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Abstract

Packaging plays an important role in consumer purchase behaviour of food
products. The main aim of the study was to examine the packaging function
and its effects on consumer behaviours towards food products. In this study
packaging functions likeProduct protection, Product Containment, Product
Attractiveness, Product Identification and Product Convenience are analyzed
and examined. Questionnaire were used to collect data from 384
respondent. The findings and conclusions of this study indicate that there is
significant difference between age of the respondents and its effects of
packaging function on consumer behaviour towards food products.
Keywords: Consumer behaviour, Packaging function, Product Protection,

Identification, Attractiveness.

I. INTRODUCTION
Today Consumer gives much importance to hygiene and sanitation for food
products. This makes them to give preference to packaged food products. The
main purpose of packaging is to protect the product. Packaging attracts
consumer through various functions. One among them is Packaging function
that convinced the consumer to purchase the product. Consumer market was
captures through packaging and its functions like protection, identification,
attractiveness, containment and convenience. Consumers are attracted to
packaged food products that meet the needs of them.
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In this research primary package of the product is taken for the study, as this is
first noticed by the consumer. Primary package is used as a sales promotion
tool by the marketers. The various researchers (Underwood, Klein & Burke,
2001; Silayoi&Speece, 2004), view package gives unique vale to products and
also used as a tool for product differentiation. The function of the package is to
sell the product by attracting attention and to allow the product to be utilized,
contained, and protected (Silayoi&Speece 2004, p. 610).

The followings are the functions of the packaging.Product protection-The
primary function of product packaging is to protect the product from breakage
and contamination while travel and from insect attack while storage.Product
Containment-The next function is product containment. It is the space in
which the product will be contained. Packaging usually is in the form of use
and throw containers.The container itself acts as a powerful salesman at the
point of purchase.Product Attractiveness-Product attractiveness in packaging
includes the shape, colour, size and design. These elements make the package
an attractive one. There is a feeling among the consumer that attractive
packaging contains good quality of product in it. Modern packaging is mainly
influenced by attractiveness. A picture on the label attracts the consumer as a
salesman.Product Identification-Packaging not only helps to identify the
product, but also differentiate the products. Packaging and labelling are helps
to identify the products and branding. Buyers depend on the package label to
understand the product in the package. Product Convenience-The design and
size of the package must be suitable with the contents. Convenient packaging
refers to easy handling, easy to open and moved and these features are usually
preferred by the consumer. It also considers the ease of disposability of the
package. Demand for convenient packaging has been met by the advancement
in packaging technology. In addition, tising consumer prospetity appeats to
show that consumers are willing to pay more for convenience, outlook,
dependability, and prestige of better packages (Kotler 2000).

Lundberg and Fredman (2012), in his study pointed that, packaging is
considered to be a strong marketing strategy for companies. It can be used as a
powerful competitive advantage tool to attract attention of the consumer.
Packaging describesabout product and improve sales.

According to Dudovskiy (2013), Consumer buying behaviour is considered to
be an inseparable part of marketing and packaging outlooks. Consumer
purchasing decisions are affected by the factors like quality of packaging
materials, printed information, brand image, attractive colors and images.
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Azeem (2015) in his study shows that packaging elements influence and affect
consumer’s perception of a product. The study concludes that the relationship
between packaging and buying behaviour exist to a higher extent.

Mousavi and Jahromi (2014) in his study show that, there is a direct
relationship between Packaging and consumer behaviour.

Objectives of the study
The primary objective of the study is to find the impact of packaging and its
function on food products and also to assess the effect of packaging function

and its effect on consumer behaviour towards food products.

Conceptual Frame work

A conceptual framework of this study is given below. In the figure below,
packaging function is an independent variable; customer’s buying behaviour is
a dependent variable. The relationship between the two variables is that,
packaging functions of the products determines the consumer behaviours
either positively or negatively.

Independent variable Dependent
Variable
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Methodology

The study is descriptive in nature. An attempt has been made to identify how
packaging function influence the consumer while purchasing the packaged
food product.

384 respondents were selected from Tiruvarur district by using convenience
sampling. Primary data were collected by distributing a questionnaire to 384
respondents. Further, secondary data from journals, books were used.
Statistical tools

The statistical methods are:

1. Percentage Analysis

The number of respondents for each factor is converted into percentage basis.
2. Chi-square Analysis

Formula

Y= (OEF)*/E

O=Observed frequency

E=Expected frequency

3. Mean Rank

Research Hypothesis

e There is no significant association between age of the respondents and its
effects of packaging functionon consumer behaviour towards packaged food
products.

e There is no significant association between packaging function and their
overall effects on consumer behaviour towards packaged food products.
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Results and Discussions Table 1: Demographic Profile of the

Respondents
Characteristics No. of Percentage (%)
respondents
Male 193 50.3
Gender Female 191 49.7
Total 384 100
Below 20 yrs. 20 5.2
21-40 yrs. 89 23.2
Age 41-60 yrs. 215 56.0
Above 60 yrs. 60 15.6
Total 384 100
Monthl Below Rs. 10000 64 16.7
Hon hy . Rs. 10001-20000 141 36.7
i Ouffl © Rs. 20001-30000 | 113 29.4
neome Above Rs. 30000 | 66 17.2
Total 384 100
I;tzgse‘flfe 30 78
B sirelrelssman 102 20.6
usines 66 17.2
Professional
. 44 115
. Non-Professional
Occupation Government 10 2.6
94 24.5
employee 3 208
Agticulturist ’
Others 30 7.8
Total 384 100

Source: Primary Data
50.3% of the r espondent were male in the study area .It is interesting to note
that majorityoftherespondentsareinthe age group of 41-60 years. 26.6 % of the
respondents were students, 24.5% belongs to government employee and
17.2% of respondents belongs to business people.Majority (36.7%) of the
respondents belong to the monthly household income of Rs.10000-20000
respectively.

Mayas Publication 735



Emperor Journal of Marketing

Table 2: Packaging Function

SL. . . Mean

No Packaging Function SD| DN |A |SA | Mean cank

1 Product packaging keep the 50 124185 1361119 | 3.81 G
product clean and untouched

2| Product packaging keep 2 [16]94 | 146 | 126 | 3.98 | 2nd
product in good condition

3 Product packaging provide
information regarding 6 19 | 102 | 137 | 120 | 3.90 | 4t
ingredients

4 Packaglgg preserve food for 13 1531130 | 145 | 43 | 3.40 116
long lasting freshness

> | Transparent packaging 14 [ 2213115265 |3.60 |9
influence in purchase

6 Materlal u.sed in packaging 9 4 1112 1 165 | 56 | 3.57 10t
influence in purchase

7 Plastic package are more useful 40 164l 113 114 | 53 | 320 126
than other packages

8 Packaging attracts the attention | 15 | 18 | 110 | 175 | 66 | 3.67 8th

K Strong packaging positively 16 [ 1882 [199 |69 |3.75 |7
influence the buying decision

10 Packaging size and design of
the content influence in 5 26181 191 |81 |3.83 5th
purchase

11 Easy to check weight and 15 11940 1157 | 153 | 4.08 I
volume of the content

12 Specific quantity is possible in 7 21179 | 152 | 125 | 3.96 3ud
packed products

Source: Primary data

Table 2 shows the mean score of functions of food product packaging from
question 1 to 12. The result shows that the “easy to check the weight” has
received the highest mean score (mean=4.08). It is followed by the function
“keep the product in good condition” (mean=3.98) and “getting specific
quantity” (mean=3.96). “Providing information regarding the product” and
“size and design of the packaging” ranked number four and five among the
twelve functions. “Cleanliness” and “strong packaging” occupies the sixth and
seventh place. “Attraction” occupies the eighth place. “Transparent
packaging”, “materials used for packaging”, “long lasting freshness” and
“plastic packages” functions ranked the least importance. This shows that all
the respondents had given much importance to convenience and protection

function and least importance to product attractiveness function.
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There is no significant association between packaging function and their
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overall effects of food product packaging on consumer behaviour.

Table — 3: Association between Packaging Function and their Overall
Effects of Food Product Packaging on Consumer Behaviour.

Overall effect
on consumer Chi —Square
behaviour Packaging function Test

Low High Total X2=87.919 Df=1
Low 115 49 164 .000<0.05
High 49 171 220 Significant
Total 164 220 384

Degrees of Freedom = 1
Chi Square Value = 87.919

Table value = 3.841
The distribution is significant alevel
Result: Since the calculated value is higher than the table value the null
hypothesis is rejected. It is proved that there is significant association between
packaging function and their overall effects on consumer behaviout.
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Table 4: Significant Association between age of the Respondents and its

Effects of Packaging Function on Consumer Behaviour towards food

Products.

Packaging Functions

Age Product Product Product Product Product Total
Protection | Containment | Attractiveness | Identification | Convenience
Upto20 | 6 5 2 3 4 20
yrs (3.62) (0.83) (0.25) (0.40) (0.0004)
21-40 yrs | 10 12 8 20 39 %
(0.51) (13.69) (0.48) (0.03) (25.96)
41-60 yrs | 20 112 10 48 25 215
(3.46) 12.21) (1.73) (0.05) (7.24)
GA(E"?VC 18 15 7 12 8 6
yrs (10.83) (2.5) (1.83) (0.07) (1.26)
Total
54 144 27 83 76 384
LevelofSignificance5%  =0.05
DegreesofFreedom = (t-1)(c-1)
=41 6-1)=12
Tablevalue(TV) =21.026
Calculatedvalue(CV)  =86.95X2=} (Oi-Ei)?/Ei
CV>TV =86.95>21.026
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Null Hypothesis

There is no significant difference between significant association between age
of the respondents and its effects of packaging function on consumer
behaviour towards food products.

Inference

Calculated value is greater than tabulated value, hence the null hypothesis is
rejected. Hence it concludes that there is significant association between
significant association between age of the respondents and its effects of

packaging function on consumer behaviour towardsfood products.

Limitations

Since the FMCG sectors covers a variety of product categories, the study
covers only the food product packaging. This study covers only the
packaging function on consumer behaviour of buying food products.
Due to time and money constraints the study is restricted to Tiruvarur district
only. Convenient sampling method is used in this study. This study is restricted
to 384 respondents only.

Findings

Hypothesis testing between demographic details and overall effects on
consumer behaviour of the respondents reveal that there was significant
association between age and its overall effects of food product packaging on
consumer behaviour. There was significant association between packaging

function and its effects on consumer behaviour.

II.CONCLUSION

Packaging function plays an important role in product choice. Poor packaging
can restrict the consumer to purchase particularly the food products.This
research helps companies to create the right packaging for a product, as well as
the packaging function that might be of importance to consumer. This article
finds out that packaging functions like Product protection, Product
Containment, Product Attractiveness, Product Identification and Product
Convenience are influence consumer behaviourwhile purchasing food
products.
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In this study it was conclude that Packaging function positively influence the
consumer behaviour while purchasing the food products.

This study helps companies to create the right packaging for a product, as well
as the packaging function that might be of importance to consumers.
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