
Change in packaging design            10.07.2015 

 

 

 

 

 

 

 

 

!

!

!
!

!
!
!
!
!

!
 

Master thesis 
MSc. Brand and Communications Management  

Copenhagen Business School 2015 

!

!!

08 Fall!

 
 Camilla Slåtten               &                       Iselin Hedenstad 

           Advisor: Jesper Clement   
                        Date: 10.07.2015 
 

     Number of characters: 272 787, 117 pages  

           Camilla Slåtten            Iselin Hedenstad



Change in packaging design  10.07.2015 

 i 

Executive summary 
 

Change of packaging design within fast moving consumer goods immediately raises the important 

question of how much the packaging design should be changed compared to its current design. 
Marketers and academics have long been discussing the affect of change in packaging design on 

consumers’ brand perception. However, the recipe for the right balance between strong and mild 
change, and novelty and familiarity is yet to be discovered. This thesis aims to investigate the 

contrary questions of how much the packaging design of fast moving consumer goods can be 
changed before it becomes unacceptable in the consumers’ mind, and how much it should be 

changed in order to make a significant difference in the consumers’ perception of the brand. As an 
attempt to answer these questions the study explores the conscious and unconscious affect of 

change in packaging design on consumers’ perception of a brand.  
 

Based on the subjects’ perceived degree of redesign, liking, memory (conscious), and reaction 

time (unconscious) it was conducted a conscious and unconscious study of the consumers’ brand 
perception and made statistical analyses. A sample of 133 participants was exposed to 10 brands 

in three different packaging design versions, whereas two of the designs were fictive redesigns. 
The results suggest that consumers perceive the degree of packaging redesign in accordance with 

the actual degree of redesign, and are generally capable of distinguishing between an extensive 
and a moderate change in product packages that are familiar to them. Another sample of 40 

participants was analyzed through E-prime exposure of 20 brands in three different packaging 
designs. The results suggest that consumers’ liking and reaction time are affected by the degree of 

change in packaging design, which gives implications for its affect on consumers’ conscious and 
unconscious perception of the brand. Extensive packaging redesign was found to decrease 

conscious liking, and increase reaction time which implies decrease in unconscious wanting but 

increase in attention towards the brand. Moderate packaging redesign was found to increase 
conscious liking compared to the extensive redesign, and decrease reaction time, thus increase 

unconscious wanting and decrease attention towards the brand.  
 

Overall, incremental changes in packaging design are recommended, as it in a larger extent 
preserves the balance between package novelty and brand familiarity by retaining the main 

characteristics of the brand. Finally, it is recommended to use more than two visual elements on a 
packaging. Color, image and typography are highly recommended to include on any packaging 

design of FMCG. 
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1. Introduction 
Packaging is often referred to as “the silent salesman” (Ampuero & Vila 2006). This is related to 

the fact that 70% of brand decisions are made inside the store (Kauppinen-Räisänen 2014). In 

addition do 90% of consumers base their purchase decision on their examination of the visual 
features of the front part of the package (Clement 2007). The product package is also claimed to 

be the most visible point of attraction for the consumers in a point-of-purchase situation. In other 
words, packaging plays an important part in brand decision-making (Kauppinen-Räisänen 2014). 

Packaging is said to have both a functional and a promotional functions, and it serves as an 
essential marketing communication tool through structural and graphic elements (Kauppinen-

Räisänen 2014; Butkeviciene et al. 2008; Ampuero & Vila 2006). The packaging elements like text, 
color, structure and images have to be combined, and in that manner function as a visual sales 

negotiator at point of purchase (McNeal & Ji 2003). Packaging design also has the power to help 
position a brand, differentiate the brand and create brand identity (Ampuero & Vila 2006). Visual 

rejuvenation is one way to keep brands modern and up to date in order to survive in the long run  

(Müller et al. 2013). Hence, change in visual brand elements, such as the packaging, has the 
ability to revitalize a brand (Keller 2003). However, it is crucial to find the balance in degree of 

change in order to affect the consumers’ perception of the brand in positive and not negative 
manners, and there needs to be a trade-off between high attention value and familiarity 

(Schoormans & Robben 1997). 
 

The aim of this study is to present a theoretical review by looking at research within the fields of 
branding, packaging design and consumer behavior. This review serves as the foundation in order 

to investigate the subject change of packaging design within fast moving consumer goods (FMCG). 
When changing the design of a package, there are a lot of factors to consider in order for the new 

package to be successful. Like previously mentioned, there has to be a settlement between the 

novelty and the familiarity of the package, but what factors influence how much a package design 
should be changed? How much can a package design change before it becomes unacceptable in 

the consumer’s eyes? This master thesis seeks to explore answers to these questions, and 
contribute to understanding how to successfully change the packaging design for FMCG. This 

knowledge can contribute to practitioners in that it gives applied implications of which factors to 
consider when changing packaging design of FMCG.  
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1.1 Motivation 
The motivation for this thesis is fundamentally to achieve more knowledge within the field 
consumer behavior, and more specifically change in packaging design of FMCG. Being 

knowledgeable about consumers’ perception of package design is important because it is a critical 

task for marketers to make the strategic decisions of changing package design. Additionally, it is 
found highly interesting to investigate the field package design, and how it can influence 

consumers’ purchase decisions at the last stage of marketing communications. Change of package 
design is, to our knowledge, discovered to be an under researched field. It is therefore important to 

contribute with further research to cover this lack of knowledge. Achieving more knowledge 
concerning consumers’ perception of package design would contribute to make the strategic 

decision of redesigning a product package much easier. On that note scholars have recognized 
that it is crucial to understand variables that affect consumers’ perception of product quality and 

value (Dodds et al. 1991). Scholars have stated that a product’s package design is the last chance 
a company has to influence the consumers’ purchase decision and persuade them to buy the 

brand over other competing brands  (McDaniel & Baker 1977).  

 
1.2 Problem identification 
A substantial amount of research has been dedicated to the investigation of how marketing 
communications can be optimized in order to boost sales of FMCG. It is conducted a significant 

amount of research concerning how package design affects the consumer’s purchase decision and 
how different package design components can influence consumers’ perceptions of the product. It 

is also conducted considerable research related to the optimal design of each component and how 
these best interact together for a certain visual expression. However, through literature review it is 

discovered a need of research concerning the subject change of packaging design (Garber et al. 

2000; Ampuero & Vila 2006). In order to contribute to the need of knowledge on this field the 
purpose of this master thesis will be to investigate consumers’ perception of change of package 

design within FMCG. The following research question and the subsequent research, analysis, 
discussion and managerial implications should therefore be regarded as a supplementary to the 

packaging design field in general, and contribution to the identified need of knowledge regarding 
change of packaging design especially.  

 
Change of package design has previously been subject to research in terms of change of the 

different components and visual appearance. The first study found on the subject is Schoormans 
and Robben (1997), which investigated the effect of the degree of deviation on product packages. 
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The research suggest a trade-off has to be made between high attention stimuli and their ability to 

transfer existing positive stimuli that resemble other products and packages in the product 
category. The second and most recent study found is Garber et al. (2000), which studied how 

change of color on a product package could affect consumers’ preferences, and found change of 

color to enhance brand consideration when brand loyalty is low. Garber et al. (2000) also 
investigated how much a package should be changed compared to its current design, and found it 

important to retain the basic characteristics of the brand in order to maintain brand identification. 
However, the studies does not examine the balance between how much the total visual expression 

of a package design can be changed before it affects the consumers negatively, nor how much it 
should be changed before it changes the consumers perception significantly. It is also not 

investigated how the interaction of the different components of a packaging design can be 
changed. Additionally, previous studies are only based on the respondent’s ability to express their 

conscious perception, and do not consider the underlying unconscious perceptions the changes in 
package design might generate. In order to fully understand consumers’ perception it is crucial to 

investigate both the conscious and unconscious specter, as consumers might not have the 

complete ability or willingness to articulate their attitude or behavior (Lee et al. 2007; Ariely & Berns 
2010).   

 
1.3 Research question and purpose of the thesis 
Based on the above reflection, this research focuses on investigating how much a package design 
can be changed before it affects the consumers’ perception of the brand negatively, and how much 

it has to be changed before it makes a remarkable positive difference in the consumers’ perception 
of the brand. Further, it investigates how consumers unconsciously and consciously perceive the 

brand after a package design change. Hence, the study investigates the subjects’ unconscious 

reactions via measuring reaction time, as well as their conscious perception of the brand by asking 
them. This research will be conducted in order to answer marketers’ queries of which factors 

should be considered when changing package design and the dilemma of how much a package 
design should be changed. More specifically the purpose of this thesis is to examine the following 

research question:  
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1.4 Definitions 
In the following section a brief definition of central themes in this investigation is presented.  
 

Fast moving consumer goods 

FMCG are defined as “relatively inexpensive, frequently purchased and rapidly consumed items on 
which buyers exert only minimal purchasing effort” (Dibb et al. 2006). FMCG is referred to as “fast 

moving” simply because they are the quickest items to leave the grocery store shelves (About-
fmgc.com 2015). These are also known as consumer packaged goods, and are essential or non-

essential items consumers purchase in their everyday life (Businessdictionary.com 2015). FMCG 
account for more than half of consumer spending, but tend to be low-involvement products as they 

usually are low cost and high in volume  (Silayoi & Speece 2007; Investopedia.com 2015). The 
focus of this study will be upon packaged FMCG.   

 
Package design 

A product package can be defined as “a container that is in direct contact with the product itself”. It 

is facilitating handling and commercialism, and protecting, preserving and identifying the product 
(Ampuero & Vila 2006). Packaging plays an essential role in attracting consumer attention and 

influencing consumer purchase decisions. In the current self-service economy, packaging provides 
companies the last chance to persuade consumers to buy the product before brand selection 

(McDaniel & Baker 1977). In this study the focus will be on the visual characteristics of the product 
package. Packaging components such as attributes, protection, and preservation of the product is 

not considered for the sake of simplicity. 
 

Change of package design 

Change of package design is here defined as “the discipline of redesigning the container, graphics 
and visible outer presence of an existing package design” (Rabinowitz 2002). Change is in this 

study elaborated on as change of the design of the visual components of a package design, such 
as color, shape, pictorial elements, logo, typography and overall visual appearance.  

 
Moderate package redesign 

Moderate package redesign is in this study defined as packaging design that has undergone a 
redesign whose outcome is a similar but slightly updated or refreshed version compared to the 

previous design (Klimchuk & Krasovec 2012).  
 



Change in packaging design  10.07.2015 

 5 

Extensive package redesign 

Extensive package redesign is referred to as the opposite of moderate redesign as it is a complete 
alteration of the previous design and is often related to radical changes in packaging design 

(Klimchuk & Krasovec 2012).  

 
Brand identity 

Brand identity refers to the identity of the brand. There are many different perceptions of what 
brand identity consists of. The most accepted definition is made by Aaker and Joachimsthaler 

(2002), which define brand identity as “a set of associations the brand strategist seeks to create or 
maintain”. Heding et al. (2009) argue brand identity must express the particular vision and 

uniqueness of the brand, and must be a long-lasting and permanent nature in order to create the 
basis of a solid, coherent and long-lasting brand and be the driver of all brand related activities.  

 
Brand perception 

Brand perception is referred to as the consumers’ overall evaluation of the brand. Brand perception 

can be seen in correlation with Keller’s (2001) definition of brand responses. Keller (2001) define 
brand responses as how consumers respond to the brand, its marketing activities, and other 

sources of information, that is, what consumers think or feel about the brand. Keller (2001) 
distinguishes between brand judgments and brand feelings, that is, in terms of whether they arise 

more from the “head” or from the “heart”.  
 

1.5 Delimitations of the thesis 
The focus of this study is to investigate the isolated effect of the visual components of FMCG 

packaging design. Hence, the functional factors of packaging design, such as packaging attributes 

and product content, are not considered in this study. Furthermore the factor of product price is not 
considered. Although it is acknowledged that these factors might be equally important, they had to 

be deprecated for the sake of the comprehensiveness of the study. The study focuses on the 
Scandinavian market in terms of primary data collection. Limitations are further discussed in 

section 10. Limitations and further research.  
 
1.6 Structure of the thesis 
Figure 1.1 illustrates the structure of this study. The above introduction of the thesis establishes the 

foundation of the project. The theoretical review is based on review of relevant literature and 
grounds the foundation for the research in this thesis. From the theoretical review and the 
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prestudy, it is derived hypotheses for further investigation. The hypotheses are tested and 

measured through statistical analysis, which are presented in the following analysis of results. The 
empirical findings are discussed in context with the theoretical findings. The discussion leads to a 

final conclusion and managerial implications for marketers to utilize. Finally, the study is discussed 

in light of limitations with suggestions of further research.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 1.1 Structure of the thesis 
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2. Theoretical review 
In this chapter the fundamental theory related to change of package design is presented and 

discussed based on different theoretical perspectives. The theoretical review is grounded in the 

three fundamental concepts of branding, packaging design and consumer behavior. The first 
fundamental concept investigates whether the theory of branding can give implications on change 

in packaging design. Hence, the subject of brand equity is elaborated on through the framework of 
the customer-based brand equity pyramid. Additionally, the product life cycle theory is outlined and 

discussed based on how it can be affected by change of package design. Finally, the involvement 
and motivational components of branding is described related to FMCG and discussed regarding 

its influence on packaging design.  The second fundamental concept is grounded in review and 
discussion of literature related to the different components of package design, and elaborates on 

how changes of the components can affect consumers’ brand perceptions. The final concept 
elaborates on the distinction of conscious and unconscious consumer behavior. In order to get 

insights in previous findings of unconscious consumer behavior related to packaging design, this 

concept is investigated through review of literature based on neuroscientific methodology. This also 
contributes to a better understanding of how this study can reveal unconscious consumer 

preferences towards package design. Based on the main findings and elements found in the 
theoretical review it is derived 10 theoretical propositions. Relevant independent and dependent 

variables for further investigation are identified and described in the end of the chapter.  
 

The theoretical review chosen for this study is mainly based on primary literature by acknowledged 
academics and theorists. The literature consists of both academic journals from e.g. Business 

Source Complete, other academic search engines, and books on the specific topic. The empirical 
findings are analyzed based on the theoretical insights and statistical measures to answer the 

research question. The deductive usage of the theory and the inductive empirical findings made 

the foundation for the results in this study. However, if other researchers were to conduct the same 
study different results might be found. This is due to necessary subjective choices regarding the 

relevance and analysis of the literature and data. Although, the influence of these choices on the 
final product has been kept at a minimum throughout the study. 

 
2.1 Branding 
The American Marketing Association defines a brand as “a name, term, sign, symbol, or design, or 
a 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” (American Marketing Association 2014). 
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Branding is endowing products and services with the power of a brand. It is all about differentiating 

the product among other products in the category through creating a meaningful difference. Brand 
equity is defined as “the added value endowed on products and services” (Kotler & Keller 2012). 

Schmitt and Simonson (1997) claim that aesthetics is a factor that offer added value for the 

consumer. Design has become the key element for branding, as aesthetically pleasing products 
better compete for the short duration of the consumers’ attention. It also leads to positive brand 

evaluations, product and brand categorization and consumer interaction (Kreuzbauer & Matler 
2005). In addition, design serves as the cohesive factor for all elements that creates a brand 

experience. Consistency in brand elements is important as if reflects what a brand stands for and 
what it does for the consumer. This type of consistency can be achieved through design (Montana 

et al. 2007).   
 

Drawing inferences from the aforementioned theory, change of packaging design could pose a lot 
of challenges for a brand. In the following section, brand equity is elaborated on related to change 

of packaging design. Additionally, the understanding of the product life cycle is crucial for building 

brand equity, and is therefore discussed in light of package redesign. Finally, the relevance of 
involvement and motivation in branding is elaborated on.  

 
2.1.1 Brand equity 

Brand equity is generally defined in terms of marketing effects uniquely attributable to the brand. 
For example, when certain outcomes result from the marketing of a product or service because of 

its brand name, that would not occur if the same product or service did not have that exact name 
(Keller 1993). Brand equity is in this study conceptualized from a marketing perspective, as the 

focus is on facilitating the development of marketing research.  Costumer-based brand equity is 

defined as the differential effect of brand knowledge on consumer response to the marketing of the 
brand (Keller 1993). The customer-based brand equity pyramid by Keller (2001) has been chosen 

as theoretical framework when it comes to elaborating on the subject brand equity. As illustrated in 
Figure 2.1, the pyramid has a sequence of four steps, and the previous step has to be fulfilled in 

order to move on to the next one. The four different steps can be identified as brand identity, brand 
meaning, brand responses and finally brand relationships (Keller 2001). The following sections will 

elaborate further on the different steps of the customer-based brand equity pyramid, and how a 
change in packaging design can affect brand equity.  



Change in packaging design  10.07.2015 

 9 

 

 
 

 

 
 

 
 

 
 

 
 
 
 
Figure 2.1 Customer-based brand equity pyramid 

 
Brand identity 

Brand identity is the first step in the customer-based brand equity pyramid (Keller 2001). Van der 
Lans et al. (2008) define brand salience as “the extent to which a brand visually stands out from its 

competitors”. Keller (2001) states that brand salience is crucial in achieving brand identity, and is 
related to brand awareness. Brand awareness refers to the degree of the consumers’ ability to 

recall or recognize a brand and also involves connecting the brand to certain memory associations. 
In addition to associations, Vieceli and Shaw (2010) connect brand salience to factors such as 

accessibility, prominence, order and familiarity of the brand. Vieceli and Shaw (2010) also stresses 
that it is important to build brand associations, in addition to brand knowledge, in order to create 

brand salience. Brand knowledge can be gained and associations can be created through the use 

of media. Keller (2001) states that brand salience involves ensuring that consumers are aware of 
what needs the brand and product seeks to satisfy. Salience influences brand associations can be 

connected to the brand image that provides the brand meaning. Keller (2001) also argues that 
strong brand salience in relation to category identification and satisfaction of needs is important 

when it comes to opportunities of purchase and consumption, as brand salience will increase 
brand consideration. Finally, salience is important with regards to maximizing potential usage by 

the consumer, and when consumers have low involvement, as they in that case can base their 
decision on brand salience solely  (Keller 2001).  
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Related to brand search theory, Yantis and Egeth (1999), explain that salience during search is the 

sum of bottom up-salience and top-down salience. Wolfe and Horowitz (2004) argue that bottom-
up effects are the visual characteristics of the shelf and are affected by perceptual features such as 

color, luminance and edges. Top-down effects are related to the consumer’s search goals (Wolfe & 

Horowitz 2004). Research by Van der Lans et al. (2008) show that salience of brands have a 
pervasive influence in connection to search performance. This is determined by bottom-up 

(package design and in-store activity) and top-down components (marketing such as advertising). 
Finally, the results show that two-thirds of salience on the shelf is due to in-store marketing. When 

increasing brand salience on the shelf for packaging, it is important to note that consumers use 
only 1-2 basic features when searching for a brand with quickness and accuracy (Van der Lans et 

al. 2008). The theory implies that salience is an important factor with regards to brand identity and 
awareness, and is important to consider when redesigning a product package. 

 
Brand meaning 

The next step in the customer-based brand equity pyramid is brand meaning. Design has an 

important role with regards to creating meaning coherence for the brand (Montana et al. 2007). 
Keller (2001) argues that performance and imagery are the two main types of brand meaning, and 

can be connected to associations in the consumers’ mind. 
 

Brand performance is connected to how the product tries to meet the consumers' functional needs, 
and the product’s characteristics. Keller (2001) states that there are five types of benefits and 

attributes connected to brand performance. The first one, primary characteristics and secondary 
features, refers to customers’ beliefs about the level of the primary and secondary product 

characteristics. Product reliability, durability and serviceability refer to consistency of performance, 

expected product economic life and ease of service. Service effectiveness, service efficiency and 
empathy refer to the quality, pace and expressed empathy of and through the service. Pricing 

policy is connected to categorization of the brand’s price and flexibility of price. Finally, brand 
performance can be connected to style and design, and associations to elements such as color 

and shape (Keller 2001).  
 

Brand imagery refers to extrinsic product properties, what people think about the brand, and 
concerns meeting consumers’ psychological and social needs (Keller 2001). It is important to have 

strong, favorable and unique brand associations in order to create brand equity, and four different 
types of associations are connected to brand imagery. User profiles refer to the consumers’ mental 
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image of typical types of persons who use the brand, and can also highlight factors such as 

demography and psychographic factors. Purchase and usage situations are connected to 
associations of appropriate product use. The third type of association is personality and values, 

and is connected to the personality features of a brand and its values (Keller 2001). In connection 

to packaging design Underwood (2003) states that packaging communicates brand personality 
through combination of visual elements like color, shape, logo, font, pictures and other factors that 

provide associations. Keller (2001) proposes five dimensions of brand personality; sincerity, 
excitement, competence, sophistication and ruggedness. Orth and Malkewitz (2008) elaborates 

further with theory connected to these dimensions. They connect holistic packaging design with 
brand impressions, and suggest certain types of packaging design for certain types of brand 

personalities, in order to create the right consumer impression of the brand. By connecting the 
brand personality dimensions (sincerity, excitement, competence, sophistication and ruggedness) 

to five types of holistic packaging designs, the results show that sincere brands should have a 
natural packaging design, exiting brands should have contrasting designs, competent brands 

should have delicate designs, sophisticated brands should have delicate or natural designs and 

finally rugged brands should have massive or contrasting designs  (Orth & Malkewitz 2008). This 
shows that design elements can be utilized in order to communicate brand personality. Research 

by Govers and Schoormans (2005) indicate that consumers are attracted to products with 
personalities that are equal to their own self-image. Companies should therefore be aware that 

designing a product variant that has the same personality characteristics as the target group can 
create consumer preference. 

 
Finally, the last association connected to brand imagery is factors like history, heritage and 

experiences related to the brand’s past. This can for instance be connected to occurrences like 

personal experience or be connected to more public and widespread associations (Keller 2001). 
The research by Underwood (2003) proposes that packaging design communicates identity 

(awareness and image) for the brand through communicated social meanings (mediated 
experience), in addition to purchase and usage (lived experience) through public and private 

meaning associated with the packaging design elements. The aforementioned theory implies that 
changing design elements on product packaging could influence the meaning communicated by 

the brand, and should be carefully considered.  
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Brand responses 

Keller (2001) suggests the third brand-building block of the customer-based brand equity pyramid 
to be brand responses, which is consumer response to brand identity and brand meaning. Brand 

responses are defined as “customers’ respond to the brand, its marketing activity, and other 

sources of information, that is, what consumers think or feel about the brand”. Brand responses 
can be divided into brand judgments and brand feelings, related to whether they arise from the 

head or the heart of the consumer (Keller 2001).  
 

Brand judgments are related to consumers’ personal opinions and evaluations of the brand, 
involving their judgments of all the different performance and imagery associations (Keller 2009). 

Keller (2001) states four different types of summary brand judgments to be particularly important 
for creating a strong brand. Brand quality is related to the perceived quality of the brand, and 

perception of value and satisfaction. Brand credibility refers to the extent to which the brand is 
seen as credible in terms of expertise, trustworthiness, and likeability. Brand consideration is the 

likelihood that consumers will actually include the brand in the set of brands they might buy or use 

related to how it is perceived appropriate and meaningful. Finally, brand superiority is the extent to 
which customers view the brand as unique and better than other brands. In terms of brand 

feelings, these are the emotional responses and reactions to the brand (Keller 2009). Keller (2001) 
lists six important types of brand-building feelings, warmth, fun, excitement, security, social 

approval, and self-respect. The first three can be mild or intense, whereas the last three can be 
positive or negative. Brand responses should be positive and accessible in order to favorably 

impact consumers’ behavior (Keller 2001).  
 

Baek et al. (2010) investigated the brand credibility and brand prestige affects on purchase 

intention, and suggest credibility and prestige to positively influence brand purchase intention 
through perceived quality and information costs saved. Furthermore, the authors suggest that high 

self-expressive product categories might benefit from positioning a brand as a prestigious brand, 
that represents trustworthiness and expertise, whereas low self-expressive products should be 

positioned as credible through either risk reduction or saving information costs (Baek et al. 2010). 
The positioning could be implemented through packaging design, as it contributes to achieving 

brand judgments and brand feelings. Lassar et al. (1995) suggest a halo across dimensions of 
brand equity. If consumers evaluate a brand to perform well, they also expect the brand to have 

high levels of value, or be more trustworthy. Although, if consumers evaluate the brand to fail on 
one dimension, they will not evaluate other dimensions highly (Lassar et al. 1995).  
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The aforementioned theory implies that changing a packaging design could have an affect on the 

consumers’ brand judgment and feelings. This is supported by the theory presented in this 
paragraph. With regards to brand feelings, Genco et al. (2013) claim that emotional response to 

the product can be measured through the degree of positive emotional reactions. It can be 

triggered directly through elements like shape, color, form, symbolism and other factors. 
Consumers also have emotional memories and feelings associated with brands (Percy et al. 2004), 

and the role of emotions and consequently product package design in buying decisions has 
increased (Pentus et al. 2014). This is also due to the fact that packaging is regarded as an 

element of communication (Butkeviciene et al. 2008). Considering brand judgment and liking, 
Winkielman et al. (2006) suggest that fluent processing is important with regards to attractiveness 

judgments, as consumers tend to prefer prototypical stimuli that is easy to process, and connects 
this to positive effects.  

 
Brand relationships 

Keller (2001) suggests brand resonance as the most valuable brand-building block possible to 

achieve. This occurs when all the other brand-building blocks of brand identity, brand meaning, 
and brand response are established. True brand resonance exists when consumers express a high 

degree of loyalty to the brand, and actively seek means to interact with the brand and share their 
experiences with others (Keller 2001).  

 
In Keller (2009) the brand resonance pyramid is reviewed as a means to track how marketing 

communications can create intense, active loyalty relationships and affect brand equity. According 
to Keller (2009), brand resonance refers to the nature of the relationship customers have with the 

brand and the extent to which they feel they are “in sync” with the brand. This is the intensity or 

depth of the psychological bond that consumers have with the brand, as well as the level of activity 
generated by this loyalty. Brand resonance can be divided into four dimensions, which each can 

capture a number of different aspects of brand loyalty. Behavioral loyalty is the means to which 
consumers repeat purchases and the amount or share of category volume attributed to the brand. 

Attitudinal attachment is when the consumers view the brand as being something special in a 
broader context. Sense of community is when consumers feel a connection with other people 

associated with the brand. Active engagement is when consumers are willing to invest personal 
resources in the brand, beyond those resources expended during purchase or consumption of the 

brand (Keller 2009). Taylor et al. (2004) studied the importance of brand equity to customer loyalty, 
and suggest behavioral loyalty largely to be a function of brand equity and trust. Affect, resistance 
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to change, and value also contribute to behavioral loyalty, but to a lesser extent. Attitudinal loyalty 

was also found significantly related to brand equity and trust, with affect and satisfaction as weaker 
contributors (Taylor et al. 2004).  

 

Hu (2012) define customer loyalty as the attitude for consumers’ behavior to purchase a product or 
service repeatedly, and conducted a study to comprehensively explore the relationship between 

customer loyalty, brand equity, perceived risk and customer involvement. The results indicated that 
customer loyalty, brand equity and perceived risk have significant and positive relationship to 

customer involvement. The findings also indicated that customer loyalty had stronger impact on 
customer involvement, than brand equity (Hu 2012). Jensen and Hansen (2006) imply relative 

attitude to be a composite of purchase involvement and perceived brand differences, and suggest 
relative attitude to positively influence repeat purchasing.   

 
Considering brand loyalty and package design, Dhurup et al. (2013) investigated the impact of 

packaging, price and awareness on brand loyalty. Packaging, price and brand awareness showed 

all significant positive relations with brand loyalty, which implies their significant predictive influence 
on brand loyalty. Dhurup et al. (2013) suggest that packaging should be initiated and implemented 

effectively in order to improve brand loyalty. Product-related attributes associated with packaging 
tend to create and reinforce the relationship between the consumer and the brand (Dhurup et al. 

2013). Looking at the theory connected to brand equity, it is clear that redesigning the appearance 
of product packaging could influence each stage of the brand equity pyramid. The next section 

intends to elaborate on the product life cycle connected to change of packaging design, as 
rejuvenation contributes to brand survival (Müller et al. 2013). 

 

2.1.2 Product life cycle 
The brand-building blocks suggested by Keller (2001) can be seen as different marketing 

communication objectives for a brand to achieve. An important factor in selecting appropriate 
marketing communication objectives is the phase of the product life cycle of a brand or product (De 

Pelsmacker et al. 2013). In the following section theory of the product life cycle is presented and 
elaborated on related to change of package design.  

 
Traditionally, the product life cycle has been divided into four stages. In the introduction phase, the 

brand is new on the market and it is crucial to build brand awareness, brand knowledge and brand 
attitude. As the brand is growing, it is more important to defend the brand’s position through 
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creating brand preference. When the brand reaches the maturity stage, the focus should be on 

increasing brand loyalty of the consumers. Finally, when the brand reaches the decline stage it has 
to be renewed or taken off the market (De Pelsmacker et al. 2013). Previous studies state that 

consumers have a tendency to assign human characteristics to brands (Guthrie 1997). 

Consequently, consumers often compare the brand’s life cycle to a traditional human life cycle, 
which at some point encounters the phase of aging. Ewing et al. (2009) argue that brands are 

born, grow, cross-fertilize, become independent of parents through choice or necessity, reproduce 
through brand extension, have relationships between themselves and their stakeholders, including 

repositioning by management and consumers, exist in communities for mutual benefit, change 
through acquisition by purchase and renaming, and finally die in the long run (Ewing et al. 2009). 

 
Through their lifespan brands confront a spectrum of challenges, which pinpoint the importance of 

proper brand management necessary to retain brands over time and make them survive as long as 
possible (Müller et al. 2013). Müller et al. (2013) suggest rejuvenation as a way to keep brands up-

to-date. According to Keller (2003) brands can be revitalized through changing brand elements, 

such as package design. Package design is constituted by characteristics that highly influence its 
perceived meaning. Consumers associate visual characteristics with different meanings, make 

clear judgments about the image of the brand, and have strong opinions about which 
characteristics are appropriate for different brands (Müller et al. 2013). The most important 

characteristics of package design are color, shape, picture, logo and typography, as well as visual 
appearance (Ares & Deliza 2010; Chen, et al. 2004; Bloch 1995; Underwood et al. 2001; Müller et 

al. 2013; Silayoi & Speece 2007). Change of these characteristics would therefore change the 
consumers’ brand perception and contribute to rejuvenation of the brand. In the section 2.2 

Packaging design, relevant elements of package design is outlined and elaborated on. The next 

section focuses on involvement and motivation of the consumers, as it ultimately affects choice of 
an appropriate packaging design.  

 
2.1.3 Involvement and motivation 

Percy and Rosenbaum-Elliot (2012) state involvement and motivation as critical elements affecting 
purchase and usage behavior. This should be considered in all marketing communication, 

including package design. In this section the involvement and motivational components of brand 
management is presented and discussed based on its affect on package design.  
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In terms of involvement, it is necessary to understand how involved the consumers are in the 

purchase decision and whether the consumers perceive a risk in buying the product. This risk can 
be seen in either financial or psychological terms, and depends on the individual consumer. When 

the involvement is low, there is relatively little risk involved in the decision, and consumers do not 

have to be convinced they are making the right decision. With high-involvement decisions there is 
perceived risk attached to the decision and the consumers will seek information to be sure they are 

making the right decision (Percy & Rosenbaum-Elliot 2012). Kapferer and Laurent (1993) argue 
that involvement should not be considered or measured as a one-dimensional construct, and rather 

suggest the Consumer Involvement Profile (CIP) for measurement of customer involvement. This 
model divides involvement into five dimensions: interest, pleasure, sign value, perceived risk 

importance, and perceived risk probability (Kapferer & Laurent 1993).  
 

Regarding motivation, it can fundamentally be divided into positive and negative motivation (Percy 
& Rosenbaum-Elliot 2012). Elliot (2006) suggests a distinction between approach and avoidance 

motivation. Approach motivation is the stimuli of behavior by, or direction of behavior toward, 

positive stimuli, whereas avoidance motivation is the stimuli of behavior by, or the direction of 
behavior away from, negative stimuli (Elliot 2006).  

 
The Elaboration Likelihood Model (ELM) developed by Petty and Cacioppo (1986) gives a more 

detailed description of involvement and motivation. According to Petty and Cacioppo (1986), 
persuasion can occur through central or peripheral processing of information. Central route 

persuasion occurs when the persuasion results from consumers’ careful and thoughtful 
consideration of the true merits of the information presented in support of an advocacy. Peripheral 

route persuasion occurs when the persuasion is the result of some simple cue in the persuasion 

context (for instance an attractive source) that induced change without requiring elaboration of the 
true merits of the information presented (Petty & Cacioppo 1986). Central route processing occurs 

when consumers’ involvement in the decision is high, whereas peripheral route processing occurs 
when it is low. The factors determining whether the involvement is high or low are motivation, 

ability and opportunity to elaborate on the presented information. When the motivation, ability and 
opportunity are all high, the elaboration likelihood is said to be high and consumers are expected to 

engage in central route processing. If motivation, ability or opportunity is low consumers are more 
likely to process the information peripherally (De Pelsmacker et al. 2013). Considering customer 

involvement of a product, Hu (2012) suggests customer loyalty, brand equity and perceived risk to 
have a significant and positive relationship to customer involvement.  
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Rossiter and Percy (1987) suggest integrating the dimensions of involvement and motivation into a 

strategic grid. The Rossiter and Percy grid illustrates the distinction between high and low 
involvement, and the distinction between positive and negative motivation. The grid makes the 

foundation of four different brand attitude strategies that can be implemented when creating 

marketing communication executions (Rossiter & Percy 1987).  
 

Silayoi and Speece (2007) argue that most FMCG are low involvement products, and emphasize 
the importance of packaging elements for such products. Often the package becomes the product 

when the involvement is low, because impressions formed during initial contact can have a lasting 
impact. Silayoi and Speece (2007) define two categories of packaging elements that are important 

for consumers purchase decision when involvement is low; visual and informational packaging 
elements. Visual elements are defined as graphics and shape/size of packaging, and are related to 

the affective side of the decision process. Informational elements are consists of information 
provided and technologies used in the package, and are usually related to the cognitive side of 

decisions (Silayoi & Speece 2007).  

 
To simplify this study the focus will be on examining change of package design on low involvement 

FMCG, with both positive and negative motivational factors. Considering the individual differences 
in level of involvement, low involvement is here defined as where the involvement in the purchase 

decision is likely to be low for most consumers. 
 

The literature review related to the fundamental concept of branding reveal that change of 
packaging design is highly relevant for brand management. Change in packaging design can have 

great impact on the brand equity of a product, and can contribute to changing consumers’ beliefs 

about a brand. However, the past section to a lesser extent gives implications of how a packaging 
design should be changed in order to achieve the ultimate brand equity. Thus, the next section is 

based on review of literature specifically related to package design, and elaborates on how change 
of the different packaging components can affect consumers’ perception of the brand.  

 
2.2 Packaging design 
Ampuero and Vila (2006) define a package as “a container that is in direct contact with the product 
itself, facilitating handling and commercialism, and protecting, preserving and identifying the 

product”. Package design can be defined as the various elements chosen and blended into a 
holistic design to achieve a particular sensory effect (Orth & Malkewitz 2008). It has also been 
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described as a linking of form, structure, colors, material, imagery, typography and regulatory 

information with design elements that makes a product suitable for marketing. Packaging has the 
purpose to function in the marketplace as to contain, protect, transport, dispense, store, identify 

and distinguish the product. Furthermore, its main goal is to fulfill marketing objectives by 

successfully reflecting the brand’s personality and function, which can lead to sale. The product 
package is claimed to be the most visible point of attraction for the consumer in a point-of purchase 

situation, and has the power to create desire (Kauppinen-Räisänen 2014; Klimchuk & Krasovec 
2012). Packaging is often referred to as the silent salesman and the combination of packaging 

elements function as a visual sales negotiator at point-of-purchase (Ampuero & Vila 2006; McNeal 
& Ji 2003).  

 
2.2.1 Change in packaging design 

Morgenson (1992) suggests that packaging changes are usually introduced every 3-5 years. When 
changing packaging design of a product, there are a lot of factors that need to be taken under 

consideration. Garber et al. (2000) point out that there are three factors to be considered when 

creating a new package; brand identification, package comprehension and package novelty and 
contrast.  

 
Garber et al. (2000) state that brand identification is related to the consumers’ capability to 

recognize that a package belongs to a specific brand. Color, shape, logo and typography can be 
determining factors that characterize the particular brand’s package. In changing the package of a 

product, the marketer should make sure to keep the main characteristics for identification. If the 
features are changed too much, the consumers might find it difficult to find the brand, thus reducing 

purchase probability. To avoid this, changing the package gradually is an option in order for the 

consumers to get used to the new changes. However, this is only true for products that are already 
familiar to the consumers (Garber et al. 2000).  

 
Package comprehension is related to the meaning that the package communicates to the 

consumer, and is also connected to brand equity. In addition to triggering associations with the 
consumers, it can communicate factors such as attributes, benefits, promotional offers and 

ingredients. The associations with the consumers can refer to factors as product quality, usage, 
performance characteristics and past experiences with the product. These associations can be 

triggered through elements such as logo, size, shape, color and graphics  (Garber et al. 2000).  
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Garber et al. (2000) explain that when designing a new package, the marketer can make use of the 

existing visual practices that are already established by the other existing brands. Another 
approach is to create concepts that are completely new within the category. Package novelty and 

contrast means to what degree the package is able to stand out from its visual surroundings, by 

utilizing a new appearance and design. This novelty and degree of difference is connected to 
comparisons with other brands on the shelf and consumer’s expectation and experience (Garber et 

al. 2000).  
 

Looking at the three goals when designing a new package, it is obvious that they may conflict. 
Redesigning the package with few changes might make it easy for the consumer to identify the 

brand and reflect the established equity, but the marketer might loose the opportunity to attract new 
customers (Garber et al. 2000). This notion is also supported by Schoormans and Robben (1997) 

and Genco et al. (2013). There has to be a trade-off between novelty and familiarity in order to 
create a package design that will be accepted by the consumers. Strong deviations can lead to 

high attention, but can also result in an unacceptable package (Schoormans & Robben 1997). This 

is further elaborated on in 2.3.3 Attention, awareness and consciousness. 
 

2.2.2 Color 
Research by Labrecque and Milne (2012) demonstrates that there is a relationship between color 

and brand personality. Color affects consumer perception, and how the brand personality is 
perceived. This means that brand personality and perception can be changed by changing 

package color (thus creating a target personality), and that marketers can use this to strategically 
change purchase intent. As color contributes to brand identity, recognition and image, loyal 

consumers that feel a connection to the brand’s visual identity may express a negative response 

when the packaging color changes. Characteristics to the color like hue, saturation and value affect 
brand personality, which in turn affects the consumers’ perception of the brand. Labrecque and 

Milne (2012) connect associative learning to the perception of a brand’s personality, as the color 
(hue, saturation and value) activates color associations through referential meaning and affects the 

perception of brand personality.  
 

Grossman and Wisenblit (1999) apply an associative learning framework in order to get an 
understanding of consumers’ color choices and preferences. Associative learning, which can be 

connected to classical conditioning, has been found to influence color preferences for products. 
Through experience consumers create associations, which is the foundation for learning color 
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preferences for particular products. This means that a consumer can favor a color because they 

connect it to a positive experience, or they favor a color because they learn through the associative 
learning process that specific colors are appropriate for specific products. The latter can be 

determined by such factors as culture. Madden et al. (2000) confirm that culture should be taken 

under consideration across different markets, as perception can vary according to culture. Both 
Grossman and Wisenblit (1999) and Labrecque and Milne (2012) support the notion that 

consumers have distinct color preferences for different product categories.  
 

When it comes to psychological effects of color, marketers have used the association of warm 
colors and arousal, and cool colors and calmness (Grossman & Wisenblit 1999). However, the 

consumers’ own associations can disagree with this common perception thus showing that color 
can have an arousal and an evaluative element (Crowley 1993). Kauppinen-Räisänen (2014) 

indicates that associative learning also explains the link between color and product quality. This 
indicates that color preferences and meanings are learned and has the possibility to change. In 

determining colors for products, the marketer gets an advantage by unveiling the consumers’ color 

associations in order to understand the emotional component of color. This theory also gives the 
marketer an opportunity to create meaning for a certain color, or an entire image connected to that 

color  (Grossman & Wisenblit 1999). As colors can be connected to meaning, it is important to be 
aware of what a package color is indicating to a customer and what it can be associated with. 

Colors can also help communicate product attributes, and can be connected to the consumers’ 
past experience. In changing color of an already existing product, Grossman and Wisenblit (1999) 

state that it is important for the marketer to change the previous association by using the principles 
of classical conditioning.  

 

Research shows that color plays an important part in consumer choice. Kauppinen-Räisänen 
(2014) presents a framework that shows which color functions that affects brand choice at point-of-

purchase. Colors attract attention either through voluntary or involuntary attention. This affects the 
aesthetics based on attractiveness of the color (color preference) and meanings related to the 

brand (brand communication), which in turn affects brand choice. Kauppinen-Räisänen (2014) 
state that one of the biggest challenges when designing a new package design is to create a 

packaging design that stands out and communicates something meaningful, but is familiar enough 
for the consumer to recognize. Garber et al.  (2000) also stress the importance of how packaging 

color affects consumer choice. Color affects the consumers’ ability to identify the brand, meaning 
communicated by the package and the package novelty and contrast. Their findings suggest that 
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non-loyal shoppers can enhance their brand consideration when the packaging color is changed. 

In small and stable product categories, it was found important that the meaning and changed 
packaging were reflecting the brand’s original positioning. In highly competitive categories, novelty 

was more important than consistency of meaning. However, the research also showed that if a 

brand has a large base of loyal customers, it can be wise not to alter the packaging or just do 
minor changes. Larger changes could cause a reduction in brand identification and also cause 

confusion. Finally, it was discovered that a change in packaging color could increase category 
search (Garber et al.  2000). 

 
2.2.3 Shape 

The purchase decision of FMCG is a complex process that involves many different factors, 
including sensory and non-sensory characteristics. Ares and Deliza (2009) argue that the sensory 

characteristics of a product are not enough to meet consumers’ requirements in the context of 
today’s highly competitive and fast moving market. There are several non-sensory factors that play 

a very important role in determining consumers’ purchase decisions, such as packaging, brand and 

price. Ares and Deliza (2009) suggest package shape, as well as color and design of a label to be 
the most relevant package features for consumers’ purchase decisions.  Chen et al. (2004) also 

argue that shape and color are key elements of a package that contribute to the emotional 
experience. Additionally, it suggest that shape can be a dominating feature for brand identity when 

colors are used to differentiate products, and when a similar color scheme has been adopted by 
several brands. For example, both Dove and Nivea use a blue and white color scheme, and 

differentiate themself through different geometric shapes. The geometric shape of a package is a 
key factor in the delivery of a product to consumers. When package shape changes, it is a crucial 

task to preserve brand identity, either to deliver similar stylistic designs, or to completely change 

the original one (Chen et al. 2004).  
 

Bloch (1995) argues that the physical form or design of a product is the unquestioned determinant 
of its marketplace success, and suggests a model of consumer response to product form. The 

model proposes that product form determines psychological response, which is moderated by 
individual characteristics and situational factors. The resulting psychological response can be 

divided into cognitive and affective responses, which in total leads to behavioral responses in form 
of either approach or avoidance (Bloch 1995). 

 
Several studies show that package shape can affect the consumers’ judgments of product volume. 
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Folkes and Matta (2004) suggest that packages with shapes perceived as more attention attracting 

are perceived to contain greater volume of a product compared to similar sized packages that 
attract less attention. This is explained as a “mental contamination” from the difference in attention 

that leads to judgments of difference in volume. The bias holds for different containers, contexts 

and products of varying desirability. The volume judgments are increased for packages that contain 
desirable products, and mere exposure to an unusual container that attracts attention can reduce 

the effect (Folkes & Matta 2004). Wansink and Ittersum (2003) show that elongation of shape 
positively influences perceived size of a package. Their study showed that consumers poured and 

consumed more in shorter glasses than in taller glasses, because short glasses were believed to 
be smaller. Yang and Raghubir (2004) demonstrate the same and suggest that elongated 

containers are perceived to contain more. This also holds for frequently purchased products, where 
package labels mention the actual volume of the container. Additionally, in the context of multi-unit 

purchases, a smaller quantity of units is purchased if the package is more elongated (Yang & 
Raghubir 2005).  

 

The perceived size of the package is also related to consumption volume. Wansink (1996) suggest 
that the larger the package size is, the more of the product the consumer will use. The study shows 

that consumers believe larger packages are less expensive compared to smaller packages and 
therefore the consumption of such product are higher. Increases in package size only increases 

product usage when accompanied with decreases in perceived unit costs. This only account for 
some products, as there is a diminishing, or even negative return to using a larger volume of some 

products (Wansink 1996). 
 

Additionally, package shape gives a perception of the taste of food products. A design is 

considered good when the taste of the food matches the packaging shape (Wang et al. 2008). 
Many studies have demonstrated that people match a variety of tastes, aromas, and flavors cross 

modally to other sensory features of products such as shapes, names, and speech sounds 
(Velasco et al. 2014). Velasco et al. (2014) suggest that sweet tastes are better expressed by 

means of soft, rounded package shapes, while sour tastes are better expressed by means of more 
angular package shapes.  

 
2.2.4 Image 

Images are often used as a successful package design tool as they are considered more efficient 
than other elements (Underwood et al. 2001). They are found to have greater effect on influencing 
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evaluations about a product (Chrysochou & Grunert 2014), and stronger effect on emotional 

responses (Lang et al. 1993), including unconscious responses (Larsen et al. 2003). The validity of 
images as most efficient design element was proven by the recent research by Liao et al. (2015). 

The study proved that images have the largest effect on the intensity and valence of emotion 

compared to the two other major package design elements; color and typeface. The results are 
consistent with earlier research that suggests packaging picture plays an important role in 

consumers’ emotional experience of the brand (Liao et al. 2015).   
 

Images can be illustrative, photographic, or illustrate the shape of icons or symbols. Most recent 
studies related to images as a package design element are focused on pictures or illustrations of 

the product itself. Underwood et al. (2001) studied the attentional effects of incorporating a picture 
or illustration of the product on the packaging of the product. The study showed that package 

pictures increased shoppers’ attention towards the product. Although, the results are depending on 
two factors, brand familiarity and experiential benefits. Package pictures only increased attention 

for low familiarity brands, which is argued by the rationale that consumers generally use extrinsic 

cues when they have little or no experience with the product. In addition, the increase in attention 
was greater for products with experiential benefits compared to products with less experiential 

benefits (Underwood et al. 2001).  
 

Underwood and Klein (2002) propose a model demonstrating package picture effects. The 
decision of whether to use packaging pictures results in an outcome of consumer responses. The 

consumer responses can be divided into attitude towards the package, brand beliefs and brand 
evaluations. The outcome is moderated by the variable of brand familiarity, whether the familiarity 

is high or low (national brand vs. private label brand). In their research, Underwood and Klein 

(2002) examined the impact of pictures on product packages on consumers’ belief about the brand 
and evaluation of both the brand and package. The results demonstrate that displaying a picture of 

the product on packages could change brand beliefs, as it communicates information about the 
brand. Consumers who placed the most importance on these beliefs had better evaluation of the 

brand itself. This indicates that consumers use packages as an extrinsic cue, to infer intrinsic 
product attributes. In addition, consumers reported a more positive attitude towards the package 

itself when it included a product picture (Underwood & Klein 2002).  
 

Several studies have been conducted concerning the placement of pictorial elements on product 
packages. Considering that most purchase decisions are made at point of sale, quick recognition is 



Change in packaging design  10.07.2015 

 24 

highly important in the decision process when products are scanned at point of sale and the 

perception is rapid. Research in psychology on brain laterality, has proven that perception of words 
and images are not symmetrical. Under conditions of rapid perception, words are recalled easier if 

they are perceived from the right-hand side of the consumer, whereas pictorial cues are perceived 

easier from the left-hand side (Rettie & Brewer 2000). This can be explained by the laterality of the 
brain. The left hemisphere specializes in semantic categorization and comprehension, processing 

and recognition of verbal information, while the right hemisphere specializes in imagery, visuo-
spatial skills and comprehension of pictorial elements (Otterbring et al. 2013). Rettie and Brewer 

(2000) provide evidence that in order to maximize recall, the elements should be placed reverse. 
Words should be placed on the right-hand side of packages, and pictorial elements on the left-

hand side. These results confirm the asymmetry of perception of elements on packaging (Rettie & 
Brewer 2000).  

 
Silayoi and Speece (2007) provide conflicting evidence compared to Rettie and Brewer’s (2000) 

western research, with their research from Asia. Silayoi and Speece (2007) suggest words to be 

more efficient on the left, whereas pictures are more efficient on the right. This can be explained by 
substantial evidence of research proving that thought patterns are different in Asia and Western 

(Silayoi and Speece 2007). Otterbring et al. (2013) offer support to Silayoi and Speece (2007) and 
provide conflicting results with Rettie and Brewer (2000). Although, they imply recognition and 

recall are based on separate cognitive processes. According to Otterbring et al. (2013), words are 
recognized fastest when they are located on the left side of a package, whereas pictorial elements 

are recognized fastest when they are located on the right side.  
 

Moreover, recent research have provided evidence that placement of packaging pictures can 

influence product impressions and brand evaluations. Van Rompay et al. (2013) found evidence 
that images placed in the top-left region induces lower estimates of package weight compared to 

location in the bottom-right. This is argued for by the fact that heights are associated with lightness, 
and bottoms are associated with the effort of going up with heavy load. Packages with pictorial 

elements placed at the bottom-right where also considered less active, since heavy objects often 
are more static and less active (Van Rompay et al. 2013).  

 
2.2.5 Logo and typography 

In order to keep brands modern and current, rejuvenation is one of the solutions (Müller et al. 
2013). Keller (2003) stresses the fact that the logo of a brand is the most powerful brand element 
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as it affects both brand knowledge and brand equity. Müller et al. (2013) suggest that brand 

managers should be careful when modifying the logo of a brand. When changing or modifying a 
logo, companies need to remember that the consumers still refer to the last version of the logo. 

Keller (2003) argues that too drastic change can cause irritation among consumers, or ruin the 

image that has been created through previous efforts. Walsh et al. (2010) claim that changing 
elements of a logo through redesign can cause negative effects on strongly committed consumers 

and cause lower brand attitude, while weakly committed consumers view them positively and have 
a higher brand attitude. Researchers have suggested incremental changes to the logo as the best 

solution, with regards to the degree of newness to the logo (Müller et al. 2013). However, Keller 
(2003) argues that too little change can cause the consumer to not be aware of the changes and 

make the rejuvenation miss its purpose. This implies that also Keller is aware of the balance 
between too much and too little change in package design, but does not suggest how this balance 

should be achieved.  
 

Müller et al. (2013) analyze how the degree of logo change and logo attitude affects brand 

modernity, brand attitude and brand loyalty. The results from the study show that logo change 
affects perception of modernity, and that brand modernity is higher after introducing both a similar 

and dissimilar logo. This implies that radical changes are not necessarily destructive for the brand.  
Furthermore, it was found that the significance of perceived similarity between a previous and a 

changed logo is weaker than presumed. Müller et al. (2013) claim that there are no reasons that 
should prevent a brand manager from changing their logo radically, as long as the changes do not 

affect brand attitude. Research also shows that both logo complexity and logo appropriateness 
have no effect on logo attitude. When changing a logo the brand manager should only be 

concerned with logo attractiveness and logo familiarity, as these are the only two factors that 

affects logo attitude. Finally, Müller et al. (2013) confirm that logo attitude strongly influences brand 
modernity and brand attitude, and that these factors affects brand loyalty. Therefore, it is important 

to control a logo change that affects logo attitude, as brand loyalty is an important competitive 
advantage. 

 
Despite the fact that research implies that rejuvenating the logo might have positive effects, there is 

little theory on how to modify logos (Müller et al. 2013). However, research by Henderson and Cote 
(1998) presents specific guidelines for selecting or modifying logos. Traditionally, a good logo 

should be meaningful, create positive affective reactions and be correctly recognizable, meaning 
that the consumer remembers seeing the logo. This is opposite from false recognition which 
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means that the consumers thinks they have seen it, but they really have not. Henderson and Cote 

(1998) state that defining a “good” logo relies on the situation and the set objectives for the specific 
logo. Furthermore, they present three different strategic logo objectives. The first one, high-

recognition logos, are those chosen to create high correct recognition, low false recognition and 

high positive effect. Low investment logos are those chosen to give false recognition and positive 
affect, while high image logos are selected to give strong positive affect without the effect of 

recognition (Henderson & Cote 1998). In selecting or modifying a logo, the company needs to 
consider image and direction (Phillips 1978). Also, it needs to consider the goals for the logo, the 

budget and identify constraints (Henderson & Cote 1998). 
 

Müller et al. (2013) state that it is important to modify logos, and be aware of the effects of 
changing the color, shape and typeface. Wang and Chou (2011) claim that logo typography 

emphasizes the importance of adjusting the font with regards to the packaging. The design of the 
logo typography influences consumers’ findability and their ability to recognize the target packaging 

among the selection of products at a distance. When dealing with packaging with different arched 

surfaces, the type of typography affects the product’s findability and should therefore be adjusted 
according to the packaging’s proportions  (Wang & Chou 2011).   

 
2.2.6 Visual appearance 
The literature review on package design has so far elaborated on specific packaging elements in 

isolation to one another. However, it is important to understand how these different elements 
interact and how they collectively create the visual appearance of packaging design and influence 

consumer perceptions.   
 

Research by Winkielman et al. (2006) suggests that people prefer prototypical stimuli over the 

more unusual types of stimuli, and that fluency contributes to this preference as it is connected to 
positive effects. Fluent processing is in other words important with regards to attractiveness 

judgments. This notion is also supported by Reber et al. (2004). They claim that the more fluently 
the perceivers can process an object, the more positive is their aesthetic response. The degree of 

fluency depends upon factors such as form, symmetry and figure. Processing fluency generates an 
affective response, which affects judgments. Fluency is also moderated by expectations and 

attributions (Reber et al. 2004).  
 

Wang and Chou (2010) describe which visual elements in package design that communicates 
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messages to the consumer, and help them to comprehend product contents. Their research 

indicates that consumers use more than two visual elements to comprehend the message of 
packaging. Wang and Chou (2010) present seven modes of comprehension. Typography + 

illustration is the best mode of comprehension, while typography + product shape and product 

shape + illustration are secondary modes. The rest of the identified modes include typography, 
illustration, product shape + color and product shape. This research shows what elements of the 

packaging that influence the consumers’ buying decision. The influential design elements that 
contributed to comprehension of the products were typography (brand name, product name), 

product shape (packaging shape), illustration (image) and color (color association) (Wang & Chou 
2010). 

 
Research by Van Rompay and Pruyn (2011) indicates that since each visual element of a 

packaging design implies a symbolic meaning, it is important to have visual congruence when it 
comes to packaging design. This is in order to influence perceptions of brand credibility, brand 

aesthetics and brand value. Their findings for instance show that congruency between shape and 

typography, feminine typeface and feminine shape or masculine typeface and masculine shape, 
positively affects perceptions of brand credibility and price expectations. Also, the results show that 

consumers find congruent product variants more attractive, and therefore expect a higher price. In 
other words, design aesthetic value has the ability to increase perceived brand value. Visual 

congruency also facilitates processing (Van Rompay & Pruyn 2011).    
 

Ampuero and Vila (2006) state that packaging and its graphical elements like color, typography, 
shape, and images are important when communicating brand personality. Their research 

elaborates on understanding consumer perceptions and designing a product packaging correctly. 

In other words, in order to achieve the desired position in the consumers’ mind it is important to 
understand how consumer perceptions vary when it comes to packaging strategies. Seven product 

positioning strategies are presented, and each positioning strategy is connected to specific 
graphical elements such as color, typography, shape, and illustration. In order to achieve the 

desired perception in consumers’ minds, the graphical elements are combined in different ways 
(Ampuero & Vila 2006). Like previously mentioned, Orth and Malkewitz (2008) present five different 

types of holistic packaging designs that are related to consumer brand impressions and brand 
personality. These types are differentiated through specific combinations of packaging design 

elements. The five types of holistic designs are massive, contrasting, natural, delicate, and 
nondescript. These can be linked to consumer responses, and the type of design also 
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communicates brand impressions and brand personality. For instance, sincere brands should have 

natural designs, with e.g. natural colors, while exciting brands should have designs with contrasting 
colors (Orth & Malkewitz 2008).  

 

The literature review related to the fundamental concept of packaging design contributes to the 
understanding of how color, shape, image, and logo and typography affect the consumers’ 

perception of the packaging, thus their perception of the brand. It provides important implications 
for how change of the different components can be utilized to change consumers’ perception of a 

brand. Brand identification, package comprehension and novelty are found crucial to consider 
when redesigning a packaging. Hence, a trade-off between novelty and familiarity has to be made 

in order to create an acceptable package. In order to achieve more knowledge within how 
consumers consciously and unconsciously perceive a change in packaging design and how it 

affects their decision-making, the next section is based on neuroscientific research and elaborates 
on the fundamental concept of consumer behavior. 

 

2.3 Consumer behavior 
Consumer behavior can be defined as “the behavior that the consumers display in searching for 

purchasing, using, evaluating and disposing of products and services that they expect will satisfy 
their needs” (Schiffman et al. 2012). Schiffman and Wisenblit (2015) argue consumer behavior 

explains how individuals make decisions to spend their resources on goods that marketers offer for 
sale. Consumer behavior can occur both consciously and unconsciously, and this section 

elaborates on both specters through literature review of neuroscience. Related to the research 
question the focus throughout the section is on consumers’ perception and how it is influenced by 

change in packaging design. Additionally, the section finalizes with review of literature based on 

the consumers’ decision-making seen in context with consumers’ perception.   

 

2.3.1 Consumer perception 

Schiffman et al. (2012) define consumer perception as “the process by which an individual selects, 
organizes and interprets stimuli into a meaningful and coherent picture of the world”. Perception is 

all about consumers’ subjective understandings and not objective realities (Schiffman & Wisenblit 
2015). Consumers who are exposed to the same stimuli under the same apparent conditions might 

perceive the stimuli individually, as each consumer recognizes, selects, organizes and interprets 

stimuli highly individually based on their needs, values and expectations (Schiffman et al. 2012). 
Consumer perception can occur both consciously and unconsciously through respectively a 
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supraliminal and subliminal process. Stimuli are perceived supraliminally when consumers are 

aware of the stimuli. However, they might not be aware of its potential influence (Bargh 2002). 
Subliminal perception occurs when consumers are stimulated below their conscious awareness, 

which is when they perceive stimuli without being consciously aware of it (Schiffman et al. 2012). 

This study investigates both specters of conscious and unconscious perception related to 
packaging redesign. In order to achieve new insights within consumers’ supraliminal and subliminal 

perception of package design this concept is investigated through review of literature based on 
neuroscientific methodology.  

 
The application of neuroscience to market research is commonly referred to as neuromarketing, 

and has become an emerging branch of neuroscience in which researchers use medical 
technology to determine consumers’ reactions to particular brands, slogans and advertisements  

(Lee et al. 2007; Phan 2010). Lee et al. (2007) define neuromarketing as “the application of 
neuroscientific methods to analyze and understand human behavior in relation to markets and 

marketing exchanges”. Incorporation of neuroimaging into the decision process research has 

increased the hope that neuroimaging technology can reveal consumer preferences that are 
unobtainable through traditional methods. This is based on the assumption that respondents might 

not have the complete ability or willingness to articulate their attitude or prior behavior when asked 
to explain them, and that the brain contains hidden information about their true preferences (Lee et 

al. 2007; Ariely & Berns 2010). Neuroscience can help us understand the hidden elements of the 
decision process, such as where the value of product preferences comes from, and how it is 

influenced with factors like package design and brands (Nobel 2013).  
 

Previous research shows that 76% of US grocery shoppers make their purchase decisions in-store 

(Hannaford 2013). When a consumer approaches a shelf in a grocery or retail store, the consumer 
can easily be exposed to hundreds of different products and packages. The brands are competing 

for attention on the shelf, and additionally one brand might have several different product packages 
(Genco et al.  2013). Eye-tracking research shows that the time a product gets to persuade a 

shopper to buy it and change their behavior, takes just a single eye movement of 200 milliseconds. 
The brain is always looking for something simple, and is happiest when it finds what it is looking 

for. The objects that make a great visual expression satisfy the brain (Hannaford 2013). This 
indicates that package design is more crucial than ever. Neuroimaging has the ability to predict 

responses of products before they are marketed, as neuroimaging may generate insights into the 
product experience itself (Ariely & Berns 2010).  
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In the following sections a selection of the previous research done in neuroscience is reviewed, 

pertinent to understanding underlying processes involved with purchase decisions and how these 
are influenced by package design.  

 

2.3.2 Sensory 
Sensation is the immediate and direct response of the sensory organs to stimuli. A stimulus is any 

unit of input to any of the senses. Packaging can for example be a stimulus for sensation 
(Schiffman et al. 2012). Essential for understanding neuroscience is to understand sensation and 

which senses consumers have (Ramsøy 2013). Previous research indicate that the sensory 
components of a package design are important for how the product is perceived by the consumer, 

as these touch related characteristics can be transferred to the product itself. This especially 
affects some consumers, and should be considered when changing package design (Krishna & 

Morrin 2007). Additionally, it indicates that the visual perception of a product package itself can 
increase perceived product quality (McDaniel & Baker 1977). 

 

Peck and Childers (2003) have shown that high (vs. low) need for touch individuals are more likely 
to touch objects, use touch to gather information, and are more likely to form richer mental product 

representations that include haptic properties.  Krishna and Morrin (2007) developed a conceptual 
framework that suggests that haptic or touch-related characteristics of product containers may be 

transferred to the products itself through consumer inferences and evaluations. The research also 
suggests that not all consumers are equally affected by such irrelevant or non-diagnostic haptic 

cues from product containers. Individuals who tend to enjoy touching products are less affected by 
such cues due to their higher awareness of and ability to understand the potential impact of such 

cues (Krishna & Morrin 2007).  

 
Related to visual stimuli, McDaniel and Baker (1977) showed that negative packaging attributes 

could lead to higher perceived product quality, because better sealing is perceived to enhance 
freshness of the product. Morewedge et al. (2010) suggest mental representation alone can cause 

habituation to a stimulus, and reduce actual consumption of food products. Morrin and Ratneshwar 
(2003) researched the impact of scents and found the presence of pleasant ambient scents to 

improve consumers’ ability to recall and recognize brand names. Ramsøy et al. (2012) investigated 
the effects of sound stimuli, and found that unpredictable sounds engage an emotional response 

that negatively affects the first impression of a concurrently presented visual objective.   
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2.3.3 Attention, awareness and consciousness 

Plassmann et al. (2012) state that attention is the mechanism responsible for selecting the 
information that gains preferential status above other available information. Schoormans and 

Robben (1997) refer to attention as the momentary focusing of information processing capacity on 

a particular stimulus. Milosavljevic and Cerf (2008) claim that attention is not provided at all visual 
input, and that attention precedes awareness. Attention is like a bottleneck that only selects certain 

sensory inputs to reach visual awareness, due to a cluttered visual environment (Milosavljevic & 
Cerf 2008).  

 
Pieters and Wedel (2004) presents two different determinants of attention; bottom-up and top-down 

attention. Koch (2004) explains bottom-up attention as a selective type of attention that is rapid and 
automatic. Inherent features of the input like color or intensity influence bottom-up attention. It is 

also influenced by the degree of saliency (Koch 2004), and saliency filters identifies the most 
important information based on features of the visual input like color, luminance orientation, size, 

shape and movement. These features are characterized as low-level features, while faces, text and 

novelty are higher-level features (Plassmann et al. 2012).  Top-down attention is identified as a 
mechanism that is volitional, focal and task-dependent, and increases processing of the selected 

item (Koch 2004). Furthermore, top-down attention or control is dependent on both internal and 
external stated goals and expectations (Plassmann et al. 2012). Plassmann et al. (2012) explain 

that when for instance looking for a bottle of Coke, possessing of red arenas and that particular 
color will be enhanced during top-down attention. Bottom-up attention can be referred to as pre-

attention, while top-down attention can be referred to as focal attention (Milosavljevic & Cerf 2008).  
 

In addition to bottom up (saliency filters) and top down-attention (top-down control), Knudsen 

(2007) suggests that attention consists of two more components, namely competitive visual 
selection and working memory. Visual selection can be connected to bottom-up input, and it occurs 

when the most important information is chosen out of all the areas that are recognized as 
potentially important in preattentive scans (Plassmann et al. 2012). Glaholt et al. (2010) declare 

that gaze selectivity increases as the number of options and choices increases. Baars et al. (2003) 
argue that when it comes to visual consciousness, visual features are recognized in the ventral 

stream of posterior cortex. Feature-sensitive cells support visual observation of light, color, 
contrast, location, object identity, motion, and retinal size. In addition, small cells lesions have the 

ability to selectively eliminate such conscious properties. Furthermore, they suggest that conscious 
visual brain activities can affect the ones that are unconscious and vice versa. Finally, certain 
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prefrontal areas affect the selection of what enters consciousness (selective attention) and 

interpret it to regulate voluntary action (Baars et al. 2003). Research suggests that conscious and 
nonconscious input can affect consumer behavior, judgment and choice (Bargh et al. 2005). 

Baddeley (2010) define working memory as the system or systems that are assumed to be 

necessary in order to keep things in mind while performing complex tasks such as reasoning, 
comprehension and learning. Working memory is the foundation for decisions, planning of behavior 

and also controls top-down attention signals. Attention and working memory are closely connected, 
and working memory represents the object of attention (Knudsen 2007). 

 
Consumers tend to make rapid choices at for instance a supermarket shelf, and evaluate brands 

that have different reward value such as taste and different visual properties like color or brightness 
(Milosavljevic et al. 2012). Milosavljevic et al. (2012) explain that visual properties of stimuli 

influence visual attention, and attention influence choices. As a consequence of this, Milosavljevic 
et al. (2012) suggest that there is a potential visual saliency bias in choices. The research indicates 

that at rapid decision speeds, visual saliency has more influence than preferences. This bias tends 

to increase with cognitive load and it is very strong when consumers lack strong preference among 
choices (Milosavljevic et al. 2012) 

 
Research by Piqueras-Fiszman et al. (2013) suggests that particular elements of the packaging 

design can be utilized in order to drive attention towards a specific element. By using an unusual 
visual packaging feature on jam jars, Piqueras-Fiszman et al. (2013) found that such an 

unexpected visual feature helped to spread the gaze and capture attention. This means that 
package elements can be used in order to generate attention towards that element. Furthermore, 

Clement et al. (2015) suggest that there is a link between attention, visual saliency and fixation 

duration. Fixation time is longer for objects that are inconsistent in the context of the scene. In 
other words, objects that are salient, with elements that visually stand out, are looked at longer 

(Henderson et al. 1999). This supports the statement of Schoormans and Robben (1997) that 
deviations in well-known stimuli attract attention, and that appearance of stimuli deviations 

influence how the consumer categorizes stimuli. An important prerequisite for information 
processing is the stimulus’ capability to attract attention. This can for instance be marketing stimuli 

or point-of-purchase stimuli  (Schoormans & Robben 1997). Characteristics of the stimuli that can 
cause responses are factors such as color, size and motion, in addition to the degree of complexity 

and novelty of the stimulus  (Stewart & Furse 1986).  
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When redesigning marketing practice stimuli, such as product or packaging, it is important that 

there is a trade-off between two important factors (Schoormans & Robben 1997). In their research, 
Schoormans and Robben (1997) state that there is a trade-off between the high attention getting 

value of discrepant stimuli, and their ability to transfer existing positive affects to new stimuli, that 

resemble the existing products or packages in the product category. In other words, their research 
showed that even though they were successful in generating the highest level of attention through 

a strong form of deviation, it resulted in the package not being able to fit in to the acceptable 
regions for the category. The deviations were too strong, and this resulted in an unacceptable 

package (Schoormans & Robben 1997). This is supported by research of Genco et al. (2013), as 
they elaborate on the battle between novelty and familiarity. In order for a new product to stand out, 

it is important that it draws involuntary attention at the point of sale, and that it signalizes the 
consumer’s goals. Even though certain package elements like colors (red, orange) and shapes 

have a natural way of attracting attention, distinctiveness is the key factor for on-shelf salience. 
The package has to stand out from the rest of the packages on the shelf. Thus, when measuring 

attention one cannot look at the package in isolation (Genco et al. 2013). 

 
2.3.4 Emotions and feelings 

Bagozzi et al. (1999) state that emotions are mental states of readiness that arise from appraisals 
of events or one’s own thoughts. Genco et al. (2013) explain that there is an important difference 

between the terms emotions and feelings. The terms are separated by the presence of 
consciousness. Conscious emotions are referred to as feelings, while emotions are characterized 

by being unconscious (affect). Feelings can be connected to objects, situations or moods (Genco 
et al. 2013). Ramsøy (2013) explains that emotions are neural and physical responses to inner and 

outer events. Feelings are the conscious experience of an emotional state. All emotions can be 

identified through dimensions such as arousal (excitement, activation and stimulation), valence 
(liking/disliking), and motivation (action orientation, approach/avoidance disposition) (Genco et al. 

2013). Findings by Laros and Steenkamp (2005) suggest that there are four basic positive 
emotions (happiness, love, pride and contentment) and four negative (shame, anger, fear and 

sadness).  
 

Somatic markers are memories of physical responses to previous experience, and help explain 
how emotions impact perception, evaluations, behaviors and decisions. The somatic markers are 

nonconscious affective states. They are generated and updated according to experience, and 
serves as a guide of how to react (Genco et al. 2013).  Genco et al. (2013) suggest that emotions 
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shape behavior indirectly through factors such as learning, anticipation (approach or avoidance 

behavior, judgments, actions, choices) and reflection. 
 

Genco et al. (2013) elaborate on the fact that emotional response to the product can be measured 

through the degree of positive emotional reactions, which can be triggered directly through such 
factors as shape, color, form, symbolism, and other factors. It can also be triggered indirectly 

through priming, processing or emotional markers. Pentus et al. (2014) claim that consumers these 
days are mostly in search of satisfying higher-order needs. The role of emotions and consequently 

product package design in buying decisions has therefore increased. Their research focuses on 
the importance of different package design elements, in order to create positive emotions with the 

consumer. It suggests that minor changes in design such as text elements on the package have an 
impact on consumer emotions (Pentus et al. 2014). Schifferstein et al. (2013) elaborate on the 

influence of package design on emotions in relation to food products. At the buying stage, most of 
the attention is directed at the visual features of the product package. When it comes to the 

emotional experience, research shows that the product experience is influenced by perception of 

sensory product properties, in addition to already existing beliefs and attitudes about the product 
(Schifferstein et al. 2013). Emotions can trigger attention as they are connected to motivation, and 

events that are emotionally charged are easier to remember no matter if they are positive or 
negative (Genco et al. 2013). Percy et al. (2004), suggest that people have emotional memories 

and feelings associated with brands. They state that by measuring emotional associations with 
brands, the manager has the opportunity to gain a deeper understanding of their brand and to 

create a good communication strategy (Percy et al. 2004). 
 

2.3.5 Wanting and liking 

Some scholars have distinguished between the conscious and unconscious motivational systems 
by separating the wanting and liking system (Ramsøy 2013). As consumers are exposed to several 

products, the different products will each have a motivational value. Plassmann et al. (2012) argue 
that motivational value represents the interaction of experienced and predicted values. 

Experienced value is based on the pleasure derived from consuming the brand. The predicted 
value of a brand is the consumers’ belief about the future experienced value of the brand. Previous 

research has contributed to a better understanding of value processing in the brain by 
distinguishing between wanting and liking (Plassmann et al. 2012). Ramsøy (2013) describes the 

wanting system as the motivational system that occurs unconsciously, and involves the operations 
of a separate, deep brain system. Wanting refers to consumers’ motivation to obtain a given 



Change in packaging design  10.07.2015 

 35 

reward, through for instance increased effort. Conversely, the liking system is the motivational 

system that operates consciously and is reflected in consumers’ verbal expressions. Liking refers 
to consumers’ experienced value (Plassmann et al. 2012). These findings suggest that package 

design can function as motivational factors for brand preference both unconsciously and 

consciously, through the wanting and the liking system. This should be considered when studying 
consumers’ perceptions of change in package design.  

 
Consumer choice is full of examples where the consumers’ wanting is inconsistent with their liking. 

Hannaford (2013) discovered that an “approach-avoidance” occurs in the sweets and chocolate 
aisle, and that the shoppers sought out their favorite sweets even though they had decided not to 

buy it. This is a tell tale sign of consumer motivation, and describes how consumers unconsciously 
want something different from what they would like. The liking system is the only system 

consumers have conscious access to. The wanting system can be seen as the consumers’ hidden 
preferences that they are not able to verbally express when asked. Through neuroscience the 

hidden mental value operations of the brain can be explored, in order to understand the wanting 

system of consumers (Ramsøy 2013).  
 

2.3.6 Memory and learning 
Memory is a broad term covering a whole plethora of different functions and processes, which have 

different kinds of access to prior learning. A brand is a concept stored in memory within a network 
of associations. The brand can be seen as a node in this network, linked to a variety of other 

nodes, such as its package design. These nodes together make up the brand associations of the 
brand (Ramsøy 2013). 

 

Chessa and Murre (2007) introduce a mathematical model of memory, learning and forgetting, 
namely the memory chain model. The memory chain model is based on two concepts. The first 

concept suggests that a memory is encoded as a number of representations during exposure. The 
representations might be activated over time by a memory cue, for instance by a category need. 

The second concept is built upon the indication that memories are stored in one or several parts of 
the brain, which can be defined as memory stores. In each memory store it can occur a memory 

decline or loss process, and an induction process, where the representations are transferred from 
one store to another. Through induction by activation, a memory can be strengthened in a second 

store (Chessa & Murre 2007). 
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The memory chain model is presented as a four-stage process where memory and retention are 

formalized. In the encoding stage, the representations obtained after exposure are encoded and 
stored in the first memory store. Memory representations could be seen as the relevant details or 

features of a brand or product package. At the storage stage, the representations can decline or be 

induced. A decline process is activated, by for example the overwriting of other learned items. The 
memory representations may also be transferred to a second store, where they form a new point 

process. In the retrieval stage, memories are searched for evidence in a recall test. Stores can be 
searched for simultaneously or sequentially, which both have the equal recall probability. The 

fourth stage, recall, is described as a decision process that relates retrieval to recall. The recall can 
occur if a memory store exists with at least one cued representation (Chessa & Murre 2007).  

 
Plassmann et al. (2012) also argue the decision process is highly influenced by the consumers’ 

memory of previous exposures to the brand. Brands associate themselves with experiences, which 
increases retrieval and recognition. These experiences can be personal, experienced through other 

people seen in commercials, or through word of mouth. Plassmann et al. (2012) describe 

remembered value as how different brand associations are encoded, consolidated, and retrieved in 
the consumers’ memory. Parts of these processes can occur on a nonconscious level. 

Remembered value consists of both explicit memory and implicit memory of prior consumption 
experience. The distinction between explicit and implicit memory is crucial for understanding 

memory in neuroscientific terms (Plassmann et al. 2012). Explicit memory is declarative and 
accessible memories. These are the memories consumers are able to express when asked about 

it. Conversely, implicit memories are unconscious and inaccessible. These memories influence the 
consumers’ behavior even when they are unaware of their influence, and even the memories’ 

existence (Plassmann et al. 2012; Genco et al. 2013). Explicit memory is improved with attention, 

whereas implicit memory can influence in the absence of attention. Additionally, explicit memories 
must be refreshed regularly to avoid being overwritten by new memories, while implicit memories 

can be much longer lasting without reinforcement (Genco et al. 2013).  
 

Several studies have found evidence for a strong link between memory and brand preference 
(Plassmann et al. 2012). McClure et al. (2004) showed consumers to have higher preference for 

Coke than Pepsi, and discovered the recruitment of emotion and affect related areas of the brain 
when the respondents where told they were drinking Coke. Tom et al. (2007) state that memory 

can affect preference of an object through mere exposure, as the mere exposure effect increases 
object preference by increasing consumer exposure to an object. The mere exposure effect occurs 
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when either one or several exposures of a stimulus results in positive affective reactions to the 

stimulus. It can even increase object preference when the process is nonconscious. Additionally, 
Tom el al. (2007) found subliminal exposure to produce stronger mere exposure effect than 

supraliminal exposure. Pessiglione et al. (2008) found evidence that instrumental learning can 

occur without conscious processing of contextual cues, as the brain can learn their reward value 
and use them to provide bias on decision-making.  

 
These findings indicate that package design familiar to the consumers might be preferred over new 

package design, as they have been frequently exposed to an existing package design. This should 
be considered when changing package design, as a major change might fade the attained memory 

representations, as they cannot be recalled easily, and consequently decrease brand preference. 
 

2.3.7 Decision-making 
When it comes to the theories connected to decision-making, analytical processes have been 

emphasized as a means of guiding choice behavior. Nonetheless, decision-making is also 

influenced by intuitive and emotional factors (De Martino et al. 2006). It has been suggested that 
decision-making is the result of integration between emotional and cognitive processes. Emotions 

are connected to creation of motivational states and valuation of decision choices, while cognitive 
processes are connected to information processing functions like memory, executive function, and 

action selection (Ramsøy & Skov 2010).  Research by Lee et al. (2009) indicates that greater 
reliance on emotional reactions during decision-making is associated with greater preference 

consistency, and less cognitive noise. In addition, the research shows that products that cause 
strong emotional responses have a better chance at yielding reliable and stable preferences (Lee 

et al. 2009). 

 
However, when the available information is incomplete or too complicated, humans tend to put 

their trust in simplifying heuristics or rules of thumb, rather than extensive processing when making 
a decision (Gilovich et al. 2002). Also, Deppe et al. (2007) argues human cognitive decisions can 

be strongly susceptible to the manner in which options are presented. In other words, decision-
making can highly be affected by how choices are presented. This is identified as the framing 

effect. Furthermore, Deppe et al. (2007) claim research shows that framing-induced judgment 
biases are linked to emotional information integrated to the cognitive-decision process.  De Martino 

et al. (2006) elaborate further on the framing effect, and suggest that it is a violation of human 
rationality, based on standard economic descriptions. The decision-making process can often be 
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looked upon as a conscious and clear process. However, research suggests that consciousness is 

limited during decision-making (Ramsøy & Skov 2010). Choices that consumers make are 
influenced by goals that are unconscious. These goals exist outside the awareness of the 

consumer (Chartrand et al. 2008). 

 
In order to get a better understanding of consumer decision-making, Plassmann et al. (2012) 

present a consumer decision-making framework that is based on previous studies in consumer 
psychology and studies that are related to neuroscience of branding. The framework presents four 

stages that are necessary for creating brand preference over time. The first value signal that is 
important for brand decisions is referred to as representation and attention. This means that the 

first process in making a brand decision involves identification of choice set and saliency of 
options. In other words, the consumers process information in order to identify possible choices, 

and attention selects the information with superior status. The second value signal is predicted 
value. This means that the consumers predict how much they will enjoy the brand. Three brain 

structures are involved when consumers evaluate predicted values; the striatum, the ventral medial 

prefrontal cortex, and the dorsolateral prefrontal cortex (Plassmann et al. 2012). Plassmann et al. 
(2012) connect predicted value to research about brand associations and favorableness. The 

experienced value is the third value signal, and reflects the enjoyment of the brand during 
consumption. It consists of valence and intensity of the consumers’ experience. How predicted and 

experienced value interact, is related to motivational value or incentive salience of a choice. Value 
processing is also connected to the concept of wanting and liking responses to stimuli. The fourth 

value signal of the framework is remembered value. This points at memory of brand liking, and how 
the liking of a brand and brand associations are encoded, consolidated and retrieved. 

Remembered value consists of both explicit and implicit memory of the consumption. Finally, all the 

stages are affected by learning, or more precisely the updating of brand associations (Plassmann 
et al. 2012). 

 
With regards to how package design affects the consumers in decision-making, Butkeviciene et al. 

(2008) state that packaging is the most important and the last communication tool which can reach 
the consumers, provide information, strengthen product positioning, and finally influence 

consumers’ decision making. The visual elements of the packaging have the ability to transfer non-
verbal information that can affect emotions. The informational elements that transfer verbal 

information influences the consumers’ cognitive orientation. As the package is an element of 
communication, it has the ability to affect the consumers’ decision-making process (Butkeviciene et 
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al. 2008). However, it is important to note that the degree of involvement influences what affects 

the purchase decision. Visual package elements have a higher degree of influence on the 
consumers when the purchase decision is low involvement (Deliya & Parmar 2012). In high 

involvement decision-making, emotional response in addition to economical and social risks plays 

a bigger part, as the perceived risks are higher (Grossman & Wisenblit 1999).  
 

Clement (2007) presents research regarding visual influence on in-store buying decisions and the 
visual influence of packaging design. Five phases of an in-store decision process are identified, 

and the first phase is called the pre-attention phase. This is when the packaging catches the 
consumers’ visual attention through the visual effect. In the succeeded attention phase, the effect 

of the visual features of the packaging makes an impact and develops in the consumers’ mind. The 
physical action phase describes the moment when the consumers stretch out their hand, also 

called the tipping point, which can result in a purchase. Here, the process has moved on to the 
information process phase. The final phase is the post purchase phase. This phase is crucial for in-

store purchase decisions, although bottom-up salience has a great influence on the visual process 

here. That means that the packaging design elements work as visual distracters (Clement 2007).  
 

The theoretical review related to the fundamental concept of consumer behavior provided an 
understanding of how consumers’ perception of change in the aforementioned packaging 

components can be explained. Recalling from the pillar of packaging design, it further explained 
how there needs to be made a trade-off between novelty and familiarity. The package has to 

enhance high attention getting value, but also needs to have ability to transfer existing positive 
affects from other products in the category. Furthermore, it reveals how brand preference can be 

explained through both conscious liking and unconscious wanting. The next section gives a more 

comprehensive summary of the most important findings from the theoretical review.  
 

2.4 Summary of theoretical review 
In this chapter it was reviewed primary literature that can be related to the theme change of 

package design by acknowledged academics and theorists. In the following section the theoretical 
findings from the literature review is summarized, trailed by an overview of the propositions found.  

 
The brand equity review reveals that packaging communicates brand personality through 

combination of visual elements that provide associations, and can be used to create the right 
consumer impression of the brand. Packaging also has a great impact on brand loyalty, as it tends 



Change in packaging design  10.07.2015 

 40 

to reinforce the relationship between the consumer and the brand. The review of literature related 

to the product life cycle suggests rejuvenation as a way to keep brands up-to-date. Brands can be 
revitalized through changing brand elements, such as package design. Package design is 

constituted by characteristics that highly influence its perceived meaning. Change of these 

characteristics would therefore change the consumers’ brand perception and contribute to 
rejuvenation of the brand. 

 
Most purchase decisions related to FMCG are low involvement decisions. There is then relatively 

little financial or psychological risk involved in buying the product, and consumers do not have to 
be completely convinced they are making the right decision. When the involvement is low the 

package often becomes the product itself, as impressions formed during initial contact can have a 
lasting impact. Visual and informational packaging elements are important when involvement is 

low, and respectively have an impact on the affective and cognitive sides of the decision process.  
 

Three factors are found important when changing package design. Brand identification should be 

preserved as it makes the consumers capable to recognize that the package belongs to a specific 
brand. Package comprehension can be utilized in order to connect the package with package 

characteristics already established in the product category, or create concepts that are completely 
new within the category. Finally, package novelty and contrast should be considered to make the 

package stand out from its surroundings. There should be made a trade-off between package 
novelty and familiarity in order to create a packaging that is likely to be accepted by the consumers.  

 
Change of package components was found to change consumers’ perception of the brand. 

Change of color can affect consumers’ brand perception, and perceived brand personality, brand 

meaning and brand attributes. This can result in negative response, as loyal consumers feel a 
connection to the brand’s visual identity. When package shape changes, brand identity must be 

preserved, as this is a key factor for consumers’ perception of the brand. Pictorial elements on 
packages are found to have great influence on evaluation, and both unconscious and conscious 

emotional responses. Displaying a picture of the product could change brand beliefs, as it 
communicates information about the brand. Logo is argued to be the most powerful brand element 

as it affects both brand knowledge and brand equity. Changing a logo could cause negative 
reactions, especially by strongly committed consumers and should therefore be changed through 

incremental changes. Consumers use more than two visual elements to comprehend the message 
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of packaging. Typography in accompany with illustration is suggested to be the best mode of 

comprehension.  
 

The review of literature related to consumer behavior indicated that at rapid decision speeds, visual 

saliency has more influence than preferences. However, there has to be made a trade-off between 
the high attention getting value of discrepant stimuli and their ability to transfer existing positive 

affects to new stimuli that resemble the existing products or packages in the category. Mere 
exposure and memory enhance preference. Therefore, existing package design might be preferred 

over redesigned packages, as consumers have been frequently exposed to it. Package design can 
function as motivational factors for brand preference both unconsciously and consciously, through 

the wanting and liking motivational system. The package is an element of communication and has 
the ability to affect the consumers’ decision-making process.  

 
2.4.1 Theoretical propositions 

Through the theoretical review it is derived 10 theoretical propositions summarized in Table 2.1. 

These propositions should be understood as a means to illustrate the main findings and elements 
found in the theoretical review. Furthermore, they serve as a basis for a comparison between the 

theoretical findings and the empirical findings in the discussion.  

 

 



Change in packaging design  10.07.2015 

 42 

 
Table 2.1 Theoretical propositions 
 
2.5 Dependent and independent variables 
A variable is simply an attribute that cases vary. The most usual distinction of variables is between 

independent and dependent variables, where the independent variable has a causal influence 
upon the dependent variable (Bryman & Bell 2011). The theoretical review identifies independent 

and dependent variables relevant for the further study of packaging redesign. The independent 
variable is related to the packaging redesign, and is defined as the degree of redesign. The degree 

of redesign is divided into three categories of no change, moderate package redesign, and 
extensive package redesign. There should be considered a distinction between the actual degree 

of redesign and the degree of redesign perceived by the consumers. Hence, it is necessary to 

investigate whether the actual degree of redesign correlates with the perceived degree of redesign.  

 

 
 

 
 

 
 

 
 

 
 
 
 
 
 
Figure 2.2 Model for understanding the affective variables on consumer perception  
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Furthermore, it is interesting to investigate how the change of package design influences the 

consumers’ perception of the brand. The dependent variables chosen to investigate consumers’ 
perception are reaction time (wanting and attention), liking, and memory. These factors are used 

as parameters for testing the independent variable and are illustrated in Figure 2.2.  

 
Reaction time is chosen as Clement et al. (2015) suggest that there is a link between attention, 

visual saliency and fixation duration. Also, fixation time is longer for objects that are inconsistent in 
the context of the scene. In other words, objects that are salient, with elements that visually stand 

out, are looked at longer (Henderson et al. 1999). This can indicate that reaction time is related to 
attention and the package’s ability to generate visual saliency above other competing objects in the 

environment, which is crucial in order to influence the consumers’ perception of the brand.  
 

Research by Winkielman et al. (2006) suggest that people prefer prototypical stimuli over the more 
unusual types of stimuli, and that fluency contributes to this preference as it is connected to 

positive effects. Fluent processing is important with regards to attractiveness judgments. This 

notion is also supported by research of Reber et al. (2004), as it claims that the more fluently the 
perceivers can process an object, the more positive is their aesthetic response. This could indicate 

that consumers use less time reacting to a packaging design that they are attracted to, as this will 
be processed more fluently. On the contrary consumers will then use more time reacting to 

something that is not considered as attractive, as the stimuli will be recognized as unusual and 
have a low degree of fluency. Considering this, measurement of reaction time can be crucial in 

order to identify consumers’ perception of the brand and identify the unconscious wanting. Liking is 
also interesting as it can be connected to conscious brand preference. By investigating the 

consumers’ conscious liking it is possible to fully understand preference towards a package design. 

The last dependent variable memory is chosen as it is related to the consumers’ ability to 
recognize and recall the product. Memory is interesting because it can increase brand preference 

through mere exposure, and is therefore relevant to investigate related to package redesign.  
 

In order to test and measure the independent variable’s casual influence upon the dependent 
variables an experimental design has been employed. It is the independent variables that are 

manipulated and controlled during the experiment. In other words, it is the independent variable 
that determines the results, which support the cause-and-effect relationship between the 

dependent variable. In section 4. Hypotheses, the hypotheses that are tested and measured 
towards the dependent and independent variables are presented. 
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3. Prestudy 
The theoretical review reveals that there exists much theory that can be related to packaging 

design. However, there is not much research dedicated directly to change of packaging design. In 

order elaborate on the challenges a brand faces when redesigning their product packaging and to 
achieve more knowledge directly related to the field, it was conducted a prestudy. The prestudy 

was conducted in an early phase of the investigation, as this provided new and deeper insight 
within the theme of packaging design. The prestudy entailed two semi-structured interviews. The 

first interview was of the Sales Director of Thise Mejeri, Mogens Hans Poulsen, as the company 
recently had gone through a massive redesign process for all their products. The second one was 

an interview with the Chief Designer, Timothy Jacob Jensen, from the design bureau Jacob Jensen 
Design, which collaborated with Thise Mejeri in the launch of the new product packages. This 

provided more knowledge and a practical understanding of how the process of redesign occurs 
within a company and how it occurs within a design bureau.  

 

3.1 Thise Mejeri 
Thise Mejeri was found highly interesting to investigate, as the company recently had gone through 

a redesign process of their visual expression. For their 25th anniversary Thise Mejeri decided it was 
time to make their graphical expression clearer. Through product development and product 

extensions over the years the product line had attained many different package designs, the brand 
lacked a strong and clear line in their visual expression. In collaboration with the Danish design 

company, Jacob Jensen Design, Thise Mejeri developed a graphical vision for how the products 
should appear in the future. Consequently, their slogan, logo and packaging had been drastically 

changed. Thise Mejeri went from a traditional colorful packaging design, with pictures of cows, to a 
very minimalistic design, with a clean typography and no illustrations in the front. Thise Mejeri’s 

packaging redesign could be seen as radical, and highly different from other brands in the product 

category (Thise Mejeri 2015). An example of the previous and new packaging design of the Thise 
Mejeri milk is illustrated in Figure 3.1 and Figure 3.2.   
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Figure 3.1 The previous packaging design of Thise Mejeri 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 3.2 The packaging redesign of Thise Mejeri 

 
3.2 Semi-structured interview 
Semi-structured interview is part of a qualitative strategy, which predominantly emphasizes the 

inductive approach to the relationship between theory and research, in which the emphasis is 
placed on the generation of theory (Bryman & Bell 2011). Through semi-structured interviews the 

researcher follows an interview guide, which gives the researcher a higher level of control. 
However, the semi-structured interview provides a flexible process as the interviewee has a great 

deal of leeway in how to reply. The emphasis is then on how the interviewee frames and 
understands the issues, that is what the interviewee perceives as important in explaining and 

understanding events, patterns, and forms of behavior. In qualitative research, the interview only 
provides meaning in terms of other interviews (Bryman & Bell 2011). It was therefore chosen to 

conduct two semi-structured interviews that are analyzed together.  
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3.2.1 Interview subjects 

The subject of the first semi-structured interview was Sales Director of Thise Mejeri, Mogens Hans 
Poulsen. On their webpage Sales Director Mogens Hans Poulsen was listed as a reference for 

further questions regarding their packaging redesign. Poulsen was contacted through the listed e-

mail, and fortunately responded quickly and positively to the request of an interview regarding the 
decision and process of the packaging redesign. The interview was scheduled to take place the 

corresponding Monday after through mobile phone.  
 

The second semi-structured interview was with the collaborating design bureau, Jacob Jensen 
Design. The interview with Jacob Jensen worked as a supplement for the questions that could not 

be answered by Thise Mejeri, and provided more knowledge of the process from the design 
bureau’s perspective. Through the listed email on Thise Mejeri’s web page, Rikke Nilsen was 

contacted. She functioned as the project leader and graphic artist on the project of redesigning 
Thise Mejeri’s packaging, and was listed as contact person for further questions. A few days after 

contacting the design bureau, a positive response to the request was made. Nilsen suggested the 

interview should be with Chief Designer of Jacob Jensen Design, Timothy Jacob Jensen. The 
interview guide was sent before the interview itself, so that they both could review the questions 

and contribute to the final answers. Jensen therefore answered the questions based on both his 
and Nilsen’s response. This interview was scheduled Tuesday the following week through a Skype 

videoconference in order to attain the best possible communication.   
 

3.2.2 Materials 
The material used to conduct the prestudy was a recording device, interview guide, a mobile 

phone, and a computer with Skype installed. The recording device was used in order to document 

the interviews, and to make transcripts of the conversations. The transcript of the interview is 
important, as it is necessary in order to perform a detailed analysis and to make sure that the 

subjects’ answers are documented in their own terms  (Bryman & Bell 2011). The interview guides 
were used in order to make sure that all topics and questions would be covered, and to have a 

somewhat structure to the interviews (Appendix 1 and 2). The interview guides was sent to the 
interview subjects in advance in order to give the subjects a chance to reflect over the questions, 

and to minimalize possible misunderstandings due to language difficulties. The first interview was 
conducted over the phone and the second over Skype, as this was convenient considering the time 

pressure and availability of the parties. However, it is important to mention that even though 
telephone interviews pose a number of advantages, it is not possible to observe the body language 
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of the subjects  (Bryman & Bell 2011). Ideally, both interviews should have been conducted over 

Skype, but Thise Mejeri was unable to use their videoconference equipment that day.  
 

3.2.3 Procedure 

The first interview was conducted by telephone from a private apartment to the office of Thise 
Mejeri. Iselin Hedenstad was the interviewer, while Camilla Slåtten made notes. The setting of the 

interview was quiet, and no distractions were present. After introductions, the interviewer started at 
the first question in the interview guide. Although there was an interview guide present, the 

interview was quite flexible and not all the questions followed the outline of the schedule, and the 
interviewee had room to choose how to reply. In addition, the interviewee was free to add any 

relevant information at the end of the interview. The Mogens Hans Poulsen gave detailed answers, 
and provided a great deal of valuable information. The interaction between the interviewer and the 

interviewee went well, except from some language difficulties, as the interviewer spoke Norwegian 
and the interviewee spoke Danish. All in all, the interview was successful and provided a lot of 

relevant and important insight into the process of redesigning the packaging of products in a 

company. The transcript of the interview is presented in Appendix 3.  
 

The second interview was conducted through a videoconference over Skype from the same private 
apartment to the office of Jacob Jensen Design. Iselin Hedenstad was the main interviewer, and 

Camilla Slåtten contributed as a second interviewer. The setting was quiet with no distractions. The 
interview was conducted equally to the first interview, as it was flexible and encouraged the 

interview subject to talk around the questions of the interview guide. Timothy Jacob Jensen 
provided comprehensive and valuable answers to the questions. The interaction went well, except 

from a few misunderstandings due to communication difficulties related to the videoconference, 

although this was cleared up during the interview. The interview all in all provided much relevant 
and interesting information beyond the insight achieved from the first interview with Thise Mejeri. 

The interview transcript can be found in Appendix 4.  
 

3.2.4 Discussion of results 
The framework for analyzing the data from the interviews is grounded theory, where data is coded 

into elements such as concepts and categories. In the analysis, open coding has been used in 
order to create categories of data. Here, data is conceptualized and categorized (Bryman & Bell 

2011). The collection of data can be connected to three different categories, namely branding, 
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packaging design and consumer behavior. Thus, the categories origin from the three pillars of the 

theoretical review.  
 

Branding 

According to Jensen, Thise never really had a clear marketing strategy, nor a design or 
communication strategy. Over the years, the number of Thise products had increased drastically, 

thus the number of designs had increased. Jensen described the former design as funny, but 
horrible and without consistency; “They have been all over the place, which actually made us smile 

with the cows and all the funny things. But these were horrible designs. So they didn’t really have, 
in my opinion, a design strategy or communication strategy. They did whatever they felt was fun on 

this day or that day”. Through the 25 years Thise had periods where the design was pretty close to 
be as clear as the new design, but without being conscious about it.  

 
Thise wanted to make it clearer that they are the company behind so many different products, and 

to make the brand more visible with more penetration power. This was their strategic goal when 

redesigning the packaging, as they have so many private labels for companies such as Irma and 
Coop. Also, they wanted to use the packaging design as a tool in order to differentiate themselves 

from competitors and to strengthen their position in the market. Together with Jacob Jensen 
Design, Thise held a workshop were they tried to find the essence of the brand, and identified the 

company’s distinctive features and DNA. Interviews of the employees and stakeholders were 
conducted in order to identify this. They also interviewed their biggest client Coop, Økologisk 

Landsforening, and other collaborators about their view and perception of Thise Mejeri.  
 

The results yielded that Thise is an ecological pioneering company characterized by the ability to 

create visions, to be uncompromising, to create strong relations and to make products with a high 
level of taste quality. The aim of the new design was to reflect those values and their DNA. By 

choosing a design that is overall not consistent with the rest of the category, Thise wanted to show 
that they are not mainstream, and to reflect the pioneer spirit of the company (the chosen color of 

the packages are however according to the product category). They wanted to do something that 
was surprising and different in order to position themselves as a company that does things their 

own way. In addition, they also wanted to generate publicity and attention around the brand and 
reach out to new generations of consumers.  
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Using the packaging as a tool in order to differentiate Thise and strengthen its position in the 

market reflects theory by Ampuero and Vila (2006), that claim that packaging design has the ability 
to position a brand, differentiate, and create brand identity. Schoormans and Robben (1997) 

explain the importance of making the package design fit into the boundaries of the category in 

order to create an acceptable package. They claim that it is also important to keep the main 
characteristics of the design in order to preserve brand identification. This reflects back to the 

discussion by Garber et al. (2000) that there has to be a trade-off between novelty and familiarity. 
Thise has however focused more on novelty and getting the high attention value through deviation, 

than to keep the characteristics and familiarity of the product.  
 

Package design 
As their products have had so many different types of designs, it has been difficult to see common 

characteristics, and that is one of the reasons why they decided to change the design. Previously, 
Thise made use of the same designer to design the product packages. Comparing the new design 

to the previous one, the previous design was a creative pool of different designs. It was also a lot of 

graphics on each package. When it comes to the question of how long the previous packaging 
design was kept, this was difficult to answer, as there has been an existence of so many sub-

brands in the company.  
 

The process for the development of the new packaging design has been long and thorough. A 
creative mandate was sent to the design bureau with references to the identified DNA of Thise. 

The mandate explained that Thise should signalize a pioneer spirit, ecology, and taste quality. 
Jacob Jensen Design argue the products are very differentiated in taste from other manufacturers, 

and wanted to reflect the premium quality on the inside the packaging on the outside of the 

packaging. Poulsen state that they wanted the design to reflect naturalness and simplicity. Thise 
describes the preferences for the new design more specifically as powerful simplicity; “We wanted 

something more simple. Our design had evolved to have many messages and graphical 
expressions on the packaging. We tried to make something that expressed calmness and 

simplicity. We call it powerful simplicity”. Jensen describes the typical situation when consumers sit 
by the breakfast table and all the elements, such as the table, porcelain and the dishes, are 

esthetic and beautiful, everything except the packaging of the FMCG. They wanted to make a 
design that was peaceful and esthetic in contrary to all the noise consumers usually are 

surrounded by during a day. Jensen suggests it is the simplicity that is powerful and says: “I just 
think when your eye and your brain get some peace - you know, it is like when you give a speech. 
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The most important when you give a speech – is the pauses. It is when you don’t talk. So I think 

this is what is does”. Furthermore Poulsen argue: “This design is incredible hushed but does not 
disappear completely compared to the other competing product, which swarm with colors, 

illustrations, pictures, and messages.  

 
Related to the change of the specific packaging components, Jensen argues the colors of the milk 

carton are based on the standard color codes in Denmark. It was natural to follow the color code 
and be much more consequent than before. Additionally, Jensen suggests the logo was not 

changed, but updated; “This typography goes back to 18th hundred something. It is just old, classic 
and solid. I think the subtitle is much more modern. So you have something from the past and then 

something that point into the future”. Jensen argues the old slogan used to be heavy and not very 
sexy; “Kompromisløs økologi”. There were a lot of proposes for the slogan, but the final decision 

fell on; “Thise - Lige til at spise. It rimes with Thise. It is banal. It is sweet, maybe too sweet for 
somebody. You can just open it and drink it because you know when it is Thise it is organic and it 

is quality. So that is why we fell in love with that”. 

 
When it comes to the degree of radicalism in the packaging design, there is no particular basis for 

that decision other than that they just redid slogan, logo, and design all at once. Thise admit the 
redesign is radical compared to the previous design, and argue it is brave to make something so 

radically different. Furthermore, Poulsen argues: “Thise have often gone against the flow. We have 
done things that are not mainstream, and that is what we have survived on. We do things that are 

surprising and different, both through product development and this new design (…) It is in our 
DNA to do things our own way. We show both courage and vitality. It is a conscious choice in order 

to differentiate us from the rest of the product category”. Jensen on the other hand does not think 

the redesign is radical; “I don’t think it is radical. I think it is a radical facelift maybe. They had a lot 
of these components they were just not clear (…) If you do something too radical you loose your 

heritage, you loose your DNA. Which I don’t thinks you should. You basically loose your brand if it 
is too radical. So I think if you have something good you could refine it. Take the Coca Cola logo, 

over the last hundred years you could hardly recognize the first and the newest, but they have 
done it gently over the hundred years”.  

 
Jensen suggests there are no particular trends in design of packaging of FMCG, and think it is 

terrible in general. However, he suggests more manufacturers will head towards more minimalistic 
designs of FMCG. “I think that in very many advertising agencies in Denmark and communications 
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departments in retail stores, everybody is looking at this and saying: “Hmm, maybe we should do 

something like it, or better?”. Yes, I am sure it must have been a wakeup call for somebody in the 
food industry. Absolutely”.  

 

Ampuero and Vila (2006) suggest that packaging and its graphical elements like color, typography, 
shape and images are important when it comes to communicating brand personality. In order to 

achieve the desired perception in consumers’ minds, the graphical elements are combined in 
different ways. This notion is also supported by   Orth and Malkewitz (2008), which present five 

different types of holistic packaging designs that are related to consumer brand impressions and 
brand personality. These types are differentiated through specific combinations of packaging 

design elements. Thise follows the principles from these theories by designing the new packages 
according to their identified DNA with a goal of reflecting brand traits such as quality, naturalness, 

calmness and powerful simplicity. Thise has made use of certain design elements in order to 
reflect their brand personality and communicate a certain brand impression towards the 

consumers.  

 
Jensen state that the Thise logo was not changed but updated. Keller (2003) state that a logo 

redesign can cause irritation and ruin the image, while Müller et al. (2013) claim that there are no 
reasons that should prevent a brand manager from changing their logo radically, as long as the 

changes do not affect brand attitude. Walsh et al. (2010) claim that the success of a redesigned 
logo depends on degree of commitment and brand attitude of the consumer. Change can cause a 

negative effect on brand attitude for highly committed consumers, but cause a positive effect on 
consumers that are not as committed. Jensen argue the logo was only incrementally changed, 

which has been presented by some researchers as the most optimal resolution when it comes to 

the degree of newness to the logo (Müller et al. 2013).  
 

Thise has chosen to follow the standard color codes in Denmark when it comes to the category. 
Both Grossman and Wisenblit (1999) and Labrecque and Milne (2012) support the notion that 

consumers have distinct color preferences for different product categories. The new packages from 
Thise are now in different shades of blue and other cool colors. Grossman and Wisenblit (1999) 

suggest that color can be connected to psychological effects, and cool colors can be connected 
with calmness. This shows that Thise has made an appropriate color choice, by choosing colors 

that consumers connect with the category and that reflect their brand personality. This connects 
with further theory by Garber et al. (2000) that also stress the importance of how packaging color 
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affects consumer choice. In small and stable product categories, it was found important that the 

meaning and changed packaging were reflecting the brand’s original positioning (Garber et al. 
2000). Thise has not changed their positioning, but merely made a packaging design that reflects 

their original brand positioning in a clearer way.  

Jensen’s statement about radical redesign, and that you can loose your brand identity if it is too 
radical, is in correlation with theory by Garber et al. (2000). They claim that the marketer should 

make sure to keep the main characteristics for identification when changing the package design. 
Gradually changing the packaging design is an option in order for the consumer to get used to the 

new changes, and to keep brand identification (Garber et al. 2000). 
 

Consumer behavior 
When it comes to change of packaging design and effects on the consumer, Thise did not conduct 

any market research before changing the design. Before launch, Thise pre-tested the design on 
collaborators such as Coop, but not on any consumers. Jacob Jensen Design created three 

different design concept proposals and conducted a field test in the supermarket for their 

collaborators. The results were clear and it was unquestionable that the current design concept 
communicated best.  

 
Thise expected reactions from the consumer, but they did not expect the consumer reactions to be 

so numerous and emotional. The consumers do not seem happy with the fact that the cows on the 
milk carton have been removed from the front of the package. Thise does not know if the radical 

change has created any confusion. However, the company plans to post-test the redesign in order 
to get consumer input. By planning to write an announcement regarding the redesign on the back 

of the product packages, Thise wants to address the reactions to the new design in order to 

communicate with the consumers. Jensen argues the cows are not gone, just moved to the fence 
on the side of the package; “The cow is still here you know. It is on the inside. I think having the 

cow was a great concept we had. It was very sweet you know, the cows standing in the field with 
sunlight and all that, but it got a little noisy”. Poulsen and Jensen both suggest there are always 

opposition to changes, and always someone who gets angry. Jensen got great critics from his 
professional colleagues in the creative industry, and thinks the general impression is that the 

consumers loves it. 
 

The consumers’ emotional reactions to the change of packaging design are in accordance with 
theory by Pentus et al. (2014) that suggest changes in packaging design can have an impact on 
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consumer emotions. Also, the emotional affect of removing the picture of the cows in front reflects 

theory by Liao et al. 2015, which suggest packaging picture plays an important role in consumers’ 
emotional experience of the brand. Furthermore, theory by Wang and Chou (2010) suggest that 

typography + illustration is the best mode of comprehension. The Thise consumers’ reactions are 

also connected to theory by Schoormans and Robben (1997), which explain that too strong 
deviations from the original packaging design can lead to what is regarded by the consumers as an 

unacceptable package.  
 

4. Hypotheses  
The hypotheses in this study are built upon the theoretical review and the prestudy in order to 
explore whether there exist correlations between the theoretical and empirical findings. This 

approach will give a solid foundation for answering the research question of how much the 
packaging design of FMCG can be changed before it affects consumers’ perception of the brand in 

negative or positive manners. The hypotheses are based on the obtained knowledgebase from the 

theoretical review of branding, packaging design and consumer behavior. In consistency with 
previous research around package design we propose there exists a trade-off between how much 

a package design should be changed in order to make a positive difference in the consumers’ 
brand perception, and how much it can be changed before it affects the consumers’ brand 

perception negatively. This chapter uncovers and argues for the hypotheses investigated in this 
study.  

 
4.1 Hypothesis 1 
Previous research suggests the degree of package redesign affects the consumers’ perception of 
the brand (Garber et al. 2000; Schoormans & Robben 1997; Genco et al. 2013; Walsh et al. 2010; 

Müller et al. 2013; Labrecque & Milne 2012). However, there should be made a distinction between 

the actual degree of redesign and the degree of redesign perceived by the consumers. For the 
further study it is crucial to first investigate this correlation between perceived degree of redesign 

and actual degree of redesign. The first hypothesis is therefore based on the assumption that 
perceived degree of redesign correlates positively with actual degree of redesign. 
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4.2 Hypothesis 2a 

In the next hypotheses the independent variable is juxtaposed with the dependent variables 
reaction time (wanting and attention), liking and memory. Hypothesis 2 is based on the suggestion 

attained from the theoretical review, that there has to be made a trade-off between how much a 

package design should be changed in order to make a salient difference in the consumers’ 
perception of the brand, and how much it can be changed before it damages the consumers’ 

perception of brand (Garber et al. 2000; Schoormans & Robben 1997; Genco et al. 2013). A 
packaging design that is changed extensively compared to its original design is therefore 

hypothesized to influence the consumers’ perception of the brand in negative manners. As 
mentioned in the theoretical review, extensive packaging redesign can lead to a decrease in liking 

(Garber et al. 2000; Schoormans & Robben 1997; Genco et al. 2013). Following this line of thinking 
hypothesis 2a is based on the tentative suggestion that extensive packaging redesign will 

decrease the consumers’ liking of a brand.  

 
 
4.3 Hypothesis 2b 
The hypothesis 2b is based on the aforementioned trade-off hypothesis, and on the achieved 

knowledgebase from the theoretical review. A moderate change in package design that preserves 
the brand identity, that has comprehension within the product category and that presents a 

balanced amount of novelty will be perceived natural by the existing consumers, and possibly 
attract new ones. It can contribute to changing the consumers’ perception of the brand in positive 

manners, and keeping the brand up to date (Garber et al. 2000; Schoormans & Robben 1997; 
Genco et al. 2013; Müller et al. 2013). In contrary to extensive redesign, the theoretical review 

indicates that moderate packaging redesign can lead to an increase in liking of the brand among 
the consumers.  Hence, hypothesis 2b is based on the tentative suggestion that moderate 

packaging redesign will increase the consumers’ liking of a brand.  
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4.4 Hypothesis 3a 
Based on the theoretical review, it is expected an increase in reaction time for extensive redesign 
as we predict that the drastic change in design will cause high degree of saliency, thus increasing 

attention and the amount of reaction time (Clement et al. 2015, Henderson et al. 1999). This 

extensive redesign can compromise the degree of familiarity and brand equity in order to gain 
higher attention value, through a strong deviation in well-known stimuli (Schoormans & Robben 

1997).  This deviation can cause lower levels of processing fluency, thus increasing time to react 
and resulting in a decrease in wanting (Winkielman et al. 2006; Reber et al. 2004).  This leads to 

the proposed hypothesis 3a that extensive redesign will increase the reaction time towards a 
brand, thus causing higher levels of attention and lower levels of wanting. 

 
 
4.5 Hypothesis 3b 
Based on theory by Winkielman et al. (2006) and Reber et al. (2004), it is predicted that a 

moderate redesign will lead to higher process fluency and wanting due to lower levels of deviation, 

thus result in a decrease in reaction time compared to the extensive packaging redesign. However, 
the moderate package design is expected to have higher reaction time compared to the unchanged 

design as it has a higher degree of novelty and attention value, based on theory by Clement et al. 
(2015) and Henderson et al. (1999). The moderate change might be the solution when it comes to 

balancing the relationship between novelty and familiarity, and presenting an element of newness 
while at the same time preserving brand comprehension and identity (Garber et al. 2000; 

Schoormans & Robben 1997; Genco et al. 2013; Müller et al. 2013). This results in the final 
hypothesis 3b that moderate package redesign will decrease the consumers’ reaction time 

compared to an extensive change in packaging design, thus resulting in lower levels of attention 
but higher levels of wanting.  
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4.6 Hypothesis 4 
Brand memory is an important factor in connection to change of an existing packaging design. 
Consumers usually refer to the last version of the packaging design (Müller et al. 2013). 

Furthermore, there is a strong link between memory and brand preference (Plassmann et al. 

2012), and mere exposure of an object increases object preference (Tom et al. 2007). Therefore, 
the effects on brand memory need to be taken under consideration before changing the design of a 

brand. The proposed hypothesis is more indirect compared to the previous ones, as it does not 
directly connect degree of changed package design with effects on brand memory. This is due to 

limitations of the research, which is discussed in section 10. Limitations and future research. 
However, this hypothesis is aiming to prove the relationship between reaction time and brand 

memory based on the aforementioned theory. Change of packaging design could affect the 
consumers’ processing and response time. This could then affect the level of brand memory.  

 
 

Table 4.1 below presents a summary of the expected results from the research, and shows how 
the different degrees of redesign affect the consumer’s reaction time, liking and memory. 

  
Table 4.1 Overview of expected results 

 

5. Method 
The following chapter presents the methods used to test the previous hypotheses and collect the 

necessary data in order to generate results and reach a conclusion. The methods chosen was 

used to fulfill two different purposes. The first method explored the connection between the 
perceived degree of redesign and the actual degree of redesign. The second method studied the 
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relationship between the dependent variables, previously identified as reaction time, liking and 

memory, and the independent variable degree of redesign; unchanged package design, moderate 
package redesign and extensive package redesign. 

 

5.1 Research approach 
Bryman and Bell (2011) present two main types of approaches to the relationship between theory 

and research, namely deductive and inductive theory or processes. This thesis was primarily 
following the deductive research approach. Deductive theory is looked upon as the most common 

view, and has its foundation in theoretical considerations. On the basis of these theoretical 
considerations within a domain, hypotheses are deducted that drives the data collection (Bryman & 

Bell 2011). The theoretical review presented previously worked as a foundation for generation of 
the hypotheses in this thesis. The choice of method and data collection were also based on and 

conducted with regards to the conclusions from the theoretical review. Furthermore, findings are 
presented on the basis of the data collection, and the hypotheses are confirmed or rejected. The 

final step involves presenting implications from the findings that is transferred back into the pool of 

theory that belongs to the domain (Bryman & Bell 2011). Through the application of the deductive 
approach, it was intended to make a contribution to existing theory on change of packaging design 

of FMCG.  
 

However, as suggested by Bryman and Bell (2011) deductive strategy beholds elements of 
inductive strategy. Inductive processes is focused on generating theory from observations, thus 

theory is the outcome of the research. By analyzing findings from the data collection and drawing 
implications, an inductive method was also used when presenting theoretical knowledge from the 

research. In other words, the final step of deduction involves applying an inductive process 

(Bryman & Bell 2011). 
 

5.2 Research design 
A research design is “the plan and structure of investigation so conceived as to obtain answers to 

research questions” (Blumberg et al. 2008). In the research method it was used a quantitative 
approach. The quantitative strategy entails primarily a deductive approach with testing of theory, 

views social reality as objective and external, and follows principles from the natural scientific 
model and positivism (Bryman & Bell 2011). The chosen quantitative methods for collecting data in 

this study were self-completion questionnaire and laboratory experiment.  
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5.2.1 Self-completion questionnaire 

For investigating whether the degree of redesign perceived by the consumers correlates positively 
with the actual degree of redesign, self-completion questionnaire was used as data collection 

method. With self-completion questionnaires, the respondents answer the questions by completing 

the questionnaires themselves. Self-completion questionnaires are likely to be the most common 
method for gathering data, because of its many advantages compared to other data collecting 

methods. The advantages emphasized when selecting self-completion questionnaire as part of the 
data collection method for this study was related to that it was resource efficient, and avoided 

interviewer effects. The data collection was cost and time efficient, as well as it made it possible to 
access more respondents beyond geographical boarders (Bryman & Bell 2011). It also avoided 

interviewer effects, such as the Hawthorn effect where the respondents modify their behavior, as 
they are aware that they are being observed, and the Rosenthal effect where the respondents get 

an indication of the preferred outcome and increase their behavior (Blumberg et al. 2008). 
However, the disadvantages of the absence of the interviewer was considered, and hence the 

research instrument was made especially easy to follow and the questions particularly easy to 

answer (Bryman & Bell 2011).  
 

5.2.2 Laboratory experiment 
Based on the conviction that consumers might not have the complete ability or willingness to 

articulate their attitude or prior behavior when asked to explain them, neuroscientific methodology 
was chosen as a part of this research. By only using conscious measures of the respondents’ 

perceptions it would not have been possible to get a holistic answer to the research question. In 
order to identify the unconscious perceptions of the consumers, “time to reaction” was chosen as 

the neuroscientific method. Due to the nature of neuroscientific data collections, the second part of 

the data collection method reasonably was executed as a laboratory experiment. Experimental 
approaches are argued to be the most commonly used when investigating brand preferences 

(Aqueveque 2008). Experiments involve intervention by the researcher beyond that required for 
measurement. The usual invention is to manipulate a variable in a setting, and observe how it 

affects the subjects being studied. The independent variable is manipulated and it is observed 
whether the hypothesized dependent variable is affected by the invention (Blumberg et al. 2008).  

 
Bryman and Bell (2011) state that there are both advantages and disadvantages with conducting 

this type of experiment. The laboratory experiment provides the researcher with a higher level of 
control, which enhances the internal validity of the experiment. It is also possibly easier to 



Change in packaging design  10.07.2015 

 59 

replicate. The experiment comes closer than any other primary data collection method in proving 

the probability of causality between variables (Blumberg et al. 2008). However, it is important to be 
aware that external validity can be difficult to establish, and the setting can appear unrelated to 

experiences in the real world (Bryman & Bell 2011). In order to additionally identify the memory of 

the consumer, structured interview was utilized, and included as part of the experiment. The 
purpose of the experiment was to identify how existing, extensive and moderate redesign affect the 

subjects’ reaction time (attention and wanting), liking and memory.  
 

As structured interview was a part of the experiment in order to identify memory and additional 
information, an interview schedule was used. The purpose of the interview schedule was to give 

the respondents the same interview stimulus, and to make sure that the replies could be 
aggregated. An interview schedule is to be followed to the point, and to provide the subjects with a 

fixed range of answers. In other words, the questions that are asked by the interviewer are referred 
to as closed questions, as they provide a limited choice of possible answers. These types of 

questions were used in order to make it possible to easily facilitate the processing of data. 

However, it is important to be aware that closed questions has the disadvantage that they may not 
cover all data that can be interesting and relevant for the survey (Bryman & Bell 2011).  

 
Table 5.1 Overview of methods and expected results 
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Table 5.1 is an extension of the previous Table 4.1. It provides an overview of what methods that 

were used in order to identify the results from the laboratory experiment. Like previously 
mentioned, neuroscience was used in order to collect the unconscious perceptions of the 

consumer. More specifically, time to reaction was used in order to identify attention and wanting, by 

subjecting the research subjects to the three different degrees of packaging redesign. These 
designs were also used in order to identify the subjects’ conscious liking through a rating scale, 

giving the subjects the opportunity to assess each design. Structured interview was used in order 
to reveal the effects on memory in relation to the change of packaging design. 

 
5.3 Participants 
This section presents the participants chosen for the study. Hence, the sample size, research 
subjects, access to subjects and sampling method are outlined and discussed.  

 
5.3.1 Sample size 

The amount of subjects needed in order to get significant results differs from research to research 

(Bryman & Bell 2011). Furthermore, Bryman and Bell (2011) argue the decision about sample size 
often represents a compromise between the constraints of time and cost, the need for precision, 

and a variety of other considerations. The larger the size of the sample, the larger is the likely 
precision of the sample, hence the sample errors decreases. The ideal sample size is a function of 

the variation in the population parameters under study and the estimated precision needed by the 
researcher (Blumberg et al. 2008). Related to the resource efficient access to respondents for the 

self-completion questionnaire, the sample size for this method was determined to be 100-150 
subjects. Accessing respondents to the laboratory experiment was more difficult since people were 

less willing to participate since it took longer time to conduct it, and they had to be present by the 

experiment laptop. Hence, sample size for this method was determined to be 40 subjects.  
 

5.3.2 Research subjects 
The subjects selected for the experiment had to be representative of the population to which it was 

desired to generalize the study’s results (Blumberg et al. 2008). The heterogeneity of the 
population made it necessary to use research subjects representative for the population. In other 

words, the research subjects had to vary in age, gender, and household. The respondents for the 
questionnaire had varying demographics related to age, nationality, marital status, household and 

workplace. For the questionnaire it was collected 133 respondents. There were slightly more 
females than males, with 54% females and 46% males. The age rage went from under 18 to 60 
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plus, but 18-30 year olds accounted for 65% and 31-45 for 21% of the sample. The households 

were more equal, as 50% were single, and 50% in a domestic relationship or married. As 
determined it was collected 40 subjects for the experiment. The experiment respondents were 

more similar, as they were mainly recruited through the campus of Copenhagen Business School.  

Hence, these subjects were all citizens of Copenhagen, but with different nationalities. The 
average age was 27, with a median of 25. 72,5% of the subjects were single and 27,5% were in a 

domestic relationship or married. However, the genders were equalized, with 50% females and 
50% males.   

 
5.3.3 Access to subjects 

The subjects for the self-completion questionnaire were generated through a selection of contacts 
through Facebook, as this provided easy access. Furthermore, by using the Internet as a medium 

to spread the questionnaire, 133 responses were generated. In order to get respondents for the 
laboratory experiment, students were recruited on Copenhagen Business School as there was a 

limited time frame and resources to work with. Even though numerous students were contacted 

through mediums such as social media, it seemed difficult to engage students to participate in the 
experiment due to exams, hence the participation of 40 students. 

 
5.3.4 Sampling method 

In order to attract research subjects to the self-completion questionnaire, different methods were 
used. By utilizing Facebook as an arena to generate respondents for the questionnaire 

convenience sampling was used. Bryman and Bell (2011) describe a convenience sample as a 
sample where the subjects are easily available to the researcher as they have a high degree of 

accessibility. Facebook was therefore an easy way to spread the survey and to achieve a high 

response rate. When recruiting subjects to answer the questionnaire, quota sampling was used by 
making a private Facebook message and sending it to particular people with certain demographic 

characteristics. This way it was possible to create a pool of respondents with different 
characteristics like age, gender, relationship status, and household in order to get a more 

representative result that reflects the population. An important part of this tactic was also to make 
sure that none of the possible participants for the laboratory experiment would be exposed to the 

questionnaire before the experiment was conducted. As the same images were used, it was 
desirable to avoid a situation where the experiment subject had been exposed to the images 

before, thus possibly interfering with final the results. Even though quota sampling poses a lot of 
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advantages, it may reflect the population through superficial characteristics, hence the sample may 

not be representative (Bryman & Bell 2011).  
 

The self-completion questionnaire was also sent via email to existing subjects that had the 

opportunity to spread the survey and generate more research subjects. This type of sampling 
method is identified as snowball sampling. Although it is very practical when it comes to generating 

respondents, it is not likely that the sample will be representative for the population (Bryman & Bell 
2011).  

 
For the experiment convenience sampling was applied. As previously mentioned, students from 

CBS were recruited as research subjects since it was a challenge to engage people in the 
experiment. Convenience sampling was therefore an easier way of finding people that wanted to 

participate in the study, and to generate subjects for the experiment. Even though the advantage of 
convenience sampling is high accessibility to subjects, it is important to be aware of that this 

method limits generalization of results as the subjects might not be representative to the population  

(Bryman & Bell 2011). 
 

5.4 Materials 
For this study it was used several materials in order to manipulate and question the subjects. The 

materials used are presented and outlined in the following section.  
 

5.4.1 Product categories 
The product categories chosen for the data collection was well known, established, international 

FMCG products. This was due to an array of reasons, which is presented and discussed in the 

following section.  
 

For the simplicity of the data collection international FMCG were chosen as product category. This 
allowed the option of using an international network with respondents from several parts of Europe, 

which all were likely to be familiar with the products and the existing package designs. The 
packaging design would therefore be familiar to Norwegian respondents, Danish respondents, and 

other European respondents. The chosen brands were each in high penetration categories, which 
are frequently purchased by most consumers. It was therefore assumed that the respondents then 

had well-formed perceptions of most of the brands, knew their heritage and already had a 
relationship towards them. It was therefore likely that change of these packaging designs to some 



Change in packaging design  10.07.2015 

 63 

extent would affect them emotionally. The products were mature, stable brands consumers are 

used to see at the store shelf without contemplating much about it. With such products the 
consumer behavior is likely to be routine, as shoppers select their favorite brands from the usual 

set of options. When the level of involvement is low, the packaging change would have a greater 

chance of increasing consideration and choice (Garber et al. 2000). The chosen products had a 
strong eccentric packaging design which were likely to be highly familiar to the respondents. The 

products were also in categories with a well-established set of visual conventions, which identified 
the category to consumers. Such conventions increase the likelihood that consumers will evaluate 

package manipulations on the same basis, as it provides consumers with the same visual point of 
reference (Garber et al. 2000).  Finally, for the sake of the results, using international brands could 

give implications of how change of packaging design affects consumers independently of national 
origins, which could contribute to international reliability of the results. 

 
5.4.2 Redesigned packages 

In this study it was necessary to use fictive redesigns of existing product packages that was 

perceived as new by the respondents in order to make the results valid. Use of already launched 
redesigned packages would not give isolated results as the consumers already have made up an 

opinion about the package, and might be influenced by other marketing initiatives related to the 
redesign. In other words, the aim was to investigate the isolated effect of the redesign of 

consumers’ brand perception. It would then have been ideal to manually redesign packages of 
brands fitted for the selected product category. Although, this would have been very resource-

intensive and time-consuming, as it would require a graphical designer that within short time would 
be willing to manipulate around forty pictures. Due to shortage of resources it was therefore 

decided to use existing pictures of fictive redesigns found online. The samples used in this study 

are retrieved from the multi-disciplinary design consultancy, Antrepo, which in a project took 
accustomed international brands, and simplified the design in different variations (Allen 2011; 

A2591.com 2010; A2591.com 2011).  
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Figure 5.1 Stimuli: Nutella 
 

 
Figure 5.2 Stimuli: Red Bull 



Change in packaging design  10.07.2015 

 65 

 
Figure 5.3 Stimuli: Mr. Muscle 

 

As illustrated in Figure 5.1, Figure 5.2 and Figure 5.3, the redesigned pictures shows three 
variations of each of the twenty brands. First, the original package design is displayed. Following, 

there is a moderate redesign where for example the label is changed and the picture is removed. 
Finally, there is an extensive redesign of the packaging, where both color and picture is removed. 

The three different package designs are defined into the categories of unchanged package design, 
moderate package redesign, and extensive package redesign. All the redesign material is 

illustrated in Appendix 5.  
 

5.4.3 Self-completion questionnaire 

Surveymonkey was used as a tool to create the self-completion questionnaire. The first page of the 
questionnaire contained a short introduction that stated in what context the questionnaire would be 

used. Images of ten different brands in three different versions (unchanged package design, 
moderate package redesign and extensive package redesign) were presented to the subjects. The 

ten brands that were used in the questionnaire were Evian, Nutella, Nesquick, Polo, M&M, 
Pringles, Nestlé Corn Flakes, Vanish, Tabasco and Red Bull. There were in total 30 images 

presented to the subjects. All the images were mixed, so that the subjects would not be able to 
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compare different packaging designs for the same brand. Each of the images was supplemented 

with the question “How much do you perceive the package design as changed compared to the 
original design”. A Likert scale was used in order to measure the subjects’ responses. The scale 

posted eight different reply options; No change, Very small change, Small change, Moderate 

change, Strong change, Very strong change, Extreme change and Not familiar with this product. 
The intention with the selected width of the scale was to give the respondents enough alternatives 

to choose from so it would cover all possible thoughts from the subjects. It was also important that 
not too many options were displayed, as the options could be perceived as too similar to each 

other and cause confusion. The final page of the survey contained questions about demographics 
such as age, gender, relationship status, and household. 

 
5.4.4 Laboratory experiment 

The psychology software program E-prime was used to conduct the first part of the experiment, as 
it measured reaction time and liking. This part of the experiment was constructed similarly to a self-

completion questionnaire, whereas the last part was conducted as a structured interview. The 

experiment started with an introduction where the subjects entered basic demographic information 
about their birthdate, age, gender, sight, and mother tongue. The introduction also contained an 

example and described in detail how the subjects should maneuver through the experiment. It was 
informed that each product would be presented several times, and that the subjects were 

supposed to rate the pictures individually. This was in order to avoid that the subjects thought the 
purpose was to rate each packaging of one brand equally. It requested the subjects to rate the 

liking of objects they saw on the screen from 1 to 7, whereas 1 was minimum liking and 7 was 
maximum liking. It was only requested in the beginning of the experiment, to avoid subjects to 

spend time on reading the question for each picture, thus increasing the reaction time. The 

experiment contained 20 different brands in three different versions (unchanged package design, 
moderate package redesign and extensive package redesign). The brands used in the experiment 

were Toffifee, Mr.Muscle, Durex, Smint, Lindt, Limsip, Jelly Belly, Guinness, Duracell, and 
Schweppes, in addition to the ten brands used in the questionnaire, in total 20 brands and 60 

pictures. The order of the images was randomized, so that the subjects would be less able to 
compare different packaging designs for the same brand. The subjects pressed “space” after 

viewing each picture and got to the next page where a scale was presented. The scale only 
showed the numbers 1 to 7, and the subjects pressed the number on the keyboard to give their 

rating.  
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The second part of the experiment was conducted through a structured interview in order to study 

the subjects’ memory of the packaging design. The structured interview followed an interview guide 
to the point, in order to prime the subjects with the same interview stimulus and provide a fixed 

range of answers (Appendix 6). The structured interview started with a recall test in order to 

measure the packaging’s influence on brand memory. Furthermore, it contained questions that 
identified if the subjects had any special relationship to the recalled brands. Afterwards the 

subjects were exposed to a list of all the brands used in the experiment, and asked whether there 
were any brands they had never seen before. Finally, the subjects were asked demographic 

questions of age, gender, household, and nationality. 
 

5.5 Apparatus 
SurveyMonkey is a web based survey solution that makes it easy to construct a survey or 

questionnaire digitally. Being online it also makes it much easier to spread the survey in order to 
get as many responses as possible. The survey solution also provides the user with the 

opportunity to design the questionnaire how they want, by for instance using different colors and 

graphic features in order to make the questionnaire as presentable as possible. It is also possible 
to adjust functional features such as the answering scale and adding labels freely. The program 

allows a display of detailed statistics in the collection of data, which makes it a good analyzing tool 
as well.  

 
E-Prime was used in the laboratory experiment, as it is a psychology software program that is used 

in research such as computerized experiments. The feature used for the experiment is what is 
identified as time to reaction, which documents the amount of time that goes by before the subject 

reacts. E-Prime provides millisecond precision timing, which ensures accuracy of the data 

(Pstnet.com 2015). The software with license was provided by Copenhagen Business School, and 
installed on a PC laptop.  

 
5.6 Procedure  
The self-completion questionnaire was as previously mentioned constructed in SurveyMonkey. 
Images were uploaded while questions and answering scale were added. Private Facebook 

messages were made in order to spread the questionnaire to the right people. A short introduction 
and the purpose of the study were explained in the message with the link to the survey attached. 

The research subjects quickly started to reply with positive messages on the Facebook thread. 
Many completed the questionnaire within a few hours, hence the response rate was rapid. The 
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tools in SurveyMonkey allowed an overview of statistics as soon as someone had answered the 

questionnaire. There was one incident where one of the research subjects made contact, as he did 
not understand the procedure of the questionnaire, and how to understand the question. This was 

explained to him before he conducted the survey. Over the next two days the response rate was 

high, as most of the chosen subjects had completed the questionnaire. The high response rate 
was also due to that the questionnaire was successfully spread via email through a contact. 

 
The laboratory experiment was constructed in E-prime, with assistance from supervisor, Jesper 

Clement, which is engaged at the Neuroscience Lab at Copenhagen Business School. Text and 
images were uploaded to the software program. Reaction time was set as a measurement, and 

measured the time spent on each picture in the experiment, before the subjects clicked to get to 
the feedback page. Reaction time was also set to measure the time the subjects spent on the 

feedback page before they rated their liking. After pressing the number for the rating, the number 
was set to be marked in orange, in order to show the subjects their rating. The subjects were 

accessed through the campus of Copenhagen Business School and contacts of the researchers. 

On an ongoing basis the subjects were placed by the PC laptop that contained the experiment, and 
completed the experiment questionnaire individually without any assistance from the researchers. 

After completing the first part of the experiment the subjects went through the structured interview, 
where one of the researchers functioned as interviewer. The subjects were then asked questions 

that identified the subjects’ memory of the brands they were exposed to in the experiment.  
 
5.7 Limitations 
There are certain technical limitations related to the study that could have affected the validity and 

reliability of the results. In this section the technical limitations are outlined and discussed.  

 
5.7.1 Environment 

With the self-completion questionnaire, it is difficult to know what environment the subjects were in 
while answering. Disturbances may have occurred, which could possibly have affected the 

subjects’ judgments and answers. Another technical limitation related to the study was the lack of 
natural environment surrounding the subjects during the experiment. The experiment was 

conducted with a computer, which is likely to have been perceived unnatural by the subjects, as it 
is very different from a normal store setting where the exposure of new package design usually 

takes place. Another technical limitation is related to the fact that the computer screen was 
perceived unfamiliar to the subjects, and hence their behavior might have been affected. 
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Considering that the subjects were not aware of the fact that their reaction time was measured, 

disturbances might have affected the results. As reaction time measures milliseconds, even minor 
distraction could have influenced the reaction time spent on a picture.  Furthermore, the subjects 

were monitored while watching the packages, which can have influenced the results as they modify 

or improve their behavior in response to the fact that they were observed, due to the Hawthorne 
effect (Bryman & Bell 2011). The ideal natural environment for the experiment would have been in 

a real grocery store with real product packages. However, this would have been very resource-
intensive and the measurement of time to reaction would then have been difficult to conduct.  

 
5.7.2 Redesign material 

In addition to the limitations of the clinical environment there are also certain limitations related to 
the samples used in the laboratory experiment and in the self-completion questionnaire. The 

samples of the redesigned product packages were selected due to lack of resources, and it is 
acknowledged that it would have been beneficial for the results if there were used manually 

redesigned packages. The redesign samples found online could have been found exaggerated and 

fictive by the subject, which could have affected the results. To get more natural redesign samples 
it should have been used manually redesigned packages of brands fitted for the selected product 

categories. Ideally, it should also have been used real packages instead of pictures of packages to 
better persuade the subjects that the packages were real redesigns. The choice of redesign 

material is further elaborated on in section 10. Limitations and further research.  
 

5.7.3 Subjects 
When it comes to the self-completion questionnaire, there are limitations connected to the 

sampling methods chosen. Like previously mentioned, the sampling methods used may pose a 

problem when it comes to generalization of the results and the results being representative of the 
population. Furthermore, the use of self-completion questionnaire presents limitations connected to 

several issues. First of all, there are nobody present to help respondents if they experience 
difficulty with answering the question, secondly there is no way of knowing that the right person 

answers the questionnaire, missing data can occur, and lower response rates can occur compared 
to for instance interview (Bryman & Bell 2011). 

 
Additionally, there is a limitation related to the similarities of the subjects’ demographics in the 

laboratory experiment. All subjects were students at CBS with the same age, income and 
education. In order to get more accurate results on general consumer preferences it would be more 
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reliable with different demographics such as age, income level, educational background etc. 

Furthermore, the fact that the subject all were enrolled to the experiment voluntarily could have led 
to some distortion of the results as volunteer subjects are found to differ from non-volunteer 

subjects.  Volunteer subjects are more prone to behave in a certain manner and are possibly more 

aware of the fact that their behavior is being judged and reported (Hawthorne effect) (Bryman & 
Bell 2011). The Rosenthal effect might also have an effect on the outcome as the subjects get an 

indication of the preferred outcome, and therefore increase their performance (Bryman & Bell 
2011). Although, throughout the experiment, this was tried to be kept to a minimum. Finally, there 

is a limitation related to the number of subjects used in the experiment. Due to time and resource 
limitations it was difficult to assign more volunteer subjects. In order to validate the results further it 

would have been beneficial to use more subjects in the experiment.   
 

5.7.4 Choice of measurement 
Measuring the subjects’ reaction time in itself was chosen as this can be connected to attention 

and the package’s ability to generate saliency. Objects that are salient and contain elements that 

visually stand out are looked at longer (Henderson et al. 1999). However, it is not specified exactly 
how much longer, and how strong the relationship between reaction time and attention is. Reaction 

time was also chosen, as it would not make sense to use an eye-tracker in the experiment in order 
to identify the degree of attention, as the package design samples would appear directly on the 

screen and the subjects would already be paying attention to it.  
 

Reaction time was also used to implicate unconscious wanting. Concluding from research by 
Winkielman et al. (2006)  and Reber et al. (2004), consumers use less time reacting to a packaging 

design that they are attracted to, as this will be processed more fluently. On the contrary 

consumers will then use more time reacting to something that is not considered as attractive, as 
the stimuli will be recognized as unusual and have a low degree of fluency. However, subjects may 

have had other reasons for using longer time to react that are out of knowledge. Liking was also 
directly measured in order to uncover the conscious perceptions of the subjects. Conscious liking 

of the different images could have been affected by established brand relationships. When it 
comes to measurement of memory, there may also be other unknown factors like physical or 

psychological influences that could have affected a subject’s memory. 
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5.8 Validity and reliability  
This section addresses the validity and reliability of the research methods that were used in this 
study. Five types of validity regarding the research are discussed, namely face validity, construct 

validity, internal validity, external validity and ecological validity. Finally, the reliability of the study is 

assessed through reviewing factors such as stability, internal reliability and inter-observer 
consistency. The question of validity and reliability in the study can be traced back to the 

elaboration of research limitations. 
 

5.8.1 Validity  
Bryman and Bell (2011) define validity as the issue of whether or not an indicator (or set of 

indicators) that is devised to gauge a concept really measures that concept. There are a number of 
different types of validity. However, this thesis addresses five different types that are presented 

below.  
 

Face validity 

Bryman and Bell (2011) explain face validity as that the measure developed by the researcher, 
reflects the content of the concept in question. In other words, if the subjects feel that the measure 

reflects the concept that is in focus. In order to gain face validity of the measures, the prestudy 
interview guides, questionnaire, experiment, and structured interview schedule were discussed 

with supervisor Jesper Clement, before collecting data. This was to ensure that the questions at 
hand were articulated in the right way, that they reflected what they should reflect and that any 

possible misunderstandings were avoided.  
 

Construct validity 

In order to ensure the construct validity of a measure, the researcher deducts hypotheses from the 
theory that is relevant to the subject at hand (Bryman & Bell 2011). The hypotheses presented in 

this study were deducted from the theoretical review, which serves as a foundation for the thesis. 
The theoretical review is based on research that is connected and relevant for the concept of 

packaging redesign and its affect on consumers’ perception of the brand. The main fields of 
research are connected to branding, packaging design and consumer behavior. These areas serve 

as the principal pillars of the theoretical review. Construct validity of the measures has been 
gained, as the hypotheses were constructed from existing theory that is acknowledged. In other 

words, the measures were built upon existing principals, definitions and notions, which provided 
construct validity.  
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Internal validity 

Bryman and Bell (2011) define internal validity as whether a conclusion that incorporates a causal 
relationship between two or more variables holds water. If we claim that x causes y, can we be 

sure that it is in fact x that causes variation in y, or is it another factor that causes a causal 

relationship? Causality refers to the relationship between cause and effect. When it comes to 
causality, the factor that has the causal impact is referred to as the independent variable, while the 

effect is the dependent variable. In other words, the first variable has a casual effect on the last 
one (Bryman & Bell 2011). In conclusion, Bryman and Bell (2011) explain that internal validity 

raises the question; how confident can we be that the independent variable really is at least in part 
responsible for the variation that has been identified in the dependent variable? The independent 

variable is related to the packaging redesign, and is defined as the degree of redesign. The degree 
of redesign is divided into three categories of unchanged package redesign, moderate package 

redesign, and extensive package redesign. The dependent variables chosen to investigate in this 
study are reaction time, liking, and memory. These factors are used as parameters for testing the 

independent variable.  

 
By conducting the experiment in a contrived setting, there was more control present when it came 

to experimental arrangements. This should have contributed to a higher level of internal validity 
and a high cause and effect relationship between the independent and the dependent variables. All 

the subjects were exposed to the same type of stimuli from the experiment itself. However, as the 
experiment was not held in an actual lab, but still a contrived setting, the results could have been 

slightly affected by distractions of the surroundings or other unknown stimuli. When it comes to 
internal validity in connection to the questionnaire, all the research subjects got the same 

questionnaire with the same type of stimuli. Also, the research instrument was easy to follow and 

the questions particularly easy to answer without misunderstanding, which would contribute to 
internal validity. However, as it is not possible to control stimuli around the respondent when 

collecting data through questionnaire, it is not completely certain that nothing has interfered with 
the results and the cause and effect relationship. Finally, it is important to point out that the 

research subjects for the experiment did not participate in the survey, and vice versa. This should 
also have contributed to high internal validity. Based on the previous discussion the results seem 

to have overall a high degree of internal validity.  
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External validity 

Bryman and Bell (2011) define external validity as whether the results of a study can be 
generalized beyond the specific research context. This also refers to the ability to generate 

representative samples. Furthermore, Bryman and Bell (2011) claim that external validity is difficult 

to establish in relation to laboratory experiments, as the setting is likely to be unrelated to real life 
contexts and experiences. In addition, choice of research subjects can also limit the external 

validity and generalizability if they do not have the ability to be representative to the population 
(Bryman & Bell 2011). The experiment in itself did not present the stimuli of a real life context. This 

could contribute to limited levels of external validity. The research subjects for both the laboratory 
experiment and the questionnaire were mostly students or young adults from the age of 18-30 that 

volunteered to participate, which could have made it difficult to generalize the results. However, 
there was a good balance between boys and girls, and there was variety in the subjects’ 

nationality, which could contribute to generalization of the results. 
 

Ecological validity 

Ecological validity refers to if the social scientific results can be applied to a natural social setting 
and everyday life (Bryman & Bell 2011). The study may have limited ecological validity due to 

conducting a laboratory experiment that is not in a real life setting, and the fact that it is considered 
somewhat unnatural to answer a questionnaire. The subjects are not in their everyday natural 

environment, therefore the ecological environment may be limited, however the findings may not 
differ from reactions by the subject in their everyday life, but this is unknown. Also, the subjects 

may also experience experimental realism, which indicates that the subjects are very involved and 
serious about the experiment (Bryman & Bell 2011). 

 

5.8.2 Reliability 
Bryman and Bell (2011) refer to reliability as the consistency of measures. Three different factors 

are important when deciding if a measure is reliable, namely stability, internal reliability and inter-
observer consistency. 

 
Stability 

Stability concerns if a measure has the ability to remain stable over time. This is to make sure that 
the results related to the measure for a sample of subjects stays the same and do not vary over 

time, even if it gets re-administered. An essential way to test stability is through test-retesting 
(Bryman & Bell 2011). It has not been possible to do a test-retest in order to make sure that the 
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results are stable. However, it has been made sure that the research subjects are all familiar with 

the products by choosing international brands. This is due to the fact that the subjects are from 
different countries, and it was made sure that they all have the same basis of knowledge towards 

the products.  

 
Internal reliability 

The second factor that is essential to review when it comes to reliability is internal reliability. 
Bryman and Bell (2011) refer to this as whether or not the indicators that make up the scale or 

index are consistent. Liking and wanting are connected, as they both indicate consumer 
preference. Hence, internal reliability should be present. 

 
Inter-observer consistency 

The final factor that affects reliability is inter-observer consistency. This is connected to data 
analysis and subjective judgments of the observers of the data, and if there are consistency in their 

decisions of the same phenomenon (Bryman & Bell 2011). Subject numbers were utilized in order 

to give an overview, as respondents might overrate and underrate liking.  
 
5.9 Ethical considerations 
There are certain ethical concerns regarding this investigation. The first relates to the manipulation 

of the subjects during the experiment. It was necessary to manipulate the subjects, due to the fact 
that if they had been knowledgeable of the true purpose of the study, it is likely that they 

consciously or unconsciously would have altered their behavior, which strongly would have 
affected the validity and outcome of the thesis. The manipulation of subjects is one of the premises 

of choosing an experiment as data collecting method (Blumberg et al. 2008). The ethical 

considerations related to conduction of an experiment were fully considered, but chosen as it yield 
insights into the consumers’ unconscious preferences towards packaging design that other data 

collecting methods such as questionnaires or interviews would not provide.    
 

The manipulation of respondents occurred during the experiment when the subjects were told that 
they would be exposed to real redesign of well-known international brands, when they in fact were 

exposed to fictive package redesigns. However, during the debriefing the respondents were told 
the real purpose of the experiment, and had the opportunity to withdraw from the further study.  
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A further issue related to both the experiment and the self-completion questionnaire is copyright, 

which is affected by legal considerations. Copyright is an intellectual property right that protects the 
owner of copyright from unauthorized copying (Bryman & Bell 2011). The samples of the 

redesigned packaged were retrieved from the webpage of the multi-disciplinary design 

consultancy, Antrepo. Antrepo is likely to have copyright on these pictures, although it has not 
been asked for permission to use these pictures in the study. However, the pictures will only be 

used for the purpose of this study and not further published by the researchers.  
 

6. Results 
In this chapter the data collected in the questionnaire and the experiment is presented, followed by 
a subsequent analysis of the data whereby the proposed hypotheses can be supported or rejected.  

 
In the questionnaire the subjects’ perceived degree of package redesign were tested, in order to 

determine the correlation with the actual degree of redesign. The subjects were tested through a 

self-completion questionnaire, where they were exposed to three different pictures of 10 different 
brands, in total 30 different pictures. The questionnaire was conducted by 133 subjects, which 

provided 3990 data for analysis. Each brand was exposed through one picture of the original 
design, one of a fictive moderate redesign, and one of a fictive extensive redesign. All pictures 

were presented with the same question; how much do you perceive the packaging design as 
changed compared to the original design? 

 
The laboratory experiment was based on the same stimuli as the questionnaire. The research 

subjects were randomly exposed to three pictures of different packaging designs of 20 different 
brands, in total 60 pictures. The stimuli were tested on 40 subjects, which provided 2400 data for 

analysis. The experiment asked the subjects to rate their intuitive feeling when they saw the 

pictures. Hence, the subjects’ conscious liking of the brand was measured. Additionally, the 
subjects’ reaction time was measured for both the time spent on watching the picture, and the time 

spent on watching the scale and rating it. The laboratory experiment tested the subjects on three 
factors; reaction time (wanting and attention), conscious liking and memory. The reaction time 

provided indications of the subjects’ unconscious wanting of the brand. It could also be seen in 
context with the packaging’s attention value as it explains how easily understandable the 

packaging is. The subjects’ conscious liking was simply measured through a rating scale, and 
indicated how much the subjects liked the brand, cued by the different packaging designs. 

Furthermore, the subjects’ memory of the brands was measured through a recall test, where the 
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subjects were asked to recall all brands they had seen, if they had any specific relationship to the 

recalled brands, and if any of the brands were unfamiliar to them.    
 

In order to answer the research questions the hypotheses are analyzed on the measures of 

reaction time, liking and memory. One-way ANOVA tests were conducted for reaction time and 
liking, and each subject’s general rating pattern has been taken into consideration. It was also 

taken into consideration that some subjects in general had higher reaction time, due to individual 
reaction patterns and understandings of the experiment. However, it was determined that these 

subjects extended the mean throughout the reaction times, and therefore did not affect the results. 
Although some subjects might have been interrupted during the experiment, and extended the 

reaction time for some stimuli, these were not eliminated from the results as they were leveled in 
the high amount of data.  

 
6.1 Hypothesis 1 
In hypothesis 1 it was tentatively stated that; The degree of redesign perceived by the consumers 

correlate positively with the actual degree of redesign.  
 

The perceived degree of redesign was tested towards the actual degree of redesign using one-way 
ANOVA to compare the means of the different degree of package designs, and test whether the 

differences between the means were statistically significant (Appendix 7).  
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Figure 6.1 Perceived degree of redesign 
 
It showed a significant result on a significance level of α=0.05 (5%) (R2=0.42, p<0.0001). Hence, it 

explained 42% of variation in perceived degree of redesign from the data result. The variation=95% 
confidence interval with F=1306.247, p<0.0001. This means that the research subjects’ perceived 

degree of redesign is in accordance with the actual degree of redesign. As illustrated in Figure 6.1 
this was further reflected in the means for the three different degrees of redesigns as the 

unchanged design had a mean of 1.82165, the moderate package redesign had a mean of 

3.38023 and extensive package redesign had a mean of 4.85798. The perceived degree of 
redesign correlate positively with the actual degree of redesign, thus it was found support for 

hypothesis 1, based on the subjects’ conscious perception.  

 
 
6.2 Hypothesis 2a 
In hypothesis 2a the independent variable extensive package redesign was juxtaposed with the 
dependent variable liking, and it was tentatively suggested that; Extensive change of packaging 

design will decrease the consumers’ liking of a brand.  
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The actual degree of redesign was tested towards the subjects’ rated liking of the brand using a 

one-way ANOVA to compare the means of the rated liking, and test whether the differences for the 
degree of redesign were significant (Appendix 8).  

 
Figure 6.2 Liking 

 

Figure 6.2 illustrates the results of the rated liking means for the three degrees of package 
redesign. The result for liking in connection to the extensive package redesigns had respectively a 

mean of 3.55875. This was the lowest mean, compared to the means of the unchanged and the 

moderate change in packaging design. This is an indication that the most extensive change in 
packaging design generates the lowest degree of liking. The reposted results were significant, thus 

displaying p<0.0001 with a significance level of α=0.05 (5%). The variation of the means showed a 
significant result (R2=0.03, p<0.0001); hence it explained 3% of variation. The variation=95% 

confidence interval with F=38.61, p<0.0001. The p-value was small enough to indicate a very 
convincing significance. Looking at the standard deviation for the liking of extensive package 

redesign, the data yielded a result of σ=1.84. This indicates that the variables were fairly close to 
the mean, and that the variation was quite low. The mean of the rated liking for the extensive 

package redesign was found to be the lowest among the three means, thus it is found support for 
hypothesis 2a, based on the subjects’ conscious perception. 
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6.3 Hypothesis 2b 
In contrary to hypothesis 2a, hypothesis 2b tentatively suggested that; Moderate change of 

packaging design will increase the consumers’ liking of a brand.  
 

The results from the aforementioned one-way ANOVA that tested the subjects’ rated liking of the 
brands, and compared the means of the rated liking towards the different degrees of redesign, 

indicated the results for hypothesis 2b (Appendix 8).  
 

As illustrated in Figure 6.2 the rated liking in connection to the moderate package redesign had 
respectively a mean of 3.89500. This mean is higher in comparison to the extensive package 

redesign, which had a mean of 3.55875, and lower in comparison to the unchanged package 
design, which had a mean of 4.33375. This indicates that moderate package redesign generates 

higher degree of liking than the extensive package redesign. However, the results show that the 

moderate package redesign generates lower degree of liking compared to the unchanged package 
design. The standard deviation for the rated liking of the moderate package redesign and the 

unchanged package design, both yielded a result of σ=1.73. This indicates that the variables also 
here were fairly close to the mean, and that the variation was quite low. The mean of the rated 

liking for the moderate package redesign was found to be higher than the extensive package 
redesign, but lower than the unchanged design. Thus, it is found partially support for hypothesis 

2b, and this will be further elaborated on in section 7. Discussion.  

 
 
6.4 Hypothesis 3a 
In hypothesis 3a the independent variable extensive package redesign was juxtaposed with the 

dependent variable reaction time, and it was tentatively stated that; Extensive change of package 
design will increase the consumers’ reaction time towards a brand.  
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The actual degree of redesign was tested towards the subjects’ reaction time of the brand, for both 

the reaction time spent on watching the images of the package design, and the time spent on 
rating the package designs. The means of the reaction times were separately compared using a 

one-way ANOVA, and tested whether the differences for the degree of redesign were significant 

(Appendix 9).  
 

 
Figure 6.3 Reaction time packaging exposure 

 
As illustrated in Figure 6.3 the results for reaction time on packaging exposure in connection to the 
extensive package redesign had a mean of 913.1 milliseconds. This was higher than the moderate 

packaging redesign, which had a mean of 830.9 milliseconds, and lower than the unchanged 

packaging design, which had a mean of 970.5 milliseconds. This is an indication that the extensive 
packaging redesign generates higher reaction time than the moderate packaging redesign. 

However, it also indicates that the unchanged packaging design generates the highest reaction 
time, which is in contrary with the hypotheses. The reposted results were significant, thus 

displaying p=0.0283 which is significant with a significance level of α=0.05 (5%). The variation of 
the results showed a significant result (R2=0.003, p=0.0283); hence it explained 0.3% of variation. 

The variation=95% confidence interval with F=3.57, p=0.0283. The standard deviation for the 
package exposure reaction time of the extensive package redesign was σ=936.53 milliseconds. 

This indicates that the variables were fairly close to the mean, thus the variation was quite low.  
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Figure 6.4 Reaction time scale rating 
 

As shown in Figure 6.4 the results for reaction time on scale rating in connection to the extensive 

package redesign had a mean of 2643.1 milliseconds. In comparison, the reaction time on scale 
rating of the moderate package redesign had a mean of 2607.8 milliseconds and the unchanged 

package design had a mean of 2759.8 milliseconds. In line with the packaging exposure reaction 
time, this shows a tendency that the extensive redesign generates higher reaction time than the 

moderate redesign. Like with the packaging exposure the reaction time mean for the extensive 
redesign was lower than for the unchanged packaging design, which is also in contrary with the 

hypotheses. Although the results were nonsignificant with p=0.4041 within the significance level of 

α=0.05 (5%), the results showed the same tendency as with the reaction time for the packaging 
exposure, whereas extensive packaging redesign had higher reaction time than moderate 

packaging redesign. The standard deviation for the rating scale reaction time of the extensive 
redesign was σ=2382.1 milliseconds.  

 
The results indicate a tendency that the reaction time for both packaging exposure and scale rating 

is higher for extensive redesign than moderate redesign. Even though not both results were 
significant, it showed an interesting tendency of the reaction time to be increased for extensive 

packaging redesign. Furthermore, it should be argued that the reaction time was found to be 



Change in packaging design  10.07.2015 

 82 

highest for the unchanged packaging design. Consequently, it is found partial support for 

hypothesis 3a based on the subjects’ unconscious behavior. This will be further elaborated on in 
section 7. Discussion.  

 
 
6.5 Hypothesis 3b 
Hypothesis 3b suggested in contrary to hypothesis 3a that; Moderate change of packaging design 
will decrease the consumers’ reaction time towards a brand.  

 
The results from the aforementioned one-way ANOVA analyses that tested the subjects’ reaction 

time of packaging exposure and scale rating separately and compared the means of the reaction 
times towards the different degrees of redesign, indicate the results for hypothesis 3b (Appendix 

9).  
 

As illustrated in Figure 6.3 the reaction time for the packaging exposure in connection to the 

moderate package redesign had respectively a mean of 830.9 milliseconds. The mean was the 
lowest among the three degrees of packaging redesigns, in comparison to unchanged package 

design with a mean of 970.1 milliseconds and extensive package redesign with a mean of 913.1 
milliseconds. This indicates that moderate package redesign generated lower reaction time than 

the extensive redesign. However, it is also in contrary to the hypothesis as it was lower than the 
unchanged packaging design. The standard deviation for the reaction time on packaging exposure 

for moderate redesign was σ=731.7 milliseconds, which indicates that the variables were fairly 
close to the mean, and that the variation was quite low. For the unchanged packaging design the 

standard deviation was higher with σ=1377.5 milliseconds. Hence, the variation was higher and the 
variables were less close to the mean.  

 

Figure 6.4 illustrates that the reaction time on scale rating in connection to moderate package 
redesign had a mean of 2607.8 milliseconds. In line with the reaction time of packaging exposure 

this mean was the lowest among the three degrees of packaging redesign in comparison to 
unchanged packaging design with a mean of 2759.8 milliseconds and extensive packaging design 

with a mean of 2643.1 milliseconds. Although, these results were nonsignificant (p=0.4041) this 
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indicates the same tendency as for the reaction time on packaging exposure, that moderate 

packaging redesign generated the lowest reaction time. Although the mean was lower than the 
scale rating reaction time for the extensive packaging redesign, it is in contrary to the hypothesis, 

since the reaction time for the moderate packaging redesign is lower than the unchanged 

packaging design. The standard deviation of the reaction time on scale rating for moderate 
redesign was σ=2248.8 milliseconds, which indicates that the variables were close to the mean, 

and that the variation was quite low. For the unchanged packaging design the standard deviation 
was higher with σ=2455.4 milliseconds.  

 
The results indicate that among all three degrees of redesigns, the reaction time for both packaging 

exposure and scale rating was lowest for moderate packaging redesign. Although the result for 
scale rating reaction time was nonsignificant it is interesting as it shows the same tendency as with 

the reaction time on packaging exposure result, which was significant. The mean of the reaction 
time was found to be lower for moderate package redesign than extensive packaging redesign in 

line with the hypothesis. However, the unchanged packaging design had highest reaction time 

among all three. Thus, it is only found partially support for hypothesis 3b based on the subjects’ 
unconscious behavior.  

 
 
6.6 Hypothesis 4 
As previously mentioned, hypothesis 4 is more of an indirect hypothesis in order to gain a better 
understanding of the consumer and brand memory. More specifically its purpose is to prove the 

relationship between consumer reactions and brand memory. Hypothesis 4 stated that; The 
consumers’ brand memory is affected by their respective reaction time. 

 
The subjects’ total numbers of recalled brands were tested towards their average reaction time for 

both package exposure reaction time and scale rating reaction time summarized. A multivariate 
test with pairwise correlation was used to test whether there existed significant correlation between 

the number of recalled brands and the average reaction time (Appendix 10). 

 



Change in packaging design  10.07.2015 

 84 

 
Figure 6.5 Recalled brands vs. reaction time 
 

 
Figure 6.6 Reaction time vs. recalled brands 
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Figure 6.5 and Figure 6.6 illustrates the correlation between number of recalled brands and 

average response time in a scatterplot. Comparing the average response time per subject with the 
subjects’ number of recalled brands, subjects with the same number of recalled brands had fairly 

different average response times. The results from the pairwise correlations test show a weak 

positive correlation of r=0.2550. However, the significance probability yielded a result of p=0.1123, 
with a significance level of α=0.05 (5%). This means that the relationship between the two 

variables is nonsignificant. Hence, there is not enough evidence to claim correlation between them. 
Considering the results from the correlation test, it is reasonable to conclude that hypothesis 4 is 

rejected.  

 
 
6.7 Overview of the results 
In order to summarize the aforementioned findings the table below presents the results for the 
analysis of the hypotheses.   

 
Table 6.1 Overview of results 
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7. Discussion 
The following chapter is based on the empirical findings previously presented, and intends to 

elaborate on and deepen understanding of these results. The theoretical propositions from the 

theoretical review serve as a basis for comparison of the theoretical findings and the empirical 
findings. Each of the hypotheses are discussed in detail. The research question is also addressed, 

and finally a general discussion is conducted.  
 

Hypothesis 1: The degree of redesign perceived by the consumers correlate positively with the 
actual degree of redesign. 

 
As theory suggested that the degree of packaging redesign affects the consumers’ perception of 

the brand, there was a need to detect a distinction between the perceived degree of redesign and 
the actual degree of redesign. Results proved that the research subjects’ perceived degree of 

redesign is in accordance with the actual degree of redesign. This is an important finding with 

regards to package rejuvenation, as knowledge of consumer perception serves as part of the 
foundation for determining the degree of deviation from the original design.  

 
Consumer perception can occur consciously through a supraliminal process where consumers are 

aware of the stimuli (Bargh 2002). The results from the questionnaire are based on the subjects’ 
conscious perception, thus the change in package design has been perceived supraliminally. 

Schoormans and Robben (1997) suggest that there excists limitations as to how much a brand 
package can change before the consumer identifies the package as unaccetable, and there needs 

to be a trade-off between high attention value and familiarity. Therefore, it is crucial to know to what 
degree the consumer will register the change in order to find the balance between novelty and 

familiarity, when pursuing to create an acceptable package design. Generally speaking, the 

subjects were able to identify the difference between the distinctive degrees of packaging redesign, 
thus matching perceived degree of redesign very well with actual degree of redesign. The changes 

that were done in order to create the new package designs were done with the purpose of making 
the design more minimalistic. The difference between the unchanged packaging design and the 

moderate change in packaging design is that an element had been removed. Keller (2003) argues 
that too little change can cause the consumers to not be aware of the changes and make the 

rejuvenation miss its purpose. However, it is difficult to determine exactly what too little change is. 
The results from the survey showed that the research subjects were generally capable of detecting 

moderate changes where the image had been removed, but the design was still close to the 
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original. When it comes to the extensive redesign the logos were changed. Also, the colors and 

pictures were removed, and the typography was altered. Research by Garber et al. (2000) 
indicates that color affects the consumers’ ability to identify the brand, meaning communicated by 

the package, and the package novelty and contrast. Color also affects consumer perception 

(Labrecque & Milne 2012). Hence, the change in logo color may have been a good indication for 
the subjects when documenting the perceived degree of redesign. Underwood and Klein (2002) 

suggest that pictures communicate information about the brand. Therefore, the removal of the 
images may have served as a good indicator for actual degree of change as well.  

 
The fact that the subjects were generally able to correctly identify the degree of package design 

may indicate that the original package is established in the consumers’ mind. This would also 
indicate support for P6 in the theoretical review that refers to research by Müller et al. (2013). It 

suggest that brand managers should be careful when modifying the logo of a brand, as it is 
important to remember that the consumers still refer to the last version of the logo.   

 

Hypothesis 2a: Extensive change of packaging design will decrease the consumers’ liking of a 
brand. 

 
As predicted it was found support for the proposed hypothesis 2a, that extensive packaging 

redesign would decrease the consumers’ liking of a brand. This was based on the reposted result 
that the extensive redesign had the lowest rated liking mean among the three degrees of redesign. 

The result was based on the consumers’ conscious perception, whereas they rated their intuitive 
liking of the images they were exposed to. This is an important finding related to change of 

packaging design, and contributes to the understanding of how much a package design can be 

changed before it affects the consumers’ perception of the brand in negative manners.  
 

The result is relevant to P1 in the theoretical review. P1 describes the suggestion of Garber et al. 
(2000), Schoormans and Robben (1997), and Genco et al. (2013), that there should be made a 

trade-off between novelty and familiarity in order to create a packaging design that is accepted by 
the consumers. Garber et al. (2000) suggest that brand identification, package comprehension and 

package novelty should be considered when creating a new package. The components color, 
shape, logo, and font are determining factors that characterize the particular brand’s package 

(Garber et al. 2000). In the extensive package redesign, color and image were removed from the 
design and the font was changed to be less characteristic. This could have ruined the main 
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characteristics for brand identification, and made it difficult for the consumers to recognize the 

brand, thus reduced rated liking. The results also support the suggestion that extensive change of 
packaging design elements can ruin the package comprehension, and hence the meaning that the 

package communicates to the consumer. The extensive package redesign created high package 

novelty through utilizing a new appearance and design, and could have been perceived too 
different from consumers’ expectations and experience (Garber et al. 2000). As illustrated in Figure 

7.1 the extensive package redesign failed to maintain brand familiarity and exaggerated the 
package novelty and high attention value.  

 

 
Figure 7.1 Extensive packaging redesign 

 
Furthermore, the finding is relevant to P3 in the theoretical review. P3 is based on the suggestion 

that color affects consumers’ brand perception, personality, meaning, and attributes, which 
therefore can be changed through changing color (Labrecque & Milne 2012; Kauppinen-Räisänen 

2014). Color was to a large extent removed from the extensive package redesigns, and some of 
the designs did not contain any color. In line with P3, this could have affected the consumers’ 

perception of the brand in negative manners, thus decreasing the liking of the brand. Labrecque 

and Milne (2012) state that color affects the consumers’ perception and how the brand personality 
is perceived. Trailing this, the brand personality might have been affected when the color was 

removed. Color also contributes to brand identity, recognition and image, which could have been 
ruined by removing the color (Labrecque & Milne 2012). This notion is in line with the 

aforementioned suggestion by Garber et al. (2000) that extensive package redesign can reduce 
brand identification, as color affects the consumers’ ability to identify the brand, meaning 

communicated by the package, and the package novelty and contrast. Kauppinen-Räisänen (2014) 
indicates that associative learning creates a connection between color and product quality, as 

consumers relate colors to past experiences. Hence, the consumers perceived product quality 
could have been reduced when the color was removed from the packaging design.  
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The result is also in line with P4. The theoretical proposition P4 describes the suggestion by 

Underwood and Klein (2002) that displaying a picture of the product can change brand beliefs, as it 
communicates information about the brand. In the extensive packaging redesign the image was 

removed. In line with P4, this could have changed brand beliefs in negative manners, as it lost an 

element that communicated information about the brand. Underwood and Klein (2002) additionally 
found consumers to report more positive attitudes toward the package itself when it included a 

product picture, which is reflected in this finding. 
 

The fact that the logo was drastically changed for the extensive packaging redesign is relevant for 
P5 in the theoretical review. P5 is based on the suggestion that logos should be changed through 

incremental changes, as a too drastic change can cause irritation among the consumers and ruin 
brand image (Müller et al. 2013; Keller 2013). In line with P5, the logo change in the extensive 

redesign could have caused irritation among the consumers, ruined brand image thus reduced 
brand attitude, in contrary to the moderate redesign were the logo was retained. Furthermore, 

Müller et al. (2013) argue that logo attitude strongly influences brand attitude. Thus, the 

consumers’ negative attitude to the logo change might have affected the brand attitude in negative 
manners.  

 
Finally, the result is relevant for the theoretical proposition P7. It suggests that consumers use 

more than two visual elements to comprehend the message of packaging, and that typography + 
illustration is the best mode of comprehension (Wang & Chou 2010). This is in line with the finding 

that extensive packaging redesign achieved decreased liking, as the redesign contained neither 
the original typography nor illustration. Hence, the message of the packaging might have been 

difficult to comprehend for the consumers, thus the liking decreased.  

 
Hypothesis 2b: Moderate change of packaging design will increase the consumers’ liking of a 

brand. 
 

Interestingly, it was only found partially support for hypothesis 2b, that moderate packaging 
redesign would increase the consumers’ liking of a brand. This was based on the reposted result 

that the moderate redesign had higher rated liking mean than the extensive redesign, but lower 
rated liking mean than the unchanged design. This is an interesting finding, as it was predicted that 

the moderate packaging redesign would achieve higher liking than the unchanged design. 
However, the hypothesis was determined as partially supported as it in some instances is 
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necessary to change package design, and the moderate packaging redesign then would generate 

increased liking compared to the extensive packaging design.   
 

The fact that the moderate package redesign achieved higher liking than the extensive package 

redesign is in line with P2 in the theoretical review. P2 is based on the suggestion by Garber et al. 
(2000) that products already familiar to the consumers should be changed gradually in order for the 

consumers to get used to the new changes. In the moderate packaging redesign only the image 
was removed from the design, whereas the color was remained. In contrary to the extensive 

package redesign, this could have maintained some of the main characteristics and prevented the 
package from losing too much of its brand identification, thus making it easier for the consumers to 

recognize the brand. Following this line of thinking, it could in a larger extent have maintained the 
package comprehension, and hence the meaning it communicates to the consumers. Furthermore, 

it created certain package novelty through its new design, but perhaps did not appear too different 
from the consumers’ experiences and expectations. All in all, the few changes might have made it 

easier for the consumers to identify the brand as it reflected the established brand equity. As 

illustrated in Figure 7.2 the moderate packaging redesign in a larger extent found the balance 
between remaining brand familiarity, and creating package novelty and high attention value.   

 

 
Figure 7.2 Moderate packaging redesign 

 

It was surprising to find that the unchanged packaging design achieved highest liking among the 
three degrees of redesign. However, this is in line with P10, which describes the suggestion of the 

mere exposure effect, that mere exposure of an object can increase object preference (Tom et al. 
2007). Trailing this, existing package designs might be preferred over redesigned packages, as 

consumers have been frequently exposed to it. Tom et al. (2007) suggest increased exposure of 

an object can increase brand preference through mere exposure, which occurs when one or 
several exposures result in positive affective reactions to the stimulus. The finding supports this as 
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the consumers obviously have been exposed to the unchanged packaging design several times in 

advance, whereas the fictive redesigns was completely new to them. It also explains why the 
moderate package redesign achieved higher liking than the extensive package redesign, as this 

was more equal to the unchanged package design and the consumers therefore were more able to 

identify the brand characteristics familiar to them.  
 

The result is furthermore relevant to P3 in the theoretical review. In contrary to the extensive 
package redesign, the moderate package redesign to a large extent retained the color. In line with 

P3, this could have affected the consumers’ perception of the brand in positive manners, thus 
increased the liking of the brand compared to the extensive redesign. This further supports the 

suggestion of Labrecque and Milne (2012) that color affects the consumers’ perception of the 
brand.  

 
Like the result for hypothesis 2a, the result here is relevant for P4. As in the extensive redesign, the 

image was removed from the moderate package redesign. Hence, it could have changed brand 

beliefs in negative manners, as it lost an element of communication. In line with P4, it was found 
highest liking for the unchanged package design, which was the only design that contained 

images. Thus, it communicated information about the brand that the other designs had absence of. 
Even though not all the unchanged packages contained pictures of the product itself, the finding is 

in line with the suggestion that images increase brand attitude (Underwood & Klein 2002).  
 

Moreover, the result is in line with the theoretical proposition P5, as the logo on the moderate 
package redesign was remained unchanged. The suggestions by Müller et al. (2013) further 

supports this finding as it implies that package redesign with unchanged logos achieve higher 

liking, as it avoid causing irritation among the consumers, in contrary to the extensive package 
redesign.  

 
Hypothesis 3a: Extensive change of packaging design will increase the consumers’ reaction time 

towards a brand. 
 

Based on the subjects’ unconscious behavior, it was only found partially support for hypothesis 3a, 
that extensive change of packaging design would increase consumers’ reaction time towards a 

brand. The result indicates a tendency that the reaction time for both packaging exposure and 
scale rating is higher for extensive redesign than moderate redesign. Even though not both results 
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were significant it shows a tendency of the reaction time to be increased for extensive packaging 

redesign compared to the moderate packaging redesign. However, the reaction time was found to 
be highest for the unchanged packaging design, which is in contrary with the hypothesis.  

 

There may have been several reasons for the hypothesis to only be partially supported due to the 
high reaction time for the unchanged packaging design. One possible explanation could be that the 

subjects may have searched for possible changes in each product image, as the design of the 
experiment displayed three different degrees of redesign. The subjects could have noticed this 

after a few minutes into the experiment, and then began searching for possible alterations. The 
reaction time for the unchanged packages may have been the highest, because the subjects could 

have been looking for alterations, and using longer time to react as they could not identify any 
alterations on the original designs. Other factors that might have occurred could be that the 

subjects might have tried to “figure out” the test, and to think about what value they gave the last 
image with similar degree of redesign, before giving a final answer. In fact, one of the subjects 

admitted to having done this after the test was finished. This could indicate that more than one 

subject have done the same thing. However, tendencies for extensive packaging design to have 
longer reaction time than moderate packaging design was identified, which is in line with the 

hypothesis.  
 

The results are relevant for P9 in the theoretical review. Winkielman et al. (2006) claim that people 
prefer prototypical stimuli over the more unusual types of stimuli, and that fluency contributes to 

this preference as it is connected to positive effects. Fluent processing is in other words important 
with regards to attractiveness judgments. Reber et al. (2004) suggest that the more fluently the 

perceivers can process an object, the more positive is their aesthetic response. This could imply 

that consumers use less time reacting to a packaging design that they are attracted to, as this will 
be processed more fluently. On the contrary consumers will then use more time reacting to 

something that is not considered as attractive, as the stimuli will be recognized as unusual and 
have a low degree of fluency. On the one hand the results support these theories, as there was a 

tendency that reaction time for extensive package design was longer than for the moderate design. 
This means that the unusual stimuli from the extensive package design might have been more 

difficult to process and not as fluent as the stimulus from the moderate package design, hence the 
difference in reaction time. This indicates that wanting was higher for the moderate package design 

compared to the extensive redesign. However, the long reaction time for unchanged packaging 
design contradicts the theory, as this stimuli can be characterized as prototypical but generates 
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however the longest reaction time of them all, thus a low level of wanting. According to the theory, 

the unchanged packaging design should have been processed very fluently, thus generating a low 
reaction time and higher level of wanting. 

 

The results are also relevant to P8 in the theoretical review. Theory by Schoormans and Robben 
(1997) claim that deviations in well-known stimuli attract attention. In other words, strong deviation 

can lead to high levels of attention. Hence, this could imply that high levels of attention could lead 
to longer reaction time. This notion is also supported by Henderson et al. (1999), as they claim that 

fixation time is longer for objects that are inconsistent in the context of the scene. In other words, 
objects that are salient with elements that visually stand out are looked at longer. As the extensive 

package design had a higher degree of deviation, this led to longer reaction time and attention 
compared to the moderate package design with fewer deviations. However, like previously 

mentioned, the unchanged package design generated the highest level of reaction time, even 
though it posed no degree of deviation. This is contradictory to the stated theories, and to the 

hypothesis.  

 
One theory that might help to explain why the unchanged package design had the highest reaction 

time is research by Clement et al. (2015). They suggest that consumer gaze more on products they 
like/choose. In other words, if consumers have a long gaze time on a product, they tend to like this 

product more and prefer it over products that generate a short period of gaze-time. Assuming that 
this is true for both conscious liking and unconscious wanting, the theory is in line with the results 

from the previous hypotheses (2a, 2b) where unchanged package design generated the highest 
degree of liking, hence the unchanged package design also had the highest level of reaction time. 

However, it is contradictory in relation to the results regarding the moderate and the extensive 

packaging design, as the liking for the moderate packaging design was higher than the extensive 
one, but the moderate redesign still posed a lower reaction time. Moreover, the results can be seen 

in line with the suggestion by Underwood et al. (2001) that images increases consumers’ attention 
towards the product. The unchanged packaging design was the only design that contained an 

image, and hence it could have generated more attention towards the package as consumers 
spent more time on assessing it when it contained an image.  
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Hypothesis 3b: Moderate change of packaging design will decrease the consumers’ reaction time 

towards a brand. 
 

It was found partial support for hypothesis 3b that moderate change of package design decreases 

the consumers’ reaction time towards a brand based on the subjects’ unconscious behavior. The 
reaction time for both packaging exposure and scale rating among all three degrees of redesigns 

were lowest for moderate packaging redesign. In other words, the reaction time was lower than for 
the extensive packaging redesign, which was in line with the hypothesis. However, the reaction 

time for the moderate packaging redesign was also lower compared to the unchanged package 
design, which is contradictory to the hypothesis. Furthermore, the result for the reaction time on 

scale rating was nonsignificant, but shows the same tendency as with the packaging exposure 
reaction time result, which was significant.  

 
In relation to the hypothesis, the moderate packaging design should have had a higher reaction 

time compared to the unchanged design. The moderate package redesign should have resulted in 

increases in novelty, attention and reaction time, as the stimulus is moderately unusual. However, 
the unchanged package design ended up having the highest reaction time among all three degree 

of designs. Like previously mentioned, the results could have been affected by possible searches 
for changes in the displayed packaging. The reason for the result for scale rating reaction time 

being nonsignificant might be due to factors that are not related to the effects of the moderate 
change in packaging itself. This could be in connection to personal factors of the subject, such as 

their general decision speed and decisiveness.  
 

Again, the results are relevant to P9. People prefer prototypical stimuli over the more unusual types 

of stimuli, and fluency contributes to this preference as it is connected to positive effects. Fluent 
processing is important with regards to attractiveness judgments, and the more fluently the 

perceivers can process an object, the more positive is their aesthetic response (Reber et al. 2004; 
Winkielman et al. 2006). As previously mentioned, this could imply that consumers use less time 

reacting to a packaging design that they like or want, as this will be processed more fluently. On 
the contrary consumers will then use more time reacting to something that is not considered as 

attractive, as the stimuli will be recognized as unusual and have a low degree of fluency. 
Comparing moderate change in packaging design with the extensive packaging design, the results 

are relevant to the presented theories. The moderate change in package design does have a lower 
reaction time compared to the extensive package design, as the stimuli is not as unusual, thus 
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resulting in more fluent processing and generating a higher level of wanting. However, the reaction 

time for the unchanged packaging design is not in line with the theory, as it has most potential to 
be fluently processed, but has the longest reaction time of all. 

 

The results are again relevant to P8 in the theoretical review. Deviations in well-known stimuli 
attract attention, and objects that are salient with elements that visually stand out are looked at in a 

longer period of time, thus having a longer reaction time (Schoormans & Robben 1997; Henderson 
et al. 1999). The moderate change in packaging design should have had longer reaction time than 

the unchanged packaging design according to theory, as there was deviation from the original 
package. However, this was not found in the results. Nevertheless, the moderate packaging 

redesign had lower degree of deviation compared to the extensive packaging redesign and also 
had lower reaction time and attention value, which is in line with the theory. Again, the effect of the 

unchanged packaging design was not in line with the theories and could be explained by the 
research of Clement et al. (2015), that claim that consumers gaze longer on products they 

like/choose. Also, images increase the consumers’ attention towards the product (Underwood et al. 

2001), reminding that the unchanged packaging design was the only design that contained an 
image.  

 
Hypothesis 4: The consumers’ brand memory is affected by their respective reaction time. 

 
Surprisingly, it was not found support for the projected hypothesis 4, that consumers’ brand 

memory would be connected to their respective reaction time. This was based on the reposted 
result of nonsignificant correlation between the consumers’ number of recalled brands and average 

reaction time. The finding is interesting as it was expected that the consumers would remember 

more brands if they had higher average reaction time. An explanation for the nonsignificant result 
could be that consumers’ have highly individual reaction time, and some consumers might spend 

more time observing an object in general.  Additionally, there might be unknown psychological 
influences that have affected the consumers’ memory. Hence, some consumers could generally 

have better conditions for remembering brands.  
 

Although, the result was nonsignificant, it shows a tendency to a weak positive correlation between 
memory and reaction time. As preference showed a tendency to decrease reaction time (according 

to the theoretical review), the result is not in line with previous studies that have found evidence for 
a strong link between memory and brand preference (Plassmann et al. 2012). The tendency of a 
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weak positive correlation is also in contrary to P10 from the theoretical review. P10 is based on the 

suggestion that mere exposure of an object increases object preference (Tom et al. 2007). Hence, 
decrease in reaction time would increase the number of recalled brands.  

 

It is acknowledged that the variable of memory could have been more comprehensively tested, 
which would have provided more specific results. However, this was deprecated due to time 

limitations. Possible additional research on memory connected to packaging design is further 
elaborated on section 10. Limitation and further research.  

 
Figure 7.3 Influential factors on consumers’ perception of packaging design 

 
Figure 7.3 displays the main factors that showed an effect on consumer perception in this study.  

Change in package elements such as color, image, and logo/typography can be utilized in order to 
create a sense of novelty through high degree of change, or be slightly modified in order to keep a 

sense of familiarity. The degree of novelty and familiarity, created by the composition of design 

elements influence different factors of the consumer’s perception like attention, liking and wanting, 
and memory. High degree of novelty in the packaging design has a positive influence on attention, 

but a negative effect on liking and wanting. A redesign with more familiar elements does not create 
the same level of attention compared to a design with high degree of novelty. However, it poses a 

positive influence on liking and wanting. Even though the results connected to memory were 
nonsignificant, it can be reasonable to claim that the degree of familiarity and novelty in the 

packaging design have an influence on memory. The theory states that consumers refer to the 
previous version of a logo and has this stored in memory (Müller et al. 2013). Therefore, a strong 

change with high degree of novelty should affect consumer memory. Finally, the effect on attention, 
liking and wanting, and memory ultimately affect the consumers’ perception of the brand. It is 
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important to be aware of the affect on consumers’ perception as this can influence the brand equity 

of the product. 
 

7.1 Answering the research question 
The previous section elaborated on how the findings from the hypotheses could be connected to 
the theoretical propositions retrieved from the theoretical review. Approaching back to the research 

question of how much a packaging design can be changed, this is answered through an 
elaboration of the findings on a generic level, and is tied to a more comprehensive elaboration of 

the theoretical review. This section answers the following research question: 

 
 
7.1.1 Branding 

On a generic level the results can be seen in context with the theory of brand equity. According to 
Keller (2001) brand identity is the first step in the costumer-based brand equity pyramid. 

Furthermore, Keller (2001) states that brand salience is crucial in achieving brand identity, and is 

related to brand awareness. In line with the results, retaining the packages’ ability to generate 
brand awareness is crucial for the consumers’ ability to recognize the brand (Keller 2001). The 

findings indicate that packages where color and image were removed, and logo and typography 
were changed, the brand identity was reduced, as the consumers were less able to recognize the 

brand. Hence, strong change of packaging design seems to decrease brand awareness, which is 
crucial for building brand equity.  

 
Brand identity influences brand meaning as the consumers connect the brand to its respective 

brand associations (Keller 2001). Keller (2001) argues that performance and imagery are the two 
main types of brand meaning. Related to the brand performance, the findings indicate that strong 

change of packaging redesign can result in that the package loses its main characteristics. 

Changing the packaging design drastically and removing essential design components can reduce 
brand performance, as the brand becomes less able to communicate its benefits and attributes to 

the consumers. It can additionally change brand imagery through changing extrinsic product 
properties and the consumers’ psychological and social perception of the brand. Furthermore, 

theory suggests that brand personality is closely connected to brand imagery, and could be 
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changed when the packaging elements changes (Keller 2001). Considering the suggestion of 

Underwood (2003) that the visual elements of a packaging communicate the brand’s personality, 
strong change in packaging elements could contribute to changing the personality of the brand. 

Keller (2001) claims that brand personality can be seen in five different dimensions (sincerity, 

excitement, competence, sophistication and ruggedness). Hence, the brand personality dimension 
can be changed when the visual elements are changed or are removed from the package.  

 
Brand responses can be divided into brand judgments and brand feelings, related to whether they 

arise from the head or the heart of the consumer (Keller 2001). Brand judgments involve consumer 
judgments of all the different performance and imagery associations (Keller 2009), and can 

respectively be divided into four types of judgment: brand quality, brand credibility, brand 
consideration, and brand superiority (Keller 2001). Seeing that a strong brand redesign seems to 

generate lower levels of liking and wanting compared to a milder change, it is implicated that a 
strong redesign would especially affect brand credibility in a negative manner as it strongly reflects 

consumer likeability and trustworthiness towards the brand. A strong redesign might have the 

same effect on brand consideration as this is based on perceived appropriateness and 
meaningfulness, and therefore low levels of liking and wanting could have a negative effect. This 

implies that a mild redesign could have more positive effects on brand credibility and consideration 
due to higher levels of liking and wanting. The stated effects of a strong and mild redesign on liking 

and wanting could also affect brand quality and superiority in the same way, where the mild 
redesign has a positive influence and the strong redesign a negative one.  

 
In terms of brand feelings, these are the emotional responses and reactions to the brand (Keller 

2009). Keller (2001) lists six important types of brand-building feelings: warmth, fun, excitement, 

security, social approval, and self-respect. The results do not directly test the degree of redesign 
with the specific types of feelings. However, they might imply that a strong redesign could lead to 

higher feelings of excitement towards the brand, as it has a higher degree of reaction time, 
attention and package design deviation compared to a mild redesign. On the other hand a mild 

redesign might provide a higher sense of security and warmth, as it is more familiar to the 
consumer. 

 
Brand resonance occurs when all the other brand-building blocks of brand salience, brand 

performance, brand imagery, brand judgments, and brand feelings are established. True brand 
resonance exists when consumers express a high degree of loyalty to the brand, share a bond and 
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actively seek means to interact with the brand and share their experiences with others (Keller 

2001). As previously discussed, change of packaging design could possibly influence each of the 
brand building blocks, thus eventually influence brand resonance and brand loyalty. 

 

Brand resonance can be divided into four dimensions, which each can capture a number of 
different aspects of brand loyalty: behavioral loyalty, attitudinal attachment, sense of community, 

and active engagement (Keller 2009). Behavioral loyalty is a function of brand equity and trust. 
Affect, resistance to change, and value also contribute to behavioral loyalty, but to a lesser extent. 

Attitudinal loyalty is also connected to brand equity and trust, with affect and satisfaction as weaker 
contributors (Taylor et al. 2004). A strong change in packaging design could lead to mistrust by 

consumers that are very connected to the brand, and to make them feel “unsafe”. The strong 
change in packaging could also be a bad match with the consumer resistance to change, and 

cause lower satisfaction and negative affect, which ultimately affects brand loyalty and brand 
resonance. Packaging has a significant predictive influence on brand loyalty. Product-related 

attributes associated with packaging tend to create and reinforce the relationship between the 

consumer and the brand (Dhurup et al. 2013). Considering this, a milder change in packaging 
could provide a better degree of brand loyalty and resonance, as the change is not as drastic, and 

has a higher degree of brand familiarity and comprehension.  
 

The brand-building blocks suggested by Keller (2001) can be used to affect the consumers’ 
perception of the brand’s phase in the product life cycle. As brands reaches the growing stage, it 

can be necessary to rejuvenate them (Müller et al. 2013). The findings indicate that change of 
packaging design can contribute to revitalizing a brand, as it changes the consumers’ perception of 

the brand. This notion is supported by Keller (2003), which suggests that brands can be revitalized 

through changing brand elements such as packaging design.  
 

7.2.2 Packaging design 
The findings can be tied to several theories related to packaging design in the theoretical review. 

The findings are highly consistent with previous research by Garber et al. (2000), Schoormans and 
Robben (1997) and Genco et al. (2013), that support the suggestion that there should be made a 

trade-off between packaging novelty and contrast, and brand familiarity. The results show that 
packaging that have went through a strong degree of redesign are less likely to be accepted by the 

consumers, as they exaggerated the package novelty and reduced the brand familiarity. In 
contrary, the packages that only had incremental changes are more likely to be accepted by the 
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consumers, since they in a larger extent balanced the package novelty and preserved the brand 

familiarity.  
 

In line with theory from the theoretical review the results indicate that color has great affect on the 

consumers’ brand perception, personality, meaning, and attributes (Labrecque & Milne 2012; 
Kauppinen-Räisänen 2014). The findings indicate that removing the color from the package result 

in more negative response to the brand. This is supported by Labrecque and Milne’s (2012) 
suggestion that loyal consumers may express negative response when the packaging color 

changes, as color contributes to brand identity, recognition, and image. Labrecque and Milne 
(2012) and Grossman and Wisenblit (1999) suggest associative learning as a framework to 

understand consumers’ color choices and preferences. Trailing this, removing or changing color on 
a packaging can conflict with learned color preferences and might ruin brand associations. 

Furthermore, as suggested by Kauppinen-Räisänen (2014) the perceived product quality can be 
reduced when removing color since associative learning creates a connection between color and 

product quality.  

 
The results indicate that removing the image from the packaging result in more negative response 

to the brand. This is supported by Underwood and Klein (2002), which suggest displaying a picture 
of the product can change brand beliefs, and that the attitude towards the packaging itself is more 

positive when it includes a product picture. Moreover, the results are consistent with earlier 
research that suggests packaging pictures are important for the consumers’ emotional experience 

of the brand (Liao et al. 2015). Packaging images are found to have greater effect on influencing 
brand evaluations (Chrysochou & Grunert 2014), and stronger effect on emotional responses than 

other packaging components (Lang et al. 1993). Underwood et al. (2001) found images to increase 

shoppers’ attention towards the product. This supports the finding that the designs that included 
images generated the longest reaction time compared to the designs without images.  

 
The findings indicating that logo and typography change can cause negative response to the brand 

are consistent with previous research. Keller (2003) suggests that too drastic changes can cause 
irritation among the consumers and ruin the image that has been created through previous efforts. 

Müller et al. (2013) recommend incremental logo modifications in order to minimize negative 
effects. Although, Walsh et al. (2010) argue this only holds for strongly committed consumers, the 

results reflect that changing elements of the logos on low involvement products can cause negative 
response.  
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Elaborating on the different components together, the result was found to be consistent with the 

suggestion of Wang and Chou (2010) that consumers use more than two visual elements to 
comprehend the message of a packaging. In line with this theory the result also show that the 

packaging design with both typography and illustration achieved the best response. Furthermore, 

the results are relevant to Winkielman et al. (2006), which suggest prototypical stimuli are preferred 
over more unusual types of stimuli. Unchanged packages are likely to be processed more fluent, 

thus creating more affective responses.  
 

7.1.3 Consumer behavior 
The results showed a tendency for the strong degree of redesign to have a higher reaction time 

compared to the mild degree of redesign. Considering that theory suggests that there is a link 
between attention, saliency and fixation time (Clement et al. 2015), the results indicate that a 

strong degree of redesign that has a high degree of novelty, generates more attention towards the 
product package than a mild package redesign. This is in line with theory by (Henderson et al. 

1999). Fixation time is longer for objects that are inconsistent in the context of the scene. In other 

words, objects that are salient with elements that visually stand out are looked at longer. This also 
supports Schoormans and Robben (1997) statement that deviations in well-known stimuli attract 

attention, and that appearance of stimuli deviations influence how the consumer categorizes 
stimuli.  

 
The theoretical findings suggest that package design can function as motivational factors for brand 

preference both consciously and unconsciously, through the wanting and the liking system. As 
previously mentioned, reaction time can be connected to unconscious wanting. People prefer 

prototypical stimuli over the more unusual types of stimuli, and fluency contributes to this 

preference as it is connected to positive effects. Fluent processing is important with regards to 
attractiveness judgments, and the more fluently the perceivers can process an object, the more 

positive is their aesthetic response (Reber et al. 2004; Winkielman et al. 2006). Like previously 
mentioned, this could imply that consumers use less time reacting to a packaging design that they 

unconsciously want, as this will be processed more fluently and vice versa. The results showed a 
tendency for a strong degree of redesign to have a higher reaction time compared to a mild degree 

of redesign. This indicates that a strong change in design can lead to lower levels of wanting 
compared to a mild change in design. With regards to conscious liking connected to degree of 

change in packaging design, it seems that a strong package design generates the lowest degree of 
liking. This could imply that a strong redesign will have negative effects towards the consumers 
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with regards to liking and wanting. However, as the mild change in packaging design generated 

higher conscious levels of liking lower and levels of reaction time, thus higher levels of wanting, this 
degree of redesign could lead to a more positive brand perception compared to the latter. 

 

Even though the affects of packaging change on emotions were not directly measured, the results 
provide implications for this area as emotions can be connected to liking and wanting. Genco et al. 

(2013) suggest that emotional response to the product can be measured through the degree of 
positive emotional reactions, which can be triggered directly through such factors as shape, color, 

form, symbolism, and other factors. In other words, minor changes in design on the package have 
an impact on consumers’ emotions (Pentus et al. 2014). This means that the emotions of the 

consumers need to be taken under consideration. Comparing emotions to the results from liking 
and wanting, it is likely that a strong redesign will lead to more negative emotions compared to a 

mild redesign as it has lower levels of liking and wanting. This is supported by research, which 
shows that products that cause strong emotional responses have a better chance at yielding 

reliable and stable preferences (Lee et al. 2009). This could imply that the mild redesign caused a 

stronger positive emotional response compared to the strong redesign, as it had higher levels of 
liking and wanting. 

 
In connection to consumer memory, the theoretical review indicate that package design familiar to 

the consumers might be preferred over new package design, as they have been frequently 
exposed to an existing package design. Looking at the results for liking and wanting, they seem to 

be in line with the theory as the strong redesign, which was the least familiar to the subjects had 
the lowest scores. Plassmann et al. (2012) describe remembered value as how different brand 

associations are encoded, consolidated, and retrieved in the consumers’ memory. A strong change 

in package design could possibly affect the remembered value of the brand in negative manners, 
as it does not trigger the same associations. 

 
Deppe et al. (2007) argue that human cognitive decisions can be strongly susceptible to the 

manner in which options are presented. This shows that change in packaging design is very 
important with regards to consumers’ decision-making. It has been suggested that decision-making 

is the result of integration between emotional and cognitive processes. Emotions are connected to 
creation of motivational states and valuation of decision choices, while cognitive processes are 

connected to information processing functions like memory, executive function, and action 
selection (Ramsøy & Skov 2010). This means that the previous discussed package redesigns’ 
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affect on emotions and memory, ultimately affect the decision process of the consumer. 

Plassmann et al. (2012) present a consumer decision-making framework that presents four stages 
that are necessary for creating brand preference over time 1. representation and attention, 2. 

predicted value (brand associations, favorableness), 3. experienced value (consumption) and 4. 

remembered value (memory of brand liking).  The degree of packaging design change could 
impact the process through first of all representation and attention. Based on the results, a strong 

redesign could create more attention than a mild redesign. The degree of redesign also affects 
predicted value, as the mild and strong redesign have different degrees of liking and wanting. The 

results show that a strong redesign could generate lower predicted value due to low liking/wanting 
levels. This means that the mild change in package design would generate a higher predicted 

value compared to the latter. Finally, this could also affect remembered value in the same way, 
based on liking/wanting levels of the mild and strong redesign. 

 
As the package is an element of communication, it has the ability to affect the consumer’s 

decision-making process (Butkeviciene et al. 2008). Based on this discussion, the results imply 

that a strong packaging redesign generates more attention and saliency in the beginning of the 
decision-making process compared to a mild redesign. However, the mild redesign seems to have 

more positive affect on consumer perception and influence the decision-making process in a more 
positive manner than the strong degree of redesign. 

 
7.1.4 Summary of answer to the research question 

Based on the study, the research question of “how much packaging design of fast moving 
consumer goods can be changed before it affects the consumers’ perception of the brand in 

positive or negative manners”, is answered through this section that sums up the primary points 

acknowledged in the aforementioned discussion.  
 

Consumers tend to evaluate the change in packaging design in accordance with the actual degree 
of redesign. The desired degree of change in consumers’ perception of the brand should therefore 

be considered when redesigning packages for FMCG. Although, there is not found any clear recipe 
for how much a packaging should be changed in order to achieve maximum liking, wanting and 

attention, there are certain implications that should be considered. In order to not affect the 
consumers’ perception of the brand in negative manners, it is found evidence that the color of the 

packaging should not be changed drastically or removed, as this will contribute to retaining the 
brand equity the packaging communicates. Furthermore, removing the image from the packaging 
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is found to influence negatively, as it generates lower liking, wanting and attention. Additionally, it is 

found evidence that changing the logo and/or the typography of the packaging will contribute to 
negative response and will damage the brand equity the packaging communicates.   

 

To sum up the answer of the research question, the packaging design of FMCG should only be 
modified through incremental changes in order to not affect the consumers’ perception of the brand 

in negative manners. Moreover, it is crucial to retain the main characteristics of the packaging, 
such as color, image, and logo/typography in order to affect the consumers’ perception of the 

brand in positive manners.  

 
8. Conclusion 
“In the absence of any other marketing messages, our packaging, comprised of the trademark, our 

design, color and information, is the sole communicator of our brand essence. Put another way, 
when you do not have anything else, our packaging is our Marketing.” – Philip Morris 

(Blog.esko.com 2014). The world’s leading tobacco company Philip Morris International has a 

great understanding of the power of packaging design, and how important this marketing element 
is in order to communicate the brand towards the consumers. As packaging design serves as a 

major influential factor in consumer decision-making, it is valuable for marketers to deepen their 
understanding and to be aware of the affects of redesigning packaging.  

 
This study attempted to provide a better understanding of how to successfully change the 

packaging design of FMCG, by answering the research question; How much can the packaging 
design of fast moving consumer goods be changed before it affects the consumers’ perception of 

the brand in negative or positive manners?. A theoretical review was presented, based on the 

three main pillars of branding, packaging design and consumer behavior. This served as a 
foundation for exploring the subject of packaging redesign. A prestudy examining the launch of 

Thise Mejeri’s new packaging design was conducted, as a means of providing a more practical 
approach to the research subject. Hypotheses were deducted from the theory and prestudy, as the 

applied method followed mainly a deductive approach. The data collection consisted of self-
completion questionnaire and a laboratory experiment. Hypotheses 1 and 2a were supported and 

stated the degree of redesign perceived by the consumers correlate positively with the actual 
degree of redesign, and extensive change of packaging design will decrease the consumers’ liking 

of a brand. Hypotheses 2b, 3a and 3b were partially supported stating moderate change of 
packaging design will increase the consumers’ liking of a brand, extensive change of package 
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design will increase the consumers’ reaction time towards a brand, and moderate change of 

packaging design will decrease the consumers’ reaction time towards a brand. Finally, hypothesis 
4 suggested the consumers’ brand memory is affected by their respective reaction time. This was 

however rejected. The final results were discussed and connected to the fundamental theoretical 

review, in order to explore if the empirical findings could be supported by previous research.  
 

The results gave implications as to how the relationship was between the dependent and 
independent variables. The independent variable was connected to the degree of change in 

packaging design, and defined as degree of redesign. It was divided into the three categories of 
unchanged package design, moderate package redesign, and extensive package redesign. The 

dependent variables that were chosen for the study were reaction time (wanting and attention), 
liking, and memory, in order to explore consumers’ perception. 

 
The relationship between the dependent and independent variables indicates that the degree of 

change in packaging design affects consumers’ liking and reaction time. In other words, degree of 

redesign affects consumers’ conscious and unconscious perception of the brand. Also, the results 
yielded evidence for the consumers’ ability to perceive actual change of packaging design. 

Furthermore, the findings suggested that extensive packaging redesign was found to decrease 
conscious liking and increase reaction time, which indicates a decrease in unconscious wanting 

but an increase in attention towards the brand. Moderate packaging redesign was found to 
increase conscious liking compared to the extensive redesign and decrease reaction time, thus 

increasing unconscious wanting and decreasing attention towards the brand.  
 

This study has further placed emphasis on the importance of balancing the relationship between 

novelty and familiarity in packaging design considering its effect on consumer perception and 
brand equity. Strong and mild degree of redesign do have an influence on elements that ultimately 

affect consumer perception and brand equity. A strong degree of redesign seems to have a more 
negative affect on consumer perception, compared to a mild degree of redesign. Thus in order to 

achieve positive effects, packaging should be modified through incremental changes and it is 
important to preserve the main characteristics like color, image and logo/typography. The further 

section 9. Managerial implications elaborate on recommendations and considerations for 
companies and marketers that are in the process of redesigning product packages. 
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9. Managerial implications 
The previous chapters presented the results from the data collection, applied this to confirm or 

reject the hypotheses, and discussed these findings in context with the theoretical review. The 

previous findings presented key information that can be valuable to managers who are considering 
changing packaging design, or are in the process of redesigning the package of a product. This 

chapter outlines important implications for managers based on the presented research and 
provides a more practical approach to the topic. In other words, it indicates how information in this 

study can be utilized in work situations that concern change of packaging design on products. In 
the final section, the prestudy is recalled and an evaluation of the package redesign by Thise 

Mejeri is presented.  
 

9.1 Recommendations for degree of redesign 
As a foundation for evaluating the degree of change it is valuable to know to what degree the 

consumer will register the change in packaging design, in order to find the right extent of change. 

The research presented in this study indicates that consumers are generally capable of registering 
and distinguishing between moderate and extensive changes to product packages that are familiar 

to them. This indicates that it is not necessarily needed to radically change a package design just 
to make sure the consumers recognize the change. A slight change in packaging design is proven 

to be perceived as significant by the consumers, and can hence affect the consumers’ perception 
of the brand. Marketers should elaborate on the purpose of the redesign and what the preferred 

outcome is before executing a redesign too different from the original design. It is recommended 
that companies modify their packaging design through incremental changes. However, if the 

purpose is to reposition the brand, it is recommended that it should be implemented through 
several incremental modifications of the packaging design and not through one extensive change.  

 

Moreover, it is essential to understand how different degrees of redesign can affect the consumers’ 
perception of the brand in positive and negative manners. The findings acknowledged in this study 

indicate that extensively changed packages affect the consumers’ perception of the brand in 
negative manners, as it proved to decrease conscious liking and unconscious wanting of the 

brand. In comparison, moderately changed packages affect the consumers’ perception in positive 
manners, as it proved to increase conscious liking and unconscious wanting. Considering this, it is 

recommended that companies modify their packaging design through incremental changes instead 
of changing it drastically. Changing packaging design with modification will contribute to preserving 

the brand equity of the product.  
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9.2 Recommendations for novelty and familiarity 
Related to marketers’ attempt in pursuing to create an acceptable packaging design, it is valuable 
to enhance the balance between novelty and familiarity. The research of this study indicates that 

extensive redesign tends to reduce brand familiarity. Hence, the consumers will be less able to 

recognize the brand among other competing brands. Extensive redesign additionally tends to 
enhance package novelty and contrast, and generates high attention value. The research 

moreover indicates that moderate redesign in a larger extent preserves brand familiarity, and 
enhances the consumers’ ability to identify the brand. Moderate redesign also tends to generate a 

more balanced package novelty and contrast, which preserves the trade-off between novelty and 
familiarity. Marketers should always consider the balance between novelty and familiarity when 

creating a package design. In order to not pursue too high novelty and preserve familiarity it is 
recommended that the packaging retain its main characteristics, and is not deducted too far away 

from its current design. The consumers are likely to perceive even smaller changes, which will 
create a certain degree of novelty. A package redesign is therefore expected to create certain 

novelty just by the fact that it is changed, and marketers should be careful in pursuing to create 

high novelty beyond this. By retaining the brand’s main characteristics and keeping it somewhat 
similar to the current design the brand familiarity will be preserved, as it makes the consumers 

capable of recognizing that the product belongs to the specific brand.  
 

9.3 Recommendations for visual components 
In redesigning packages it is essential to know how change of the different visual components of a 

packaging design affects the consumers’ perception of the brand. The research shows how 
change or elimination of the visual components affects the consumers’ conscious liking, 

unconscious wanting and attention towards a brand. The component of color is shown to enhance 

brand associations as consumers connect their experience and certain characteristics with the 
color of the brand. When color is removed from the packages it shows a clear decrease in liking, 

wanting and attention. Based on these findings it is recommended to retain the color on the 
packaging and be very careful in changing color. Furthermore, the results indicate removing the 

image from the packaging leads to more negative response towards the brand in forms of 
decreased liking, wanting and attention. Hence, it is recommended to display an image, either an 

illustration or a product picture, on the packaging. This tends to lead to higher brand attitude and 
generates attention, which increases purchase probability. The results moreover show that change 

in logo and typography causes negative response to the brand. When logo and typography is 
changed the liking of the brand decreases. It is therefore recommended to change logo and 
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typography through incremental modifications in order to minimize negative effects. Overall, it is 

recommended to use more than two visual elements on a packaging. Color, image and typography 
are highly recommended to include on any packaging design of FMCG.  

 
9.4 Evaluation of Thise Mejeri 
The identified findings and managerial implications in this study create a foundation for evaluating 

the extensive packaging redesign of Thise Mejeri. Recalling from the prestudy, Thise Mejeri has 
recently conducted a drastic redesign of their packaging. Thise Mejeri went from a traditional 

colorful package design with illustrations of cows, to a very minimalistic design with clean 
typography and no illustrations in the front. The redesign is highly different from both the previous 

design and the design of other brands in the product category. Thus, Thise Mejeri’s redesign can 
be considered as extensively changed packaging design. The prestudy was conducted right after 

the launch of the redesign, and the interview subjects were therefore not able to give complete 
answers when it comes to the persistent consumer response. 

 

However, Thise Mejeri revealed that they in the beginning received much negative response from 
the consumers on their new packaging design. This is in line with the findings identified in this 

study, as it indicated that the consumers’ perception of the brand was negatively affected by the 
extensive redesign. Considering these findings, it is reasonable to assume that the package 

redesign of Thise Mejeri could generate decreased liking, wanting and attention towards the brand. 
In line with the results, Thise Mejeri might have executed a too drastic change with their new 

redesign, and it would have been recommended to change the packaging design through 
incremental modifications in order to preserve the brand equity.  

 

The extensive redesign is likely to have enhanced package novelty, contrast and generated high 
attention value, as the packaging design is highly different from other products in the category. 

Furthermore, it is likely to a lesser extent to have preserved brand familiarity when it is extensively 
changed from its previous design. This could have lead to a fail in retaining the balance between 

novelty and familiarity, and thus not being accepted by many consumers. Based on the results in 
this study, it would have been recommended in a larger extent to preserve the balance between 

novelty and familiarity by retaining more of the brand’s main characteristics.  
 

The redesign involved an extensive change of the visual elements of the packaging design. 
Although, the color on the milk cartons was retained due to national color codes, the color of other 
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visual elements on the packaging was changed. Considering the findings in this study, the color 

change is likely to have affected the consumers’ perception of the brand in negative manners, such 
as decreased liking, wanting and attention. Hence, it would have been recommended to a in a 

larger extent have preserved the previous colors of the packaging. In line with the results, the 

elimination of the image on the front of the milk carton is also likely to have caused negative 
response in form of decreased liking, wanting and attention. It would have been recommended to 

retain the image in the front of the packaging, as it is the front that competes for the consumers’ 
attention in the store. An image is likely to increase brand attitude and generate attention towards 

the product. Moreover, the redesign involved a drastic change in logo and typography, which is 
proved to affect the consumers’ perception of the brand in negative manners. Thise Mejeri could 

have changed logo and typography through incremental changes in order to minimize negative 
response. A final recommendation would have been to include more visual elements on the 

packaging, as the results show that consumers use more than two visual elements to comprehend 
the message of packaging. It would have been recommended to include both typography and an 

illustration on the front of the package.  

 

10. Limitations and further research 
The above chapters present and discuss interesting and useful findings related to redesign of 

FMCG. However, the study contains certain limitations that could have affected the validity and 
reliability of the results. Hence it requires further research to make the findings fully applicable for 

marketers. In the following chapter limitations and suggestions for further research is presented 
and discussed.  

 
There are certain technical limitations in the study related to the environment of the laboratory 

experiment and self-completion questionnaire, the redesign samples, the research subjects, and 

the choice of measurement. For future research it would primarily be interesting to conduct the 
study with the necessary adjustment of the limitations described in section 5.7 Limitations. 

Although it was found significant results in the study, by reducing the mentioned limitations it is 
assumed the results would lead to greater validity and even more significant results.  

 
In a re-conducted version of the study it would primarily be interesting to conduct the study with 

manually redesigned packages. Manually redesigned packages would have made it possible to 
customize and measure the specific components of the packaging more detailed. By manipulating 

the components individually for each sample, it would have been possible to measure the isolated 
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effect of the change. Hence, it would have provided more specific strategic recommendations to 

marketers. Manually redesign would furthermore have made it possible to investigate the 
component shape and how change of shape affects the consumers’ perception of the brand, as 

this was eliminated from the study due to lack of redesign materials. Increased sample size and 

more heterogeneity within the subjects, especially in the laboratory experiment, would have 
provided more generalizable results that are more representative for the population. With more 

resources it would also be beneficial to recruit non-volunteer subjects in order to avoid volunteer 
effects. Additionally, it would be interesting to conduct the experiment in a natural store 

environment with real product packages, which would have reduced the effect on the respondents’ 
judgments and answers.  

 
Conducting the experiment in a natural grocery store environment would made it possible to 

measure other dependent variables related to consumers’ perception of a brand. In a natural 
experiment an Eye-tracker could measure degree of attention towards the packaging, as the 

subjects would not necessarily pay attention to the object in contrary to the laboratory experiment 

where the object appeared alone on a screen. This measurement would give an indication of how 
salient the product appears among other original packages on the store shelf. Hence, use of Eye-

tracking could measure the degree of attention as a dependent variable towards the independent 
variable degree of redesign.  

 
The measure of brand memory had as mentioned significant limitations, as it was not pre-tested. 

Hence, it was not possible to compare the post-memory results. It was not possible to pre-test the 
consumers brand memory before the experiment, as it would have affected the results of the 

reaction time and wanting and liking. The effect of redesign on brand memory could have been 

tested in an isolated study in order to achieve more applicable results. Memory could then have 
been tested as a dependent variable towards the independent variables of unchanged, moderate 

and extensive package redesign. However, this would require another set of subjects and would be 
beyond our resource and time limitations. It is hence recommended for future study. Possible 

memory related hypotheses for future research are presented below. 
 

Hypothesis 1: Unchanged package design will increase brand memory. 
Hypothesis 2: Extensive package redesign will decrease brand memory. 

Hypothesis 3: Moderate packaging design will increase brand memory. 
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In this study the dependent variables chosen as parameters for testing the independent variable 

was reaction time, liking, and memory. However, it is acknowledged that in a real buying situation 
more factors influence the consumers perception of a brand, and the consumers comprehend more 

than three variables for evaluating the product. For further study it would be interesting to 

investigate the other factors of consumer perception discussed in the theoretical review. 
Conducting a study with more variables would give a more accurate understanding of how 

packaging redesign affects consumers’ perception of a brand. Primarily, it would be interesting to 
study the effect degree of redesign has on consumers’ emotions, and test emotions and feelings 

as dependent variables towards the independent variable degree of redesign. This would 
contribute to the insight of how package redesign are perceived by the consumers and could be 

seen in context with wanting and liking. Additionally, it would be interesting to study the concept 
learning in context with memory in order to investigate if these variables correlate.  

 
It would also be relevant to investigate how much time consumers actually spend assessing a 

product before making the final purchase, thus how much time marketers have to make a real 

impact on consumers’ decision in the buying situation. Consequently it could reveal how the 
components of a packaging should be designed in order to be able to persuade the consumers 

within that timeframe.  It can be expected that consumers do not rationally review every product in 
a given product category, thus some factors must have an unconscious appeal to the consumers. 

The packaging design need to deploy the right extrinsic cues to affect the consumer at the crucial 
moment where these stimuli act as influencers. Following this, it would be interesting to map out 

the conscious and unconscious decision process, and achieve a deeper understanding of how to 
use packaging redesign to affect consumers’ perception of a brand.  

 

Furthermore, the fact that most of the research subjects were young and university students might 
have affected the results, as these subjects can be assumed to possibly be more open for change, 

than would be the case if the subject group consisted of a mixed demographic group. 
 

All in all, it is believed that this thesis provides valuable insights for companies and marketers on 
how FMCG packaging redesign can influence the consumers’ perception of the brand, and how the 

redesign should be balanced in order to not affect the consumers’ perception negatively, but still 
enough to affect it positively. However, it is recognized that further research on this topic is relevant 

in order to get deeper insight and knowledge regarding consumers’ perception of packaging 
redesign, which further will strengthen the significant results found in this study.   
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1. Interview guide Thise Mejeri 

1) Kan du fortelle litt om hvorfor dere valgte å endre pakningsdesign på deres produkter? 

• Hvordan vil du beskrive deres tidligere pakningsdesign? 
• Hvor lenge hadde dere hatt det tidligere pakningsdesignet før dere valgte å endre det? 
• Gjennomførte dere noen form for markeds research før dere tok beslutningen om å endre 

det? 
 

2) Hva var det strategiske målet med å endre pakningsdesignet? 

• Hvilken innvirkning regnet dere med dette ville ha på forbrukeren? 
• Var det for å differensiere seg i forhold til konkurrenter? 
• Hva er det langsiktige målet med å endre pakning? 

 
3) Kan du fortelle om prosessen rundt valget av det eksakte pakningsdesignet som nå 

finnes i butikkene? 

• Hvordan var samarbeidet med designbyrået?  
- Kom de med konkrete forslag eller hadde dere allerede spesielle preferanser for 

hvordan det skulle se ut? 
• Hvilke komponenter av pakningsdesignet la dere vekt på ved redesignet? 

- Var det noen spesiell tanke/strategi bak valg av farge, typografi? 
- Hva var grunnen til at dere valgte å fjerne bildene (kuene) fra designet? 

• Hvordan pre-testet dere pakningsdesignet? 
• Vil dere etterteste designet bortsett fra å se på salgstall? 

 

4) Hvordan vil du definere et radikalt redesign?  

• Hva oppfatter du som en justering i pakningsdesignet? 
• Hvorfor valgte dere et design som er så radikalt i forhold til det tidligere designet? 

- Hvorfor endre på både slogan, logo og pakningsdesign? 
• Hvorfor valgte dere et design som er så ulikt i forhold til resten av produktkategorien? 
• Hva tror dere et så radikalt design vil gjøre med forbrukerne? Tror dere det på noen måte 

kan skape forvirring blant forbrukerne? 
• Er formålet med valget av design også å skape medieomtale og mer oppmerksomhet rundt 

merket? 
 
2. Interview guide Jacob Jensen Design 

1) Hvordan var samarbeidet med Thise Mejeri? 

• Kom Thise Mejeri med konkrete forslag til hvordan designet kunne reflektere deres DNA? 
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2) Hvordan tenkte dere forskjellige komponenter av farger, typografi etc. kunne skape 

ønskede assosiasjoner til Thise? 

• Det finnes flere teorier for valg av pakningsdesign, der ulike sammensetninger av 
designkomponenter kan skape et bestemt uttrykk som matcher markedsstrategien. F. eks 
skal kontrasterende komponenter skape et spennende uttrykk. Var valg av farge og 
typografi valgt for å matche og reflektere Thise’s markedsstrategi? 

• Hva var strategien bak fjerningen av kuene?  
 

3) Var designet basert på trender i markedet, både i fødevarehandelen og generelt? 

• Flere kjente merkevarer går nå mot et mer minimalistisk design på logo og innpakning (Ref. 
Apple, Starbucks). Var dette en inspirasjonskilde for dere? 

• Tror dere flere fødevarer vil gå mot et mer minimalistisk innpakning i fremtiden? 
 

4) Hvordan vil du definere et radikalt redesign?  

• Hva oppfatter du som en justering i pakningsdesignet? 
• Hvorfor valgte dere et design som er så radikalt i forhold til det tidligere designet? 

- Hvorfor endre på både slogan, logo og pakningsdesign? 
• Hva tror dere et så radikalt design vil gjøre med forbrukerne? Tror dere det på noen måte 

kan skape forvirring? 
 

3. Transcript of interview with Thise Mejeri 

The interview was conducted over mobile phone, by interviewer Iselin Hedenstand 11.05.2015 at 
09.00 a.m. The transcript is written in Norwegian in order to detect the most possible detailed and 

correct language of the conversation.   

 
Poulsen: Det er Mogens. 

Interviewer: Hei, det er Iselin Hedenstad og Camilla Slåtten som ringer angående master 
oppgaven våres i endring i pakningsdesign.  

Poulsen: Ja, jeg er parat.  

Interviewer: Første lurte vi på om du kan fortelle om hvorfor dere valgte å endre pakningsdesign på 

deres produkter? 

Poulsen: Ja, det vil jeg gjerne. Thise Mejeri er en 27 år gammel virksomhet og vi startet fra scratch 

og blir i dag tror jeg nok Danmarks nest største meieri. Thise er en rent økologisk virksomhet, og 
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det har skjedd en eksplosiv vekst i løpet av de 27 årene vi har eksistert. Det har skjedd vekst i 

antallet ansatte på meieriet. Vi var 6 ansatte i 1980, og i dag er vi 185 ansatte. 1988 hadde vi 4 
produkter, i dag har vi 400 artikkel nummere. Antallet av landmenn, antallet av ansatte og 

produkter har steget eksplosivt. Det samme har antallet designs. Hver gang vi har utviklet et nytt 

produkt, for eksempel Skyr i 2006, så har det fått sitt eget uttrykk. Og det vi så kan se i dag er at 
hvis vi ser på Thises produkter i Coop, så har vi over 100 forskjellige produkter, men det er 

vanskelig å se en felles linje i designet. Det har skjedd litt som produktutviklingen har skjedd med 
knoppskytning, så er det samme tilfellet med designet. Så designendringen skal ses i lyset av et 

ønske om å få Thise tydeligere frem som avsender på mange forskjellige produkter.  

Interviewer: Hvordan vil du beskrive deres tidligere pakningsdesign i forhold til hvordan det er nå? 

Poulsen: Det var det jeg forsøkte å gjøre i mange forskjellige uttrykk. Et felles logo som er laget i 
mange forskjellige versjoner og mange forskjellige størrelser på forskjellige produkter. Vårt tidligere 

design har vært en kreativ urskog av forskjellige gode design, men uten noen samlet fellesnevner.  

Interviewer: Gjennomførte dere noen form for markeds research før dere tok beslutningen om å 

endre pakningsdesignet? 

Poulsen: Nei, det gjorde vi ikke.  

Interviewer: Ok.  

Poulsen: Og hvor lang tid hadde dere hatt det tidligere pakningsdesign før vi valgte å endre på det. 
Altså, det kan jeg ikke svare entydig på fordi vi har hatt mange forskjellige designs og subbrands, 

så det har vært en underskog av subbrands. Og vi har ikke laget noe research før vi trakk 
beslutningen. 

Poulsen: Og hva var det strategiske målet med å endre pakningsdesign. Det strategiske målet det 
er at vi gjerne vil at Thise står tydeligere og sterkere som avsender av alle de produktene vi sender 

på markedet. Og altså vi sender jo noe i våres eget design og så arbeider vi også med private 

label. Så om du går i Coop eller Kvickly for eksempel, så vil du finne noen Thise produkter, men 
like mange Thise produkter som bærer navnet Änglemark som er Coops brand. Hvis du går på 

Irma, vil du nesten ikke finne noen rene Thise produkter, men veldig mange produkter i Irmas eget 
private label. Men større synlighet, større gjennomslagskraft er målet.  

Interviewer: Hvilken innvirkning regnet dere med dette ville ha på forbrukeren? 

Poulsen: Vi hadde regnet med reaksjoner. Jeg tror nesten det er en naturlig lov at det er motstand 

som forandringer, og jeg kan med sikkerhet si at det er hos oss alle sammen. Vi hadde regnet med 
at det kom reaksjoner, men vi hadde ikke helt regnet med at det kom til å være så mange 
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reaksjoner og mange emosjonelt baserte reaksjoner på endringene. Men det er det som har skjedd 

siden vi lanserte i uke 18.  

Interviewer: Var det for å differensiere seg i forhold til konkurrenter også? 

Poulsen: Ja, det kan man godt si. Vi skal stå sterkere, det er det som har vært våres ønske. Og det 

er også det langsiktige målet med å endre pakningen.  

Interviewer: Kan du fortelle litt om prosessen rundt valget av det eksakte pakningsdesignet som nå 

finnes i butikkene? 

Poulsen: Thise Mejeri har hatt en fast designer, en fast tilknyttet designer hele meieriets levetid. 

Hun heter Susanne Remøy og hun har jobbet tett på Thise Mejeri. Det nye designet er kommet  
som et resultat av et samarbeid med et nytt byrå, Jacob Jensen Design. Jacob Jensen er en 

klassisk dansk design bedrift, som i mange år har designet radioer og lignende. Thise Mejeri og 
Jacob Jensen  gikk som to ulike kontorer inn et samarbeid om dette designet.  

Interviewer: Hvordan var samarbeidet med designbyrået, kom de med konkrete forslag eller hadde 
dere allerede spesielle preferanser? 

Poulsen: Vi har gått veldig, nærmest vitenskapelig til verks, hvor vi i samarbeid med Jacob Jensen, 

først har vært igjennom en lang prosess hvor vi har prøvd å formulere det som er Thises særtrekk 
og Thises dna. Det har skjedd ved intervju med personer i og omkring meieriet. Våres største 

kunde, Coop, økologisk landsforening og andre aktører har blitt intervjuet om deres syn på Thise 
mejeri. Det som gikk frem som en bekrivelse av Thises dna, er at Thise Mejeri er en økologisk 

pioner virksomhet som med en kombinasjon av visjoner, kompromissløshet og sterke relasjoner 
skaper meieriprodukter med høy smakskvalitet. Det er Thises dna. På bakgrunn av dette er det 

formulert et kreativt mandat til designbyrået, som er at det skal skje en sammenkobling mellom 
designet og våres dna. Det kreative mandatet er at Thise skal signalisere pionerånd, økologi og 

smakskvalitet i en form som rekker ut til nye generasjoner og som grafisk kjennetegnes av 

enkelhet og naturlighet. 

Interviewer: Hvilke komponenter av pakningsdesignet la dere vekt på? 

Poulsen: Vi ville gjerne ha noe som var mer enkelt. Vårt design hadde utviklet seg til at det var 
mange budskaper og grafiske uttrykk på emballasjen. Det vi har forsøkt er å få noe som gav mer ro 

og enkelthet. Powerful simplicity. Minimalisme.  

Interviewer: Dette dekker vel alle spørsmålene angående tanke og strategi bak valget av farge 

osv.?  
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Poulsen: Ja, det gjør det. Det er laget er design som er veldig profesjonelt.  

Interviewer: Hva var grunnen til at dere valgte å fjerne bildene fra designet? Var det også i tråd 
med ønsket om et minimalistisk design?  

Poulsen: Det er jo det her kontroversielle spørsmål, da veldig mange av våres forbrukere er 

misfornøyde med at det ikke er kuer på designet lenger. Det var vurdering med hensyn til å få noe 
med ikonisk enkelhet og mulige fargeflater, der det kun står Thise på pakningen, i motsetning til å 

få alt for mye som forstyrrer det bildet. Det var en avveging av de to hensynene.  

Interviewer: Hvordan pre-testet dere pakningsdesignet før det ble lansert? 

Poulsen: Det har kun vært overfor våres kunder, altså innkjøperne i Coop. Så vi har ikke vært ute i 
noen forbrukersammenheng for å pre-teste redesignet. 

Interviewer: Kommer dere til å etterteste designet, bortsett fra å se på salgstallene?  

Poulsen: Ja, det gjør vi. Det er en prosess og jeg har akkurat skrevet en tekst til de nye kartongene 

som vi nå lager gjenopptrykk av. Der skriver jeg at jeg på den ene siden er stolt over de reaksjoner 
som har kommet, da de etter min oppfatning er et uttrykk for at det er veldig mange forbrukere som 

har et personlig følelsesladet forhold til Thise Mejeri. Det er også en konstatering  om at vi ikke kan 

lage et design som gjør alle tilfredse. Det er noen som synes det er kult og sterkt at vi har laget et 
helt enkelt design, mens det er andre som synes det er kjedelig. Den mest vanlige reaksjonen er at 

folk er skuffet over at det ikke lenger er kuer på kartongene. Så vi har startet en prosess der vi ikke 
vil utelukke at det kommer kuer på kartongene igjen på et tidspunkt, men det blir ikke på denne 

siden av sommerferien. Vi er i løpende dialog med våres kunder. 

Interviewer: Hvordan vil du definere et radikalt redesign? 

Poulsen: En justering i pakningsdesign. Jeg tror ikke vi vil gi avkall på den store enkle fargeflate, 
og vi vil ikke  gi avkall på at Thise står med den typografi som den gjør, men jeg vil ikke utelukke at 

det på et tidspunkt vil bli testet hvordan det blir tatt imot hvis det nederst på kartongen blir plassert 

et bilde med kuer for eksempel.  

Poulsen: Hvorfor valgte vi et design som er så radikalt i forhold det tidligere designet. Det er et godt 

spørsmål. Det var også modig å lage noe som er så radikalt annerledes. Det kan man også se på 
bakgrunn av alle reaksjonene som har vært på vår design endring. Vi tok både slogan, logo og 

pakningsdesign på en gang.  

Interviewer: Hvorfor valgte dere et design som er så ulik resten av produktkategorien? 
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Poulsen: Da kan jeg godt si at Thise Mejeri ofte har gått imot strømmen. Vi har gjort ting som ikke 

er mainstream, det er også det vi har overlevd på. Vi gjør ting som er overraskende og annerledes, 
spesielt både med produktutvikling men også med det designet vi har laget. Vi har vært nødt til å at 

den posisjonen om å være kreative som blir beskrevet som pioner ånden. Det ligger i hele  våres 

dna at vi gjør ting på vår egen måte. Vi viser både mot og handlekraft. Det er et bevisst valg, da vi 
gjerne vil differensiere oss fra resten av produktkategorien. Dette design er utrolig lavmælt og men 

forsvinner ikke fullstendig i forhold til alle de andre kartongene fra våres konkurrenter, der det 
myldrer av farger, tegninger, bilder og budskaper. Vi har valgt å satse på Powerful simplicity, som 

uttrykker at selv om man er lavmælt kan man godt rope høyt. Jeg mener at det trer veldig kraftig 
gjennom fordi det er så annerledes i forhold til hva man ellers ser.  

Interviewer: Hva tror dere et så radikalt design vil gjøre med forbrukerne? Tror du at det kan skape 
forvirring på noen måte? 

Poulsen: Det har skapt litt opprør, men om det er forvirring rundt det vet jeg ikke. Det viktigste er at 
det er Thise Mejeri, og det er i hvert fall tydeligere enn det noen sinne har vært før.  

Interviewer: Dette er litt knyttet til forrige spørsmål, om formålet med redesignet også var å skape 

medieomtale og mer oppmerksomhet rundt Thise som merkevare? 

Poulsen: Ja, det kan man godt si at det er.  

Interviewer: Dette var det siste spørsmålet vi hadde. Er det noe mer vi skal tilføye? 

Poulsen: Nå har jeg brukt 20 minutter og har et ønske om å se deres oppgave når dere har laget 

den ferdig. 

Interviewer: Ja, det skal du selvfølgelig få. Da mailer vi deg masteroppgaven når vi er ferdig med 

den. Tusen takk for intervjuet, det hjalp oss veldig mye.  

Poulsen: Det er godt. Hejhej.  

 

4. Transcript of interview with Jacob Jensen Design 

The interview was conducted as a videoconference over Skype, by interviewer Iselin Hedenstand 

and Camilla Slåtten 19.05.2015 at 11.00 a.m. Hedenstad and Slåtten are hereafter referred to as 
respectively interviewer 1 and interviewer 2. The transcript is written in English as the interview 

was conducted in English in order to avoid language misunderstandings.    
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Interviewer 1: Hey, it is Iselin Hedenstad and Camilla Slåtten calling regarding our thesis about you 

packaging redesign.  

JJ: Hey, you are Norwegian right? I understand a little bit Norwegian, but it is easier for me if we do 

the interview in English.  

Interviewer 1: Yes, that is fine. Should we start? The first question is about how the collaboration 
with Thise Mejeri was? 

JJ: Yes. You are asking if they came with concrete proposal for the design; no they did not. Of 
course they had 25 year of design that they have done, and they brought that, but no they didn’t 

come with that. And what we did – we held a workshop were we tried to find the essence of what is 
Thise, and how we are going to make something that is pointing 25 years into the future. So during 

the workshop we tried to find the essence of Thise’s DNA, and it says - I think I have to say this in 
Danish – It is “kompromissløs økologi, pionerånd, and one thing more that I forgot right now”. So 

that is what we pointed out; that the new design should reflect those values or that DNA.  

Interviewer 1: Ok. Next questions; how did you think that the different components of color, 

typography etc. could create the preferred associations to Thise? 

JJ: I think that, well did you ever had any of Thise’s product, did you have it in Copenhagen, do you 
ever buy it? 

Interviewer 2: Yes, the milk.  

JJ: Ok. If you buy the yoghurt or the Skyr, or what ever or the butter or the cheese, I don’t eat 

cheese though but that’s what I heard – you can really taste its quality. With milk I don’t think you 
can taste the difference from organic milk from Thise and some other, but maybe you can. But I 

really think when you buy the yoghurt from them, you can really taste the difference, you can taste 
the quality. So when you sit at the breakfast table, you have glass, you have porcelain, maybe you 

have a wooden table if you are in Scandinavia. Everything is esthetic except normally the 

packaging – from any manufacturer. So what we are trying to do with these, and I am sure you 
have them, we try to say; well it is quality inside, lets make quality outside. Well, and I guess you 

can say it’s a typical Scandinavian way of making design, it is very modest, it is very quiet, and it is 
very esthetic. I have been using Thise for many years, long time before I even met them, and now 

that I have it on my breakfast table, I just appreciate it because I think it is beautiful. And if you look 
at the day when you got it all through with Skype meeting and busses, and trains with information 

and stuff, it is nice to start the day, we are talking about breakfast, with something peaceful and 
esthetic, and you can feel the people behind this product has been thinking of that moment that 
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you should enjoy the high quality. I mean come on, its about what is inside the box, not about the 

box right. But that should reflect that kind of quality. Did that answer the question? 

Interviewer 2: Yes.  

Interviewer 1: Let’s see – the one there; there is several theories for like choosing packaging 

design, where different kind of design elements can give a certain expression that matches the 
marketing strategy. We have an example; for example contrasting components creates more 

existing expression. So we are wondering if your choice of color and typography was to match and 
reflect Thise’s marketing strategy? 

JJ: Honestly I am not sure if they ever had a marketing strategy. I mean the colors in this country 
(picks up and shows Thise Mejeri Sødmelk packaging) – dark blue is “sødmelk”, and light blue is, 

what do you call that – skimmed milk or “lettmelk”. That is a code, not created by Thise, but sort of 
the standard in this country. So was natural to follow that color code, and be much more 

consequent than they had been before. And we haven’t changed the logo, I think we updated the 
logo. This typography goes back to 1800 something, it is just old classic solid. And then I think the 

subtitle is much more modern. So you have something from the past and then something that point 

into the future. And then of course we tried to align the page. This is the main communication page 
in the front, and then the theme page is cleaned up, so it aligned. And then whatever theme now, 

this week it is about the collaboration with us, but you know next week they will have about 
whatever theme they have. So it is more consequent the way you build the communication. This is 

primarily the story, because it is about buying milk in the store and then when you get it home you 
have time, maybe you want to read this. And then of course on the other side these are the things 

the state requires that there should be on it. This looks pretty messy, but it’s the best we could 
clean it up because that is the state right? 

Interviewer 2: But is it very simple in order to make a natural expression of the brand? 

JJ: Is it very simple to make a natural expression of the brand? 

Interviewer 2: Yes, to show that these are really natural and organic products? 

JJ: What do you think? 

Interviewer 2: Well I think so. If that was the thought behind it? 

JJ: I think that when you look at this in contrary to other milk packaging, that this stands out and it 
is peaceful and it says quality.  

Interviewer 2: Ok. 
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JJ: So no its not simple, it is difficult to do it. 

Interviewer 2: Yes, but the design is simple, its not a lot of elements and so on. 

JJ: I guess this is the Scandinavian design tradition to make it simple and beautiful. Of course it is 

difficult. 

Interviewer 2: Yes, I didn’t mean simple like that.  

Interviewer 1: What was the strategy behind removing the cows from the front? 

JJ: Well first of all, 99 percent of this product is cow, because it is cow milk inside. So it’s a little bit 
of misinturpitation. Secondly the cow is now in the fence, back in the fence, so its not gone. And we 

had, at the end of this project, we had three different directions, three different concepts. You know 
the game, how to work with concepts. And one of them were of the cow. One of them were on a 

very organic milk – you know brown cartons and so. And then there was this, and together with 
Thise we took the decision and said ok – this is what contains more future. So it wasn’t about 

discarding the cow, it is cow milk on the inside. I heard the story before; “Why did you kill the 
cow?”. The cow is still here you know, it is on the inside. And I think having the cow was a great 

concept we had, and it was very sweet you know the cows standing in the field with sunlight and all 

that. But it got a little noisy. Actually we did some field test in the supermarket. We put up the 
different concepts. And it was unquestionable that the ones that communicated best was these.  

Interviewer 1: Was the design based on trends in the market, both in the “fødevarehandelen” and 
in general? 

JJ: No, I don’t think there is a particular trend in packaging of food products. I just think they are 
terrible in general. But you can say the trend, if you want to call its a trend that we follow, its quality.  

Interviewer 1: Yes. Several famous brands are now heading towards a more minimalistic design, 
both on logo and packaging, for instance Apple and Starbucks. So we are wondering if this was an 

inspiration? 

JJ: I don’t agree with you on Starbucks, but of course I agree with you on Apple. But I mean 
Chanel number 5. They have been around for what 75 years. There is a lot of simple packaging, 

and I actually think they communicate better than all the yellow stars and all the, you know first 
fives and all that. I just think when your eye and your brain get some peace, you know. It is like 

when you give a speech. The most important when you give a speech – is the pauses. It is when 
you don’t talk. So I think this is what is does. And of course Apple have done it. With our own brand 

Jacob Jensen we have done it for 30 years. Keeping the packaging and the communication very 
simple. There was a very famous, and maybe if you study communication, maybe you have heard 
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of him if not you can Google him, he was called Clas A Frome. He was the main marketing man for 

Gaggenau, the German kitchen supplies brand. Have you ever heard of Gaggenau? He was the 
chief designer for Gaggenau 7 year back before I, so that is how I got to know him. He said, with 

his heavy German accent; “The drama is in the product and not in the picture”. So show the God 

damn thing right. Instead of you know, sorry, blond girls, Dalmatian dogs, and red noses and all 
that. If you have something really unique, just show it.  

Interviewer 1: Do you think that any more retail merchandise, like fast moving consumer goods, will 
head towards more minimalistic design in general? 

JJ: Yes. I think that in very many advertising agencies in Denmark, and communications 
departments in retail stores, everybody is looking at this and saying; “Hmm, maybe we should do 

something like it, or better?”. Yes I am sure it must have been a wakeup call for somebody in the 
food industry. Absolutely.  

Interviewer 1: How will you define a radical redesign? 

JJ: How will I? 

Interviewer 1: Define a radical redesign? How will you describe a radical redesign, what that is? 

Interviewer 2: Like a radical change of design. 

JJ: On this, or in general? 

Interviewer 2: In general. 

JJ: A radical redesign. What is radical?  

Interviewer 2: Like a very big change compared to the first design.  

JJ: So I should give you an example? 

Interviewer 2: No, I just mean that if you think that if you remove many of the elements is that a 
radical redesign? If you don’t know it is fine.  

JJ: If we are talking about this (shows the Thise Mejeri milk packaging), I don’t think it is radical. I 

think it is a radical facelift maybe. They had a lot of these components they were just not clear. You 
could find, they had a Lidl crème 10 years ago. It was all red. It was actually pretty close to this, but 

they didn’t know what they had in their hands so they drifted off again. You know the car Porche 
911. If you look at the car, what is it 50 years old, 60 years old, there is no radical redesign. There 

is modification, modification, modification right? You can say what apple did from the transparent. 
We call them the toilet seats. That Jonathan and I actually did. They were transparent and had all 

these funny colors. Its before you guys were born or maybe around when you were born. That was 
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like it came out of the swats era. And then they went to what they have now, which is either rams. 

That was radical that change. If you look at some of the things that Bang and Olufsen is doing now, 
in contrary to the period we worked for them. Yes is radical. If you do something too radical you 

loose your heritage, you loose your DNA. Which I don’t thinks you should. You basically loose your 

brand if it is too radical. So I think if you have something good you could refine it. Take the Coca 
Cola logo, over the last hundred years you could hardly recognize the first and the newest, but they 

have done it gently over the hundred years.  

Interviewer 2: Yes, but that is interesting. Because some people would say that it is radical 

redesign what you did, and it is interesting that you don’t see it that way.  

JJ: I don’t see it that way because if we had all the packaging up here for the last 25 years, if we 

had all the years lined up, and they had periods where they were pretty close to be as clear as this. 
They just didn’t know. And then they made one of this design and one of that design. They have 

been all over the place, which actually made us smile with the cows and all the funny things. But 
these were horrible designs, so they didn’t really have in my opinion a design strategy or 

communication strategy. They did whatever they felt was fun on this day or that day right.  

Interviewer 1: Well you answered a lot of the next questions. Do you think the change in design 
can create any confusion among the consumers? 

JJ: Some of my colleagues have followed their Facebook page, and the sour bitter people they 
always get angry. I mean when you suggested electrical light a hundred years ago there were 

people against that. There is always somebody that is always angry when there comes a change. 
But I think the general impression I got is that everybody loves it, everyone thinks it is great, but 

you always have somebody who is disappointed. “Why have you changed it, it was no need to 
change it”. But my general impression, it has only been two or three weeks, is that people really 

like it. What I got from professional colleagues in the creative industry, they are like; “Hey Tim, this 

is great, wow, fantastic”. Did I answer the question? 

Interviewer 2: Yes.  

JJ: And you also had a question about the slogan. It used to be; “komprimissløs økologi”. It is 
heavy, and not very sexy. (…) (The interview subject gets a phone call, but says he is in a Skype 

meeting).  

JJ: We had a lot of proposes for the slogan. When there aren’t any chemicals in the product, there 

is not any penicillin in the cows and so forth. Then it is; “Lige til at spise”. And it rimes with Thise. It 
is banal, it is sweet, maybe too sweet for somebody. But “Thise – lige til at spise”. It rimes and you 
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can just open it and drink it because you know when it is Thise it is organic and it is quality. So that 

is why we fell in love with that.  

Interviewer 2: Do you have anything else you want to add? 

JJ: Come and work for us when you graduate. 

JJ: Ok if you send an email to Rikke she can send you some of our printed material. 

Interviewer 2: We can send you the thesis when it is done as well if you want to see that. 

JJ: Great, I would love to see that.  

Interviewer 2: Thank you so much for your time, it is really helpful and very interesting.  

 

5. Redesign material used in experiment and questionnaire 

Vanish 

   
Nutella 
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Toffifee 

   
M&M 

   

Redbull 
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Pringles 

   
Mr.Muscle 

   

Nestlé Cornflakes 
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Duracell 

   
Evian 

   
Smint 
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Guinness 

   
Lemsip Max 

   
Tabasco 
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Schweppes 

   
 

Polo 

   
Durex 
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Lindt 

   
Jelly Belly  

   
Nesquik 
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6. Interview guide experiment 

1. Which brands can you remember to have seen on the screen? 

 
☐ Evian 
� Nutella 
� Redbull 
� M&M 
� Nesquik 
� Pringles 
� Toffifee 
� Tabasco 
� Polo 
� Vanish 
� Mr. Muscle 
� Durex 
� Smint 
� Lindt 
� Limsip 
� Jelly Belly 
� Guinness 
� Duracell 
� Cornflakes 
� Schweppes 
 
Total number:           /20 
 
2. Do you have a specific relationship to any of these brands (recalled brands)? If yes, 
which ones? 
 
� Yes 
� No 
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3. Are there any of these brands you have never seen before? (Show all brands) If yes, 
which ones? 
 
� Yes 
� No 
 
 
 
 
 
 
4. Demographics: 
 
Age: 
� Under 18 
� 18-30 
� 31-45 
� 46-60 
� 60+ 
 
Gender:  
� Male 
� Female 
 
Household:  
� Single 
� Married/domestic relationship without children 
� Married/domestic relationship with children 
� Empty nest (children moved out) 
 
 
Nationality: 
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7. Result hypothesis 1 
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8. Result hypothesis 2a and 2b 
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9. Result hypothesis 3a and 3b 
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10. Result hypothesis 4 

 

 


