
5 Ways To 
Ensure Your 
Packaging 

Design Works 
For Shoppers

Packaging is one of the most powerful parts of 
the marketing mix. Here are five tips on how to 
make sure your packaging design really works 

for you in front of shoppers as well as 
consumers.



Packaging Design – The 
Unsung Hero Of The 

Marketing Mix

It is on the shelf that packaging design has to communicate 
most – if the product doesn’t work on the shelf; is not visible to 

shoppers, doesn’t attract them, and give them the message they 
need, then it isn’t working hard enough.

Packaging is one of the most important, and yet 
often under-valued elements of the marketing 

communication mix for a CPG company.

✓  It needs to resonate with consumers and deliver 
a great consumption experience.

✓  It needs to protect the product and 
communicate all of the legal requirements too. 

✓ It has to meet logistics and retail standards to be 
accepted throughout the value chain. 

✓ It has to be aware of its environmental 
responsibilities too. 

✓ But it really, really needs to 
work for shoppers too



Here are five tips 
on how to make 

sure your 
packaging design 
really works for 

shoppers
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Often the person 
consuming the product 
is also the shopper, but 

that isn’t always the 
case. Just check. If the 

shopper is not the 
consumer, does the 

packaging design work 
for them?
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CONSIDER THE CHANNEL & 

THE SHOPPING PROCESS

Different shoppers buy in different channels, and 
different channels deliver quite a different 

shopping experience.



CONSIDER THE IN-STORE 
SITUATION
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The width of the aisle may impact 
how close a shopper is to the shelf, 
and to the pack. The amount of space 
dedicated to the category may 
influence the number of facings 
which will completely change the way 
a shopper sees (or doesn’t see) your 
product.



Testing packaging designs for shoppers 
used to be a tricky exercise. These days 

virtual store technology is a useful 
shopper research tool and is great for 
packaging testing. The costs of such an 

activity are significantly lower than they 
might have been in the past. And when 
considering the costs, do bear in mind 
that the packaging design will be seen 

by every shopper in every store, 
probably for many years. Isn’t it worth 

getting it right?

05
TEST YOUR 

PACKAGING DESIGN 
WITH SHOPPERS

http://www.engageconsultants.com/shopper-marketing/shopper-research/


Packaging design 
arguably is, or should 

be, part of the 
shopper marketing 
lexicon. At the very 

least packaging 
development (and 

that includes design) 
should be a 

collaborative effort 
involving both 

consumer and shopper 
teams. 
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