CASE STUDY

DO WE SPEAK WHAT THE
BUYER NEEDS TO HEAR?

“The single biggest problem in communication is the illusion that it has
taken place” — George Bernard Shaw
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SALMAALIGROWLEDATTHE
pasta that was taking so long to cook.
Shethen reached for the halfusedjar
of pasta saucesitting in the fridge.
She could read not a word; the font
was too small for human eyes, likely
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dryplace/ Refrigerate after opening/
For any suggestions... (in 3 poini)...
then suddenly the font went upper-
case and 12 point: MRP (inclusive

of all taxes): Rs195. (Then, inultra
mega tiny font) For batch number,

4 point, she guessed. Salma got her
glasses and turned the bottle to read:
“Ingredients’.., then ‘Discover other
products of Brand XX (thiswas in
larger font, bold)... then BEST BE-
FORE 36 MONTHS FROM MANU-
FACTURE (non-bold), store in cool
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date of manufacture, please see back
ofthejar).

Salmaletoutacry. What was
‘back of thejar’in around bottle? She
swirled the bottle around. There was
nothing. Imported by India, Product
of Spain, Manufactured in Ttaly... but

\\l//

no date of manufacture of any kind.
Even so, don’t things have a shelflife
once opened, she wondered.

Switching on Safari, she Googled
‘toxicityin tomatoes’and bingo, she
came upon the USFDA’s Food Safety
and Inspection Services site, where
sheread thathigh acid canned foods
— tomato was one of the 30 others
[isted — had astorage-on-shelflife of
12-18 months and after opening, alife
of 5-7 days in the refrigerator.

Salma put down the jar slowly on
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the countertop remembering the
times when opened jars had remain-
ed in the refrigerator for months.
Ehsaan, her brother, would nothave
looked up any site for shelflife. She
was about to throw away thebottle,
when a sentence on the website
caught her attention: Throw away
carefully. You don'twant animals,
_children, or anyone elsewho might
rummage through thetrash to getill.
Itwas 11 p.m. Salma called Abhi,
“This is so shameful. There they care
even for tramps and animals. Here we
don’t care for consumers!”
Abhi: Yaar, thisis the bane of busi-
nesstoday. So careless! But we must
first check our own products Salma.
Letustake alook tomorrow?

The next day, Abhinav called forsix |

of the products that were under his
" care. And sure enough, Kanto prod-
uctstoo had consumer data all over
the place. Ashe sat therestaring at the
spread before him, the MD, Prakash
Udpa, poked his head into his office
andsaid, “A deep moment..?”
Abhilooked up slowly, abitlost
in thought, then said, “Ithink we
have never looked at our products
as consumers, but always as mak-
ers, designers, creators... toolofty a
position.... Prakash, why dowe have
our dates and storage information
and instructions scattered? Wouldn't
you think that ideally you begin with
manufactured date, best before fol-
lowed by storage conditions and use
within after opening, all together?
And Prakash saw all the packs....
Prakash: We could not be the only

Consumers
arelazy
whenit
comesto
complain-

ing

on this side, then... on the other side,
it says best before (BB) 6 months from
packaging date...Storein acool dry
place. Clear inkjetting and larger
sized fonts. But of course, it does not

around... hmm, it says ‘PKD and for
batch number seelid’. Ilook at the lid
and I getto seeinkjetted 12/2012. So..
three different spots for the same re-
lated information. Next, extra virgin
olive oil... hmm... thisonehad adate
sticker which, it seems to me, the shop
keeper has peeled off. Now we will
never know. But here where it says
MRP, the printed label says BB 24
months from date of manufacture...
but it does not say where tofind that...
So,1goaround the bottle... sorry, no
date available.

Prakash: Now Kay’s tomato ketchup.
:After MRP, it says 5/2013; BB nine
months from PKD is written below
the MFG date. Butin a verysmall
font. Nothing about storage...

state expiry. ,

Prakash: Commodities typically
have no expiry. We get staples from
the hills for the whole year...

Salma: I do not know, butasacon-
sumer I ask the dalbrand, ‘Then why
give me this information?’ \
Abhi: Weneed tolink expiry dates

to healthcare, tell the consumeryou
can store the product only for so many
months because being a tropical cli-
mate you can be infected by weevils.
Product can spoil. Soideally dals
should be used within 3 months of
buying. Instead, we say, let them buy,
letthem decide, they will getitright...
we are not trying to engage with the
consumer on this, educate her, tellLher
what can be the fallout of weevils.
Salma: Because we feel that our
conditions are already so suboptimal,
eating weevil-ridden dal will definite-

Salma: No, it does, here on myjar!
Storein a cool dryand hygienicplace
at 31 degrees after opening and...
Abhi: Wow, same brand, but mineis
arefill pack. How come different data
systems for the same brand?

Salma: It also says ‘Recommended
refrigerate after opening’. Wow...
never heard of this. Thave never
refrigerated ketchup! Have you?
Butwhy ‘recommended’? Whynot

be clear? Either you say Refrigerate
or say nothing. Likewise, why ‘Best
before’? What's the catch?

Thomas: Soyasauce, PKD 7/2012;
then EXP 7/2014; Very clear. Now
storage information....is very far
away. Yeah, L knowitis on the same
bottle of 2 inches diametre, but you
see howyou are taking my attention
away, you are making me search for it.
AndIneednot.. WhenIbuyaproduct

guys doing this. Let us get out some
50 different brands and see the gen-
eral attitude to pack communication.
By noon, an assortment of prod-
ucts sat on Abhi’s table. Salma and
Thomas Chacko (product manager)
joined them.
Salma: Ok, here we go, branded
chanadal — ‘packed (PKD) 6/2013’
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lynotkill. Healthcareis not an item
on our agenda. Don't we say, if you can
eat panipurion the streets then why
can’tyou drink tap water? Same logic.
Abhi (laughing): You may havea
pomt well... now, we have Kay’s
mixed fruitjam. Best before 12
months from packaging. No info
onwhen it was packed. Soturnit

I must get all this in one place for me
to deduce what Ineed to do. Only exp-
iry date is necessary at the time of
purchase. But when I come home, I
have to search for howto storeand I
may not see this! All this should be to-
gether. Where do ook, below, above,
around, on the seal? Itis all overthe
place and ina most frustrating font!

oo -
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Salma: I dothink marketers don’t
care. Literally,  mean that. They care
thatyou buy, so they use bazooka
marketing. Then theyleave you to
your confusions and questions, and
they also knowyou do not know
where to go ask your questions! At the

time of buying as well as at the time of .

consuming, women normally look for
this info every time they reach for the
bottle. Especially soya sauce since it is
used less often.
Thomas: See, the next data is “BB:
see cap”... so right from the foot of the
‘bottle Iam expected tojump to the
cap. Meanwhile, “Storage instruc-
tions: refrigerate after opening.” Very
clear, not ‘Recommended’. Ok, now
we gotothe cap... Sorry, thereisno BB
date. No sticker or inkjetting.

Oh, here is a sticker: Ravi Kumar &
Company; MRP, BB: Seelabel, MFG

- supposed to inkjet the BB date, but
‘decided’ notto. That is howyou
ensure your ROI! Who audits control
weaknesses in imports?

Thomas: Problem is Indian consum-
ershavea certain lethargy when it
comes to complaining...

Salma: Who do you complain to?
Think about it. The retailer? Then
again, most homes are run by hired
help; so user and consumer are divor-
ced. You tell the cook to make hakka,
noodles, you will get hakka noodles.
Cook does not know about BB dates.
Abhi: Here isketchup from Laska
Brands. This one also says keep re-
frigerated after opening; Best before
isfine. But where is the manufacture
date?...Ohit’sgot erased. What is
this7/2013? Ok, Batch date. Rest has
faded...

Salma: Here s a different question. I

the climatic conditions have been
impacting my kitchen climate. Does
the brand owner knowifmybrand
experience is ashe designed it to be?
Do, the user, realise that my rich
gooey chocolate cake has a flat taste
because my cocoahas aged and not
because I am abad baker? Point s, I
would be concerned if my consumer’s
tin of coco has been lying around for
solong. Thereisalevel of deteriora-
tion associated with any consumable
withtime. It gets oxidised...isthe
product good enough to delivera
tasty cake? As a brand owner, I would
worry whether my consumer will get
the same joy from using my product
thatis 8 months old! Wouldn’t you
asabrand manager prefer meto use
fresh stocks?

Abhi: So, what would you do?
Salma: Food products must come

date: See label. Net weight: Seelabel;
Month ofimport: 10/2012. What will
aconsumer do with just the Month of
import? Should you notbe telling her
howlong this can be used?

Abhi: It’s clear, the importer was
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need to bake today so I buy a tin of co-
coa. Mind you, I am nota professional
baker. Atthe end of eight months I
still have that tin of cocoa with me on
my shelf. Meanwhile, we have been
through summer and monsoons and

with a fluorescent sticker which you
encourage buyers to paste on the tin
with dates such as: Opened on; Use
before. Ifitis in my handwriting, I am
morelikelyto find itand useit. Then
again, you are getting me to partici-




pateinthe freshness process.
Thomas: And equally, you, the brand
owner, will be under direction to pro-
vide me with data whereby you getthe
consumer to partnerthe brand!
Salma: Absolutely! ‘How relevant
amIinaconsumer’slife?’ And that
relevance liesin your understanding
that consuming is alonger process
than buying. Yourjob does notend
with selling but in and through the
experiences during consumption.
What hasbeenyourbuyer's consump-
_ tion experiences?

The other deterrent is that increas-
ingly, people are not hands-on cooks
themselves. The hired help doesnot
even know that the fancy Ranch
Dressing sheis using to make your
salad has an expiry date, a storage
- condition, a BB date. You donot know
howlong the tetrapack milk has been
lying open. And in what condition.
Doyou put a sticker on your tetra-
pack and say: Opened on? If so then
the ‘Consume within 3 months of
opening’ caveat makes sense. But
youdon't. You always think youwill
remember.

Thomas: So true! I always think I
knowwhen Ibought my bread. But
Irespond only when it gets moldy!
Now see, my cook has never asked me
ifshe should refrigerate the ketchup,
likely because in flat number 3005,
where she works, madam does not
refrigerate ketchup, so no reason why
the sahibin flat 1005 should refriger-
ate ketchup! Butthen frankly, 1did
not ever know that ketchup needs
refrigeration!

Prakash: (laughing) Ok, here is

branded rosagullas from a namkeen
manufacturer; MFG: 9/2013. BB 31
May. Nothing about how longthe
product can be kept after opening the
tin. No caveat to say product cannot
beleftinthetin, ifthe product MUST
be transferred out for fear of oxidisa-
tion... Then, I come to the third panel,

Understand
that consu-
mingis
alonger
process
than buying
CEENETEEECEREED

Ingredients, oh, here: To dealers and
consumers: do not sell if puffed up.
Storeinacool dry place. But for how
long?Now, in a completely differ-
entspot, it says, Cat whole lid and

_consume product on the same day. So,

5 pieces of information on different
partsof the packaging.

Abhi: Wait a minute. You did not see,
This tin comes in an outer carton. The
packaging date, the expiry date, etc.,
are all on the outer carton but noton
thetin! (Everyone examined carton)
Typically, families will discard the

carton and retain the tin, as often the

outerisdamaged. Do you worry that
theinformation on both can be dif-
ferent? Ok... carton says ‘MFG date,
BB date, see bottom of tin.” (Theyall
peered with Abhi at the tin’s bot-
tom...) Oops... there is nothing on the
bottom of the tin! Ha, ha, ha!
Thomas: Did you say consume same
day? I opened atin 10 days ago...been
popping one everyday... will I die?
Salma: Youare more likely to live and
fall sick for along time. Why don't you

nisance of how the brand data holds
up inretail? How are you actually
selling to the consumer? The info

you seemingly planned for end user
isnotreaching him... you don't even

‘havealegallegto stand on. Now, this

business about ‘consume product
onsame day’. This 1 kg tin has 14
rosagullas. If Chacko bought a tin,
he was definitely not planning to eat
all 14 on the same day. So, either you
scream this message out upfront, or
youmake smaller SKUs!

Salma: You know, ifyou were to read
theentire pack print of any brand,
youwill see that the marketeris hav-
inga disjointed conversation with
the consumer. One minute he is say-
ing howto cook it, the next moment
heis saying cool-dry-place, then heis
listing ingredients, then he s saying
itshould not be puffed.... is this how
wenormally converse? And what on
earthisacool dry place? Manali?
Abhi: What is air-tight container? It
isageneric statementlike, ‘be a good
boy’. But for how long?

Salma: Ok, malted drink for growing
children. ...Oh, God so much data!
Whoreads all this! What a holy clut-
ter! Attheback ‘BB 12 months'’..then
‘replace cap after use’ Really! Whata
useless piece of information! ‘Store in
clean dryplace, away from sunlight’
— now this sunlight bit needsto be
upfront, not hidden between maltose
and sucrose.

Prakash: Ok, guys,] am already
feeling terrible. Let’s put all expiry
and storage information in two blocks
onapacksothatthereisafocused

read the tinbefore eating?

Thomas: Arre! Ifit is written I will
read na! Ididn’t even get this outer
carton. And the paper on my tin was
ripped..

Abbhi: Prakash, these are the reali-
ties of consumer usage. Labels peel
off; tins get dented. Cartons getbat-
tered; asa brand are you taking cog-

oo .
A

window of information. It will build
trustin the consumer that ‘my brand
experience is more important to the
manufacturer. But honestly, why did
none of this strike us ever?

Abhi: Well.... [
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RAVINIGAM

ALCOLM GLADWELL
% maycallit‘atipping
8 point’but many of us
Jjustknowlife hasits
ahamoments,
ForKanto Products
too, thatmoment
probably came with
Salma’s visual wrestling with her half-
used jar of pasta sauce. That she raised it
with her colleague Abhinay and that
ripple carried through the marketing
team (Chacko) and upward to the MD
Prakash Udpa, is creditable, Rarelyis
ajunior brand person’s observation so
valuable!

Many of us in the consumer packaged
goods (CPG)world could be accused
ofreducing our Packaging to the role
ofawell-dressed town crier. We lend
ourvoice to it to make it deliver onlythe
following: 1) Attract buyer 2) Commu-
nicate message 3) Create desire for the
product, and 4,) Sell product.

Brands tend to concentrate on the
front of a pack because seldom do they
expect the consumerto read all that is
written all over.

Food brands tend to do the same.
Theysettle foragreat photograph and

AN

EDUCATE
DINFORM

A 360° communication on q pack ensures g firm
handshake between the brand and the consumer

looks nothing like the actual product.
While this might induce consumer pur-
chase, it will rarely help in repeat buying,
Designers may win awards fora great
looking pack, but consumer dissonance
could be lurking around the corner

The back panel is often ignored. Com-
panies believeitnottobea space for
powerful communication, a space where
they ought to somehow comply with
regulatory norms encompassing ingre-
dient statements, bar codes, nutritional
panels and minimal usage instructions
such as ‘Replace cap after use’

Asaresult, brandslose outon the
opportunity of using the entire pack to
properly educate and inform consumers
about important aspects of the product.
Consumers need to be informed about
the necessary facts on nutrition such as
fat, carbs, proteins, etc, Where relevant,
attributes such as organic, vegan, Ko-
sher or Gluten-free must be highlighted.

Most consumers are unaware of
functional and regulatory information,
which must be organised well in one
panel only, and not be scattered around.
Abhiand Salma are rightfully shocked
atthelack of clarity on expiry dates and
product price while looking at Kay’s

thenusekey adjectives such as Choles-
terol Free, Sugar Free or Home-style

to project attributes they think the
consumer will place a value on. Some go
tothe extent of describing products as
Original, Super or Preminm.

The goal isto ensure Packaging pops
outon the shelfand differentiates itself
from other brands. Food shots can be ex-
aggerated to the point where the picture

Jam, caused by faded inkjetting, peeled-
offstickers and data in different places.

Care must be taken to ensure people
understand the language used. Please
say ‘Best before’ instead of BB.

Easy contact information on how
consumers canreach outin the event of
aquery or complaint must be provided.

Having taken care of regulatory
norms, itisimportant to educate con-

sumers on other useful information,
which may prevent wastage or spoilage
of products. In addition to providing
shelflife information, a simple direc-
tion such as — ‘once pack is open, keep
unheated product in the refrigerator
forup to three days’ provides additional
information on usage and storage. -

Smartbrands ensure they point
outimportant innovations of having
introduced a ‘cold spot’in a microway-
able pack to prevent burn injurieslike
Conagra does with its popcorn.

Aleading maker of tomato Ppaste pro-
vides ‘Hints and Tips’ of mixing tomato
Ppaste with water to use as stock, oradd
tosoups for added flavour, or stir into
risotto — taking the consumerinto new
areas of product usage. The packthen °
goes on to educate consumers on the
fact that tomato paste is one of the rich-
est natural sources of lycopene, which
is a powerful antioxidant. The brand
effectively informed and educated the
consumer on product attributes that
may normally not be known.

A 360° communication on a pack
ensures a firm handshake between the
brand and the consumer. It is fortunate

| packaging starts with ‘P’ else even the

5thplaceitgetsina 4P world (Product,
Price, Promotion and Place) would have
proved elusive!

The simple truth is consumers are
increasingly spending more time on
theback of the pack than on the front.
Companies should do the same. ]

E

Thewriteris Managing Director,
Tasty Bite Eatables
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