Packaging
These days the role of packaging has changed due to consumers able to self-service thus being able to change consumer's lifestyle. Organisations have started to use packaging as a promotional tool, where more organisations have started to do this. Package becomes an essential selling scheme motivating impulsive buying behaviour, increasing market share and reducing promotional costs all in one go.

According to Arens, "Packaging is the container for a product - encompassing the physical appearance of the container and including the design, colour, shape, labelling and materials used" (Arens, 1996).

(Rundh, 2005) package attracts consumer's attention to particular brand, which enhances its image, and influences consumer's perceptions about the product.

Packaging also reveals unique value to products (Underwood, Klein & Burke, 2001; Silayoi & Speece, 2004), works as a tool for differentiation, i.e. helps consumers to choose the product from wide range of similar products, stimulates customers buying behaviour (Wells, Farley & Armstrong, 2007). Packaging can be defined quite simply as an extrinsic element of the product (Olson and Jacoby, 1972) characteristic that is related to the product but does not form part of the physical product itself.

Therefore the fact of packaging is one of the major factors in marketing as in it influences consumer buyer decision. Thus to maximize the effectiveness of package in a buying place, its elements and their impact on consumer's buying behaviour.

Some of researchers investigate all factors of package and their influence on consumer's buyer decision (Silayoi & Speece, 2004; Silayoi & Speece, 2007; Butkeviciene, Stravinskiene & Rutelione, 2008), while others concentrates on separate factors of package and their influence on consumer buying behaviour (e.g., Vila & Ampuero, 2007; Madden, Hewett & Roth, 2000; Underwood et al., 2001; Bloch, 1995).

Furthermore some researchers investigate influences of package and its elements on consumer's overall purchase decision (e.g., Underwood et al., 2001)

Furthermore the great quantity of literature on this issue do not provide unanimous answer concerning the influence of package factors on consumer's buying behaviours multiplicity of the results in this area depends not only on the type research models constructed and methods employed, but on the context of the research too. What has been mentioned above confirms the compulsion to investigate this issue in more detail. Due to these challenging aspects, research challenge could be devised as following question: Packaging the influence it has n buyer decision.
Objectives of the study
· * To find out the effect of packaging on the buying behaviour

· * To check the effect of packaging elements on the buying behaviour.

· * To identify the factors which should be highlighted while designing the packaging
Research Question

Influence that packaging has on buyer decision

Literature Review
Rita Kuvykaite (2009) has illustrative research in Impact of Package Elements on Consumer's Purchase Decision. According to Rita package draws consumer's attention to particular brand, which enhances its image, and influences consumer's perceptions about the product. As well as packaging exposing a unique to the products (Underwood, Klein & Burke, 2001; Silayoi & Speece, 2004), works as a tool for differentiation, i.e. helps consumers to choose the product from wide range of similar products, stimulates customers buying behaviour (Wells, Farley & Armstrong, 2007). Therefore package performs an important role in marketing communications and could be considered as one of the most important factors influencing consumer's purchase of package, its elements and their impact on consumer's buying behaviour became a relevant issue. Types of research methods that Rita used are methodical and comparative analysis of scientific literature, empirical research. There are many different schemes for classification of elements of package in scientific literature. According to Smith & Taylor (2004), there are six variables that must be taken into consideration by designers when creating efficient package: form, size, colour, graphics, material and flavour. Likewise, Kotler (2003) distinguishes six elements that according to him must be evaluated when utilizing packaging decisions: size, form, material, colour, text and brand. Rita's research result shows the influence of package factors on consumer's buyer decisions can be stronger. Rita conclude that Package could be treated as one of most valuable tools in today's marketing communications, imposing more detailed analysis of its elements and an impact of those elements on consumers buying behaviour. The impact of package and its factors on consumer's buyer decision can be revealed by analyzing an importance of its separate elements for consumer's choice.

Rettie & Brewer (2000) underlined out the importance of proper positioning of elements of package, dividing the elements into two groups: verbal (for example, brand slogans) and visual (visual appeal, picture, etc.) elements. In a comparable way package elements were classified by Butkeviciene, Stravinskiene & Rutelione (2008). Analysing consumer's decision making process they distinguish between non-verbal elements of package (colour, form, size, imageries, graphics, materials and smell) and verbal elements of package (product name, brand, producer/ country, information, special offers, instruction of usage). Their classification includes brand as a verbal component, whereas Keller (2003), for example, considers packaging as one of the five elements of the brand, together with name, logo, graphic symbol, personality, and the slogans.

Renaud LUNARDO 2007 has a great research on the influence of label on wine consumption where he research as far back as 40 years ago. its effects on young consumers' perception of authenticity and purchasing behaviour The main objective of the paper is to identify the effects of authenticity on purchase behaviour. They used a repertory grid (RG) approach as a methodological framework in order to know which pattern of features is better at inducing purchase. All the relationships between authenticity provided by the label of bottles and consumer behaviour attributes (performance risk, perceived price and purchase intentions) have all been tested by using linear regressions. This study was intended to provide a more complete understanding of the influence of the authenticity perceive from the label of bottled wine. As an attempt to extend the research on the influence label of bottled wine can have on consumers' decisions of buying, the current it is clear from these findings is the major role played by labels.
