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Packaging is a powerful tool for brands that can not only grab consumers' 

attention but also influence their purchasing decisions. The application of neuro-

marketing techniques to the study of packaging has recently gained considerable 

popularity both in academia and in practice, but there are still some concerns 

about the methods and indicators offered commercially and the interpretation of 

their results. 

For decades, marketers have tried to understand the motives behind consumer 

buying intent. What makes a product stand out? What do consumers think and 

feel when they interact with a product and its packaging? Many marketers refer 

to packaging as the silent salesperson. Let's talk about why packaging makes con-

sumers choose a particular product over others on the shelf and how this can be 

used to boost sales.  

Consumers' first impression of a product is influenced by the design of the 

packaging. The truth is that sight accounts for 90% of all information that enters 

our subconscious mind, and we do not even consciously perceive it and therefore 

do not analyse it.  

In the past, marketers relied on traditional research methods such as focus 

groups and surveys to find answers to these and other questions. Thanks to ad-

vances in technology, there is now a new field of marketing methodology: neuro-

marketing, a scientific discipline at the intersection of psychology, neurobiology 

and marketing that works with the buyer's subconscious, which entire agencies 

specialize in applying to packaging design. 

According to the Association for Neuromarketing Science and Business, 

"Neuromarketing studies what emotions have to do with human decision-making 

and uses this knowledge to improve marketing effectiveness. " Neuromarketing 

applied to packaging can drastically improve the consumer experience, from the 

aesthetic to the functional.  

All neuromarketing techniques are technological and scientific, just to elimi-

nate rational evaluation and track unconscious reactions. Neuromarketing 
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research on packaging can be carried out using biometric testing such as eye-

trackng, assessment of cardiovascular responses such as pulse and blood pressure, 

analysis of brain reactions, i.e. the evoked potentials when presented with a par-

ticular object or facial code analysis. Studies are conducted in a retail environment 

with a precise target market.  

The benefits of neuromarketing for packaging are incredible. Biometric test-

ing can show how your customers respond to packaging colours, shapes, symbols, 

texture, substrates and more.  

And fortunately, you don't need to be a scientist to start realising the benefits 

of neuromarketing for packaging. Anyone can adopt the principles of neuromar-

keting by learning about human factors. Regardless of our culture, our language, 

our skin colour or our gender - human factors are psychological and sociological 

ways in which we are all hardwired. And the human factor will help you increase 

the chances of your product being noticed, holding attention, quickly communi-

cating a clear value and ultimately converting that attention into a sale. 

To succeed, neuromarketing advises us to consider four key human factors: 

1. Perception - what do people look at, how do they look at things and why do 

they look at what they do?  

2. Cognition . What processes do consumers use to make decisions? How do 

they choose the right product for their needs?  

3. Attractiveness . What do consumers find attractive and appealing?  

4. Decisions . What factors influence a consumer's final buying decision? 

By influencing perception and the subconscious through the senses, it is pos-

sible to focus consumers' attention on brands and products. As a result, people 

buy, virtually unconsciously, but cheerfully. Beyond their will, they even buy 

what they did not initially want and are happy about it. 

These human factors are important to understand for everyone involved in the 

packaging development process. And, of course, the direct purpose of packaging 

- to protect the contents from moisture, dust, mechanical damage, theft from the 

counter, etc. - remains a must.  Learning how customers interact with your product 

category and with your brand is particularly important. If you care about product 

sales and brand performance, it's important that you understand these human fac-

tors in order to assess the return on investment in your packaging design features. 

Knowing what triggers human perception, cognition, appeal and decisions will 

allow you to optimise the potential success of your product and its packaging. 

Emotion is the driving force that encourages people to buy. This is why ad-

vertising uses every possible means to influence the audience in an attempt to 

elicit an emotional response from them. But we need to understand which emo-

tions to provoke and how to do so. Neuromarketing can help us figure this out. 

Colour is the simplest, yet one of the most effective tools in packaging neuro-

marketing. The colours of the spectrum that can be detected by the eye have 
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various effects on the human subconscious. Specifically, the autonomic nervous 

system is responsible for the correct functioning of the entire body, starting with 

the heart and ending with the glands of internal and external secretion that pro-

duce mood hormones. The same system determines the response to external stim-

uli and the level of adaptability of vertebrates to changes in the environment. 

Positive emotional pictures around a product increase its attractiveness. That 

is why advertising characters always smile a "Hollywood" dazzling smile, even 

if they are already running the 40th kilometre of a marathon. 

The impact on pain works better than the promise of pleasure. Negative con-

text is more effective than positive promises. Therefore, it is worth emphasising 

how the product will help solve the problem and relieve customers' "pain" rather 

than what it is good for. 

A smiley face next to the price tag can encourage people to want to buy the 

product. It seems trivial, but smiley symbols do encourage customers to buy. 

It is necessary to choose topics that evoke the strongest neural excitations in 

certain members of the target audience. For example, scientists have proven that 

men respond well to themes of success, eroticism and aggression, while women 

respond well to relaxation, smiles and children. 

It is no coincidence that happy, joyful people look at us from all advertising 

brochures. It has been scientifically proven that presentations with motivational 

pictures increase sales because they provoke an emotional response from custom-

ers. 

It's so hard to resist buying something you want to touch all the time. And how 

much emotion can you get from a pleasant tactile experience during a holiday, a 

treatment at a beauty salon, or even choosing clothes in a shop. If your product is 

one-of-a-kind and expensive, approach the issue of consumer packaging with spe-

cial attention and make sure to use tactile marketing. It affects the tactile recep-

tors, and the customer unconsciously likes the product at the level of skin sensa-

tion when touching the packaging. 

Aroma marketing is the use of fragrance to impress customers and evoke the 

right feelings and emotions. In a narrow sense, it is a technique involving the use 

of various fragrances to influence the target audience. The most common scents 

are divided into floral, food, fruity, woody, exotic and emotionally stimulating.  

Scents are preserved using microencapsulation technology, which allows liquid 

or solid substances in the form of a paste to be encapsulated in a closed, strong 

casing. 

Based on the results of real researches, it can be said that by integrating de-

clarative and neuromarketing methods, a more holistic approach to consumer re-

sponses to food packaging evaluations is obtained. However, attention should also 

be drawn to how complex and confusing it can be to analyse and interpret neuro-

marketing data, relative to the notion that analysing neurophysiological data 
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requires training and experience. Furthermore, despite the large number of scien-

tists studying food packaging with neuromarketing tools, it is a young discipline. 

Consequently its theoretical, empirical and practical field is still developing. 

Therefore, from an academic point of view, a testing framework should be pro-

vided to help neuromarketing companies provide indicators capable of respond-

ing to what they are supposed to measure. Only a concerted effort to achieve 

standardisation in the discipline can eradicate the over-promise and under-deliv-

ery that have affected the reputation of the field. Indeed, developing the practical 

functionality of neuromarketing in packaging can be incredibly impactful in im-

proving packaging as a product and engaging specifically with your target audi-

ence, thereby benefiting the field of packaging production. 
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