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The full results and methodology for MW\V'’s inaugural packaging satisfaction study, “Packaging Matters,” g?TaauI?cl_hrou hs bleached, (_:Iyed and natural hair
are available at www.mwv.com/packagingmatters. The methodology for Packaging Matters was an gns — Chemyunion, Inc.
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survey focused on their shopping habits and interactions with packaging across 10 product categories, with Replenysh for Kelco-Care™ diutan gum, efficient
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At MWV, we study packaging satisfaction to help brands deliver on their promises. Partners with D
Our inaugural Packaging Matters research revealed significant gaps in packaging How2Recycle
satisfaction and opportunities for brands to improve packaging. According to Quadpack Launches @
Packaging Matters, only 17% of consumers are “very satisfied” with beauty Refillable Regula
packaging, providing significant opportunity for brands to improve packaging to Alrless
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Packaging should delight in use, both functionally and aesthetically. MWV found - Partner with QRS -
beauty packaging performs very well on shelf appeal features, such as attractive and Study: Consumer #10
distinctiveness, but these attributes are relatively less important to overall Attitudes Toward , :
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satisfaction. Beauty brands excel at persuading consumers to choose one product ek . :
over another from a crowded shelf, but once the product leaves the store, well, it’'s a Bath & Body - Fine Fragrance
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Packaging Matters revealed brands spend the most time, money and energy to make products look beautiful on the

shelf, but not enough time on meeting the functional packaging needs of consumers. In contrast, beauty is underper-
forming in attributes related to the functionality of the packaging.

Think about the implications for your brand: a luxury perfume that drips out of the bottle instead of spraying in an even
mist, or a cream with a dispenser that delivers too much cream per pump. When these functional aspects of
packaging fail, they have the potential to negatively impact consumer opinion, driving a negative emotional connection
and providing a reason to try a competitor’s product next time.

MWV'’s research also found that among the “functional” attributes that frustrate consumers most is the inability to get
the entire product out of the package for use. There have been reports of consumers cutting the ends of tubes or
placing products in the microwave to ensure that they are using every ounce. Consumers want the most for their
money and demand that packaging allows them to get every last drop. This is one of the most basic, functional
components of packaging. Significant gaps found in other functional or structural packaging features include:

X
protecting from breaking or spilling and maintaining product integrity. AM PLlFYlNG DTC WlTH

The Packaging Matters research revealed consumers are most satisfied at the point of purchase (49% satisfied), but SOCIAL ENGAGEMENT
satisfaction actively declines throughout the product lifecycle—from transport (47% satisfied), to use (26% satisfied) to '
disposal (26% satisfied). This means your brand promise, as communicated through packaging, ends at the store.
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It is those same functional attributes of packaging that matter through the later stages of the product lifecycle (easy to

open/reclose, easy to pump/dispense, and maintaining product integrity). This means improving structural elements REGISTER &
can help increase satisfaction after the product leaves the store shelf throughout the packaging lifecycle. While form '
may help sell a product on the shelf, function can play an important role in repeat purchase. ORACLE };(l )(\){;II\III( :
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Let’s apply the Packaging Matters findings to the fragrance segment. The effort to develop and market a new luxury BioCell Collagen® %

fragrance may be rendered useless if the spray head underperforms on functional expectations, leaving the consumer
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disenchanted with the brand and less likely to make a repeat purchase.
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Whether a fragrance spray is fine and powerful with a whisper sound, or long and uniform with a weightless, sensual
feel, MWV’s research shows functional components of packaging can create an emotional connection with UPCOMING
consumers. This emphasis on function over form contradicts conventional wisdom, but carefully designed packaging WEBCAST
can delight consumers throughout the product lifecycle. m

As consumers continue to trend toward online shopping, aesthetics and shelf appeal will become even less important
as consumers make purchasing decisions based on recommendations from Facebook friends raving about a new
beauty product or review from users on Sephora.com. Yesterday’s retail shelf has become today’s Facebook timeline,
Twitter feed and Pinterest board. According to Forrester, 192 million U.S. customers will shop online in 2016, up 15%
from 2012. This means beauty brands must act fast: consumers rank packaging that protects from breaking and
spilling as two of the most important attributes in overall packaging satisfaction.
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In other words, what does matter is the condition in which the product arrives at a consumer’s doorstep, how easy it is
to store under the sink and how it lives up to expectations during use. If shampoo spills or breaks en route from the
grocery delivery service, it’s unlikely a consumer will re-purchase that product. And as grocery lists become digital,
woe betide brands removed from the “My Favorites” list. Without the visual cue in the aisle, chances are that brand is
off the list for good.

In today’s omnichannel marketplace, packaging is still the only marketing communications vehicle that reaches 100%
of shoppers. It has the power to affect purchase intent, overall product satisfaction and repeat purchase behavior.

Steve Kazanjian is vice president, global creative at MWV, a global leader in packaging and packaging solutions for the world’s most admired

brands.

K i & === This article appeared in the September 2013 issue. Find more on this topic in the digital magazine.
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