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УДК 659.154  
 

ВПЛИВ ЕСТЕТИЧНИХ ВЛАСТИВОСТЕЙ УПАКОВКИ 
ТОВАРІВ НА УПОДОБАННЯ СПОЖИВАЧІВ 

 
2Т.М. Летута, А.Е. Гасанова, Д.О. Григорець 

 
Шляхом м аркетингового дослідження проаналізовано вплив 

естетичних властивостей упаковки товарів  на уподобання споживачів . 
Метою дослідження було визначення елем ентів  упаковки, які впливають на 
рішення споживачів  про покупку в ідпов ідного товару. Проанал ізовано 
інновації в  упаковці харчових продуктів . 

Ключові слова: упаковка, дизайн, композиція, попит. 
 

ВЛИЯНИЕ ЭСТЕТИЧЕСКИХ СВОЙСТВ УПАКОВКИ 
ТОВАРОВ НА ПРЕДПОЧТЕНИЯ ПОТРЕБИТЕЛЕЙ 

 
Т.Н. Летута, А.Э. Гасанова, Д.О. Григорец 

 
Путем маркетингового исследования проанализировано влияние 

эстетических свойств  упаковки товаров  на предпочтения потребителей. 
Целью исследования было определение элем ентов упаковки, влияющих на 
решение потребителей о покупке данного товара. Проанализированы 
инновации в  упаковке пищевых продуктов . 

Ключевые слова: упаковка, дизайн, ком позиция, спрос. 
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THE INFLUENCE OF AESTHETIC PROPERTIES  
OF PRODUCT PACKAGING ON CONSUMERS’ PREFERENCES 

 
T. Letuta, A. Gasanova, D. Grygorets  

 
With the help of marketing research, the influence of aesthetic packaging 

properties on customers' preferences is analyzed. The aim of such research is to 
determine packaging elements that influence consumers' decision on buying the 
corresponding product. The innovations in product packaging are analyzed. 
Considering them as an important part of business activity, current questions of 
nutritional product packaging study are revealed. The authors have studied the 
consumers' treatment of packaging design and their level of innovations 
comprehension in this field. Online survey is conducted, on the basis of which the 
following conclusion is made: modern Ukrainian market seems to be 
compositionally uniform, that leads to the necessity of more detailed study of a 
consumer preferences to timely packaging design development and innovations 
implementations in this field of activity. 

Keywords: packaging, design, composition, demand. 
 
Formulation of the question in general. In  the modern world 

manufacturers are actively trying to catch the attention and earn the loyalty 
of consumers, effectively using main elements of marketing: product, price, 
sale and communication. Nowadays, packaging also stands along with these 
important components. Though it is often viewed as a part of an enterprise’s 
product policy, lately some of the scientists distinguish it as additional 
separate marketing element.  

The packaging eases the products’ movement on the market, 
facilitates the identi fication of goods and their producers by consumers, 
highlights the main product characteristics and helps to make an impression 
on it. From the point of view of the product promotion, packaging is the one 
of most effective means of doing it. According to the surveys, in 76% of 
cases buyers choose goods because of their bright and convenient  
packaging. 

There is a certain interconnection between the packaging and 
psychological processes during buying or selling. An average buyer pays  
attention to the peculiarities of packaging, especially to its color, form and 
size. Packaging is an integral component of a product, it’s external shell. 
This leads to the fact that more than 20% of consumers make their choice 
grounding exclusively on the impression of packaging. A successful  
selection of color, form and packaging fonts leads to a higher increase of 
manufacturer’s profits than by means of advertising. Yet it’s much less 
expensive, since the packaging is “ communicating” with the buyer trying to 
“sell itself”. 
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Attractive packaging creation is one of the most effective ways to  
satisfy modern consumer and urge him or her to buy exactly this product 
among the dozens of other suggestions in the corresponding product group.  

The analysis of the latest researches and publications. Lately, 
many researches are conducted by the scientists who try to analyze the 
topicality of innovative design of consumer packaging in Ukraine, and how 
its aesthetic peculiarities help to discover certain product characteristics, 
resolving the task of creating product’s image [1–3]. The market of a 
fl exible packaging in Europe and Ukraine is analyzed, and the 
developmental tendencies are discovered. 

Scientists around the world are trying to find practical and interesting 
solutions to this issue. For example, Japanese designers have developed a 
juice package that looks just like a fruit actually containing juice [4]. Also, 
electronic l abels for bottles with backlight is the result of a collaboration 
between Innovia Films and Pragmatic Printing (UK) companies. When a 
consumer takes the bottle, bulbs start lighting up the label in certain 
sequence [5]. Thus, the representatives of the Cali fornian company 
«SpoonLidz» combined a lid and a spoon of the yogurt so that by putting it 
into a special form, the consumer gets a spoon [6]. 

The purpose of the article is to study of the impact of aesthetic 
properties of goods’ packaging on consumer preferences. 

The main material under research. Packaging is  a one-way 
channel for delivering industrial, technical, economic and marketing 
information to distributors and consumers [7]. There are several  product  
packaging requirements: packaging design should influence the image that  
the company has created for its products; packaging needs to comply with 
national and international standards in order to be competitive in the world 
market. Standardization of packaging increases its chances to  international  
recognition; the selection of size, color and shape depends on the packaging 
method and storage t erm, transport ation and ease of use. A consumer is 
sensitive to such factors as price, so when creating a new packaging you 
should count its absolute as well as its relative price. The choice of 
packaging is affected by the presence of space for l abels, that would attract  
attention of a buyer; packaging needs to conform to the marketing strategy 
firm. 

During the packaging design development, one should be aware that  
the use of traditional design solutions is more typical for the manufacturers  
that have already become well established in the eyes of consumers, being 
the symbols of quality and reliability. Manufacturers entering the market  
can apply unique solutions that help attract the attention of potential  
customers and generate interest in the product [8]. 
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The review of scienti fic literature showed that complete product  
packaging has a signi ficant impact on a suffici ent number of consumers and 
encourages them to purchase food. Note, however, that the wrong 
combination of individual elements can have the opposite effect, and the 
consumer may either refuse to purchase a product, or even not  to notice it 
and prefer the competing products. Knowing this, it is necessary to  have a 
comprehensive approach. Let us consider the elements of packaging that are 
worth paying attention during the design development: 

1. Composition. It can be symmetric and asymmetric. These 
composite solutions are di fferently perceived by the consumers, so the 
choice of a composition is the task that should be well considered (Table 1). 

 
Table 1 

Consumer perception of composite packaging solutions 

Kind of 
composition Customer acceptance 

Symmetrical 
 

Adherence to the manufacturer traditions, compliance with 
the old recipes, conservatism, fashion independence. Love 
to order, seriousness and thoughtfulness. Persistence and 
responsibility, respectability, reliability, stable position in 

the market. Offi ciality, the idea of statehood 

Asymmetric 
 

Freedom, relaxedness, dynamism, energy, activity. 
Strength and aggressiveness. Novelty, modernity. 

Elegance, lightness, bohemian elitism. The creative 
search, manufacturer desire for novelty, the, informal 

approach 
 

2. Using the colour on the packaging signifi cantly impacts on 
people’s mood, decisions and emotions.  

3. Using the information and visual elements. The market er 
determines the number and size of the main information elements, the 
possibility of including graphic elements and their desirabl e ratio on the 
package as a percentage when providing technical task for the development  
of packaging. 

Graphic elements play an important role in food packaging, because 
the most common rectangular shape can limit the design possibilities. 

There are the following causes of discomfort in the package 
perception (Table 2) [9]. 
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Table 2 
The causes of discomfort in the perception of packaging 
Cause Design disadvantages  

Information on packaging 
cannot be read at all or 

with large efforts 

Using sophisticated fonts. The inscription does 
not stand out against the background. 

Inscriptions are angled uncomfort able to read 

The product "does not 
hold" a glance 

The composition is not balanced, set of 
different elements of the package. Accents are 

placed at the edges of the package 

Packaging looks  
"cheap" 

Used failed combination of colors. The presence 
of many achromatic colors. Poorly chosen font. 

Low photos and drawings quality. Applied 
standard, commonly used texture, shading and 

symbols of commonly available software 
 

We have carried out a market research as an online survey by means  
of the Internet. For the survey 50 people aged from 16 to 40 years were 
chosen. Three sets of questionnaire were elaborated: the definition of the 
package benefits block, det ermining the degree of innovative perception in 
food packaging block and socio-demographic block. Online application was 
published in a social network "VKontakte". The results of the survey are 
presented in Table 3.  

Table 3  
Results of the online survey 

Question  Result 
1 2 

Do you agree that package 
affects the choice of a product? 

33% − agree 47% − partially agree 20% − 
disagree 

The purchase of what kind of 
goods is most affect ed by the 
package? 

Candy – 35%, confectionery products – 14%, 
tea and coffee – 14% 

Do you read information on 
packaging? 

Always read – 51%, occasionally – 38%, 
rarely – 9%, never – 2% 

What type of manufacturers 
do you prefer: innovators, 

followers or outsiders? 
Innovators – 25%, followers – 70%,  

outsiders – 5% 
Perception of packaging innovations   

Illuminated bottle  
Buy  50% of respondents, including an extra 

charge 15...25% – 64%, 26...35% – 28%, 
36...45% and more – 4% 
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Continuation of the Table. 3 
1 2 

Juice in the form of fruit  
 

Buy  78% of respondents, including an extra 
charge of 15...25% – 97%; 26...35% – 3% 

Spoon-cover (Spoon-lid) Buy  54%, of which an extra charge 
15…25% – 70%; 26…35% – 30% 

 
Analyzing the data tables, it was found that 47% of respondents  

agree with the statement that package effects on the goods choice; majority 
of the online survey believe that package has  the biggest impact  on the 
buyer's choice of confectionery and chocolates; 51% of respondents always  
read the information on the package; 70% of respondents prefer to 
producers-followers. Most respondents decide to purchase goods with 
innovative package. 

Innovative activity is an integral part of commercial success on the 
market. For the most successful implementation it is necessary to ensure 
compatibility between package and human senses: smell, taste, sight, touch 
and hearing. 

Conclusions. Most Ukrainian producers are satis fied customers with 
packages for food products, but it traced uni formity of composite solutions, 
so it needs conduct a more detailed study of consumer preferences before 
starting the design.  Consumers are ready to buy products in innovative 
packages at affordable prices, so manufacturers should improve existing 
packaging, as it may have a positive impact on aesthetic satisfaction of 
consumer needs and to increase revenues from producers’ business. 
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