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Abstract

337

lmprovement of merchandise appeal, increasing the willingness to buy, advertisement of producl modifications
there are several reasons why packages are often designed to have an emotional impact on consumers. In this
paper, the emphasis is set on user reactions to packaging design.

We prcsent thc results of an eyc tracking study, wherc user reaclions to (prescription only) pharmaceutical
packaging with rather simple, rcstrained designs are compared to the more sumptuous styling of chocolatc boxes.
Differences in user rcactionlinformation reception are described and implications for packaging design discllssed.
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I. Introduction

Product packagiog has 10 fulfill multiple functions: in addition to the physical protectioo of the product, it has
10 relay a wide range of infonnatioo (cr. Bemdt & Sellscbopf 20 11) - e.g. on product properties, its ap
plication or usage, origin and price.

In addition. it is an important marketing instrument as weil - ensuring brand recognition. product differen
tiation and increasing the willingness to buy (cf. Hinz & Weller 2011). An important task in packagiog design
is to create designs that reconcile all of these requirements, in order to satisfy the consumer's need for
information while simultaneoLlsly creating a favorable emotional impact desired by the producer.

As it is difficult to achieve aB of these objectives at the same time, packaging design often needs to COID

promise, only partially achieving one aim in order to reach an objective wirh a higber priority. Evidently, it is
dependem on tbe product whicb of these requirements is more importaot: ln pharmaceutical packaging, for
instance, customer infonnation on active ingredients and dosage is certainJy much more important than it is
in cbocolate packaging - where, on the other hand, marketing goals may be of a higher significance.

Thus, objectives in packaging design differ, leading to a different use of visual eomponents (text, images, co
lor etc.) depending on whether the main foeus is more on infonnation transfer or rather on stimulating emo
tional responses. By using different layouts and designs, designers intend to cause different user reactions,
thus hoping to initiate changes in the customer's perception and cognition.

lnereasing the emotionaJ appeal ofproducts has recently become a major trend in brand conununication (cf.
Munzinger & Musiol 2009, !25; Busch 2007, 5). Today, products have to compele with hundreds of others in
the sbelves (Munzinger & Musio! 2009, 235), wbose properties are becoming increasingly simi!ar (cf. Hinz
& Weller 2011, 234). This decrease in product differentiation makes it necessary to find other ways to distin
guish a product or offering from its competitors. As the cmotional impact of a product (or its packaging) is
considered to influence the consumer's behavior, motivation and (buying) decisions (cr. Bittner & Schwarz
2010,18) it is supposed 10 be an interesting 1001 to stir desire and produce sales (Munzinger & Musio12009,
16).

It is generally assumed that packaging design indeed does stimulate emotions, and that the emotional impact
packaging design has on consumers is inlluenced by sucb factors as the size or shape of the packaging,
graphic and surface design, color or typography (cr. Hinz & Weller 2011, 236; Duchowski 2007, 263). These
visual marketing stimuli are thought to influenee the eonsumerls perception and information proeessing (cf.
Wedel & Picters 2006, 37 ff.), thereby attracting aod guiding his attention (Munzinger & Musiol 2009, 50 f).
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