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A STUDY ON PRODUCT PACKAGING IN CONSUMER PURCHASING 
DECISIONS 

Abstract 

Consumers, impulsive purchasers especially are tend to be attracted to the extrinsic 

cues and other factors with low-involvement situations in in-store purchasing 

decisions. It is believed that product with package standing out o f the shelf affects the 

consumer decision process that sells the product into the consumer's trolley. 

Consumers generally choose to buy from the image they perceive that a product has, 

and what they perceive is heavily influenced by the cues given on the product's 

packaging which are the brand name, color and display. Packaging, the 'silent 

salesman' and it is the final interface between a company and its consumers but do 

marketers fully understand the role that packaging plays in a marketing environment? 

Th i s paper w i l l investigate the attributes of packaging and how consumers purchasing 

decisions are affected through packaging. 
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