
Packaging Matters
August 27, 2013  Contact Author  Steve Kazanjian

Global Cosmetic Industry:  Advertising  Contact Us  Editorial Submission  Newsletter Sign-up  Website Registration

F O L L O W  U S :

 
!

Hello, Margarita

My Account

Log out

Subscribe Now

Tables

Table 1: Satisfaction
Gap
Table 2: Satisfaction in
the Product Lifecycle

#1

#2

#3

#4

#5

#6

#7

#8

#9

#10

MOST P O PU L A R I N
PACK AGI N G

Packaging 2021:
Beauty
Breakthroughs

Winky Lux Partners
with Replenysh for
Recycling Program

Birchbox x Stasher
Reusable Silicone Bag

Estée Lauder Taps
Eastman Renew for
Sustainability

Loli Beauty Launches
Mushroom-Based
Packaging

TricorBraun Flex
Partners with
How2Recycle

Quadpack Launches
Refillable Regula
Airless

Packaging as Added
Value

[interview] Quadpack
Expands Operations in
North America

Study: Consumer
Attitudes Toward
Packaging in India

Editor’s note: This article is adapted from Steve Kazanjian’s
presentation “Beauty & Personal Care Products: Consumers
Crave the Last Drop” presented at the 2013 Luxe Pack New

York event.
The full results and methodology for MWV’s inaugural packaging satisfaction study, “Packaging Matters,”
are available at www.​mwv.​com/​packagin​gmatters. The methodology for Packaging Matters was an
Internet-based survey of a represen​tative sample of 3,000 consumers conducted in the fall of 2012. The
survey focused on their shopping habits and interactions with packaging across 10 product categories,
including beauty.

As beauty care packaging continues to evolve, brand owners need new and
innovative ways to differentiate from competitors. What’s the best way to stand out?
Develop an emotional connection with your end user. The emotional connection
between consumer and brand plays a more important role in beauty packaging than
any other category—these are the products that help consumers look and feel their
best. And one of the most important tools brand owners have at their disposal for
creating this emotional connection is packaging.

At MWV, we study packaging satisfaction to help brands deliver on their promises.
Our inaugural Packaging Matters research revealed significant gaps in packaging
satisfaction and opportunities for brands to improve packaging. According to
Packaging Matters, only 17% of consumers are “very satisfied” with beauty
packaging, providing significant opportunity for brands to improve packaging to
further meet consumer expectations.

Going Beyond Just Packaging
Packaging should delight in use, both functionally and aestheti​cally. MWV found
beauty packaging performs very well on shelf appeal features, such as attractive and
distinct​iveness, but these attributes are relatively less important to overall
satisfaction. Beauty brands excel at persuading consumers to choose one product
over another from a crowded shelf, but once the product leaves the store, well, it’s a
different story.

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:
protecting from breaking or spilling and maintaining product integrity.

The Packaging Matters research revealed consumers are most satisfied at the point of purchase (49% satisfied), but
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.

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
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.

Making It Work
Let’s apply the Packaging Matters findings to the fragrance segment. The effort to develop and market a new luxury
fragrance may be rendered useless if the spray head underperforms on functional expectations, leaving the consumer
disenchanted with the brand and less likely to make a repeat purchase.

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
consumers. This emphasis on function over form contradicts conventional wisdom, but carefully designed packaging
can delight consumers throughout the product lifecycle.

As consumers continue to trend toward online shopping, aesthetics and shelf appeal will become even less important
as consumers make purchasing decisions based on recommen​dations 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.

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 communic​ations 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.
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Explore this Issue's Digital Magazine

Allured Business Media utilizes Omeda to collect information on its behalf.
To “unsubscribe,” click the link at the bottom of any e-mail we send.

Questions? Contact us at: customerservice@gcimagazine.com
© 2021 Allured Business Media. All rights reserved. Privacy Policy Legal Terms

Allured Business Media, 336 Gundersen Drive, Suite D, Carol Stream, IL, 60188 USA

Search the Site

Business Manufacturing> > Equipment Outsourcing Packaging Supply Chain more "Testing#

SP O NSO RED

BIOCELL COLLAGEN® – THE
NUTRICOSMETIC INGREDIENT
OF CHOICE — Biocell Technology
LLC

Improve shine and color for
bleached, dyed and natural hair
— Chemyunion, Inc.

Kelco-Care™ diutan gum, efficient
by nature — Lubrizol Life Science

Introducing SantEnergy™ – a
sustainable extract energizing
and protecting hair follicles for
denser hair — Mibelle AG
Biochemistry

ADVERTISEMENT

ADVERTISEMENT

ADVERTISEMENT

https://www.gcimagazine.com/business/manufacturing/packaging/Packaging-Matters-221359861.html#2
https://www.gcimagazine.com/advertising
https://www.gcimagazine.com/contactus?oly_enc_id=9029B1687790G8S
https://www.gcimagazine.com/submission
https://www.gcimagazine.com/newsletter
https://allured.omeda.com/gci/r-form.do?p=GCIWEBREG&oly_enc_id=9029B1687790G8S&r=9029B1687790G8S&rURL=http%3A%2F%2Fwww.gcimagazine.com%2Fbusiness%2Fmanufacturing%2Fpackaging%2FPackaging-Matters-221359861.html
https://www.gcimagazine.com/?oly_enc_id=9029B1687790G8S
https://www.gcimagazine.com/magazine/pastissues/2021/574090961.html
https://www.facebook.com/GCImagazine/
https://twitter.com/GCI_Magazine
https://allured.omeda.com/gci/r-custsrv.do?r=9029B1687790G8S&oly_enc_id=9029B1687790G8S&oly_anon_id=b50deb03-3130-44e9-ba5d-827c0b9f4059&rURL=https://www.gcimagazine.com/business/manufacturing/packaging/Packaging-Matters-221359861.html?prodrefresh=y
https://allured.omeda.com/gci/logout.do?rURL=https://www.gcimagazine.com/business/manufacturing/packaging/Packaging-Matters-221359861.html?logout=true
https://allured.omeda.com/gci/r-form.do?p=GCIWEBREG&r=9029B1687790G8S&rURL=https://www.gcimagazine.com/business/manufacturing/packaging/Packaging-Matters-221359861.html&r=9029B1687790G8S
https://gcimagazine.texterity.com/gcimagazine/september_2013?oly_enc_id=9029B1687790G8S&r=9029B1687790G8S
https://www.gcimagazine.com/business
https://www.gcimagazine.com/business/manufacturing
https://www.gcimagazine.com/business/manufacturing/equipment
https://www.gcimagazine.com/business/manufacturing/outsourcing
https://www.gcimagazine.com/business/manufacturing/packaging
https://www.gcimagazine.com/business/manufacturing/supplychain
https://www.gcimagazine.com/business/manufacturing/packaging/Packaging-Matters-221359861.html#more
https://www.gcimagazine.com/business/manufacturing/testing
https://www.gcimagazine.com/

