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Packaging is an interface, an environment between product and user. Its 
role is not just to contain and protect the product but also to facilitate the 
product’s sale by triggering the purchase act. Packaging presents the 
product and contributes substantial to its sale. The defining elements of 
the product promotion function includes the identification and 
presentation of the product, informing the customers, creating a positive 
attitude towards the product, producing changes in the mentality and 
habits of the buyers and easing communication with the customer. 
Packaging is truly the „mute salesman” of the product that draws 
attention, informs and educates aesthetically the consumer. 
 

Key words: product, packaging, promotion, design. 
 

If in the beginning packaging was considered just a container for the 
product, nowadays it represents a corporal component of the product, and 
within the marketing policy it strives to begin a main bearer of messages for 
the consumer. 

The lifestyle and consumption evolution led to the development of 
packaging seen through the commercialisation perspective, because the 
packaging presents the product and contributes substantially to its sale, 
being referred to as „the mute salesman” (M. Olaru, 1999). In 2005 
packaging became a reality for the consumer, being said that „packaging has 
become a useful element and sometimes is quite beautiful and interesting”.  

The passage to „mute salesman” happened due to the general 
tendencies for evolution, like the internalisation and globalisation of 
markets, the presence of excess offer, rules such as national and 
international laws, the closeness in product quality, the diversification 
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process and accelerated renewal of the products, the shortened product 
lifespan, the development of trademarks, competition, the appearance of 
complex materials, the perfecting of packaging. In the same time, packaging 
is requested to become a permanent subject of technical and industrial 
defiance. 

Packaging is a mean of containing a product, a physical-chemical 
system designed to conserve and store temporarily from a physical, 
chemical and biological point of view during handling, transportation, 
storage and sale, facilitating all these until consumption or until the viability 
term expires. 

Packaging must fulfil the following requirements:  
- Lightweight, to not increase excessively transportation costs, 

especially over large distances; 
- Resistant, to protect the product’s integrity; 
- Aesthetic, to attract the consumer’s attention. 
Packaging is perceived from a functional, promotion, informational 

and ease of recognition point of view, differently by different consumer 
segments, separated by sex, age, social status. This different perception 
imposes a hard to achieve diversification that creates difficulties to 
packaging creators. Packaging, in general, has many functions. 

The systematisation of packaging functions for food products 
regarding the product/producer/consumer/environment relationship is 
presented in table 1 (N. Buchner,1999) 

Table 1  
LOGISTICS CONSUMER QUALITY 

CHANGES 
CONVENIENCE 

- Forming load 
units; 
- Rationalisation; 
- Merchandising; 
- Re-valuing; 
- Recycling; 
- Environmental 
protection; 

- Misleading; 
- Health endangerment 
(un-hygienic); 
- Deterioration; 
- Alteration; 
- Advertising; 
 

Mechanical, 
physical, chemical, 
micro biological, 
water, vapour, 
temperature, air 
pressure, oxygen, 
light, aroma, micro-
organisms, insect 
influenced. 

Primary, 
secondary and 
supplementary 
consumption. 

Source: N. Buchner – Verpackung von Lebesmittel-Lebensmitteltechnologhische, 
verpackungstechnische und mikrobiologische Grundlagen, Springer-Verlag, Berlin, 1999, 
pag.5  
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Packaging fulfils a very important role throughout the 
commercialisation and usage of the agricultural and food products. Using as 
criteria the way in which they participate to these flows, packaging is 
classified as sale and presentation or transport and storage packaging. 

Packaging is considered by specialists an element that combines art, 
science and technology. The requirements imposed by the agricultural and 
food products market attribute to packaging a system of dynamically 
evolving functions. 

Traditionally it is believed that packaging simultaneously represents 
means of protecting and conserving agricultural and food products, 
rationalising and increasing the effectively of commercial flows, informing 
consumers and promoting products on the market. 

Adapting products to the needs and desires of consumers, but also to 
the requirements of the law means that the classical system of functions 
attributed to packaging be completed by an entire series of new 
requirements that target especially: environmental protection, ease of 
cooking products, improving the protection function and conservation of the 
agricultural and food products referring to the packaging and extending 
them to the food utilisation area. 

Functions of packaging 
- conservation and protection of agricultural and food products – 
packaging is the element that stands between the product itself and the 
environment with the role of protecting the contents against the actions of 
environment factors that can have negative consequences on the products 
quality or quantity. Packaging must protect the product as long as it sits on 
the store shelves, as well as after purchase. The product can be deteriorated 
by extreme heat and moisture. Colours can be deteriorated if overexposed to 
light. Cardboard can be crushed if it doesn’t resist being stored below other 
containers. Therefore in order to design adequate packaging, information 
about the climatic and storage conditions.  
- rationalisation and simplifying distribution, sale and usage of 
agricultural and food products – consumer goods’ packaging must play the 
role of “silent salesman” especially on the markets where self-service stores 
are common. In order to conceive a packaging that fulfils this sale function 
effectively, the designer uses a series of information about: 

- the sales conditions created by the store’s physical characteristics; 
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- the shape and size of packaging desired by customers for the 
product; 
- the message or impression that the packaging must convey; 
- the impression that the colour and graphics will leave on a specific 
market; 
- the implications of names and trademark symbols. 

A special role is taken by the colour, size, shape and buying habits of the 
customers.   
- informing the customer and distributor – often information is necessary 
about the legal requirements regarding the packaging markings that must 
indicate the contents and product origin. As well, information about the 
language or languages in which the packaging must be marked is necessary. 
Transport packaging can be an especially informational support for the 
businesses involved in ensuring the commercial flows: wholesalers or 
retailers, forwarders, etc. The main information type that is usually found 
written on transport packaging is about:  

- the producer’s name, destination or country of origin; 
- specifications about the type of product and product batch; 
- the product’s fragility or its possibility to withstand small or large 
shock; 
- restrictions about the storage space; 
- Other information; information about environmental protection. 

- promotion function – the abundance and variety of products on the 
market, the direct contact of the buyer with the product, within the self-
service system and in the absence of a salesman able of providing 
information and harmonizing the buyer’s desires with the properties of the 
purchased product led to the amplifying of the promotion function of 
packaging. The sale and presentation packaging have a special promotion 
role through shape, colour, graphics and packaging materials used because 
they provide identity to the product, communicate the nature of the contents 
and bring forward the name or brand. The sale and presentation packaging 
ensure continuing the mass-media advertising. The transport and storage 
packaging has a lower promotional role because rarely enough it is used by 
the distributors in the store.  
The wrong packaging can eliminate any chance of promoting a product 
because it can determine: 

- expensive handling and transport; 
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- transport or delivery in improper conditions; 
- difficulties in storage prior to sale or use; 
- difficulties in using the products; 
- not meeting the requirements of the law; 
- difficulties in attracting the consumer’s attention. 
- protecting the environment – developing a product policy 

environmentally oriented means special attention is devoted to packaging in 
ensuring it is environmentally friendly. Protecting the environment and 
keeping environmental balance led to consumer segments that are sensitive 
to product eco-friendliness. Communicating to these segments is ensured by 
creating distinctive signs, (environmental signs) that differentiate eco-
friendly products and packaging from the rest. 

Packaging is the result of design activities, a harmonious 
combination of colours, drawings, symbols, used to distinguish a brand 
among different brands applied to similar products. Before it becomes final, 
packaging is subjected to multiple laboratory tests, specialist panels, inside 
stores, etc., to verify the extent to which it fulfils its conditioning functions 
and promotes the product. 

Choosing packaging is done depending on economic criteria, as it 
must provide a minimum of utility and protection, with minimal expenses. 
Special attention is paid to the packaging colour, considering the necessity 
of practical agreement between the product and the colour it suggests.  

Aesthetic packaging provokes a sentiment of trust, abiding the rules, 
hygiene to the customer, make out a way of advertising and contribute to 
sales. 

 
 
 

CONCLUSION 
Identifying the markets requirements regarding packaging can be as 

important as identifying the requirements about the product itself. 
Packaging is a means of communication between industry, 

commerce and consumption. Packaging is a useful database for the 
consumer. The usefulness of packaging results from its capacity of 
informing and educating increasing awareness of the effect that the food 
product has for its own necessity and the packaging for the environment. 
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Packaging is an important promoter of products both on the internal and 
external markets. 

In order to safeguard the quality characteristics and product’s 
integrity, throughout the producer-distributor-consumer circuit, a specific 
packaging is needed for each food product. 

Packaging should become lighter, simpler, recyclable and 
environmentally friendly. 
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