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SUMMARY

Previous literature shows that packaging influences consumer’'s perceptions and purchase
behaviour. The purpose of this study was to explore a group of South African consumers’
perceptions of the cold chain packaging of food and the influence of these on their decision to
purchase a product. In order to gain a better understanding of consumers’ purchasing
behaviour as influenced by packaging of cold chain food, a qualitative exploratory study was
conducted.. Twenty-five individual semi-structured interviews were conducted with consumers
who do the shopping for themselves or their families. A projective technique was also used to
guestion consumers. The first objective was to expl.ore consumers’ perceptions of the
packaging of cold chain foods. It was found that the packaging of cold chain food influences
consumers’ perceptions and expectations of the product and that these perceptions influence
consumers’ purchasing decisions. Consumers havé specific expectations regarding the
packaging of cold chain food and these expectations have an important influence on
consumers’ perceptions of packaging. The second objective was to explore the influence that
the packaging of cold chain foods has on the consumer’s purchase decision. Some consumers
are influenced by the packaging and packaging attributes of cold chain food while others are not
influenced by the packaging when making purchasing decisions regarding cold chain food. The
last mentioned group of consumers was influenced by non-packaging attributes such as price
and brand loyalty or previous experience with a brand, indicating that product loyalty and
experience play an important role in purchase decisions of cold éhain food. This study can be
used as a basis for a larger study to obtain more comprehensive results that can be generalized
to a wider population. Manufacturers and product developers can use this information to
address consumers’ needs with regard to the development of food packagings. Furthermore,
this study shows that consumers should be an important part of the process of developing and
improving the packaging of cold chain food. Thus consumers’ needs and expectations should
be incorporated into these processes of packaging development. The value of this research lies
in the fact that food packaging can be developed to suit consumers preferences and better fulfill
their needs. As packaging contributes to the price of products and consumers therefore pay

extra for it, the consumer will benefit from this research.




OPSOMMING

Vorige literatuur het bewys dat verpakking verbruikers se persepsies en aankoopgedrag
beinvioed. bie doel met die studie was om ‘n groep Suid Afrikaanse verbruikers se persepsies
rakende die verpakking van koue-ketting voedsel te ondersoek asook die invloed van
verpakking op hulle aankoop besluite. ‘n Kwalitatiewe verkennende studie is gedoen om ‘n
beter begrip te kry van verbruikers se aankoopgedrag soos beinvioed deur verpakking van
koue-ketting produkte. Vyf-en-twintig individuele semi-gestruktureerde onderhoude is met
vérbruikers wat inkopies doen vir hulself of hulle gesinne gevoer. ‘n Projektiewe tegniek is ook
gebruik om verbruikers te ondervra. Die eerste doelwit was om verbruikers se persepsies
rakende verpakking van koue-ketting voedsel te verken. Daar is bevind dat die verpakking van
koue-ketting voedsel verbruikers se persepsies en verwagtinge van produkte beinvioed en dat
die persepsies verbruikers se aankoopbesluite beinvioed. Verbruikers het spesifieke
verwagtinge van die verpakking van koue-ketting voedselprodukte en hierdie verwagtinge het ‘'n
belangrike invloed op verbruikers se persepsies oor verpakking. Die tweede doelwit was om
die invloed van verpakking van koue-ketting voedsel op verbruikers se aankoopbesluite te
verken. Sommige verbruikers word beinvioed deur die verpakking of eienskappe van
verpakking van koue-ketting voedsel terwyl ander nie deur die verpakking beinvloed word
wanneer aankoop besluite geneem word rakende koue-ketting voedsel produkte nie.
Laasgenoemde verbruikers is beinvloed deur nie-verpakkings verwante eienskappe soos prys,
handelsnaam lojaliteit of vorige ervaring met die handelsnaam wat aandui dat lojaliteit teenocor
‘n produk en ervaring van ‘n produk ‘n belangrike rol in besluite rakende koue-ketting voedsel
speel. Hierdie studie kan gebruik word as ‘n basis vir ‘n groter studie om meer omvattende
resultate te verkry wat verteenwoordigend kan wees van ‘n groter populasie van verbruikers.
Vervaardigers en produkontwikkelaars kan hierdie inligting gebruik om verbruikers se behoeftes
aan te spreek in verband met die ontwikkeling van voedselverpakking. Verder wys die studie
dat verbruikers ‘n belangrike deel moet uitmaak van die proses waartydens verpakking van
koue-ketting voedsel ontwikkel en verbeter word. Dus moet verbruikers se behoeftes en
verwagtinge in hierdie prosesse van ontwikkeling van verpakking geinkorporeer word. Die
waarde van die navorsing is geleé& in die feit dat voedselverpakking ontwikkel kan word om aan
verbruikers se behoeftes en voorkeure te voldoen. Aangesien verpakking bydra tot die prys van
die produk en die verbruiker dus meer betaal daarvoor, sal die verbruikers baat by die

navorsing deur beter waarde vir geld te ontvang.
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Chapter 1

Introduction

1.1 Background and motivation

Research oh the influence of packaging on consumers’ perceptions and purchasing decisions
has been conducted internationally in Europe (Rundh, 2005:670-684; Ampuero & Vila,
2006:102-114), America (Underwood & Klein, 2002:58-68; Underwood, 2003:62-72) and Asia
(Silayoi & Speece, 2004:607-628; Texiera & Badrie, 2005:508-514; Silayoi & Speece,
2007:1495-1517;). This research, however, cannot be generalized to the South African
consumer and market. South Africa is a developing country (Baumann, 2008:1) consequently,
South African consumers are seen to be different to consumers from the industrialized world.
Therefore, this study proposed to collect data on consumer’s perceptions of packaging of cold

chain food and to determine the influence of packaging on consumers’ purchasing decisions.

The way consumers shop has changed significantly due to the economic relief in South Africa.
A period of economic relief was evident between 1996 and 2006 and has influenced consumers
in various ways (ACNielsen, 2008). One clear influence on the Fast Moving Consumer Goods
(FMCG) markets has been the increased prevalence of refrigerator ownership which has
expanded from 48% to 68% during the mentioned period (ACNielsen, 2006). This increase has
given more consumers the ability to buy food products from the cold chain. Therefore, it can be
assumed that the number of consumers buying cold chain food has increased. The above
confirms Rundh’s (2005:671) findings that there is the potential for further growth in the
packaging industry due to consumers’ new life styles, smaller households and consumers’
search for convenience. The cold chain is generally considered to be the transport and storage
chain between the initial production and the final consumer of temperature-controlled perishable
goods (Heap, 2006). It is a method used to ensure the preserved state of refrigerated
perishable foodstuffs (Billiard, 2003:10). The present study focused on the packaging of these

foods and the results were compared to international research.

According to research conducted internationally, modern women are more pressed for time as
they are, apart from working in the labour market, responsible for domestic activities such as
food purchasing and preparation (Lake ef al., 2006:7). In most countries women are still mainly
responsible for household shopping and they are the main decision makers for frequently

purchased packaged food products (Silayoi & Speece, 2004:614). Due to the fact that
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consumers have less time to spend on food preparation as a result of more demands on time,
their demand for convenience is increasing. This has pressured the food industry to supply
better processéd and preserved foods (Zink, 1997:3), such as cold chain packaged food.
Bardic (2003:76) advised that in the future, packaging should support qbuick preparation for time-

pressu red consumers.

Convenience is one of the dominant trends in the packaged food industry where new forms and
sizes of packaging are taking convenience to higher levels than before (Anon, 2004).
Therefore, a study on food packaging as a way of providing for consumers’ need for
convenience is highly relevant to the current changing lifestyle situation of the South African
consumer. Gray and Guthrie (as quoted by Prendergast and Pitt,1996:61) seem to be
convinced that packaging is one of the most influential factors on the purchasing decisions of
the consumer in the store. When shopping for food products, consumers are confronted with a
variety of cold chain food that inevitably influence their purchasing decision. This study aimed
to determine the influence that the packaging of cold chain foods has on consumers’ purchasing

decisions.

1.1.1 Packaging and cold chain food
According to Brody and Lord (2000:1) and Texeira and Badrie (2005:508), one of the main

reasons for packaging food is to contain the food product and to protect and/or preserve the
product with an appropr?ate material/structure. This' is done to protect the product against
contamination or loss, act as vehicle for easier and safer method of transportation as well as
dispensing of the product (Brody & Lord, 2000:153; Texeira & Badrie, 2005:508). The cold
chain is also a method used to secure the preserved state of refrigerated/frozen perishable

foodstuffs from produotion. (Billiard, 2003:10) to consumption.

Frozen and chilled foods in the cold chain have an image of quality and freshness, specifically
in meat, fruit and vegetable sectors as compared to canned or dried products (Fellows,
2000:419). Through applying methods such as the cold chain and packaging, perishable foods
are preserved, microbiological safety issues are considered, while quality changes and the rate
of spoilage of the product is reduced and sensory qualities are improved for the consumer
(Brody & Lord, 2000:147). Thus it can be concluded that the application of the cold Cha'in and

packaging of food products has considerable advantages for the food consumer.
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Packaging has the additional function of displaying the product on the shelf and capturing the
attention of the consumer when choices have to be made between many competing products
(Rundh, 2005:680). Hence, when a consumer has to make a choice of a food product where
the product is not always sold in its final (prepared) form, the consumer sometimes has to rely

on the package to develop a perception of the final product (Underwood & Ozanne, 1998:208).

It is evident from the literature that packaging fulfils the functions of displaying the product and
acquiring the attention of the consumer and, furthermore, that the consumer uses packaging to
develop perceptions of food products (Silayoi & Speece, 2004; Texeira & Badrie, 2005;
Ampuero & Vila, 2006). However, it is uncertain whether the specific packaging of cold chain
food fulfils similar functions as found with packaging in general due to a lack of research in this
regard. Furthermore, consumer research regarding food packaging in South Africa is limited
and thus this study was intended to obtain research that is applicable within the South African
context. Due to findings from previous literature, literature regarding consumers perceptions of

packaging of food was investigated.

1.1.2 Consumers’ perceptions of packaging of cold chain food

Ceonsumers’ intention to purchase depends on the degree to which consumers believe that the
product can satisfy their expectations about the product used (Kupiec & Revell, 2001:8).
Packaging, labelling, product information and stereotypes can influence food product
expectations (Silayoi & Speece, 2007:1497). Silayoi and Speece (2004:607) stated that the
package design must guarantee a favourable consumer response. This implies that the
package must conform to consumers’ expectations thereof. People perceive products and

product attributes according to their own expectations (Schiffman & Kanuk, 2007:160).

Perception is the process through which the consumer receives, organises and interprets
information input to create a meaningful and coherent picture of the world (Hawkins ef al.,
2007:282; Mdstert & Du Plessis, 2007:94; Schiffmnan & Kanuk, 2007:152). Consumers
perceive food products while they buy, prepare and consume them and subsequently .
perceptions are formed (Sijtsema et al.,, 2002:568). These perceptions are comprised of visual
observations of the person and characteristics of the product (Sijtsema et al., 2002:568).
During the perceptual process the stimuli consumers are confronted with are transferred

through the senses into the consciousness and thoughts and concepts are formed (Wright,
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2006:109). Thus it can be concluded that the stimuli the consumer is confronted with leads to

the perceptions that consumers have of food products (Wright, 2006:109).

Previous research on packaging has focused on the effect of graphic design elements or
characteristics of packaging such as colour, typography, graphic shépes and images (which are
sensory stimuli) on consumers purchasing decisions. However, structural elements/
characteristics like manufacturing materials, closing systems, size and shape were excluded
(Ampuero & Vila, 2006:104). Additionally Texeira and Badrie’s (2005:511) research showed
that the majority of respondents were concerned that the packaging material could adversely
affect the quality or performance of a food product. It is apparent that some structural elements
such as packaging material influences consumers’ perceptions and is likely to influence their
purchasing decision. Therefore, consumers’ perceptions of different types of packaging

materials of cold chain food were gathered in order to understand their purchase behaviour.

1.1.3 Packaging of cold chain food and consumers’ purchasing decision

Decision-making has become increasingly complex for consumers due to commercial global
integration in the market place (Lysonski ef al., 1996:10). In other words there is a wealth of
choices for the consumer to choose from in the store environment and all the competitors are
contending for the consumer’s attention (Lysonski et al, 1996:10). Ampuero and Vila
(2006:112) found that the way consumers see or perceive competitive products will affect their
purchasing decisions. Thus consumers’ perceptions regarding the packaging of cold chain food

will influence their decision to purchase these products.

Additionally, it was found that once a package has affected consumers’ perceptions, this will
guide their attitude towards products and consequently determine their final purchasing decision
(Ampuero & Vila, 2006:112). Previous research has described packaging at the point of
purchase as fulfilling the role of a silent salesman of food products (Pilditoh, 1973:3, Silayoi &
Speece, 2004:607; Ampuero & Vila, 2006:103). Therefore, purchasing decisions are to a great
extent influenced by packaging of food products (Pilditch, 1973:3, Silayoi & Speece, 2004:607;
Ampuero & Vila, 2006:103).

Packaging that stands out on the shelf (attractive packaging) captures the attention through the
~ broad selection of competitive products and affects the consumer’s purchasing decision (Silayoi

& Speece, 2004:607). Capturing of the consumers’ attention as a response to their senses
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forms part of the perception of the consumer (Solomon, 2007:49). As a result, the attention
capturing aspects will affect both the consumer’s perception and purchasing decision regarding

that particular product (Solomon, 2007:49).

Hence, the visual impact of the package is of great importance in the final consumer choice
(Texeira & Badrie, 2005:513). Due to this manufacturers and retailers risk losing sales if their
product packaging is seen as being less attractive by consumers (Prendergast & Pitt, 1996:7).
Furthermore, appropriately delivered information on packaging (Silayoi & Speece, 2004:607),
brand name or popularity of the product and quality of the package or the type bf packaging
influence consumers’ purchasing decisions (Texeira & Badrie, 2005:510). However, it is

uncertain whether the above findings can be applied to packaging of cold chain food.

From the above it can be summarized that the present study aims to determine how packaging
of cold chain food influences consumers’ purchasing decisions. The present study will,
therefore, focus on consumer perceptions regarding the packaging of cold chain food and to
explore the influence that the packaging of cold chain food might have on consumers’
purchasing decisions. In addition this study proposed a conceptual framework suggesting that
packaging has an influence on consumer’s perceptions of the packaging (Figure 1.1). These
perceptions are formed when the consumer with certain expectations regarding cold chain food

packaging is exposed to the attention capturing packaging.

The perceptions of the packaging of cold chain food influences consumers’ purchase decisions.
Essentially there are other factors that might play a role in the purchase decision that are not
‘related to the packaging such as factors and considerations personally related to each
consumer. Non packaging attributes, not falling within the scope of this study, also play a role
in the purchasing decisions of the consumer. Thus Figure 1.1 shows that consumer perception
as well as packaging and non packaging attributes influence consumers’ purchasing decisions
of cold chain food. If a cold chain product is not perceived as expected after exposure to the
packaging the product will be rejected, while products perceived as expected will be accepted,
ultimately leading to a purchase. Chapter 2 will provide a thorough discussion of the concepts

presented in Figure 1.1 according to the literature.
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Figure 1.1: Conceptual framework of consumers’ purchasing decisions as influenced by

packaging of cold chain food products
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1.2 Problem statement

Research regarding packaging in general and its influence on purchase decisions and
consumers perceptions thereof have been studied previously. Nevertheless, there is no
research available with regard to the influence of packaging of cold chain food on consumers’
perceptions and purchasing decisions, especially in the South African context. This could be
critical in the sales of cold chain packaged food products as information regarding consumers’
purchasing decisions could give significant insight into the way packaging could be improved or
changed. In order to determine the influence of packaging of cold chain food on consumers’
purchasing decisions, consumers’ perceptions regarding these products need to be gathered.
Furthermore, previous related research was conducted internationally and thus cannot be
directly applied to the South African consumer. This is due to the fact that South Africa is a
developing country and thus South African consumers are seen to be different to consumers
from the industrialised world. Moreover, it is evident that research is needed to determine
whether packaging of cold chain food influences consumers’ purchasing decisions within a

South African context.

Due to the limited nature of research on this fopic, the present study is exploratory in nature and
the results cannot be generalized to a wider population. However, the exploratory data of the
study could be employed into a quantitative survey, rendering results that can be universal to
the South African consumer. By conducting such research the importance of the packaging of
cold chain food on consumers’ perceptions and purchasing decisions can be better understood
and be brought to the attention of retailers and manufacturers. Insight derived from this
research could assist manufacturers with knowledgeable ways in which packaging of cold chain
food could be improved. This knowledge could benefit the consumer because the product
packaging of cold chain food could be improved to meet the consumers’ expectations thereof.
As a result consumers’ p.urchasing decision as influenced by packaging could be better
understood and this knowledge can be applied in marketing strategies. More importantly
Cénsumer products and packaging could be better developed to suit a variety of consumer

preferences and for the diverse nature of consumers within the South African market.
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1.3 Aim and objectives

1.3.1 Aim
The main aim of the study was to explore the influence of the packaging of cold chain food on

the purchasing decisions of a sample of South African consumers.

1.3.2 Objectives

In order to reach the aim of the study the following objectives were formulated:

e To explore a sample of South African consumers’ perceptions of the packaging of cold
chain foods and to determine if these agree with advantages intended by manufacturers;

e To explore the influence that the packaging of cold chain foods has on a sample of South
African consumers’ decision to purchase and to compare these to findings from

international research.

1.4 Structure of the mini-dissertation

This mini-dissertation is presented in article format. Chapter 1 provides a brief background and
motivation, emphasizing the importance of this study and demonstrating the lack of current
knowledge on the subject that can be applied in a South African market. Chapter 2 gives a
literature review on the topic of cold chain food packaging and consumers’ purchasing
decisions. Chapter 3 is presented in a research article format and provides a discussion of the
relevant literature, methodology and results of the research. The references and reference lists
included in Chapter 3 were done according to the editorial prescriptions of the British Food
Journal (included in Appendix F). A concluding discussion of the study is provided in Chapter 4,
which also includes possible applications of the results and recommendations for future

research.

1.5 Authors’ contributions

The study reported in this mini-dissertation was planned and executed by a team of

researchers. The contribution of each researcher is given in the following table:

Table 1.1: Authors’ contributions to the study
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Name

Role in the study

S. SPANGENBERG.

Author, formulated and conceptualized the study,
responsible for literature research, the gathering and
interpretation of data, descriptive analysis and the

writing of this mini-dissertation.

DR. M. VAN DER MERWE.

Supervisor and co-author, supervising descriptive
analysis and interpretation of the data as well as the
completion of this mini-dissertation. Also assisted in

organizing sponsorships and funds to enable the study.

DR. H. DE BEER

Co-supervisor, supervising the completion of this mini-

dissertation.

The following is a statement from the co-authors confirming their individual roles in the study

and their permission for the article to form part of this mini- dissertation.

| declare that | have approved the article included in this study, that my role in the study, as

indicated above, is representative of my actual contribution and that | hereby give my consent

that it may be published as part of the Masters mini-dissertation of Miss S. Spangenberg.

Miss S. Spangenberg

Dr M. v.d.Merwe

Researcher Supervisor

Dr H. de Beer

Co-supervisor
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Chapter 2
Literature review

2.1 Introduction

Packaging and its functionality as well as different aspects of packaging that have an influence
on consumers’ purchase decisions are studied in this chapter to show the importance of
research on this topic.' Figure 1.1 in Chapter 1 presents a conceptual framework of the most
important concepts of this study and how these concepts are related to the research undertaken
in this study. The literature review is presented based on this conceptual framework in order to

better explain the scope of the research and data that was gathered.

2.2 Packaging and cold chain food

Food packaging is an essential part of the product as it is the consumers’ first exposure to it
(Rundh, 2005:673) (Figure 1.1). Suitable packaging materials are used to protect and preserve
food products (Brody & Lord, 2000:1; Silayoi & Speece, 2004:610; Texiera & Badrie, 2005:508)
during storage and transportation and to provide protection against contamination and potential
losses while also acting as a method of dispensing the product (Brody & Lord, 2000:153;
Texeira & Badrie, 2005:508).

2.2.1 Functionality of food packaging

Packaging proves its ability to preserve a food product by providing a barrier between the food
and the environment (Fellows, 2000:466). It aiso has to control the transmission of light,
temperature changes, moisture and gasses as well as movement of microorganisms and
insects (Fellows, 2000:466)_ -This is especially true for perishable products, such as food from
the cold chain. According to Prendergast and Pitt (1996), packaging has the important logistical
function of protecting and preserving the food product inside. A package that protects the
contents from shifting and breakage and is easy to dispose of offers an important marketing
advantage to the product (Hogan, 2001:1). Therefore, packaging must at all times
accommodate the functions of the contained food (Brody & Lord, 2000:153). Thus packaging is
essential and has by time of its disposal distributed major benefits to the consumer (Williams,

2005:1).

CHAPTER 2 17



Brody and Lord (2000:153) specified some additional substantial functions of food packaging
which include communication, unitization, producf use and convenience. Moreover, packaging
has the function of displaying the product on the sheif to acquire the attention of the consumer
when choices have to be made between competing products (Rundh, 2005:680). Apart from
the logistical functions packaging also has a marketing function (Silayoi & Speece, 2007:610).
Packaging communicates brand personality through structural and visual elements, including
package materials, brand logo, c'olours, fonts, product descriptions and shapes (Underwood,
2003:62). It was mentioned by Silayoi and Speece (2004.607) that there is a challenge for
researchers to integrate packaging into an effective purchasing model, by trying to understand
packaging elements as important marketing communication tools. Consequently this shows the
importance of understanding the consumer’s purchasing decision as influenced by packaging of

food which was determined in this study.

2.2.2 Cold storage

Packaging of specifically cold chain food was the topic of interest within this study. In Chapter 1
(1.1) an explanation of the term cold chain was provided. Added to the preservative function of
packaging as was mentioned earlier by Silayoi and Speece (2007:1498), the refrigeration and
freezing of food are additional methods of preservation. Within the cold chain, refrigeration is
an additional method of preservation in order to extend storage life and maintain freshness
(Billiard, 2003:10). Not withstanding the general use of refrigeration for preservation purposes,
no specific research on the packaging of refrigerated food and the influence thereof on

consumers’ perceptions and purchasing decisions is available, as far as can be ascertained.

During cold storage the original properties of highly perishable foods such as meat, dairy and
seafood products, as well as mbderate|y perishable foods such as fruit and vegetables are
maintained (Billiard, 2003:10). Frozen and chilled foods (described as food products from the
cold chain for the purpose of this study) have an image of quality and freshness, specifically in
the meat, fruit and vegetable sector compared to canned or dried products (Fellows, 2000:419).
Microbiological safety issues, quality changes and the rate of spoilage of the food products are
reduced and sensory qualities are improved for the consumer at low tenﬁperatures (Brody &
Lord, 2000:147). Thus the intention with cooling or freezing is to extend the shelf life (Brody &
Lord, 2000:149) and provide consumers with safe, wholesome food products (Billiard, 2003:10).
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In 2003 it was found that 81% of the global population lives in developing countries and most of
these countries have a warm (equatorial, tropical or Mediterranean) climate which means that
cold storage (refrigeration) is essential (Billiard, 2003:12). One can subsequently conclude that
the maintenance of the cold chain and effective and sufficient packaging of food products have
considerable advantages for both the food consumer and producers. Consequently, a study
regarding the packaging of cold chain food is highly relevant since the South African
consumer’'s use of refrigerated and frozen food has increased the past few years. This
assumption is made due to the increase in refrigerator ownership among South Africans

(ACNielsen, 2006).

2.3 Consumers’ expectations of the packaging of food

People tend to perceive products and product attributes according to their own expectations
(Schiffman & Kanuk, 2007:160) (Figure 1.1). Therefore, consumers’ expectations are highly
relevant in a study focusing on consumer perceptions. Stimuli that conflict with expectations
often receive more attention, meaning that consumers notice stimuli which they do not expect
(Schiffman & Kanuk, 2007:160). Since the sensory receptors receive the sensory stimuli during
the perceptual process to capture the consumers’ attention (Solomon, 2007:49), expectations
will influence consumers’ perceptions. Consumers’ expectations are the result of learning and
previous experience that can exert a large influence and can be difficult to change (Hawkins ef
al., 2007:298). The conclusion can thus be drawn that consumers will notice when something
about a packaging is not in accordance With their expectations and that can lead to the rejection

of a product (Figure 1.1).

Food appearance may not be conscidusly identified by consumers as a major sensory attribute.
Yet, any deviation from what is expected of the food product is prone to lead to rejection of a
product (Schroder, 2003:239). The same can be said about food packaging. According to Lai
(as quoted by Kupiec & Revell, 2001:8), consumers’ intention to purchase a product also
depends on the degree to which consumers expect the product to satisfy their needs (Figure
1.1). Moreover, the extent to which the consumption ekperience confirms or disconfirms to
expectations, impacts on the satisfaction which in effect influences the possibility of future

purchases (Blackwell et al., 2006:205).
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2.4 Consumers’ perceptions of the packaging of food

The consumer forms a perception of a product when a sensory stimuli captures his or her
attention when exposed to the product (Solomon, 2007:49) (Figure 1.1). Packaging is one key
food product attribute perceived by consumers (Silayoi & Speece, 2004:610) as a result of its
attention capturing attributes. According to Sijtsema et al. (2002:567), consumers perceive
products while purchasing them thus the formed perception is based on sensory observations of
the person as well as product characteristics. VWhen consumers are processing stimuli, their
sensory perceptions are stimulated in such a way that they focus on the possible outcomes and

sensory experiences associated with the brand (Underwood, 2003:69).

Furthermore, product attributes are perceived by consumers and are critical factors in the food
choice process (Kupiec & Revell, 2001:8). Underwood and Klein (2002:58) found evidence
suggesting that consumers use packaging as an extrinsic signal to initiate intrinsic product
attributes (Figure 1.1). Thus consumers use the total product packaging to determine and form
an opinion of the quality of the product on the inside. Perception is the process through which
the consumer receives, organises and interprets information input to create a meaningful and
coherent picture of the world (Hawkins ef al,, 2007:282; Mostert & Du Plessis, 2007:94;
Schiffmnan & Kanuk, 2007:152). In the case of food, the packaging information is receivéd,

organised and interpreted into a perception regarding the food product.

Consumer’s perceptions form one of the most important factors that influence buying behaviour
(Zeithaml, 1988:16; Mostert & Du Plessis, 2007:94). Furthermore, the way in which a consumer
perceives a product is reality to that specific individual despite what the generally accepted idea
might be (Mostert & Du Plessis, 2007:94). People only perceive a small part of the stimuli to
which they are exposed and the stimulus that is selected depends on consumers’ previous
experience as it affects their expectations and their motives (Schiffman & Kanuk, 2007:160).
Thus it is evident that consumers’ perceptions of cold chain food will be influenced by their

expectations thereof (Figure 1.1)

An innovative packaging can change the product perception as experienced by consumers and
consequently, create a differential advantage as well as a new market position for a brand
(Creusen & Schoormans, 2005:63; Rundh, 2005:670). A good example of innovative packaging
is “Pringles potato chips” which differs from the majority of competitive packages (Rundh,
2005:670). Therefore, marketers must understand consumers’ perceptions of their products

(Mostert & Du Plessis, 2007:94; Hawkins et al., 2007:282). Silayoi and Speece (2004:610) also
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found that quality judgments of products are largely influenced by product characteristics such

as packaging.

When food products are not sold in their final (prepared) form, the consumer sometimes has to
rely on the package to develop an impression of the final (prepared) product (Underwood &
Ozanne, 1998:208). Thus if a packaging communicates high quality, consumers will transfer this
quality perception to the product itself (Silayoi & Speece, 2004:610). For instance, a picture of
the product is an essential packaging tool to communicate what is inside the packaging and
these product images 'on packages may enhance taste perceptions for these products
(Underwood & Klein, 2002:65).

Evans et al. (1996:340) stated' that companies need to understand consumers’ mind-set
orientation. As a result it is important for marketers to recognize that the representation on the
product package can affect the consumer’s perception thereof (Evans et al., 1996:52; Sijtsema
et al, 2002:568). The way consumers perceive packaging depends on communication
elements of the packaging (Silayoi & Speece, 2004:610). Hence, it is important to remember
that overall features of a package can make a product unique and original (Silayoi & Speece,

2004:610).

2.5 Packaging of food and consumers’ purchasing decisions

During shopping, decision-making involves a shopper evaluating the attributes of a set of
products and sensibly choosing the one that solves a clearly recognized need (Hawkins ef al,,
1998:498).  Decision-making has become increasingly complex for consumers due to
commercial global integration in the market place (Lysonski et al, 1996:10). In other words
there is a wealth of choices for the consumer to make a decision from and all the competitors
are contending for the consumers’ attention (Lysonski et al, 1996:10). Thus the way a
consumer sees competitive products will affect his or her purchasing decision (Ampuero & Vila,
2006:112). As a result packaging that stands out on the shelf (attractive packaging) will break
through the clutter of competitive products and affect the consumers’ purchasing decision

(Silayoi & Speece, 2004:624; Texeira & Badrie, 2005:510; Ampuero & Vila, 2006:112).

There is an increase in purchasing decisions made inside the store environment (Underwood &
Ozanne, 1998:208; Ampuero & Vila, 2006:103) partly due to some consumers being more

involved in the product decision and the more extensive use of product information (Silayoi &
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Speece, 2004:624). Therefore, packaging has the potential to communicate and influence
consumer choice (Underwood & Ozanne, 1998:208). Consumers want to make informed
decisions regarding food quality and safety and want to make choices that help maintain their
way of living (Texeira & Badrie, 2005:508). Prendergast and Pitt (1996) acknowledged that
packaging is one of the most influential factors that affect the purchasing decisions of the
consumer in the store. Once a package has affected consumers’ perceptions, this will guide
their attitude or opinion about products and consequently determine their final purchasing
decision (Ampuero & Vila, 2006:112) (Figure 1.1).

Garber (1995:654) found that choice decisions are context dependent and criteria in the form of
information supplied at the point-of-purchase such as text and visuals available on a package
may be used by the consumer in order to make a purchase decision. It is estimated that 73% of
purchase decisions are made at the point-of-purchase (Rettie & Brewer, 2000:56) and that
packaging offers an effective way of conveying product atfributes at the point-of-sale (Silayoi &
Speece, 2004:610; Underwood & Ozanne, 1998:208). Hence packaging takes on an
increasingly important role during decision making at the point-of-purchase, especially when
compared to other communication instruments, due to its easy availability (Underwood & Klein,
2002:59). Packaging fulfills the role of silent salesman of food products at the point-of-purchase
and purchasing decisions are to a great extent influenced by the packaging (Silayoi & Speece,
2004:607; Ampuero & Vila, 2006:103). |

Silayoi and Speece (2004:610) studied the influence of packaging on consumers’ food
purchasing decisions. Packaging attributes such as visual and informational elements influence
purchasing decisions (Figure 1.1) as these elements create an image for the consumer (Silayoi
& Speece, 2004:611). The visual elements consist of graphics, colour, size and shape of
packaging and the informational elements relates to information provided and technologies used
in the package (Silayoi & Speece, 2004:610). Consumers’ purchasing decisions are strongly
influenced by appropriately delivered information on packaging (Silayoi & Speece, 2004:607;
Texeira & Badrie, 2005:510) as well as brand name or popularity of a product and the quality
and type of packaging (Texeira & Badrie, 2005:510). Thus it can be concluded that consumers’
choices of food are strongly influenced by visual elements of the package (Garber, 1995:653;
Silayoi & Speece, 2004:624; Texeira & Badrie 2005:510).

Non-packaging related attributes such as price awareness and price sensitivity, brand loyalty

and previous experience of a product as influential factors on consumers’ purchasing decision
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are not discussed in this literature review as these attributes fall beyond the scope of this study.
Multiple market factors and consumer trends point to a heightened role for product packaging in
the marketing mix and, therefore, packaging strategy should be the prime brand strategy
(Underwood, 2003:73). For this reason consumer research into packaging is necessary and
could yield practical information regarding packaging development. This knowledge may
ultimately be used to develop packages that conform to consumers’ expectations or needs

concerning cold chain food.
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Abstract

Purpose Dué to a lack of research regarding the packaging of cold chain food the purpose of
this study was to explore the influence of packaging food products on a sample of (South
African) consumers’ purchasing decisions, while also exploring their perceptions of these
packagings.

Design A qualitative, exploratory research approach was chosen. Twenty-five participants
were interviewed regarding their perceptions and purchasing decisions of the packaging of cold
chain food. A projective technique using packaging of cold chain food was also employed to
further explore their perceptions.

Findings Participants’ perceptions are influenced by packaging of cold chain food and
participants have certain expectations of packaging. Participants formed perceptions based on
packaging and non-packaging related aftributes and these included both positive and negative
characteristics that they associate with different types of cold chain food packagings.

Research implications/limitations Future research needs to apply the findings of this
research on a larger scale and incorporate quantitative methods to allow the results to be
generalized to a larger sample of the South African population. Additionally non-packaging
related attributes should also be included in the research.

Originality/Practical implications The results emphasise that food product developers and
manufacturers should seek an understanding of consumers’ perceptions of packaging of cold
chain food and the influence that the packaging has on purchasing decisions. This research
findings and similar future research could help to establish packaging of cold chain food that
complies with consumers requirements and needs. Furthermore, packaging contributes to the
price and manufacturers should cater for consumers’ needs regarding the packaging of cold
chain food in order to provide the consumer with value for money.

Keyword(s): Cold chain food, consumers, food packaging, perceptions, purchasing decision.

Article Type: Research paper
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Introduction

[t is important that the food industry becomes aware of factors that drive the purchase intention
of the consumer (Texiera and Badrie, 2005). In order to implement consumer-oriented product
development, consumer wishes and demands have to be turned into product characteristics
(Siftsema et al., 2002). Underwood (2003) noted that the experiential and functional benefits of
packaging may contribute to the development and the strengthening of a relationship between
the consumer and a brand. [t can, therefore, be seen that the real valué of food packaging lies

in the fact that it forms an integral part of the product (Ahmed ef al., 2005).

Studies have shown that packaging has an effect on consumers’ perceptions (Texeira and
Badrie, 2005; Ampuero and Vila, 2006). Howeuver little work has been done to discover what
role packaging plays in the formation of consumer’s perceptions regarding food products
(Ampuero and Vila, 2006). In addition, packaging is renowned for its influence on the
purchasing decisions of the Consumér (Silayoi and Speece, 2004) and for the communicative

power of product packaging in creating brand identity (Underwood, 2003)-.

It is evident that there is a relation between packaging and consumers’ purchasing decisions.
However, mést packaging research was conducted internationally in Europe (Ampuero and Vila,
2006; Rundh, 2005), America (Underwood and Klein, 2002; Underwood, 2003) and Asia
(Silayoi and Speece, 2004; Texiera and Badrie, 2005; Silayoi and Speece, 2007) and cannot be
generalized to represent the South African consumer and market. Research related to food
packaging and consumers’ purchasing behaviour in South Africa has not yet been sufficiently
explored. Therefore, the necessity for a study of this nature to be conducted locally to
determine the South African consumer’s behaviour regarding packaging of cold chain food was
identified. The cold chain is generally considered as the transport and storage chain between
the initial production and the final consumer of temperature-controlled perishable goods (Heap,
2006) and is a method used to ensure the preserved state of refrigerated perishable foodstuffs
(Billiard, 2003). Hence, for the purpose of this study the products distributed and stored in this

way will be referred to as cold chain food.

The potential for further growth and development of packaging in developing countries with their
growing populations has not been reached (Rundh, 2005). It can thus be concluded that there
is an opportunity for growth in the packaging industry in South Africa. South Africa is a
developing country with a diverse population (Baumann, 2008) and, therefore, South African
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consumers are seen to be different to consumers from the industrialised countries and this will

be determined in this study.

Consequently instead of applying international research findings on the subject of consumer
perceptions and purchase decisions of packaging, the South African consumer needs to be
explored in his or her own right. ‘Previous research in South Africa has focused on the influence
of packaging on perceptions (Swart, 1993), consumers’ perceptions of food labelling with
regards to their purchasing behaviour (Klein, 2005) as well as the context of the choice of
convenience food for working women (Kok and Botha, 2004). However, consumers’ perceptions
of packaging. of cold chain food and their purchasing decisions as influenced by packaging of

cold chain food have not been studied previously.

In a way consumers’ shopping behaviour has changed significantly due to the economic relief in
South-Africa as was evident during 1996 to 2006 and it impacted in various ways on consumers
(ACNielsen, 20086). One clear influence on the Fast Moving Consumer Goods (FMCG) markets
has been the increased prevalence of refrigerator ownership which has expanded from 48% to
68% in the mentioned period (ACNielsen, 2006). This increase in refrigerator ownership has
given more consumers the ability to buy food products from the cold chain. Therefore, it can be
assumed that the number of consumers buying cold chain food has increased. The above
confirms Rundh’s (2005) findings that there is the potential for further growth in the packaging
industry due to consumers’ new life styles, smaller households and consumers’ search for

convenience.

Women are more pressed for time these days as they are not only active in the formal labour
market but are also responsible for other domestic tasks such as purchasing and preparation of
food (Lake et al., 2006). Silayoi and Speeée (2004) found that women in most countries are still
primarily responsible for shopping and decision-making of frequently purchased packaged food
products. Consumers have less time to spend on food preparation as a result of multiple
demands on their time, and thus consumers’ demands for convenience are increasing and
putting pressure on the food industry for improvement and variety of food processing and
' preservatibn (Zink, 1997). It has been suggested that in future packaging should support quick
preparation for time-pressed consumers (Bardic, 2003). A study of food packaging and cold
chain food as ways of providing in consumers’ need for convenience is highly relevant to the

current changing lifestyle situation of the South African consumer.
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Silayoi and Speece (2004) stipulated that it is essential to gain an understanding of consumers’
response to packaging. Consequently this understanding with regard to packaging within the
competitive market could generate a guide to maximize package impact for the consumer
(Silayoi and Speece, 2004). This study aimed to give a better understanding of the influence
that the packaging of cold chain food has on the consumers’ purchasing decisions. The first
objective of the study was to explore consumers’ perceptions regarding the packaging of cold
chain foods. The second objective was to explore the influence that the packaging of cold chain
foods has on a sample of South African consumers’ decision to purchase the product. Although
research regarding packaging and consumers’ perceptions has been done previously through
international studies, it has not been done sufficiently in a South African context, thereby

increasing the need for this exploratory study.
- Literature review

Packaging, its functions and cold chain food

According to Rundh (2005), packaging is an essential part of the product as the consumer is
firstly exposed to it. Suitable packaging materials are used to protect and preserve food
products (Prendergast and Pitt, 1996; Brody and Lord, 2000; Silayoi and Speece, 2004; Texiera
and Badrie, 2005) during storage and transportation and to provide protection against
contamination, potential losses, while also acting as a method of dispensing the product (Brody
and Lord, 2000; Texeira and Badrie, 2005). Packaging must provide protection of the contents
from shifting and breakage and easy disposal to offer an important marketing advantage to the
product (Hogan, 2001). Therefore, packaging must at all times accommodate the functions of
the contained food (Brody and Lord, 2000).

Packaging also has the function of displaying the product on the shelf to capture the attention of
the consumer when choices have to be made between competing products (Rundh, 2005).
Thus packaging communicates brand personality through structural and visual elements,
including package materials, brand logo, colours, fonts, product descriptions and shapes
(Underwood, 2003). It was mentioned by Silayoi and Speece (2004) that there is a challenge
for researchers to integrate packaging into an effective purchasing mode|, by trying to
understand packaging elements as important marketing communication tools. Consequently
this shows the importance of understanding consumer’s purchasing decisions as influenced by

packaging of food which was determined in this study.
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Apart from the ~preservation function of packaging (Prendergast and Pitt, 1996), cold storage by
means of refrigeration and freezing of food is an additional method of preservation. Within the
cold Chafn, refrigeration extends the shelf-life and maintains freshness of food products (Billiard,
2003). Despite the general use of refrigeration as a means of food preservation, especially on
highly perishable foods such as meat, diary and seafood products, as well as susceptible food
such as fruit and vegetables (Billiard, 2003) no specific research on the packaging and the
influence thereof on consumers is available. Through applying methods to preserve foods,
microbiological safety issues, guality changes and the rate of spoilage of the food product is

reduced and sensory qualities are improved for the consumer (Brody and Lord, 2000).

Compliance with the cold chain (cooling and/or freezing) is crucial to ensure optimal
preservation of perishable foods and provide consumers with safe, wholesome food products
(Billiard, 2003). Consequently, a study regarding the packaging of cold chain food is highly
relevant since the South African consumer’s use of refrigerated and frozen f'ood has increased
during the past few years. This assumption is made due to the increase in refrigerator

ownership among South-Africans (ACNielsen, 2006)

Consumers’ perceptions of packaging of food

Packaging is a key food product attribute perceived by consumers (Silayoi and Speece, 2004).
According to Sijtsema et al. (2002), consumers perceive products while they buy them, and the
associated perception is based on sensory observations by the person as well as product
characteristics. VWhen consumers are processing stimuli, their sensory perceptions are
stimulated in such a way that théy focus on the possible outcomes and sensory experiences

associated with the brand (Underwood, 2003).

Furthermore, product attributes are perceived by consumers and are critical factors in the food
choice process (Kupiec and Revell, 2001). Underwood and Klein (2002) found evidence
suggesting that consumers use packaging as an extrinsic signal to initiate intrinsic product
~attributes. Thus consumers use the total product packaging to determine and form an opinion of

the quality of the product on the inside.

Consumer's perceptions form one of the most important factors that influence buying behaviour
(Mostert and Du Plessis, 2007; Zeithaml, 1988). Furthermore, the way a consumer perceives a

product is reality to that specific individual despite what the generally accepted idea might be
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(Mostert and Du Plessis, 2007). People only perceive a small part of the stimuli to which they
are exposed and the stimulus that is selected depends on consumers’ previous experience as it

affects their expectations and their motives (Schiffman and Kanuk, 2007).

An innovative packaging can change the product perception as experienced by consumers and
consequently create a differential advantage as well as a new market position for a brand
(Creusen and Schoormans; 2005 Rundh, 2005). Therefore, marketers must understand
consumers’ perceptions of their prod'ucts (Hawkins et al., 2007; Mostert and Du Plessis, 2007).
When food products are not sold in their final (prepared) form, the consumer sometimes has to
rely on the package to develop an impression of the final (prepared) product (Underwood and
Ozanne, 1998). Thus if a packaging communicates high quality, consumers will transfer this
quality perception to the product itself (Silayoi and Speece, 2004). For instance, consumers are
more likely to imagine aspects of what a product looks like, tastes, feels and smells while they

are viewing a product picture on the packaging (Underwood ef al., 2001).

It is important for marketers to recognize that the representation on the product package can
affect the consumer’s perception thereof (Evans et al., 1996, Sijtsema ef al., 2002). The way
consumers perceive packaging depends on communication elements of the packaging (Silayoi
and Speece, 2004). Hence, it is important to remember that overall features of a package can

make a product unique and original (Silayoi and Speece, 2004).

Packaging of food and consumers’ purchasing decisions

Decision-making has become increasingly complex for consumers due to commercial global
integration in the market place (Lysonski et al.,, 1996). There is a wealth of choices for the
consumer to make a decision between all the competitors contending for the consumer's
attention (Lysonski et al., 1996). Thus the way a consumer sees competitive products will affect
his or her purchasing decision (Ampuero and Vila, 2006). As a result packaging that stands out
on the shelf (attractive packaging) will break throug'h the clutter of competitive products and
affect the consumers’ purchasing decision (Silayoi and Speece, 2004; Texeira and Badrie,

2005; Ampuero and Vila, 2008).

There is an increase in purchasing decisions made inside the store environment (Underwood
and Ozanne, 1998; Ampuero and Vila, 2006) due to some consumers being more involved in

the product decision and more extensive use of product information (Silayoi and Speece, 2004).
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Consumers want to make informed decisions regarding food quality and safety and want to
make choices that maintain their way of living (Texeira and Badrie, 2005). Prendergast and Pitt
(1996) acknowledged that packaging is one of the most influential factors that affect the
purchasing decisions of the consumer in the store. Once a package has affected consumers’
perceptions, this will guide their attitude or opinion about products and consequently determine

their final purchasing decision (Ampuero and Vila, 2006).

Garber (1995) found that choice decisions are context dependent and criteria in the form of
information supplied at the point-of-purchase such as text and visuals available on a package
may be used by the consumer in order to make a purchase decision. It is estimated that 73% of
purchase decisions are made at the point-of-purchase (Rettie and Brewer, 2000) and that
packaging offers-an effective way of conveying product attributes at the point-of-sale (Silayoi
and Speece, 2004; Underwood and Ozanne, 1998). Hence packaging takes on an increasingly
important role during decision making at the point-of-purchase, especially when compared to

other communication instruments, due to its easy availability (Underwood and Kiein, 2002).

Consequently it can be concluded that packaging fulfills the role of silent salesman of food
products at the point-of-purchase and that purchasing decisions are to a great extent influenced
by the packaging (Silayoi and Speece, 2004; Ampuero and Vila, 2006). For this reason it is
important to understand consumers’ purchasing decisions as influenced by the packaging of

food and more specifically cold chain food for the purpose of this study.

Visual and informational elements of packaging influence purchasing decisions as these
elements create an image for the consumer (Silayoi and Speece, 2004). The visual elements
consist of graphics, colour, size and shape of packaging and the informational elements relates
to information provided and technologies used in the package (Silayoi and Speece, 2004).
Consumers’ purchasing decisions are strongly influenced by appropriately delivered information
on packaging (Silayoi and Speece, 2004; Texeira and Badrie, 2005) as well as brand name or
popularity of a product and the quality and type of packaging (Texeira and Badrie, 2005). Thus
it can be concluded that consumers’ choices of food are strongly influenced by visual elements

of the package (Garber, 1995; Silayoi and Speece, 2004, Texeira and Badrie 2005).

Multiple market factors and consumer trends point to a heightened role of product packaging in
the marketing mix, and therefore, packaging strategy should be the prime brand strategy

(Underwood, 2003). Therefore, this study explored the influence of packaging of cold chain

CHAPTER 3 : 37



food on consumer's purchasing decisions. Furthermore, consumers’ perceptions regarding
packaging of cold chain food were explored in order to determine the influence on the

purchasing decisions.
Methodology

Research design

A qualitative study was conducted to explore the influence of the packaging of cold chain food
on consumers’ perceptions and purchasing decisions. The qualitative interview is based upon
conversation with researchers asking the participants questions and the participants giving the
answers (Malhotra and Birks, 2007). This approach was appropriate as this research approach
is directed at giving an in-depth and interpretive understanding of the collective world of
consumers by learning about their experiences and perspectives (Snape and Spencer, 2003).
This approach led to more in-depth information that could describe a phenomenon more than

quantitative methods could (Hoepfl, 1997).

In addition the research had a phenomenological focus as it attempted to understand and
interpret consumers’ ideas, opinions and resulting behaviour (Levy, 1999). This method was
chosen as it attempted to answer certain kinds of research questions about the consumers’
subjective experiences (Robson, 2002). As mentioned consumer research regarding packaging
of cold chain food is under explored in South Africa. The research was of an explorative nature,
leading to the development of new concepts (Delport and Fouché, 2002). Zikmund and Babin
(2007) explained that exploratory research can lead to new ideas which may potentially bring
new business opportunities. Hence new packaging ideas can be generated and applied that
are in line with participants’ preferences and expectations of packaging. Thus it was the

intention to gain knowledge that is applicable in South Africa.

Sampling

This study was conducted in Potchefstroom in the North-West Province of South Africa as it
was convenient for the researcher due to the University being situated in Potchefstroom. In
most countries women are still mainly responsible for household shopping and are the main
decision makers for frequently purchased packaged food products (Silayoi and Speeoe,'2004).
As a result, it was decided that only female participants older than 24 years be included in this

study because the participants had to buy cold chain food on a monthly basis for themselves or
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their family. Students were excluded from the study as they often do not have an income and

do not buy food products for themselves on a regular basis.

In order to obtain this specific sample of consumers the snowball method was used (Strydom
and Venter, 2002). Snowball sampling is a type of purposive sampling which is also the
dominant strategy used in qualitative research (Hoepfl, 1997). Furthermore, purposive sampling
is a type of non-probability sampling and was helpful in finding the consumers to be observed
as they were selected on the basis of the researcher’s judgement about which ones would be
most representative (Babbie, 2007) of the inclusion criteria of the study. The inclusion criteria
that was mentioned above was used to select participants that were unfamiliar with the research
project and field. Snowballing commenced with the semi-structured interviews of a few
unrelated participants within the study population -from whom data were collected (Babbie,
2008). These partcipants were contacted by the researcher. Thereafter chosen participants
enabled the researcher to locate the rest of the participants by referring a friend/colleague of the
same population for semi-structured interviewing (Babbie, 2008; Ritchie et al, 2003). These

methods of sampling allowed the inclusion of participants adhering to the inclusion criteria.

Data collection

Data collection was done using in-depth semi-structured interviews with open-ended questions.
Interviewing is the predominant mode of data collection in qualitative research (Greeff, 2002;
Hoepfl, 1997) as it is a way of acquiring detailed information about the topic being studied
(Wilkinson and Birmingham; 2003). Semi-structured interviews were used by the researcher to
gain detailed information on a one-to-one basis (Wilkinson and Birmingham 2003) of a
consumer’s beliefs, explanations or perceptions of the specific topic that was studied (Greeff,
2002).

In addition the open-ended nature of questions allowed for individual variation in opinions during
the semi-structured interviews (Hoepfl, 1997). Therefore, this method was suitable for this
study as it focused on reasons behind participants’ purchasing decisions. A projective
technique in combination with semi-structured interviewing was also used to gather participant’s
perceptions regarding the packaging of cold chain food. Participants were shown mock
packages of cold chain food products and were asked to give their thoughts about the
packaging to strengthen the responses to the other questions further. They were probed with

questions regarding their expectations of the packaging. Projective techniques are used
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frequently in market research to attempt to ascertain what participants’ truly think of a
product/topic (Wil et al., 1996). The projective technique was useful in gathering consumers’
responses of the packaging by physically showing it to them and thereby gaining more accurate
and truthful answers. The following packages were used with the projective technique: carton
box packaging used for precooked meals, frozen meats, fish and pastries; plastic sachet used
for milk and juices; plastic bottle used for milk and the foil paper packaging as used for

margarine.

These specific packages were chosen because the researcher wanted to use a variety of
packaging materials to gain a general cold chain packaging material data representation. Data
collection continued until data saturation was reached which occurred after 25 semi-structured
interviews. The same questions were asked to all the participants but they were probed to
make sure that the objectives of the study were reached. The following guestions were asked:
What do you think of the different types of packaging of cold chain food products? (Objective 1)
and, How does the packaging of cold chain food products influence your decision to purchase a
product? (Objective 2). These discussions were followed by the projective technique through
using the mock packagings, allowing the participants to discuss their perceptions regarding
each packaging. Participants were shown a packaging and were asked what they thought

about each packaging.

Semi-structured interviews were tape-recorded to allow accurate transcription of the data
(Maykut and Morehouse, 1994). Participants gave permission to participate in semi-structured
interviews and to allow the tape recording thereof (Strydom, 2002a) by signing an informed
consent form. Each interview took approximately 30 minutes. Field notes were also taken
during each semi-structured interview to help the researcher to take account of important things
that happened during the interview (Strydom, 2002b). The interviews proceeded after an
introduction and explanation of the purpose of the study was given to each participant. The
interviews were held in the privacy of each individual’s home to further increase the comfort for
each individual and to make them feel relaxed and willing to be open and honest (Malhotra and
Birks, 2007).

The pilot study that was completed before the main study commenced to allow the testing of the
data collection methods and the researcher was able to make adjustments prior to the actual
semi-structured interviews in order to enrich the quality of data (Strydom and Delport, 2002) and

to re-define the research objectives (Zikmund and Babin, 2007). The pilot study was conducted
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to guide the formulation of the most relevant questions in order to reach the research objectives.
Furthermore, piloting of the questions beforehand helped to establish clarity of the questions
(Wilkinson and Birmingham, 2003). After the pilot study was conducted, questions were
adapted to in order to better fulfil the research objectives. This was done by leaving out,
simplifying or broadening certain questions that did not yield relevant information in the pilot

study.

Data analysis

The tape recordings from semi-structured interviews together with the discussions from the
projective technique were transcribed verbatim in the original language that the participant
used. Transcripts gave records of every word that was said during the semi-structured
interviews and were, therefore, reliable (Wilkinson and Birmingham, 2003) and assisted in the
analysis of data (De Vos, 2002). Thereafter the statements of participants who responded in
Afrikaans were translated into English to preserve the original meaning. These translations were
checked by experienced researchers. The transcripts were coded, whereby the data were
grouped into concepts and themes through a process of open-coding (Henning et al., 2004).
During coding, conceptual categories are formed by grouping words and phrases that are
similar together (Hoepfl, 1997). Under each theme, different concepts and sub-concepts were

formulated.

Ethical considerations

Data coliection was initiated by briefing participants about the objectives and potential value of
the study. Participants were asked permission to be included into the study and to be tape
recorded as recommended by Henning et al. (2004). This was done by requiring each
participant to sign an informed consent form. They were also assured of their anonymity and
that their responses would only be used for the purpose of the study. Consequently all
participants answered questions voluntarily (Zikmund and Babin, 2007). As mentioned,
participants were interviewed in their own homes, to decrease levels of discomfort and were
allowed to withdraw from the study at any time, should they feel the need. Ethical approval for
this study was obtained from the Ethics Committee of the North-West University (reference

code 06k09).
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Trustworthiness

Trustworthiness of the study as described by Maykut and Morehouse (1994) was achieved by

using various methods. The model of Lincoln and Guba (1985) was used to ensure

trustworthiness (Table 1) together with the principles of trustworthiness described by Krefting

(1991). In addition strategies described by Babbie and Mouton (2001) were also included. Table

1 provides a summary of the strategies applied to ensure trustworthiness of data.

Table 1: Summary of the strategies applied to ensure trustworthiness of data

Strategy

Criteria

Application j

Credibility

Field experience

A pilot study was performed to explore the research setting.

Twenty-five semi-structured interviews were conduced combined
with the projective technique.

Twenty-five female participants took part in the semi-structured
interviews.

Reflexibility

Field notes were compared to audio recordings and transcribed
data.

English transcribed data were compared with the Afrikaans audio
recordings to ensure that the original meanings were preserved.

Triangulation

Twenty-five individual semi-structured interviews were used as
data collection method.
Projective technique using mock packagings accompanied
semi-structured interviewing.

Data collection was done by means of tape recordings and field
notes.

Verbatim transcripts were quoted in the results in original words
of participants.

Concepts and themes were identified and argued by the
research team.

The findings of the study were compared to existing literature.

Peer debriefing/review

Raw data were analysed by co-researchers.
Discussions with other experienced researchers.

Data collection techniques

Pilot study with semi-structured interviews and a projective
technique was done.

Transferability

Selection of sample

Purposive sampling was used, recruiting only female participants
adhering to the inclusion criteria.

In-depth description

Description of methodology and results accompanied by
verbatim quotations.

Dependability

Dependability audits

Detailed analysis of themes and concepts controlled by
experienced researchers.

Dense description

Detailed description of methodology.

Triangulation

Twenty-five semi-structured interviews were verbatim transcribed
and compared to field notes.
Open coding method of data analysis.

Peer examination

Frequent discussions with colleagues.

Question guide

|

Each participant was interviewed according to the same question
guide and probed to ensure in-depth data.

Conformability

Conformability audit

All records and transcripts were kept.

]

Reflexibility

Field notes were made and used for data analysis.
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Results and discussion

The following section provides a discussion of the themes, concepts and sub-concepts that

emerged from the data. Results are presented according the objectives of the study.

Participants’ perceptions and expectations of cold chain food packaging

Participants’ were asked to express their perceptions about different types of cold chain food
packagings. However, most participants provided responses of insufficient depth and were
probed to include their expectations. Thus the responses included participants’ perceptions and
expectations of the packaging of cold chain food which could provide valuable information to
manufacturers of cold chain products. Their perceptions and expectations were described as
packaging and non-packaging related product attributes of cold chain food, which were the main

themes identified from the data.

Theme: Participants perceptions and expectations depicted in packaging related
attributes

Participants’ perceptions and expectations were grouped into the following concepts: small
packaging sizes, storage and handling convenience, recyclability of packaging, attractiveness of
packaging, resealable packaging, packaging quality, hygienic product quality, informative and

transparent packaging.

It was indicated by participants that the package sometimes contained too large quantities of
food for them to handle (¥l would prefer that they make smaller packages...”) forcing them to
buy more than they needed as a result of the limited variety of package sizes available.
Previous research indicated that consumers from smaller households felt that larger sizes of
packaging communicated wastage to them and especially working women with smaller families
preferred smaller packages with appropriate product portions (Silayoi and Speece, 2004). Thus
the availability of a variety of package sizes of products is important to consumers to fulfil their

specific household needs.

Silayoi and Speece (2007) stated that an increasingly important function of packaging is to
provide convenience of handling and storing of the food product. Changing lifestyles have
created a demand for packages that offer easy, efficient handling (Rundh, 2005). The demand
for easier storage was confirmed by participants in the preéent study (*Packages must not take

up space in your freezer” and “The packages must be stored easily”). In addition participants
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felt that certain forms of packaging are more user friendly, in other words are easier to handle,
than others (“Some products handle easier in a square form than a round form”), while other
forms of packaging are more versatile and can be used again afterwards (“It can be more

reusable...; that you can recycle it afterwards. That is a gap in our country”).

Only a minority regarded recycling as important as recycling is only applied to a limited extent
by consumers in South Africa. In South Africa domestic waste is rarely separated at home and
few businesses encourage the return of empty containers and packaging. Thus when a
packaging is emptied in South Africa, it will mostly be thrown into a waste bin or simply be
discarded (Anon, 2008). The results, however, indicated that some participants’ feel that there
is room for improvement when it comes to recycling of food packaging in South Africa.
Consumer’s increasingly demand more environmentally friendly packaging with the emphasis

on recyclable and reusable packaging (Rundh, 2005) ‘

Resealability of packaging was prevalent as a priority in some participants’ statements. The
- participants felt that resealable packaging is more convenient since they want to store the
product again once opened (“The way in which packages can close again is very important to
me” and “They can package those frozen vegetables in a better way so that the bag can be
closed again”). This confirms that packaging is an indispensable part of today’s modern lifestyle
and the key trends leading growth in developed packaged food markets are convenience,

functionality and indulgence (Ahmed ef al., 2005).

Aftractiveness of the packaging was important to the interviewed participants. Théy preferred
packages that are neat and clean ("The package must be neat and clean” and “If | can’t find one
that is properly clean | won't take it...”) with an appetizing appearance of the product on the
package. However, they seemed to be angered by misleading visual presentations on packages
(“... the product has a very pretty picture on it and then when you open it, it doesn’t look the
same”). Underwood (2003) confirmed that when consumers’ are processing imagery their
sensory perceptions are stimulated to such an extent that they focus on possible outcomes and
sensory experiences associated with the brand. Thus the package should capture their

attention (Pilditch, 1973), but it is important to convey truthful images of the product inside.

Obtaining the consumer’s attention is important to marketers because of the large amount of
stimuli within a retail setting (Underwood et al., 2001). Furthermore, participants in this study

felt that the colour of packaging is important in creating a definite association between colour
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and illustrations on packaging and consumers’ expectations regarding the product inside the
package. Underwood and Klein (2002) indicated that well executed pictures on packages
create more enjoyable aesthetic experiences for the consumer and thus a positive impression of
the product. Therefore, it can be said that manufacturers need to be aware of the effect of the
il[ustrations and colours used oh the packaging as they create an expectation of the product on

the inside, hence the images and illustrations should be realistic.

Consumers’ judgments of the quality of a product are influenced by product characteristics such
as the packaging (Silayoi and Speece, 2004). In this study it was found that participants were
intent on their need for acceptable packaging quality ("Packaging must be tight, undamaged
and airtight” and “It must hold the product on the inside properly to prevent the contents from
falling out”) and-indicated their disappointment with packages of inferior quality (“If you squeeze
. it you are afraid you’'ll force the juice out”). Thus it can be concluded that the South African
participants in the present study expect the paékaging of cold chain food to be firm, tight and not
damaged. This could be due to the fact that cold chain food may easily be contaminated due to
damage to the food products through freezer burn which may also lead to unattractive

appearance and a loss in nutrients.

Plastic wrap as an additional means of packaging inside the main packaging was mentioned by
the participants a number of times, indicating its importance to participants (“...with some
products you get the product only in the carton box, I'd prefer it if the product was in a plastic
bag inside the container”). These statements were substantiated by Texeira and Badrie (2005)
who indicated that consumers believed that packaging could adversely affect the quality of a
food product and that plastic was according to them the best packaging material. Some
participénts believed that certain kinds of packaging materials are an unhygienic means of
packaging for the product. For instance carton boxes and paper packaging material (“I don’t
like boxes and paper because they look dirty and smell...”) while plastic packaging was
perceived as hygienic. It can be suggested that manufacturers should package cold chain food
products with additional packaging such as plastic especially when the food product is just
enclosed by a carton box. Plastic may be more expensive but this would assure participants

that the product is safe and hygienic.

Accomplishment of the informative aspect of the food content was also important to participants
(“... everything that the product contains must be said on the package: You want to know

exaoﬂy what vegetables are in the package”). Furthermore, they placed a high value on truthful
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ingredient lists and product information to confirm the content of the package. The participants
felt that the expiry date is an important consideration when binng highly perishable cold chain
food. In a study done by Texeira and Badrie (2005) 41% of participants were mostly influenced
by information on the label when faced with a choice between food products. Information on
packaging seems to be a very important tool in guiding consumers’ cold chain purchasing

decisions.

Closely related to the idea of informative packaging, some participants mentioned the idea of
having transparent packaging material in order to see what the product inside the packaging of
the cold chain food looks like (| want to be able to see inside the packaging”). For similar
reasons Texeira and Badrie (2005) found that 40% of their participants favoured transparent
packaging material. Thus it can be concluded that packaging of certain cold chain foods can be
made transparent as this may increase sales and also serve an informative function by

displaying the content to the consumer.

Theme: Participants perceptions and expectat)'ons depicted in non-packaging attributes

A single concept namely price awareness emerged describing participants’ thoughts and
expectations depicted in non-packaging attributes. A number of participants indicated that trying
to manage their monthly budget is more important to them than the packaging of cold chain
food. (“For me it is about price because | have to make my budget at home”). Some
participants are price sensitive and take the cheapest product (“What the package looks like
doesn’t bother me, but the prdduct that's the cheapest is what | look for’). A nurhber of
participants perceive the product to be of better quality when it is more expensive (“...1 look at
price...I think the more expensive the product, the better the quality of the package”). Texeira
and Badrie (2005) confirmed that consumers are often influenced to purchase a product through
aspects of price and value for money. Price is an important aspéct of a product and can
influence consumer purchase (Lange et al,, 1999). Based on the above it can be concluded
- that some South African consumers in the present study were more influenced by the price of a
cold chain food product than by the packaging. Hence manufacturers should remember to
develop economical packaging for a consumer market whose primary concern is price and

buying the best for the least amount.
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Participants’ perceptions of different types of packaging of cold chain food

Participants were asked to articulate their perceptions using the projective technique during
which participants were shown examples of packagings. However, some participants also
addressed their preferences in packaging materials. Sijtsema et al. (2002) found that several
factors such as attitude, habit, demographic variables, and preference may all contribute to the
final perception consumers have regarding a particular food product and once these
perceptions are formed, the perception will be converted into attitudes which will have an impact
on consumers resulting purchasing decisions (Ampuero & Vila, 2006:110). This is an important
finding which shows that consumers have certain preferences and expectations regarding
packaging and that manufacturers should address these preferences which directly influence
participants purchasing decisions. Table 2 summarizes participants’ perceptions of specific

types of packaging of cold chain food as well as cold chain food packaging in general.

Participant’s perceptions also described the characteristics of the packaging and both positive
and negative characteristics were identified. The table shows the characteristics of each type of
packaging of cold chain food that participants view as either positive or negative. With regards
to the carton, plastic bottle, plastic sachet and foil paper packaging specifically, resealability,
transparency, quantity of packaging and price were recurring themes. Overall participants were
mostly positive about the plastic bottle packaging while the plastic sachet and the carton box
packaging were perceived more negatively. Manufacturers and new product developers should
take note of these negative perceptions when considering plastic sachets and carton box

packagings as packaging materials.

Participants disliked the wetness of the plastic sachet packaging, since too much of the product
is wasted and it is difficult to handle. However, other participants preferred the sachet instead
of the plastic bottle because it is the cheaper option. On the other hand some felt that the more
expensive plastic bottle meant better quality, as participants often use price to indicate product
quality (Lichtenstein ef al.; 1993). They added that the plastic bottle had additional packaging
qualities such as convenient handling, strong and sealable packaging, recyclable packaging
and pabkaging quantity is convenient (Table 2), meaning that they want packaging to be
available in sizes that suits their specific lifestyle which may be that smaller amounts don’t get
wasted. Nevertheless, a few felt that the size of packaging is too large and that they would

prefer smaller packaged amounts of food.
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Most of the participants felt that the carton box packaging does not have the ability to be
properly stored and resealed again (Table 2), ("They can put the product on the inside in a
piece of plastic, because the moment you open that box you can’t put it back in the freezer
again” and “There are always a few left. You can put it in a smaller packaging but you must be
able to guess what it is the next time”). Moreover, some participants felt that the packaging is
" weak when getting wet and soft in the freezer and consequently some are afraid of this effect on
their health. The design of a product packaging should convey healthiness and safety rather

than excitement (Silayoi and Speece, 2007).

Lastly, a large number of participants said that the carton box obscures the visibility of the
product, as they want to be able to see inside the package (Table 2). Silayoi and Speece
(2007) concluded that product expectations can be generated from cues such as packaging for
instance and that perceptions of colour are associated with other quality attributes such as
flavour and nutrition. Furthermore, a positive perception can be achieved by manipulating one

or more variables such as clear packaging to allow viewing of food colour.

Some participants preferred the foil paper packaging (normally used for margarine) since they
feel that it is convenient for baking because the packagings shows where the product can be
proportioned into smaller amounts. However, some participants felt that the packaging is not
convenient enough because they have to repack the product into another container as the foil
paper packaging gets dirty. Furthermore, they disliked the lack of resealability and, therefore,
unhygienic nature of the packaging. As a result this type of packaging shduld be improved with
better resealability in order to elevate the hygienic perception of consumers. One of the main
packaging aftributes found to influence consumers’ choice of packaged food product is the
technology image of the packaging (in other words the convenience and ease of handling)

(Silayoi and Speece, 2007). Therefore, the importance of the packaging of cold chain food as a |

means of providing convenience to the consumer should not be overlooked by manufacturers.

Participants made product associations when it came to the packagings. Despite the fact that
all the packaging the participants were shown were empty and did not have any labelling, most
consumers knew intuitively what product came in each packaging as they spoke about the

packaging they were shown.
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Table 2: Participants’ perceptions of different types of packaging of cold chain food

Different‘types of packaging of cold

chain food
Characteristics of packaging Packaging | Carton | Plastic | Plastic Foil
of cold box sachet | bottle paper
chain food
in general
Negative characteristics:
Lack of resealability N N N N
[nconvenient packaging N N N
Lack of transparency v N RY
Inadequate storage N N N
Wasting of product N
Unhygienic and weak packaging N N N V
Too large quantities N N
Expensive packaging N
Positive characteristics:
Resealability N +
Hygienic and strong packaging N \
Convenient handling N N
Easy storage N N
Cheap packaging N
Recyclability of packaging N <

v indicates the presence of the characteristic with the type of packaging.

When showed the plastic bottle packaging it was mentioned by some participants that they buy

milk in that form of packaging as with the foil paper packaging that had a direct connotation with

margarine. The plastic sachet was also associated with milk and the same with the carton box

packaging which was mostly associated with raw fish. These findings are very important in

indicating that manufacturers need to realise that consumers’ perceptions about products also

form product associations with packagings and that some products might be unfamiliar to
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consumers when found in a specific type of packaging which could lead to possible rejection of

the product.

The influence of packaging of cold chain food on participants decisions to purchase the
product

Participants were asked to discuss the influence of different types of cold chain packaging on
their decision to purchase a product. They conveyed which criteria they had for packaging
material when making purchasing decisions. These criteria of packaging were divided into two
themes, namely: participants who are not influenced by the packagmg and secondly,

participants’ who are influenced by the packaging to purchase.

Theme: Pérticipants who are not influenced by packaging to purchase

A number of participants were not influenced by the packaging of cold chain food. These
participants felt that criteria other than packaging influenced their purchase decision of cold
chain food to a greater extent. These criteria were divided into two concepts, namely: product

experience and price sensitivity.

Some participants indicated that previous experience of or exposure to a product influenced
their purchasing decisions to a greater extent than the packaging of cold chain food. They also
indicated that familiar products on promotion are bought without hesitation (“Packaging doesn’t
influence me that much. | know a few good products and if they are on special | am inclined to
take them rather than to look at the packaging”). Repeat purchase decisions concerning low
involvement products are related to habitual behaviour with such decisions being made out of
habit (Lin and Chang, 2003). Hence these participants are habitual purchasers due to their

previous experience with the product.

In addition some participants indicated that they believe in the products they have known and
trusted over a period of time (“I have certain brands which | use, so | buy according to
experience”). Consequently past experience of a product influences the choice outcome in a
purchase situation (Du Plessis and Rousseau, 2005). Therefore, it can' b_e said that these
participants are loyal to a certain brand they have used and trusted over a few years. According
to Fazio and Zanna (as quoted by Underwood, 2003), lived experience is superior to mediated
experience in terms of attitude formation and predictability of behaviour towards products.

Brand awareness is an important choice tactic for consumers when facing a familiar or repea
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choice task (Macdonald and Sharp, 2000). Furthermore, Laroche et al. (1996) found that

familiarity had an indirect effect on loyalty interceded by consumer confidence towards a brand.

Participants’ have certain expectations about the products they buy and if their expectations are
met it often happens that consumers stay loyal to a product (Blackwell et al., 2006). This loyalty
to a product or brand seems to have the strongest-influence on their purchase decision of cold
chain food since the majority of the participants indicated brand loyalty to be important in their
decision. Price sensitivity was accentuated again by participants to influence their decisions of
cold chain foods greatly (“The packaging doesn't influence me but the price does”). Some
always look for and purchase the cheapest product without considering the type of packaging
as they feel that packaging could to a certain extent contribute to the expenses of a product.
Therefore, they lock at the packaging to see if it appears to be expensive. Texiera and Badrie
(2005) confirmed that price or value for money was the factor most influencing on consumers’

purchases.

Consumers hotioe infrinsic (colour) and extrinsic signals (price) just before the purchasing
decision and these signals influence the choice process (Sijtsema et al., 20402). It is reasonable
to argue that some participants in the study were mostly influenced by their budgets- when
buying cold chain foods. These participants do not want to buy inferior products but would
sacrifice convenience or attractive packaging for their need to buy cheaper packaged food
products. This finding would especially be true in the current economic times characterised by
high food prices. It can thus be suggested that packaging should not necessarily be attractive

to this group of participants but has to comply with participant’s needs and expectations thereof.

Theme: Participants who are influenced by packaging to purchase

Some participants felt that packaging influences their decisions to purchase cold chain food.
The criteria influencing these participants were divided into the following concepts: hygienic
product qualities, functional product qualities, a’ftraotivenéss of packaging, informative

packaging, expensive packaging and new products.

The following concepts also emerged in previous questions regarding participants’ perceptions
of cold chain food: hygienic product qualities, visual attractiveness and informative packaging.
The fact that these concepts re-emerged with different questions firstly stresses the importance
thereof to the participants. Secondly, it indicates that these aspects they perceived to be

important regarding packaging of cold chain will ultimately determine their decisions to purchase
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the product. Thus manufacturers of cold chain products should take note of consumer
perceptions of packaging of cold chain food as it may influence their purchasing decision and

ultimately the sales of these products.

Participants felt that the packaging must be compliant with basic hygiene to prevent
contamination of the product. Additionally it was accentuated what a prominent influence
attractive packaging has on participants’ purchasing decisions. A majority of participants
mentioned that neat and pretty packaging is important in their purchasing decision and attracts
them. [n addition some participants felt that the store brand (“no-name”®) packages are
unattractive and that colour and pictures are important. Elements such as pictures and colour in
product packaging provide a cue to the quality of the product and often influences brand beliefs
and product choice (Underwood, 2003). Some participants mentioned that information on the
packaging influences their purchase decision the most while others are only influenced by the
expiry date on the packaging. Personality of the brand is being communicated through multiple
structural and visual elements on the package (Underwood, 2003). This implies that elements
such as the colours, packaging materials, shapes and other elements of the packaging provide

brand associations.

Participants’ mentioned expénsive packaging and explained that a package that is more
expensive influenced their purchase decision the most because they perceive it as a better
product. To strengthen this statement further Silayoi and Speece (2004) found that when the
packaging communicates high quality it reflects the high quality of the product, and that the

opposite is true for low quality packaging.

Participants pointed out a few functional product qualities important to them whilst making
purchasing decisions. Firstly, the packaging has to be resealable once opened and ensure that
the product stays fresh. The aspects of storage and handling convenience were also
addressed once again. Consequently it can be said that convenience or functionality of
packaging has a strong influence on certain participants’ purchasing decisions. Packaging of
. cold chain food, therefore, needs to communicate convenience of use in order for participants to
be persuaded to purchase the product. Finally, it was found that packaging plays a role in the
participants’ purchasing decisions when they see new products that they are unfamiliar with
(“Packaging especially influences my decisions when it comes to new products that | don’t
know"). Thus it can be concluded that some participants are influenced into purchasing cold

chain food based on certain attributes of the packaging.
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Conclusion

The first objective of this study was to explore participants perceptions regarding food
packaging. When participants’ were asked about their perceptions some mentioned packaging
related attributes while others mentioned non-packaging related aftributes. Participants’ want
packaging attributes such as a variety of sizes, easy storage, reusability, recyclability and
resealability. It is well known that attractiveness of a packaging influences consumers’
perceptions but it was interesting to find that participants look for aspects such as neatness,
being appetising and truthful images on packaging and that some have been angered when
images on packages had been untruthful or 'misleading. Colourful packaging and illustrations
contribute to expectations of what the product on the inside should be like for the consumer.
Hence it is important that the correct message is communicated by the packaging and its

illustrations and colours.

Parﬁcipants had certain needs regarding packaging that they expect packaging to fulfil. These
are for firm and undamaged packaging and they suggested that plastic as additional means of
packaging should be used to secure the cold chain food product on the inside. Furthermore,
transparency of packaging was a preference of participants especially when frozen vegetables
and precooked meals are concerned. Additionally it was noteworthy to find that some
participants only consider the price of cold chain food without having too many preferences
regarding the packaging and that their product or packaging preferences are guided by a strict

budget.

Participants were also shown physical examples of cold chain packaging materials. In
response to these packagings they were questioned about their perceptions thereof. The
plastic sachet being used for packaging seemed to convey a perception of wasting, but on the
other hand appeals to consumers who [ook for cheaper products. The more expensive bottle
had connotations of a “better quality product” for some. Convenience of use recurred showing
participants need for convenience with packaging of cold chain foods. The carton box was not
perceived positively at all as it can in most cases not be resealed and stored again.
Furthermore, transparency was also a preference participants had for carton box packages.
Foil was considered convenient for using when baking, but was considered a poor packaging
where resealability or storagability was concerned. These participants’ preferences regarding
the packaging of cold chain food should be considered by manufacturers when selecting

product packaging to be able to satisfy consumer needs thereby increasing sales.
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The second research objective was to explore the influence of the packaging of cold chain food
on participants purchasing decisions. Participants were asked whether packaging of cold chain
food influences their decision to purchase. It was indicated that some participants are not
influenced by the packaging in buying the cold chain products. Instead they are influenced by
~ aspects such as the price of the product and having to buy the cheapest option to save money.
Others used their previous experience with a brand to guide their decision to purchase which
showed that these participants are more brand loyal and mostly habitual purchasers. On the
other hand some participants felt that they are influenced by a certain aspect of the packaging.
Visual aftractiveness and informative packaging primarily influences some while others refer to
the packaging to make their decision to purchase a new product on the shelf. Several
participants’ indicated that a packaging that looked more expensive was of better quality and
this influenced them in buying the more expensive packaging. However participants were
mostly influenced to purchase by functional product qualities such as convenience, reseatability

and storagability.

Thus this study established that packaging of cold chain food has an influence on this group of
South African consumers perceptions’ of the products and that these perceptions influence
consumers purchasing decisions. These results cannot be generalised to a wider South African
population and are only applicable to the participants used in this study due to the qualitative
nature and small sample size used in this study. Hence, it can be recommended that this study
be used as a basis for a quantitative study of this nature that can be conducted on a larger
scale wherein more participants should be included. The results would give a better
understanding of why consumers make certain purchasing decisions and the influence that
packaging of cold chain food has on these decisions. Furthermore, this would yield more
comprehensive results for manufacturers and product developers to develop packaging of cold
chain food that comply with consumers’ expectations and needs thereof. The value of these
findings lies in the fact that this type of research could help establish packaging that fulfils
consumers’ requirements as well as their needs. It is important to note that packaging
contributes to price of products and consumers, therefore, pay extra for the packaging. By

fulfilling their needs regarding packaging, they would also receive more value for money.
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Chapter 4

Concluding discussion

4.1 Introduction

This chapter provides a conclusion of the results found in the study. Furthermore, details about
the application of the study are given as well as experiences regarding the research procedure
of the study conoerni-ng the way data were gathered and analysed. Additionally, limitations and

recommendations for further studies are presented.

4.2 Conclusion

This study established participants’ perceptions of the packaging of cold chain food and found
that it influenced participants’ purchasing decisions. The first objective was to determine
participants’ perceptions of the packaging of cold chain food. Participants gave their
perceptions and expectations of packaging of cold chain food even though their expectations
did not form part of the original objectives. It was found that some participants perceptions of
the packaging of cold chain food was based on packaging related attributes while others were
based on non packaging related attributes. Figure 2.1 provides a visual representation
indicating the role of perception in the purchasing decision. Participants want packaging
attributes such as variety of package sizes to meet individual needs, convenience, easy

storageability and multi functionality such as the ability to reuse, reseal and recycle.

It was found again as with previous research that attractiveness of packaging influences
participants’ perceptions but it was interesting to find that participants look for aspects such as
general appearance, neatness, attractive and truthful images and illustrations on packaging.
These contribute to expectations of the actual product inside the packaging. Untruthful or
misleading claims or images lead to anger that may result in negative future perceptions.
Hence it is important that the correct message is being communicated by the packaging and its

illustrations and colours.
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Figure 2.1 Model of the influence of perception in the consumers’ purchasing decisions

Consumers have certain needs for intact packaging and it was suggested that additional plastic
material should be used to secure the product on the inside. Transparency of packaging
seemed to be preferred especially when frozen vegetables and precooked meals are
concerned. Additionally it was indicated that some participants use price as the main attribute

mainly because a tight budget guides the product or packaging preferences.

The second objective was to determine whether packaging of cold chain food has an influence
on participant’s decision to purchase. Additionally participants were asked what their
perceptions were with regards to individual specific packages that were shown to them. Aspects
that emerged in the previous questions re-emerged, thereby further strengthening certain
statements previously made by participants. This was done by showing participants physical
examples of cold chain packaging materials. When these packages were shown to them
participants were asked about their perceptions of these packages. Some participants again

mentioned their expectations and thus they were further probed on these.

The plastic sachet often used for packaging liquids appeals to participants with low budgets.
Compared to this was the more expensive bottle which had the connotation of “better quality
product” for some. Convenience of use recurred showing participants’ need for convenience.
The carton box was not well aooepte'd. Negative responses included lack of transparency and
that it is not resealable. The same response was given for foil although it was favourable for
baking. Once again price was a higher priority when it was determined what effect package

material had on the purchase decision

Some participants used their previo.us experience with a brand as influence on their decision to
purchase which showed that these participants are more brand loyal and mostly habitual
purchasers. Once again visual attractiveness and informative packaging primarily influence
some participants decision to purchase. Several participants indicated that they perceive better
product quality if the packaging had a more lexpensive look énd this influenced them to buy
products in more expensive packaging. Lastly, functional product qualities such as

convenience, resealability and storagability also influenced participants’ purchase decision.

Hence, it can be recommended that the results of this study be used as a basis and that a study

of this nature can be conducted on a larger scale wherein more participants would be included.
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The results would give a better understanding of consumers purchasing decisions as influenced
by packaging of cold chain food in South Africa. Furthermore, this would obtain more
comprehensive results for manufacturers, product developers and retailers to develop

packaging for cold chain food that comply with consumers’ expectations and needs thereof.

4.3 Relevance of this study to consumer science and industry

This study focused on participants’ perceptions and purchasing decisions concerning packaging
of cold chain food. Participants involved in this study represent actual consumers. The study
shows that the consumer can make a valuable input in the process of developing ideas for the
manufacturing of packaging. Food manu‘faoturers, scientists and product developers should
involve the consumer to a larger extent during the process of development by gaining the
perceptions and expectations of the consumers regarding the product envisaged. By
understanding the influence that packaging of cold chain food has on consumers purchasing
decisions, product developers and manufacturers will be able to develop or improve packaging

of cold chain food in order to satisfy this group of consumers’ needs of packaging.

The paékaging of cold chain food is important in protecting and promoting the food product on
the inside. Therefore, manufacturers and retailers should realise the potential of packaging in
influencing consumer’s perceptions and consequent purchasing decisions. Manufacturers,
scientists and product developers should determine what consumers’ perceptions, expectations
and possible grievances are regarding packaging of cold chain food in order to improve
packaging of products that are unsatisfactory to the consumer. The nature of this research
project is limited as the present study is exploratory and thus the results cannot be generalised
to a wider population and are only applicable to the specific participants under study. However,
retailers and manufacturers can perform a similar study in their own outlets or their own product
range to yield results applicable to their own consumers. Furthermore, data from the present
study can be employed in a quantitative survey that can be applied to broader South African
consumer market. The value of this for the consumer is that this type of research could help
establish packaging that fulfils consumers’ requirements thereof as well as their needs.
Because packaging contributes to price the consumer will be willing to pay if he or she receives

better value for their money.
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4.4 Comments on the research procedure

4.4.1 Semi-structured interviews

The study made use of semi-structured interviews and an additional method was used to
acquire triangulation, namely a projective technique using physical product packagings. This
method suited the study as in depth information about the perceptions of participants was
~gathered. The questions were only.used as a guide and to probe the participants to answer all
the objectives of this study. The interviews were semi-structured thus preventing the interviews

from generating unnecessary data which sometimes is the case with an unstructured interview.

The interviews were done individually in the participants’ homes to allow them to feel
comfortable and relaxed. This was helpful in that the par{ioipants did not feel rushed and had
time to think about the questions. The snowball sampling method that was used helped to
target a variety of participants but all of whom had to do the shopping for food products on a
regular basis for themselves or their families. Snowballing is useful in that each participant
guides the researcher to the next participant thereby assuring that the researcher does not
recruit participants themselves (Babbie, 2007; Babbie, 2008).

4.4.2 Data analysis

Data analysis was ‘done by the researcher under supervision of two experienced researchers
who acted as study leaders. After each interview transcribing of the data was done to assure
that the interview was fresh in the researchers’ mind. The study leaders helped to structure the
research throughout the process to make sure that the study was conducted objectively and to
ensure trustworthiness of the study. Coding helped to analyse the data into meaningful

concepts and themes that could be compared to related literature.

4.5 Limitations and Recommendations

This study was done in the North West Province, Potchefstroom. Only female par{ioipants older
than 24 and who did the shopping of food for themselves or their families were included, while
students were excluded. Data saturation was reached after only 25 interviews. Thus results of
this study do not give an indication for the general behaviour of South African consumers.
However meaningful information was identified which can be applied in research of a larger

scale reinforcing data collection with quantitative methods. Thus this study could be applied to
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more females and to male consumers in a larger scale in different provinces to ensure that the

research can be seen as a general view of South African consumers.

Participants’ purchasing decisions as influenced by packaging of cold chain food were studied.
The research only focused onv participants’ perceptions of packaging of cold chain food and the
influence that the packaging may have on their decisions to Apurohase. A study focusing more
on the decision-making process could be done to gain a more in-depth understanding of the
consumers’ purchasing decision as influenced by packaging of cold chain food. Such

information could help to understand the South African consumer better.
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Appendix A

Data reflecting a sample of participants’ perceptions of the packaging of cold chain food
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Appendix B

Participants’ perceptions on different types of packaging of cold chain food
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Appendix C

The influence of packaging of cold chain food on participants’ decision to purchase the

product
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LETTER OF CONSENT
YUNIBESIT! YA BOKONE-BOPHIRIMA
NORTH-WEST UNIVERSITY
NOORDWES-UNIVERSITEIT

Vebruikerswetenskappe
Tel (018) 299 2483
Faks (018) 299 2470

TITLE OF RESEARCH PROJECT:

The influence of packaging of cold chain food products on consumers purchasing

decisions: an exploratory investigation
Dear Mr/Ms Date: ..../..../2006

AIM AND NATURE OF THE STUDY

The aim of this research project is to explore the influence of the packaging of cold chain food

products on the purchasing decisions of a sample of South African consumers. Interviews will

be employed to address this aim and to obtain the information required to fulfill the objectives of

this project.

RESEARCH PROCEDURE

e You will be asked to participate in a semi-structured interview regarding food product

packaging.

e The interview can take place in any environment where there will be no interruptions.

» The interview will be guided by a facilitator and will offer you the opportunity to voice your

opinion about food product packaging.
« No answer or response would be regarded as correct or incorrect.
e No preparation is required for the discussion.

NOTICE OF RECORDINGS
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It is brought to your attention that the discussions will be recorded on tape, to ensure that
valuable information is preserved and analyzed within the appropriate context. After completion
of the interviews, these recordings will be transcribed to text. You have the right to examine the

transcribed text at any given time during the course and completion of the research project.
DECLARATION OF CONFIDENTIALITY

- Your opinion is considered strictly confidential and only mermbers of the research team will have
access to the information. No data published in dissertations or journals will contain any
particulars that could identify you as a participant in this study. You are therefore assured of

your anonymity.
POSSIBLE BENEFITS OF THE STUDY

The information gained from these interviews can prove to be particularly useful in making
recommendations regarding packaging to improve the use of packaging in such a way as to
benefit the consumer. Furthermore, it can also add value to consumers’ purchases by shedding

light on the needs and expectations consumers have regarding food product packaging.
WITHDRAWEL OF PARTICIPATION

It is brought to your attention that your participation is voluntary and that you have the right to

withdraw from the interview at any given time should you wish to do so.

INFORMATION

Should you require additional information, please do not hesitate to contact Stephne
Spangenberg, (Masters’ degree student) at 082 444 1407 or the project leader, Dr. M van der
Merwe at 018 2992476. : N

DECLARATION OF CONSENT

l, the undersigned

(full names and ID nr.) read through the information provided concerning the research project
and declare that | fully understand the content thereof. | was given the opportunity (if so
preferred) to discuss any aspects of the project with the researchers and hereby voluntary
agree to participate in the project. | hereby give my consent to participate in the above

mentioned project.

| would hereby like to exempt the University or any employee or any student of the University

from any liability which | might incur during this project. | furthermore waive my right to institute
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any claims whatsoever against the University which may arise during the running of the project
or the conduct of any person involved in the project, except for claims arising from the negligent

conduct of the University or its employees or students.

| received a signed copy of the consent form.

Signature of participant:

Signed at on

WITNESSES -
1. 2.
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SEMI-STRUCTURED INTERVIEW GUIDE

You are going to be éxposed to different types of packaging. It is important to focus on the type

of packaging. You must take into consideration that it must contain food. No answers will be

regarded as wrong.
OBJECTIVES

1) To explore a sample of South African consumers’ perceptions of the packaging of

cold chain foods.
2) To explore the influence that the packaging of cold chain foods has on a sample of

South African consumers’ decision to purchase.

Method 1: Semi-structured interviews, participants are not exposed to any packaging

(unprompted awareness).

Question 1: What do you think of the packaging of cold chain food products? And what are

your expectations regarding the packaging of cold chain food?

Question 2: How does packaging of cold chain food products influence your purchase

decisions?

Method 2: Projective technique t'hrough exposing the different packaging types one after the

other.

Question 3: What do you think about this packaging?
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Editorial prescriptions
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British Food Journal

Submissions should be sent to:

The Editor

Professor Chris Griffith

Head, Food Research and Consultancy Unit

University of Wales Institute,

Cardiff

E-mail:

CGriffth@uwic.ac.uk

Three copies of the manuscript should be submitted in double line spacing with wide margins.

All authors should be shown and author's details must be printed on a separate sheet and the
author should not be identified anywhere else in the article.

As a guide, articles should be between 3,000 and 5,000 words in length. A title of not more than
V eight words should be provided. A brief autobiographical note should be supplied ihcluding full
. name, affiliation, e-mail address and full international contact details.

Editorial objectives

The aim of the journal is to provide a vehicle for the dissemination of food-related research of
the highest academic quality to an international multi-disciplinary audience.

Editorial scope

Work on any aspect of food will be considered for publication provided it is of a high academic
standard. '

Authors should take into account the international readership of the journal when drafting
papers.

The aim of the journal is to present work in a manner which is accessible to a readership from a
variety of backgrounds,’ including different academic disciplines and non-academics.

Thus, where research of a highly technical nature is reported, the text should be written in a
form which is clear to non-specialists in the area of enquiry. However, if required for clarification,
the text can be supported by a technical annexe at the end of the paper. Where possible,
authors should spell out the implications of their work for those who produce and retail food and
regulate the food system.

The reviewing process

Each paper is reviewed by the editor an'd; if it is judged suitable for this publication, it is then
sent to ‘two referees for double blind peer review. Based on their recommendations, the editor

then decides whether the paper should be accepted as is, revised or rejected.
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The editor may make use of [Thenticate software for checking the originality of submissions

received.

Copyright

Articles submitted to the journal should be original contributions and should not be under
consideration for any other publication at the same time. Authors submitting articles for
publication warrant that the work is not an infringement of any existing copyright and will
indemnify the publisher against any breach of such warranty. For ease of dissemination and to
ensure proper policing of use, papers and contributions become the legal copyright of the
publisher unless otherwise agréed.

The editor may make use of iThenticate software for checking the originality of submissions

received. Please see our press release for further details.
Emerald Literati Network Editing Service

The Emerald Literati Network can recommend, via our Editing Service, a number of freelance

copy editors, all themselves experienced authors, to contributors who wish to improve the
standard of English in their paper before submission. This is particularly useful for those whose
first language is not English.

Manuscript requirements

As a guide, articles should. be between 3000 and 5000 words in length.

A title of not more than eight words should be provided.

A brief autobiographical note should be supplied including:

Full name

Affiliation

E-mail address

Full international contact details

Brief professional biography.

NB This information should be provided on a separate sheet and authors should not be
identified anywhere else in the article.

Authors must supply a structured abstract set out under 4-6 sub-headings (see our "How fo...

write an abstract" guide for practical help and guidance):

Purpose (mandatory)
Design/methodology/approach (mandatory)
Findings (mandatory)

Research limitations/implications (if applicable)

Practical implications (if applicable)
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Originality/value (mandatory). _ A
Maximum is 250 words in total. In addition provide up to six keywords which encapsulate the
principal topics of the paper and categorize your paper under one of these classifications:
Research paper

Viewpoint

Technical paper

Conceptual paper

Case study

Literature review

General review.

Headings must be short, with a clear indication of the distinction between the hierarchy of
headings. The preferred format is for headings to be presented in bold format, with consecutive
numbering.

Notes or Endnotes should be used only if absolutely necessary and must be identified in the
text by consecutive numbers, enclosed in square brackets and listed at the end of the article. All
Figures (charts, diagrams and line drawings) and Plates (photographic images) should be
submitted in both electronic form and as hard copy originals. They should be of clear quality, in
black and white and numbered consechtively with arabic numerals.

Figures created in MS Word, MS PowerPoint, MS Excel, lllustrator and Freehand should be
saved in their native formats.
Electronic figures created in other applications should be copied from the origination software
and pasted into a blank MS Word document or saved and imported into a MS Word document
by choosing "Insert" from the menu bar, "Picture" from the drop-down menu and selecting "From
File..." fo select the graphic to be imported.

For figures which cannot be supplied in MS Word, acceptable standard image formats are: .pdf,
.ai, .wmf and .eps. If you are unable to supply graphics in these formats then please ensure
they are .tif, .jpeg (.jpg) , or .bmp at a resolution of at least 300dpi and at least 10cm wide.
To prepare screenshots, simultaneously press the "Alt" and "Print screen" keys on the
keyboard, open a blank Microsoft Word document and simultaneously press "Ctrl" and "V" to
paste the image. (Capture all the contents/windows on the computer screen to paste into MS
Word, by simultaneously pressing "Ctrl" and "Print screen".)

Plates (photographic images) should be saved as .tif or .jpeg (.jpg) files at a resolution of at
least 300dpi and at least 10cm wide. Digital camera settings should be set at the highest

possible resolution/quality.
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In the text of the paper the preferred position of all tables, figures and plates should be indicated
by typing on a separate line the words "Take in Figure (No.)" or "Take in Plate (No.)". Tables
should be typed and included as part of the manuscript. They should not be submitted as
graphic elements. Supply succinct and clear captions for all tables, figures and plates. Ensure
that any superscripts or asterisks are shown next to the relevant items and have corresponding
explanations displayed as footnotes to the table, figure or plate.

References to other publications must be in Harvard style and carefully checked for
completeness, accuracy and consistency. This is very important in an electronic environment
because it enables your readers to exploit the Reference Linking facility on the database and
link back to the works you have cited through CrossRef.

You should cite publications in the text: (Adams, 2006) using the first named author's name or
(Adams and Brown, 2006) citing both names of two, or (Adams et al., 2006), when there are
three or more authors. At the end of the paper a reference list in alphabetical order shouid be
supplied:

For books: Surname, Initials (year), Title of Book, Publisher, Place of publication.
e.g. Harrow, R. (2005), No Place fo Hide, Simon & Schuster, New York, NY.

For book chapters: Surname, Initials (year), "Chapter title", Editor's Surname, Initials, Title of
Book, Publisher, Place of publication, pages.
e.g. Calabrese, F.A. (2005), "The early pathways: theory to practice — a continuum”, in
Stankosky, M. (Ed.), Creating the Discipline of Knowledge Management, Elsevier, New York,
NY, pp. 15-20. ’

For journals: Surname, Initials (year), "Title of article", Journal Name, volume, humber, pages.
e.g. Capizzi, M.T. and Ferguson, R. (2005), "Loyalty trends for the twenty-first century”, Journal
of Consumer Markefing, Vol. 22 No. 2, pp. 72-80.

For working papers: Surname, Initials (year), "Title of article", working paper [number if
available], Institution or organization, Place of organization, date. -
e.g. Mozier, P. (2003), "How pUinshed academic research can inform policy decisions: the case
of mandatory rotation of audit appointments", working paper, Leeds University Business School,
University of Leeds, Leeds, 28 March.

For encyclopedia entries (with.no author or editor): Title of Encyclopedia (year) "Title of entry",
volume, edition, Title of Encyclopedia, Publisher, Place of publication, pages.
e.qg. Encyclopaedia Britannica (1926) "Psychology of culture contact”, Vol. 1, 13th ed.,
Encyclopaedia Britannica, London and New York, NY, pp. 765-71.

(For authored entries please refer to book chapter guidelines above.) For newspaper articles
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(authored):  Surname, Initials (year), "Article title", Newspaper, date, pages.
e.g. Smith, A. (2008), "Money for old rope", Daily News, 21 January, pp. 1, 3-4.

For newspaper arficles (non-authored): Newspaper (year), "Article 'title", date, pages.
e.g. Daily News (2008), "Small change", 2 February, p. 7.

For electronic sources: if available online the full URL should be supplied at the end of the
reference, as well as a date that the resource was accessed, e.g. Castle, B. (2005),
"Introduction to web  services for remote portlets", available -at:  www-
128.ibm.com/developerworks/library/ws-wsrp/ (accessed 12 November 2007).

Final submission of the article

Once accepted for publication, the editor may request the final version as an attached file to an
e-mail or to be supplied on a CD-ROM labelled with author name(s); title of article; journal title;
file name. Each article must be accompanied by a completed and signed Journal Article
Record Form available online or from the Editor.

Authors should note that proofs are not supplied prior to publication. The manuscript will be

considered to be the definitive version of the article. The author must ensure that it is complete,

grammatically correct and without spelling or typographical errors.
The preferred file format is Word. For technical/maths content, Rich Text Format (.rtf) is

acceptable.
Technical assistance is available by contacting Mike Massey at Emerald. E-mail:

mmassev@emeraldinsight.com
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