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Abstract

Purpose: The cosmetic industry is one of the significant sectors of the economy that has attracted a wide range of players due to the fast
growth rate. The purpose of this research is to identify the effect of container design in influencing consumer purchase intention, pulling
together collected textual data regarding two factors. No other research conduct to measure this relationship. Research design, data
and methodology: Using web data searching tools, the present researcher coded the data obtained. The web content analysis platform is
useful because it allows a researcher to examine themes in texts and, in a way, allows an ideal way to understand links within categories
of data. Results: Different components of container design have different impacts on the purchase behavior of different consumers. The
most crucial container design components include; shape, color, material and textual, and artistic features. These components are used
by designers for different purposes and have different levels of appeal to the consumer. Conclusions: Manufacturers in the cosmetic
industry must invest in designing packaging products that are more appealing in shape and color while using high-quality materials to
packaging these products. The packaging containers should also be designed to incorporate textual and artistic features that provide
more information regarding the products.
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1. Introduction marketing strategies as they sell their products to determine
the consumer’s ability to give preference to the products
The cosmetic industry is one of the significant sectors of ~ (Salim Khraim, 2011). For a consumer to buy a product,
the economy that has attracted a wide range of players due they must be convinced beyond a reasonable doubt that the
to the fast growth rate. With women as the primary target of ~ Product is significant in providing a solution to their
cosmetic products, organizations have taken significant ~ challenges; hence will be beneficial to them. Cosmetics
strategies to ensure that their products can appeal to ~ comprise a wide range of health and beauty products used
consumers’ wider demography, hence gaining dominance  to improve a person’s appearance. This makes the products
within the cosmetic industry (Lourenco-Lopes et al., 2020). & hecessity to most women who work in different sectors of
Different organizations specialize in the manufacture of  the economy (Rabova, 2015).

different cosmetic products. However, the organizations’ Marketing strategies are developed to improve
consumer purchase behavior by drawing their attention to

various products (Yi, & Su, 2014). Due to the competitive
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product has to be appealing for it to gain the interest of the
consumer. People are naturally attracted to products that
look good. Another significant factor that attracts the
consumer o the product is the usefulness of the product.
People buy products to solve some of the challenges that
they face. For this reason, the consumer must be convinced
of the effectiveness of the product in solving these
challenges. Therefore, it is common to find people buying
products based on referrals from other people who have
used the products and found them useful in solving some of
their challenges (Singh et al., 2020). Consumers also
consider the safety of products before buying the products.
This is most common for cosmetic products, especially due
to these products’ perceived side effects, which may have
severe consequences on the user. For this reason, marketers
must be able to provide this information to the consumer to
convince them of the superiority of the products.

While these marketing strategies have been explored in
recent years by various organizations, organizations have
explored other strategies to attract the attention of the
consumer. One of the significant strategies that most
organizations have integrated into their marketing plan,
especially in the cosmetic industry, is container design. The
container’s design is determined by various features that
have been integrated into the container to give it a unique
and distinctive outlook (Tajeddini, & Nikdavoodi, 2014).
This unique outlook differentiates it from other product
containers within the market so that one can identify the
brand of a product by simply looking at the appearance of
the container. This paper explores the effect of container
design in influencing consumer purchase intention for
different cosmetic industry products.

2. Literature Review

2.1. Visual Elements

The attraction of a consumer to a product depends on
how they perceive the product. This perception is based on
what they see as the external appearance of the container.

2.1.1. The Effect of Product Packing

While various factors influence purchase intention,
most consumers have admitted in recent years that the
packaging of a product is crucial in attracting their attention
towards the product (Alhamdi, 2020; Kim, Kireyeva, &
Youn, 2014). The effect of packaging on consumer
purchase behavior has been an area of significant research
that has enabled various organizations to invest more in
research that enables them to find creative designs for
product packaging to attract the consumer’s attention.
According to Riaz et al., 2018), the packaging of a product,

especially in the cosmetic industry, plays a crucial role in
influencing consumer purchase behavior. The cosmetic
industry deals primarily with beauty products. Thus, the
container used to package the beauty product is crucial and
creates a significant first impression on the buyer of the
product. When the design features of a product’s packaging
are appealing, it is likely to create the impression that the
product that has been packaged within the container is of
great quality (Ampuero, & Vila, 2006). Packaging of
products is a necessity for any organization due to multiple
reasons. To begin with, it is crucial to facilitate the safety of
the product. Different cosmetic products are likely to get
contaminated when exposed to various conditions of the
environment. For this reason, most companies package their
products for safety reasons. However, while this function of
the packaging is crucial, it is significant to develop
appealing packaging designs to ensure that there is an
added advantage to the packaging used for the products,
especially since the packaging container design can b,e
used as a marketing strategy for the product (Ampuero, &
Vila, 2006).

In their study, Riaz et al. (2018) used a sample of 200
participants from two cities. They relied on a self-develop
scale consisting of thirteen items to establish the correlation
between the cosmetic packaging and consumer purchase
intention. A pilot study was used to establish the correlation,
which explored the thirteen items on the self-developed
scale. The researchers established that the packaging
containers’ spec iris features were crucial in the
development of the consumer’s interest in a product.
Though different consumers were attracted to different
container features, it was evident that the different designed
features were crucial in establishing the consumer’s
purchase intention (Nguyen, Nguyen, & Vo, 2019). The
researchers also realized that some design feature was more
significant in establishing consumer purchase behavior than
others. For instance, most women were attracted to
romantic and lovely packaging designs. This can be
attributed to the fact that such packaging designs are likely
to get associated with beauty. Moreover, women were also
attracted to cool and classy design packaging containers
received as a symbol of class (Riaz et al., 2018).

2.1.2. Significant Features

The role of visual elements in marketing is one of the
significant areas that has been explored by researchers to
establish ways of improving the qualities of products to
increase their appeal to the consumer. Mohamed, Medina &
Romo (2018) suggest that visual elements play a crucial
role in facilitating various products, especially in the
fashion and beauty industry. Cosmetics are a beauty
product widely used by women worldwide to improve their
physical appearance. Due to the high demand for cosmetic
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products, resulting from the significantly high population of
women worldwide, multiple organizations have invested in
the production of different types of cosmetic products to
meet the needs of the consumer. However, for the consumer
to gain access to these products, they must be attracted to
the products. For this reason, the outward appearance of the
packaging containers of the beauty products plays a crucial
role in determining whether the consumers will be attracted
towards the product. Before a consumer seeks more details
about a product’s specifications, they must have first been
able to identify the product. This attraction is facilitated by
the characteristics of the packaging used for the products,
such as the color, shape, and artistic representation of the
container (Mohamed et al., 2018).

In their study, Mohamed et al. (2018) surveyed 130
female participants to establish some of the crucial factors
influencing their purchase behavior for cosmetic products.
The research methods used were quantitative, which
included surveys and a questionnaire tool that included
questions aimed at determining the study’s objectives.
Secondary research materials were also considered in the
study to be provide insights on the topic. The study
established that the consumer’s purchase behavior was
greatly affected by the visual elements on the containers
used for the packaging of various products. The primary
elements of the packaging container identified as the most
significant visual aspects include color, shape, and material
of the container. Color is one of the significant
determinants of human perception since different colors are
likely to develop different moods among consumers
(Chiang, & Yu, 2010). For instance, the blue color is often
sociated with a calm mood hence is likely to appeal to wide
demography of consumers. While considering the role of
color in the development of human perception on various
products is crucial, it is also important to consider that the
color used must be relevant to the product being sold. The
container’s shape is another significant feature that was
identified as a cause for attraction for the consumer towards
the product. Different shapes are likely to appeal to
different consumers (Folkes, & Matta, 2004). However, the
use of unique and eye-catching shapes is significant in
bringing out the curiosity in the consumer as they will want
to establish the reason being the use of that particular shape
in packaging the product. Materials used for the packaging
also play an integral role in determining whether the
consumer will be attracted to a particular container. The use
of sophisticated materials for packaging introduces the
element of class to the container and is, therefore, likely to
attract consumers from a higher social class. It also
develops the perception that the products packaged in the
container are of high quality hence will be able to meet the
consumer’s needs.

The studies’ strength can be attributed to the fact that

they rely on quantitative research methods and secondary
research studies to derive information on the topic. The use
of quantitative research is significant as it allows for the
provision of first-hand information on the correlation.
However, the sample used for the studies limits the scope as
the participants mostly involve people from a specific
geographical area, thereby exposing the research to
challenges that may be associated with a form of bias on the
part of the researcher. Multiple gaps have been identified in
the study. For instance, while the studies explore how the
cosmetic container design impacts the consumer’s purchase
behavior, they do not provide a detailed analysis of the
different aspects of the container design that have the most
impact on the consumer purchase behavior. Moreover, very
few characteristic features of the container design have
been explored in the studies, making the studies appear
superficial. Moreover, the studies are only focused on the
impact of packaging design on the purchase behavior of
female consumers which brings out the perception that
male consumer do not purchase cosmetic products. The
presence of gender bias in the study is a limitation as the
researchers cannot provide evidence that the same features
of product design that have been explored have similar
effects on the purchase behavior of male consumer. For this
reason, further studies should be carried out to establish
whether the effects are similar for male consumers (Folkes,
& Matta, 2004).
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Figure 1: The Overview of Qualitative Textual Approach
(Created by the present author)

3. Method

The present researcher has used qualitative coding
implements to analyze and interpret the data obtained with
a PRISMA declaration for analytical purposes. Qualitative
research is essential in studying since information value
includes comprehensive integrity, transferability, reliability,



24 Interdisciplinary Literaure Analysis between Cosmetic Container Design and Customer Purchasing Intention

and conformity. Consequently, no confirmation, refutability,
or logical integrity must be included in the data collected.
The analysis deals with a broad knowledge of a topic,
which helps broaden an understanding of a problem, as
noted in the previous report. The present author has
attracted the study of (Han, & Kang, 2020) which was well-
written to provide theoretical solutions from the prior
literature and indicated that qualitative study using
numerous prior literature review is enough to give
thoughtful implication and discussion to other researchers.
Using Web QDA (Qualitative Data Analysis) online
tools, the present researcher coded the data obtained. The
web content analysis platform is useful because it allows a
researcher to examine themes in texts and, in a way, allows
an ideal way to understand links within categories of data.
The researcher, therefore, identified different groups and
then identified emerging topics from the textural data.
Qualitative research is inductive, so the primary purpose of
the study of content analysis was to determine the things
and current issues that would help provide answers for the
present research. However, past researchers addressed that
the difficulty of content analysis is "differentiating between
the level of abstraction and the degree of interpretation,"”
which raises the lack of qualitative data trustworthiness. By
demonstrating the rationale of how the study classified
themes and categories, the investigator restricted this risk
(Kang, & Hwang, 2018; Queirds, Faria, & Almeida, 2017).

Figure 2: The Overview of Qualitative Textual Approach
(Created by the present author)

The results which obtained from theoretical approach
are analyzed with an organized review approach. To collect
the suitable data, the author tried to obtained the extant
literature regarding the marketing plan for cosmetic
container. The author also obtained textural data which
associates with the possible solution through the Web
datasets (mostly peer-reviewed work). The suitable
strategies for marketers were figured out and after that,

author could present the findings which suggest to boost
customer purchase intention in the cosmetic retail store. For
practitioners who would like to apply marketing strategy
theories, the following. For modern managers seeking to
align business priorities with cosmetic products, the present
author presents the following main subjects as a critical
solutions for enhancing consumer purchase pattern (Woo,
& Kang, 2020).

4. Results of Theoretical Analysis

From the studies explored in the literature review section,
it is evident that container design is a crucial feature in
influencing the consumer's purchase intention. For this
reason, the vast magnitude of research can be used to
develop ways of improving the characteristic features of the
packaging container of cosmetic containers to ensure that
there are more appealing to the consumer. Based on the
studies, different components of container design have
different impacts on the purchase behavior of different
consumers. Some of the most crucial container design
components include; shape, color, material and textual, and
artistic features. These components are used by designers for
different purposes and have different levels of appeal to the
consumer. The impact of the design components on
consumer purchase behavior can be attributed to the fact that
visual elements play a crucial role in developing the
consumers' perception of the product (Nguyen, Nguyen, &
Vo, 2019).

Color is a significant component of art that has been
used since time immemorial to develop perception. Different
colors appeal to different people in varying ways as people
are likely to associate the colors with different aspects of
their life (Chitturi et al., 2020). For this reason, the
perception that one color creates on one person may vary
from that of another person. One of the significant reasons
why color is used in art is that it attracts the viewer's
attention towards the painting. This role of color plays a
crucial in determining the consumer's purchase behavior in
the cosmetic industry (Patil, 2012). However, different
shades of color have different abilities in attracting the
attention of a person. It is therefore significant that bright
colors are used in the manufacture of cosmetic containers.
When manufacturing these containers, research must be
carried out to identify the target market's preference since
people give different meanings to different colors (Rathee,
& Rajain, 2019). For instance, though conspicuous, the red
color is often associated with danger hence may not be
effective in designing a cosmetic container. However, colors
such as blue and green are often associated with calm
situations hence are likely to be more effective for designing
cosmetic containers.
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A container's shape is another significant feature that
most consumers are likely to consider when purchasing
different products. Like color, people are likely to get
attracted to different types of shapes they find appealing.
Therefore, it is significant that the manufacturers come up
with unique designs when developing packaging containers
for cosmetic materials (Karedza, 2017). For instance,
common shapes have often been used to create different
types of packaging containers. When a new design emerges,
the consumer is likely to get attracted to this new design out
of curiosity and uniqueness of the design's shape. There are
multiple factors of consideration for the consumer when
assessing the design used to packaging cosmetic products.
For instance, some shapes are likely to limit the amount of
space for the packaging their y limiting the quantity of the
product packaged in a particular container (Silayoi, &
Speece, 2004). It has a negative effect on consumer
purchase behavior. They are likely to develop the perception
that the container was created to limit the products' quantity,
which places the consumer at a disadvantage. For this reason,
it is advisable that when considering a particular container
for the packaging of a cosmetic product, the containers used
should be shaped in a way that they provide enough space
that will be effective in packaging sufficient quantities of the
products.

Another significant factor associated with the shape of
the packaging container that will determine the consumer's
purchase intention is the ease of access to the product. The
shape of the container determines the ability of the
consumer to retrieve the product from the container. Some
container shapes present a significant challenge in the ability
of the consumer to retrieve the cosmetic products (Vladic et
al., 2015). For this reason, the consumer is likely to develop
a negative attitude towards the products packaged containers
with these types of shapes. For example, long cylindrical
containers are convenient for products that can easily flow.
However, retrieving solid products from such containers
may present a challenge to the consumer. Therefore, it is
crucial to carry out a market survey on the limitations of
various shape designs for cosmetic products in order to
come up with the best product shapes for cosmetic products
(Okeke, & AMOBI, 2020). The use of sophisticated and
unique shape designs for cosmetic products is also crucial in
introducing the packaging's social class element. Simple
shapes are usually associated with low economic status as
limited resources are invested in creating such packaging
materials. Such shapes are likely to make the consumer
question the quality of the products packaged in the
container; hence they are likely to forego them for the
products packaged in uniquely shaped containers.

The material used in creating the packaging container is
another significant factor that is likely to determine the
purchase intention for the container. For most manufacturers,

the material used for packaging is only relevant due to the
safety of the product (Makkar, 2009). Different cosmetic
products are likely to get contaminated when exposed to
various environmental conditions. For this reason, the
packaging material is crucial to ensure that the products do
not get contaminated and are therefore not hazardous to the
consumer. The nature of use for cosmetic products is crucial
as they are applied in different parts of the body and are
likely to have significant side effects when contaminated.
The consumer, however, places significance on a product
based on the quality of the materials used for packaging
(Elliott, & Cameron, 1994). Low-quality materials attract
consumers from a low economic class since they are
perceived as cheap products, thereby associated with low
quality (Zauner, Koller, & Hatak, 2015). However, when the
product's packaging material is of great quality, it is likely to
attract consumers from a high economic status as they
perceive the products to be of a high quality due to the
resources invested in the packaging materials (Tinne, 2016).
The material used should also allow for easy retrieval of the
product from the container.

The inclusion of textual and artistic features on the
container plays a crucial role in developing the consumer's
interest in a product. One of the significant textual features
that can be included in the container is the brand name
(Hasani, & Zeqiri, 2015). It provides the product with a
sense of identity that distinguishes it from another
competitor's product in the industry. The type of information
included on the surface of the container is also crucial in
influencing the consumer's purchase intention (Hess, Singh,
Metcalf, & Danes, 2014). For instance, a consumer's
attention is likely to get attracted to a product's container due
to the presence of textual features on the container. The
information included in the text will further determine
whether the consumer buys the product. For this reason, the
textual features on the surface of the container should be
informative to enable the consumer to learn more about the
product and how the product is likely to help them achieve
their health or beauty goals (Kim, & Kang, 2011). Moreover,
the information provided should also inform the consumer
why they should prefer a particular product and forego other
products from rival organizations.

The inclusion of artistic features on the surface of the
container is significant as it comes out as a form of
advertising or a product. For instance, containers used to
package skincare products should have pictures of women
with smooth skin to elaborate on the products' results. For
hair products, it is significant that there are pictures of
women who have used the hair products on the packaging
material's surface. It is crucial in influencing the purchase
intention of the consumer (Lumpkin, & Crawford, 2015).
The consumer will easily relate the appearance of the artistic
features on the container of the product. However, the
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artistic features used should be accurate so that the
organization does not oversell the product beyond its
capabilities (Lumpkin, & Crawford, 2015). It will present a
significant challenge for the organization as it is a violation
of the ethical guidelines and standards for sales. The use of
artistic features also introduces the aspect of influencer
marketing as the picture of various influential personalities
can be published on the containers of the products (Das,
2011). This requires that the organizations involved form
legal partnerships with the influences and celebrities which
will enable them publish the images of the influencer on the
product container (Qureshi, & Malik, 2017). The use of
influencer marketing is one of the crucial strategies that have
been adopted in the modern society which plays a crucial
role in improving the appeal of a product (Hussain, 2015).

Table 1: Crucial Container Design Components

Components Explanation

* Color is a significant component
of art that has been used since time
immemorial to develop perception.
Different colors appeal to different
people in varying ways as people are
likely to associate the colors with
different aspects of their life.

1. ContainerColor

* The shape of the container
determines the ability of the consumer
to retrieve the product from the
container. Some container shapes
present a significant challenge in the
ability of the consumer to retrieve the
cosmetic products.

2: Container Shapes

* The material used in creating the
packaging container is another
significant factor that is likely to
determine the purchase intention for the
container. For most manufacturers, the
material used for packaging is only
relevant due to the safety of the
product.

3: Material used.

Consumers will be attracted to the product due to the
presence of the influencers image on the container. Suppose
the products do not live up to the desirable outcomes as
depicted in the artistic features included in the container.
They are likely to give the product a negative review, which
may affect subsequent purchases, especially when the
reviews come from many consumers. Therefore, artistic and
textual features should be used with great care as they elicit
certain expectations from the consumer.

5. Conclusion

The economic sphere has become quite competitive in
recent years as various organizations develop multiple
strategies to attract consumers' attention. The use of visual
elements is one of the significant strategies that has been
significantly embraced by multiple organizations to
influence consumer purchase behavior. One of the
strategies that have been embraced in recent years in the
cosmetic industry is product packaging design as one of the
marketing elements. The packaging container's ability to
attract the audience depends on the features incorporated
into the container. One of the significant aspects of the
packaging container that has been identified as a significant
factor in influencing consumer behavior is the color used on
the container. The effect of color is that it increases the
appeal of a product. Since different people are attracted to
different types of colors to which they relate to various
aspects of their lives, significant research must be carried
out to establish the best colors to use in designing different
products used in the packaging of cosmetic products. Color
also plays a crucial role in developing the consumer's
perception of a particular product.

It is clear from the findings that the package's color
plays an essential role in influencing the customer purchase
intention. The tint of that particular package ultimately
relates to consumers' purchase intention. From the research
conducted on two cities, attractive colors on the packages
grasp the customers' attention. However, Batmen Graham
(2018) typically undertaken well-planned research on some
effects of packaging traits on the customer purchasing
result conduct of packed cosmetic product. He discovered
that color is not given much consideration when a client is
making some decisions when buying.

The shape of the container is another significant feature
that must be considered during product designs. Different
shapes are likely to appeal to different consumers. Shapes
also play an integral role in developing the perception of
the consumer towards the product. One of the significant
issues determined by the shape of the container is retrieving
the product from the packaging container. For instance,
while the viscous product can be stored in a container of
any shape or configuration, solid products should be stored
in containers where they can be easily retrieved. Therefore,
consumers are likely to be attracted to products in
packaging containers that are easy to use. The shape should
also be uniquely crafted so that it can elicit curiosity from
the consumer. Other than the shape, the container's material
is also a crucial factor of consideration that is likely to
determine the consumer's purchase behavior. The consumer
is likely to gauge the quality of a product based on the type
of material that has been used to manufacture the packaging
container. For instance, the use of cheap packaging material
is likely to be associated with poor quality products.
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Packaging material: The cosmetic products' fabric vastly
influenced the customer's conclusion while purchasing the
products from the research conducted. However, Bestie M.J
(2017) performed an exploration focusing on the effect of
packaging qualities on purchaser purchasing choice conduct
of packed cosmetic products found that in two cities, the
context packaging material was not considered in the

purchasing choice of the customer (Hasani, & Zeqiri, 2015).

Customers viewed those products that are packed in a
valuable material depending on the specific product's nature
(Kang, & Hwang, 2017). In most cases, the product's type
will determine the material to be used explicitly in the form
of the solid or liquid state. Some producers of the products
typically use plastic and can with some colorful materials.
On the other hand, cereal-like products usually use soft
clothes and valuable ones to attract and influence their
purchase intention. Most of the time, liquor packaging
materials differ substantially by their quality and strength.
In cosmetic products, producers used hard plastic and cans
with decorative backgrounds, whereas producers used light
packaging material in cereal food packages.

Textual and artistic features are also a significant factor
in determining consumer purchase intention. Incorporating
these features on the surface of the packaging container is
likely to attract the consumer's curiosity. Therefore, the
manufacturer can take advantage of this design feature by
making sure that the information provided on the surface of
the product is informative and explains the benefits of the
product and some of the product features that make them
more effective than other similar products within the
market. The studies show that the product packaging
container's design features are a significant marketing tool
for cosmetic products. Therefore, manufacturers in the
cosmetic industry must invest in designing packaging
products that are more appealing in shape and color while
using high-quality materials to packaging these products.
The packaging containers should also be designed to
incorporate textual and artistic features that provide more
information regarding the products. Further studies should
focus on the limiting factors that prevent organizations
from investing in the packaging materials and how they can
overcome these limitations.

The artistic features such as the packaging printed info:
This particular type of study indicates that the full
published report of a given specific cosmetic product has a
significant role in influencing the customer's purchase
intention. According to Hussain (2017), printed information
in the packages influences buyers positively, leading them
to make the appropriate and positive buying decision. In
most cases, the product information has appositive utility;
on the other hand, there is that vague dedication of the info
that can be quickly and understandable, which helps the
producer even convince the consumer even more (Hussein
et al.,, 2017). The kind of information provided will also

play a vast role in the convincing power of the client. It is
also considered that the report helps in avoiding some risks
such as attachable dangers with cosmetic products.

From the case study, it was clear that the packaging
elements are most essential for the client's purchase
intention. Those significant components such as the
background image, design, color, material, and font style
are the standard and critical visual elements that are
considered most when buying cosmetic products. Lastly,
the study shows some vital and influential aspects that
should handle with care and are very significant and include
the verbal and visual elements. These two are very critical
when choosing, purchasing cosmetic products.

6. Implication

The central focus of the case study was to check on
whether connections amid the designed packages of all
those cosmetics as well as client purchasing intention exist
or not. It typically contains some implications such as The
outcome has greatly influenced increased marketing value
of the existing products if more so the weight is well
implemented (Salim, 2019). All those companies that
manufacture the packaging sector can typically use the case
study type to use various packaging designs and styles.
Another implication is that marketers can manipulate the
skills to understand consumers' psychology, mainly related
to packaging design and purchasing intention of a client.

Consequently, marketers are capable of making
appropriate changes in their respective designs of packages.
The case study also portrays how purchasing could
ultimately affect the client's perception due to the
attractiveness, which is contributed by the visual basics of
that particular cosmetic design. This case study has also
raised other insights like favorite color and material of the
packaging design, makeup, and other cosmetic products.
From the case study findings, it is clear that cosmetics
clients like shopping to see the cosmetic products and try
some a few available samples (Singh et al., 2015).
According to the survey, the ornamental design is vital to
the customer while shopping online or even in-store. From
the study, visual package attributes like color, materials,
visualization, and appealing appearances were recognized
as the persuasive features that disturb customer purchase
intentions.

7. Limitation of the Research and Future
Recommendation

There are also some limitations on this specific study is
that the collected data was from the respondents who stays
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in only two cities, and the study was significantly restricted
to the impact of packaging aspects of these ornamental
which has on client buying intention of either the female or
male participant whose age group is 18 years and above
(Chiang, & Yu, 2012). Also, culture influences society and
their different meanings and interpretations of some colors
in other communities.

In this particular study, various challenges were
apparent, such as inadequate skills and resources to conduct
research (Zauner et al., 2015) The study was undertaken
only in two cities instead of extended across cultural
comparison and the different participants' age. The study
only paid attention to the cities, and it should also have
considered rural areas instead. It is to ensure that the
information that is provided represents both those in urban
and rural areas.

The case study did not clearly show when the conducted
research was and the specific place where it was completed.
It just names it as two cities where the operations were
executed. It is essential to pinpoint the exact location where
the research was carried out.

The producers, business units, and marketers should
emphasize the wrapping designs, packaging material,
background image, attractive design, readable and useful
style to influence the consumers to buy the products. The
stakeholder should work together for the future benefit of
the cosmetic product. For the beauty industry to be
embraced and lure their vast profitability, they should
develop the proper packaging designs focusing on and
targeting the current trends (Alhamdi, 2020). The beauty
industries should pay more attention to both verbal and
visual elements of the printed information.

For the beauty producers to satisfy the customer's needs,
all those available products on the shelves, marketers
should work hard on both the verbal and visual elements of
packages that typically play avital mandate in ensuring that
the intention of the consumer is positively influenced. In
the future, when designing for those cosmetics, cosmetic
designers should consider some elements such as packaging
elements, consumers' taste, and preferences, which most of
the time depends mostly on both the cosmetic group and the
demographic population (Tinne et al., 2018). Another
future direction that should be considered is the quality of
the cosmetic products while considering attractive
packaging elements and eye-catch cosmetic products
whenever the client pays a visit to a store shelf.

References

Alhamdi, F. (2020). Role of packaging in consumer buying
behavior. Management Science Letters, 10(6), 1191-1196.
Ampuero, O., & Vila, N. (2006). Consumer perceptions of product

packaging. Journal of Consumer Marketing, 23(2), 100-112.

Chiang, C., & Yu, W. (2010). Research of Female Consumer
Behavior in Cosmetics Market Case Study of Female
Consumers in Hsinchu Area Taiwan. lbusiness, 02(04), 348-
353.

Chitturi, R., Carlos Londono, J., & Alberto Amezquita, C. (2020).
The Influence of Color and Shape of Package
Design on Consumer Preference: The Case of Orange Juice.
International  Journal of Innovation and Economics
Development, 5(2), 42-56.

Elliott, G., & Cameron, R. (1994). Consumer Perception of Product
Quality and the Country-of-Origin Effectl. Journal of
International Marketing, 2(2), 49-62.

Folkes, V., & Matta, S. (2004). The Effect of Package Shape on
Consumers' Judgments of Product Volume: Attention as a
Mental Contaminant. Journal of Consumer Research, 31(2),
390-401.

Han, S., & Kang, E. (2020). The Marketing Strategy to Stimulate
Customer's Interest in Art-Gallery Business Plan. The Journal
of Distribution Science, 18(8), 47-54.

Hasani, V., & Zeqiri, J. (2015). Using Factor Analysis Tool to
Analyze the Important Packaging Elements that Impact
Consumer Buying Behavior. International Journal of Academic
Research In Business And Social Sciences, 5(6), 267-276.

Hess, J. S., Singh, J., Metcalf, L. E., & Danes, J. (2014). The
impact of consumer product package quality on consumption
satisfaction, brand perceptions, consumer investment and
behavior. Journal of Applied Packaging Research, 6(1), 23-39.

Hussain, S. (2015). Impact of Product Packaging on Consumer
Perception and Purchase Intention. Journal of Marketing And
Consumer Research, 10(1), 1-10.

Kang, E., & Hwang, H. J. (2018). Strategic management plan for
transnational organizations. The Journal of Asian Finance,
Economics, and Business, 5(2), 119-128.

Kang, E., & Hwang, H. J. (2017). Team Management for Better
Performance that Sells to Customers: Aligning the Stars. The
Journal of Distribution Science, 15(7), 19-24.

Karedza, G. (2017). The Impact of Packaging Designs on
Consumer Buying Behaviour of FMCG during the
Hyperinflationary and After the Dollarisation Era in Zimbabwe.
Asian Journal of Social Sciences And Management Studies,
4(1), 20-30.

Kim, Y. M., Kireyeva, A. A., & Youn, M. K. (2014). Effects of SNS
characteristics upon consumers' awareness, purchase intention,
and recommendation. The Journal of Industrial Distribution &
Business, 5(1), 27-37.

Kim, K.S., & Kang, H. (2011). An Effect on Customer Attitude and
Purchase Intention of Soap Product Package Design - Focused
on Soap Product-. Journal of Korea Design Forum, null(30),
33-42.

Lourenco-Lopes, C., Fraga-Corral, M., Jimenez-Lopez, C., Pereira,
A. G., Garcia-Oliveira, P., Carpena, M., ... & Simal-Gandara, J.
(2020). Metabolites from Macroalgae and Its Applications in
the Cosmetic Industry: A Circular Economy Approach.
Resources, 9(9), 101.

Lumpkin, J., & Crawford, J. (2015). Consumer Perceptions of
Developing Countries. Proceedings Of The 1985 Academy of
Marketing Science (AMS) Annual Conference, 95-99.

Nguyen, P. N. D., Nguyen, V. T., & Vo, N. N. T. (2019). Key



Ikkyung SUNG / Journal of Industrial Distribution & Business Vol 12 No 3 (2021) 21-29 29

determinants of repurchase intention toward organic cosmetics.
The Journal of Asian Finance, Economics, and Business, 6(3),
205-214.

Makkar, D. (2009). Impact of Promotional Tools on the Consumer
Buying Behavior in Insurance Sector -- An Empirical Study.
SSRN Electronic Journal.

Mohamed, N., Medina, I, & Romo, Z. (2018). The Effect of
Cosmetics Packaging Design on Consumers’ Purchase
Decisions. Indian Journal of Marketing, 48(12), 50-61.

Okeke, T., & AMOBI, L. I. (2020). Influence of Packaging on
Consumer Buying Decision of Cosmetics (A Study of
Consumers of Beauty Care Cosmetics in Awka). International
Journal of Scientific And Research Publications, 10(2), 737-
747.

Patil, D. (2012). Coloring consumer's psychology using different
shades the role of perception of colors by consumers in
consumer decision making process: a micro study of select
departmental stores in Mumbai city, India. Journal of Business
And Retail Management Research, 7(1), 60-74.

Queirés, A., Faria, D., & Almeida, F. (2017). Strengths and
limitations of qualitative and quantitative research
methods. European Journal of Education Studies, 3(9), 369-
387.

Qureshi, M., & Malik, H. (2017). The Impact of Celebrity
Endorsement on Consumer Buying Behavior. Advances In
Social Sciences Research Journal, 4(3), 149-170.

Rabova, T. K. (2015). Marketing communication of SMEs
specialized in cosmetic industry in magazines for women.
Procedia-Social and Behavioral Sciences, 175, 48-57.

Rathee, R., & Rajain, P. (2019). Role Colour Plays in Influencing
Consumer Behaviour. International Research Journal of
Business Studies, 3(12), 209-2013.

Riaz, S., Wasif, S., Nisar, W., Farwa, U., & Rashid, A. (2015).

Impact of packaging designs of cosmetics on female
consumer’s buying behavior. Academic Research International,
6(5), 130-142.

Salim Khraim, H. (2011). The Influence of Brand Loyalty on
Cosmetics Buying Behavior of UAE Female Consumers.
International Journal of Marketing Studies, 3(2), 123-133.

Silayoi, P., & Speece, M. (2004). Packaging and purchase decisions.
British Food Journal, 106(8), 607-628.

Singh, S., Mondal, S., Singh, L., Sahoo, K., & Das, S. (2020). An
Empirical Evidence Study of Consumer Perception and
Socioeconomic Profiles for Digital Stores in Vietnam.
Sustainability, 12(5), 1716.

Tajeddini, K., & Nikdavoodi, J. (2014). Cosmetic buying behavior:
examining the effective factors. Journal Of Global Scholars of
Marketing Science, 24(4), 395-410.

Tinne, W. (2016). Impact of Packaging on Consumer Buying
Behavior at Dhaka City. Global Disclosure of Economics And
Business, 5(2), 93-100.

Vladic, G., Kecman, M., Kasikovic, N., & Pal, M. (2015).
Influence of the shape on the consumers perception of the
packaging attributes, Journal of Graphic Engineering and
Design, 6(2), 27-32.

Woo, E. J., & Kang, E. (2020). Environmental Issues As an
Indispensable Aspect of Sustainable Leadership. Sustainability,
12(17), 7014.

Yi, S., & Su, S. (2014). A Study of the Factors that Impact Chinese
Consumers' Purchasing Intent for High-Tech Products. The
Journal of Business Economics and Environmental Studies,
4(1), 37-40.

Zauner, A., Koller, M., & Hatak, |. (2015). Customer perceiv
ed value—Conceptualization and avenues for future researc
h. Cogent Psychology, 2(1), 1061782.



