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Packaging as Advertising
Packaging moved beyond functional role of protecting 

products
• Now has a key promotional role

• “Silent salesperson” (Underwood & Ozanne, 1998)

• Packaging “act[s] as a promotional tool in its own right.” 
(Palmer, 2000)

• Conveys brand identity using:
• Logos, colours, fonts, pictures, shapes

Packaging as Advertising

“We will increasingly see… the pack being viewed as a total 
opportunity for communications …. Each pack component will 
provide an integrated function as part of a carefully planned 
brand or information communications campaign.” (Mawditt, 2006)

• Industry documents:
• Illustrate preparation for mass media restrictions
• Provide compelling evidence of increasing importance of 

packaging as a marketing tool

WHO Framework Convention on Tobacco Control 
FCTC an international treaty 
• Article 13 – ban on all tobacco advertising, sponsorship 

and promotion
• But has not yet been applied to on-pack branding

Australia has legislated toAustralia has legislated to 
introduce plain 
packaging

• Faces many challenges, 
including claims regarding 
proportionality

Aims and Method

• Study examined associations created by brand imagery

• Online study of 1035 18-30 year olds
• Quotas applied

Attribute Percentageg

Female
Male

61
39

Maori and Pasifika
NZ European/ Other

57
43

Smoker
Non-smoker

53
47

Methodology
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Attribute Association: Familiar Brands Perceptions and Smoking Status

Perceptions of Generic Brand

No positive associations
• Seen only as plain and budget

Conclusions
Shedding a little light on the self-evident (but disputed!)
• Packaging clearly functions as an advertising medium
• Evident from:

• Marketing theory
• Industry documents
• Empirical data

Compliance with the FCTC may thus require more than 
advertising and sponsorship bans

• But re-analysis of all marketing media, including 
packaging
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