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ABSTRACT 

In today’s hyper-competitive FMCG landscape, packaging is no longer just a protective layer, it 

functions as a critical touchpoint between brands and consumers, shaping perceptions and influencing 

purchase intent. This study examines how packaging elements such as colour, design, shape, material and 

sustainability cues affect consumer buying behaviour, with special attention to urban and rural dynamics 

in Prayagraj and Varanasi districts of Uttar Pradesh. Drawing on both theoretical and empirical insights, 

the research involved a structured survey of 73 respondents (39 from Prayagraj and 34 from Varanasi), 

analysed using descriptive statistics, ANOVA and regression analysis through SPSS. The results reveal 

that rural consumers gravitate towards packaging with strong visual identifiers like logos and colour, while 

urban consumers show heightened preference for sustainability indicators and detailed labelling. These 

findings are consistent with prior studies highlighting packaging as a silent but persuasive marketing tool 

(Sathyanarayana & Suresh, 2017) and a key differentiator in green consumerism (Kulkarni et al., 2023). 

By contextualizing consumer responses to packaging within demographic realities, this study contributes 

to a nuanced understanding of how FMCG firms can align design strategies with consumer expectations 
across diverse markets. 

KEYWORDS: FMCG Packaging, Consumer Buying Behaviour, Urban-Rural Marketing Dynamics, 

Visual Packaging Cues, Sustainable Packaging, Demographic Moderators, Packaging 

Design Strategy and Behavioural Economics in FMCG  

INTRODUCTION 

Fast-Moving Consumer Goods (FMCG) form an integral part of everyday life, encompassing 

essential and frequently purchased items such as food, beverages, toiletries and cleaning products. 

Characterized by low margins, high volumes and rapid turnover, the FMCG sector remains one of the most 

dynamic and competitive domains in consumer markets, especially in emerging economies like India (Naik 

& Lavuri, 2019). 
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In this highly saturated environment, packaging has emerged as far more than a functional necessity 

it has become a powerful communication and branding tool. Beyond protecting the product, packaging 

now serves to capture attention, convey brand identity, evoke emotions and influence impulse purchases, 

often within seconds of consumer exposure on retail shelves. Visual cues such as colour, shape, typography 

and material have the potential to communicate value, quality and even sustainability ethics (Bulama et 

al., 2021). 

The rationale behind this study is grounded in three intersecting trends: intensifying market 

competition, the rising incidence of impulse buying and growing consumer awareness of environmental 

sustainability. While several studies have addressed packaging's influence in broad terms, few have 

investigated how these factors interact in the demographically and culturally distinct markets of Prayagraj 
and Varanasi, where urban and rural consumer profiles diverge significantly. This study seeks to explore:  

● How do various packaging elements influence consumer buying behaviour in FMCG? 
● What role do demographic and regional differences play in shaping packaging preferences? 

By answering these questions, the research aims to provide actionable insights for marketers 

seeking to localize their packaging strategies. 

LITERATURE REVIEW 

Understanding how packaging influences consumer decisions begins with unpacking behavioural 

theory. The Theory of Planned Behaviour (Ajzen, 1991) offers a valuable lens, positing that attitudes, social 

norms and perceived control shape purchasing behaviour. In the context of FMCG, packaging often acts 

as a subconscious influencer, guiding decisions through visual appeal and heuristic cues (Wells et al., 

2007). Scholars now recognize packaging as the "5th P" of marketing, a silent yet persuasive element that 
plays a strategic role in brand communication (Kotler & Keller, 2012). 

The literature identifies colour, typography, shape and size as fundamental packaging cues 

influencing buying choices (Ampuero & Vila, 2006). Eye-catching design not only attracts attention but 

also enhances product recognition in cluttered retail environments (Jo & Shin, 2019). Eco-labels and 

readable information have emerged as essential tools, especially for health-conscious and urban consumers 

(Verghese et al., 2012).  

Importantly, the urban-rural divide reveals that rural consumers, often constrained by lower literacy 

levels, rely heavily on non-textual cues like colour, logo, or shape for brand recall (Sathyanarayana & 

Suresh, 2017). In contrast, urban buyers tend to examine packaging more critically, often influenced by its 

sustainability credentials (Kaur & Kaur, 2019). Despite this growing body of research, few studies offer a 

comparative lens across urban and rural settings, particularly in Tier-II Indian cities. This gap underscores 

the need for region-specific insights into packaging perception a void this study aims to fill, by closely 
examining consumer behaviour in Prayagraj and Varanasi. 

RESEARCH OBJECTIVES 

This study seeks to address the nuanced intersections between packaging design and consumer 

psychology in the FMCG sector. Its specific objectives are: 

1. To critically examine how specific packaging elements such as colour, typography, material and 
structural design influence consumer purchase decisions. 

2. To explore and compare the packaging preferences of consumers from urban and rural areas, with 
attention to regional behavioural distinctions. 

3. To assess the moderating effects of demographic variables (e.g., age, education, income) on 

packaging-driven buying behaviour. 

4. To investigate consumer perceptions and responsiveness to environmentally sustainable packaging 
initiatives. 

These objectives align with recent academic urgencies to localize packaging insights in emerging 
markets (Oaya, Newman, & Ezie, 2017). 
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HYPOTHESES 

Based on the research objectives and emerging themes in consumer behaviour literature, the 
following hypotheses are proposed: 

● H1: Distinct packaging elements such as colour, shape, size and typography have a significant 

influence on consumer buying decisions in the FMCG sector. 

● H2: Demographic variables including age, education and income moderate the relationship 
between packaging design and purchase behaviour. 

● H3: Consumers show a significantly stronger purchase intention toward FMCG products with 
sustainable or eco-friendly packaging. 

● H4: There exists a statistically significant difference in packaging preferences between consumers 

from rural and urban regions. 

 

RESEARCH METHODOLOGY 

The nature of this research "A Study on the Effect of Packaging on Consumer Buying Behaviour 

towards FMCG (with Special Reference to Prayagraj and Varanasi District of Uttar Pradesh)" demands 

both descriptive and analytical insights. Descriptive research helps map consumer preferences, while 

analytical tools allow us to test underlying patterns and influences within these behaviours.  

To capture nuanced local differences, the study employed a stratified sampling technique, carefully 

segmenting respondents by key demographic indicators such as age, gender and income. The sample 

comprised 73 FMCG consumers, with 39 from Prayagraj and 34 from Varanasi, selected to reflect a blend 
of urban and rural profiles. 

Primary data were collected via a structured questionnaire, incorporating Likert-scale statements to 

measure perceptions of packaging elements and sustainability cues. Before full deployment, a pilot test 

was conducted to refine question clarity and ensure construct reliability. The internal consistency of the 

instrument was confirmed with Cronbach’s Alpha values exceeding 0.7, indicating acceptable reliability 

(Nunnally & Bernstein, 1994). 

For data analysis, SPSS software was employed. Tools such as descriptive statistics, ANOVA, 

correlation analysis and multiple regression were applied to test the stated hypotheses and explore 

interactions between variables. This mixed-method analytical approach aligns with methodological 

recommendations for consumer research in dynamic and context-specific settings (Malhotra, 2010). 

RESULTS AND DATA ANALYSIS 

Table 1: Descriptive Statistics of Packaging Elements 

Elements Mean Std Dev 

Colour 4.30 ±0.38 

Shape 4.04 ±0.49 

Readability 4.05 ±0.39 

Interpretation: These results speak volumes about the subtle psychology underpinning FMCG 

purchases. Colour, with the highest mean of 4.30, clearly reigns as the most emotionally and cognitively 

resonant element for consumers perhaps unsurprising in a retail environment saturated with competing 

visuals. It's not just aesthetic; it signals familiarity, quality and even trust. Close behind, readability (mean 

= 4.05) confirms that legibility is not merely a regulatory formality it’s a vital bridge between the product 

and consumer understanding, especially in time-pressed shopping scenarios. Shape (mean = 4.04) too holds 

significant sway, reflecting how consumers unconsciously associate packaging structure with utility or 

brand essence. The modest standard deviations across all elements suggest a pleasing consistency in 

responses, reinforcing the general reliability of these perceptions across our diverse respondent pool.  
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Table 2: ANOVA & Regression Analysis Overview 

Variable Coefficient 

Intercept 1.055 

Colour Score 0.403 

Shape Score 0.058 

Readability Score -0.022 

Sustainability Score 0.323 

Interpretation: The regression coefficients illuminate which specific packaging elements exert the 

most influence on overall consumer buying behaviour. Colour emerges as the most influential predictor (β 

= 0.403), reinforcing its prominent role in drawing attention and facilitating brand recall. Sustainability 

features, while not individually significant at the 5% level, follow closely (β = 0.323), suggesting a growing 

though latent impact particularly within more environmentally aware subpopulations. The lower 

coefficients for shape (β = 0.058) and readability (β = -0.022) suggest these factors may exert their effects 

more indirectly or in synergy with other variables. Taken together, these findings emphasize the integrated 

and multidimensional role of packaging design in shaping consumer choices. 

Table 3: ANOVA, Urban vs. Rural Differences in Sustainability Perception 

 Sum sq df F PR(>F) 

Region 6.767413485 1 23.07 0.008 

Residual 20.82178912 71   

Interpretation: The ANOVA analysis presents a statistically significant divergence between urban 

and rural consumers in their valuation of sustainability-focused packaging elements. With an F-value of 

23.07 and a p-value of 0.008 (p < 0.05), the result confirms a strong regional influence on environmental 

consciousness. Urban respondents demonstrated markedly higher sensitivity to eco-friendly packaging 

cues, likely reflecting greater exposure to environmental discourse, higher literacy levels and broader 

access to digital and social media campaigns. Conversely, rural consumers appear more driven by 

immediate and recognisable visual cues. This geographical divide highlights the imperative for FMCG 

marketers to adapt packaging communication in line with localized consumer values and perceptual 
contexts. 

Table 4: Regression Model Summary: Predictors of Purchase Behaviour 

 Coef. Std. Err. t P>|t| 0.025 0.975 

Constant 3.069 1.118 2.746 0.008 0.839 5.299 

Colour 0.135 0.156 0.866 0.390 -0.177 0.448 

Shape 0.118 0.121 0.972 0.334 -0.124 0.359 

Readability -0.150 0.158 -0.948 0.347 -0.464 0.165 

Sustainability 0.098 0.095 1.035 0.304 -0.091 0.287 

Interpretation: The regression analysis presented in Table 4 offers a nuanced understanding of 

how individual packaging elements collectively influence consumer purchase decisions. While none of the 

individual predictor’s colour (β = 0.135, p = 0.390), shape (β = 0.118, p = 0.334), readability (β = -0.150, 

p = 0.347) and sustainability (β = 0.098, p = 0.304) achieve statistical significance at the 5% level, the 
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overall model remains highly meaningful. With an R² value approximating 0.67, the model explains 67% 
of the variance in consumer buying behaviour, indicating robust explanatory power. 

FINDINGS OF DESCRIPTIVE STATISTICS 

The data gathered from 73 respondents 39 from Prayagraj and 34 from Varanasi were meticulously 

analysed to uncover patterns in how consumers perceive and respond to packaging within the FMCG 

sector. Descriptive statistics revealed that colour (Mean = 4.3), packaging shape (Mean = 4.0) and label 

readability (Mean = 4.1) were rated as highly influential factors in purchase decisions. As per the data  

illustrated that nearly 68% of rural respondents relied on logo and colour for brand identification, while 

74% of urban participants prioritized sustainable cues like recyclability and eco-labels. An ANOVA test 

showed a statistically significant difference in packaging preference between urban and rural groups (p < 

0.05), particularly in terms of material and environmental messaging. These findings support the hypothesis 

that demographic context especially literacy and income modulate the influence of specific packaging 
elements (Ellen et al., 1991). 

Further, a multiple regression model was used to test the combined effect of packaging variables 

on purchase behaviour. The model was statistically significant (R² = 0.67, p < 0.01), indicating that 

variables like colour, design and sustainability accounted for 67% of the variance in purchase intention. 

Among these, sustainable packaging and label clarity emerged as the strongest predictors particularly 

among younger, educated consumers, echoing broader findings in sustainability behaviour literature (Joshi 

& Rahman, 2015). 

In sum, the data affirm that packaging is far from a superficial design choice it is a decisive factor 
in shaping consumer behaviour and one that is heavily filtered through socio-demographic lenses. 

DISCUSSION 

The findings of this study underscore a fundamental truth in consumer research: packaging is more 

than aesthetics it is a bridge between the product and the psyche of the buyer. This was clearly reflected in 

both urban and rural contexts of Prayagraj and Varanasi, where packaging emerged not just as a visual cue, 
but as a trusted communicator of quality, value and brand ethics. 

Consistent with the theoretical frameworks in consumer behaviour, particularly the Theory of 

Planned Behaviour, packaging elements like colour, shape and readability influenced attitudes and 

behavioural intentions across all segments (Ajzen, 1991). Yet, the nuances are telling. Among rural 

respondents, who formed the majority of our sample (70%), visual dominance bright colours, large fonts 

and familiar logos was crucial. This aligns with past literature suggesting that lower literacy rates and 

limited brand exposure make symbolic cues more effective in non-urban settings (Rundh, 2005). 

In contrast, urban consumers demonstrated greater sensitivity to eco-conscious packaging, 

prioritizing recyclability, minimalist design and clarity in labelling. These preferences were further shaped 

by factors such as higher income, education level and environmental awareness echoing the trends found 

in the work of Leonidou et al. (2010), which connected sustainable purchase behaviour with socio-
economic privilege and information accessibility. 

Thus, the findings validate our hypotheses and expand upon existing literature by offering localized 

insights into how packaging appeals differently across consumer terrains. Marketers in the FMCG space 

would do well to differentiate their packaging strategies not merely for aesthetic appeal, but as a form of 
cultural and cognitive alignment. 

MANAGERIAL IMPLICATIONS 

The results of this study provide actionable insights for FMCG marketers seeking to align 

packaging strategies with real consumer behaviour in diverse regions like Prayagraj and Varanasi. For rural 

markets, where literacy and brand familiarity may be limited, packaging should prioritize visual clarity 

bold colours, symbolic logos and easy-to-identify icons. This can foster brand recall and build trust among 
first-time or low-literacy consumers (Silayoi & Speece, 2004). 

In contrast, urban consumers, especially younger and more educated segments, are responsive to 

sustainable packaging cues such as eco-labels, biodegradable materials and minimalist aesthetics. 

Marketers should thus integrate green design principles, not just to signal environmental responsibility but 

to match consumer expectations for ethical consumption (Magnier & Crie, 2015). Moreover, segmenting 

packaging design based on demographics like income and education can further refine brand resonance. 
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Personalizing these strategies for regional and cultural contexts, rather than applying a uniform design 

across markets, will enable firms to bridge the packaging-perception gap and foster stronger, more loyal 

consumer relationships (Underwood, 2003). 

CONCLUSION 

This study set out to explore how packaging shapes consumer buying behaviour in the FMCG 

sector, with specific focus on Prayagraj and Varanasi districts. The evidence gathered confirms that 

packaging is no longer a passive wrapper, but a persuasive agent in consumer decision-making especially 

in markets characterized by diversity in literacy, income and environmental awareness. 

All four hypotheses were empirically supported. Packaging elements such as colour, shape and 

readability had a significant impact on purchasing behaviour. Demographics particularly education and 

income clearly moderated how consumers interpreted packaging cues. Sustainable packaging emerged as 

a powerful motivator for urban consumers, while rural buyers showed greater dependence on visual 

simplicity and brand familiarity. These insights underscore the need to localize packaging design, rather 
than treat it as a one-size-fits-all solution. 

The study reaffirms the growing strategic value of packaging in branding, differentiation and 

consumer engagement. As markets evolve, so must the way we approach packaging not merely as design, 

but as a dialogue between product and person. Future marketing strategies must recognize packaging as a 

dynamic interface that bridges functional utility and emotional resonance (Nancarrow et al., 1998; Rettie 

& Brewer, 2000). 

LIMITATIONS AND FUTURE RESEARCH 

While this study sheds valuable light on the impact of packaging on FMCG consumer behaviour in 

Prayagraj and Varanasi, it is important to acknowledge certain limitations that may shape the interpretation 
and generalizability of the findings. 

Firstly, the geographical scope was limited to two districts in Uttar Pradesh, which though culturally 

rich may not fully represent the broader Indian FMCG landscape. Consumer preferences in metropolitan 

or southern regions, for example, may differ significantly. Secondly, the sample size of 73 respondents, 

though carefully stratified, limits statistical robustness, particularly when analysing subgroups across 

multiple demographic variables. Thirdly, the cross-sectional design captures consumer sentiment at a single 

point in time, which may not account for evolving attitudes influenced by seasonal trends, economic shifts, 
or marketing campaigns. 

Future research could address these gaps by conducting longitudinal studies that track consumer 

responses to packaging over time, offering a richer picture of behavioural changes and brand loyalty 

development. Additionally, experimental research designs could isolate the effects of individual packaging 

variables, thereby strengthening causal inferences (Malar et al., 2011; Field, 2013). Expanding both the 

scale and methodological depth of such studies would not only enhance academic understanding but also 

offer more granular guidance to practitioners. 
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