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ABSTRACT
Unit packaging of dietary supplements - an inherent element of their manufacturing, without which they would be
impossible to market — has numerous interlocking functions to fulfil, including the protective, transport,
information, functional, ecological and marketing functions. The information function, however, is one of the
priority functions of dietary supplement packaging. In the era of the continual development of online and selfservice stores (including pharmacies), such packaging has become one of the key sources of information about
dietary supplements' features and properties, while also serving as a brand image creator and a carrier of
promotional information. This raises the questions of whether and to what extent the unit packaging of dietary
supplements influences the purchasing decisions of consumers, what features and elements of such packaging
are crucial for consumers in the purchasing process, and what significance supplement packaging has in the
purchasing process against the background of other purchasing determinants. Seeking to address these
questions, herein we present selected results of an original study conducted in 2019 with a purposely selected
sample of 468 dietary supplement consumers in Poland, whose main purpose was to identify the role and
significance of packaging as a determinant of purchase in relation to three selected categories of dietary
supplements..
Key words: packaging, dietary supplements, purchasing decisions, purchase determinants

www.minib.pl

Open Access

Packaging as a purchase determinanton the dietary supplement market in Poland

ABSTRAKT
Opakowania jednostkowe są nieodłącznym elementem produktów takich jak suplementy diety, bez których nie byłoby możliwe wprowadzanie na rynek suplementów. Opakowania suplementów diety powinny pełnić liczne, zazębiające się funkcje, do których należą: ochronna, transportowa, informacyjna oraz funkcjonalna, ekologiczna i marketingowa. Jedną z priorytetowych funkcji opakowań suplementów diety jest funkcja informacyjna. W dobie rozwoju sklepów internetowych
i sklepów samoobsługowych (w tym aptek) opakowanie jest jednym z kluczowych źródeł informacji o cechach i właściwościach suplementu diety, a poprzez swój wizerunek staje się wizerunkiem marki twórca i nośnik informacji promocyjnej. Wobec powyższego zasadne jest ustalenie, czy i w jakim stopniu opakowanie jednostkowe suplementu diety wpływa
na decyzje zakupowe konsumentów, jakie cechy i elementy opakowania są kluczowe dla konsumentów w procesie zakupowym, jakie jest znaczenie opakowanie suplementu w procesie zakupowym na tle innych uwarunkowań zakupowych.
W artykule przedstawiono wybrane wyniki badań własnych przeprowadzonych na celowo dobranej próbie 468 konsumentów suplementów diety w Polsce w 2019 roku, których głównym celem było określenie roli i znaczenia opakowania jako
determinanty zakupu w odniesieniu do trzech wybranych kategorii suplementów diety.
Słowa kluczowe: opakowania, suplementy diety, decyzje zakupowe, uwarunkowania zakupowe

JEL: D12, D91, J14, 039

Introduction
Dietary supplements have for years constituted one of the most stable,
promising and innovative markets, both in the world and in Poland.
Worldwide, the dietary supplements market was valued at USD 96 billion in
2017, with forecasts anticipating a further 6.9% growth over the next five
years (https://www.researchandmarkets.com). The growing supply produced
by dietary supplement manufacturers is being fuelled by demand from
consumers who — in an era of ever-increasing risk of modern-day "diseases
of civilization" — are growing increasingly aware of the importance of
prevention in protecting their own health. In Poland, the market value is
estimated in 2018 at PLN 5.363 billion, while the forecast for 2023 is PLN
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6.504 billion (https://www.researchandmarkets.com/). The main reasons for
positive forecasts for market development are the increased interest in
supplements and the ever-broader range of such products.
From a formal point of view, dietary supplements are not considered
medicinal products, although they are very often confused with over-thecounter medications. A dietary supplement has been defined as: "a food
which is intended to supplement a normal diet, being a concentrated source
of vitamins or minerals or other substances having a nutritional or other
physiological effect, single or complex, marketed in a form enabling dosage,
excluding products having properties of a medicinal product within the
meaning of the provisions of the pharmaceutical law" (Polish Food Safety
Act, 2006; EU Food Supplements Directive, 2002). Dietary supplements may
contain vitamins and minerals that are naturally present in food and are
consumed as part of it, as well as other substances exhibiting a nutritional
or other physiological effect (Polish Food Safety Act, 2006).
Unit packages are an integral part of the dietary supplements market
(Jamal et al., 2012). In the case of dietary supplements, the packaging
primarily protects the packaged product against the negative influence of
external factors and enables its distribution in the logistics chain, but it also
constitutes a tool for marketing activities (Shah et al., 2013). The potential
of dietary supplement packaging (generated by elements such as packaging
material, design, closing systems, labelling, colours and graphics) makes
them an effective tool for marketing activities (Ankiel-Homa, 2012). From
the consumer's point of view, the product packaging is a source of numerous
kinds of necessary information about the supplement, a brand image
identifier and one of the main purchasing determinants (Butkeviciene et al.,
2008).
Properly designed packaging plays an important role in the purchasing
behaviour of consumers, particularly in the process of making purchasing
decisions (Granger and Billson, 1972; McDaniel and Baker, 1977; Homer
and Gauntt, 1992; Underwood et al., 2001; Kuvykaite et al., 2009; Rambabu
and Porika, 2020). From the consumer's point of view, packaging of dietary
supplements is a source of important information about the product, which
is of particular importance in the purchasing process (Butkeviciene et al.,
2008; Wang, 2013; Bahrainizad and Rajabi, 2018; Bigoin-Gagnan and
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Lacoste-Badie, 2018). Packaging of dietary supplements must meet
increasing requirements — in addition to fulfilling the essential functions
(protective, information and transport) it needs to be characterized by
modern design, innovative construction and graphic solutions, high utility
for consumers and environmental friendliness (Auttarapong, 2012; Casillas,
2013; Ankiel-Homa, et al., 2011).
The key factors favouring the development of packaging on the dietary
supplements market include the following (Ankiel and Walenciak, 2018;
Ankiel and Sojkin, 2018; Jamal et al., 2012; Grundey, 2010; Lee et al., 2008;
Barska and Wyrwa, 2017):
z

z

z

z

z

new trends in consumer behaviour (e.g. increased care for health and
appearance) that generate increased consumption of dietary
supplements;
an aging society, which results in greater demand for products addressed
to senior consumers;
the development of innovative, self-service sales formats (mainly
convenience stores), boosting the demand for modern packaging as an
effective tool for creating a product brand and higher sales;
environmental and ecological trends and requirements driving the
development of environmentally friendly packaging;
the dynamic development of e-commerce, boosting the demand for
packaging that projects the image of the product/brand, with high
information value and maximally protecting the packed product during
transport.

Because, as has been mentioned, packaging is one of the key factors
influencing consumer purchasing decisions, the design process for
packaging should be carried out simultaneously in relation to the packed
product, taking into account the needs and requirements of consumers
(Abdullahi, 2018; Moskowitz et al., 2009; Perry and Cochet, 2009). As such,
in this study, we resolved to try to better identify the impact of packaging
(and its components) on purchasing decisions made by consumers on the
dietary supplements market in Poland.
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Materials and methods
The main purpose of the study was to identify and evaluate the
importance of packaging as a determinant affecting the purchase of selected
dietary supplements in Poland. In turn, the specific research objectives were
specified as follows:
z

z
z

z

identification of factors influencing the selection of tested dietary
supplements, taking into account the differences within selected product
groups;
assessment of the importance of unit packaging during purchase;
identifying the significance of packaging elements and features affecting
the purchase decision;
diagnosis of respondents' tendency to opt out of purchasing due to
inadequate packaging.

The study was conducted using the CAWI (Computer-Assisted Web
Interview) online interview method. We considered the 3 categories of
dietary supplements which, out of 12,556 products registered in Poland,
show the strongest growth in sales (GIS, 2017):
z
z
z

strengthening the hair, skin and nails;
containing a magnesium preparation;
supporting weight loss.

The survey was conducted in the period from April 2017 to May 2019 on
a sample of 468 respondents in Poland. Sample selection was by deliberate
choice: the survey included consumers declaring systematic consumption of
dietary supplements from the studied categories.

The importance of packaging as determinants
of the purchase of dietary supplements
The main objective of this study was to diagnose whether packaging is an
important purchasing determinant for dietary supplements, to what extent
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and for which product categories (including any differences between hair, skin
and nail strengthening supplements, magnesium supplements and products
for slimming). To this end, the respondents were asked about the importance
of packaging for them when shopping in each of the product groups studied.
The respondents' answers showed clear differences by product category:
packaging in the purchasing process was reported to be most important in the
case of skin, hair and nail strengthening supplements (average 3.54); with
weight loss supplements in second place (average 2.92), followed by products
containing magnesium (average 2.68). These findings show that,
interestingly, unit packaging is most important for consumer decisions when
buying products that are directly related to the external appearance of the
consumer (strengthen hair, skin and nails, and for weight loss).
The study also sought to identify the importance of packaging in the
purchase process of selected dietary supplements against other purchasing
factors. The results show noticeable differences between the factors
determining the purchase of dietary supplements in various product
categories. People looking for magnesium products, i.e. those not directly
affecting the appearance of the consumer, but rather bearing upon their
health and good physical condition, are most susceptible to the suggestions
of pharmacists. For people looking for supplements that support weight loss,
recommendations of friends are the most important. In turn, for people
looking for products to strengthen the hair, skin and nails, the most
important is the price / profitability of the purchase.
The most important factor influencing the choice of the tested dietary
supplements strengthening the hair, skin and nails are the product's
features and properties (average 4.42). Next, respondents pointed to the
product price (average 4.12), recommendation (average 3.71), advertisement
(average 3.44) and a pharmacist's suggestion (average 3.26).
In the category of dietary supplements supporting slimming, the results
are different: most important for the consumer in the purchase process are
the product features and properties (average 4.44), price (average 3.69),
recommendation (average 3.39), and advertisement (average 3.24). The
place of sale was indicated as the least important (average 2.28). On the
other hand, in the case of magnesium supplements, the most important
purchase determinants are the product features and properties (an average
of 4.67 indications), price (average 4.27), recommendations (average 3.48)

28

www.minib.pl

MARKETING OF SCIENTIFIC AND RESEARCH ORGANIZATIONS, 2021, Vol. 40, Issue 2, p. 23–34

and advertisement (average 3.26). As the data presented in Table 1 show, for
each of the studied groups of dietary supplements, packaging turned out to
be a factor of little importance in the purchase process (average 3.06; 2.79;
2.88) compared to other factors definitely more important for the consumer,
such as price, product properties or a pharmacist's suggestion.
Table 1. The importance of packaging in the process
of purchasing dietary supplements against the background of other factors
Hair, skin and nail
strengthening supplements
Purchasing
determinants

Average

Product features
Price
Recommendation
Advertisement
Pharmacist's suggestions
Habit
Sales promotion
Packaging
Brand
Product availability
Place of sale

4.42
4.12
3.71
3,44
3.26
3.22
3.08
3.06
2.71
2.65
2.48

Supplements supporting
slimming
Purchasing
determinants
Product features
Price
Recommendation
Advertisement
Pharmacist's suggestions
Habit
Sales promotion
Packaging
Brand
Product availability
Place of sale

Magnesium
supplements

Average

Purchasing
determinants

Average

4.44
3.69
3.39
3.24
3.10
2.81
2.80
2.79
2.61
2.54
2.28

Product features
Price
Recommendation
Advertisement
Pharmacist's suggestions
Habit
Sales promotion
Packaging
Brand
Product availability
Place of sale

4.67
4.27
3.48
3.26
3.11
3.10
3.07
2.88
2.60
2.38
2.32

Source: own research

Assessment of selected elements
and features of dietary supplement packaging
In the course of the study, the significance of elements and features of
the tested dietary supplement packaging that influence consumers when
shopping was also assessed. The results are presented in Table 2.
Definitely the most important factor for consumers, in each of the
product groups studied, is the information on the packaging. Clear
packaging containing information relevant to consumers is the most
important for people buying supplements. Secondly, the functionality of the
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packaging is important. In the third and fourth place among the most
frequently appearing responses were interchangeable aesthetics of the
workmanship or ecological aspects of the packaging. The least important
factors are the shape of the packaging and the design of the packaging.
Table 2. Elements and features of packaging affecting purchasing
decisions for dietary supplements
Hair, skin and nail
strengthening supplements
Features and
and components
of packaging

Average

Information
Functionality
Aesthetics of performance
Ecological aspects
Packaging material
Graphics
Color
Construction form
Shape

3.39
3.42
3.34
3.15
2.75
2.64
2.63
2.37
2.31

Supplements supporting
slimming
Features and
and components
of packaging
Information
Functionality
Aesthetics of performance
Ecological aspects
Packaging material
Graphics
Color
Construction form
Shape

Magnesium
supplements

Average

Features and
and components
of packaging

Average

3.95
3.19
3.18
3.13
2.66
2.64
2.55
2.36
2.33

Information
Functionality
Aesthetics of performance
Ecological aspects
Packaging material
Graphics
Color
Construction form
Shape

4.04
3.30
3.21
3.18
2.70
2.52
2.50
2.35
2.33

Source: own research

One of the objectives of the study was to investigate answers to the
question: "Have you ever decided against buying a dietary supplement
because of its inadequate packaging?". The results indicated that 53.85% of
respondents answered this in the negative. One out of every four
respondents (26.28% of answers) answered affirmatively, while 19.87% of
respondents gave the answer "I don't recall". Participants who responded
affirmatively were asked to name a maximum of three main reasons for
their opting not to make the purchase. The results indicate that by far the
most common motive for withdrawing from the purchasing process was a
lack of comprehensive product information (56.90% of responses). The next
clear indication was illegible information on the packaging (46.55% of
responses). Further places were taken by: poor packaging aesthetics
(24.14%), impractical closure (24.14%), inadequate capacity (too big / too
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small; 20.69%). A small percentage of respondents indicated as a reason
"packaging difficult to dispose of after use of the product" and
"uncomfortable design / packaging shape" (only 6.9%), while "unsuitable
packaging material / material" was indicated by 3.45%.
The results clearly show that the main negative factor motivating
decisions not to follow through with a possible purchase are incorrectly
designed packaging of dietary supplements, especially in the product
information layer. Product features and properties have been recognized by
respondents as one of the key purchasing determinants, so it is important
that this information should be correctly, reliably and legibly placed on the
packaging of the dietary supplement.

Conclusions and recommendations
Herein we presented some findings from an original study with a selected
sample of 468 dietary supplement consumers in Poland, carried out in order
to gain more into the role and significance of packaging as a determinant of
purchase in relation to three selected categories of dietary supplements.
Overall, we found that, in the case of dietary supplements, while unit
packaging is not a crucial purchasing determinant (the most important
factors being price, product properties and features, and a pharmacist's
recommendation), it is nevertheless still a fairly important factor
influencing the selection and purchase of tested products. Moreover, we
found that in relation to the three categories of dietary supplements studied,
packaging is most important for supplements intended to aid the skin, hair
and nails. Close analysis of the individual features and elements of
packaging that affect the purchase of the studied categories of dietary
supplements showed that the most important factors for consumers are the
information placed on the packaging, the functionality of the packaging (e.g.
ease of opening / closing) and the aesthetics of the packaging. These factors
do not differ in relation to the three categories of dietary supplements
analyzed.
Thus, in the case of hair, skin and nail strengthening supplements, the
functionality of the packaging turned out to be its most important aspect,
and in the case of supplements supporting slimming and magnesium
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supplements, the information contained therein is the most important
element of the packaging in the opinion of consumers.
The results of our study indicate that consumers are prone to decide not
to buy a dietary supplement if they feel that the preparation has an
inadequate packaging (1/4 of respondents have made such a decision). The
main reason for withdrawing from a purchase was a lack of reliable and
comprehensive information about the product properties on the packaging
and inadequate aesthetic values. This very clearly indicates how important
it is for the process of designing the visual layer of dietary supplement
packaging to be done with due diligence, based on the preferences and
expectations of target consumers.
The dynamically growing market of dietary supplements globally, as well
as in Poland, is giving rise to an ever-greater need for such research
revealing more about how consumers perceive dietary supplement
packaging, and how such packaging fulfils its various interrelated functions
— especially the information function. In the era of the continual
development of online and self-service stores, such packaging has become
one of the key sources of information about dietary supplements. Our study
on the determinants of the choice of dietary supplements within three
separate product groups (strengthening the hair, skin and nails; supporting
weight loss; containing magnesium) is admittedly only preliminary due to
the selection and limited size of the research sample, but it offers
a promising prelude to other, more advanced research.
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