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1 Background 

Packaging has often been characterized as the “silent salesman” within a retail store, and thus it 

plays an essential role for the branding strategy of a business. Its role is dual, and apart from its 

functional role (i.e. to preserve and store the product), packaging has a communicative role. In 

this respect, packaging helps to communicate certain product characteristics (e.g. brand values, 

product messages) and break through the visual clutter (i.e. create attention) within the retail 

store. In the case of food packaging design is even more important, because it is characterized 

with several brands and increased competition (>30,000 brands are found in supermarket) that 

fight to attract consumers’ attention.  

For brand managers, design food packaging needs to be carefully thought as it has to successfully 

convey the brand values and other related “soft” messages (e.g. health, sustainability), essential 

for consumers’ choice. Therefore, design of food packaging plays a vital role in effectively 

communicating a product’s message and contributes to its success. Thus, decisions regarding 

design of food packaging should be made with caution and be supported with scientific evidence. 

However, not much is known on how these decisions are actually planned within the firm, if 

these decisions are given any importance from the management, and what the actual research 

needs are in terms of assisting managers to make such decisions. 

The aim of this report is to provide some insights into how marketing managers make decisions 

regarding packaging design. The objectives are: a) to explore how decisions about food 

packaging (i.e. from choice of pack material to packaging design) are actually made within food 

companies; b) to identify if and how managers use package design to convey brand values and 

“soft” product messages; c) to identify research needs that brand managers require in relation to 

packaging decisions.  

The empirical basis for this report is data collected through interviews with marketing managers 

from food companies in Denmark. In total, five key informant interviews were carried out and 

analyzed. 
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2 Methodology 

This chapter presents the methodology used for this report. First, we present the methodological 

approach followed for the interviews. We follow with a short description of the interview guide 

and the questions used. Finally, we present the list of cases, which we focused in our interviews. 

2.1 Semi-structured focused key-informant interviews 

We decided that the appropriate approach is the key-informant interviews. The key informant 

interview is an ethnographic research method, originally used in the field of cultural 

anthropology, which is widely used in social sciences (Marshall, 1996). The key informant 

interview involves an in-depth interview where participants have certain characteristics, with 

most important being knowledgeable of the subject under research – in our case having an 

important role in marketing-related decisions about the brand. We further decided to conduct 

semi-structured focused interviews (Merton, Fiske & Kendall, 1956), during which the 

interviewer followed a certain set of open-ended questions derived from an interview guide (see 

Appendix). 

2.2 Interview guide 

We developed an interview guide, which helped in addressing the topic of our research, and 

guide the interviewer in the interview process. The guide was divided into four sections:  

a) Part A - Warm-up/Background: This section included questions about the company and the 

background of the respondents. It was also used as a warm-up for the respondents and the 

interviewer to become more comfortable. 

b) Part B - Packaging process: This section included question related to how important the 

company considers the packaging process, what strategy they follow in relation to 

packaging, and what means of communication they use and how important is packaging as 

a means of communication. 

c) Part C – Background of brand: This section involved questions focusing on background 

information (i.e. history, performance and marketing strategy) in relation to the brand 

selected to focus during the interview.  
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d) Part D: Packaging of brand: This section involved question focusing on the packaging of 

the brands. More specifically, questions focused on whether packaging achieved the desired  

marketing goals and communicated the brand values, the importance of packaging elements 

in conveying the brand values, and the effectiveness of packaging design in terms of 

communicating the desired brand values. 

e) Part E – Research needs and closure: This section asked questions about future research 

needs in the area and what respondents actually thought of being important to focus on in 

relation to packaging design. 

The interview guide was designed as such, so that each interview would last for approximately 1 

hour. 

2.3 Procedure 

Participants were first conducted through emails and afterwards were approached over the phone. 

They were explained about the aim of the study and, following an initial agreement, an 

appointment was made for the date of the interview. The interview was conducted at the premises 

of each company by one of the authors of this report. All interviews were audio-taped. 

Regarding the analytical approach, a short report (based on a template) was prepared for each 

case. This allowed conduct a synthesis of the results that helped the writing of the main 

conclusions. 

2.4 Cases 

We selected five brands and companies to carry out our interviews. The aim was to have a good 

representation of companies that specialize in different product categories and vary in their size. 

Table 1 presents these five cases and provides information on the company, the brand of focus, 

the company’s website, the name of the key-informant and his/her position in the company. Table 

2 presents the product category and the main positioning claims that are used in each brand in 

their product assortment. 
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Table 1 Cases and key-informants 

a/a Company Brand Website Name Position in the 
company 

Case1 Food Solutions Madame 
Butterfly 

www.foodsolutions.dk; 
www.madame-butterfly.dk  

Kristian 
Lauridsen 

Managing 
Director 

Case 2 Schulstad Schulstad 
Levebrød 

www.schulstad.dk/Produkter
/Levebrod/ 

Ulla 
Jacobsen 

Marketing 
Manager 

Case 3 Arla Foods Castello 
www.arla.dk; 

www.arla.com/our-
brands/brands/castello/  

Therese 
Wemmer 

Global Brand 
Manager 

Case 4 Defco Food Defco www.defco.dk  
Peter 

Ostenfeldt 
Madsen 

Product 
Manager 

Case 5 Scandic Food Svansø www.scandic-food.dk/; 
www.svansoe.dk/  

Henrik 
Hjorth 

Marketing 
Manager 

 

Table 2 Brands and positioning claims 

a/a Brand Product 
Category Positioning Claims* 

Case1 Madame 
Butterfly Bakery Organic, Wholegrain 

Case 2 Schulstad 
Levebrød Bakery 

Environmentally Friendly, High/Added Fiber, 
Low/No/Reduced Fat, No Additives/Preservatives, 

Wholegrain 

Case 3 Castello Dairy Organic, Convenient Packaging, High/Added Fiber, 
Low/No/Reduced Fat 

Case 4 Defco Processed 
Meat 

Ease of use, Low/No/Reduced Fat, No 
Additives/Preservatives 

Case 5 Svansø Jams and 
Seasonings 

Low/No/Reduced Calorie, Low/No/Reduced Sugar, No 
Additives/Preservatives, Organic 

Note: Some brands have a big assortment and follow a multi-brand strategy, and thus positioning claims are specific 
for line extensions. 

Source: Mintel Global New Product Database (www.gnpd.com) and Interviews 

  

http://www.foodsolutions.dk/
http://www.madame-butterfly.dk/
http://www.schulstad.dk/Produkter/Levebrod/
http://www.schulstad.dk/Produkter/Levebrod/
http://www.arla.dk/
http://www.arla.com/our-brands/brands/castello/
http://www.arla.com/our-brands/brands/castello/
http://www.defco.dk/
http://www.scandic-food.dk/
http://www.svansoe.dk/
http://www.gnpd.com/
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Case 1: Food Solutions / Madame Butterfly: The company was established in 2004 and 

primarily acts as a food wholesaler. This makes them have limited ability in modifying the 

product content, but some ability in choosing package characteristics, although this function is 

outsourced to co-packers. According to the manager the company follows some principles, which 

is to distribute healthy and fair-trade products to the market. Madame Butterfly is a brand for 

bakery products. 

 

Figure 1 Example of the product assortment of Madame Butterfly (Source: www.madame-butterfly.dk) 

 

Case 2: Schulstad / Schulstad Levebrød: The company focuses on the bakery category and 

primarily produces bread, both frozen and fresh, with the fresh being the most important 

category. In their portfolio they have a very strong master brand, Shulstad. Each extension 

follows a different positioning, with the main brand Schulstad being “better bread on the table”, 

Schulstad Levebrød being “health” and Schulstad Det Gode being “indulgence”. 

 
Figure 2 Example of the product assortment of Schulstad Levebrød (Source: www.schulstad.dk) 

http://www.madame-butterfly.dk/
http://www.schulstad.dk/
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Case 3: Arla Foods / Castello: Arla Foods is a dairy company, in the form of a cooperative. 

Thus, its mission is to create income for the members (i.e. the farmers) by creating added value to 

the final products to the extent possible. The company produces anything within the dairy 

category, such as cheese, butter, milk, fresh dairy, yoghurt and powder. Castello is one of the 

cheese brands for Arla Foods. 

 
Figure 3 Example of the product assortment of Castello (Source: www.arla.dk)  

 

Case 4: Defco Food / Defco: Defco is a company that produces and imports products for food 

service and retail business. They focus on meat processed products, such as cold cuts and 

“frikadeller”. The company also has a private label brand that manages for the retailers. 

 

 
Figure 4 Example of the product assortment of Defco (Source: www.defco.dk)  

  

http://www.arla.dk/
http://www.defco.dk/
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Case 5: Scandic Food / Svansø: Scandic Food was founded in 1951. The company focuses on 

the food sector, but also in manufacturing food packaging. Within foods the company is 

producing jams and seasonings. For the purpose of this report, the focus is primarily based on 

jam products. 

 
Figure 5 Example of the product assortment of Svansø (Source: www.svansoe.dk/) 

  

http://www.svansoe.dk/
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3 Results 

3.1 The packaging process 

3.1.1 The importance of packaging as an activity for the marketing strategy of the company 

All informants considered packaging as an important activity for their companies, especially for 

retail. It was a general agreement that consumers are attracted by packaging when shopping in 

store. Packaging was further acknowledged as very important for consumer experience, 

convenience and communicating brand values. It was further considered a marketing tool that 

helps some companies differentiate themselves from the competitors. However, some informants 

stated that packaging design may follow the standard design that competitors also apply in their 

products (e.g. the plastic pack case for cold cuts), since it dominates the market and consumers 

are familiar with. Finally, for companies who are environmental conscious, choice of packaging 

material is based on whether they are better for the environment, although taking into 

consideration the additional costs. 

3.1.2 Company strategy in relation to packaging  

Some of the informants argued that packaging is an internal activity, at least at the first stages of 

decision making. Big firms, such as Arla Foods, take into consideration market research results, 

which after internal brainstorming and negotiations, they ask for the help of external agencies. In 

the case of Defco, the package design for their private label is already decided from the retailers, 

and thus the entire packaging process is conducted internally. For small firms that don’t have the 

necessary resources and expertise, packaging related activities are completely outsourced. 

However, the informants said that the final decision is still taken internally. 

In the process of deciding on packaging not all companies conducts consumer research studies. 

One explanation is that these firms already know their customers and their needs/preferences, so 

they did not deem necessary. From those firms that do incorporate consumer research in the 

process, and these were companies that were primarily big in size, they claimed to test the design 

(including color, logo size), whether they associate it with the product or with its origin, how they 

see it compared to the competitors, and in general what they think about it considering the sub 

brand the product belongs to. 
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Finally, in relation to who takes part in packaging related decisions, it ranges from 

brand/marketing managers and their teams, to graphic designers, food stylists, photographers and 

legal advisors. Communication and coordination between the different participants in this process 

is very crucial. 

3.1.3 Importance of packaging as communication element 

Informants were asked to rate how much the extent to which their company utilizes a list of 

communication elements (Table 3). Everyone agreed that packaging is an important 

communication element, together with merchandizing and point-of-sale, and sales promotions. 

On the opposite, social media, online/offline advertising were not utilized at the same extent. 

 

Table 3 Importance of communication elements 

Communication Elements Case 1 Case 2 Case 3 Case 4 Case 5 

Offline advertising • •• •• • ••• 

Online advertising • •• ••• • • 

Public relations •• ••• • ••• ••• 

Sponsorship ••• ••• •• ••• • 

Sales promotions ••• ••• ••• ••• •• 

Merchandizing and point-of-sale ••• ••• ••• •• ••• 

Packaging ••• ••• ••• ••• ••• 

Website •• •• ••• •• • 

Social Media • •• •• • •• 

Note: • = less; •• = average; ••• = high 

3.2 Background of selected brands 

This section provides a small background information about each brand (i.e. history, performance 

and marketing strategy). Table 4 summarizes these findings across each theme. 
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Table 4 Brand background information 

Themes Madame Butterfly Schulstad Levebrød Castello Defco Svansø 

Launch ~ 5 years. ~ 8-10 years. ~ 40-50 years. Acquired 
from Arla in 2006. ~ 10 years. Since 1975. Acquired by 

Scandic Food in 2005. 

Market share 
At a growth stage. Market 
leader in organic cookies 

and crisp bread. 
Market leader. Stable.  Big enough for a private 

label. Slow growth. 

Target group 
Young, price conscious 

and health conscious 
female consumers. 

Young healthy people, 
single people, or people 

who have one or two 
children. Mainly women. 

Foodies, people that 
indulge in fine foods, not 
only in cheese. Involved 

consumers. 

Young consumers, aged 
between 28 and 40-50. 

Consumers between 30 
and 45 years old. 

Distribution 
channels Retailers. Retailers and few bakeries. Trade and retail trade. Retailers and cash & 

carries. Retailers. 

Positioning Average quality, low price 
organic products. A healthy brand. 

Specialty cheeses. “Cheese 
culture”: Promote a story 
from a background story 

on production and quality, 
until how it is consumed. 

A good every day product. 
It is of big importance to 
tell the story about how 
and where their meat is 

produced. 

More expensive, 
exclusive, high quality 

food. 

Communicati
on strategy 

Public relations and 
personal sales. Packaging 
the main communication 
tool to end consumers. 

TV commercials, 
sponsorship, point of sale 
communication and sales 

promotions. 

TV commercials, printed 
media, in store 

advertisements and tasting 
events 

Direct communication.  

TV and radio 
advertisements, social 

media, prints and 
magazines. 

Packaging  

Nutritional information, 
serving suggestions, and 

any information the 
company perceives as 

relevant to the consumer. 

Few years ago transparent 
packaging was introduced, 

since it is important for 
consumers to see the 

product. 

Aim so to advance on the 
sensory part of the 

package, so that it will 
satisfy consumer’s need to 

touch, smell and see the 
cheese. 

They are only making 
small changes in 

packaging design, to avoid 
losing recognition from 

their customers.  

The company aims to re-
design their labels. Their 
new packaging strategy is 
to keep the same “look” 

across categories. 
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Again packaging is an important element for each brand’s marketing strategy. The informants 

saw packaging as a way to communicate information about the product, convey quality and brand 

values. Packaging material is also important and some informants seem to be aware of that. For 

example, the use of transparent packaging for bakery products is important for quality judgment 

from consumers. Other companies have advanced further in this process by even taking into 

consideration sensory elements of packaging. 

3.3 Packaging as a tool to achieve marketing goals 

Packaging is a tool to achieve the company’s marketing goals: “Yes, we have goals in growing 

and we have good turnover, we have some goals for it of course and I think the packaging is 

helping us to reach those goals.” Some informants were more specific and said that packaging 

helps in the positioning of the product. For example, a good package design can help in 

consumers understanding better the organic or healthy message product, and subsequently 

identifying on the shelf: “When the retailers have a strategy to sell more organic products, or 

more fair-trade products, or more wholegrain products, of course it helps (the packaging) them 

to find the products, if we put this symbol, or this identity on our brand. So in this way of course 

it has a specific goal.” Another important topic raised was the issue of consistency in the 

message. Acknowledging that packaging acts as a communication tool, it needs to consistently 

communicate the same message. In addition, it is not considered as serving specific goals, but 

complimentary to other marketing efforts: “… before you’re going to communicate you just want 

to make sure you are always consistent in all different touch points around the product, around 

the brand, so everything you do, they should get the same feeling. But then to say there are 

specific goals only for packaging it’s difficult …” 

3.4 Packaging as a tool to address the customer base 

Informants seemed to care about how their customers perceive their product and packaging. Prior 

to any decision, consumer research is essential: “Consumer research plays a great part in the 

packaging design process for our brand.”; “We have had a focus group in order to try to get 

some feedback on our packaging design, and tested different products.” For some companies this 

process is rather serious and go deeper in understanding what consumers like in their packaging: 

“We are really taking in all the feedback they’ve given us, so what they like in packaging, what 
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they don’t like, so they want to understand the story, they want to be inspired how to consume 

it…”. 

Some companies conduct research more frequently, while others only conducted research in the 

past which they still use as a basis for their decisions. Of course for some companies that have 

big portfolio it seems hard to conduct research on every single product: “Our company does not 

address its end consumer for every product. Prior consumer research provided some insight, and 

this insight is still used today throughout the design process to have the customer in mind.” Of 

course, there are some cost effective ways that some companies employ, such as the use of social 

media: “Yes sometimes we take the new package, we put it on Facebook and ask our fans what 

they think about it and some of them say: ‘It’s good but you have to change this, and this, and 

this… and then we…inside the house here, speak about it and talk about and maybe we change it, 

maybe we think ‘no we won’t change like this’.” 

3.5 Packaging as a tool to communicate brand values 

Some informants argued that package design decisions are based on effective communication of 

core brand values (e.g. organic or healthy). For this purpose they see important package elements 

that directly communicate this (e.g. logos, such as the keyhole, wholegrain, organic). Some 

informants also pointed out the importance of material. For example, the use of transparent 

packaging was associated with the brand being perceived as healthier. In general, some 

informants pointed the importance of combining the right elements that can signal quality and 

other brand values: “Mainly we have three things on the label. It’s very important for us to have a 

picture of a serving suggestion which gives the fastest impressions for clients to know: ‘Okay, 

how can I enjoy this product?’ Second we use dark black colors, which we have found over the 

years that dark colors together with red meat it gives an impression of quality. And last thing of 

course we want to combine it with our red logo.” 

The informants were asked which package design elements they consider important in 

communicating the brand values (see Table 5). All elements were considered as very important 

from informants. Those elements that are informational (i.e. brand name, food labels) and 

graphic (color, imagery and typeface) were considered more important, compared to structural 
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ones (i.e. package shape, package size and material) that more variation is responses was 

obtained. 

Table 5 Importance of packaging elements in conveying brand values 

Packaging Elements Case 1 Case 2 Case 3 Case 4 Case 5 

Brand name •• ••• ••• ••• ••• 

Food labels ••• ••• •• ••• ••• 

Color •• ••• ••• ••• •• 

Imagery ••• ••• ••• ••• ••• 

Typeface ••• ••• •• ••• ••• 

Package shape •• ••• ••• ••• •• 

Package size •• ••• •• •• •• 

Material ••• ••• ••• •• •• 

Note: • = not important; •• = average importance; ••• = very important 

From informational elements, brand name is important, although some acknowledged that this 

is only for the domestic market that there is awareness: “The brand name is of course important, 

but we have to be aware that if we want to sell our brand in other countries, there are problems, 

because it means something, which is not very nice or whatever.” Food labels also are mandatory 

and help build trust with the consumer: “Of course it’s important to have it but that’s more from 

a legal aspect.”; “I think it’s very important, because it helps you create some sort of trust.”  

From graphic elements, informants said that the images help consumers understand what the 

product is and indicate how it can be consumed: “It could be inspiring for the consumer.”; “If we 

have any chance to do it we always put a picture to imagine how you can use the products.” 

Informants also indicated that imagery should stand out, be realistic and increase trustworthiness: 

“Imagery is as realistic as possible so that the consumer gets what he sees.”; “We want the brand 

to stand out, and we also want to make sure that the brand is trust worthy. So when we make 

photographs of the food we actually don’t make a lot of cheating, in terms of using food styling. 

It’s the real product…” Color was considered important because it adds to aesthetic part of the 

packaging: “You can create something, which looks terrible, with the wrong colors.” Color also 
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has a symbolic meaning, since it can communicate specific values, such as quality and organic: 

“In terms of colors when you are selling organic products, I mean, you don’t want to be too 

colorful.” “…in our opinion it’s a world in difference to add dark, let’s call it quality signals...”. 

Color was also considered important since it helps in recognizing the brand in store: “Consumers 

associate the master brand with the color blue, which makes it easier for them to spot it in the 

supermarket.” Finally, typeface is also important, although there is less freedom of choice since it 

is regulated in terms of size and font type for the ingredient list: “I mean this is also important. 

Actually it’s regulated by the European Union, now that you have to have a certain size so the 

consumers can actually what is inside the package.” Typeface also helps in creating different 

perceptions, however it was not explained as to why: “It’s more about how the brand is going to 

be perceived…we have different typefaces on different products or ranges of products, because it 

makes sense…” One explanation is that certain fonts create different perceptions about the brand, 

e.g. quality wise. 

From structural elements, package shape is important as a tool for differentiation from 

competitors: “It’s also important if you want to be different from the competitor or from our other 

brands.” However, the choice is mostly depends on logistics and other external factors: 

“...earlier we have been working with round shape, it means that we will lose a lot of space in the 

coolers, that’s why all packaging, or nearly all, are square.”. In terms of package size, the choice 

depends on costs or consumer needs: “…if we go up in packaging size, packaging would be much 

more expensive…”; “It does, because if you have 500 to 600 grams people wouldn’t buy it 

because it’s too big.”. Yet, none of the informants indicated that packaging size would impact the 

brand related values. Finally, material is important since it can enhance the desired message, such 

as organic or sustainable (i.e. environmental friendly). Of course, the drawback in this case is 

costs: “… the choice of an environmentally preserving material helps the brand reinforce the 

organic and healthy values. However, the choice is done in consideration of costs.”; “If we want 

to be considered as a social or environmental company, we also have to choose packaging, 

which is environmentally friendly. It’s going all the way from the core product to the 

packaging.”; “I think it’s very important because we are a big company. It’s very difficult to 

change, because it’s very expensive to change it.” 
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3.6 Effectiveness of packaging design 

All informants agreed that packaging is an effective marketing tool that contributes to the success 

of the brand. It also helps them distinguish from competitors, but the challenge is always that 

competitors also imitate and thus some informants indicated the need to be alert, and keep 

innovating: “Continuous change in regard to packaging is very important as competition may try 

to copy our design characteristics, like for example the increase in the transparent part of the 

package (i.e. in the category).” Yet, it depends on who is the competitor, as sometimes it may be 

wise to keep away from design that consumers associate with low quality or low price, such as 

private labels: “If you go out in supermarkets and see how they design their own private labels, 

you will see that they are boring, low-price perceived, and then if you take the branded products 

from Knorr, Heinz and see them… you can see a difference in the graphic elements, design 

elements, logos, as well. And we try to deal with those branded products…because I believe that 

the consumer will like nice things to look at and not those cheap things to look at.” Another 

important aspect that came up during the interviews is that an effective package design creates 

equity and helps in new product launches of extensions: “We see now that some consumers 

recognize our brand. And of course it helps when we come with new products, if people have a 

high level of trust in terms of the one product they already purchased, and then if you come with 

something new it’s easier for them to recognize, that okay they had a good success with the last 

product, so it’s easier for them to put the next one.” 

In terms of testing the package design effectiveness, not all informants said they do. An 

informant said it is based on an intuition: “It’s more of an intuition.” Of course, some companies 

conduct the usual brand tracking studies, but do not look specifically on package design. Finally, 

from those who do, some qualitative studies (e.g. focus groups, supermarket observations) are 

conducted that aim to test consumers’ responses and perception about their packaging. Overall, it 

seems that informants do not have the necessary knowledge and ways to identify how effective is 

their packaging, and a reason for this is also the lack of specific tools that would help them assess 

this. 
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3.7 Research needs 

All informants acknowledged the importance of doing research in this field. However, the 

drawback is that such research is too expensive that, especially for small firms, is hard to afford. 

Of course, the importance of having access to knowledge and follow new trends is crucial, and 

some indicated that they either travel for this purpose or follow certain trade shows. 

A list of topics that came up during the discussion was:  

a) new developments in packaging design; 

b) cost effective ways to test product packaging on customers before launching; 

c) studies to test psychological response, especially in store; 

d) ways to enhance the product message on packaging (e.g. organic), cost effectively. 

4 Conclusion 

In this report and with the help of the key-informant interviews, we tried to provide insight on 

what marketing managers believe about packaging design, which help us understand what the 

needs are for the future. During the discussion some important points emerged that are 

summarized below: 

a) Packaging is an essential marketing tool: Packaging is not neglected and managers seem to 

have good understanding of its role in communicating to the consumer brand related values 

and conveying messages at the point of sale. From the packaging elements that are 

important, informational and graphical were most essential in conveying the desired 

message. 

b) Decisions about packaging are intuitive, less based on research. Although managers have a 

good understanding, most of their decisions are based on experience and are intuitive. This 

is a characteristic mainly for small firms, which is explained by the high costs involved that 

are hard to afford. Another reason is lack of expertise internally, which makes them 

outsourcing these tasks to market research/advertising agencies. 

c) Research on packaging is ad hoc: Most research that focuses on packaging is conducted 

parallel to testing brand health (brand tracking) and is done on an ad hoc basis. The 
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gathered experience and knowledge is something that makes decisions on packaging 

intuitive, rather than being based on research. It is certain that managers do not have 

sufficient internal scientific knowledge when making decision on packaging. 

d) Cost is the main drawback of conducting packaging related research: Cost is indeed a 

drawback, but some cost efficient ways are actually being utilized from firms. For example, 

utilizing social media and direct channels can help to receive immediate feedback from 

customers. 

e) Need for innovative solutions, cost efficient studies, ways to enhance message: It is certain 

that need to find ways to generate knowledge on packaging. Cost efficient studies are 

necessary, but also following innovation in packaging (in order to create competitive 

advantage) and ways to enhance the communicated message through packaging design 

deem important.  
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APPENDIX: Key Informant Interview Guide 

 
Brand case: ____________________ 

General information: 
Respondent name: ___________________________________ Title:  
__________________ 

Company:  ___________________________________  Phone: 
 ___________________ 

E-mail:  ___________________________________  

Date of interview:  ____/_____/______ 

 

 

 

 

Brief description on the purpose of the interview 
This interview is conducted in the frames of a research project on Food Packaging Design which 
is being held by MAPP at the School of Business and Social Sciences, Aarhus University. The 
project aims at identifying best practices in the design of food packaging. At this stage of the 
project we conduct a set of case studies in which Brand X has been selected as one of them. The 
purpose of this interview is to get a deeper understanding about the packaging decisions 
regarding Brand X. 
The interview and information gathered during the discussion will be used only for scientific 
purposes and your responses will be kept confidential. 

 

Total time of interview: ~ 60 min 
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Warm-up discussion (5min) 
1. What is your position in the company? 

2. Could you provide in brief information about the company and its mission? 

3. What products does the company produce? 

Packaging process (15 min) 
4. How important is packaging as an activity for the marketing strategy of your company?  

(Note to interviewer: Explain that packaging is both selection of pack and design of the 
pack) 

5. Does your company have an overall strategy in relation to packaging? 

a. Is packaging an internal activity/is it outsourced? What are the reasons for your 
choice (costs, expertise etc.)? 

b. Who is responsible for decisions related to packaging and who is involved in the 
overall process (engineers, designers, marketers etc.)? 

c. Do you take into account consumer research in this process? 

6. To what extent is communication of your company based on? 

 Less Average High 

1. Offline advertising    

2. Online advertising    

3. Public relations    

4. Sponsorship    

5. Sales promotion    

6. Merchandising and point-of-
sale  

   

7. Packaging    

8. Website and social media    
 

Background information about selected brand (5 min) 
7. Could you tell us about Brand X in relation to…? 

a. When was it launched (re-launched) in Denmark. 
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b. Market share and its development over the years. 
c. Target group and its structure over the years. 

d. Distribution channels. 

e. Positioning. 

f. Communication strategy. 

g. Packaging. 

Packaging of selected brand (20 min) 
8. Considering the packaging of Brand X, do you think it serves specific goals in terms of its 

marketing strategy? 

9. Considering the decisions made (or to be made) about packaging of Brand X, were/are 
these taken based on…?  

a. Communicating effectively its core brand values? If yes, how? 

b. Addressing its customer base? If yes, how? 

10. Considering the following packaging elements how important are in conveying Brand X’s 
values? Why (for those very important)? 

 Not very important Of average 
importance Very important 

1. The brand name    

2. Food labels    

3. Colours    

4. Imagery    

5. Typeface    

6. Package shape     

7. Package size    

8. Material    

Other.___________    
 

Effectiveness of Brand X packaging design (5 min) 
11. Do you consider packaging design as part of the success of Brand X?  
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12. Do you have any ways to assess this? 

Research needs and ending of discussion (10 min) 
13. Do you believe there are sufficient knowledge/tools that can assist you in terms of 

packaging related decisions? 

14. Are there any topics in relation to packaging design that you consider important and would 
like to have more knowledge/assistance?  

15. Is there anything else you consider relevant to this discussion? 

 

Thank you for your time! 


	Acknowledgements
	Table of Contents
	1 Background
	2  Methodology
	2.1 Semi-structured focused key-informant interviews
	2.2 Interview guide
	2.3 Procedure
	2.4 Cases

	3 Results
	3.1 The packaging process
	3.1.1 The importance of packaging as an activity for the marketing strategy of the company
	3.1.2 Company strategy in relation to packaging
	3.1.3 Importance of packaging as communication element

	3.2 Background of selected brands
	3.3 Packaging as a tool to achieve marketing goals
	3.4 Packaging as a tool to address the customer base
	3.5 Packaging as a tool to communicate brand values
	3.6 Effectiveness of packaging design
	3.7 Research needs

	4 Conclusion
	APPENDIX: Key Informant Interview Guide
	General information:
	Brief description on the purpose of the interview
	Warm-up discussion (5min)
	Packaging process (15 min)
	Background information about selected brand (5 min)
	Packaging of selected brand (20 min)
	Effectiveness of Brand X packaging design (5 min)
	Research needs and ending of discussion (10 min)

