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Any business selling a product knows 
that having the right packaging is 
crucial for increasing sales. Consumers 
are overwhelmed with choice. 
Consequently, how items are presented 
to them in-store or online plays a major 
role in determining their final purchase 
decision.

Marketers face three main challenges 
when it comes to packaging innovation. 
The first is fragmented communication. 
Today’s Connected Consumer has 
a variety of ways to discover your 
brand, including access to numerous 
visual channels such as Instagram and 
Pinterest. 

Secondly, there is the three-cornered 
battle between retailers, Amazon 
and consumer packaged goods (CPG) 
companies, with the latter working on 
packaging strategies to optimize their 
pricing and drive sales via Amazon.

Finally, there is new technology, which 
has enabled innovations such as smart, 
internet-connected packaging that can 
identify whether a product is in a store 
or at home. We’ve already seen Diageo 
trial this with its Johnnie Walker Blue 
Label brand.

These challenges are creating a perfect 
storm for marketers, who need to make 
sure their brands breakthrough in a 
crowded marketplace.

How should you approach packaging 
innovation?
To optimize the role of packaging in 
innovation, it’s critical to define what 
innovation means for both brands and 
consumers. Ask yourself two questions: 
what does successful innovation mean 
for my brand? And what does it mean 
for consumers?

Ask yourself two 
questions: what does 
successful innovation 
mean for my brand? 
And what does it mean 
for consumers?

For a brand, it’s relatively easy to 
define innovation success. At the 
highest level, it includes achieving the 
target return on investment (ROI), 
driving incremental growth and 
building the brand’s long-term 
relationship with consumers – as 
opposed to borrowing against the 
brand’s goodwill for short-term gains.

Success includes 
building the brand’s 
long-term relationship 
with consumers – as 
opposed to borrowing 
from the brand’s goodwill 
for short-term gains.

Figure 1

Build stronger brand relationships 
while genuinely improving your 
customer’s life 
Simply put, innovation success is the 
value exchange between brands and 
consumers – if consumers see value 
in the new innovation’s promise, they 
will buy it. Value is about improving 
life. For a person to stop using what 
they currently consume or own to buy 
something new, the expectation is that 
it will provide a better solution and 
improve their life.

What does innovation success look like for your brand?

THE STANDOUT CHALLENGE FOR 
YOUR BRAND’S PACKAGING
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The package should 
communicate product 
benefits in an 
understandable way.

The package should be 
functional and easier 
to use than previous or 
competing products.

The package should 
deliver information 
to enrich the product 
experience.

Ensure your packaging helps consumers to “get the job done”:

Connecting 
emotionally.

Making change 
easy to adopt.

Innovation is about bringing new value through…

Helping consumers 
“get the job done”.

Improving 
people‘s 

lives.Being part
of the 

conversation.

Innovation is about 
bringing new value 
through…

Packaging – and successful innovation 
of any kind – is about improving 
people’s lives. There are four 
dimensions to this: making sure that 
consumers see your new packaging as 
a way to “get the job done”, connecting 
with your consumers emotionally, 
ensuring that switching to your product 
is easy to do and being part of the 
broader conversation. 

1. Make sure your consumers see your 
new packaging as a way to “get the job 
done”
The fundamental way that innovations 
improve people’s lives is by helping 
them to “get the job done”. 
Clay Christensen, author of The
Innovator’s Dilemma, defines jobs as 
the circumstances that arise in people’s 
lives, for example “getting the kids out 
in the morning, getting from A to B, 
or meeting friends and family”. Every 
innovation needs to be evaluated in the 
context of these circumstances or jobs, 
and seen in terms of the new benefits 
that it provides consumers in that 
context. 

Packaging plays an increasingly 
important role in assisting people in 
their everyday lives, and it does so 
by communicating product benefits 
in a clear, understandable way, being 
functional and easier to use than 
previous or competitive products, and 
delivering information to enrich the 
product experience. The role of 
packaging to support and deliver 
new benefits should be a focus 
throughout the innovation process, 
from early stage exploration to 
finalization pre-launch.

The role of packaging to 
support and deliver new 
benefits should be a 
focus throughout the 
innovation process, from 
early stage exploration 
to finalization pre-launch.

2. Connect with your consumers 
emotionally
In their widely-recognized book, Built 
to Love, Peter Boatwright and Jonathan 
Cagan emphasize the crucial role that 
emotion plays in product success. The 
authors provide empirical evidence 
to support their contention that 
brands (and in many cases eponymous 
products) that enjoy higher levels of 
emotional attachment among 
consumers also thrive economically.

Brands add value to people’s lives by 
delivering the emotional satisfaction 
that comes from getting the job done 
in the best way possible – through the 
ideal experience. 

Perhaps the most important role that 
your packaging plays is to emotionally 
connect with consumers, capture their 
attention, and drive purchase – 
whether in-store or online. This 
emotional pay-off is what people look 
for in the ideal experience, whether 
it’s the feeling generated by a sense 
of being in charge of one’s health after 
eating probiotic yogurt, or feeling like 
a gastronomic adventurer after 
consuming a craft beer. 

Packaging plays an important 
communication role in priming 
people for this emotional payoff, and 
in delivering the benefits of use that 
create the ideal experience. 

Perhaps the most 
important role that 
your packaging plays is 
in emotionally connecting 
with consumers, 
capturing their attention, 
and driving purchase – 
whether in-store 
or online.

Figure 2

Figure 3

 ▪ analyze the contribution of 
your packaging with a benefit 
framework 

 ▪ employ user experience (UX) 
design methods to involve 
users from early stage to 
pre-launch that will ensure 
the package design effectively 
communicates product benefits 
and is easy to use

How to ensure your 
packaging performs:

 ▪ use occasion-based analysis 
of how packaging supports 
the emotional pay-off for your 
consumers

 ▪ simulate an in-store experience 
to realistically evaluate       
packaging design 

How to ensure that your 
packaging makes an 
emotional connection: 

HOW TO MAKE SURE CONSUMERS 
LOVE YOUR NEW PACKAGING
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3. Make it easy for people to 
adopt to your product – and know 
the five things that can stop them 
from doing so
Even the most powerful product 
innovations will have no chance of 
succeeding if they aren’t easy for 
people to adopt.
We have identified five triggers that 
can impact adoption of your new 
products. You can use these to identify 
how your new packaging supports easy 
adoption of a new product throughout 
the purchase and use experience 
(Figure 4).

Category
Engagement

▪    How relevant is the category for me?
▪    What other solutions are around?
▪    Do I trust the brand(s) behind the innovation?

Behavioral
Change

▪    Do I need to change my routines?
▪    Do I have to learn something?
▪    Do I expect a pleasant user experience?

Value

▪    How happy am I with my current solution?
▪    Does the new product/service really improve my life? How?
▪    What new benefits are offered?

▪     Is there an emotional connection?
▪     How big is the relative advantage of the new product/service?

Incremental
Costs

▪     Do I need additional infrastructure to use the new product/service?

Recommendations
▪     Does my peer group love it/recommend it?
▪     Is there positive evaluation in (social) media?
▪     What does my retailer or sales person recommend?

1

2

3

4

5

Figure 4: Five sets of questions consumers ask about a new product.

4. Ensure your packaging and brand 
are part of the broader conversation
People don’t feel the full value of the 
improvements that brands can make, 
whether they are big or small, unless 
those improvements become part of 
the social dimension of their lives. This 
can happen when people share new 
products or packaging with family and 
friends, or they are made to feel part 
of a larger conversation about what’s 
happening in the world by purchasing 
a particular product.

Packaging plays an increasingly 
important role in making products 
part of the conversation. Coca-Cola’s 
#ShareACoke campaign, in which the 
brand’s iconic logo was replaced with 
people’s first names, is a great example. 

Enhanced design and production 
values invested in packaging, or in 
product photography shown on 
packaging, can provide a powerful 
prompt to consumers that the product 
is ‘Instagram-worthy’ – triggering them 
to post their own photos of the product 
or the packaging. And packaging 
that plays a strong role in delighting 
customers through product use can 
also be a buzz driver.

 ▪ use semiotic analysis of the 
emerging discourses that are 
disrupting a category and 
generating buzz

 ▪ measure the emotional impact 
of packaging in a virtual store 
environment

 ▪ analyze discussions on social 
media to identify the viral 
impact of packaging

How to make your packaging 
part of the conversation:

 ▪ use adoption lever analysis, 
based on the five sets of 
questions outlined above, to 
optimize the contribution of 
packaging to adoption

 ▪ design the package with the 
user behavior and needs 
in mind by employing user 
experience research and design 
during the package ideation and 
design stage

How to make it easy for 
consumers to change and adopt:
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GfK PackEdge
Behavioral insights to optimize the role of packaging

Realistic evaluation of Pack performance reflecting consumers’ 
true decision making process

Reliable recommendations based on core KPI’s derived from 
implicit measurement and actual behavior

Agile, fast, efficient and smart support for the role of Pack 
in the innovation process

Seamless client experience delivered by world-leading 
Simstore end-to-end platform

Your pack is the sum and the parts 
of your innovation strategy. Packaging 
needs to be integrated into the 
innovation process to optimize the role 
it can play in improving consumers’ 
lives. This starts with early-stage 
analysis of the market dynamics 
between what consumers expect and 
what brands offer. The next steps are to 
identify the benefit-driven 
opportunities that the brand can own, 
and to test and refine the proposition 
to maximize its market impact.

With packaging playing an increasingly 
important role across many dimensions 
of product success, it makes sense for 
brands to think more broadly about 
how to integrate it into their innovation 
strategy. 

But ultimately, to have maximum 
impact, there is no escaping the fact 
that all of the roles that packaging 
plays must come together for the brief 
moment of truth when consumers first 
encounter a product. You have seconds 
or less to convince people not to put 
the pack back on the shelf, delete it 
from their online basket, or leave it at 
the back of a cupboard at home.

Packaging needs to deliver, under 
demanding conditions, within its limited 
real estate. In a crowded environment, 
it has to battle for brief moments of 
people’s attention.

Researching your new packaging
As we’ve seen, consumers are bombarded 
with choices. People are often on 
autopilot when they shop, so effective 
packaging evaluation and optimization 
must tap into the hidden drivers 
of their decision-making. For your 
research to be effective, it must provide 
a realistic reflection of the way people 
use packaging to navigate products and 
make decisions.

Your pack is the sum 
and the parts of your 
innovation strategy.

Innovation and decision-making
The increasing importance of 
packaging means that marketers need 
agile ways to optimize its role 
in innovation. Daniel Kahneman’s 
“Thinking Fast and Slow” looks at 
how people decide to buy products, 
breaking their behavior down into two 
systems. System 1 refers to implicit 
ways to make decisions (intuitive 
feelings) and System 2 refers to the 
explicit means (more reflective 
thinking). It is important for you to 
measure both elements to make sure 
your new packaging is successful.

Figure 5: Our PackEdge methodology provides a smart way to optimize pack designs to succeed 
both in-store and online.

We understand consumer decision 
making by measuring both systems 
using GfK PackEdge methodology. With 
our proprietary Simstore technology 
we can:
 ▪ measure consumers’ implicit 

responses
 ▪ capture consumers’ actual behavior 

in a realistic purchase context
 ▪ tap directly into people’s             

perceptions and intuitions, which 
are rooted in their real-life needs 
and behavior

 ▪ deliver more reliable and              
discriminating key performance 
indicators (KPIs) with implicit 
measurements 

 ▪ be highly predictive of in-market 
results

A realistic virtual environment, our 
technology closely mimics consumers’ 
in-market experiences to provide truer 
insights into their consumption and 
purchase decision making. Respondents 
buy products as they normally would. 
This provides a more realistic 
evaluation of pack performance and 
enables scenario testing of different 
designs in both in-store and online 
retail environments. The approach is 
scalable, fast, and cost-effective.

There’s no escaping the 
in-store moment of truth 
with your packaging 
design.

People are often on 
autopilot when they 
shop, so effective 
packaging evaluation and 
optimization must tap 
into the hidden drivers of 
their decision-making.

 ▪ Our integrated, end-to-end 
tools ensure efficiency,  
consistent quality, and a 
seamless experience.

 ▪ Our tool for questionnaire 
development provides clients 
with access to digital copies of 
surveys to assist with version 
control and allows for a smooth 
interchange of comments 
during questionnaire   
production.

 ▪ Translations are managed 
directly in the system to save 
time and assure quality.

 ▪ Our efficient process can reduce 
project turnaround time by two 
weeks.

Simstore: An efficient 
research platform from 
questionnaire production to 
data analysis

Understand and predict shopper behavior with the use of Simstore, our virtual store research software.

HOW TO INTEGRATE PACKAGING INTO 
YOUR INNOVATION PROCESS
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To learn more about 
packaging solutions.

Contact
Simon Pulman-Jones
T +44 20 7890 9246 
simon.pulman-jones@gfk.com

Discover how your new packaging is 
likely to perform
With virtual shopping and purchase 
technology, you can understand 
consumers’ decision-making processes. 
Virtual shelf exercises can identify your 
packaging’s ability to standout. 
Findability and purchase behavior 
provide the key measures of 
performance. Additionally, measuring 
both the implicit and explicit behavior 
generates a full set of KPIs to show how 
new packaging is likely to perform. 

An optimized package design leads to 
product success
As packaging becomes an ever greater 
differentiator, brands need to take 
advantage of the new thinking and 
technologies that can ensure it is 
emotionally connecting with consumers. 
And, ultimately, the brands that invest 
in maximizing the ability of packaging 
to support the brand in enhancing 
people’s lives will be the ones to 
succeed.
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