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CHAPTER I 

INTRODUCTION 

1.1 Background 

Today's business world faces competitive competition as a result, with a 

large selection of products offered to consumers. The competition eventually 

encouraged the company to conduct a product differentiation in the market 

(Competitive Advantage). According to Keegan and Green said that competitive 

advantage arises when there is a conformity between distinctive competencies and 

critical factors for success in the industry. Some of the things considered are the 

following indicators: cost leadership, difference (physical and formulaic textures, 

product skins, suitability, packaging, focus). 

One of the effective ways to encourage competitive advantage is to 

consider the packaging design of the product. Product packaging design becomes 

one of the most easy identity identifiers remembered by customers. The packaging 

design serves to visually communicate product differences. From the point of 

view of appearance without different packaging design a product will look the 

same. Not only that, the unique packaging design, varying sizes, colors, forms of 

information provided on the packaging will further influence consumers in 

determining product choice, Klimhuk and Krasovec in Fajar (2017). 

The power of packaging design has a strong influence on purchasing 

decisions because the unique packaging design has its own appeal to consumers. 

Packaging has long been recognized as the silent salesperson and has been the 

focus of much recent regulation. For the most part, however, this regulation 

ignores the nonverbal package label components. The verbal elements of a 

package are accurate reflections of the product’s characteristics. Package, graphics, 

however, can be used to strengthen or weaken the marketer’s explicit verbal 

claims or to generate inferences that could conflict with the verbal information 

(Bone & France) in Imiru (2017). 
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Packaging indirectly encourages implusive buying behavior for consumers. 

Impluse buying is defined as "unplanned purchase". Consumers who do impluse 

buying do not think about buying a particular product or brand. They immediately 

make a purchase out of an interest in a particular brand or product. Consumers 

tend to buy spontaneously, reflexively, suddenly, and automatically.  

Marketers should be as creative as possible in the creation of packaging 

design, because attractive and unique packaging designs can trigger impulsive 

buying behavior. 

Unique packaging product marketing strategies have also been carried out 

by well-known mineral water companies such as Mentos. Mentos pulls out several 

different packaging designs from its competitors' products. The Company realizes 

the power of good packaging so that consumers immediately recognize a 

company or brand. In Bengkalis candy products become a necessity for the 

community. Mentos candy products are easy to get in bengkalis area. Any 

packaging design updates made by Mentos’s product distribution company can be 

found in various outlets or supermarkets by the majority of the population. 

Packaging Design and Impulsive buying now is the focus of marketing that 

impacts on increasing product sales for the company. The Company considers that 

customers can easily purchase goods based on a visual interest in a product. The 

company's success in influencing consumers in purchasing decisions can foster 

consumer confidence and profit for the company. 

Based on this description, the authors are interested to further want to 

conduct research with the title " The Effect of Mentos Candy Packaging Design 

On Implusive Buying Behavior". 

 

1.2 Formulation of the Problem 

 Based on the background above, the author will identify the problem as 

follows:  

1. How does Mentos product packaging design affect impulsive buying 

behavior? 
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2. How much Mentos product packaging design affect impulsive buying 

behavior? 

 

1.3 Purpose of the Study  

Based on the background of these poblem, the objectives of this research 

are: 

1. To find out the influence of Mentos product packaging design affects 

implusive buying behavior.  

2. To find out how much the influence packaging design on implusive 

buying behavior. 

 

1.4 Significances of the Study  

 The significance obtained form a study of the effect of packaging design 

on implusive buying behavior for Mentos product consumer are as follows: 

1. Benefits for Manufactures/ Companies : 

consideration and evaluation and provide information on how packaging 

design affects consumer implusive buying behavior. 

2. Benefits for Readers/ Society : 

As a means to add insight and knowledge about the supporting aspects in 

marketing a business/industrial product. 

3. Benefits for Authors : 

In addition to the requirements of completing education, it can also 

increase the science of marketing management science, and train the 

author to be able to apply theories obtained from lectures.  

4. Benefits for Society : 

This research is expected to know the effect of product packaging design 

on implusive buying behavior. 

1.5 Scope and Limitation of the Problem 

 Based on the background of the problems that have been presented, the 

authors can identify the scope of this study are follows: 



 

4 
 

1. Mentos Products in every types that offering for consumer at Indomaret. 

2. Indomaret Jalan Antara, Bengkalis 

3. Respondents  who bought Mentos products. 

 

1.6 Writing System 

 Systematic of writing on the study “the effect of packaging design Aqua 

product on implusive buying behavior” can be explained as follows: 

CHAPTER I      : INTRODUCTION 

This chapter contains the background of the problem, the 

formulation of the problem, the purpose of the study, the 

benefits of the study, the scope and boundaries of the problem, 

and the systematic writing of the report. 

CHAPTER II     : LITERATURE REVIEW 

This chapter explains about previous research, theoretical basis, 

and frame of mind. 

CHAPTER III   : METHOD AND ACCOMPLISHMENT PROCESS 

This chapter contains the location and object of the study, 

types and sources of the study, population and sample, 

sampling techniques, data collection techniques, data 

processing techniques, measurement scale, test of validity and 

reliability, data analysis method, research hypothesis, research 

model, types of the study, concept definition and operational 

variable.  

CHAPTER IV   : RESULTS AND DISCUSSION 

This chapter explains about the results and discussion after the 

authors conducted research based on data obtained through 

questionnaires, interviews, observations, and case studies. 

CHAPTER V    : CONCLUSION AND SUGGESTION 

This chapter explains the summary of the results of the writing 

in the previous chapters which is done in a conclusion and 
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suggestions as recommendations for improvement in the 

author's place. 
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