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ABSTRACT

The focus of the present study centers on the mismatch between a product and its packaging.
The research delves into the reasons behind consumers' choice to purchase a product
despite a disparity between the product and its packaging. Qualitative methods were
employed for this investigation, with data collected through in-depth interviews. Twenty
participants were interviewed, and the data from 13 participants underwent thorough
analysis. The findings, interpreted through the lens of balance theory (Heider, 1946), shed
light on the factors influencing consumers when faced with the decision to buy a product
packaged in a manner that doesn't align with their expectations. The results illuminated
the primary determinant in the purchase of mismatched packaging: "advice." According to
the perspective of balance theory, consumers experience tension when acquiring a product
with incompatible packaging. To mitigate this tension, consumers employ "balancing
factors." These factors include, but are not limited to, "advice," "brand," "curiosity,"
"promotion," "trial desire," "addiction," "difference," "past experience," "need," "time
pressure,” and "obligation." The study revealed that these balancing factors play a crucial
role in consumers' decisions to purchase products with incompatible packaging. The
intricate interplay between these factors showcases the complexity of consumer behavior
in such circumstances.
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DENGE KURAMI PERSPEKTIiFINDEN PAKET SEMATIGi, URUN
VE TUKETIiCi ARASINDAKI iLISKIDE DENGELEYICI
UNSURLARIN BELIiRLENMESI UZERINE NiTEL BiR ARASTIRMA

Oz

Uriin ile ambalaj arasindaki uyumsuzluga odaklanan bu arastirmanin amact, iriin — ambalaj
uyumsuzlugu durumunda tiiketicinin tirlinii satin almasina etki eden dengeleyici unsurlari
kesfetmektir. Yapilan arastirmada nitel yontemlerden yararlanilmistir. Arastirmanin
verileri derinlemesine miilakat yontemi ile toplanmistir. Miilakatlarda toplam 20 katilime1
ile gortgiilmiis, 13 katilimcinin verileri analize alinmistir. Verilerin analizi sonucunda elde
edilen bulgular, denge teorisi (Heider, 1946) baglaminda yorumlanmistir. Denge teorisi ile
tiiketici, lirlin ve ambalaj arasindaki ¢ok yonlii iliski daha etkin bir sekilde ifade edilmistir.
Sonuglar, tirlin ile uyumsuz olan bir ambalajin satin alindig1 kosullarda tiiketiciyi etkileyen
unsurlart ortaya ¢ikarmistir. Tiketicilerin uyumsuz bir ambalaji satin almasindaki en
temel faktoriin “tavsiye” oldugu bulgusuna ulasilmistir. Denge teorisi perspektifinden
ortaya ¢ikan sonuglar, tiikketicilerin uyumsuz bir ambalaj satin aldiklarinda, gerilime maruz
kaldiklarini gostermistir. Tiiketicilerin bu gerilimi azaltmak i¢in dengeleyici faktorlerden
yararlandiklar1 bulgusu ortaya c¢ikmistir. Dengeleyici faktorleri ise, “tavsiye”, “marka”,
“merak”, “satis 6zendirme”, “deneme istegi”, “bagimlilik”, “farklilik”, “ge¢mis deneyim”,
“ihtiya¢”, “kisithh zaman” ve “mecburiyet” kavramlar1 olusturmaktadir. Tiiketicilerin
uyumsuz ambalajlart satin almalarina etki eden unsurlarin da bu baglamda “dengeleyici
faktorler” oldugu goriilmiistiir. Dengeleyici faktorler ile s6z konusu gerilimin kayboldugu
belirlenmistir. Tiiketicinin “dengeleyici unsurlar” ile etkilesime gecmesiyle “iiriin —
ambalaj uyumu” ve “iiriin — ambalaj uyumuna etki eden faktorler” unsurlart ile olan bagini
kopardigr tespit edilmistir. S6z konusu bulgunun gelecekte yapilacak olan arastirmalar
icin 6nemli bir aragtirma konusu oldugu diistiniilmektedir.

Anahtar Kelimeler: Paket sematigi, uyumsuz tasarim, denge teorisi, titketim
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1. Introduction

Packaging creates an emotional connection with a product that consumers
perceive by addressing the senses of consumers (Harith et al., 2014). Thanks to
the emotional relation created, a vital factor emerges in enabling the consumer to
distinguish a product from other products (Scheffels and Lund, 2017). In his article
published in 1973, Swartz considered packaging as an element of the marketing
mix (Swartz, 1973; cited by Stimer and Eser 2006). However, packaging, which
has the potential to affect all other elements of the marketing mix, is seen as a
controllable variable (Bone and Corey, 2000). Properly designed packaging can
increase the likelihood of a product being selected among alternative products
available on the market. This makes packaging a concern for consumers. However,
companies that want to draw attention to their products at purchasing points can
provide ways to communicate with consumers by using packaging elements
correctly (Underwood et al., 2001). The correct use of these elements seems
possible through the harmony between product and packaging. The importance
given by companies to packaging has increased with the understanding that
packaging has a direct impact on sales. This reveals the fact that the concept of
packaging is more intricately structured than previously thought, and this has led
to the proliferation of research in this direction (Vazquez et al., 2003).

When the research is examined, it can be seen that many studies exist in the
literature on compatibility between product and packaging and this can provide
important clues for companies with regard to proper and effective packaging.
Studies that focus on the harmony between the product and its packaging have
shown that the colors used in the packaging affect purchasing behavior (Vanhurley
and Lynn, 2007; Bezaz, 2014), increase brand recall and recognition (Bezaz,
2014), predict refresh (Zellner and Durlach, 2002; Wei et al., 2014), and create
expectations through various perceptions of the product (Garber et al., 2000; Ares
and Deliza, 2010; Mead and Richerson, 2018). Additionally, the images used in
the packaging were employed to predict product content (Underwood and Klein,
2002), influence taste perception (Mizutani et al., 2010; Rebollar et al., 2016),
and affect the message to be delivered to the consumer (Underwood et al., 2001).
Morrin and Krishna (2008), on the other hand, highlighted the material used
with the finding that touching the packaging gives confidence to the consumer.
In the studies in which the packaging elements were handled separately, it was
concluded that the elements created perceptions and expectations in the consumer.
The findings of the research, in which packaging elements are addressed
according to product categories, are in line with this (Wei, 2015; Fenko, 2016,
Eldesouky et al., 2016; Simmond and Spence, 2017). In these studies, the effects
of elements in packaging design on consumer perception were examined, and
the importance of packaging elements was emphasized. The results obtained in
this direction can provide important clues for companies in developing the right
packaging. However, studies that have focused on product-packaging harmony
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have led to results in findings related to consumer expectation. These findings
are limited to the effects of preferences for packaging elements on the consumer.
For this reason, it is striking that the product-packaging relationship should be
investigated in a wider framework. The current study focuses on the mismatches
in the product-packaging relationship, contrary to the literature, and examines
consumer purchasing behavior despite the mismatch from the perspective of
balance theory (Heider, 1946). The aim here is to contribute to the gap determined
in the literature by presenting findings regarding the behavior of consumers in
cases of possible mismatches.

2. Conceptual framework
2.1. Packaging

Packaging is widely described as a container that carries and protects a
product (Kotler & Armstrong, 2012). It is known that packaging has the
potential to affect sales strategies, marketing strategies and brand value rather
than being only a container (Vazquez et al., 2003). Packaging, described as a
“silent seller” by Dichter in 1957, resulted in creating an emotional bond with
the consumer (Harith et al., 2014). This view of the package is considered to have
the ability to strengthen and weaken (Underwood, 2003). All these effects and
properties of packaging start from the moment of purchase of the product and
last until the end of consumption (Krishna et al., 2017). These effects seem to be
possible through direct communication with the consumer in this process (Siloyoi
& Speece, 2007). The mentioned communication of the packaging (Siloyoi
& Speece, 2007), which is defined as an element of the marketing mix by
Swartz (1973), is achieved by distinguishing it from other products (Scheffels &
Lund, 2010) using cues conveyed to the consumer (Vazquez et al., 2003). These
distinctions are revealed by the level of consumer sensitivity regarding design
elements and design elements themselves (Becker, 2011).

It was found that the color used in packaging by Kauppinen-Raisanen (2014)
attracted the attention of the consumer either voluntarily or involuntarily at the
point of sale. In studies focusing on the harmony between product and packaging
elements, the colors used in packaging affect buying behavior (Vanhurley &
Lynn, 2007; Bezaz, 2014), increasing the level of brand recognition (Bezaz, 2014),
freshness (Zellner & Durlach, 2002; Wei et al., 2014), estimates of flavor (Piqueras
& Spence, 2012) and quality (Vanhurley & Lynn, 2007). Moreover, they generate
expectations through various perceptions of the product (Garber et al., 2000; Ares
& Deliza, 2010; Mead & Richerson, 2018). However, with the implications of the
visuals used in packaging with regard to product content (Underwood & Klein, 2002),
flavor (Mizutani et al., 2010; Rebollar et al., 2016) and health (Mizutani et al., 2010;
Pires & Agente, 2011; Rebollar et al., 2016), it has been found that there are
influences on the perception of the messages that are intended to be delivered to
the consumer (Underwood et al., 2001). The shape being chosen in packaging
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design also affects the perception of products (Fenko, 2016; Valesco et al., 2013),
health (Fenko, 2016; Ooijen et al., 2017), satisfaction (Raghubir & Krishna, 1999),
and creates expectations (Ares & Deliza, 2010). On the other hand, Morrin and
Krishna (2008) highlighted the material element used and found that touching the
packaging gives confidence to the consumer. In the studies in which packaging
elements are handled separately, it is concluded that the elements constitute a
perception and expectation in the consumer. Moreover, in studies that examine
packaging as a whole (Cardello, 1994; Deliza et al., 2002; Smith & Taylor, 2004;
Kotler et al., 2005; Becker et al., 2010; Mizutani et al., 2010; Simmond &
Spence, 2017), similar results ensued regarding expectations and perceptions. Studies
inwhich packaging elements are handled according to product categories (Wei., 2015;
Fenko, 2016; Eldesouky et al., 2016; Simmond & Spence, 2017) also presented
findings in the same direction. In the studies mentioned up to this point, the effects
of the elements in packaging design on consumer perception have been examined,
and the importance of the packaging elements has been emphasized. The study
results elucidate the significance of selecting the appropriate packaging and assess
the impact of packaging elements on consumer product preferences. However,
the substantial influence of packaging underscores the necessity to approach the
issue from diverse angles. Consequently, the present study hones in on potential
mismatches between products and their packaging. Within this investigation, the
factors influencing a consumer's product choice in instances of incongruity between
the product and its packaging are delved into.

2.2. Balance Theory

Balance theory was presented to the literature by Heider in 1946. The theory has
emerged as a social cognitive network analysis that expresses the state of balance
formed for the focused individual (Adejumo et al., 2008). Heider discussed
many aspects of interpersonal relationships using a language of symbols in the
analysis (Horowitz et al., 1951). In the analysis, there is a structure consisting
of P (person), O (another person), and X (a non-human being). POX analysis is
accepted as the starting point of balance theory in the literature. Each relationship
between units is designed as being dependent on the other (Cartwright &
Harary, 1956).

Heider (1946) distinguished two kinds of relationships that are very important
in the development of the theory. The links of these relationships are expressed
using symbols and letters in the analysis. The first of the relationships emphasizes
attitudes, behaviors, or similar. If the connection in question is positive, the letter
“L” is used. A negative connection is represented by the letter and symbol in
the form of “~ L.” At this point, the meanings of the letters and symbols are as
follows (Cartwright & Harary, 1956):

® PLO, the person who is expressed with the letter “P,” “likes,” or “values,” the
person who is expressed with the letter “O.”
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® P ~ LO, the person expressed by the letter “P” does not “like,” “value,” or

“approve of” the person expressed by the letter “O.”

The type of relationship shown above is called an emotional relationship in the
analysis. Another type of relationship that Heider distinguishes is the cognitive
relationship. Cognitive relationships focus on similarity, ownership, causality,
physical proximity, or situations of belonging. As an expression, the letter “U”
is used for positive connections, and “~ U” is used for negative connections.
The meanings of the letters and symbols are as follows (Cartwright &
Harary, 1956):

® PUX, the person who is expressed with the letter “P,” “possesses” the object
or entity expressed by the letter “X.”

® P ~ UX, the person expressed by the letter “P” does not “own” or “possess”
the object or entity expressed by the letter “X.”

Due to the view that balance theory cannot be sufficient alone in explaining human
relations because of the complexity of relationships, it has been proposed to use
different theories simultaneously in balance theory (Yap & Harrigan, 2015). In
addition to this prediction, studies stating that there are points at which the theory
is lacking (Horowitz et al., 1951; Newcomb, 1953; Cartwright and Harary, 1956;)
are seen in the literature. The theory, which is thought to have deficiencies at some
points, has been subjected to some adaptations and changes over time, as seen in
Figure 1.

Heider Newcomb Cartwright and Harary
P-0-X Analysis A-B-X Analysis Searching for Solutions to
Basis of Balance Tendency Towards Current Problems and Using

Theory Symmetry Graphics for t he First Time

1946 1951 1953 1956

Horowitz et al. Jordan
P-0-Q-X and P-O-G-X Dominance of Negative
Analysis Connections in Balance

Additional Data Requirement Theory

Figure 1. History of Balance Theory

In an experimental study, Horowitz et al. (1951) suggested supportive findings to
reveal the balanced state in the POX analysis. This study seems to support Heider.
However, when the social situation in a group is examined from the perspective of
person P, it was found that it would not be only O person who affects person P. It
has been revealed as a result of the study that a more complex structure is affecting
this relationship situation. In other words, it is argued that the evaluation of person
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P against action X is due not only to person O. It is stated that the evaluation of
person P for action X is also caused by person Q2 in the group. These findings
have led to the development of the POQX model, which derives from the need for
additional data. The others mentioned in the Horowitz et al. study are defined as
“Ql1, Q2, Q3.” However, Horowitz et al. mention that the perception of P remains
psychological. In other words, people are affected by the situation, but they do not
exhibit any behavior. The only difference for the POGX model, whose results are
revealed in parallel with the POQX model, is that the perception of P is not only
psychological but also as a response or action.

On the other hand, the importance of additional information was emphasized
by Jordan (1953), who argued in his study that there was a negative connection
with dissatisfaction in the state of balance. This dissatisfaction is sharper when an
extension of P is negative (Cartwright & Harary, 1956).

Newcomb proposed an ABX model similar to the POX model in 1953. In response
to Heider’s “tendency towards balanced” view, the model presents a notion of
“tendency towards symmetry” (Cartwright & Harary, 1956). This view can be
achieved by being in agreement or agreeing together (Yang & Bentley, 2017).

Cartwright and Harary (1956) identified five problems that emerged in the
literature on balance theory. They also made suggestions for solutions to these
problems. These problems are listed as “whether it is possible to design all the
relations symmetrically, the probability of the units to contain more than three
assets, whether all the relations have a negative connection, the situation in which
the differences in the relationship types are not clear, and the need to characterize
the distinction between cognitive field and social system.”

Cartwright and Harary (1956) focused on more general issues in line with Heider’s
point of view. In addition to these problems, Cartwright and Harary (1956)
synthesized the outputs derived from graphic theory with Heider’s balance theory
in their study. In this context, straight lines represent positive, and dashed lines
represent negative connections. They expressed the use of the balance theory with
graphics, as in the following figures.

A B A B A B A B

Figure 2. Explanation of balance and imbalance conditions
Source: Cartwright and Harary (1956). Structural Balance: A Generalization of
Heider’s Theory
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2.3. Reflection of Balance Theory in Marketing Literature

Heider (1958) posited that attitudes toward an individual are influenced by the
possessions they own, suggesting that the role of assets is pivotal in establishing
balanced relationships. Concurrently, Solomon (1999) contends that balance
theory is not only applicable to interpersonal dynamics but can also be effectively
employed in developing marketing strategies and comprehending consumer
behavior (Woodside & Chebat, 2001).

It is well-established that consumers seek information about products before
making a purchase decision (Vanhurley & Lynn, 2007). This quest for information
is driven by a desire to achieve balance, as consumers strive to substantiate their
choices with additional knowledge, thereby averting potential post-purchase
uncertainties (Woodside & Chebat, 2001).

Han et al. (2017) delve into imbalances arising from the juxtaposition of
sustainable fashion and luxury consumption, elucidating the disparity between
purchasing behavior and moral attitudes based on Heider's theory. The study
explores scenarios aimed at restoring balance, including creating a negative
association with sustainable fashion, disrupting the link between sustainability
and sustainable fashion consumption, and fostering a more positive connection
with sustainability. Despite participants' awareness of sustainability, reservations
about engaging in sustainable fashion consumption persist, underscoring the
ongoing imbalance in this domain.

While recognizing the positive impact of sustainable fashion consumption on
consumers, it is evident that such behavior may not be consistently exhibited
in every situation. Adapting balance theory to non-symmetrical propositions in
consumption psychology proves invaluable (Woodside & Chebat, 2001), offering
insights into how imbalances between elements can shape shifts in consumer
attitudes and behaviors (Han et al., 2017). The predictive capacity of balance theory
in delineating consumer reactions to situations of both balance and imbalance
(Molet et al., 2015) holds significant implications for marketing professionals.

However, there appears to be a gap in incorporating Heider's substantial
contributions into empirical and theoretical studies within consumption
psychology (Woodside & Chebat, 2001). Bridging this lacuna is achievable by
integrating balance theory into marketing science studies, thereby enhancing our
understanding of consumer dynamics.

The New York Times featured a compelling story in 1998 by Posner recounting a
columnist's unique experience with the Volkswagen brand (Posner, 1998). In this
narrative, the author expresses a desire to purchase the Volkswagen New Beetle, a
German-made vehicle. Intriguingly, the columnist had previously refrained from
buying German products due to being a member of a Jewish family. This personal
history of boycotting German products until that point adds a distinctive layer to
the author's journey in considering the Volkswagen brand.
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Should we prompt the author to craft a story about their encounter with the
Volkswagen brand, it is plausible that the resulting narrative would closely align
with the one published. The implications drawn from such a story offer valuable
insights into the emotions and thoughts that influence consumer behavior (Kubacki
& Siemieniako, 2017). Moreover, this narrative lends itself to analysis within the
framework of balance theory (Woodside & Chebat, 2001).

Examining the story through the perspective of balance theory provides a nuanced
understanding of how the author navigates conflicting sentiments, where the desire
for the New Beetle clashes with historical reservations towards German products.
The dynamics at play in this narrative highlight the delicate balance individuals
strike in reconciling personal beliefs and purchasing decisions.

Incorporating this story into discussions on balance theory enriches our
comprehension of how deeply ingrained attitudes can impact consumer behavior.
The story becomes a case study, illustrating the intricate interplay of emotions
and beliefs that guide choices in the marketplace and reinforces the relevance of
psychological theories in understanding consumer decision-making processes.

The initial balance situation for Posner is as shown in Figure 3.

VW German

Posner Jew

Figure 3. Original Balance State

Source: Woodside ve Chebat (2001). A Jewish Couple Buys a German Car and
Additional Buying- Consuming Transformation Stories

Upon encountering the New Beetle model, Posner finds himself in a cognitive
dissonance akin to the unstable situation depicted in Figure 4 (Woodside & Chebat,
2001). The visual representation in Figure 4 from Woodside and Chebat serves as
an apt illustration of the mental conflict that arises within Posner's mind as he
contemplates the prospect of purchasing the Volkswagen model. This unstable
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situation encapsulates the tension between his longstanding boycott of German
products, rooted in his family's Jewish heritage, and the allure of the New Beetle
that piques his interest. The visual depiction offers a compelling visualization of
the internal discord and psychological intricacies at play in Posner's decision-
making process.

VW
New Beetle German Car

Posner Jew

Figure 4. State of Imbalance in the Mind After Seeing Posner's New Beetle Model

Source: Woodside ve Chebat (2001). A Jewish Couple Buys a German Car and
Additional Buying- Consuming Transformation Stories

Despite this unstable situation, Posner orders a Beetle. When he started driving
the vehicle, whenever he thought of driving a German car, he directed his thoughts
to the workers on the Mexican border working in the construction of this vehicle.
This orientation reduces tension and acts as a balancing factor.

Where the connections may be quadruple or more complex, the relationships all
stem from the consumer's subjective perspective. Although a brand will provide
ownership or a benefit, if the consumer has a negative perception, a negative
relationship will arise in terms of brand and attitude (Woodside & Chebat, 2001).

Consumer

Brand + Attitude
Fig. 5. Consumer - Brand - Attitude Relationship

Source: Woodside ve Chebat (2001). Updating Heider’s Balance Theory in
Consumer Behavior: A Jewish Couple Buys a German Car and Additional Buying-
Consuming Transformation Stories
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In Figure 5, the assumption is that the individual has a preference for manual
transmission cars. The connection between the brand and attitude is established
based on the brand offering vehicles with manual transmission. Consequently, a
state of balance is achieved among these elements, fostering a positive association
between the person and the brand (Woodside & Chebat, 2001). Conversely, in a
negative scenario analogous to the example presented in Figure 3, the consumer
may opt not to purchase the product initially. However, the essence of balance
theory, as articulated by Molet et al. (2015), lies in the restoration of balance
when there is an imbalance. The balancing elements (Q2) play a crucial role in
rectifying the situation.

The concept of a brand, defined as the combination of features distinguishing
the producer or seller from competitors (Kotler & Gertner, 2002), transcends
being a passive subject of marketing operations. Instead, it emerges as a pivotal
element contributing actively to diverse and dynamic relationships (Fournier,
2013). This perspective underscores the brand's role in not just conveying product
attributes but actively shaping connections with consumers, further highlighting
its significance within the framework of balance theory.

Research based on marketing science shows that balance theory helps researchers
understand consumer behavior. In the current research, it is planned to create
scenarios based on balance theory, just like in Gerald Posner's story. Both balance
theory literature and packaging literature were used to create the relevant scenarios.
All this planning is explained in the research design section.

3. Research Design

It is demonstrated in the packaging literature that packaging is an important stimulus
that affects consumer purchasing behavior. It is also clearly shown in the literature
which features of the packaging make the packaging a stimulus and how it has an
effect on the consumer, and most of the studies in this direction have concentrated
on packaging elements. These studies examine the packaging elements in terms
of color, material, shape, other visual aspects, and label titles. A large part of the
research examines consumer evaluations of packaging elements. These evaluations
by consumers provide important data regarding the harmony between the product
and the packaging. Studies in this direction in the literature can guide industry
representatives in combining the most correct packaging elements for their particular
product. In this fashion, consumer expectations for product-packaging harmony are
understood by considering the product category. Then, a possible incompatibility
between product and packaging can be avoided. Research from this perspective
focuses on the product evaluation process carried out by the consumer and the
impact of the correct and appropriate packaging choice at the time of purchase.
However, it is known that there are separate lines and features for each product
category in the packaging process. This situation has made it necessary to consider
the possibility of making mistakes. For example, packaging elements that have been
incorrectly selected for the product create a mismatch between the product and the
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packaging. The resulting mismatch creates negative effects on the consumer. Damage
caused by these negative effects is of great importance to companies. In cases of
incompatibility, two possible forms of behavior arise, namely whether or not the
consumer buys the product. In the related literature, it is seen that a wrongly chosen
packaging element, in other words, the results of the incompatibility between the
product and the packaging, are not sufficiently emphasized. In this context, studies
on the incompatibility between product and packaging constitute an important gap
in the literature. The studies generally focus on the perceptual relationships between
consumer, product, and packaging. The results made it clear that these relationships
were strongly influenced by each other. Moreover, the fact that this relationship
between product and packaging contains a multi-faceted interaction requires that
the subject be supported by a more effective research method. Based on all these
factors, the aim of the research is as follows:

® To discover the balancing factors affecting the consumer purchasing the
product in the mismatch between the product and its packaging.

The necessity of explaining the more versatile relationships among the consumer,
product, and packaging more effectively increases the importance of creating a
research design for this framework. The findings in the packaging literature show
that this triple relationship consists of both emotional and cognitive relationships.
Researching by making use of the science of psychology comes from the fact that
relationships have emotional and cognitive characteristics. Heider discussed the
relations between balance theory and units in many ways. For this reason, balance
theory is deemed appropriate for the planned design of the current research.

To investigate the relationships among the consumer, product, and packaging
based on the theory of balance, each sub-element of each element should also be
examined. This review is based on research conducted by Horowitz et al. (1951)
on the need for additional data affecting balance factors. As a result of the literature
review of the links, which were initially seen to be composed of three elements,
such as Heider’s POX analysis, it is seen that it is necessary to separate the five
basic elements as POQ1Q2X to achieve more effective results. These elements
emerge as follows:

° Consumer

° Factors affecting the product-packaging harmony
° Harmony between product and packaging

° Balancing factors

° Purchasing behavior

The relations of the elements listed above within the scope of balance theory and
their aspects are explained by using the packaging literature. Moreover, these
relationships are supported by graphics, as Cartwright and Harary (1956) used for
the first time in balance theory.
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3.1. The Relationship Between Balancing Factors and Factors Affecting
Product-Packaging Harmony

It is known that a professionally prepared packaging design directly affects product
or brand success. It is important to fulfill the requirements of packaging design and
technology to achieve this success (Oladumiye, 2018). Marketers and packaging
designers work simultaneously in the packaging design process. It is important for
marketers to convey accurately the consumer experience, as well as the wishes and
needs they have identified (Siloyoi & Speece, 2007). A successful design that has
emerged as a result of this cooperation is possible by conveying the desired message
to the consumer correctly (Oladumiye, 2018). The basis of a successful design is the
correctuse of factors (color(s), shape(s), material(s), visual(s), etc.) thataffect product-
packaging harmony. The effect of these factors may vary depending on the level of
consumer participation, time pressure, or characteristics (Kuvykaite et al., 2009).
For these reasons, the design elements of product packaging are not generalized to
the specificity of a brand, experience, or other balancing factors.

Businesses can create their brand and brand identities. However, it is not possible
for businesses to independently create packaging designs as different design lines
and features need to be developed for each product and product category (Scheffels
& Lund, 2017). In a study conducted by Siitiitemiz et al. (2009), results supporting
these findings were obtained. In the study, it was observed that consumers paid more
attention to the packaging elements than the brand while buying packaged dairy
products. The results showed that no structure connects between the balancing factors
and the factors affecting product-packaging harmony. In other words, the features to
which consumers pay attention in packaging elements differ not by brands but by-
products (Siitiitemiz et al., 2009). Vazquez et al. (2003) state that many brands in the
market imitate the packaging design of the market leader. Vazquez et al. emphasize
that this is a tactic.

Products may differ in terms of packaging elements according to consumer profiles.
For example, dark colors are used in product packaging that appeal to high-
income consumers and will be available at a high price. However, for a product
that appeals to the general consumer, light-colored packages are preferred. If it is
desired to create a guaranteed and safe perception for the product, the packaging
color used would be red. While a thick, wide, and Roman character is used on a
special product, serif and sans serif characters are used in an accessible product.
In addition to this information, while the picture of the product is emphasized in
elite products, human figures are preferred for inaccessible products (Ampuero
& Vila, 2006). Studies emphasize that the factors affecting packaging elements
may vary according to product and consumer category. However, the factor
affecting any packaging element is not indispensable for any brand. For example,
the Pepsi brand can use black and blue for sugar-free products. In the same vein, a
brand does not adopt a single color, nor does it adopt a single shape. All findings
show that there is no positive cognitive relationship between balancing factors and
factors affecting product-packaging harmony.
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3.2. The Relationship Between Balancing Factors and Purchasing Behavior

Ooijen et al. (2016) found that the consumer does not care about the shape of the
packaging when it tends to be a hedonic purchase. In this context, purchasing behavior
occurs independently of the package schema. The relationship between balancing
factors and purchasing behavior concerns situations where the consumer ignores
the package schematic at the time of purchase. The balancing factors expected to be
expressed more clearly with the possible findings of this study may vary according
to the consumer’s profile. Bone and Corey (2000) conducted a study concluding
that the point of view of ethical values in packaging achieved serious distinctions
between business people and consumers. Butkeviciene et al. (2008) found that
consumers are more affected by visual stimuli in shopping under time pressure,
while consumers who do not feel pressure are more affected by written stimuli. It
can be seen that time pressure reduces the possibility of a holistic perception by the
consumer regarding the package schematic. Another example of balancing factors is
sustainability. Environmentally friendly packaging is increasing with smart packaging
systems (Callaghen & Kerry, 2016). Thus, both the structural elements and graphic
design of packages affect consumer perception of sustainability (Steenis et al., 2017).
It is known that many consumers make purchases in this direction. In addition to all
these factors, it attracts attention to the product many times in terms of brand and
product preferences (Fournier, 1998). Regarding the above studies, it can be said that
there is no positive relationship between balancing factors and purchasing behavior.

3.3. The Relationship Between Product-Packaging Harmony and Purchasing
Behavior

Thanks to its active role in the consumer purchasing decision process, packaging has
become a strategic marketing tool (Vazquez et al., 2003; Silayoi & Speece, 2007).
Although the first and most basic feature of packaging is to protect the product
and deliver it to the consumer, consumers demand many different packaging
requirements. In one study (Ooijen et al., 2016), the effects of product shape on
health perception in packaging were examined. In the study, the features of a thin
human body and a fat human body were transferred to bottles. The responses of
the consumer in this context were examined. The slim body shape on the bottle
affected the consumer who intended to purchase healthy products. According to
the results of this study, thin bottles for consumers who prefer healthy products had
product-packaging harmony, which positively affected their purchasing behavior.
Another study revealed that consumers preferred packaging that was plastic and
rectangular when buying cheese (Eldesouky et al., 2016). Moreover, there is a
perception that the shelf life of cheeses may vary depending on the type of packaging
material used (Callaghan & Kerry, 2016). These findings clearly show consumers’
perception that the product and packaging may be in harmony. The correct use
of factors affecting product-packaging harmony reveals product-packaging
harmony. Packaging compatible with a product provides a significant competitive
advantage (Rundh, 2005), which can also directly affect sales and product success.
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3.4. The Relationship Between Factors Affecting Product-Packaging
Harmony and Product-Packaging Harmony

The aspects consumers prioritize in packaging, and their perceptions of packaging
vary depending on the product (Siitiitemiz et al., 2009). This distinction
emphasizes that packaging cannot be assessed in isolation from the product. In
essence, there exists a correlation between the factors influencing the harmony
between the product and its packaging. Drawing on Heider's (1946, 1958) balance
theory, one can argue for the existence of a cognitive relationship between these
elements. Visual and written elements affecting product-packaging compatibility
are discussed in detail in the packaging literature section of the study. In this
section, the relationship between factors affecting product—packaging harmony
and product—packaging harmony is discussed.

Ampuero and Vila (2006) studied the effects on the consumer of correct product
design and positioning. In this study, the necessity of making sense of the
consumer’s perception of the packaging was examined. A successful design seems
to be possible by using design elements correctly to deliver the desired message
effectively.

Although the elements and principles of the design are universally perceived,
designers can add their comments to these elements and principles in an effective
packaging design (Oladumiye, 2018). To create a correct perception in the mind
of the consumer, the elements must be used in different combinations in the most
correct manner (Ampuero & Vila, 2006). For example, selling a surface cleaner in
a black glass jar may cause an undesirable result in consumer perception.

. Factors Affecting the
Bal Fact
alancing Taclors Product — Packaging
\ HaITﬂ()ny
CONSUMER
Purchasing Behavior Harmony Between
+ Product and Packaging

Figure 6. Connection aspects of the elements based on the packaging literature
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According to the balance theory, the four factors associated above consist of
cognitive relationships among themselves. Positive or negative representations
of these elements have emerged in the context of the results of studies in the
literature. The direction of these connections from positive to negative or negative
to positive seems to be possible in the literature with the results of contrary studies.
In other words, the direction of the rectangular connections is fixed, as shown in
the figure.

According to the balance theory, the consumer’s evaluations against the factors
cause the emergence of balance or imbalance states. In this context, possible
scenarios and solutions for the research are formed as follows:

Scenario 1
. } Factors Affecting the
Suancg Eooion Product — Packaging
Harmony
/
+ +
CONSUMER
+ ﬂ
Purchasing Behavior Harmony Between
Product and Packaging
Scenario 2

Factors Affecting the
Product — Packaging

Balancing Factors

Harmony
+ /
CONSUMER
- \
Purchasing Behavior Harmony Between

Product and Packaging
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Scenario 3
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Solution 2
. Factors Affecting the
Balancing Factors Product — Packaging
Harmony
CONSUMER
+
Purchasing Behavior Harmony Between
Product and Packaging

Figure 7. Scenarios and solutions

In Scenario 1, the positive judgment of the consumer regarding the factors
affecting product-packaging harmony ensures that the judgment against product-
packaging harmony is also positive. In such a situation, balance occurs between
the elements. This balance situation affects the consumer’s attitude towards other
elements close to these connections. That is to say, the consumer's liking of the
color, shape, or other elements of the package leads to the perception of the product
and the packaging as being in harmony. This harmony also positively contributes
to the purchasing behavior of the consumer. Thus, two different balance conditions
occur among the elements.

It is seen that the positive connections in Scenario 1 are affected by each other in
Scenario 2 and turned into a negative. The negative emergence of the connections
does not mean that the balance state has disappeared. In this scenario, the balance
is maintained.

Unlike Scenarios 1 and 2, in Scenario 3, there is an imbalance between consumer,
product-packaging harmony, and purchasing behavior. This imbalance is due
to the consumer purchasing the product despite the negative judgment of the
product-packaging harmony. It is known that in every imbalanced situation, the
elements struggle for balance, which is the basis of the balance theory. In such an
imbalance, the connections are expected to seek a solution for balance. Thus, two
possible solutions are expected. However, the situation in Scenario 3 represents
the research question of the study.

The first possible solution for removing the imbalance in Scenario 3 is that the
consumer’s judgment about the factors affecting the product-packaging harmony
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changes after purchasing the product. As seen in Solution 1, the change from
negative to positive against the factors affecting product-packaging harmony
leads to a positive change in the judgment regarding product-packaging harmony.
In this case, the balance state is recovered.

In Solution 2, it is observed that the consumer’s judgment regarding the factors
affecting the product-packaging harmony remains negative. The imbalance that
occurs when the consumer buys the product forces the elements into a different
solution. In this case, it is thought that the consumer bought the product influenced
by different factors. These items are expressed as balancing factors. The positive
connection of balancing factors with the consumer weakens the consumer’s
relationship with product-packaging harmony. Thus, a new balance is created
between consumer, purchasing behavior, and balancing factors.

4. Methodology
4.1. Recruitment and Participants

In a qualitative study, a relatively small and purposively selected sample can
be used to increase the depth of understanding (Campbell et al., 2020). This
entails identifying and choosing individuals who possess significant knowledge
or experience with a particular phenomenon of interest (Palinkas et al., 2015).
Thirteen participants, consisting of six women and seven men aged between 25
and 50, participated in the study. They were purposively selected based on the
following criteria: 1) purchasing packaged coffee products from coffee stores or
retail outlets and ii) having awareness of product and packaging compatibility.
Participants included in the study were contacted through the researchers' own
contacts and snowball sampling.

In order to minimize the privacy risk of study participants, it was decided to publish
the sociodemographic characteristics of the participants as group data instead of a
table listing them line by line. This is because the number of demographic labels
or identifiers associated with participants compromises confidentiality (Morse &
Coulehan, 2015), and even if the names are changed, these labels make it possible
for those who knew the participants in the study to identify them later (Morse,
2007). Thus, in instances where ethical issues arose during the research process
(i.e., data collection, analysis, and reporting), participants were referred to by
pseudonyms.

4.2. Data Collection

Data were collected through semi-structured, in-depth interviews. Using the
in-depth interview method, it can be learned whether the connections of the
elements that are related to the consumer are cognitive or emotional. Moreover,
the positivity and negativity of the aspects of these relations have been learned. A
guide was developed pulling primarily from packaging literature related to factors
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influencing product-packaging compatibility. The aim of using an interview
schedule was to facilitate a comfortable interaction with the participants, which will,
in turn, enable them to provide detailed insights under study. The interview guide
included ideal location, hypothetical, and interpretative questions, respectively.
The participants’ responses to the items were obtained during the interview using
the previously prepared gap-filling method. Such questions were like, “The coffee
packaging should be ..... colored.”, “Coffee packaging should be ...... shaped” or
“The shape of the coffee packaging cannot be .....”. From the answers obtained
from the gap-filling questions, the most compatible and incompatible evaluations
of the participants regarding the coffee packaging were determined, and from the
evaluations of the participants, a harmonious and incompatible description of the
coffee packaging emerged for each participant. Other included questions were
like “ Do you notice product packaging in your shopping? What do you think
is the most striking feature of a package?” or “How does the (in)compatibility
between the product and its packaging affect your purchasing decisions?”, which
enabled participants to direct the focus of the interview. During the interview, an
attempt was made to create the unbalanced situation that occurred in Scenario
3 in the mind of the participant. This situation was created by telling a story in
which the participant included himself. In the story, the participant purchased
a coffee product that had coffee packaging that he portrayed as incompatible.
After his recounting, the focus was placed on the questions about the balancing
factors that enabled the participant to purchase this product. In addition to this
information, it was examined as to whether the participant had complied with
Scenario 3 according to the answers given by each participant. The majority of
interviews took place in cafes, with only two participants preferring to hold theirs
on the university campus. Also, the duration of interviews averaged 40 minutes
with no breaks and was audio-recorded.

During the interviews, the participants' voices were recorded and transferred to
the Microsoft Word program. The transcriptions were first read simultaneously
with the audio recording, and the researchers did repeated readings to familiarize
themselves with the interview data. Then, the participants’ interview data was
analyzed in-depth, considering semantic content and language use. Noteworthy
aspects were annotated on the right side of the transcription, aiming to highlight
the content, topic, and key elements of the passage. During the analysis process,
manual coding was performed. Following the analysis of the first participant,
the researchers repeated the same process for transcribing another participant.
The coded data was shaped in alignment with the theoretical framework, and
subsequently, the themes were gathered and translated into results.

5. Findings and Discussion
Balancing Factors

Despite the incompatibility between the product and the packaging, the factors
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affecting the purchase of the product are expressed as balancing factors. In line
with the answers received in the interview, the participants’ assessments of
balancing factors are tabulated as follows.

Table 1. Participants’ responses regarding balancing factors

Prevalence of balancing factors

—- g -

F @2 F @O s A5 A S 0 8 B
Advice v v v v v v v
Curiosity v v v v
Brand v v v v
Sales Promotion v v v

It was seen that 11 out of 13 participants were affected by more than one factor.
The answers received focused on 4 different balancing factors. Among the
balancing factors, advice was the factor most focused upon by the participants. 4
participants described the recommendation as the first element, and 4 participants
described the recommendation as a balancing element, second or third. Thus, 8 of
the participants evaluated the recommendation as a balancing factor in the case of
imbalance. Other prominent elements regarded included “brand,” “curiosity,” and
“sales promotion.” “Brand” and “curiosity” were evaluated as balancing factors
by 4 participants, while “sales promotion” was expressed as a balancing factor by
3 participants.

Advice

It is seen that the participants are in contact with balancing factors to move
from an imbalanced state to a balanced state. The unbalanced situation that
occurs in Scenario 3 also brings a risk factor that may occur before or after the
participant purchases the product. A large number of the participants assumed
that they may have reduced the risk with the recommendations. It is known that
consumers tend to receive information from many people about untested and
high-risk products (Arndt, 1967). The reasons for this trend, how the process
works, and its structure can be expressed more strongly by examining the word-
of-mouth communication as well as the responses received from the participants.
Hajli et al. (2014) argued that for a new product or service to be successful,
the consumer must have confidence in that product or service. In their study,
they argued that the consumer provides a sense of trust in three ways: through
recommendation, referral, and review. A trust mechanism for consumers is created
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by the word-of-mouth communication factor, which is encountered in three
ways in the social context (Hajli et al., 2014; Ranaweera & Prabhu, 2003; Lin &
Yuh, 2010) and strongly influences the behavior of consumers (Dichter 1966: 155;
Richins, 1983: 68; Brown & Reingen, 1987; Herr et al., 1991; Duhan et al., 1997;
Buttle, 1998; Halstead, 2002; Ranaweera & Prabhu, 2003; Keller, 2007;
East et al., 2008; Lin & Yuh, 2010). It was determined that the most important
factor affecting the feeling of trust in the participants was the compatibility or
incompatibility between the product and the packaging.

“There must be harmony between the product it offers and the packaging, and it
must be reassuring. For example, if it is a cheese, its preservation, hygiene, etc.
If'it is a biscuit product, there should be color harmony that shows its freshness.
After that, the colors show that there is wheat in the biscuit.” (Tevfik)

It is seen from the participants’ assessment that the product-packaging mismatch
causes insecurity, and this insecurity comes with a risk factor. The perceived
risk emerges as the main reason for the consumer encountering an unbalanced
situation by stretching. To relieve the tension in question, it is insufficient to use
only the product. This relief provides a restoration of balance, which occurs when
the consumer receives recommendations from another person (Dichter, 1966).

“If I have trusted friends around me, I consider their opinions. For example,
when they say, "This brand is sold here; it's really good," I don't even look at the
packaging; if it suits my taste, I buy it.” (Tugge)

“As far as my sign goes, they say that Virgos receive a lot of advice but never
implement it. Advice is important. When it comes to a product about which I have
no idea, I always prioritize the recommendation of someone I trust before my
own experience. That's why it's important. Because you know the taste of the
person giving the advice, allowing you to indirectly infer an opinion. There can
be mountains of difference between the recommendation of a stranger and that
of someone you know. There should be, really. Trust comes into play again.”
(Hiiseyin)

It is known that consumers are seeking advice that is commensurate with the level
of risk perceived prior to purchasing (Arndt, 1967; Bangal & Voyer, 2000). The
reasons for seeking advice are compelling due to the outcomes for consumers after
the recommendation. Sweeney et al. (2008) found that consumers who received
the advice decreased risk, the perception of the company improved, psychological
relief occurred, and the possibility of purchase increased.

“I purchase the product either based on recommendations or in accordance with
its ingredients. I mean, factors such as the proportion of coffee, the roasting
method, and more should appeal to me. Why should I choose to drink this coffee?
This coffee is soft, and its aroma lingers in your mouth.” (Oguzhan)
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“Someone around me bought a product from that packaging and recommended it
to me. I might have taken it to follow his advice. That's an option, so.” (Mehmet)

Sweeney et al. (2008) support the participants’ responses, which see the
recommendation as a balancing factor in the loss of this imbalance in the context of
balance theory. One of the most important points of word-of-mouth communication
is that rather than preventing the advised person from making a bad shopping
purchase, it is seen as an act of presenting him with a substitution (Keller, 2007).

“I might have bought it because it was recommended. I don't usually heed the
advice, but I thought it could be worth trying, you know, for a change of taste. A
different flavor.” (Nil)

“Everyone has a habit. People who have no habits do not accept this without
reason. If there is a point of advice based on the experiences of the people around
them, this might be it.” (Omer)

Word-of-mouth  communication, defined as informal advice among
consumers, creates positive effects for consumers in adopting new products
offered (East et al., 2008). Moldovan et al. (2011) concluded that consumers
for the most part recommend new products to each other. However, whether
the discourse about the product will be positive or negative occurs after using
the product. Consumers can make not only positive comments but also negative
comments (Richins, 1983). However, deeming a comment as being positive or
negative seems only possible by considering it from a marketing perspective.
At this point, the attitude of the consumer is decisive. A recommendation
deemed as being negative for the business can be received very positively by
the consumer (Buttle, 1998). Negative word-of-mouth communication is regarded
as an imbalance between expectations and perceptions (Buttle, 1998). It is
not in the interests of the speaker to talk about his experience or expectations
about a product or service. Recommendations made without earnings are seen
as the main motivation of the listener (Dichter, 1966). There is a finding that
consumers are most affected by friends or people who do not gain anything
from advice (Dichter, 1966). These findings show that who gave the advice is
also important. Dichter analyzed the advisors in seven groups. These emerge
as commercial authorities, celebrities, experts, close friends, well-intentioned
people, stakeholders of interest, and experienced owners. Consumers can be more
affected by any of these groups. Brown and Reingen (1987) found that consumers
are more affected by people with strong connections. Duhan et al. (1997) similarly
concluded that strong and weak connections in the sources of advice differ in their
power to influence the area of recommendation. Bangal and Voyer (2000) have
suggested that, besides similar findings, the fact that the person giving the advice
has more product information affects the purchase more strongly. The assessment
of a participant also parallels these findings.
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”I may have bought a product that is not compatible with the packaging because
someone recommended it. The adviser must be either a friend who produces that
product or someone I trust.”(Giilcan)

In the above assessment, the participant has both a strong link with the person
giving the advice and someone with a high level of knowledge. Speaking to the
consumer like a friend or a neutral authority causes the consumer to relax and
tend to accept the advice (Dichter, 1966). Therefore, the probability of purchasing
also increases (Sweeney et al., 2008). Word-of-mouth communication is seen as
an important source of information before or after purchase. This communication
can occur spontaneously or is used by businesses as a proactive intervention tool.
Famous uses of companies are shown as examples (Buttle, 1998). Word-of-mouth
communication can influence customer expectations, brand image, future sales, and
profitability (Halstead, 2002; Lin & Yuh, 2010; Ismail & Spinelli, 2012). In this
context, it is seen as an important communication channel (Keller, 2007). Chan and
Xie (2008) highlight that word-of-mouth communication is a new element of the
marketing communication mix. The finding that customers acquired through the
recommendation have two times longer communication with businesses compared
with other business activities (Villaneuva, 2008) supports the previous results. In this
context, the high level of credibility of word-of-mouth communication shows that it
creates a serious alternative to traditional media channels (Keller, 2007). It is known
that word-of-mouth communication is one of the most effective ways of gaining
new customers (Matos & Rossi, 2008) and contributes to people learning the truth
about a product (Dichter, 1966). Although consumers are positively or negatively
affected by the recommendations, having a negative experience in the past reduces
the effect of this recommendation. Halstead (2002) found that behaviors that create
dissatisfaction are expressed more than behaviors that result in satisfaction. The
satisfaction levels of consumers are also seen as being as important as the subject
of word-of-mouth communication. The expression “the best seller is your satisfied
customers” emphasizes the importance of satisfaction for businesses that aim to
acquire new customers (Engel, 1969). The results of a study on health service quality,
patient satisfaction, and word-of-mouth communication (Kitapci et al., 2014)
showed that the level of service quality and satisfaction affected mouth-to-
mouth communication. Wengenheim and Bayon (2007) found that new customer
acquisition is directly related to word-of-mouth communication. In addition to
these findings, Matos et al. (2008) concluded that the concept of word-of-mouth
communication and satisfaction is stronger than loyalty, and negative word-of-mouth
communication has a stronger relationship than dissatisfaction and loyalty. All this
information shows that consumers are strongly influenced by recommendations.
Studies conducted in the past reveal that consumers benefit from recommendations
in all sectors. Keller (2007) argued that the impact of word-of-mouth communication
varies according to sector. Additionally, Keller emphasized that the most positive
recommendations focus on packaged products. These findings and answers in the
interviews reveal that advice is the most important factor that eliminates imbalance.



A Qualitative Study on the Determination of Balancing Factors in the Relationship Between
Products, Consumers and Package Schema on the Basis of Balance Theory 481

Curiosity

Curiosity effectively supports purchasing decisions and enables them to turn into
behavior. Curiosity enables the consumer to transform from a passive information
processor to an active product information processor (Smith & Swinyard, 1988).
In the evaluations below, it is seen that the incompatibilities in packaging created
curiosity in the participants. It is understood that the feeling of curiosity led the
participants to the buying behavior.

“I may have bought it for my curiosity. Because the packaging is too unrelated to
the product.” (Gililcan)

“The packaging is extremely incompatible. This situation is intriguing.” (Tevfik)

“I bought it out of curiosity, to experience something different. Curiosity is
inherent in me, for instance, in terms of my astrological traits, Aries predominates.
Aries is known for its innovativeness. For instance, I enjoy renewing, innovating,
and trying new things in every aspect of my life. Therefore, curiosity equates to
innovation for me. I enjoy experimenting with different flavors, visiting different
places, and trying various products.” (Emine)

It is known that the sense of curiosity created in the consumer creates a positive
situation for companies. Curiosity provides a direct motivation for buying
behavior. There is a finding that consumers who act with a sense of curiosity at
the time of purchase make more positive comments about the products they buy
compared to consumers who act without curiosity (Hill et al., 2016).

"I might have bought it out of curiosity to try. For instance, there might be a chance
for it to be better, to reach for something better. Could the taste be different? For
example, a brand called Solen emerged. Ulker is a brand we've been familiar
with for years in the chocolate market. You try Solen; its taste is good. You can
choose it as an alternative. So, just because Ulker has a very good image does not
necessarily mean that we will buy Ulker." (Bekir)

“Because of my curiosity, that's the extent of it! Is there also a lack of harmony in
taste, just as in packaging? (...) To what extent does the flavor differ? This piques
my interest. [ am curious about any subject matter I lack an opinion on and aspire
to acquire knowledge of everything unknown to me.” (Gtilcan)

Curiosity has been described in the literature as exploratory buying behavior,
which is conceptualized based on behavioral and cognitive stimuli in psychological
theories and consumer behavior literature (Baumgartner & Steenkamp, 1996).
Dijk and Zeelenberg (2007) designed an experiment by offering participants two
different options. In the first option, participants were shown packaging, and
nothing was said about what was inside. However, if they were to accept this
packaging as a choice, they would be able to open it and learn what was inside;
then they would have its contents. In the second option, participants were given
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15 euros, but no information regarding the packaging was to be given. Participants
who opted for the money would never know what was in the packaging. The
results of the study revealed that the participants opted to eliminate their curiosity.
In this study, the participants were left in an unbalanced situation. It is possible
to eliminate this imbalance and achieve balance by seeing the contents of the
package. This seems to be similar to those who selected the concept of “curiosity”
as a balancing factor to eliminate Scenario 3.

Brand

The answers received in the in-depth interviews revealed that the participants
were strongly influenced by the brand. For example, the following evaluation
shows the loyalty of the participant regarding the brand. The participant's choice
of the incompatible packaging is because he has past experience with the brand.
Choosing a brand among alternatives is considered an important feature of brand
loyalty (Jacoby & Kyner, 1973).

“After all, why could I have bought it? Well, I mean the brand. I consistently
use that brand, or it may have been offered to me at a place I previously visited
without noticing the coffee packaging. When [ eventually ask, 'What is the brand
of this coffee?’ and receive the answer, I become conditioned to the brand and
continue purchasing it, even if the packaging is subpar. The taste of the coffee
satisfies me greatly. Besides these reasons, there's probably no other influence that
matters. In the first scenario, I wouldn't pay attention. If I encountered that coffee
for the first time in the supermarket, with no prior knowledge of its taste, amidst
numerous other options, I wouldn't choose a triangular and pink-packaged coffee.
I'm familiar with that brand; I have some prior knowledge of it.” (Hiiseyin)

Another factor that has an important effect on brand loyalty is the trust provided by the
brand. This trust is formed after the positive experiences of the consumer. Negative
experiences also reduce consumer confidence in the brand (Jung & Soo, 2012).
Sahin et al. (2011) found that brand trust significantly increased loyalty to the brand,
which also increases the likelihood of buying. In the evaluations below, it is seen that
the participants emphasize the “brand trust” factor. The relationship between brand
and trust is clearly stated in Tugge’s evaluation. However, Emine’s evaluation states
that the sense of trust was created by a positive brand experience in the past.

“If they have come up with something different, there is one they know.” (Tugge)

It is believed that such an evaluation emerged with an unconditional sense of trust
from the participant.

“I may have bought it because it is the product of a brand I trust. 1 use Mehmet
Efendi. I buy it from Mehmet Efendi's own point of sale, which is in Eminonii.
However, since I don't have such an opportunity in Isparta, I buy it from the
market.” (Tugge)
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“Brand, trust, and quality. It takes time for the brand to establish itself. The
prolonged consumption of a product is attributed to its quality and safety. A
product of poor quality is not used for an extended period.” (Bekir)

The brand is defined as the name, sign, symbol, design, or combination of all these
elements that differentiate a manufacturer or seller from its competitors (Kotler
& Armstrong, 2012). It is known to be the feature that consumers pay attention
to most when they do not have brand awareness. On the other hand, there is a
finding that consumers who are aware of a brand have little interest in the
packaging (Macdonald & Sharp, 2000). Brand awareness can be created by
advertisements, word-of-mouth communication, or sales promotion efforts that
the consumer has previously encountered. This awareness can also support the
consumer’s previous purchases (Pitta & Katsanis, 1995). In this case, the sensitivity
of consumers regarding packaging decreases, and the brand becomes the most
important stimulant that affects the consumer. The fact that another majority of
the answers given to remove the imbalance created in Scenario 3 is that the brand
is supported by these findings. Packaging is expressed as the most basic element
that visually and structurally brings together a brand’s logo, colors, fonts, and
materials. In this context, the brand has a close relationship with the elements
of the packaging (Underwood, 2003). In other words, the brand is known as an
important part of the product, which has an impact on customers' purchase of the
product (Kotler & Armstrong, 2012).

“If it is a famous brand, I may have bought it. If they came up with something
different, there is one they know (...) There's effort behind it; they've put in years,
and therefore, if it's truly preferred, there's service quality, product quality. For
me, quality is important, years are important, and experience is important. I'm
also motivated in my own life when [ enter such branded places because when 1
see success, when I immerse myself'in this success, and when I acquire something
from there, whether it's related to the work I do or in different situations, there's
actually an intrinsic motivation for me.” (Emine)

The brand, which is perceived by consumers as an important indicator of quality
and decreasing risk (Rubio et al., 2013: 295), is seen as an important factor that
the consumer connects to reach a balance in cases of imbalance. Participants who
expressed the brand as being a balancing factor in the in-depth interviews, as Petty
and Cacioppo (1986) stated, saw the brand as a controlled thought element that
reduces the tension of the mind.

Sales Promotion

Three of the participants stated that they might have purchased the product due to
the effect of sales promotion activities.

"Why might I have purchased this product? I may not have had alternatives, it
might have been discounted, or there could have been a promotion. I've considered
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these reasons because I'm currently focused on the price and thought, 'Let's give
this a try."" (Meltem)

In the above assessment, the participant mentioned a sales promotion activity
regarding the price. The price reductions used in sales promotion activities
are thought to be the most influential option for the consumer (Alvarez &
Caiselles, 2005; Hawkes, 2009). In addition to price reductions, activities, and
items, such as sweepstakes, gift coupons, reward distributions, and many other
efforts, are included in sales promotion activities. (Alvarez and Caiselles, 2005).
In addition, businesses can implement a variety of incentivization efforts for
different purposes. For example, a product test at a point of sale for a new food
product can yield very positive results for businesses. Consumers who have not
tasted a new product before and have had no other opportunity to try it tend to
purchase the product (Hawkes, 2009). Tevfik evaluated the situation in question
during the interview as follows.

“It is the advice of the department staff; I may have taken it from him, it tasted
tasting, I may have bought it.” (Tevfik)

The effectiveness of sales promotion activities may vary depending on the
product, type of activity, and consumer (Hawkes, 2009). For this reason, it is
necessary to determine the purpose of a sales promotion activity to be selected for
companies. Alvarez and Caiselles (2005) mentioned that goals may differ, goals
such as increasing the number of visitors to a retail store, creating brand loyalty
in the consumer or increasing sales. They suggested that these activities should
be examined in two different ways, namely based on products and stores. On the
other hand, Blattberg and Briesch (2010) have argued that sales promotions may
have different strategic reasons. These reasons are shown as temporarily taking
over market share, protecting market share, or preventing any competition caused
by new entrants. It is known that the “sales promotion” concept, which is shown
among the promotion activities of the marketing mix, directly affects sales (T1gh
& Pirtini, 2003). This effect plays an important role in reaching the sales targets
of producers and retailers by strongly affecting sales (Alvarez & Caiselles, 2005).
In this context, new methods and strategy requirements have emerged as it is
frequently used by researchers and industry professionals (Low and Mohr, 2000).
These requirements have made the concept of “sales promotion” the most
researched subject of the marketing mix (Blattberg & Briesch, 2010). The finding
that sales promotion activities affect the product preferences of consumers at the
points of purchase (Alvarez & Caiselles, 2005) is supported by the findings from
in-depth interviews conducted in the current research.

5. Conclusion

In the literature, it is evident that the product is a primary factor influencing
consumers' judgments about packaging elements. Hence, it would be reasonable
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to assert that consumers' evaluations of packaging arise from the relationship
between the product and its packaging. Consumers perceive these evaluations as
either positive or negative depending on the meanings attributed to the elements
of both the product and its packaging. While positive statements from consumers
regarding packaging indicate harmony between the product and packaging,
negative statements signify incompatibility.

In this study, the factors influencing consumer product purchases in the context of
product-packaging mismatches were investigated within the framework of balance
theory. According to balance theory, an imbalanced situation is anticipated in
purchase scenarios that occur despite incompatible packaging elements. In cases
of imbalance, consumers are expected to restore balance by reducing tension. In
such instances, the purchasing motivations that arise are considered as balancing
factors. The findings, analyzed through the lens of balance theory, shed light on
the multidimensional relationship between consumers, products, and packaging.
When consumers acquire products with incompatible packaging, they experience
tension. Our study concludes that consumers employ balancing factors to alleviate
this tension. Notably, 'advice' emerges as the most crucial factor in choosing an
incompatible package. Additional factors encompass 'brand,' 'curiosity,’ 'sales
promotion,' 'desire to experiment,' 'addiction,' 'difference,' 'past experience,' 'need,’
'time pressure,’ and 'obligation.' The study's results indicate that when consumers
engage with these 'balancing factors,' the connection between "product-packaging
harmony' and 'factors affecting product-packaging harmony' diminishes. This
disappearance suggests that balance is restored in the relationship between the
consumer and the 'product-packaging harmony,' as well as the 'factors affecting
product-packaging harmony.

7. Managerial implications

Packaging is considered an important cost element for companies. A wrong
decision during the packaging process can lead to the emergence of incompatible
packaging. For a company that has not been able to manage the process and has
put the product on the market, the collection of products is seen as a serious loss.
The presence of incompatible and incorrectly designed packaging on the market
necessitates the creation of different strategies for industry experts. At this point,
the current study is expected to shed light on the role of professionals in the
creation of strategies.

Product packaging creates a sensory connection with consumers, subjecting them
to an influence that persists throughout the stages of purchase, consumption, and
disposal. This aspect of packaging is evident in businesses' marketing strategies.
Therefore, it is crucial to devise the optimal packaging for the product being
marketed. Crafting accurate packaging designs for businesses relies solely on
choosing the appropriate elements. Literature highlights studies focusing on the
alignment between product and packaging, providing valuable insights into suitable
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packaging selections and evaluating the influence of packaging components on
consumers' product preferences.

8. Limitations of the study and future directions

It is acknowledged that there are several limitations that require consideration
in this study. The first limitation is the researcher’s subjectivity and bias. It is
thought that the researcher’s beliefs, past experiences, and understandings might
influence the research process (e.g., data collection, analyzing, and reporting).
Consequently, participants’ responses might be affected by the researcher, thereby
influencing the direction of findings. The second limitation is the coding of data
and the interpretation of findings, which may lead to different conclusions about
the same data. The third limitation is limited generalizability. Given the study’s
focus being restricted only to coffee products, it may not be possible to generalize
of findings to other categories. Hence, more research is needed to fully understand
how incompatibility between the product and its packaging affects individuals'
purchase behavior across different product categories. Another issue regarding
generalizability is the sample size. Due to the nature of the qualitative research
approach, it is normal to recruit a small sample size, which in turn may lead to
findings that are not generalizable to larger populations. Therefore, it is essential
to conduct additional research with larger samples to obtain a better understanding
of the compatibility between the product and its packaging. Finally, the study
was qualitative; however, to gain a more comprehensive understanding, further
research using diverse methodologies is essential.



A Qualitative Study on the Determination of Balancing Factors in the Relationship Between
Products, Consumers and Package Schema on the Basis of Balance Theory 487

References

Adejumo, G., Duimering, P. R., & Zhong, Z. (2008). A balance theory approach to
group problem solving. Social Networks, 30(1), 83-99.

Alvarez, B. A., & Casielles, R. V. (2005). Consumer evaluations of sales
promotion: the effect on brand choice. european Journal of Marketing,
39(1/2), 54-70.

Ampuero, O., & Vila, N. (2006). Consumer perceptions of product packaging.
Journal of Consumer Marketing, 23(2), 100-112.

Ares, G., & Deliza, R. (2010). Studying the influence of package shape and colour
on consumer expectations of milk desserts using word association and
conjoint analysis. Food Quality and Preference, 21(8), 930-937.

Arndt, J. (1967). Role of product-related conversations in the diffusion of a new
product. Journal of Marketing Research, 4(3), 291-295.

Bansal, H. S., & Voyer, P. A. (2000). Word-of-mouth processes within a services
purchase decision context. Journal of Service Research, 3(2), 166-177.

Baumgartner, H., & Steenkamp, J. B. E. (1996). Exploratory consumer buying
behavior: Conceptualization and measurement. International Journal of
Research in Marketing, 13(2), 121-137.

Becker, L., van Rompay, T. J., Schifferstein, H. N., & Galetzka, M. (2011).
Tough package, strong taste: The influence of packaging design on taste
impressions and product evaluations. Food Quality and Preference, 22(1),
17-23.

Bezaz, N. (2014). The impact of packaging colour on children’s brand name
memorization (No. hal-02170974).

Bone, P. F., & Corey, R. J. (2000). Packaging ethics: Perceptual differences
among packaging professionals, brand managers and ethically-interested
consumers. Journal of Business Ethics, 24(3), 199-213.

Brown, J. J., & Reingen, P. H. (1987). Social ties and word-of-mouth referral
behavior. Journal of Consumer Research, 14(3), 350-362.

Butkeviciené, V., Stravinskiené, J., & Ritelionien¢, A. (2008). Impact of
consumer package communication on consumer decision making process.
Engineering Economics, 56(1), 57-65.

Buttle, F. A. (1998). Word of mouth: understanding and managing referral
marketing. Journal of Strategic Marketing, 6(3), 241-254.

Campbell, S., Greenwood, M., Prior, S., Shearer, T., Walkem, K., Young, S., ...
& Walker, K. (2020). “Purposive sampling: complex or simple? Research
case examples”. Journal of Research in Nursing, 25(8), 652-661.



488 Pazarlama ve Pazarlama Arastirmalari Dergisi, Cilt:17, Say1:2, Mayis 2024, ss. 457-494

Cardello, A. V. (1994). Consumer expectations and their role in food acceptance.
Measurement of Food Preferences (pp. 253-297). Springer, Boston, MA.

Cartwright, D., & Harary, F. (1956). Structural balance: a generalization of
Heider's theory. Psychological Review, 63(5), 277.

Chen, Y., & Xie, J. (2008). Online consumer review: Word-of-mouth as a new
element of marketing communication mix. Management Science, 54(3),
477-491.

De Matos, C. A., & Rossi, C. A. V. (2008). Word-of-mouth communications in
marketing: a meta-analytic review of the antecedents and moderators.
Journal of the Academy of Marketing Science, 36(4), 578-596.

Deliza, R., Macfie, H. A. L., & Hedderley, D. (2003). Use of computer-generated
images and conjoint analysis to investigate sensory expectations. Journal of
Sensory Studies, 18(6), 465-486.

Dichter, E. (1957). The package and the label. Packaging Carton Research
Council, London.

East, R., Hammond, K., & Lomax, W. (2008). Measuring the impact of positive
and negative word of mouth on brand purchase probability. /nternational
Journal of Research in Marketing, 25(3), 215-224.

Eldesouky, A., Mesias, F. J., Elghannam, A., Gaspar, P., & Escribano, M. (2016).
Are packaging and presentation formatkey attributes for cheese consumers?.
International Dairy Journal, 61, 245-249.

Engel, J. F., Kegerreis, R. J., & Blackwell, R. D. (1969). Word-of-mouth
communication by the innovator. Journal of Marketing, 33(3), 15-19.

Fenko, A., Lotterman, H., & Galetzka, M. (2016). What’s in a name? The effects
of sound symbolism and package shape on consumer responses to food
products. Food Quality and Preference, 51, 100-108.

Fournier, S. (1998). Consumers and their brands: Developing relationship theory
in consumer research. Journal of Consumer Research, 24(4), 343-373.

Fournier, S. (2013). “Consumers and Their Brands : Developing Relationship Theory
in Consumer Research”. Journal of Consumer Research, 24(4), 343-353.

Garber Jr, L. L., Hyatt, E. M., & Starr Jr, R. G. (2000). The effects of food color on
perceived flavor. Journal of Marketing Theory and Practice, 8(4), 59-72.

Hajli, N., Lin, X., Featherman, M., & Wang, Y. (2014). Social word of mouth: How
trust develops in the market. International Journal of Market Research,
56(5), 673-689.

Halstead, D. (2002). Negative word of mouth: substitute for or supplement to
consumer complaints?. Journal of Consumer Satisfaction, Dissatisfaction
and Complaining Behavior, 15, 1-12.



A Qualitative Study on the Determination of Balancing Factors in the Relationship Between
Products, Consumers and Package Schema on the Basis of Balance Theory 489

Han, J., Seo, Y. & Ko, E. (2017). “Staging luxury experiences for understanding
sustainable fashion consumption: A balance theory application”. Journal of
Business Research, 74, 162-167.

Harith, Z. T., Ting, C. H., & Zakaria, N. N. A. (2014). Coffee packaging:
Consumer perception on appearance, branding and pricing. International
Food Research Journal, 21(3), 849-853.

Hawkes, C. (2009). Sales promotions and food consumption. Nutrition Reviews,
67(6), 333-342.

Heider, F. (1946). Attitudes and cognitive organization. The Journal of Psychology,
21(1), 107-112.

Heider, F. (1958). The psychology of interpersonal relations. Psychology Press.

Herr, P. M., Kardes, F. R., & Kim, J. (1991). Effects of word-of-mouth and
product-attribute information on persuasion: An accessibility-diagnosticity
perspective. Journal of Consumer Research, 17(4), 454-462.

Hill, K. M., Fombelle, P. W., & Sirianni, N. J. (2016). Shopping under the influence
of curiosity: How retailers use mystery to drive purchase motivation.
Journal of Business Research, 69(3), 1028-1034.

Horowitz, M. W., Lyons, J., & Perlmutter, H. V. (1951). Induction of forces in
discussion groups. Human Relations, 4(1), 57-76.

Ismail, A. R., & Spinelli, G. (2012). Effects of brand love, personality and image
on word of mouth. Journal of Fashion Marketing and Management: An
International Journal, 16(4), 386-398.

Jacoby, J., & Kyner, D. B. (1973). Brand loyalty vs. repeat purchasing behavior.
Journal of Marketing Research, /0(1), 1-9.

Jordan, N. (1953). Behavioral forces that are a function of attitudes and of
cognitive organization. Human Relations, 6(3), 273-287.

Jung, L. H., & Soo, K. M. (2012). The effect of brand experience on brand
relationship quality. Academy of Marketing Studies Journal, 16(1), 87.

Kauppinen-Réisdnen, H. (2014). Strategic use of colour in brand packaging.
Packaging Technology and Science, 27(8), 663-676.

Keller, E. (2007). Unleashing the power of word of mouth: Creating brand
advocacy to drive growth. Journal of Advertising Research, 47(4), 448-452.

Kitapci, O., Akdogan, C., & Dortyol, I. T. (2014). The impact of service quality
dimensions on patient satisfaction, repurchase intentions and word-of-
mouth communication in the public healthcare industry. Procedia-Social
and Behavioral Sciences, 148, 161-169.



490 Pazarlama ve Pazarlama Arastirmalari Dergisi, Cilt:17, Say1:2, Mayis 2024, ss. 457-494

Kotler, P. & Gertner, D. (2002). “Country as brand, product, and beyond: A
place marketing and brand management perspective”. Journal of Brand
Management, 9(4), 249-261.

Kotler, P., & Armstrong, G. (2012). Principles of Marketing (ed.). New Jersey.

Kotler, P., Wong, V., Saunders, J., & Armstrong, G. (2005). Principles of
Marketing, Fourth European Edition. Harlow: Pearson Education Limited.

Krishna, A., Cian, L., & Aydmoglu, N. Z. (2017). Sensory aspects of package
design. Journal of Retailing, 93(1), 43-54.

Kubacki, K. ve Siemieniako, D. (ed.). (2017).Formative Research in Social
Marketing. Springer, Singapore.

Kuvykaite, R., Dovaliene, A., & Navickiene, L. (2009). Impact of package
elements on consumer’s purchase decision. Economics and Management,
14,441-447.

Lin, L. Y., & Lu, C. Y. (2010). The influence of corporate image, relationship
marketing, and trust on purchase intention: the moderating effects of word-
of-mouth. Tourism Review, 65(3), 16-34.

Low, G. S., & Mohr, J. J. (2000). Advertising vs sales promotion: a brand
management perspective. Journal of Product & Brand Management, 9(6),
389-414.

Macdonald, E. K., & Sharp, B. M. (2000). Brand awareness effects on consumer
decision making for a common, repeat purchase product: A replication.
Journal of Business Research, 48(1), 5-15.

Mead, J. A., & Richerson, R. (2018). Package color saturation and food
healthfulness perceptions. Journal of Business Research, 82, 10-18.

Mizutani, N., Okamoto, M., Yamaguchi, Y., Kusakabe, Y., Dan, 1., & Yamanaka,
T. (2010). Package images modulate flavor perception for orange juice.
Food Quality and Preference, 21(7), 867-872.

Moldovan, S., Goldenberg, J., & Chattopadhyay, A. (2011). The different roles
of product originality and usefulness in generating word-of-mouth.
International Journal of Research in Marketing, 28(2), 109-119.

Molet, M., Craddock, P. & Grassart, A. (2015). “An application of Heider’s P-O-X
balance model to change evaluative conditioning effects”. Learning and
Motivation, 51, 43—49.

Morrin, M. & Krishna, A. (2008). “Does Touch Affect Taste ? The Perceptual
Transfer of Product Container Haptic Cues”. Journal of Consumer
Research, 34(6), 807-818.

Morse, J. M. (2007). “Ethics in action: Ethical principles for doing qualitative
health research”. Qualitative Health Research, 17(8), 1003-1005.



A Qualitative Study on the Determination of Balancing Factors in the Relationship Between
Products, Consumers and Package Schema on the Basis of Balance Theory 491

Morse, J. M., & Coulehan, J. (2015). “Maintaining confidentiality in qualitative
publications”. Qualitative Health Research, 25(2), 151-152.

Newcomb, T. M. (1953). An approach to the study of communicative acts.
Psychological Review, 60(6), 393.

Ngo, M. K., Velasco, C., Salgado, A., Boehm, E., O’Neill, D., & Spence, C.
(2013). Assessing crossmodal correspondences in exotic fruit juices: The
case of shape and sound symbolism. Food Quality and Preference, 28(1),
361-369.

O’Callaghan, K. A., & Kerry, J. P. (2016). Consumer attitudes towards the
application of smart packaging technologies to cheese products. Food
Packaging and Shelf Life, 9, 1-9.

Oladumiye, E. B. (2018). Graphic Design Theory Research and Application in
Packaging Technology. Art and Design Review, 6(1), 29-42.

Ozer, O., Ozer, O., & Phillips, R. (Eds.). (2012). The Oxford handbook of pricing
management. Oxford University Press.

Palinkas, L. A., Horwitz, S. M., Green, C. A., Wisdom, J. P, Duan, N., &
Hoagwood, K. (2015). “Purposeful sampling for qualitative data collection
and analysis in mixed method implementation research”. Administration
and Policy in Mental Health and Mental Health Services Research, 42,
533-544.

Petty, R. E., & Cacioppo, J. T. (2012). Communication and persuasion: Central
and peripheral routes to attitude change. Springer Science & Business
Media.

Piqueras-Fiszman, B., & Spence, C. (2012). The influence of the color of the cup
on consumers' perception of a hot beverage. Journal of Sensory Studies,
27(5), 324-331.

Pires, C., & Agante, L. (2011). Encouraging children to eat more healthily: The
influence of packaging. Journal of Consumer Behaviour, 10(3), 161-168.

Pitta, D. A., & Katsanis, L. P. (1995). Understanding brand equity for successful
brand extension. Journal of Consumer Marketing, 12(4), 51-64.

Posner, G. “Sometimes buying a car means burying the past”, Newyork Times,
04.11.1998.

Raghubir, P., & Krishna, A. (1999). Vital dimensions in volume perception: Can
the eye fool the stomach?. Journal of Marketing Research, 36(3), 313-326.

Ranaweera, C., & Prabhu, J. (2003). On the relative importance of customer
satisfaction and trust as determinants of customer retention and positive
word of mouth. Journal of Targeting, Measurement and Analysis for
Marketing, 12(1), 82-90.



492 Pazarlama ve Pazarlama Arastirmalari Dergisi, Cilt:17, Say1:2, Mayis 2024, ss. 457-494

Rebollar, R., Lidon, L., Gil, ., Martin, J., Fernandez, M. J., & Riveres, C. E. (2016).
The influence the serving suggestion displayed on soft cheese packaging
has on consumer expectations and willingness to buy. Food Quality and
Preference, 52, 188-194.

Richins, M. L. (1983). Negative word-of-mouth by dissatisfied consumers: A pilot
study. Journal of Marketing, 47(1), 68-78.

Rubio, N., Oubiiia, J., & Villasefior, N. (2014). Brand awareness—Brand quality
inference and consumer’s risk perception in store brands of food products.
Food Quality and Preference, 32, 289-298.

Rundh, B. (2005). The multi-faceted dimension of packaging. British Food
Journal, 107(9), 670-684.

Sahin, A., Zehir, C., & Kitapet, H. (2011). The effects of brand experiences, trust
and satisfaction on building brand loyalty; an empirical research on global
brands. Procedia-Social and Behavioral Sciences, 24, 1288-1301.

Scheffels, J., & Lund, 1. (2017). Cute as candy: a qualitative study of perceptions
of snus branding and package design among youth in Norway. BM.J Open,
7(4),e012837.

Silayoi, P., & Speece, M. (2007). The importance of packaging attributes: a
conjoint analysis approach. European Journal of Marketing, 41(11/12),
1495-1517.

Simmonds, G., & Spence, C. (2017). Thinking inside the box: How seeing
products on, or through, the packaging influences consumer perceptions
and purchase behaviour. Food Quality and Preference, 62, 340-351.

Smith, P. R., & Taylor, J. (2004). Marketing Communications: An Integrated
Approach. Kogan Page Publishers.

Smith, R. E., & Swinyard, W. R. (1988). Cognitive response to advertising and
trial: Belief strength, belief confidence and product curiosity. Journal of
Advertising, 17(3), 3-14.

Steenis, N. D., van Herpen, E., van der Lans, 1. A., Ligthart, T. N., & van Trijp, H.
C. (2017). Consumer response to packaging design: The role of packaging
materials and graphics in sustainability perceptions and product evaluations.
Journal of Cleaner Production, 162, 286-298.

Stimer, S. 1., & Zeliha, E. S. E. R. (2006). Pazarlama Karmas1 Elemanlarinin
Evrimi. Gazi Universitesi Iktisadi ve Idari Bilimler Fakiiltesi Dergisi, 8(1),
165-186.

Siitiitemiz, N., Ciftyildiz, S. S., & Konuk, F. A. (2009). Paketlenmis Siit i¢in
Ambalaj Ozelliklerinin Algilanan Onemi ve Satin Alma Davranisina Etkisi:
Istanbul ili Ornegi, Akademik Gida, 7(6), 18-28.



A Qualitative Study on the Determination of Balancing Factors in the Relationship Between
Products, Consumers and Package Schema on the Basis of Balance Theory 493

Sweeney, J. C., Soutar, G. N., & Mazzarol, T. (2008). Factors influencing word of
mouth effectiveness: receiver perspectives. European Journal of Marketing,
42(3/4), 344-364.

Tiglh, M., & Pirtini, S. (2003). Satis Ozendirmede Etkili Bir Arag Olarak Insert ve
Hiper/Siipermarket Miisterileri Uzerinde Bir Uygulama.

Underwood, R. L. (2003). The communicative power of product packaging:
creating brand identity via lived and mediated experience. Journal of
Marketing Theory and Practice, 11(1), 62-76.

Underwood, R. L., & Klein, N. M. (2002). Packaging as brand communication:
effects of product pictures on consumer responses to the package and brand.
Journal of Marketing Theory and Practice, 10(4), 58-68.

Underwood, R. L., Klein, N. M., & Burke, R.R. (2001). Packaging communication:
attentional effects of product imagery. Journal of Product & Brand
Management, 10(7), 403-422.

Van Dijk, E., & Zeelenberg, M. (2007). When curiosity killed regret: Avoiding
or seeking the unknown in decision-making under uncertainty. Journal of
Experimental Social Psychology, 43(4), 656-662.

Van Ooijen, I., Fransen, M. L., Verlegh, P. W., & Smit, E. G. (2016). Atypical food
packaging affects the persuasive impact of product claims. Food Quality
and Preference, 48, 33-40.

Van Ooijen, I., Fransen, M. L., Verlegh, P. W., & Smit, E. G. (2017). Signalling
product healthiness through symbolic package cues: Effects of package
shape and goal congruence on consumer behaviour. Appetite, 109, 73-82.

VanHurley, V. L. (2007). The influence of packaging color on consumer purchase
intent: The influence of color at the point of purchase. Michigan State
University. Mass Media.

Vazquez, D., Bruce, M., & Studd, R. (2003). A case study exploring the packaging
design management process within a UK food retailer. British Food Journal,
105(9), 602-617.

Villanueva, J., Yoo, S., & Hanssens, D. M. (2008). The impact of marketing-
induced versus word-of-mouth customer acquisition on customer equity
growth. Journal of Marketing Research, 45(1), 48-59.

Wangenheim, F. V., & Bayoén, T. (2007). The chain from customer satisfaction
via word-of-mouth referrals to new customer acquisition. Journal of the
Academy of Marketing Science, 35(2), 233-249.

Wei, S. T., Ou, L. C., Luo, M. R., & Hutchings, J. B. (2014). Package design:
Colour harmony and consumer expectations. International Journal of
Design, 8(1), 109-126.



494 Pazarlama ve Pazarlama Arastirmalari Dergisi, Cilt:17, Say1:2, Mayis 2024, ss. 457-494

Woodside, A. G. & Chebat, J.-C. (2001). “Updating Heider’s balance theory in
consumer behavior: A Jewish couple buys a German car and additional
buying-consuming transformation stories”. Psychology and Marketing,
18(5), 475-495.

Yang, A., & Bentley, J. (2017). A balance theory approach to stakeholder network
and apology strategy. Public Relations Review, 43(2), 267-277.

Yap, J., & Harrigan, N. (2015). Why does everybody hate me? Balance, status,
and homophily: The triumvirate of signed tie formation. Social Networks,
40, 103-122.

Zellner, D. A., & Durlach, P. (2002). What is refreshing? An investigation of
the color and other sensory attributes of refreshing foods and beverages.
Appetite, 39(2), 185-186.



