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Industry Voices

Is Your Product Presentation Good Enough?

The Effect of Product Packaging and Merchandising at Retail

ake & fresh ook at your reall sc-
cessary product sales. Tero-thirds
ol consumer electronics accessory
purchases are still made at physical
retail stores. LS, consumers spent
£8.8 billion dollars on these accessories lasc vear.
While 42 percent purchase accessories at the
same Chme a3 the electronic device, the magoriny
purchase them within six menths of the origina
purchase.
A 200L CEA research study, Consumer Percep-
thans and Expectations of CF Accessaries, found the

Twao-thirds of consumer

electronics accessory
purchases are still made
at physical retail stores.

To incregse prafit in

vour product, you must
re-evaiuate your product
packaging and retail
merchandising programs.

three key retail purchase influencers ame packag-
ing, store displays and weeing the item on the
shelf, while the key accessory attributes consum-
ers value are quality, price, warraney and brand
reputation. To increase profit in your product,
you must Te-evaluare your praduct packaging and
retail merchandising programs.

Enow your custemer and tee retail shell en-
vironment. Develop a customer profile based on
geographic coverage and your brands srengrhs.
Determine your customers demographics. For
example, research found that 31 percent of
consumers who buy CE accessories are female,
33 percent are between the ages of 18 and 44, 48
percent are marvied and T4 percent are college

26

educated. Before you stant your packaging design
or merchandising, visit several retail bocations.
During your store checks, take photos of com-
peting products at shelf, noting shell spacing,
product packaging, lighting, pasttoning and
merchandising. Evahsate the siore envitonment
through the eyes of your custamers. Mow you are
ready 1o design your package.

Packaging Design
Packaging design is a trade-off between the
marketing objectives to promate your preduct

®

and the physical need to protect the product in
shigement. Your packaging shoald connect with
VIOUT cuslomser.

D't depend on a specific package orlenia-
tiom at shelll Design your graphics o highlight
the key features on all Baces, wsing vertical and
horizental panels wo support several planogram
laypouts. You have three or four seconds to malke
A positive CoTSUmMET i pressien, so make voor
product stand out. 1 vour package i lost in a sea
of other products, mest people will walk right
by yours. Colors should be chesen to stand out
without being gaudy or garish. Product images
should clearly show the sccessory and i key
features. Lifestyle images can evoke an emotional
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respomse, comvincing the consamet to buy now:.
Zave more detailed feavores for the back panel,
help those considering a purchase.

Beeping your customer profile in mind,
consider the advaniage of including owo or
three langunges, You can also reduce inventony
and packaging costs if you are selling 1a other
countries. This is an effective way w reach more
customers and improve sales,

Premium packaging materials will draw ai-
tention at shell, while adding & sophisticated look
that skgnals your prodct is higher qualicg Your
package should be capable of protecting your
product during shipment. If some packages
artive at shelf with croshed sides or damaged
graphics, those items and ondamaged ones
nearby will not appeal to consumers. A great
package i only half the hattle. Mex, vou
need to merchandise your product,

Merchandising
In addimon o dhsplays and traditlonal shell
graphics such as headers, shelf alkers and
POF there are several other opportunicies 1o
Improve your accessory’s sales

If your product i near eve level, you
have a better opporunity o sttract the
customers atention. 1 not, you should

compersate with bold coloes, larger copy

and compelling graphics. |5 vour accessory
located where consumers expect 1o find it

in the store? Locating vour product in the right
department is crugial,

Finally, support your product with the latest
technelogy to enable online consurser research.
It not encugh to place your website in small bet-
ters on the package, Add p QF code graphic in a
prominent position, Consumers can scan it while
still in the store and be direcied 10 a YouTube or
website video that walles them through the fea-
tures, use and installation of your product. »

Leo Dardashi is president and CEC of Atlantic, a
niaher af entertainment furniture and hare srgari-
zation and sterage products, He’s also @ member of
CEAE Accessories Division Board
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