
Helsinki University 
Faculty of Agriculture and Forestry 
Department of Economics and Management 

 
 
 
 
 
 

Touch and Feel – The Role of Tactile Qualities on Board

Packages

 
 
 
 
 
 
 
 
 
 
 

Consumer Economics 
Master’s Thesis 
Ilkka Saastamoinen 
Helsinki 2012 



HELSINGIN YLIOPISTO  HELSINGFORS UNIVERSITET  UNIVERSITY OF HELSINKI 
 

Tiedekunta/Osasto  Fakultet/Sektion  Faculty 
Faculty of Agricultury and Forestry 

Laitos  Institution  Department 
Department of Economics 
 

Tekijä  Författare  Author 
Ilkka Saastamoinen 
 
Työn nimi  Arbetets titel  Title 
 
Touch and Feel – The Role of Tactile Qualities on Board Packages 
 
Oppiaine Läroämne  Subject 
Consumer Economics 
 
Työn laji  Arbetets art  Level 
M. Sc. thesis 
 

Aika  Datum  Month and year 
September 2012 
 

Sivumäärä  Sidoantal  Number of pages 
72 p. 
 

Tiivistelmä  Referat  Abstract 
 
The aim of this study was to describe how the tactile properties have been taken into consideration in packages 

value chain and which aspects in packaging are important for consumers in the future. Packages were devided 

in study to cheaper everyday bulk products and more expesive luxury products. The scope of this study covers 

the marketing side of board packaging. Theory part discusses how packaging and the design of packages relate 

to product branding. The discussion is based on a few of the main theories and presents the key points of how 

design and shape are important factors in a package’s value chain. 

 

In the empirical part of this study the data were collected by qualitative interviewievs Finnish professionals 

working in different parts of packaging value chain. The professionals represented Brand owners, Advertising 

agencies and Package manufacturers. Altogether 10 qualitative theme interviews were carried out. Idea was to 

find out how decisions concerning the choice of board material are made in the packaging value chain and 

what role does haptical qualities have. Interviewees were asked about the environmental aspects in package 

design. 

 

The term “touch and feel” is used in this study to represent the whole experience when the consumer takes the 

package from the shelf and feels its surface and shape. Package manufacturers have more influence on the 

packaging board selection process than brand owners, while design agencies usually do not even participate in 

material selection. The cost of the package become more important factor in bulk and less expensive products 

than in more expensive products. If a product has a leading position in the market, companies try to reduce 

packaging costs.  

 

Finnish brands have not yet incorporated touch and feel properties into board packages. Design and shape can 

affect to package's desirability in store. Quality of package relates straight to quality of product in consumers 

mind. Haptic properties could increase the perceived quality in products. 

 

Environmental aspects came up as a key trend in package design and manufacture. But at the same time it was 

argued that nobody is going to buy the product just because it has an ecological package. Role of the package 

is to express products qualities and protect it. 

 
 
Avainsanat  Nyckelord  Keywords 
Package, Tactile, Trends, Board packages, Haptic qualities, Touch, Packaging industry 
 
Säilytyspaikka  Förvaringsställe  Where deposited 
University of Helsinki, Department of Economics, Consumer Economics 
 
Muita tietoja  Övriga uppgifter  Further information 
Publication language, English 
 

 



HELSINGIN YLIOPISTO  HELSINGFORS UNIVERSITET  UNIVERSITY OF HELSINKI 
 

Tiedekunta/Osasto  Fakultet/Sektion  Faculty 
Maatalous-metsätieteellinen 

Laitos  Institution  Department 
Taloustieteen laitos 
 

Tekijä  Författare  Author 
Ilkka Saastamoinen 
 
Työn nimi  Arbetets titel  Title 
 
Pinta ja muoto – Pakkauksien tunto-ominaisuudet tuotekehityksen eri vaiheissa 
 
Oppiaine Läroämne  Subject 
Kuluttajaekonomia 
 
Työn laji  Arbetets art  Level 
Maisterin tutkielma 
 

Aika  Datum  Month and year 
Syyskuu 2012 
 

Sivumäärä  Sidoantal  Number of pages 
72 s. 
 

Tiivistelmä  Referat  Abstract 
 
Tutkimuksessa tarkastellaan sitä, miten pakkauksien tunto-ominaisuudet on otettu huomioon koko 

pakkausketjussa ja mitkä näistä ominaisuuksista ovat tärkeitä kuluttajille tulevaisuudessa. Pakkaukset jaettiin 

tutkimuksessa edullisiin jokapäiväisiin bulkkituotteisiin ja kalliimpiin luksustuotteisiin. Tutkimus rajattiin 

kartonkipakkausten markkinoinnillisiin näkökohtiin. Kirjallisuuskatsauksessa tarkastellaan pakkauksia ja 

pakkaussuunnittelua osana tuotteen brändäystä. Teoreettiset lähtökohdat rakentuvat keskusteluihin siitä, miten 

pakkaussuunnitelussa pakkauksen muoto ja suunnittelu ovat tärkeitä tekijöitä pakkauksen arvoketjussa.  

 

Empiirinen osuus tutkimuksesta tehtiin laadullisina teemahaastatteluina suomalaisille ammattilaisille, jotka 

työskentelevät pakkausketjun eri tehtävissä. Haastateltavat edustivat brändin omistajia, mainostoimistoja ja 

pakkauksen valmistajia. Aineisto koostui kymmenestä laadullisesta haastattelusta. Ideana oli tutkia sitä, miten 

päätöksiä materiaalista tehdään pakkausketjun eri vaiheissa ja mikä rooli tunto-ominaisuuksilla on tässä 

valinnassa.  Haastateltavilta kysyttiin myös pakkauksien ympäristövaikituksista. 

 

Termiä “touch and feel” on käytetty tutkimuksessa kuvaamaan pakkauksen pinnan ja muodon vaikutusta 

kuluttajaan,  joka ottaa tuotteen hyllystä. Pakkauksen valmistajilla on enemmän vaikutusta pakkauskartongin 

valintaan kuin brändinomistajilla, kun taas mainostoimistot eivät yleensä ota osaa materiaalin valintaan. 

Pakkauksen kustannukset tulevat tärkemmäksi edullisemmissa bulkkituotteissa kuin kalliimmissa tuotteissa. 

Jos tuotteella on hallitseva markkina-asema yritykset koittavat alentaa pakkauskustannuksia.  

 

Suomalaiset brändit eivät vielä ole sisällyttäneet tunto-ominaisuuksia kartonkipakkauksiinsa. Pakkauksen 

suunnittelulla ja muodolla voidaan myös vaikuttaa pakkauksen haluttavuuteen kaupassa. Pakkauksen laadulla 

vaikutetaan suoraan kuluttajan mielikuvaan tuotteen laadusta. Tunto-ominaisuuksilla voidaan vaikuttaa 

tuotteen koettuun laatuun. Luontoystävälliset ominaisuudet pakkauksissa ovat trendinä pakkausten 

suunnittelussa ja valmistuksessa. Kuitenkin samaan aikaan väitetään, että kukaan ei osta tuotetta vain koska 

sen pakkaus on ekologinen.  Pakkauksen tarkoitus on ilmentää tuotteen ominaisuuksia ja suojata sitä. 

 

 

 
 
Avainsanat  Nyckelord  Keywords 
Pakkaus, kartonki , tunto-ominaisuudet, pakkausteollisuus,  
 
Säilytyspaikka  Förvaringsställe  Where deposited 
Helsingin yliopisto, Taloustieteen laitos, Kuluttajaekonomia 
 
Muita tietoja  Övriga uppgifter  Further information 
Julkaisukieli englanti 
 

 



 

 
 

2

Contents

 

1. Introduction ....................................................................................................................3
1.1 Structure of the study.........................................................................................................4
1.2 Focus and aim........................................................................................................................5

2. Packages ...........................................................................................................................7
2.1 Functions of packages ........................................................................................................7
2.2 Packaging material markets ..........................................................................................10
2.3 European consumer trends influencing packaging...............................................13

3 Packages and branding ............................................................................................. 17
3.1 Buying behavior .................................................................................................................17
3.2 Brand equity and packaging ..........................................................................................21
3.3 Emotional branding ..........................................................................................................22
3.4 Design as part of branding..............................................................................................23
3.5 Touch and feel properties of packages ......................................................................27

4. Empirical study ........................................................................................................... 31
4.1 Choice of research method .............................................................................................31
4.2 Data collection ....................................................................................................................35
4.3 Data analysis........................................................................................................................37
4.4 Validity of the study ..........................................................................................................38

5. Who decides what board will be used in consumer packages? ................. 39
5.1 Brand owner’s point of view..........................................................................................40
5.2 Advertising/Design agency’s point of view ..............................................................43
5.3 Package manufacturer’s point of view.......................................................................45

6. Professionals’ views about the important properties of consumer
packages............................................................................................................................. 48
6.1 Design.....................................................................................................................................48
6.2 Touch and feel properties...............................................................................................49
6.3 Environmental and ecological views ..........................................................................52
6.4 Summary ...............................................................................................................................55

7. Discussion ..................................................................................................................... 56
Conclusions .................................................................................................................................64

References......................................................................................................................... 66

Appendix............................................................................................................................ 70
 



 

 
 

3

1. Introduction

 

Almost every product on the shelves of stores today is wrapped in some kind of 

packaging. At grocery stores, even vegetables and fruit are displayed in cardboard or 

wooden boxes, and items chosen are usually put into plastic or paper bags. 

 

Nowadays manufacturers can influence the perception delivered by the package, i.e. 

the package experience. For example, they can spray the package with the scent of 

roses if this benefits the brand and product value. 

  

In the past few years there has been some discussion about the touch and feel 

properties of products and the effect of these properties on branding and consumer 

behavior. Studies have largely concentrated on the product itself rather than on the 

package. This is quite surprising as the package is the first thing the consumer notices 

in the store. 

 

Depending on the product and its use, the consumer usually makes the final buying 

decision based on the package. For example, Southgate (1994) argues that people use 

about 3 seconds per product in the grocery store. And as every year about 80,000 new 

products arrive on the market, differentiation is essential if a product is to succeed 

(Lindstrom 2005).   

 

Several studies have been made of food packaging from the technology point of view. 

These have focused on shelf-life and other safety properties of packages (Isokangas 

2006; Rautanen 2002). In a study by Rusko (2006), value-added packages were 

examined together with ways of generating added value by means of the packaging. 

Kauppinen (2004), on the other hand, explored colors and their role in packages but 

did not include touch and feel properties, in her doctoral thesis, Colors as non-verbal 

signs on packages. Olsmats (2002) researched the business mission and development 
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of the whole packaging chain. This was more a strategic rather than a consumer-

based view of packaging. 

 

The background for the present study came from Oy Keskuslaboratorio Ab (KCL). A 

method for evaluating tactile paper properties has been developed at KCL (Aikala, 

Nieminen, Poropudas & Seisto 2003). A trained testing panel evaluates the different 

tactile characteristics of paper and, based on these, arranges the papers in a certain 

order (Forsell, Aikala, Seisto & Nieminen 2004). The method has mainly been used 

for studying paper grades used for magazines, but some experience with other types 

of paper has also been obtained. However, the method has not yet been utilized for 

studying the touch and feel properties of packages. 

 

The focus of this thesis is on the touch and feel properties of board packages 

throughout the entire packaging value chain. All transportation packages and board 

sales displays have been left out, and the focus is merely on the consumer packages 

that can be found in ordinary stores. Hence, consumer choice and the role of the 

consumer are of particular significance here. 

 

1.1 Structure of the study
 

The first chapter describes the basics of packaging and general trends in the 

packaging business. Some statistics and the structure of the Finnish packaging 

industry are also presented. This provides a “warm up” to the subject by presenting 

the basics of packaging needs. 

 

The second chapter discusses how packaging and the design of packages relate to 

branding. The discussion is based on a few of the main theories and presents the key 

points of how design and emotions are important factors in a package’s value chain. 

 

The third chapter concludes the theory part of this study. It presents recent studies in 

sensory branding and looks at the future use of tactile properties in consumer 
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packages. Not many studies have been published in this particular field, and the 

chapter is based on those scientific articles that were found. 

 

The empirical study follows the theoretical part. Ten professionals in the board 

packaging value chain were interviewed during the period 20.12.2007–7.3.2008. The 

empirical study is divided into two parts. The first part discusses the value chain of 

board packaging. It explains who in the board packaging business makes the final 

decisions concerning the choice of material. In the second part three important issues 

are investigated. These are divided into three paragraphs: 

 

1. Design 

2. Touch and feel properties 

3. Environmental issues and ecological views  

 

The interviewees were asked to describe what they considered to be the important 

properties of board packaging. These three topics merge from interviews and new 

studies in package field. The topics are related to the theory and compared with it. 

 

1.2 Focus and aim
 

The aim of the empirical part of this study was to find out how decisions concerning 

the choice of board material are made in the packaging value chain. By interviewing 

professionals working in different parts of the package’s value chain, answers to the 

following questions were sought: 

 

- How are the touch and feel properties of the board used in packages taken 

into consideration? 

- Who decides about the board used in packages? 

- What will be the future trends in board packages? 
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This study focuses on consumer packaging, in particular on the non-rational way in 

which decisions are made. The psychological side of the consumer’s decision-making 

process is not included. The scope of this study covers the marketing side of board 

packaging. It has often been said that the package is the most important medium for 

the product (Meyers & Lubliner 1998, 37). In the store, the choices made by 

consumers are not based purely on rational thinking. 

 

In this study, touch and feel are defined as those properties that stimulate senses such 

as touch and sound. Although there is scope for using smell and sound to distinguish 

one product from another, this thesis focuses on touch and how it is used in the 

packaging industry. 

 

The term “touch and feel” is used in this study to represent the whole experience 

when the consumer takes the package from the shelf and feels its surface and shape. 

The functionality of the package is not included in touch and feel properties, although 

it came up in the interviews. 

 

The materials normally used in consumer packages are glass, metal, plastics and 

paper-based products. This study is concerned with paperboard packaging and 

compares bulk packagings and luxury product packagings from the viewpoint of 

touch and feel properties. The primary aim is to determine the important factors in 

board package manufacture, design and materials. 
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2. Packages

 

Packaging can be divided into three different forms according to Järvi-Kääriäinen et 

al. (2000, 10): 

 

- Primary packaging, or consumer packaging, which is the final package to the 

consumer. 

- Secondary packaging, or retail packaging, which is meant to hold consumer 

packages together and display a group of consumer packages at different 

stages of distribution. 

- Tertiary packaging, which means transport packaging and contains groups of 

secondary packaging. 

 

 

2.1 Functions of packages

 

A package consists of a physical container, a label and inserts. The label gives the 

product’s brand name, company logo, ingredients, promotional messages, inventory 

control codes, and instructions for use (Evans & Berman 1992, 318) 

 

A well designed package protects the product from physical, chemical, and biological 

impacts. The package should cope with mechanical stress during transportation and 

handling. Other physical stresses are dust and moisture. Protection also includes 

product safety. The package should “tell” if it has been opened or handled in such a 

way that the product might be harmed (Järvi-Kääriäinen et al. 2007, 11-12). 

 

Dudley (1989) took a more market-driven view of the whole meaning of consumer 

packaging. He says that unattractive packaging will affect product sales. He argues 

that consumers have been taught to expect attractive packaging through advertising. 
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This is also true in less developed countries because of the high-quality products 

imported from advanced Western countries. It has been a while since Dudley wrote 

his book, but today new high-quality products spread around the world even faster 

than in the early 90s (Dudley 1989, 230-235). 

 

Dudley (1989) sets out six key tasks for packaging: 

 

- Protecting the product (Protection features) 

- Attracting new consumers at the point of sale 

- Carrying the sales information to the point of sale 

- Projecting the product image 

- Providing usage and function information 

- Providing relevant information required by law (Legal features) 

 

He points out that the relationships between the different functions of a package often 

lead to a need to modify the package, since the consumer, laws and distribution vary 

across different markets. In Figure 1 these functions have been divided into four 

categories (Dudley 1989, 230-235). 
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Figure 1. Six key functions of a package. Source: Dudley 1989, 235. 

 

 

This thesis focuses on what is called “display features” in Figure 1 and their effect on 

the consumer’s purchasing decision. Technical aspects and durability, i.e. a package’s 

ability to run smoothly in packaging machines, have been left out, although in the 

interviews these aspects appear with almost every interviewee, which shows that they 

cannot be ignored in package design. 

 

Protection Features
- Keeps product in good condition  

(climate, shelf life, etc.) 
- Prevents leakage/contamination 

- Robust enough for distribution channels 

- Mitigates end user damage 

Legal Features 
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notices/ Expiry date 
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-Warranty details 
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- Stand-out features – Brand name 

- Stacks well in retail outlets 
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- Reflects desired product image 

Information
Features 
Sales 
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usages 
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unsuitable 

applications 

Company 
- Name and 

address of 

company 

- Batch code 

- Model/formula 

number 

 

Product 
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2.2 Packaging material markets

 

Discussions about the future of the forest cluster often mention the packaging 

industry as the savior of the forest industry (Seppälä 2000, 50-52). The packaging 

industry requires skills from the arts, science and technology, and can thus be 

regarded as a truly multidisciplinary field. Packaging starts from the packaging 

material manufacturer’s raw material suppliers, including the producers of chemical 

pulp, metals, minerals and chemicals. The packaging material manufacturers, in turn, 

produce the material for the package manufacturers. The package then goes to the 

actual brand owner, who packs the product into the package. At this point, but usually 

earlier, the process is influenced by the packaging machinery manufacturers, the 

package developers, the package designers, and the printing industry. The final 

product reaches the consumer either from a store or direct from the manufacturer. 

However, the package’s life does not end at the consumer. After use the package will 

be reused, recycled, burned for energy, or else end up in landfills (Järvi-Kääriäinen & 

Ollila 2007, 14-15). 

 

Today the use of board in packages worldwide is lower than that of plastics (Figure 

2), but packaging board consumption is rising. The main reasons are sustainability 

and the fact that the materials come from nature. This will highlight the ecological 

aspect in purchasing decisions (Järvi-Kääriäinen, Leppänen-Turkula & Meristö 

2000). In Finland board and paper are the most widely used materials in consumer 

packages (Järvi-Kääriäinen & Ollila 2007, 14).  
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Figure 2. The global consumer packaging market by material in 2005 (Pira / Rexam 

2005). 

 

 
Figure 3. Global growth in consumption of packaging materials in 2005 (Pira / 

Rexam 2005). 
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Although global growth in the consumption of packaging materials is biased towards 

plastics, growth in paper and board materials is above average (Figure 3). Pira has 

estimated that future growth will be fast, especially in Asia, South America, the 

Middle East and Eastern Europe (Järvi-Kääriäinen & Ollila 2007, 14). 

 

In Finland over 2 million tonnes of packages of various kinds are used annually. The 

figure for 2004 was 2,252,600 tonnes, of which 1,600,000 tonnes was refillable or 

reusable packaging. There are unique reuse systems for packaging in Finland. 

Packaging consumption is 250 kg/capita but packaging waste is only 83 kg/capita, 

whereas the European average is 160 kg/capita (Järvi-Kääriäinen & Ollila 2007, 14). 

 

The European packaging industry uses large quantities of fiber-based materials. The 

fibers in these wood-based and non-wood-based packages are renewable, recyclable 

and compostable. Other useful properties from the industry’s point of view are the 

ability of fiber-based materials to retain moisture content and absorb moisture. This is 

useful for products such as sea salt, which has a 50% moisture content when it is 

packaged (Järvi-Kääriäinen & Ollila 2007, 129-137). 

 

Plastics and flexibles are relatively young packaging materials compared to paper and 

board, and require low capital investment for start-up of manufacture. The result is a 

fragmented and dynamic sector that is achieving above average growth. In contrast, 

the glass and metals sectors are mature, consolidated and capital intensive, resulting 

in below average growth. In the Sustainpack (2006) report, paper and board falls 

between these two extremes, and is growing at slightly below the average rate. This is 

in conflict with the Pira study found from the Rexam (2005) consumer packaging 

report. The difference in growth figures can be explained by the different years in 

which the studies were conducted. Rexam (2005) uses figures from 2005 and 

Sustainpack (2006) from 2001. Both have the same research company, Pira. It seems 

that the growth figures have increased for paper and board. The Sustainpack (2006) 

report claims that, overall, paper and board is losing market share to rigid and flexible 
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packaging formats, but paper and board is closing the gap. In other words plastics and 

flexibles are growing faster than paper and board (Sustainpack 2006). 

 

Materials can conjure up different images in the consumer’s mind, depending on the 

market and on cultural differences. For example, in northern Europe board packages 

are very common everyday packages, but in Italy board enjoys a high status as 

material for packaging products that are more exclusive in consumers’ minds. Plastic 

packages, on the other hand, are ecologically rather suspect in northern Europe 

(Korhonen & Järvi-Kääriäinen 2000, 15). 

 

Järvelä (2004) studied consumers’ views on consumer packagings and found that, in 

terms of the future, usability and environmental aspects are regarded as the most 

important. Consumers usually compare plastics and board during the buying decision 

in terms of their environmental impacts. Consumers regard board packages as more 

environmentally friendly than plastic ones.  

 

2.3 European consumer trends influencing packaging

 

But what are the consumer drivers behind the choice of packaging? The Sustainpack 

(2006) research program, funded by the European Union, revealed 13 different 

consumer trends and drivers that will influence consumer behavior in the future 

(Figure 4). 
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Figure 4. Consumer trends and drivers affecting packaging (Sustainpack 2006). 

 

Economic Prosperity means that when GDP rises, purchasing power also rises and at 

the same time packaging consumption increases. So countries with higher GDP will 

have higher consumption of premium products and thus a greater need for packages. 

On the other hand, in many European countries polarization of wealth is a real issue. 

This could mean that the opportunity to buy and use premium products dries up for a 

minority of the population (Sustainpack 2006). 

 

Population dynamics in Europe are changing. Families have fewer children than 

before, while average life expectancy has risen. These trends are expected to 

continue, and the whole packaging industry should therefore consider them. The 

problems facing the elderly will fall into two segments: ergonomic and visual 

(Meyers & Gerstman 2005, 55-57). The size of households is shrinking in Europe 

Consumers
More working
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(Sustainpack 2006). Smaller household size means smaller families and greater 

demand for smaller packages. People are living longer and choosing to get married 

later in life. This is producing more and more 1-2 person households, which have 

special needs. In addition, more and more families are choosing to have only one 

child rather than several. This child will receive a lot of attention from the parents and 

grandparents and will therefore have more influence on the family’s decisions and 

habits than ever before. In this way, special groups will become large enough to 

affect the market and large enough to be taken into account in the packaging business. 

More package sizes will be needed (Leppänen-Turkula & Pikkarainen 2002). These 

special groups of people have led to an increase in both opportunities and 

expectations (Gobe 2001, 23). 

 

Technological advances are making people’s lives easier and information technology 

is spreading everywhere. The result is faster, smaller and cheaper computers, and the 

new generation who have grown up with the technology will require it everywhere 

they go. Home appliances such as microwaves and freezers have become much more 

common. This has increased demand for chilled and frozen foods throughout Europe. 

New ways of ordering groceries for home delivery could reduce the importance of the 

package in shopping, but increase the importance of brand and package design. When 

groceries are chosen from an e-store for home delivery, the consumer has to rely on 

information from the store. This could add value to the brand in buying decisions 

(Sustainpack 2006). 

 

Time pressure is increasing in our society. Today’s European has less free time and 

less time to do more work. The demand for greater productivity is forcing people to 

work during weekends as well. The diet required by today’s fast lifestyle is very 

different from that of a generation ago. People’s eating habits are changing and this 

will be a great challenge for the food and packaging industries. Advances in food and 

packaging technology, logistics and supply chain management as well as kitchen 

appliances combined with time pressure and changing tastes have influenced eating 

habits. The increasing demand for transparent packaging, which allows consumers to 
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see the product inside the package, is regarded as having forced a large number of 

packers and fillers to switch from fiber-based materials to plastics or combined 

plastic and fiber-based packages (Sustainpack 2006). 

 

 

Globalization has affected all of us in some way or other. It is now easier to travel to 

other countries, to absorb influences and experience exotic tastes. When consumers 

return home, they want to experience the same exotic taste as abroad. Again this leads 

to an increase in the variety of packages and products. Individualism in food and 

other consumer choices is increasing. The anti-globalization movement, which seeks 

to stop this free movement of goods and labor across the world, although not yet as 

well organized, is nevertheless gathering momentum. As the number of products 

increases and new products become available in local stores, the shape and form of 

packaging is becoming more important. Exotic products demand more of the 

packages because the products are transported from far-away countries (Sustainpack 

2006). 
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3 Packages and branding

 

The American Marketing Association defines a brand as follows: “A brand is a name, 

term, sign, symbol, or design or combination of them, intended to identify the goods 

or services of one seller or group of sellers and to differentiate them from those of 

competitors” (Kotler 1999, 404). This chapter is about combining the package with 

the brand and how the consumer should be considered in this decision-making 

process. 

 

The package has become a more important marketing tool since the arrival of self-

service shops and stores in the 1950s. There was no longer a salesperson helping the 

customer to make a purchasing decision, which is why the package has been often 

called the silent salesman (Meyers & Gerstman 2005, 68-70). The packaging 

communicates brand personality via multiple structural and visual elements. The 

combination of brand logo, design or shape, colors, fonts, pictures and surface feel 

creates strong brand associations. 

 

The package is an effective way to segment a product. The consumer can assess the 

quality and price of a product based on the package. The product’s image comes with 

the package, especially when the package does not show the actual product 

(Wackerman 1981, 238-242). 

 

 

3.1 Buying behavior

 

Buying decisions vary greatly depending on the type of product (Figure 5). Complex 

and expensive products like computers and cars are likely to need more consideration 

and participation than everyday products such as bread and milk. In the former case 

the consumer is assumed to be more involved in the purchase. Assael (1981, 74-93) 
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argues that the traditional belief/evaluation/behavior model does not work in 

describing low-involvement buying decisions. A low-involvement purchase is one 

where the consumer does not consider the product important to him or her (Figure 5). 

Neither does the consumer strongly identify with the product. Thus the main 

difference in the thinking hierarchy is that in high-involvement cases a brand 

evaluation is made before the purchase, while in low-involvement cases the 

evaluation is made either after the purchase or not at all. The information from 

products is received passively. Multinational soft drink companies such as Coca-Cola 

have paid considerable attention to this in their advertising campaigns. Usually the 

only thing they want the consumer to see is the brand logo and bottle shape. The 

consumer buys the brand because of familiarity. Repetitive advertising creates this 

familiarity. Kotler (1999, 176-178) has modified Assael’s (1981) figure slightly and 

has distinguished the same four different types of consumer buying behavior among 

different brands or products (see Figure 5). 

 

 

 
Figure 5. Four types of buying behavior (Kotler 1999, 177) 
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Complex buying behavior 

 

According to this model (Figure 5), complex buying behavior is the most time-

consuming way to make decisions. It has three stages. First the consumer develops 

beliefs about the product. Second the consumer develops attitudes about the product. 

In the third phase he or she makes a considered choice. Consumers initiate this 

buying behavior when they are highly involved in the purchase and know the 

differences between brands. According to Kotler (1999) these are more expensive 

products that are bought seldom, are risky and highly self-expressive; for some 

people this could be a television or a car. The products in this category have more 

differences between brands than other categories. 

 

Dissonance-reducing buyer behavior 

 

In this category the consumer is highly involved in the purchase, but does not see 

much difference between brands. The purchase is expensive, risky and infrequent 

from the customer’s point of view. In this case the customer does not feel the need to 

find out so much about the product, and consumes less time in the buying process 

than in the case of complex buying behavior. One example of this type of product 

might be a DVD movie. The consumer is highly involved in the buying or renting 

situation but is just seeking entertainment on a Friday evening. 

 

Variety-seeking buying behavior 

 

This behavior is categorized by low involvement, but significant brand differences. In 

this category consumers tend to switch easily between brands and products. They 

choose between different brands for the sake of variety rather than because of 

dissatisfaction. One example of this type of decision-making could be choosing beer 

from the grocery store. All lagers are the same, but sometimes the consumer seeks 
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variety and chooses a dark Czech beer or a mellow Mexican beer. Of course some 

consumers are very particular about the beer they choose. 

 

 

Habitual buying behavior 

 

Many grocery store products usually fall into this category. Such products have low 

involvement and brand differences are missing. Other product characteristics are 

usually more important in this category and consumers purchase these products 

frequently. If the consumer chooses the same brand over and over again, it may be 

more out of habit than for strong brand loyalty. Kotler (1999,177-178) argues that in 

this category consumers are not seeking information, assessing properties or making 

decisions which brand to buy. Instead they receive passive information from 

television or print ads. The buying process for low-involvement products begins with 

brand beliefs formed by passive learning and is followed by purchasing behavior 

(Assael 1981, 86-91). 

 

It is possible to move from one category to another, and the packaging can act as a 

tool that distinguishes the product from competing products or helps it stay in the 

game. Assael (1981) claims that although impulse buying behavior can affect this 

buying behavior model, the consumer exercises two ways to choose in this case. He 

or she will either choose the product randomly or try to experiment and buy 

something new. 

 

The products that come into this category vary from one person to another, even in 

the same market. All lifestyle and valuation choices contribute to the consumer’s 

evaluation. 
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3.2 Brand equity and packaging

 

Brand equity refers to a brand’s financial value and the consumer’s knowledge about 

a brand. Aaker has defined the term as “a set of brand assets and liabilities linked to a 

brand, its name and symbol, that add or subtract from the value provided by a product 

or service to a firm and/or to that firm’s customers” (Aaker 1996). He has divided 

brand equity into five categories: brand loyalty, name awareness, perceived quality, 

brand associations, and other proprietary brand assets.  

 

Brand name awareness refers to the brand’s presence in the consumer’s mind. The 

level of brand awareness can be put into three categories: brand recognition, brand 

recall, and the “top of mind” brand. For the package, this is included in visual design 

(Aaker 1996, 10-11). 

 

Brand loyalty is a key consideration when placing value on a brand. A loyal customer 

base generates a very predictable sales and profit stream. It is much less costly to 

retain old customers than to attract new ones. Finally, loyal customers represent an 

entry barrier to competitors (Aaker 1996, 21-25). 

 

Perceived quality is usually the core of what customers are buying: it defines the 

“brand goodness” for the consumer. Perceived quality may differ from actual quality, 

which reflects how consumers see the brand (Aaker 1996, 17-20). 

 

Brand identity will become increasingly important in global markets as the number of 

products increases. This has particular significance in the food sector, because brand 

owners want customers to buy the same products again and again. Thus the products 

have to be remembered. The idea in brand identity is for the product to be 

distinguished from other products. Launching a new product with a different brand is 

quite expensive. It is less expensive and more memorable to advertise all products 

under the same brand (Meyers, Gerstman 2005, 158-160). 
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3.3 Emotional branding

 

As mentioned earlier, we tend to divide the products we purchase into different levels 

of involvement. At the subconscious level it is the package and brand influence what 

we buy, even though we do not necessarily believe it will (Meyers & Gerstman 2005, 

41-42). 

 

According to Gobe (2001) no business today can afford to neglect the five senses. He 

argues that the new way of thinking is consumer-based rather than factory-based or 

manufacturer-based. The main point here is that emotional branding can provide a 

means and methodology for connecting the products to the consumer better than in 

the old production-focused way of thinking. Meyers & Gerstman agree that the truly 

sensory experience with an emotional element will provide great opportunities in the 

future and that it is the true point of difference (Meyers & Gerstman 2005, 127-128). 

 

Gobe (2001, 68-70) says that carefully crafted sensory properties can create consumer 

preferences that distinguish the brand from competing products. He argues that most 

consumers are not even conscious of the effects that multisensory stimuli have on 

them. Consumers are more likely to claim independent reasons for their choices. But 

not all sensory items are uplifting products that appeal in the stores. It has to be 

executed through an intelligent strategy. Gobe (2001, 68-70) argues that there is a 

limit beyond which consumers are overstimulated. 

 

According to Lindstrom (2005, 69) there are major conflicts between our senses and 

today’s communication (Figure 6).  
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Figure 6. Importance of senses in branding (Lindstrom 2005, 69) 

 

In his brand sense study, which involved interviewing consumers from thirteen 

countries, Lindstrom found that after sight, smell is the most important of the five 

senses as far as brand loyalty is concerned. Touch was ranked lowest on the scale. In 

general, however, the statistics show that all five senses are important and should not 

be underestimated (Lindstrom 2005, 68-70). This is the same kind of idea which, 

according to the interviews, can leave touch unnoticed and just focus on a package’s 

looks. 

 

3.4 Design as part of branding

 

The product is one of four classic P’s in the marketing mix, and, as Bloch (1995) 

argues, the most fundamental characteristic of the product is its exterior form or 

design. The other three P’s are place, promotion and price. The package’s form or 

design is part of the actual product and the first thing people see in the store. If the 
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product itself is not appealing, the package has to be. The physical form of a package 

is an essential part of the product’s image. It includes what the product looks like and 

how it works in use (Meyers & Lubliner 1998, 38-39). For example, if we look at a 

cereal box or a soda bottle, the shape and functionality are included in those forms. 

By being informative, provocative and seductive, the package design can produce the 

product personalities that communicate product properties in ways that influence 

consumers to buy that particular product instead of a competing product. Meyers and 

Gerstman compare the package’s role to that of a skilled salesperson, who explains 

the advantages of the product over another and will persuade the consumer to select 

that particular brand (Meyers & Gerstman 2005, 41). 

 

Meyers and Lubliner have defined the design process in terms of a five-step design 

development program (Figure 7). 

 

 

 
Figure 7. Step-by-step procedure in design development (Meyers & Lubliner 1998, 

89) 

 

In the first stage of design development, companies should carry out market and 

category analyses to create a strategy for the package design and a framework for 

development. In the next stage, several brand identity and package design 

explorations are made and some of them continued to gain consumer feedback. To 

this end, the packages are tested in focus groups or in one-on-one interviews with 

consumers. Three-dimensional models are then constructed according to consumers’ 

feedback on ideas. This stage is called modifications and refinements. In the last 

stage, finalization and implementation, final working models of the new structures are 
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produced and adaptations to the different package sizes and variations in form are 

made (Meyers & Lubliner 1998, 88-89). 

 

Bloch (1995) has studied the ideal form for a product. Achieving the ideal form is an 

important goal for all designers in the packaging industry as well as marketing 

management. The ideal form is a theoretical concept and it is unlikely that any 

designer would produce the ideal form for a given package. Based on Bloch’s study, 

ideal form is superior to its alternatives in its ability to evoke positive beliefs, positive 

emotions, and approach responses among those in the target market. Consumers will 

see form as sympathetic in their esthetic tastes and it will complement their existing 

range of goods. The ideal form must simultaneously satisfy many design constraints 

as well (Bloch 1995). 

 

According to Meyers & Gerstman (2005, 51-52) the entire design and manufacture of 

the package can be rationalized, but the 21st century does not have patience for 

rationalization. If everything looks the same, anybody with a different approach to 

package design will conquer the market. 

 

Some packages have been going backwards in terms of branding. Over the years 

Coca-Cola, for instance, have downgraded the tactile properties of their soft drink 

packages. According to Lindstrom (2005, 89-91) tactile bonding was highest with the 

glass bottle because of its shape. When Coca-Cola started to produce drinks in plastic 

bottles the sensory sensation was not as good because the shape was similar to that of 

the competitors. The can and cup are the worst cases, because all the competitors 

have the same shape and feel. Lindstrom argues that this is why Coca-Cola have been 

losing market shares to Pepsi. 

 

Löfgren & Witell (2005) studied packaging quality attributes based on Kano’s theory 

of attractive quality. To investigate the 24 quality attributes included in Kano’s theory 

they sent a questionnaire to 1500 residents in Sweden. They found that if the 
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ergonomic entity, that is the package, is not easy to use, i.e. functional, or does not 

meet consumers’ demands, customers will consider some other brand next time. 
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3.5 Touch and feel properties of packages
 

We want to feel and touch the product we are buying. Underhill (1999) states that 

almost all unplanned shopping is a result of touching, hearing, smelling or tasting 

something in the store, something that shoppers love to do. Gobe (2001) also claims 

that consumers want to “fall in love” with products through a sensory experience. 

 

Information is processed by people when stimuli are received and stored, just as in 

the case of computers. Unlike machines, however, we do not passively process all the 

information we receive or that surrounds us. Only a very small number of the stimuli 

from our environment are even noticed. Even smaller amounts of the information that 

does enter our consciousness are altered by our own individual unique needs, biases 

and experiences. These stages of involvement are illustrated in Figure 8 (Solomon 

1995). 

 

 

 

 

Figure 8. An overview of the Perceptual process (Solomon 1995, 56) 
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Sensation is the immediate response of all the receptors we have connecting our brain 

to the outside world (Figure 8). The basic stimuli from nose, ears, fingers and mouth 

are smell, sound, touch and taste. Perception is the process whereby these stimuli are 

selected, arranged and interpreted. This process is not entirely conscious: it is also 

habitual and instinctive. What we feel when purchasing a product is essential to the 

perceived overall quality and properties of the product (Solomon 1995, 55-59). 

 

Underhill (1999, 163) says that every product is crying out to be experienced. He 

calls this experience the “rule of the thumb”. It could be the wallet you want to carry 

all day or a hammer you want to feel before buying. The “rule of thumb” depends on 

the product. He concludes that consumers want to spend time investigating and 

considering those products with which they have a high level of involvement, 

meaning the products that offer possibilities and invite comparison. This is the same 

kind of high involvement as described by Assael (1981). 

 

Previous studies of tactile properties  
 

How does touch affect the buying decision? This question has not been widely 

investigated, although a few studies can be found. Southgate (1994) argues in his 

book, “Total Branding by Design” that when consumers in qualitative research 

groups were asked to close their eyes and touch different packaging materials they 

found one material that felt “just right” while others felt wrong (Southgate 1994, 40). 

The context was a particular brand that the consumers were thinking about in 

choosing the packaging material. They were told about a certain brand and then, by 

touching different packaging materials, they had to decide which best described the 

brand. 

 

Krishna (2006) has studied the effect of vision versus touch on consumer judgment. 

She found that experiencing the product needs both visual and haptic input. When 

only haptic input was used the consumer experienced a reversal in preference. The 

result flips when touch as opposed to vision is used for judgment. Krishna studied 
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this phenomenon by blindfolding participants and getting them to touch glasses of 

different sizes and then asking them about the specific dimensions of the glasses. She 

found that vision dominates over touch for volume judgment, but when the stimulus 

is experienced under the influence of talk or other disruptive activity, then reliance on 

haptic input for volume judgment increases (Krishna 2006). 

 

In another study, Peck & Childers (2003) created a need-for-touch (NFT) scale, a 12-

item scale developed to reveal individual differences in preference for haptic 

information. The study divided 135 undergraduate students into two groups – those 

with little need for touch and those with a great need for touch, depending on how 

they reacted to the tactile attributes of products. Individuals with a high NFT are more 

likely to remember the product after they have touched it (Peck & Childers 2003). So 

individuals react differently to haptic information and adapt it to their consumer 

behavior. This raises the question, are some individuals more likely to buy on the 

Internet (low NFT) while others prefer to touch the product or package when they are 

shopping (high NFT)? 

 

The use of tactile branding 
 

Other manufacturing industries have been studying touch and feel properties for some 

time. The textile industry in Japan is one example. The car industry has studied and 

utilized tactile properties inside cars and computer systems, for example by using 

tactile feedback on the car controls. The BMW Idrive system gives tactile feedback 

using a large knob. This system has over 700 functions and allows the driver to find 

functions without taking his eyes off the road (Whitfield 2002). The packaging 

business has introduced textile branding only fairly recently, although Southgate 

mentioned tactile opportunities in his book (Southgate 1994, 40). 

 

Lindstrom (2005) divided companies into three categories depending on their 

adoption of sensory branding. He predicts that over the next decade there will be: 

1. Sensory pioneers 
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2. Sensory adopters 

3. Sensory followers   

 

The sensory pioneers will lead the way in sensory focus and innovation over the next 

decade. According to Lindstrom, car manufacturers and pharmaceutical companies 

will be the first to include sensory properties in their branding. The main driving 

forces will be to trademark all components that build the brand or encourage product 

loyalty. For example many car manufacturers, one being BMW, have their own 

patented scent in new cars. 

 

The sensory adopters are most likely to look at the sensory pioneers – the car industry 

and the entertainment business – for inspiration.  The sensory followers cover a broad 

range of industries. They include the retail sector, which can build branded sensory 

environments for shopping, and food suppliers, who will concentrate on the sound of 

the package and the smell of the product. The fashion industry will create a total 

sensory experience and will closely follow the perfume industry (Lindstrom 2005, 

195-205). 
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4. Empirical study

 

The aim of the empirical part of this study was to find out how decisions about the 

board material used are made in the packaging value chain. By interviewing 

professionals working in different parts of the packaging value chain, answers to the 

following questions were sought: 

- How are the touch and feel properties of the board used in packages taken 

into consideration? 

- Who decides about the board used in packages? 

- What will be the future trends in board packages? 

 

 

4.1 Choice of research method
 

The purpose of this study is to give a qualitative description of decision-making in the 

packaging value chain, to uncover current and future trends, and to establish whether 

touch and feel properties are among these trends. The study can therefore be 

described as explorative. According to the literature, exploratory research is aimed at 

generating insights, ideas and hypotheses rather than at measuring the extent of their 

occurrence or testing them (Kent 1999, 6).  

 

As already stated, touch and feel properties have received very little attention in the 

literature. The research method that would suit this situation best is qualitative, 

because the packages used for different kinds of products are not quantifiable, and the 

purpose of this study is to gain new information about the whole process (Kent 1999, 

87; Aaker et al. 1995, 73). 
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Four different research approaches are described and reasons are given for choosing 

theme interviews as the research method for this study. All these research methods 

could, in fact, be used for the present purpose. 

 

Phenomenography 
 

Phenomenography aims to capture conceptualizations that are faithful to the 

individual’s experience of a selected phenomenon – in this case the specialist’s image 

of the consumer, i.e. package buyer and his/her buying preferences, and how this 

forms in the specialist’s mind. This differentiates phenomenography from research 

that uses the researcher’s preconceptions to understand a suggested topic. 

Phenomenography aims to categorize the conceptions studied, which are seen as a 

function of the person, content and context, and to explore relationships between 

conceptions. Another aim is to study conceptions from the second-order perspective 

so that the research is oriented towards people’s ideas about the world or their 

experience of it, not the world itself, i.e. the first-order perspective (Marton 1981). 

 

The present study seeks to formulate the specialist’s image of the consumer at 

different points in the packaging value chain. This will make it possible to reveal the 

basis for the choice of package. All the opinions and ideas reported are the 

professionals’ own and the conclusions present their way of thinking. This constructs 

their own reality of the packaging business and should be viewed as such. It is not the 

absolute truth about the issues, just their way of constructing a framework on them. 

 

Delphi technique 
 

The delphi technique provides a way to obtain information on the specialist’s point of 

view on a subject about which exact information is hard to acquire. The first step is to 

form a panel of specialists. In the present study the specialists are from different 

fields in the packaging supply chain. In the delphi technique the specialists are 

interviewed separately using open-ended interviews or questionnaires. After the first 

question round with the specialists the topics are translated into clear arguments. The 
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same specialists then consider arguments and reasoning anonymously from the other 

panelists and can change their opinion once or several times. Finally all or most of the 

panelists agree on the results (Metsämuuronen 2003, 241-245). 

 

In this particular case use of the delphi technique could have been misleading because 

the specialists interviewed covered such a wide knowledge base. All the different 

parts of the value chain have different interests in the package and it would be hard to 

decide what touch and feel properties are relevant and who makes decisions about 

them. The silent signals behind decision-making may not be revealed with this 

method and it is therefore not the best choice for this study. 

 

 

Laddering technique 
 

Laddering seeks to take the structured approach to the data-gathering process. It has 

been mainly used in the field of advertising and marketing. The aim is to get from the 

attributes of a product to the underlying personal values thought to influence 

purchasing decisions. Although the term laddering refers to the interview process, the 

technique comes with associated procedures for dealing with the pre- and post-

interview context that might also be considered to belong to the technique as a whole 

(Breakwell 2004). 

 

The laddering technique consists of three parts. In the first part the concrete attributes 

are elicited. The attributes can range from the physical characteristics of products to 

the personality characteristics of people. They are thus lower order characteristics 

associated with higher order cognitive processes like beliefs and attitudes (Breakwell 

2004). 

 

The laddering technique would be hard to use in the present type of study, because it 

would determine the interviewees’ answers too precisely and would not leave space 

for the interviewees to bring up subjects that were not thought of when the interview 



 

 
 

34

questions were formulated. In the present study not all the subjects arising from the 

interviews could be thought of before the interviews were made. For this reason the 

laddering technique was not used when the interview form was made. 

 

Theme interview 
 

This study was conducted with qualitative methods using semi-structured theme 

interviews. Three different types of interview are usually used. The structured 

interview is a survey interview in which the researcher decides the interview 

questions and the order in which they are presented. They are normally multiple 

choice questions. The semi-structured interview or theme interview gives the 

interviewee more freedom. The researcher decides the questions, but the interviewees 

can answer in their own words and even propose their own questions. The order can 

be altered as well (Koskinen et al. 2005, 104-107). This method was chosen because 

the aim was to generate new information about a subject that has not been studied 

much before. 

 

The semi-structured interview should be distinguished from the deep interview, 

which is designed to minimize the researcher’s influence on the interview. The purest 

point in the deep interview is when the researcher has a point of interest which he or 

she wants to talk about with the interviewee. The interviewee answers in his/her own 

words and even formulates the questions in such a way that they reflect his/her 

thoughts. This style of interviewing is rarely used in economics studies (Koskinen et 

al. 2005, 104-107). 

 

This study expects the interviewees to tell the truth about their views on the subject. It 

is their way to see the packaging field and the cause and effect relationships in the 

packaging value chain. 
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4.2 Data collection
 

The data was collected by interviewing Finnish professionals working in the board 

packaging value chain. The professionals belonged to one of three categories: 

package design, package manufacture and brand owner. The companies were selected 

on the basis of large size, important position in the market, and the fact that they 

manufacture, design or use board packages. Half of the interviewees were from the 

Helsinki metropolitan area and the other half from southern parts of Finland. Overall, 

the interviewees displayed a positive attitude towards the study and most of them 

were eager to hear the results. Table 1 presents an overview of the interviewees. 

 

 

Table 1. Professional groups interviewed  

Professional group 
Number of 
interviews 

Brand owners 3 
Advertising agencies 2 
Package manufacturers 4 
Other 1 

Total 10 
 

 

Including the pilot interview, altogether 10 interviews were carried out. The brand 

owners represented the food industry and the cosmetics industry. The persons 

interviewed were in charge of making decisions about packages. The companies in 

this category were chosen because they were large size and exported their products 

abroad. Both advertising agencies were keen on package design and were chosen 

based on references. The package manufacturers were large international companies 

with offices and manufacturing facilities in Finland. The only interviewee in the 

“other” category was a retired board manufacturer employee. This was the pilot 

interview and it confirmed the findings from the other interviews and was therefore 

included in the study. 
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The interviewees were first asked to speak freely about their companies, job and the 

field in which they worked. The questions were then divided into three themes. The 

first theme concerned materials and packages and included questions about the 

materials used, the product image and the surface properties of the board package. 

The second theme concerned decisions regarding materials, and the interviewees 

were asked to describe the decision-making chain relating to board packages and how 

costs affect the decisions made. There was also a question about consumer 

participation in decisions concerning material. The third theme was the future, i.e. 

which properties or functions of the package will be important in the future and 

whether the value chain as a whole will take touch and feel properties into account. 

 

The quotes from the interviews have been marked with Designer, Manufacturer 

(package or board manufacturer) or Brand owner. The number after the letter 

identifies the interviewee in that group responsible for the quote. All the quotes have 

quotation marks and have been separated from the analysis text. All quotes have been 

translated into English and are accompanied by the original Finnish. 
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4.3 Data analysis
 

In the first part of the analysis the interviews are grouped according to profession. 

The focus here is on the different professional groups and on comparing the views 

expressed. The analysis is presented in three sections, one for each interviewee group. 

The purpose of this grouping was to illustrate the differences between the actors in 

the value chain. The issues in this analysis are collected in such a way that all the 

interviewees in each group agree on the results. The goal in this analysis is to 

understand the different views and aims of each group of interviewees. 

 

In the second part of the analysis all interview material was pooled and analyzed 

together. This analysis is divided into three parts according to the important 

properties that came up in the interviews, so that a general view of these properties 

could be formulated. Two of these subjects came from the theme interview questions. 

The obvious one was touch and feel properties and the other was design and its 

influence in the future. The third – ecological and environmental views on package 

design and manufacture – was found in all the interviews. 

 

All the interviews were read several times before analysis. At this point six different 

attributes were identified. These were (i) decisions concerning choice of material, (ii) 

value chain activities, (iii) packaging costs, (iv) surface qualities, (v) touch and feel 

properties, and (vi) design and environmental issues. All the interview transcripts 

were underlined in different colors according to these attributes. The analysis was 

continued by writing down the main issues arising from each attribute. All 

interviewees’ comments were looked at closely so that a unanimous opinion could be 

formed. The findings were used as the basis for the empirical part of this study. 
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4.4 Validity of the study
 

Creswell (1994, 157) argues that there is no consensus concerning traditional topics 

like validity and reliability in qualitative research. Such topics are assessed differently 

in qualitative studies compared with quantitative studies. In a qualitative study, it is 

expected that there are many different realities and that the study will merely produce 

one point of view of the topic, not the objective truth. This is why the normal concept 

of reliability, which is that there is only one truth, does not apply to validating a 

qualitative study (Grönfors 1982, 173-178).  

 

Lincoln and Cuba (1985) divided validity into internal validity, external validity, 

reliability, and objectivity. Internal validity means that the study findings are 

logically related to the conclusions. The credibility criterion involves establishing that 

the results of qualitative research are credible or believable from the perspective of 

the participant in the research. Since from this perspective, the purpose of qualitative 

research is to describe or understand the topics of interest from the participant’s point 

of view, the participants are the only ones who can legitimately judge the credibility 

of the results. 

 

Validity refers to the ability of the scale or method to measure the subject of the 

study. The present study is qualitative, but the data is processed using a positivist 

approach. This study assumes that the interviewees are telling the truth. The fact that 

professionals were interviewed increases the validity, because they know more about 

the whole packaging process than the ordinary consumer. The interviewees were 

allowed to participate anonymously to encourage them to respond to the questions 

without restraint. 
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5. Who decides what board will be used in consumer

packages?

 

This chapter describes the decision-making process in the board packaging value 

chain. During the interviews it was found that this process differs considerably with 

the size of the company. Large companies have their own package design people, but 

smaller ones rely almost entirely on the package manufacturer’s expertise. In the case 

of food products, the packaging manufacturers choose the board for the bigger 

companies or at least suggest suitable options. This means that if the board 

manufacturer does not offer new technologies or materials, the company concerned 

will not know about all the possible options. Companies will seek to influence these 

decisions more in the future, but brand owners have little influence because the 

package manufacturers have a major influence on the decisions. 

 

The board packaging value chain is quite complex. It seems that the design agency 

plays only a minor role in deciding what material is used in board packages. In the 

case of plastic drink bottles, for example, the design agency has more influence on 

shape and texture. Of course the two production processes are quite different: in the 

case of board packages the manufacturing machinery puts limitations on both 

material and shape. 

 

As mentioned earlier, package manufacturers have a big influence on the materials 

and construction of the package. Package manufacturers have their own design 

people. They take the brand owner’s preferences and choose the best available 

material and design for the brand owner’s packaging machines. With some luxury 

products the brand owner can even negotiate direct with the board manufacturer and 

develop a special board material and even negotiate the price of board or carton 

without the package manufacturer’s intervention. However, this is rare and only the 
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largest organizations are able to influence the board manufacturers because of the 

scale of production. 

 

Brand owners do not always develop packaging solutions solely with the packaging 

manufacturers as they usually have to take the retail sector’s demands into account 

too. The retail sector places demands on the shape and dimensions of the package, 

because the packages must fit onto shelves and into displays. The retail sector does 

not seem to have any other requirements for packages, except naturally that the 

package should protect the product. 

 

Consumers obviously have the power to buy or not to buy, but they have had less 

influence on packaging development than on product development. Some package 

tests are conducted together with consumers, the emphasis being on the package’s 

opening properties (Järvelä 2004, 16).  

 

5.1 Brand owner’s point of view
 

 

Large companies that have a wide range of products and that use different materials 

also have numerous suppliers of packages. This means challenges for package design 

and printing unless all suppliers have the same kind of machinery. If they do not, the 

design and colors have to be decided according to the weakest supplier. For example, 

if one of three package suppliers can print in only four colors while the other two can 

print in five, the package has to be designed with only four colors. Usually this 

problem occurs only with really large-scale products – for example when a 

company’s entire product line has to have the same look. 

 

The cost of a package is an important factor. In the case of food products, as soon as a 

product has a position on the market, the company supplying it starts to think about 

reducing costs. One part of this equation is the package. If the product has a strong 

position on the market and other manufacturers do not have similar strong products, 
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the company tries to cut all costs. With more expensive and exclusive products cost is 

an important factor, but it has to be compared with the price image and brand image. 

For example, candy boxes for Christmas have to look more appealing than the normal 

bulk chocolate wrappers.  

 

The thickness of the board used turned out to be an important factor in the interviews. 

Thickness is related to the structure and shape of the package. The package should be 

thick enough to hold the contents together on the store shelf and when the consumer 

picks it up. During transportation, the package should fulfil its protective function, 

but its visual appearance and haptic feel are important factors as well. 

 

The surface of the packaging material has many important qualities. For one thing it 

should be smooth enough to provide a good printing surface. In the case of cheaper 

raw food ingredients such as oat bran, the packaging material need not be of such 

high quality as in the case of, say, a more expensive candy drop box. With more 

exclusive products such as cosmetics, surface gloss is not exactly a more important 

factor than texture. The surface has to be good to print on, but coatings and the way 

the package is constructed can be used to give the package a unique look. In some 

cases, a rougher surface can give the product a more natural look and distinguish it 

from the competition. 

 

“It seems like at some point the carton manufacturers can’t provide new solutions at 

the rate we expect them to be delivered.” Brand owner 3 

 
“Vähän näyttää siltä, että jossain kohtaa niinkun esimerkiksi kotelovalmistajat on esimerkiksi meidän 

suhteen voi ajatella että, sanotaan, että ei ole tarjota uusia ratkaisuja siihen tahtiin kun me jo 

haluttaisi.” Brand owner 3 

 

Brand owners are very keen to look for new materials, but they feel that package 

manufacturers and board providers cannot meet all their needs in terms of board 

material properties, including surface properties. The companies that make luxury 
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packagings would like to know what is available, including new material structures. 

They look for new materials at international packaging trade shows and seminars.  

 

 “Not everybody has yet realized what the board surface is capable of, and that’s 

something that packaging development should bring out.” Brand owner 2 

 
“Kaikki ei ole vielä tosiaan edes tajunnu sitä, että mitä kaikkea voitaisiin tehdä sillä pinnalla, ja se on 

pakkaus kehityksen tehtävä tuoda sitä esiin.” Brand owner 2  

 

As already mentioned, brand owners are very keen to look for new materials, and 

they want to know about the latest innovations and surface treatments. Brand owners 

confirm that the design and shape of the package has become an important factor 

during the last few years and would like to have new ways to design packages.  

 

“How the package is shaped so that it will come off the shelf is a new thing in recent 

years.” Brand owner 3 

 
“Niin että millä tavalla niinkun muotoillaan sitä koteloa niin, että se tulee hyllystä muodon avulla 

esiin, että se on sellainen viime vuosien uus juttu.” Brand owner 3 

 

It seems that companies have been investing more knowledge and effort in packaging 

development than in the previous decade. The variation in package size is going to 

increase. If the right materials or treatments become available, the range of surface 

structures and material combinations will increase. 
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5.2 Advertising/Design agency’s point of view
 

The design agency people interviewed were quite well aware of the restrictions and 

potential relating to package design, even though brand owners and package 

manufacturers argue that advertising agencies do not always design packages suitable 

for production. The general impression given by the advertising agency interviewees 

was that while they have far-reaching ideas and new thinking, the behavior of the 

package in the packaging machine and during transportation was not so well thought 

out in the designs. 

 

According to the design agencies, it is the product that determines the choice of board 

and package design. A thicker board gives the impression of quality and contributes 

to the overall quality of the product. If the brand requires a cheaper image and the 

product is of low quality, the package should not be designed with features such as 

embossing. 

 

Surface treatments and varnishes are important both for the package and for brand 

development. The use of colors and varnishes is strongly linked with cultural 

differences. For example, in Finland really shiny surfaces can sometimes be too much 

for consumers, who might think the package looks too fancy or is even grotesque. 

 

For some products the inner surface of the package is important as well. If, for 

example, the package is for a more expensive appliance it should be sturdy, but too 

rough an inner surface will affect the overall quality of the product. In general, the 

design of a package depends on competition and market share. 

 

“There’s the package manufacturer and in many cases the packaging material 

manufacturer. So it’s too late in many cases to influence what material is used.” 

Designer 1  
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“Sitten on se pakkauksen valmistaja ja sitten on monesti niinkun vielä se pakkauksen paperin 

valmistaja. Et se että monesti on niinkun jo niin myöhästä että ei pystytä enää vaikuttaa sitten niin 

paljon siihen että mikä se materiaali on.” Designer 1 

 

The design and choice of material sometimes depend on the package manufacturing 

technology and machines, particularly if the production run is large. In many cases 

the brand owner has already chosen the package’s structure and size with the package 

manufacturer, and all the advertising agency contributes to this process is the visual 

appearance. Some package manufacturers, of course, may not be able to produce 

four-color pictures on their packages. In such cases the design agency will try to 

persuade the brand owner to change the package manufacturer, but this is not always 

possible. The designers felt that, in most cases, it is the package manufacturer who 

decides what kind of packaging board is used, while brand owners are starting to look 

at other ways to be distinguished in the future. 

 

“It’s quite clear, not even a trend, but a definite direction, that in the next few years 

in all liquid products the struggle for market share will be resolved by the physical 

shape of the container.” Designer 2 

 
“Se on niinku selvä ei edes trendi vaan kehityskaari, että nyt lähivuosina kaikissa nesteissä 

pakkauksen fyysinen muoto tulee ratkaisemaan markkinaosuustaistelut.” Designer 2 

 

The designers feel that structure and shape will be important in the future. They think 

that the whole value chain should work more closely together to produce more 

interesting packages. One interviewee even predicted that design would eventually 

feature in all our everyday and household products and packages. 
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5.3 Package manufacturer’s point of view
 

Package manufacturers must have a full understanding of a product’s properties 

before they can recommend the most suitable packaging material. In the case of food 

products, the material chosen must keep the product in good shape during both 

transportation and storage. These requirements came up in all interviews. 

 

Based on the interviews, there appeared to be two types of package design process, 

one from corporate customers and one that is more driven by package manufacture. It 

seems that the food market is to a large extent driven by costs as far as packages are 

concerned. All special features add cost and corporate customers do not always see 

the benefit of them. The idea is to make the package as good as the brand owner 

expects. 

 

“The shape is quite important, because if, for example, you pull something out of the 

package it’s important that there aren’t any sharp edges inside that could cut your 

hands.” Manufacturer 2 

 
“Muotokieli on aika tärkee sillain, että esimerkiksi jos sä otat sieltä pakkauksen sisältä kiinni niin 

siellä ei ole mitään teräviä reunoja mitkä tekis haavoja sun käsiin.” Manufacturer 2 

 

Branding and bringing different products together as product families has improved 

package quality. This is the result of making the packaging for everything from real 

bulk products to more expensive products look the same. This has led to the use of 

better quality board and also improved print quality. 

 

“Let’s say during the past 7-8 years there have been improvements in package 

surface towards premium quality.” Manufacturer1 

 
“Sanotaan nyt 7-8 vuotta niin kokoajan ollaan menty pakkauksen pinnassa premium suuntaan.” 

Manufacturer1  
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Usability was brought up in the interviews as more important than shape or structure. 

Print quality was another property that package manufacturers felt was important for 

the material. 

 

“Properties which come from the customer companies are usually technological. 

They have bought a packaging machine that uses some type of board better than 

other types of board.” Manufacturer 1 

 
“Ne mitkä tulee asiakasyritykseltä tietysti niin heillä on yleensä pakkaustekniset vaatimukset. Ne on 

ostaneet jonkun pakkauskoneen johon käy jotkut määrätyn tyyppiset kartongit paremmin kuin jotkut 

toiset kartongit.” Manufacturer 1 

 

The package manufacturers felt that brand owners are more concerned with the 

technical aspects of the board selection process, or at least technical aspects are the 

main selling arguments. This is important for the product manufacturer’s packaging 

machinery, although for the consumer it has no added value. 

 

“At the moment branding is raising board quality in less expensive products.” 

Manufacturer 1 

 
“Brändäys tällä hetkellä yhä enemmän halvemmissa tuotteissa nostaa kartonkien laatua.” 

Manufacturer 1 

 

Manufacturers of luxury and special products require more information and have 

selected board for their packages together with board manufacturers. They negotiate 

direct with the raw material suppliers, but then again package manufacturers have 

their own requirements for the material and in this way contribute to the decision-

making process. Package manufacturers play a big role in the board decision, because 

they have expertise in printing. They know the requirements for the material and 

printing machinery better than others in the value chain. 
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The most important properties can be listed from the package manufacturers’ 

interviews. First was protection, which was considered the most important function of 

the package. Second came visual properties, which seem to be more important than 

usability, which came next. Last was touch and feel, i.e. how the package feels when 

picked up. All the packaging manufacturer interviewees mentioned this list in their 

interviews. The list confirms that touch and feel properties are not as important to 

package manufacturers as visual properties. 
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6. Professionals’ views about the important properties

of consumer packages

This chapter discusses the properties that the interviewees considered important in 

consumer board packages. It is divided into three different sections, Design, Touch 

and feel properties, and Environmental and ecological views. These three themes 

came up during the analysis as both current and future trends. Although the questions 

were directed at board packages, it seems that the interviewees answered quite widely 

about packages in general. Hence, the results may be generalized to include other 

types of package as well. 

 

6.1 Design
 

Consumers are looking for more design and different shapes as well as practicality 

from both packages and products. This applies not only to luxury products, but to 

everyday products as well. Designers and brand owners demand new and different 

board materials in order to stay ahead of competitors in the retail field. On the other 

hand, consumers will not pay extra for over-packaging. 

 

Consumers want enjoyment from the packages. When they buy, they want the 

product to feel good and special. The design should be interesting and it should make 

the consumer interested in the product. The idea is to make the buyer pick it up from 

the shelf. For example, some candy boxes come in the shape of a heart, and sales of 

these have surpassed expectations. Consumers feel that the new shape has a special 

meaning and is easy to give as a present. 

 

Another issue is package size. With food packages in particular, brand owners have to 

take into consideration whether the household consists of one or ten members. This 
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also includes functionality. Rice, for example, is sold in the bigger packages and 

consumers want the package to have a measurement strip showing how much to pour 

into the pan. Single-person households, on the other hand, want the smaller bread 

packages, because the bread would otherwise go moldy too fast for them. 

 

Package opening mechanisms were also mentioned. No matter how intelligent and 

clever the opening mechanism, the consumer should be able to use it. If it is too 

complicated, the consumer will just rip the package open and the value of this 

intelligent mechanism will be lost. Clear instructions should be provided, but this 

alone is not enough. The mechanisms should be simple and easy to use even without 

instructions. 

 

6.2 Touch and feel properties
 

In the case of bulk products, touch and feel properties are not yet being considered by 

Finnish brand owners. Usability is seen as a more important property. However, as 

far as luxury and more expensive products are concerned, brand owners are looking 

for ways to differentiate their products in the market and are more interested in the 

touch and feel properties of their packages. In Finland the touch and feel properties of 

packages are not yet being studied, although big multinational companies are 

conducting research in this field.  

 

The interviewees believed that the package should first be visually appealing. This 

encourages the consumer to pick up the package, which then brings its tactile 

properties into the equation. They do not deny the importance of touch, but 

emphasize visual properties. 

 

“People perceive or imagine that how the package looks and how it feels are directly 

related to quality. They then think that the package’s quality is transferred straight to 

the product’s quality, although it has nothing to do with it. But it’s through the 
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package that consumers form their view of the product. And all these visual and 

touch stimuli are significant in how consumers experience the product.” Designer 2 

 
“Että kyllä ihmiset kuitenkin mieltää tai kuvittelevat niin että se miltä näyttää ja miltä tuntuu on 

suoraan verrannollinen siihen laatuun. Sittenhän ne tietysti ajattelee että sen pakkauksen laatu 

siirretään suoraan siihen tuotteen laatuun vaikka sillähän ei ole mitään tekemistä, mutta niin se vaan 

on että sen pakkauksen kautta ihmiset määrittelevät suhtautumisensa siihen tuotteeseen niin kyllä 

näillä kaikilla näkö- ja tuntoaistilla on merkitystä siihen kokemukseen siitä tuotteesta.” Designer 2 

 

 

The stiffness of a board package is an important property, because it creates the 

impression of quality for the product inside. If the package is too “floppy”, 

consumers do not believe that the product is solid and the product loses its credibility. 

This can be influenced by the properties of the board. One interviewee mentioned that 

some manufacturer has a board that is stiffer than others of the same thickness, which 

means that less material will be needed. The interviewee added that these are the kind 

of new solutions they are looking for from board manufacturers. 

 

Design has an important role in creating touch and feel properties. The interviewees 

said that the shape should feel good in the hand and should be easy to hold. Shape 

was an important property for both luxury and bulk products. One interviewee 

mentioned the new milk and juice containers, which have one of the corners shaped 

flat so that the container fits better in the hand. It attracts attention on the store shelf, 

because the shaped corner can be given a bright color. 

 

Some product packages require a grainy surface. In the case of frozen products the 

package’s surface should not feel warm. A matte surface is easy to pick up and gives 

a good grip. It has visual value as well, although if an existing product is repacked in 

a new matte package consumers might not always recognize it. As a result, 

consumers used to buying this particular product might think it is a new product and 

continue searching for the old one. 
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“I think, when we’re constantly thinking about ways to stand out, that touch is one 

way to do it. And now when this soft varnish has arrived, if more ways are devised to 

utilize it, it will eventually be used.” Brand owner 2 

 
“Kyllä mä näkisin että on kun mietitään kokoajan niitä keinoja erottua niin onhan se yksi keino 

muitten joukossa ja jos sanotaan että nyt oli tää soft varnish tullu niin jos siihen kehitetään enemmän 

keinoja niin kyllähän niitä sitten vähitellen otetaan käyttöön.” Brand owner 2 

 

“It may be that this finger feel or its marketing potential has not yet been recognized 

and appreciated enough for the customer to realize to discuss it.” Designer 2 

 
“ Voi olla että tätä näppituntumaa tai sen taloudellista merkitystä ei ole vielä tunnustettu ja arvostettu 

riittävästi että tilaaja meiltä tajuaisi ottaa sen keskustelun alle.” Designer 2 

 

The touch and feel properties of the surface are known and recognized, but ways to 

benefit from them are not quite clear. 

 

“It’s an area that’s a bit sensitive to trends. If, for example, we choose a good, glossy 

laminated surface, it might look nice on the shelf and people might reach for it, but 

on the other hand other consumers might think it looks a bit too sweet, or Russian 

or..” Designer 2 

 
“Kun se on pikkasen sellainen trendiherkkä alue. Että jos valitaan esimerkiksi hyvä kiiltävä laminoitu 

pinta niin se saattaa näyttää kivalta ja ihmiset saattavat tarttua siihen, mutta sitten toisaalta se voi 

näytää toisten mielestä ylimakeelta tai venäläiseltä tai..” Designer 2 

 

Multisensory and emotional branding is essential for cosmetic products. As Gobe 

(2001) argued, all senses are important to the sensory experience, which can boost 

brand identity and loyalty. Touch and feel properties will become more important in 

the future, especially in the case of luxury products. 
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“In cosmetics we have discussed and still do discuss multisensory properties. We’ve 

taken them into account, but maybe we will do even more in the future.” Brand owner 3 

 
“Kosmetiikassa on puhuttu pidempäänkin ja puhutaankin moniaistisuudesta. Et kyl me ollaan siihen 

kiinnitetty huomiota, mutta ehkä vois sanoo että yhä enemmän kyllä tulevaisuudessa.” Brand owner 3 

 

It seems that all interviewees had encountered the touch and feel properties of board 

packages as a consumer, but their importance is yet to be recognized. The 

interviewees agreed that visual appearance is more important than touch and feel. 

Only brand owners of luxury products had introduced the idea of touch and feel 

properties. 

 

 

6.3 Environmental and ecological views
 

Environment-friendly materials and recycling are a must in the packaging business 

nowadays, and are predicted to become even more important in the future as 

consumers demand more efficiency from the products they buy. 

 

“In a way we make the packages from natural materials and in a way this kind of 

environment-friendliness fits perfectly. I think in the future eco-friendliness will be a 

powerful argument in our packages as well.” Brand owner 1    

 
“ Tavallaan tehdään luonnollisista aineista ja tavallaan siihen tällainen ympäristöystävällisyys sopii 

erinomaisen hienosti. Ja mä luulisin että meilläkin tulee toi ympäristöystävällisyys olemaan 

pakkauksissa aikamoinenkin argumentti jatkossa.” Brand owner 1 

 

All the interviewees mentioned environmental aspects as a key trend in package 

design and manufacture. But at the same time they argued that nobody is going to buy 

the product just because it has an ecological package. The product itself has, of 

course, more effect on the purchasing decision. 
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“But it isn’t necessarily the case that people are ready to buy this package because it 

is some how ecological. The package needs to support the actual product.” 

Designer 1 

 
“Mutta se ei välttämättä ole itseisarvo että ollaan valmiita ostamaan kun tää pakkaus on jotenkin 

ekologinen vaan sen pakkauksen pitää tukea sitä itse tuotetta.” Designer 1 

 

 

A package should not just look environment-friendly: the materials used should be 

energy-efficient and manufacturers should look at the bigger picture. The consumer 

cannot be fooled for long. Knowledge is a powerful thing and knowledge of the 

energy efficiency of materials or the production process will spread even more 

quickly in the future and consumers will be more aware of technology and 

environmental values. All the interviewees agreed that all the processes they use are 

environmentally friendly, but often consumers do not see the truth and could be 

fooled, as one of the interviewees explained: 

 

“There are very many examples where we are given to believe that now we are 

environment friendly. Then when as a professional I look at these issues, I see that 

it’s only on the surface. It’s no better solution in the sense of sustainable 

development. It may even be the opposite, it just seems to be better for the 

environment. For example, if the manufacturer just turns the board inside out and 

prints on the other side. It seems to be very environment friendly, but in fact it 

consumes more printing ink and is more damaging.” Brand owner 3 

 
“ Sitten on hyvin paljon esimerkkejä joissa annetaan ymmärtää ikään kuin että nyt olla hirveen 

ympäristömyönteisiä. Sitten tavallaan kun ammattilaisena katsoo niitä asioita, niin näkee että se on 

vaan pintaa, että se ei oikeesti oo yhtään kestävän kehityksen kannalta parempi ratkaisu voi olla jopa 

päinvastoin, että näitä tämmösiä näennnäis juttuja, että käännetään vaikka kartonki nurinpäin ja 

painetaan sille väärälle puolelle ja annetaan ymmärtää että ollaan kauheen ympäristömyönteisiä 

vaikka itse asiassa se on päinvastoin että se imee painoväriä enemmän ja niin edelleen ja näin.” 

Brand owner 3 
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According to the interviewees, the collection and recycling of board from Finnish 

consumers is still fairly modest, but growing. One interviewee mentioned that the 

problem is that Asia is using all the recycled board it can find, which explains the 

limited use of recycled board in Finnish board manufacture. It is just too expensive. 
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6.4 Summary
 
 
The main findings were: 
 
 

 Package manufacturers have more influence on the packaging board selection 
process than brand owners, while design agencies usually do not even 
participate in this selection. 
 

 The important properties of packaging board are thickness, printability, 
glossiness, usability and design. 

 
 The cost of the package is important in bulk and less expensive products. If a 

product has a leading position in the market, companies try to reduce 
packaging costs. 

 
 The design and shape of the package will become more important in the future 

in both bulk and luxury packagings, and consumers are looking for these 
qualities from products. 

 
 The package should first be visually appealing. Only when the consumer takes 

the package from the shelf do its tactile qualities come into play.  
 

 Finnish industry has not yet incorporated touch and feel properties into board 
packages. 

 
 Design and shape interact in creating touch and feel properties. 

 
 Environmental aspects came up as a key trend in package design and 

manufacture. But at the same time it was argued that nobody is going to buy 
the product just because it has an ecological package. 
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7. Discussion

 
The aim of this study was to find answers to the following: 

 

- Who decides about the board used in packages? 

- How are the touch and feel properties of packaging board taken into 

consideration? 

- What will be the future trends in the design and manufacture of board 

packages? 

 

Three groups were interviewed: package manufacturers, brand owners and 

design/advertising agencies. The idea was to study the value chain in board package 

design and manufacture. The focus was on the sense of touch and how it has been 

used to influence consumers’ buying decisions. Special attention was given to the 

surface properties of board packages and their importance. 

 

The first question concerned the value chain in board package production. There is no 

single way in which companies design packages or follow the value chain. 

Considerable differences were found depending on company size. Large companies 

have their own package design people/department, but smaller ones rely almost 

completely on the package manufacturer’s expertise. Unless board manufacturers 

offer new technologies or materials, companies will not know about all the various 

possibilities. Figure 9 attempts to explain this situation. It is not the absolute truth in 

all cases, but the most common situation in package development.  
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Figure 9. Board package value chain obtained from the interviews 

 

In the board packaging value chain it seems that design agencies play only a minor 

role in deciding which materials will be used. They usually enter the process after all 

material choices have been made, and agencies design only the visual appearance.  

 

As mentioned earlier, package manufacturers have a big influence on the materials 

and construction of the package. Package manufacturers have their own design 

people/departments. They take the brand owner’s preferences and choose the best 

available material and design for the brand owner’s packaging machines. This could 

lead to a situation where packaging becomes rationalized and all packages look the 

same. According to Meyers & Gerstman (2005, 51-52) if everything looks the same, 

any player with a different approach to package design will conquer the market. 

 

Figure 9. Board package value chain obtained from the interviews
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Brand owners do not always develop packaging solutions solely with the packaging 

manufacturers. Usually they have to take the retail sector’s demands into account. 

The retail sector imposes demands on the shape and dimensions of the package, 

because packages have to fit onto shelves and into displays. 

 

Consumers obviously have the power to choose which products they buy, but in 

packaging development they have not had as much influence as in product 

development. Products are just pushed onto the market with seemingly little regard 

for the consumer. Some package tests are conducted together with consumers, but 

these focus on the package’s opening properties. It seems that consumer tests and 

focus group research are seldom used in package studies. Consumers’ knowledge of 

the package design process seems to come more from the packaging designers and 

brand owners’ sale departments. 

 

The second question was about how touch and feel properties are taken into 

consideration. Touch and feel properties bring one more dimension to package 

design. Standard properties like visual appearance and size have been the key issues 

in package design, but touch has not been part of this list. Dudley (1989) had six key 

features for packages that can be arranged according to their value to the consumer 

(Figure 10).  
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Figure 10. The important features that increase a package’s value to the consumer 

(combined from Dudley 1989 and the interviews). 

 

The key to success is the package’s attraction. Every package on the market has 

meets certain basic criteria. Protective properties and the information required by law 

are a must for all packages. The packages on the market usually have the necessary 

instructions for use and project the product image, so that the consumer understands 

through the packaging what the product is and how it is used. All these functions play 

an important role. 

 

In the interviews, the package manufacturers pointed to protection as the first 

property to think about when designing a package, but all those in the business have 

already realized this and start their packaging design from this viewpoint. In board 

packages the important qualities from figure 10 are the two largest ones. Carrying the 

sales information to the point of sale includes the package’s “sales story”. This 
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combines the other advertising and the package through visual cues. It reinforces the 

message to the consumer at the point of sale. 

 

Attracting the consumer at the point of sale is the single most important task for the 

package. In the empirical part of this study, brand owners sought new ways and 

materials to distinguish themselves from competitors. Packages will have to appeal to 

the consumer in new ways in the future if they are to sell the product. 

 

 
Figure 11. Attraction combines all visual, design, social and touch aspects. 

 

Attracting the consumer at the point of sale has been divided into four different 

characteristics (Figure 11), some of which overlap. Design refers to the shape and 

functionality of the package. According to Meyers & Gerstman (2005), the package’s 

shape is part of the actual product and the first thing people see in the store. If the 

product itself is not appealing, the package has to be. 
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Visual appearance combines all the visual aspects of the package. Design and visual 

appearance should work together with the characteristics supporting each other. As 

Bloch (1996) explains, package form should have the ability to evoke positive beliefs, 

positive emotions, and approach responses among those in the target market. Visual 

appearance has been the main driver behind the whole packaging value chain. 

Package manufacturers, in particular, are keen to look at print quality. Brand owners 

are now looking for something more than just ways to improve visual appearance.  

 

This brings out social aspects, which include values and attitudes created by the 

current society and Social Interaction. This is a quite delicate area. Consumers’ 

values may change over time. For example, environmental and ecological values look 

like becoming more important for consumers through the media and social 

discussion. The Sustainpack (2006) report explored these values in the future, and the 

interviews conducted in this study confirm that cultural differences cannot be ignored 

when packages are designed for different regions. 

 

Touch is still a somewhat unexplored field in this equation. All touch and feel 

properties should be implemented in context with visual appearance and package 

design, because they link together. Touch and feel should not be a separate value as it 

can increase the package’s attractiveness to the consumer. As the empirical part 

explains, the whole packaging value chain has not yet realized the value of touch and 

feel. Lindstrom (2005) and Southgate (1994) agree that touch significantly influences 

the consumer’s choice. 

 

In Finland, touch and feel properties are not even considered when packages are 

designed. This is often a question of cost, as consumers are not ready to pay for the 

package. It is quite a different story with luxury products. Consumers are ready to pay 

more for the whole experience of a seldom bought luxury product than for a 

frequently bought bulk product. As Assael (1987) says about different purchasing 

models, consumers use different amounts of time to evaluate different products. 
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Decisions are made on different bases depending on the importance of the product to 

the consumer. 

 

Touch and feel properties are an important part of the whole emotional branding. 

According to Gobe (2001) the main point here is that emotional branding can provide 

a means and methodology to connect the products to the consumer better than in the 

old production-focused way of thinking. Research in this field has been more 

product-driven than consumer-driven. New consumer-based studies are needed to 

research the true value of touch and feel properties. The ordinary consumer research 

frame should be to observe consumers and their buying habits rather than asking 

about the effect of touch on purchasing decisions. 

 

The third question concerned future trends in the design and manufacture of board 

packages. The analysis revealed three different drivers in this respect. The first was 

design, which is important not just in the package but also in the product. Design 

becomes a permanent part of fast-moving consumer products, as Lindstrom (2005) 

explains in his book. The interviewees agreed. Design will become a permanent part 

of all those packages that are going to keep their place in the market. Design does not 

mean that all packages are going to be complicated or have all features like 

embossing and touch and feel. It simply means that all packages will have recognized 

shapes, colors and added functionality. 

 

Another future trend will be the touch and feel properties imparted through the use of 

varnishes and layers of different materials on the board package’s surface. Touch and 

feel properties have to be in line with the visual design and price of the product. In 

bulk products touch and feel properties are too expensive and consumers do not want 

to pay just for the package. They would consider it as over-packaging. In luxury 

products, touch and feel effects are already used with some cosmetic products.  
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A third future trend, which will strengthen in the years ahead, is the environmental 

and ecological value of packages. Board is a suitable material for this development. 

In future, packages will look more ecological, but this should not be the only 

consideration. Package markings should show consumers that the package really is an 

environment-friendly product, and not only looks like one. 

 

Finally, it is clear that touch and feel properties will bring an important addition to 

branding and the consumer experience. In the store, consumers will probably find 

more board packages that incorporate some kind of sensory effect. 
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Conclusions
 
This study has examined decision-making in the board packaging value chain and 

how touch and feel properties are taken into consideration by designers and 

manufacturers. The findings reveal the important issues in package design and 

development. 

 

In the board packaging value chain decisions about material are usually made 

between package manufacturer and brand owner. This model leads to the situation 

where these decisions are based mainly on protective and printability properties. 

Touch and feel properties, i.e. surface properties, are left out unless the package 

manufacturer offers ways to produce them. Design agencies usually work only with 

the ready made package and its visual appearance. These agencies could bring fresh 

ideas concerning the choice of material and surface treatment combined with the 

visual experience of packages. On the other hand, high-flying ideas are usually 

dropped because of the increased cost of the package. 

 

To succeed, touch and feel properties should link with visual appearance and 

emphasize the overall brand experience to the consumer. A package should faithfully 

represent the quality of the product inside. If the product inside is bulk, the 

appearance of the package should reflect this. Packaging costs are a significant factor 

in package development. Cutting costs by whatever means is a priority, especially for 

those companies selling bulk or less expensive grocery products.  

 

It seems that consumers are rarely part of the design or material decision processes in 

package development. Some companies have conducted usability tests for consumers 

to study package opening mechanisms, but appearance, i.e. the ability to stand out on 

the shop shelf, has not been researched. Companies basically send their products to 

the retail sector and see what gets bought. The retail sector decides what it will sell 

and this narrows down the consumer’s choice. 
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Design and shape are going to be key to the success of packages on the market. A 

package’s ability to attract consumers depends on its visual and touch properties. 

Shape is another way to make the product stand out from the masses. The problem 

with shape relates to the suitability of the package for the retail store shelf. The 

interviewees predicted that design will become more important in the future. 

 

According to the packaging professionals, rising environmental awareness has been 

taken into account in making decisions regarding choice of material. Consumers will 

become increasingly aware of polluting manufacturing methods in the future, and 

demand for environmentally friendly packages is rising. The down side is the cost of 

recycled board material. 

 

The whole packaging business have to move closer to the consumer and conduct 

more user-based research to come up with more attractive packaging solutions and 

shopping environments. If consumers gain more emotion-based experiences from the 

products, they will visit the store more often and buy the product again. 
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Appendix

Interview questions and interview frame 

 

Teemat (Themes): 

 

Yleistä (General): 

 

1. Nimi (name) 

2. Yritys (company) 

3. Asema (position in company) 

4. Miten asemanne liittyy pakkauksiin ja niiden suunnitteluun/materiaalin 

valintaan? (How does your position relate to packages and design process / 

material decisions?)  

5. Kuinka kauan olette toiminut alalla ja pakkauksien parissa? (How long have 

you been working with packages?) 
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Materiaalit ja päätökset (Materials and decisions): 

 

6. Miten pakkausmateriaalien valinta liittyy työhönne? (How does choosing 

packaging materials relate to your work?) 

7. Minkä tyyppisten pakkauksien parissa olette toimineet? (What kind of 

packages have you been working with?) 

8. Onko yrityksenne tuotteita ajatellen pakkauksilla joitain erityisiä 

ominaisuuksia, jotka on otettava huomioon? (Are there any particular 

properties that need to be taken into consideration in your company’s 

products?) 

9. Mikä on pakkauksen rooli tuotteen imagon rakentajana ja miten tähän 

vaikutetaan materiaalivalinnoilla? (What is a package’s role as product image 

builder and how do you influence it through choice of material?) 

10. Mitkä asiat materiaalivalinnoissa ovat mielestänne asiakkaille / teille tärkeitä? 

(What issues in the choice of material do you think are important for your 

clients / for you?) 

11.  Mitkä pakkausmateriaalien ominaisuudet tulevat esille työssänne? Ja miten? 

(Which packaging material properties are relevant to your work? And how?) 

12. Kuinka olette tutkineet pakkausmateriaalien tunto-ominaisuuksia (Materiaalin 

tunto, pinnan ulkonäkö, jne.)? (How have you been studying the sensory 

properties of packaging materials (feel, appearance of surface)?) 

13.  Miten olette ottaneet nämä huomioon materiaalinvalinnassa? (How are 

sensory properties taken into consideration in choice of material?) 

14.  Miltä kartonkipakkauksen tulisi tuntua eri tuotteissa / tuotteissanne? (How 

should a board package feel in different products / your products?) 

15.  Onko erilaisten tuotteiden pintamateriaalien valinnalla eroa? Esimerkiksi 

harvemmin ostettavalla kosmetiikkatuotteella ja jokapäiväisellä 

elintarviketuotteella? Mitä kartongin ominaisuuksia näissä tuotteissa tulee 

ottaa huomioon? (Is there a difference in choosing packaging materials for 

different products? For example seldom-bought cosmetic products and 
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everyday grocery products? What kind of board properties have to be taken 

into consideration?)  

 

Materiaalipäätökset (Material decisions): 

 

16. Miten kartongin valintaprosessi pakkaukseen etenee yrityksessänne? (How 

does the process of choosing board proceed in your company?) 

17. Mitä seikkoja valinnassa otetaan huomioon? Kuinka loppukäyttäjä 

huomioidaan? (What qualities are important in choosing the board? How is 

the consumer catered for?) 

18. Kuinka tärkeitä pakkausmateriaalin kustannukset ovat valinnassa? (How 

important will packaging material costs be in the future?) 

  

Tulevaisuus (The future): 

 

19. Mihin pakkauksien suunnittelussa tullaan tulevaisuudessa paneutumaan 

erityisesti? Mitä kuluttajat teidän mielestänne haluavat? (What will be the 

focus of package design in the future? What do you think consumers want?) 

20. Tullaanko tulevaisuudessa kiinnittämään enemmän huomiota tunto-

ominaisuuksiin pakkauksissa tai niiden pinnassa? (Will the sensory properties 

of packages be more important in the future?) 

21. Onko pakkauksen pinnalla merkitystä enemmän tulevaisuudessa? Miksi? 

(Will the surface of packages carry more significance in the future? Why?) 

 


