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  Abstract. The global packaging industry is undergoing remarkable expansion,
highlighting its importance as both a functional necessity and a strategic
marketing tool. This study carries out a comprehensive thematic analysis of
Packaging research from 1978 to 2025. A total of 461 research papers were
analyzed systematically to identify distinct and overlapping themes in both
“Product and Packaging” and “Brand and Packaging”. Exclusive themes in
product-related packaging include sustainability, consumer behavior, and
product design, while brand-related packaging focuses on branding, plain
packaging, and food design. The result of the thematic analysis highlights
foundational research from 1978 to 2005, an expansion of topics between
2006 to 2015, and an emphasis on sustainability, sensory marketing, and
consumercentric innovations from 2016 to 2025. This study provides a
comprehensive analysis of exclusive and overlapping themes in “Product and
Packaging” and “Brand and Packaging”, providing valuable insights for both
academic research and managerial decision-making.
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1 Introduction

The global packaging market was valued at USD 532.65 billion in 2023 and is expected
to grow from USD 549.12 billion in 2024 to USD 726.37 billion by 2032, with a
compound annual growth rate (CAGR) of 3.5% during the forecast period from 2024
to 2032 (Snehal Singh, 2022). According to the Packaging Industry Association of
India (PIAI), the Indian packaging market, valued at USD 50.5 billion in 2019, is
projected to grow to USD 204.81 billion by 2025, with a compound annual growth rate
(CAGR) of 26.7% from 2020 to 2025. As one of India's fastest-growing industries, the
packaging sector is expanding at an annual rate of 22-25%, positioning the country as
an emerging hub for the global packaging industry.
Marketers often refer to packaging as the "fifth P" alongside price, product, place, and
promotion. Most consider packaging to be an integral component of the product (Philip
Kotler & Kevin Lane Keller, 2021), emphasizing that packaging not only serves a
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functional purpose but also plays a critical role in differentiating the product, enhancing
its appeal, and communicating key brand messages.
Packaging encompasses all activities related to designing and producing a container
for a product and typically consists of up to three layers: the primary package, the
secondary package, and the transportation package (Philip Kotler & Kevin Lane
Keller, 2021).
James Pilditch (1973) has defined packaging as the silent salesman in the store. It is
often the first point of contact between the buyer and the product, captures attention,
communicates product benefits, and influences purchase decisions, effectively serving
as a "five-second commercial" on store shelves (Philip Kotler & Kevin Lane Keller,
2021).

2 Significance of the Study

2.1 Rapid Growth of the Packaging Industry
The global packaging market is experiencing significant growth. Given the industry's
expansion, there is an urgent need to understand the role of packaging in influencing
consumer behaviour, product success, and brand development.

2.2 The Increasing Importance of Packaging in Marketing
While traditionally seen as a functional component, packaging has grown to encompass
a critical marketing tool for brand differentiation, consumer engagement, and
communication. This study is necessary to explore the evolving thematic landscape of
packaging in both product and brand contexts, offering insights into how packaging
can enhance marketing strategies.

2.3 Lack of Longitudinal Analysis in Packaging Research
Despite the growing importance of packaging in marketing, there is a lack of
comprehensive, longitudinal studies that track the evolution of packaging research over
time. This study addresses this gap by analysing packaging research from 1978 to 2025.

3 Research Questions

RQ 3.1: What are the exclusive themes in the literature of “Product” AND
“Packaging”(PP)?
RQ 3.2: What are the exclusive themes in the literature of “Brand” AND
“Packaging”(BP)?
RQ 3.3: What are the shared themes between PP and BP?
RQ 3.4: What are the unexplored themes in BP research?
RQ 3.5: What are the significant thematic shifts in packaging research from 1978 to
2025?
RQ 3.6: What are the emerging themes and future research directions in packaging
studies?
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4 Methodology
A systematic literature review was conducted using the Scopus database for its
comprehensive coverage of high-impact research, focusing on A* and A-category
marketing journals ensuring the inclusion of rigorous and high-quality peer-reviewed
studies. The search terms “Product AND Packaging” and “Brand AND Packaging”
were used, and the search was limited to articles in English published between 1978
and 2025.

The first search on “product” and “packaging” yielded a total of 306 papers. The
second search on “brand” and “packaging” identified 155 papers. Upon
crossreferencing the two datasets, it was found that 115 papers were common to both
searches. This approach facilitated a nuanced understanding of the intersection between
packaging, product, and brand in marketing research.

From 1978 to 2005, the number of articles published on both topics remained low,
typically ranging between 1 to 3 articles per year. Both themes exhibited sporadic
growth, with neither gaining significant momentum during these early years. A notable
increase in publications began in 2007, especially for PP, which reached 18 publications
in 2014. BP also experienced growth but at a slower rate, peaking at 15 publications in
2015. PP experienced significant growth, with a peak of 20 articles in 2017. BP
remained stable, with 8 to 9 articles published annually during this phase. In 2024, PP
reached its highest number of publications to date, with 30 articles, while BP remained
stable at 13 articles. Over the years, PP consistently outpaces BP in terms of
publications, indicating broader interest and applicability in this area. Despite its
smaller numbers, BP exhibit a steady upward trend, showing the growing recognition
of packaging as a strategic branding tool.

To understand the thematic landscape and the relationships between various keywords
in the literature, VOSviewer, a software tool designed for network visualization and
clustering, was employed. VOS (“visualization of similarities”) was a concept,
developed for analyzing and visualizing patterns within data (Bukar et al., 2023).
VOSviewer is useful for maps containing at least a moderately large number of items,
e.g., at least 100 items (van Eck & Waltman, 2010). VOSviewer allowed for the
creation of co-occurrence networks, helping to map out the frequency and connections
of terms within the datasets. The use of co-word analysis details the content of each
thematic cluster (Donthu et al., 2021) and predicts future research in the field by
analyzing “words” from the publication’s implications and future research direction
(Donthu et al., 2021) .

The minimum number of occurrences of a keyword was set to 3 and included both
author and index keywords. The analysis was conducted in five distinct steps, starting
with identifying PP, then BP Exclusive Themes, then common themes across both
datasets followed by unexplored themes in BP research and finally the evolution of
themes was explored.
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5 Results

Based on the co-occurrence analysis, Table 1 summarizes the themes identified for
RQ1, RQ2, RQ3, and RQ4. This thematic classification allows for a better
understanding of the existing research focus and identifies potential areas for future
exploration.

The following sections provide a detailed analysis of each theme and its implications.

Table 1. Summarizing the themes for packaging research from Product and Brand
Perspectives.
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5.1 “Product” AND “Packaging” (PP) Exclusive Themes

Fig. 1. Keyword Occurrence Analysis for “Product and Packaging” Exclusively
Themes

The papers related to PP, excluding the 115 overlapping papers with the BP dataset,
allowed the identification of unique themes associated with packaging and product.
There were 191 papers in the dataset. At its core, “packaging” and “consumer
behaviour” are dominant and central themes (Figure 1), interconnected with almost all
the clusters. The green cluster focuses on sustainability, consumption behaviour,
marketing, and retailing, suggesting that sustainable packaging impacts consumer
behaviour and retail dynamics. The purple cluster emphasizes consumer behaviour,
purchase intention, and product design, highlighting how packaging shapes consumer
behaviour and purchasing decisions. The red cluster showcases sensory marketing,
design, consumption, and food, indicating a growing interest in the sensory aspects of
packaging, particularly in the food sector. Meanwhile, the pink cluster reveals
perception, food packaging, and consumer behaviour, suggesting the role of food
packaging in forming consumer perception and behaviours. The network reveals how
themes are linked to each other. For example, sensory marketing is directly linked to
consumption, design, and even food, emphasizing how sensory elements (e.g., texture,
and colour) enhance the appeal of packaged food products.

5.2 “Brand” AND “Packaging” (BP) Exclusive Themes

Similarly, the BP dataset, excluding the 115 common papers, revealed brand-specific
packaging themes. There were 40 papers in the dataset. Again, “packaging” is the
dominant theme (Figure 2) but unlike the product-packaging network, it is connected
to branding, communication, semiotics, decision making and brand management. The
green cluster connects packaging with decision-making and food indicating that brand
packaging in the food sector influences decision-making. The purple and pink cluster
emphasizes the relationship between branding, semiotics, design and communication
suggesting that packaging is not only a functional tool but a strategic tool for conveying
brand identity and messages. The red cluster is dominated by plain packaging and is
directly linked to brand management, reflecting a niche focus on minimizing elements
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of packaging. Unlike the product-packaging network, sustainability is absent here,
indicating a research gap in exploring sustainable brand packaging.

Fig.2. Keyword Occurrence Analysis for “Brand and Packaging” Exclusively

5.3 Common Themes Across Both Datasets

Here, the focus was on the 115 overlapping papers shared by both datasets. "Packaging"
is again the dominant theme (Figure 3) and relates to various concepts, reflecting its
importance in both product and brand contexts. The green cluster focused on brand
image, categorization and colour suggesting the importance of packaging in shaping
brand image. The pink cluster highlights consumer behaviour, brand awareness,
country-of-origin and brands, indicating that the mention of country-of-origin on
packaging affects brand awareness and consumer behaviour. The red cluster connects
consumption behaviour, product packaging and branding, reflecting packaging's role
in product consumption and branding. The yellow cluster connects quality, value,
private label (Verstraeten et al., 2023) and retailing, reflecting role of packaging in
retail environment. The blue cluster emphasizes packaging design and colour,
showcasing the critical role of visual elements in packaging. Sensory marketing is
absent, despite being present in the PP analysis, suggesting limited research in the
branding context.
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Fig.3. Keyword Occurrence Analysis for Common Datasets

5.4 Unexplored Themes in BP Research

While the analysis of the "Product and Packaging" and "Brand and Packaging" datasets
provided valuable insights, several themes remain underexplored (Figure 4) within the
context of BP. Sustainable Development is important but rarely studied in brand
packaging, providing an opportunity to explore sustainable branding. Themes like
Willingness to Pay, Product Design, New product development, and Product
Evaluation lack connections to brand packaging studies. Sensory Marketing and Eye
Tracking are underrepresented in the brand context. Finally, Heuristics and Decision
Making emphasize cognitive processes that could be further explored in brand
packaging research.

Fig.4. Word Cloud of unexplored themes under “Brand and Packaging”

5.5 Evolution of themes: A Temporal Analysis (1978–2025)

Thematic analysis is a method for identifying, analysing, and reporting patterns
(themes) within data. To understand the evolution of packaging research over time, a
thematic analysis spanning 1978 to 2025 was conducted, to identify recurring themes
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and patterns in scholarly work related to “Product” AND “Packaging”, using data
extracted from a database search that yielded a total of 306 papers. The analysis did not
include data from the BP database because of the significant overlap between the two
datasets (115 common papers) and the uneven distribution of the remaining 40 papers.
Concentrating on “Packaging” AND “Product” derived more focused and meaningful
insights into packaging's role across diverse contexts. Table 2 summarises the evolution
of themes from 1978 to 2025:

Table 2. The evolution of themes in Packaging Research (1978–2025).
Period Cluster

Colour
Themes

1978–
2005

Red Packaging, Consumer Behaviour, Product Design,
Pricing, Marketing

Green Children, Memory, Brand Awareness

Yellow Generics (Brand-Related Aspects)

Blue Brand Extensions, Product Variety, Marketing Strategy

2006–
2015

Red Packaging, Consumer Behaviour, Design, Consumption,
Country-of-Origin

Green Retailing, Private Label, Value, Marketing, Quality

Blue Food Packaging, Perception, Brand Equity

Yellow Visual Biases, Psychophysics

Purple Advertising, Aesthetics

2016–
2025

Red,
Purple

Packaging, Food, Perception, Design, Colour, Sensory
Marketing, Purchase Intention, Eye Tracking

Green Sustainability, E-commerce, Eco-Friendly Packaging

Blue Brand Image, Willingness to Pay, Heuristics

Yellow Colour, Perception, Health Consciousness

1978–2005 (22 papers): Foundations of Packaging Research. The early phase of
packaging research (1978–2005) established the foundation for understanding
packaging as a critical marketing and branding tool. The Red Cluster is dominated by
"Packaging" and is linked to Consumer Behaviour, Product Design, Pricing and
Marketing (Figure 5). This highlights an early understanding of packaging as an
extension of product functionality rather than a standalone marketing tool. The Green
Cluster is centered around concepts like Children and Memory (Mcneal & ji, 2003)
and Brand Awareness, which reflects how packaging influences young consumers'
brand recognition and retention. The Yellow Cluster explores brand-related aspects
such as Generics suggesting an initial but limited interest in packaging’s role in brand
perception. Finally, the Blue Cluster covers Brand Extensions, Product Variety, and
Marketing Strategy, which points to the limited emphasis on packaging’s broader role
in branding.
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Fig.5. Keyword Occurrence for the initial phase of packaging (1978-2005)

2006–2015 (99 papers): Expanding Horizons in Packaging. Between 2006 and
2015, the scope of packaging research broadened significantly. There was a notable
shift towards retail-focused packaging research. This era balanced the functional
aspects of packaging-like quality and design as well as the cognitive aspects like visual
biases and psychophysics (Figure 6). The Red Cluster is dominated by “Packaging”
and “Consumer Behaviour” along with Design, Consumption, and country-of-origin
which suggests a continued emphasis on understanding how packaging design and
countryof-origin directly influence consumer decision-making. The Green Cluster is
centered around Retailing, Private Label, Value, Marketing and Quality which reflects
the role of packaging in differentiating private labels from national brands and
communicating quality and value to consumers. The Blue Cluster is organized around
Food Packaging, Perception and Brand Equity which demonstrates an interest in the
food sector, where packaging was studied as a tool for influencing consumer
perceptions and building brand equity. The Yellow Cluster features Visual Biases and
Psychophysics, indicating the cognitive and psychological aspects of packaging.
Finally, the Purple Cluster links Advertising and Aesthetics, suggesting that while the
connection between packaging and advertising was acknowledged, it remained a
relatively underexplored area.

Fig. 6. Keyword Occurrence for the period 2006- 2015

2016–2025 (185 papers): Sustainability and Consumer-Centric Innovations. The
most recent period, 2016–2025, marks a paradigm shift in packaging research with an
increase in the number of publications (Figure 7). At the center, the Red and Purple
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Cluster emphasize Packaging, Food, Perception, Design, Colour, Sensory Marketing
(Rodríguez et al., 2023) and Purchase Intention, maintaining a focus on how packaging
influences consumer decisions, with the integration of advanced tools like Eye Tracking
and Attention to measure visual engagement. The Green Cluster highlights
Sustainability, reflecting a growing focus on eco-friendly packaging solutions,
especially within E-commerce (Verstraeten et al., 2023) contexts, where packaging
must balance sustainability with functionality. The Blue Cluster is centered around
Brand Image, Willingness to pay (Ton et al., 2024) and Heuristics suggests the
recognition of packaging as a critical tool for brand building, influencing consumer
perceptions and product categorization. In the Yellow Cluster, focus on Colour,
Perception, and Health Consciousness, suggests an interest in how packaging design
affects consumer perceptions, particularly for health-oriented products.

Fig.7. Keyword Occurrence for the period 2016- 2025

6 Discussion

This study provides a holistic understanding of how packaging operates as both a
product feature and a brand-building instrument. By employing a longitudinal
bibliometric and thematic analysis, it offers insights into the evolution, convergence,
and divergence of packaging-related research themes over nearly five decades
(19782025). The results reveal that while packaging continues to perform its traditional
functional role, it has evolved into a strategic marketing and branding tool that conveys
symbolic, sensory, and sustainable meanings to consumers.

The increasing attention to sustainability and sensory marketing highlights a paradigm
shift in packaging research, reflecting broader transformations in consumer
expectations and societal values (Magnier & Crié, 2015; Steenis et al., 2017). The
findings show that Product Packaging (PP) research emphasizes consumer behaviour,
sensory experience, and product functionality, whereas Brand Packaging (BP) research
focuses on semiotics, communication, and brand identity. These distinctions suggest
that while PP studies tend to be consumer-centric, BP studies are
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communicationoriented, reflecting the dual nature of packaging as both a tangible and
symbolic interface between product and consumer (Rundh, 2013; Underwood, 2003).

The temporal analysis demonstrates a clear thematic evolution, from the early focus on
product utility and visual cues (1978-2005), to retail and perception-based research
(2006-2015), and finally to sustainability, consumer experience, and technological
integration (2016-2025). This progression mirrors the growing complexity of
consumer-brand interactions and the expanding strategic role of packaging in shaping
purchase decisions, brand trust, and value perceptions.

6.1 Theoretical Contributions

This study makes several theoretical advances in the field of marketing and packaging
research.

Integrative Perspective on Packaging. The paper conceptualizes packaging as a
multidimensional construct that integrates product functionality, consumer psychology,
and brand communication (Orth & Malkewitz, 2008). This approach moves beyond
traditional frameworks that isolate packaging as merely a product attribute, situating it
instead as a strategic interface influencing consumer perception and brand meaning.

Differentiation Between Product and Brand Perspectives. By distinguishing
between the Product Packaging (PP) and Brand Packaging (BP) domains, the study
introduces a dual-lens framework that clarifies how packaging simultaneously drives
product evaluation and brand formation (Rundh, 2013). This theoretical delineation
contributes to the literature by offering a structured understanding of how packaging
functions at both operational and symbolic levels.

Temporal Evolution and Knowledge Mapping. The longitudinal thematic mapping
(1978–2025) reveals how research on packaging has evolved from utilitarian concerns
to include sustainability, sensory engagement, and digital interaction (Magnier & Crié,
2015). This contributes to marketing theory by demonstrating that packaging research
is not static but dynamically aligned with societal and technological change.

Methodological Advancement. The study also adds to methodological literature by
combining bibliometric co-word analysis with thematic interpretation using
VOSviewer. This hybrid approach enhances transparency and reproducibility in
literature reviews (Donthu et al., 2021; van Eck & Waltman, 2010), providing a
replicable model for future marketing research syntheses.

6.2 Managerial Implications

The findings carry significant implications for practitioners, particularly brand
managers, product designers, and marketers seeking to enhance consumer engagement
through packaging.

Packaging as a Strategic Branding Tool. Managers should recognize packaging as a
communication medium that conveys brand values and personality, not merely as a
protective container. Consistency in visual elements (colour, typography, and material)
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can strengthen brand identity and recognition (Ampuero & Vila, 2006; Underwood,
2003).

Balancing Aesthetic Appeal and Sustainability. With sustainability emerging as a
dominant theme in recent years, marketers must design eco-friendly packaging that
maintains aesthetic appeal and brand differentiation. Eco-design can enhance perceived
brand authenticity and consumer trust (Magnier & Crié, 2015; Steenis et al., 2017).

Leveraging Sensory and Cognitive Cues. Sensory elements such as texture, shape,
and colour play a vital role in shaping consumer perceptions and purchase decisions.
Incorporating sensory marketing principles can elevate brand experience, particularly
for food, beauty, and luxury products (Orth & Malkewitz, 2008; Rodríguez et al.,
2023).

Harnessing Data and Technology. The increasing digitization of retail offers
opportunities to integrate smart packaging, augmented reality, and traceability
technologies. These innovations can enhance consumer interaction, reinforce brand
transparency, and support data-driven personalization strategies.

Bridging Brand and Product Strategies. Finally, firms should develop integrated
packaging strategies that align product-level design decisions with broader branding
objectives. A cross-functional approach, uniting marketing, design, and sustainability
teams, can maximize the strategic potential of packaging in driving consumer loyalty
and brand equity.

7 Limitations

While this study provides comprehensive insights into the evolution of packaging
research from product and brand perspectives, several limitations should be
acknowledged.

First, the analysis relies exclusively on the Scopus database, which, although extensive,
may not include all relevant publications indexed in other databases such as Web of
Science, PubMed, or Google Scholar. Future studies could broaden database coverage
to ensure a more inclusive view of global research trends. Second, this review focuses
solely on A and A-category marketing journals*, which ensures quality but potentially
excludes valuable interdisciplinary contributions from fields such as design,
sustainability, psychology, and materials science. Including those perspectives could
yield richer, more holistic insights into the multifaceted role of packaging. Third, the
bibliometric and co-word analyses used in this study, while methodologically rigorous,
are subject to the limitations of keyword-based mapping. Thematic clustering depends
on author-supplied keywords and database indexing, which may introduce minor biases
in theme identification. Future research could complement this approach with content
or citation analysis to enhance interpretive depth. Finally, the interpretation of thematic
evolution involves an element of researcher judgment. Although the analysis followed
systematic procedures, theme categorization and evolution mapping inevitably reflect
contextual and conceptual assumptions. Replication of this study using alternative
datasets or analytical tools could strengthen the robustness and generalizability of the
findings.
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8 Directions for Future Research

The findings of this study highlight several conceptual and empirical gaps that open
promising avenues for future research in packaging studies. As summarized in Table
3, emerging themes emphasize the need for an interdisciplinary understanding of
packaging that bridges marketing, psychology, design, and sustainability.

The increasing global emphasis on sustainable consumption invites research on how
eco-friendly packaging influences brand authenticity, perceived value, and long-term
consumer trust (Magnier et al., 2016; Magnier & Crié, 2015; Steenis et al., 2017).
Scholars could explore the dynamic balance between sustainability and aesthetics,
extending theories of brand authenticity and green consumer behaviour (Pancer et al.,
2017; White et al., 2019). In parallel, the field of sensory and multisensory packaging
remains underexplored. Future studies may examine how visual, tactile, and even
auditory cues jointly shape emotional connections and brand attachment (Krishna,
2012; Orth & Malkewitz, 2008; Spence & Gallace, 2011). Such work can enrich
theories of embodied cognition and sensory marketing, helping brands create more
immersive experiences. The rise of digital and smart packaging technologies offers
another frontier for investigation. Researchers can study how augmented reality (AR),
near-field communication (NFC), and QR-enabled packaging affect consumer
engagement, brand recall, and perceived innovativeness (Pantano & Gandini, 2017;
Rauschnabel et al., 2022). These studies could extend technology adoption and
experience co-creation theories into the context of packaging. Cross-cultural packaging
research also holds promise. Visual cues, colour symbolism, and linguistic framing
often vary across cultures (Madden et al., 2000). Comparative research could test how
cultural values moderate packaging perceptions, contributing to semiotic and
crosscultural consumer behaviour frameworks.

From a psychological perspective, the role of heuristics and cognitive biases in
packaging evaluation deserves deeper attention. Understanding how consumers use
shortcuts such as colour, simplicity, or sustainability claims to make quick judgments
can expand behavioural decision theory in marketing (Milosavljevic & Cerf, 2008).
Future research can also examine the intersection of emotional storytelling and brand
packaging, particularly how narrative cues (heritage, provenance, or social impact)
elicit affective responses and influence loyalty (Escalas, 2004; Lundqvist et al., 2013).
Such inquiry could advance narrative branding and emotional marketing theory.
Finally, scholars should investigate the integration of artificial intelligence (AI) and
data-driven design in packaging development. AI-based personalization and design
optimization have the potential to enhance consumer relevance and sustainability
simultaneously (Luo et al., 2019). This emerging direction connects marketing
analytics, design science, and sustainability innovation in meaningful ways.

Table 3. Future Research Directions in Packaging Research
Research Area / Future Research Directions Theoretical Contribution



The Multifaceted Role of Packaging: Product and Brand …             295

Sustainable Brand
Packaging

Examine how sustainability
messaging and eco-labels on
packaging influence perceived
brand authenticity, trust, and
purchase intention.

Extends sustainability
marketing and brand
authenticity theories by
linking eco-packaging to
brand equity.

Sensory and
Multisensory
Packaging Design

Explore how texture, sound, and
visual cues jointly shape
emotional responses and brand
attachment.

Advances sensory
marketing and embodied
cognition theory.

Digital and Smart
Packaging

Investigate consumer interaction
with augmented reality (AR) or
QR-based packaging and its
effects on engagement and brand
recall.

Integrates technology
adoption and experience
co-creation theories into
packaging research.

Cross-Cultural
Packaging
Perception

Compare packaging
interpretation across cultures
(colour, symbols, text orientation)
to identify global vs. local
packaging strategies.

Contributes to
crosscultural
consumer

behaviour and semiotics
research.

Cognitive and
Heuristic
Decision-Making

Examine how cognitive biases
(e.g., anchoring, framing) affect
responses to packaging claims
and visual complexity.

Extends behavioural
decision theory and dual-
process models in
marketing.

Sustainable
Consumption and
Circular
Packaging
Systems

Study consumer willingness to
adopt refillable, reusable, or
biodegradable packaging
systems.

Advances theories of
circular economy, green
consumerism, and
perceived value.

Emotional
Branding via
Packaging
Storytelling

Explore how packaging
narratives (e.g., origin stories,
heritage cues) drive emotional
engagement and brand loyalty.

Enriches narrative
branding and emotional
marketing theory.

Packaging and
Online Retailing

Investigate how digital
visualization and unboxing
experiences affect perceived
product quality and brand
evaluation in e-commerce.

Links digital marketing
and sensory substitution
theory in online contexts.

Neuro-Packaging
and Attention
Metrics

Assess subconscious responses to
packaging design elements using
neurophysiological tools.

Enhances understanding
of non-conscious

consumer processing and
attention-based theory.

Integration of AI
and Data Analytics
in Packaging
Design

Examine how AI-driven
personalization and predictive
design can enhance consumer
relevance and reduce waste.

Introduces data-driven
design paradigms into
marketing and
sustainability theory.
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9 Conclusion

This study provides a systematic and longitudinal synthesis of packaging research
spanning nearly five decades (1978–2025), offering a dual perspective that
distinguishes between Product Packaging (PP) and Brand Packaging (BP) research
streams. Through bibliometric mapping and thematic analysis, the study identifies
exclusive, shared, and evolving themes, thereby contributing to a more integrated
understanding of packaging’s strategic role in marketing.

The findings reveal that PP research has predominantly focused on consumer
behaviour, sensory engagement, and product functionality, whereas BP research
emphasizes brand identity, semiotics, and communication. Over time, packaging has
transitioned from being viewed as a functional product element to a strategic brand and
communication tool, reflecting broader shifts in consumer values toward sustainability,
aesthetics, and sensory experience.

The temporal analysis further underscores the growing prominence of sustainable,
consumer-centric, and technology-driven packaging research. This evolution mirrors
contemporary market realities, where packaging serves not only as a means of
protection or information but as a critical interface for consumer engagement, brand
differentiation, and environmental stewardship.

By integrating historical insights with emerging trends, this study contributes to both
academic theory and managerial practice. It advances the conceptualization of
packaging as a multidimensional construct, one that operates across functional, sensory,
emotional, and symbolic domains. For practitioners, the findings reinforce the
importance of aligning packaging strategies with broader branding and sustainability
objectives.
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