in the case of
fast moving consumer goods (fmcg) the marketing communications aspect of
packaging is now often an important differentiator (Fill 2002).

Kornblau (1961) discusses the move towards self-service by CONSUMETS
and the dramatic impact this has had on packaging. Packaging uses visual
communication to get the attention of the consumer; to act as the “silent
salesman” (p. 296). Low involvement purchases and repeat purchases
require the consumer to build awareness though recognition. The consistent
design, colour scheme, Jettering font, shape and size of packaging will help
to build and nurture the type of recognition in consumers that is vital for
repeat purchase and therefore brand lovalty. Think Coca-Cola with its
recognisable bottle shape, red colour and distinctive font facilitating instant
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brand recognition amongst the masses of carbonated soft drinks available to
the consumer. The analogy of the silent salesman 15 & good one as it conjures
up the many sales tasks that packaging is charged with, from aftracting the
attention of the consumer 1o describing the product through to making the
<ale, Many purchases are unplanned or impulse decisions (as many as 53% of
all purchases according to Kotler et al. 1999) and packaging in such instances
will be key to sales suCcess. Packaging designers talk of the value of “shelf
impact” (Keller 1998). Much advertising now features the product package as
a central theme thus building acceptance and recognition.

Warlop, Ratneshwar and Osselar (2005) discuss the imporiance of
packaging 10 perception of product quality amongst customers. Their
research demonstrates that differentiation in packaging can enhance
memory-based quality judgements and is therefore an important source of
brand equity. Keller (1998) states that one of the strongest associations a
consumer can have with a brand is with its packaging. Packaging is a very
important tool in building and reinforcing valuable brand associalions.

Packaging often helps to reinforce the brand heritage and traditional
values of the brand (Kotler et al. 1999). Orangina, Jack Daniels and Perrier are
examples of brands that have used innovative packaging design to help
differentiate themselves. de Roufflignac (1990) suggested that packaging,
typically represented 10% of the cost of a retail item and that for luxury
goods this could rise to as much as 40% of the cost.

Underwood (1999) states that consumers may engage with the product,
via packaging alone, without actually purchasing it, simply because of the
display of the product in the shops. Awareness of packaging starts very early
with a median age of 24 months for recognition of marketplace objects
(McNeal and Yeh 1993). McNeal and Ji (2003) conducted research whereby
children were asked to draw cereal boxes. They report that 97% of children
spontaneously drew a cereal box with a brand name and other brand related
symbols included.

The packaging may say something to the consumer about the quality of
the product and this can be an aspect of differentiation for a brand over rivals
(Hall 1991). Soputhgate (1994) discusses passive and active packaging,. Passive
packaging relies on a great deal of advertising to create interes whereas
active packaging works more closely with the other areas of the marketing
communications mix and can be seen as an integral part of the overall brand.
Also, in today’s global marketplace the role of packaging becomes ever more
important. The visual clues associated with a product can remain the same
irrespective of language differences when selling the product across different
countries and cultures. An integrated approach to marketing strategy means
that the packaging used must be consistent with the product’s advertising,
pricing and distribution. Packaging design is regularly updated by brands in








































