[bookmark: _heading=h.gjdgxs]Research Project
Topic - Impact of product packaging on organisational sales: A case study of Tesco

Dissertation – Proposal
[bookmark: _qwejnipmpa04]LCBB6000
[bookmark: _j8duwafzxawk]BA (Hons) Business Management
[bookmark: _q8asrh4xka1p][bookmark: _Hlk112835671]Student name:Maria Daniela Enache
Student ID:1916676

[bookmark: _u1nitc2gfsai][bookmark: _v348pzqc8y8f]University of Wales Trinity Saint David (London Campus)
Submission date:13 January 2023
[bookmark: _jkddwnctb7b][bookmark: _l5fgwe4pq5co][bookmark: _Hlk112834862]


 I declare that the work presented for evaluation in this dissertation was done by me. Information derived from the literature has been duly acknowledged in the text and a list of references provided. All the primary information and secondary data collected and utilized in this study is my individual attempt. This dissertation purely reflects my opinions and views and has never been used in any other research work.



Maria Enache


Abstract
The research was based on the understanding of whether product packaging can impact the sales of the retail business organisation of Tesco. The research used both primary and secondary sources of data collection which were essential in determining the relevance of the data for the research. The research used interviews and thematic analysis to analyse the data in order to make sure that the overall process of product packaging can be understood and that the increase or decrease of the sales it is impacting can also be drawn successfully. The main purpose of conducting the research was to create awareness for the business organisations within the retail sector of the UK about the importance of product packaging with the main focus on Tesco.
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[bookmark: _Toc124365829]Chapter 1: Introduction
[bookmark: _Toc124365830]1.1: Introduction
The following chapter will successfully introduce the dissertation on the topic of the impact that product packaging can have on the sales of different business companies within the retail industry. The background of the study will be mentioned along with a reflection on the problem statement. An aim will be drawn where the dissertation will focus on that. Certain objectives will also be written that will be essential in making sure that the research project is meeting the aim at the end of the study. The main purpose of conducting the research will be to create awareness for the business organisations within the retail sector of the UK about the importance of product packaging. The chapter will also offer information about the data collection process that has been selected.
[bookmark: _Toc124365831]1.2: Background of the study
Packaging the products is an essential aspect of the manufacturing process for retail companies like Tesco, Marks & Spencer, Next plc, Primark etc. The packaging can significantly impact attracting customers towards the products. There are several occasions when the costumes are intrigued with the product design and tend to try it for the sake of experiencing the product. The product packaging can impact sales where the companies are able to add additional customers due to the packaging of the product. It can be understood that 75% of UK buyers are more attracted to sustainable packaging if adopted by the companies will increase their sales by around 10% (Kartawinata et al., 2020). People who are below the age of 35 are more concerned with sustainable packaging and tend to make sure that they participate in purchasing activities to support the companies further in being sustainable (Saunders et al., 2019). Effective packaging of the products can add to user-friendliness. There are several packages that are hard to open due to the complex structure in which it has been made. Bringing changes within the product packaging can ensure that the customers can have easy access to the products by opening the packaging. It has also been seen that over 50% of the customers within the retail sector are interested in gaining knowledge about their packaging (Kartawinata et al., 2020). The change in the product packaging can have a direct impact on the increase in overall sales by a certain percentage. The product packaging can also be influential in attracting more customers towards the brand image with the implementation of factors like sustainability packaging.

[bookmark: _Toc124365832]1.3: Company Overview
Tesco is a multinational company and a market leader in the retail industry of the UK. It has been offering services to customers all around the world with over 4,500 stores worldwide in multiple countries. The company generated annual revenue of more than ₤54 billion in 2021. It provides employment to over 3,45,000 people in businesses and stores all around the world (Tesco PLC, 2022). Tesco supermarkets provide daily essentials needed by every household along with other retail products. The company has made a huge reputation and earned a great market share in the UK and beyond. Tesco has been working with the aim and purpose of serving customers healthy, affordable as well as sustainable food every day. This aim is greatly linked with the topic of the research as product packaging is also concerned with health and sustainability. Through this study, it will be identified whether the aim of Tesco in terms of serving sustainable food can be achieved with product packaging and further contribute to increasing sales.   

[bookmark: _Toc124365833]1.4: Problem Statement
The main problem statement that is discussed in this dissertation will be based on the issues that the customers are facing with the product packaging because of its complex structure and unattractive experiences. Making changes to those packaging procedures might indulge those customers with the company and increase the overall sales of the companies within the retail sector of the UK (Adams et al., 2014). The carbon footprint in product packaging is also emerging as a critical factor influencing sales volume, which is encompassed by the research.
[bookmark: _Toc124365834]1.5: Aims, Objectives, Research Questions, Propositions
The main aim of this research is to understand the impact that product packaging can have on the increase of sales.
There are certain objectives that can be drawn to make sure that the aim of the research can be met.
· To understand the overall process of product packaging and its benefits for a business organisation.
· To analyse the impact that product packaging has on the sales of business organisations within the retail sector.
· To assess the challenges that business organisations face while bringing changes to their product packaging.
· To reflect on the different measures that can be taken to overcome those challenges.
There are certain research questions that are essential for the research.
· How will business organisations bring change in their product packaging?
· How can product packaging impact the sales of organisations within the retail sector of the UK?
· What are the challenges that business organisations might face while bringing the changes in product packaging?
· What are the measures that can be taken to overcome those challenges?
The main proposition that the research is having is that product packaging can impact the overall sales of the retail organisation of Tesco in the UK. This proposition can be further backed with data obtained through different sources.
[bookmark: _Toc124365835]1.6: Rationale/Importance of the Research
The main purpose of this research is to create awareness for business organisations in seeking their focus on the importance of product packaging within the manufacturing process and the impact it can have on the overall sales of the business (D O'Gorman and MacIntosh, 2015). The research will also try to back this purpose with sufficient data that can help Tesco within the retail sector of the UK to determine the measures it can take to bring changes to its product packaging.   
[bookmark: _Toc124365836]1.7: Methodology
The main method of data collection that has been drawn in this research is a mixed data collection method where both primary and secondary data will be collected to gain a diverse range of information and knowledge to produce reliable and valid outcomes. Simple random sampling will be used as the sampling method to select groups of the population from each set of data. The primary data will be collected through an interview with the managers of Tesco to gain deep insights and knowledge regarding the internal processes and practices of the company. A total of 3 managers were selected using to conduct the interview as it would be less time-consuming and the findings would also have clarity and reliability. In order to collect secondary data and information, certain journals and articles will be drawn to analyse the data that will highlight the impact that product packaging can have on the increase or decrease in sales. There were 4 journals in total that were drawn to understand the experiences that the business organisations within the UK retail sector had due to their packaging (Duignan, 2016). The data will be analysed through thematic analysis that will reflect on each theme taken from different secondary sources.
[bookmark: _Toc124365837]1.8: Scope of the Study
The scope of the study is to increase awareness towards the business organisations that are operating within the retail sector of the UK through the focus on Tesco to bring changes in their product packaging so that they could increase the customer's experiences and bring change in their own sales. Poor product packaging might increase dissatisfaction among customers impacting sales negatively (Denscombe, 2012). However, the packaging being attractive and easy to open might increase the satisfaction of the customers especially when the sustainability factor is considered by the business organisations. The geographic area that the research aims to cover will be Tesco operating in the retail sector.
[bookmark: _Toc124365838]1.9: Structure of the Dissertation
Each chapter in this research holds specific importance to increase the efficiency of the research and enhance its accuracy in the data that is being collected. The first chapter is the introduction where the readers will be given essential information about how the research will be conducted and the main purpose of the research. This will be followed by the second chapter literature review where different journals and articles will be covered to make sure that the accuracy of data can be achieved toward obtaining knowledge about the impact that the product packaging is having on the sales of the business operations within the retail sector of the UK (Blaxter et al., 2010). The third chapter is the research methodology where the different data collection techniques will be discussed and the one that has been selected for this research will be understood. The fourth chapter will hold the data analysis and discussion where the interview and thematic analysis will be used for the collection of primary and secondary data. The data that has been collected will be further discussed to understand its relevance to the research objectives that were met initially. In the fifth chapter, the research will be concluded along with highlighting the different limitations that the researchers faced during the research. Certain recommendations will also be given in this chapter to improve product packaging (Dul and Hak, 2007).
[bookmark: _heading=h.9njpbyxdpcw2][bookmark: _Toc124365839]1.10: Key Terms
Product packaging, customer engagement, customer satisfaction, sustainable packaging, carbon footprint, changes, research methods, research paper, interview, retail sector. 
[bookmark: _Toc124365840]1.11: Summary of Chapter 1
The above chapters reflected on the different objectives that were set to meet the aim of the research. The chapter even gave information about the methods of data collection along with the main purpose of conducting the research. 
[bookmark: _heading=h.26in1rg]

[bookmark: _Toc124365841]Chapter 2: Literature Review
2.1: Introduction
The literature review is based on finding certain secondary sources of data like articles, journals, company websites and books that can offer the researcher the data that they need to complete the research objectives. This research is based on the impact that product packaging can have on the sales of business organisations in the retail sector. The secondary sources that will be collected in this research will be based on the experiences that the business organisations have faced while bringing change to their product packaging (Patton, 2014).
2.2: Different background aspects of the concept
Concept of Product Packaging
In the opinion of Wang (2020), business organisations bringing change in their product packaging is something that needs to be understood. The product panging is the way the final product is made ready for the customers ensuring that the product is protected till its expiry date. The product packaging system is gradually growing in importance for business organisations as it holds an important position in the retail market. The physical logistics flow heavily depends on the accuracy that the business organisations have achieved within the product packaging. The initial packaging is for the products and the external packaging is done during the transportation of the final products in bulk through outbound logistics. 
Effect of product packaging on sales volume
As stated by Waheed et al. (2018), having strong packaging can prevent any damage to the products that can contribute to the management of the production cost. There are two important areas that need to be understood shape and materials. The packaging will be based on the weight of the materials and the height impacting the accuracy that the company can bring in their packaging. The design of the packaging of the materials will play an important factor in attracting customers towards it. There are several customers that are concerned with the design and can change their buying behaviour depending upon those changes. The OM discipline is a factor that is concerned with the collection of various inputs and successfully converting them into final products that can have a strong packaging design. The OM can be understood as the tool that can help in the technical improvements made within the packaging of the products so that the companies can successfully make the product ready to meet the demands of the customers. It can be understood that the product packaging done through the OM principle will impact the sales positively as it will help the companies keep the packaging measures customer oriented and make sure that the customers are changing their purchasing decisions in favour of the products impacting on the sales of the company significantly. However, if there is a certain flaw in the packaging or the design is not attractive then there is a chance the business organisations might lose customers impacting negatively the sales.
2.3: Theoretical models and related research issues
As per Löfgren and Witell (2005), Kano's Theory of Attractive Quality and Packaging can be used to understand the importance of packaging and the impact it can have on sales within the business organisations of the retail sector. The Theory is based on reflecting that the initial traditional system of packaging that was used by the business organisation was based on the basic storing and protection of the product. The theory worked on understanding the different measures that can be taken to make sure that the packaging can be made of high quality from a customer perspective. An understanding was gained about the quality measures within the packaging that were considered by the customers within the retail sector. The theory has identified that there are 24 quality attributes that can help enhance the overall processing within the packaging system. The main factor that has been considered within the theoretical framework is that the emotion that the customers have after seeing the packaging of the products will determine the ways in which the companies can improve their packaging process.
[image: ]
Figure 1: Kano's Theory of Attractive Quality and Packaging
(Source: Löfgren and Witell, 2005)
As per Rehman et al. (2017), another theory that can successfully highlight the packaging process and its effectiveness can be understood as Ian Pavlov's classical conditioning theory. There are a number of factors that are considered within the customer's experience of the product and its packaging like searching, evaluating, selecting, purchasing, using and disposing of products. According to this theory, the packaging acts as a gateway for the customers to gain access to the products. The response that the customers have about the packaging in the initial stage will determine whether they are staffed with the packaging and their decision of purchasing the product will partially depend on that.
[image: ]
Figure 2: Ian Pavlov's classical conditioning theory
(Source: Rehman et al., 2017)
Both theories stated that customer preferences and the satisfaction that the product packaging is having will directly impact their purchasing decisions. Hence, customer satisfaction is directly proportional to the increase in sales on the purchase.
2.4: Previous studies and lessons learnt
2.4.1 Ways in which product packaging impacts the sales of organisations within the retail sector of the UK
Upadhyay et al. (2022), state that there are a number of ways through which product packaging can have an impact on the sales of business organisations within the retail sector of the UK. The packaging impacts the product on the customer's decision-making. There are several occasions when the product packaging has influenced the customers in purchasing the products that they need. This is because of the attractions that the products have. There is a certain amount of influence that the packaging has on the understanding that the customers have about the product. The packaging also helps in protecting the products that the companies are trying to launch into the market. There are several instances where the products get damaged which directly impacts the increase in the production cost. Sustainability packaging is another way through which business companies can focus on offering a reason to the customers to purchase the products. Sustainability packaging can be influential when the customers are attracted to the sustainable measures that the business organisations are taking and they want to purchase the products so that they could contribute to the same cause.
2.4.2 Challenges faced by business organisations while packaging products
As per Pålsson (2018), the first challenge that is faced by business organisations within the retail sector is the rise in the costs of the raw materials that are needed in the packaging process. Making the packaging more attractive in design and implementing sustainability means that the cost of the production process will go higher due to the high cost of the raw materials. Implementing sustainability is another factor that can be challenging if the business organisation does not have the right resources that are needed to implement sustainability packaging. It is very important to keep a certain amount of differentiation between the products that are produced by the business companies from other companies within the same market. Maintaining the physical evidence of the products within the design might be challenging for business organisations if there is a lack of research and development setup for the company. The impact that the packaging might have during the distribution process is another factor that needs to be considered. If the distribution process is long then the packaging needs to be strong and not focus on the design of it. There are certain areas where the business organisations cannot only focus on the design to make it attractive but the quality of the packaging has to be strong so that the product can be in good condition after reaching the customer base. 
2.5: Gaps identified to situate own research
There were certain gaps within the literature review. The researcher initially struggled to get an accurate set of data that can help them in making sure that the relevancy of the research can be achieved. There were several sources that were not relevant and were lengthy to be analysed completely which increased the overall time needed for the research. The sources that were found to be relevant needed certain access for the research to successfully cite them in the research and analyse them to understand the impact that the packaging of products can have on the sales of the business organisations within the retail sector of the UK.
2.6: Summary of Chapter 2
The above literature review was based on certain journals and articles that were selected by the researchers. The literature review was based on highlighting certain themes that were drawn in the research questions along with the theories and models that were necessary for understanding the product packaging concept.
[bookmark: _Toc124365842]
Chapter 3: “Research Methods and Methodologies” 
[bookmark: _Toc124365843]3.1: Introduction
“Research methodology” can be defined as the explanation of the ways and methods that have been intended or outlined by the researcher for carrying out the research (Pandey and Pandey, 2021). This chapter will provide information on the research methods and methodologies that are used for understanding the UK retail sector and the impact of product packaging on the organisational sales of Tesco. Moreover, it will also justify the use of the defined research methods.  
[bookmark: _Toc124365844]3.2: “Research Philosophy”
Research philosophy can be defined as the belief regarding the process of collecting, interpreting and developing data and knowledge (Mohajan, 2018). This research has used the “interpretivism research philosophy” that enables the research to be integrated with human interests. This philosophy has allowed the research to be based on the interests and needs of the researcher in order to determine the impact of product packaging on organisational sales in the UK (Newman and Gough, 2020). Moreover, this philosophy focuses more on qualitative analysis in comparison to quantitative analysis. This has justified the researcher’s use of qualitative analysis through both primary and secondary research methods. Thus, this philosophy has enabled the researcher to carry out the research according to their own beliefs, interests and assumptions relating to the UK retail sector and further cross-check the outcomes with the help of qualitative analysis.
[bookmark: _Toc124365845]3.3: “Research Paradigm”
A research paradigm can be defined as the philosophical structure based on which the research is being carried out. It provides the researcher with a pattern for incorporating their understanding and beliefs in order to efficiently relate it with the research theories and practices (Rinjit, 2020). This research has been carried out on the basis of the “epistemology research paradigm” that is focused more on the process rather than the result. This research paradigm is not just limited to answering questions but goes beyond uncovering the reasons and basis for the answers. This way the research has been carried out with justifications and more validity. The research makes use of theoretical models such as Kano's Theory of Attractive Quality and Packaging and Ian Pavlov's classical conditioning theory and such theoretical frameworks are supported by the epistemology research paradigm. Therefore, the use of epistemology research is justified. 
[bookmark: _Toc124365846]3.4: “Research Approach”
The research approach can be defined as the method through which the whole research is carried out. It is the procedure or plan that enables the researcher to focus on a specific aspect while conducting the research and aligning the outcomes with that specific area (Mishra and Alok, 2022). This research has been carried out using the “abductive research approach” which is different and unique from other approaches. This approach puts more emphasis on the discovery of knowledge and information that are out of the ordinary rather than testing existing facts or generating new information. 
[bookmark: _Toc124365847]3.5: “Research Methodology”
Research methodology can be defined as the framework through which the whole research is carried out. It provides a detailed, step-by-step guide on all the processes and tasks of the project to conduct the research systematically (Snyder, 2019). The “derived methodology” has been used by the researcher to carry out the research. This methodology is associated with using existing information and knowledge from a wide range of sources and producing new information through a logical calculation or process (Zangirolami-Raimundo et al., 2018). This methodology will enable the researcher to use the existing information and facts regarding the UK retail sector in terms of product packaging to derive new and surprising data and information. 
[bookmark: _Toc124365848]3.6: “Research Strategy and Design”
Research design can be defined as the method or plan for finding out the answer to a problem in a systematic manner. Research strategy can be defined as the systematic and structured process developed for implementing the research design (Bairagi and Munot, 2019). The researcher has used a “descriptive research strategy and design” to carry out the research. This has allowed the researcher to choose a framework that is based on the use of a wide range of assumptions and techniques. This research strategy and design are used to define the research problem and analyse it to find the solution through a hypothetical method. This way new information and knowledge can be derived from the research. 
[bookmark: _Toc124365849]3.7: “Research Sample and Population”
Sample and population in research refer to a set of people from a specific group or the entire group respectively on which the research is being carried out (Pandey and Pandey, 2021). This research has been conducted by the researcher using the “probability sampling” method. Under this method, simple random sampling has been used which has enabled the researcher to select groups from different sets of populations to carry out primary as well as secondary research (Mohajan, 2018). This has resulted in the research being much more reliable and authentic and further allowed the findings to be tested and checked in multiple ways.
[bookmark: _Toc124365850]3.8: “Data Collection and Data Analysis Tools/Techniques”
Data collection can be defined as the process of technique through which the researchers gather data and information related to the interests and variables (Newman and Gough, 2020). It enables the researcher to conduct the research and find solutions to the research problems by analysing and interpreting the gathered data. The researcher will use the “mixed data collection” method to carry out the research where both primary and secondary data will be gathered. This method has been selected as it will provide extensive information and knowledge associated with the research problem and the information gathered will be authentic and valid (Rinjit, 2020). In doing so, the researcher will use “interview” and “thematic analysis” to gather authentic and valid data and information and analyse it to derive new and relevant knowledge. 
[bookmark: _Toc124365851]3.9: “Ethical Consideration of the Research”
Ethical consideration can be defined as the set of guidelines or principles enabling the research to be guided and conducted adhering to moral obligations (Mishra and Alok, 2022). This research has been carried out adhering to ethical guidelines. Consent has been taken from the organisation to access its annual reports and other documentation. Anonymity and confidentiality have also been maintained throughout the research. Moreover, the participants were informed of the research content and purpose and they were also given the opportunity to leave any time they wanted without any explanation. The findings have been produced and described with honesty and transparency and the originality of the information has been maintained. Moreover, the articles and all other sources have been given due acknowledgement and credit. 
3.10: Summary of Chapter 3
This chapter includes a descriptive discussion and explanation of the research methods and techniques that have been used by the researcher to carry out the research in a systematic and structured way. Ethical considerations have been emphasised and incorporated throughout the research. 


[bookmark: _Toc124365852]Chapter 4: Data Analysis and Discussions
[bookmark: _Toc124365853]4.1: Introduction
In this chapter, the data will be collected through both primary and secondary sources. The primary data will be extracted through an interview whereas the secondary data will be analysed using thematic analysis. Certain sources will be drawn along with the relevant sources that enhance the knowledge of those sources. The chapter will further hold a discussion about the data and the findings that can be drawn from the interview and thematic analysis.
[bookmark: _Toc124365854]4.2: Interview
	Q1: “Do you think product packaging can affect consumer buying behaviour? How?”

	Manager 1
	Yes, product packaging has become an increasingly important aspect of business due to the focus on sustainability in recent times. Consumers are much more aware of the environmental impacts and they prefer brands that are doing something to curb their negative impact on the environment. In these circumstances, their buying behaviour is greatly aligned with the organisations engaged in sustainable practices relating to their product packaging. 

	Manager 2
	I think product packaging has to do with marketing as it is also a way for us to please and persuade the customers. People are highly attracted to glossy and captivating products with colour content and more. Product packaging enables us to make customers attracted to our products even if they are not aware of them. Thus, it highly contributes to influencing their buying behaviours.   

	Manager 3
	Yes, product packaging impact consumers’ buying behaviour to a great extent. The quality of the packaging and the branding of the product are very likely to influence customer perspective regarding the brand. This is a crucial way for businesses to increase their sales.  


Table 1: “Do you think product packaging can affect consumer buying behaviour? How?”
(Source: Created by the Learner)






	Q2: “How could product packaging impact the organisational sales of Tesco?”

	Manager 1
	When considering sales, people look for marketing, product quality, branding and more but they often miss the aspect of packaging. At Tesco, we sell daily essentials and retail products that are also provided by numerous other companies in the UK and beyond. Thus, the packaging and branding heavily contribute to attracting consumers.  

	Manager 2
	The products at Tesco are daily essentials and items that are available in abundance. There are a number of local as well as international brands everywhere that provide similar products. So premium packaging is necessary in order to make consumers aware of the difference between Tesco as a brand and other companies. 

	Manager 3
	If the packaging is plain and simple it cannot compete in the market with other products that are using multiple persuasion techniques in their packaging. Tesco is also concerned with product packaging as it faces heavy competition in the market and inadequate packaging highly impacts its market share and organisational sales. 


Table 2: “How could product packaging impact the organisational sales of Tesco?”
(Source: Created by the Learner)

	Q3: “Has the company taken any initiatives to address the negative impacts of product packaging?”

	Manager 1
	Taking into consideration the shifting behaviours of the customers toward sustainability, Tesco is following the “4Rs” in its packaging methods. This includes removing, Reducing, reusing and Recycling in order to minimise its impact on the environment.   

	Manager 2
	Tesco has removed around 1.6 billion pieces of plastic from its business in the UK. Moreover, the company has also reduced the size and weight of its product packaging by more than 3,000 tonnes in one year. 

	Manager 3
	The company is aiming to remove the plastic of over 5 billion from its packaging and other operations by 2025. For this purpose, it has also partnered with Loop between 2020 and 2022. It is the largest-ever reusable packaging trial for supermarkets in the UK. 


Table 3: “Has the company taken any initiatives to address the negative impacts of product packaging?”
(Source: Created by the Learner) 

	Q4: “What were the challenges that Tesco faced while implementing initiatives related to product packaging?”

	Manager 1
	The company has faced issues in the efficient handling and management of the processes while implementing initiatives to improve product packaging. These were associated with increased time to formulate a stepwise plan, lack of communication, confusion and delays in meeting targets.  

	Manager 2
	One of the major challenges was to keep the products safe and fresh while implementing the initiatives and methods. This was because perfect packaging could not be achieved in a single try. The company had to engage in experiments and multiple trials to reuse, recycle and also create paper packaging. This further resulted in increased operational costs for the business. 

	Manager 3
	One of the challenges that had a significant impact on the sales of Tesco was the change in the branding. The new packaging was different in some of the products of Tesco according to requirements of sustainability and resources. This created a recognition issue in the market as people were familiar with previous brandings and this led to a temporary decline in the company’s sales. moreover, higher costs added to this challenge and made it difficult to implement premium packaging.  


Table 4: “What were the challenges that Tesco faced while implementing initiatives related to product packaging?”
(Source: Created by the Learner)


	Q5: “What were the results of the initiatives taken in terms of product packaging on the organisational sales of Tesco?”

	Manager 1
	The foremost impact was that the company was able to minimise its environmental impact and become a responsible business. This created a very formidable reputation for Tesco among consumers and increased its trust and customer loyalty and further increased sales. 

	Manager 2
	The company was able to understand the market competitiveness and also incorporate sustainable methods of working. It was also able to improve its brand image and product preservation. 

	Manager 3
	The image and reputation of Tesco got a massive boost allowing it to gain a competitive advantage in the market. The company found sustainable methods to protect its product and the premium packaging allowed it to attract more customers. All these factors combined led to an increased sales volume for Tesco.  


Table 5: “What were the results of the initiatives taken in terms of product packaging on the organisational sales of Tesco?”
(Source: Created by the Learner)



	Q6: “Do you think Tesco can further improve its organisational sales through product packaging? How?”

	Manager 1
	Tesco has the opportunity to further improve its organisational sales through product packaging by persuading customers with higher and more premium packaging and we can also work on the size and look to provide a personalised and appealing experience. 

	Manager 2
	Tesco is already doing everything it can in terms of improving its product packaging. The only thing left to do is to fulfil our targets and commitment related to removing plastic and reducing our impact on the environment. 

	Manager 3
	Tesco can further improve organisational sales by engaging in more sustainable packaging methods and maintaining transparency throughout its packaging process. This will increase the trust and loyalty of customers and further lead to increased sales. 


Table 6: “Do you think Tesco can further improve its organisational sales through product packaging? How?”
(Source: Created by the Learner)






[bookmark: _Toc124365855]4.3: Analysis
	Theme
	Source
	Author
	Year

	Concept of Product Packaging
	Journal
	Wang, Z.,
	2020

	Effect of product packaging on sales volume
	Article
	Waheed, S., Khan, M.M. and Ahmad, N.,
	2018.

	Ways in which product packaging impacts the sales of organisations within the retail sector of the UK
	Journal
	Upadhyay, A., Kumar, A. and Akter, S.,
	2022

	Challenges faced by business organisations while packaging products
	Journal
	Pålsson, H.,
	2018


Table 7: Thematic table
(Source: created by the learner)

Theme 1 Analysis (Concept of Product packaging)
In this theme, the overall concept of product packaging has been highlighted perfectly. It focused on the constant change in the desire of the customers towards a particular packaging of a product. The theme provided knowledge about the different preferences that customers usually have while purchasing a product based on the design in which it is packaged. It has been seen that customers prefer a more humanised packaging system where proper care is taken towards the safety of the product and to ensure that its quality is maintained perfectly (Wang, 2020). Source even mentioned the importance of considering the opinion that the customers have about the different design patterns that can be used within the product packaging process.  If the customers find out that their opinions have been considered within the design pattern then it will be impactful for the business organisation within the UK retail sector to attract customers towards their company. Hence the packaging will impact positively the sales of the organisation. This analysis was drawn with the help of Kano's Theory of Attractive Quality and Packaging. This theme suggests that the performance attribute and the excitement attribute are essential for being included within the packaging process for different business organisations to achieve customer satisfaction.
Theme 2 Analysis (Effect of product packaging on sales volume)
This theme tries to focus on Kano's Theory of Attractive Quality and Packaging to understand the effect that product packaging can have on sales volume. The information obtained from the source suggests that the threshold attribute is one of the most important attributes that need to be present within the packaging for the customers. The threshold attribute is based on providing all the necessary details the customers are already expecting from the product packaging. This helps the customers to find value within the product eventually impacting sales. Theme tries to highlight the importance of packaged foods within the supermarkets significantly. The importance of packaging and the process in which the food is packaged is something that the customers are seeking to gain information (Waheed et al., 2018). This can increase the trust that the customers can have in the business organisations with a certain amount of transparency within the packaging process. With the mention of the food products comes the necessity of hygiene is maintained during the packaging. It can be understood from the theme that the materials with which the products are being made are also influential in customer purchasing decisions. 
Theme 3 Analysis (Ways in which product packaging impacts the sales of the organisations within the retail sector of the UK)
The theme has enhanced knowledge about the circular economy within the UK. The produce, use and dispose policy has been running across the retail sectors where the raw materials that are used are impacting the environment in a certain way because of the materials getting disposed of. The recent operations that the retail sectors within the UK are conducting are based on using materials that can be recycled to be used again by the organisation. This determines the ways in which the product packaging might impact the sales of the organisation. If the company is more focused towards using materials that can be recycled then there is a chance that the cost within the production might be high (Upadhyay et al., 2022). This can impact the pricing strategies that are assessed by the organisation where they might lose certain customers that are unable to effort the rate at which the product is being sold within the market. However, an attraction that the customers have from the design of the packaging is a different factor that can impact the increase in sales. Also using raw materials that can be reduced means that there is a certain amount of sustainability being practised within the organisation. This is a determining factor for the increase of sales and attracting customers towards it. The data that was gained was based on the analysis of Ian Pavlov's classical conditioning theory. 
Theme 4 Analysis (Challenges faced by business organisations while packaging products)
The theme has provided information about the different challenges that the business organisations within the retail sector of the UK face during the effective packaging process of the product that they are dealing with. The theme even reflected on the part where the importance of the packaging products has been significant for the supply chain management. If the product packaging is effective then the supply chain management might be cost-effective and much smoother to help me with the demands of the customers. However, the increasing cost of the raw materials that are used for the packaging of the products is a major challenge that business organisations are facing (Pålsson, 2018). Human packaging is something that customers prefer more than machinery packaging as the minute details that are considered by a human being to ensure the safety of the product might not be done by the machine. However, finding skilled employees is another major disadvantage or challenge that the business organisations within the retail sector of the UK are facing currently. The product packaging for being sustainable needs to have a limited amount of waste generated. Large business organisations generally have a lot of waste materials that are not disposable which means that it might have an impact on the environment. 
[bookmark: _Toc124365856]4.4 Discussions of your findings/data
From the above analysis of the data acquired from both the primary and secondary data collection process, it can be understood that product packaging is an essential factor that contributes to the increase of sales within the business organisation of Tesco. Effective product packaging increases the number of customers that the business organisation is having for their products. The interview has outlined the importance and need for product packaging and has also provided an analysis of the positive impacts of product packaging. The data also provided an analysis of different sources that highlighted the overall process of product packaging and how business organisations can enhance the quality of the same. The different challenges that are faced by the business organisation for meeting effective product packaging were also reflected where the high cost of the products are considered to be the most significant challenge that they are facing as it is preventing them from bringing changes into the designs as per the demands of the customers. The theoretical understanding was also drawn where certain attributes that are essential for the product packaging to be successful were considered. The direct impact that product packaging can have on sales has been discussed as the product packaging significantly increased the number of customers that are getting aligned with the products within the market. Certain statistical data were also given that will be essential for understanding the number of customers that are considering changes within the packaging of the products so that the designs are more attractive and the quality of the packaging is effective enough to protect the products during the distribution process.
[bookmark: _Toc124365857]4.5 Summary of Chapter 4
The above chapter was based on understanding different primary and secondary sources that were reflected on the basis of product packaging and its impact on the increase in sales for the UK retail business organisation of Tesco. The interview analysed the primary data and enabled the interpretation of the company’s internal processes and complexities. Moreover, each theme from the secondary source within this chapter is first analysed with the understanding of the theories that were drawn earlier. The chapter even provided an overall discussion of the key findings that were highlighted in this research.
[bookmark: _heading=h.49x2ik5]

[bookmark: _Toc124365858]Chapter 5: "Conclusion, Limitations and Recommendations"
[bookmark: _Toc124365859]5.1: Introduction
This chapter will be highlighting three broad characteristics that are essential for the research. The overall conclusion for the research will be given by understanding the overall impact that product packaging can have on the sales of a Tesco. Certain limitations will be drawn that were faced by the researchers across the data collection process and coming to the conclusion. Certain recommendations will also be provided keeping in mind the challenges that are faced by Tesco while implementing effective product packaging.
[bookmark: _Toc124365860]5.2: "Conclusions on each research issue/objectives/proposition"
The first objective that was drawn in this research was to understand the process of product packaging and its influence on Tesco. The research provided sufficient data that was necessary to understand its impact on the business organisation and the changes that can be brought within the product packaging to influence the decision-making of the customers. The research had another objective where the impact that product packaging can have on the overall sales of Tesco the reputed business enterprises of the UK was to be understood. Primary data  was collected in this research process through means of Interviews and thematic analysis was carried out for secondary methods,  it was drawn that effective product packaging made based on the demand of the customers can eventually increase sales and help the company improve their brand image within the market. An objective was also set that aimed to understand the challenges that were faced by the business organisation to bring those changes within the product packaging. The research clearly highlighted those challenges and understood how business organisations can work on those challenges. Through means of the interviews different data was gathered regarding the issues of the product packaging and wide range of the data was collected through means of the interviews. Through means of the research it was concluded that the effective product packaging is the significant factors for the overall productivity of a company. the main function of the products packaging is to preserve the quality of the product and keeping it safe and secure so that the customers can consume the product without health risk. Along with it the pacakaging makes the products easy to use respectively. 
[bookmark: _Toc124365861]5.3: “Conclusions on the research problem”
The main research problem that was understood was to be the ineffective product packaging impacting the negative sales for the Tesco. It was understood from the research that the measures that are taken by business organisations often failed to achieve effective product packaging because of the challenges that they are facing (de Oliveira and de Melo, 2019). Once these challenges are overcome then the business organisation will be able to successfully overcome the problem that they are facing and increase the attractiveness of their products to the customers. Tesco can overcome such issues through applying the effective products packaging that helps to keep the product safe and secure from the external nature. Tesco must apply the effective business strategies to overcome such challenges or it might hinder their pridictivity level. 
[bookmark: _Toc124365862]5.4: “Summary of the research findings and outcomes”
Research findings gave an idea about the impact that product packaging can have on the increasing sales of a Tesco. Different factors are considered within the product packaging and once the Tesco are able to implement those factors then they will be able to create an effective product packaging process that is customer centred and ensures the quality of the materials used within it to protect the product at the same time.
[bookmark: _Toc124365863]5.5: “Original Contribution of the Research”
The main contributions of the research were obtained from the sources that were used within this research mentioned below under the references section that was influential in gaining data for understanding the importance of product packaging to increase sales for a business organisation within the Tesco.
[bookmark: _Toc124365864]5.6: “Limitations of the Research”
The lack of time management was one of the major limitations of this research as the researchers took a lot of time to understand the most relevant secondary sources that could be involved in this research. Several sources were not considered initially due to the lack of relevancy (Price and Murnan, 2004). However, certain sources were found that were accurate to obtain data but it took a certain time to find those sources. Researchers even faced a certain amount of communication gap between each other where the analysis outcome was different for each researcher.
[bookmark: _Toc124365865]5.7: “Recommendations/Areas for further/future research”
· Implementing the use of recycled products within the packaging can be a sustainable method.
· Selecting less bulky cushioning material for the product packaging can be implemented.
· Automated packaging processes need to be normalised.
· The use of moulded fibres needs to be practised.
· Packaging must keep the product safe and secure.
· Package material must contaminate the food products.

[bookmark: _Toc124365866]5.8: Summary of Chapter 5
The chapter was based on concluding the research and understanding the issues that were faced by the researchers. Certain recommendations we also provided in this chapter are crucial for business organisations to improve their product packaging.
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Appendix
Interview Questions
Q1: “Do you think product packaging can affect consumer buying behaviour? How?”
Q2: “How could product packaging impact the organisational sales of Tesco?”
Q3: “Has the company taken any initiatives to address the negative impacts of product packaging?”
Q4: “What were the challenges that Tesco faced while implementing initiatives related to product packaging?”
Q5: “What were the results of the initiatives taken in terms of product packaging on the organisational sales of Tesco?”
Q6: “Do you think Tesco can further improve its organisational sales through product packaging? How?”
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