
www.ijcspub.org                                            © 2022 IJCSPUB | Volume 12, Issue 2 June 2022 | ISSN: 2250-1770 

IJCSP22B1242 International Journal of Current Science (IJCSPUB) www.ijcspub.org 55 
 

PACKAGING AS AN EFFECTIVE 

MARKETING TOOL: HOW PACKAGING CAN 

INFLUENCE CONSUMER CHOICES? 
 

1Mansi Rana, 2Alok Kumar, 3Dr. Priyanka Ranawat 
1Student, 2Student, 3Assistance Professor 

1NIMS University, 
2NIMS University, 
3NIMS University

ABSTRACT 

The intention of this research is to analyze how packaging 

can influences the consumer buying behavior of toothpaste 

in India. Data from 50 samples was obtained through online 

mode. The consumer’s buying decision is strongly 

influenced by packaging and its features, such as packaging 

color, picture inserted, design, amount of product, printed 

information, innovations, and font style etc. The basic idea 

for conducting this study is to identify those packaging 

element that add value to dentifrices and thus influence 

consumer buying behavior. This research will not only help 

marketers in innovating the packaging of oral care product 

but will also provide necessary information to strategy 

makers to formulate new strategies. Furthermore, 

considering the Indian family size, companies should work 

on providing bigger product size that will be cost saving for 

their customers.  

KEY WORDS-  Denitrifies, packaging, innovation, 

toothpaste. 

INTRODUCTION 

Packaging is the science and art of enclosing, protecting, 

storage and use of this technology for sales and distribution 

of products. Packaging also refers to the process of design, 

evaluation, and production of packages. Coordinated 

system of preparing goods for transport, warehousing, 

logistics, sale, and end use also can be described as 

packaging.(1) 

Packaging of Toothpaste (POT) plays a role in protection, 

preservation, transportation, information, and selling 

among different oral care industries and is fully coalescent 

into industries, institutes, government, business and 

personal care use. Packaging also helps in product 

positioning among different Bands of toothpaste and 

formulates according to customer perception, purchasing 

decision point which mark most of the shopping events. 

New Dentifrices’, legal changes and technical developments 

in the Dental care industry (DCI) give rise to constantly 

changing packaging requirements in the Toothpaste 

industry. Further challenges, such as counterfeit protection, 

child resistance or senior and consumer friendliness, 

continue to increase in importance. (2) 

Attracting consumers into habitual buying of a replaceable 

product in an oligopoly market is an ardent task for sellers. 

Along with creating an unforgettable experience of usage 

and differentiation of similar products from competitors of 

consequence, they need to create a need in the mind of a 

buyer to use the same product again and again. For this 

purpose, a brand would break through the sub-conscious 

barrier of seller anonymity. Packaging, on the other hand, 

will be used to please the senses of a buyer by having an 

attractive, colourful, novel, and aesthetic appearance. 

Many researches of the past and present have proven that 

a certain quality perception leads to a positive affirmation 

of buying behaviour as an action of the consumer, 

researched upon accepted by this paper as a linear 

relationship. Further, a non-convenient sample of the youth 

market of India was used for data provision in a survey 

conducted for the purpose of this research. (3) 

Non-verbal and verbal signs, colours, pictures on toothpaste 

packages are emphasized to attract attention, particularly 

when consumers are not very familiar with the brands. 

Furthermore, packages are claimed to attract attention 

when their appearances are not typical within a product 

class. The toothpaste market is the largest segment at ~70% 

of the oral care market.  The market size of the toothpaste 

is estimated to be ₹10,000-12,000 CR. (4) 
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LITERATURE REVIEW 

Packaging could be defined as developing the container and 

the package of the product so by adding the value to the 

product wrapper with graphics and labelling. Packaging is 

considered as the silent salesman of the product as it 

promotes the product silently and efficiently (5). Packaging 

of toothpastes helps consumers to choose from a wide 

range of similar brands products; and that it also stimulates 

customers buying behaviour. Packaging is done by 3 ways 

namely primary (the initial - A tube, squeeze tube or 

collapsible tube), secondary (wrapper and the extra 

packaging given to the product to protect it) and 

transportation packaging (the big boxes or wooden boxes to 

carry the large amount of products and helps in 

transportation without any damage to the product) (6) 

Packaging of toothpastes has the following articles printed 

onto them: -  Category or Product Type-.  Brand which 

symbolizes a product.  Variant – the other available options 

similar to the product  Reasons to Believe- why the 

customer should purchase, functional benefits of the 

product.  Functional Benefits- what does the product 

provides.  Call to Action- what is the reason for the 

customer to buy the product  Size, Weight, colour, Content 

Etc. – the size, weight and content for the proper knowledge 

of the product.  Emotional End Promise or Benefit– how 

this product will fulfil the needs of the consumer 

The intention or willingness of the consumer to buy the 

product is the buying intention of the consumer. The buying 

intention of the consumer changes with time and with the 

changes in tastes and preferences, with span of time, with 

the society or with the past experiences. If the consumer 

has used the product once and the product couldn’t satisfy 

the needs of the consumer they would automatically shift 

to another product of their choice similarly, if the consumer 

had to visit family function they would prefer different type 

of oral care products rather than that they use daily (7) 

RESEARCH OBJECTIVE 

 To study consumer intention while purchasing 

toothpaste. 

 To study influence of toothpaste packaging on 

Consumer Buying behaviour. 

 To study the relationship of toothpaste sales with 

packaging. 

RESEARCH DESIGN 

Research design is a detailed blue print used to guide the 

research study towards its objectives. This particular 

research study employs an analytical descriptive research 

design. The research is an exercise in exploration and 

evaluation of impact of packaging in consumer buying 

behaviour of Dental care products. . Research design is 

descriptive in nature. The Study is conclusive –descriptive 

research. The primary data was collected through the 

questionnaire and secondary data through the internet, 

magazine etc. Sample Unit was the customers who 

purchase and consume the toothpaste. 

Research Location: 

In this study, data were gathered from the regions of 

Rewari, Haryana in India. The research population consisted 

of all age groups. A stratified random sampling approach 

was used for this study. The target population of all age 

group was divided into different age categories depending 

on their level of usage of Toothpaste (known, at least in 

aggregate, from retail data). The samples were randomly 

selected from each stratum to ensure unbiased 

information. Overall, there were 50 respondents. 

DATA COLLECTION 

The data collection method of this research study was 

primary through a structured questionnaire. This 

questionnaire carried few open ended and some close 

ended questions. This was formulated in such a way that it 

was easy for respondents to fill while fetching the maximum 

output of the data. 

FINDINGS, ANALYSIS AND DATA INTREPRETATION 

 Age of respondent: 

The sample design for the survey is classified according 

to age, different age groups were selected for the 

survey. 50 respondents were selected for the survey 

given in Table 1: 

AGE GROUP % OF 
RESPONDENT 

NO. OF 
RESPONDENT 

BELOW 18  13.5% 7 

18-35 30% 15 

35-60 44% 22 

ABOVE 60 12.5% 7 

TOTAL 100% 50 
 

 Customer preferences that affects the 

selection of toothpaste: 

For Dental-care products, respondents were asked how 

packaging affects them. They were given four choices 

and asked the pick the one that captures their view 

most closely. The choices offered and the results 

revealed by that question are given below: 

o Usually falls in love at sight of packaging and 

purchases the product : 18% 

o Will buy the Dentifrices’ that has decent 

packaging : 41% 

o Considers packaging as just one element, 

concentrates more on product size : 32% 

o Considers only the utility of the product : 9% 

 

 Colour: 

Colour can play an important role in packaging with the 

implication of communicating and signalling a certain 

promotional message, which, eventually, might evoke 

positive or negative emotions to consumers. Different 

colour has different indications such as blue colour is 

soothing; it is also associated with wealth, trust and 
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security; orange colour often signifies low cost; red 

colour connotes excitement and stimulation; yellow 

colour indicates cheerfulness and joy; green colour 

refers to health and awareness towards well being. 

Hence colour widely impact packaging of toothpastes. 

   

 Packaging characters that influence 

consumers: 

There are many characters of packaging that have been 

studied. Respondents were asked to indicate their 

priority for the different characters of packaging. 

Toothpaste packages have different content printed on 

them, such as the manufacturing date, weight of each 

ingredients, images, usage guide, etc. 

 

CONCLUSION AND DISCUSSION 

Here are our conclusions about the results of our 

research on the impact of packaging on consumer 

buying behaviour of Dental care products: 

1. Creative packaging on Toothpastes should be 

treated as a valuable tool in today’s marketing 

communications, necessitating more detailed 

analysis of its elements and has great impact 

of those elements on consumer buying 

behaviour. 

2. The impact of package and its elements on a 

consumer’s purchase decision can be revealed 

by analyzing the importance of its separate 

elements. For this purpose, the main 

packages’ elements should be identified: 

graphics, colour, size, material of packaging, 

wrapper design, printed information, and 

brand should all be considered as important.  

3. Moreover, the impact of packaging elements 

on consumer buying behaviour should be 

evaluated, depending on the consumer’s 

involvement level, time pressure, and the 

individual characteristics of consumers.  

4. On the basis of the survey, it has been 

observed that package of Toothpaste provides 

ease to marketers as it communicates directly 

to the consumer the purpose of the product, 

rather than advertising and other promotion 

activities 

5. The study reveals that packaging and brand 

image of the company are positively related. 

Packaging has a significant impact on brand 

image in the minds of consumers. 

LIMITATION 

There are four key limitations to our study. By 

acknowledging them, we have listed down the 

following-  

One limitation is that we have restricted our study 

to only one product class, Dental care products. 

Another limitation is the relatively small sample 

size. A third major limitation is that the study 

revolved around only few characters of toothpaste 

and a fourth limitation is that the study 

concentrated on respondents from Rewari 

Haryana. 
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