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Introduction

The basic function of packaging is to “preserve product 
integrity” by protecting the actual food product from 
potential damage due to “climatic, bacteriological and 
transportation hazards” (Stewart, 1995), as well as to 
ensure proper storage and to communicate with cus-
tomers by providing information about the contents 
(Robertson, 2012). However, the importance of packaging 
has increased rapidly in recent years, and in addition to 

its main functions, packaging plays an important role in 
attracting customers’ interest by increasing their visibility 
through form and design (Wells, Farley & Armstrong, 
2007). According to Giovanneti (1995) cited by Franken 
(2020), the biggest challenge for designers and com-
panies is to find the optimal design that is preferred by 
customers and increases recognition in the market. Since 
packaging can be considered as the medium between 
the customer and the product and is the first contact 
with the consumer, it is clear that packaging plays an 
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ABSTRACT

 
Many recent research has focused on graphic design and shape of the 
packaging, and their effects on the customer's decision-making process 
as two separate categories. Since the shape of the packaging along with 
the graphic design plays an important role in the visual appearance of the 
packaging and attracts the customer's attention, the main objective of this 
research was to find out which packaging shapes and graphic elements 
customers find most attractive, as well as to understand the general 
opinion of customers about the influence of packaging aesthetics on their 
decision-making process when purchasing a product. Methodology of this 
research was conducted in two stages, from which the first one included 
creating three different graphic design solutions combined with three 
shape categories, and three variations of added value, for the same food 
packaging. The second part of the research covered an online questionnaire, 
in which a group of 50 people participated. This questionnaire focused on 
three variables: graphic design of the packaging, packaging shape and  
it’s added value. These variables were evaluated using the Likert scale. 
Through the questionnaire, participants were asked to answer general 
questions about the impact of the packaging visual appearance and added 
value, on their decision-making process when buying a product, as well 
as to choose the most appealing packaging between the given options. 
The research results showed that customers preferred non-standard 
packaging shapes and simple graphic design, as well as packaging with 
added value. The results of this research prove that the aesthetics of 
packaging has an impact on the customer's perception of a product, which 
means that packaging plays an important role in product marketing.
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important role in persuading the customer. Customers 
tend to make decisions about the product based on the 
quality of the packaging, i.e. if the packaging gives the 
impression of inferior quality, consumers will perceive 
this as if the product is of inferior quality, even if this 
is not the case (Underwood, Klein & Burke, 2001). The 
importance of packaging is constantly increasing due to 
the ever increasing competition, which means that the 
product needs to stand out from all other similar prod-
ucts (Morgan, 2016). With this in mind, companies are 
opting to use various visual techniques to increase cus-
tomer attention, such as using original materials, shapes 
and colors for their packaging (Ooijen et al., 2016). 

According to Poslon, Kovačević & Brozović (2021), the 
form of packaging varies depending on the purpose 
and type of product. Packaging shape not only makes 
a product more attractive, but can also help consum-
ers predict the volume of the product, and it can also 
influence the perception of the taste of a product, as 
the sense of taste can be activated even without con-
suming the product. The importance of packaging shape 
also makes itself felt in differentiating products from 
competitors, as it can trigger emotions and purchase 
behavior. The more complex and atypical the shape 
is, the more attention it attracts (Vladić et al., 2015). 

Packaging design is often used as a marketing tool 
to achieve marketing objectives and meet consumer 
demands. This can be achieved by using the aes-
thetic and functional components of a packaging. 
Aesthetic considerations refer to the shape and size, 
material, colour, text, and graphics of a packaging. 
Packaging design is not only critical to branding, but 
also to the function of the packaging. From a mar-
keting perspective, packaging must meet a number 
of objectives within a marketing strategy: innovative 
design to attract customer attention, brand identi-
fication, facilitation of product transportation and 
protection of contents, ease of opening and closing, 
clever dispensing and recallability (Rundh, 2013).

Problem statement

It is known that the role of product packaging is mul-
tifaceted. Not only it protects the product, but also 
transmits the information about the product through 
its visual elements. Therefore, graphic design of visual 
packaging elements is one of the most effective means 
of shaping the aesthetics of a product packaging and 
attracting the consumer attention. Aesthetic food 
packaging has a greater chance of eliciting positive 
responses from consumers, in comparison with stan-
dardized packaging (Kovačević, Brozović & Banić, 2020). 

Another important aspect of the packaging that is 
responsible for the visual identity of the packaging is its 
shape. Even though the shape of the packaging is usually 

determined by various factors such as material costs, 
production and transportation, brand characteristics 
and product requirements, the shape of the packaging 
plays an important role in communication. The shape 
and size of the packaging have a great impact on the 
customer's decision-making process and can attract or 
deter them (Bata et al., 2018). People tend to perceive 
the visual aspects of packaging differently, and all of 
them trigger different emotions and associations that 
consumers directly associate with the product. Based on 
this premise, we hypothesized that packaging design and 
shape, together with it’s added value have an important 
influence on how customers perceive a specific product. 
With this in mind, this study focused on investigating the 
relationship between packaging aesthetics and its impact 
on consumers’ emotions and decision-making process.

Methodology

Samples

For this research, three different graphic design 
solutions and shape categories were created for a 
fictitious biscuit brand, Cakers. The different packag-
ing shapes were created using the software Engview 
Packaging Design, while the graphic design solutions 
were created using Adobe Illustrator. The packag-
ing shapes used in this study are triangular (Figure 
1), pentagonal (Figure 2) and square (Figure 3). 

The graphic solutions used the standard brand col-
ors (yellow, brown, white) in all three solutions. 
All the designed solutions also included an image 
of the biscuit and the main elements of the food 
product’s packaging, such as the brand name, the 
product description, the weight, the bar code, 
the nutritional tables, the expiry date, etc. 

For the first graphic solution, yellow was used as the 
primary color, occupying half the height of the packaging. 
The yellow background is covered with brown round 
shapes, symbolizing the chocolate chips contained in 
the cookies. The second graphic solution consists of a 
neutral beige background covered with yellow and white 
round shapes. The basic color (yellow) was also used 
as the background color in the third graphic solution. 
In this case, the yellow color is used as a background 
for the white cross-line pattern, which is located in the 
lower part of the packaging. The first and second design 
solutions differ from the third in additional features 
that might be of interest to customers. Namely, the first 
solution is a multisensory packaging, as customers have 
the opportunity to smell the product contained in the 
packaging, by rubbing the image of the biscuit on the 
front of the packaging. The second graphic solution, in 
addition to the basic elements, also includes elements 
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for personalization, on which it is possible to write for 
whom the packaging or product is intended. All graphic 
solutions were applied to all three packaging forms.

Participants and procedures

The research was conducted using an online question-
naire Google Forms in which 50 participants were asked 
to rate the attractiveness of each packaging on a scale 
of 1 to 5 and to answer several questions about the 
overall influence of the packaging on their decision-mak-

ing process. 60% of the participants were women, the 
rest were men in the age group of 25 to 35 years.

Results

In order to investigate whether the appearance of 
the packaging influences the decision-making pro-
cess of customers when buying a product, partici-
pants were asked to answer the question “Do you pay 
attention to the packaging when buying a product?”. 

 » Figure 1: Triangular packaging in three different graphic designs

 » Figure 2: Pentagonal packaging in three different graphic designs

 » Figure 3: Square packaging in three different graphic designs
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90.9% of the participants answered “Yes” while 9.1% 
of the participants answered “No” (Figure 4). 

According to gender, it was found that women pay more 
attention to the packaging when buying a product.

 » Figure 4: Ratio of participants who pay attention to the 
packaging when buying a product

To understand the value that the visual design of the 
packaging has for the customers, the participants were 
asked to answer the question “How important is the 
visual design of the packaging for you?”. 40.9% of partic-
ipants answered that visual design is moderately import-
ant, 27.3% answered that visual design is important to 
them, while 31.8% of participants answered that visual 
design of packaging is very important to them when 
they purchase a product (Figure 5). As with the previous 
question, most of the participants who think that the 
visual design of the packaging is important were women.   

 » Figure 5: Ratio of participants with regard to the 
importance of the visual design of the packaging

Since the first and second biscuit packaging are packag-
ing with additional functions (possibility of personalizing 
the packaging and multisensory packaging), participants 
were asked to answer the questions “Do you find pack-
aging with the possibility of personalization interesting?” 
and “Do you find multisensory packaging interesting?”. 
All participants answered “Yes” to the first question 
(Figure 6), while 95.8% of them answered “Yes” and 
4.2% answered “No”, to the second question (Figure 7).

After answering these general questions about the 
visual appearance of the packaging, participants were 
asked to choose the one they found most visually 
appealing among the given packaging shapes (triangular, 
pentagonal, square). 39.1% of the participants chose 
the pentagonal shape as the most visually appealing, 
while 34.8% chose the standard square shape and 
26.1% of them chose the triangular shape (Figure 8).

 

 » Figure 6: Ratio of participants’ interest in the possibility 
of personalizing packaging

 » Figure 7: Ratio of participants’ interest in multisensory 
packaging

In addition to choosing between the given packaging 
forms, participants were asked to select the one they 
found most visually appealing among the given graphic 
solutions (Figure 9). 52.5% of the participants chose the 
second graphic solution as their favorite, 39.1% preferred 
the first graphic solution, while 8.7% of the participants 
chose the third graphic solution as their favorite. 

 » Figure 8: The participants’ choice of the most visually 
attractive form of packaging 

Discussion

According to the participants, the most attractive 
combination of graphic design and packaging shape 
is the pentagonal packaging with the second graphic 
design solution, which also offers the possibility of 
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personalization (Figure 10). This research showed that 
aesthetics have an impact on customers' perception 
of the packaging and their decision-making process. 
Another interesting result was that customers find 
packaging with additional functions more attractive 
and interesting than packaging without additional 
functions. The results on the packaging shape chosen 
showed that customers found non-standard cookies 
packaging shapes such as pentagonal more visually 
appealing. According to the participants, the simple 
graphic design with a soft color palette and an appealing 
cookie image was more attractive than the line cross 
pattern and the symbolic chocolate chip illustration.

 » Figure 10: Most visually appealing graphic design  
and shape of the biscuit packaging, in the opinion  
of the participants

Conclusion

In conclusion, this research shows that the visual appear-
ance of packaging plays an important role in successful 
marketing. It was noticed that soft color palette, simple 
geometric shapes and appealing product photographs 
are more appealing than abstract patterns and symbolic 
images. Non-standard geometric shapes attract custom-
ers’ interest more than standard shapes. The results of 
this research also show that packaging with added value, 

especially packaging with the possibility of personaliza-
tion, is very attractive. All these findings can be used 
as guidelines for food packaging design. Although the 
research conducted provides important information on 
visual guidelines for packaging, it should be noted that 
some results might be different in different age groups 
and for different products, as the research was con-
ducted on a limited age group between 25 and 35 years 
and on a single food product (cookie). Considering this, 
there is a possibility that the participants were subjective 
due to their general (dis)preference for the product. It 
should also be noted that participants were surveyed via 
an online questionnaire, which may be limited due to 
differences in color representation on screens. Further 
studies on different foods and in different age groups 
are planned to further investigate the current results.
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