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Abstract: Packaging is more than just a protective 

layer—it plays a key role in shaping consumer decisions 

and brand perception. This study explores how 

different aspects of packaging, such as design, material, 

sustainability, and functionality, influence purchasing 

behavior. Through surveys, the research highlights that 

visually appealing packaging—especially color, 

typography, and overall design—grabs consumer 

attention and strengthens brand recognition. 

The findings show that packaging materials impact how 

consumers perceive product quality, with sustainable 

options becoming increasingly popular. Features like 

resealability and user-friendly designs add convenience, 

making products more attractive for repeat purchases. 

Additionally, clear labeling builds trust, while poorly 

designed packaging can discourage buyers. 

Young consumers, particularly those aged 18-25, are the 

most responsive to packaging aesthetics and 

sustainability efforts. Many associate premium 

packaging with better product quality and brand 

credibility. However, not all consumers are willing to 

pay extra for sustainable packaging, as affordability 

remains a key factor. 

This study underscores the importance of packaging as 

a marketing tool and suggests that brands focus on eye-

catching, functional, and eco-friendly designs to 

enhance customer engagement and loyalty. 
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INTRODUCTION 

Background 

Packaging has evolved far beyond its traditional role 

of simply protecting products. In today’s competitive 

market, it acts as a powerful marketing tool that 

influences consumer decisions, builds brand identity, 

and enhances product appeal. With rising consumer 

awareness, brands are now investing in innovative, 

sustainable, and visually appealing packaging to 

attract buyers. The way a product is packaged can 

significantly impact purchasing behavior, as elements 

like color, design, material, and functionality play a 

crucial role in shaping consumer perceptions. 

Modern consumers, especially younger buyers, are 

drawn to packaging that not only looks good but also 

aligns with their values—whether that’s convenience, 

sustainability, or premium quality. The growing 

demand for eco-friendly options has also put pressure 

on companies to adopt sustainable packaging 

solutions. As businesses compete for attention on 

crowded shelves and digital marketplaces, packaging 

has become an essential element of brand 

storytelling, directly influencing how customers 

interact with and perceive a product. 

PROBLEM STATEMENT 

Despite the increasing emphasis on packaging, many 

brands struggle to understand which elements truly 

influence consumer choices. While some consumers 

prioritize aesthetics, others focus on sustainability, 

functionality, or product information. There is a gap 

in research on how these factors interact and which 

aspects drive consumer decisions the most. 

Additionally, while eco-friendly packaging is on the 

rise, it is unclear whether consumers are willing to 

pay extra for it. 

This study aims to bridge that gap by analyzing the 

role of packaging in shaping consumer preferences. 

By understanding which packaging features have the 

strongest impact, businesses can make more 

informed decisions about their product presentation 

and branding strategies. 

OBJECTIVES 

The primary goal of this research is to explore how 

packaging affects consumer buying behavior. 

Specifically, the study seeks to: 
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1. Examine how visual elements like color, 

typography, and design influence purchase 

decisions. 

2. Assess the impact of packaging materials on 

consumer perceptions of quality and trust. 

3. Determine the role of functionality, such as 

resealability and ease of use, in enhancing 

customer satisfaction. 

4. Investigate whether sustainability efforts in 

packaging influence brand loyalty and 

purchasing choices. 

5. Explore how innovative packaging technologies, 

such as QR codes and smart packaging, impact 

consumer engagement. 

By addressing these objectives, the study aims to 

provide insights that can help brands refine their 

packaging strategies to better connect with their 

target audience. 

HYPOTHESIS 

This research is based on the following assumptions: 

1. Consumers are more likely to purchase products 

with visually appealing packaging. 

2. Packaging material affects perceived product 

quality, with eco-friendly options being 

preferred. 

3. Functional packaging enhances convenience and 

encourages repeat purchases. 

4. Sustainable packaging positively impacts brand 

perception but may not always justify a higher 

price for consumers. 

5. Interactive packaging features, such as smart 

labels or QR codes, increase consumer 

engagement and trust. 

Through data analysis and consumer insights, this 

study will test these hypotheses to understand the true 

impact of packaging on buying behavior. The 

findings will help businesses align their packaging 

strategies with consumer expectations, ultimately 

driving better sales and brand loyalty. 

LITERATURE REVIEW 

The Role of Packaging in Consumer Behavior 

Packaging has become an essential factor influencing 

consumer choices, often acting as a "silent salesman" 

in retail environments (Ampuero & Vila, 2006). It 

serves as the first interaction between a product and 

its potential buyer, shaping initial perceptions of 

quality, brand value, and desirability. Studies suggest 

that nearly 70% of purchasing decisions are made at 

the point of sale, emphasizing the role of packaging 

in impulse buying (Silayoi & Speece, 2007). 

Visual Appeal and Branding 

The visual design of packaging—including color, 

typography, and imagery—has a strong 

psychological impact on consumer preferences. 

Research by Bloch (1995) found that aesthetically 

appealing packaging creates an emotional connection 

with buyers, making them more likely to purchase a 

product. For instance, the color red is associated with 

excitement and urgency, often used for snack 

packaging, while green conveys health and 

sustainability (Labrecque & Milne, 2012). 

Brand consistency through packaging also plays a 

vital role in customer loyalty. Oreo’s blue packaging 

and Coca-Cola’s signature red can are examples of 

strong visual branding that reinforces product 

recognition (Keller & Lehmann, 2006). A study by 

Orth and Malkewitz (2008) revealed that packaging 

aligned with brand identity significantly improves 

consumer recall and trust. 

Material and Perceived Quality 

Beyond aesthetics, packaging material influences 

consumer perception of product quality. Prendergast 

and Pitt (1996) found that products packaged in glass 

or metal were perceived as premium, while those in 

plastic were often considered lower quality. 

Similarly, Steenis et al. (2017) noted that consumers 

associate sturdy, eco-friendly packaging with better 

product integrity and sustainability. 

The growing concern for environmental issues has 

also fueled a shift toward sustainable packaging. 

Magnier and Schoormans (2015) reported that eco-

friendly packaging improves brand image, 

particularly among environmentally conscious 

consumers. However, some studies suggest a gap 

between consumer preferences and actual purchasing 

behavior, as many buyers hesitate to pay extra for 

sustainable materials (McKinsey & Company, 2021). 

Functionality and Consumer Convenience 

Functional packaging features, such as resealable 

closures, easy-open tabs, and portion control, 

enhance consumer experience and satisfaction. 
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According to Underwood et al. (2001), convenience-

driven packaging leads to repeat purchases, 

particularly in fast-moving consumer goods 

(FMCG). 

In the food industry, packaging that preserves 

freshness and ensures hygiene is particularly valued. 

Research by Pires and Stanton (2020) highlighted 

that consumers prefer packaging that enhances 

product usability, such as Pringles' iconic canister, 

which prevents chips from breaking while 

maintaining their crispness. 

The Rise of Smart and Interactive Packaging 

With digital transformation, smart packaging is 

gaining traction. Technologies like QR codes, 

augmented reality (AR), and near-field 

communication (NFC) allow brands to engage 

consumers beyond physical packaging. 

AppetiteCreative (2022) discussed how QR codes on 

packaging provide transparency, offering information 

about product sourcing, sustainability practices, and 

promotions. Brands like Nestlé have adopted these 

technologies to enhance trust and engagement. 

However, while smart packaging adds value, studies 

indicate mixed consumer adoption rates. Harwood 

and Garry (2019) found that while younger 

consumers are more inclined to interact with digital 

packaging, older demographics remain skeptical 

about its necessity. This highlights the need for 

brands to balance innovation with accessibility. 

Sustainability and the Shift Toward Green Packaging 

Consumers are becoming more conscious of a 

product’s environmental impact, pushing brands to 

adopt eco-friendly packaging solutions. Nielsen 

(2020) reported that 60% of global consumers prefer 

products with recyclable or biodegradable packaging. 

Companies like The Body Shop and Patagonia have 

successfully built their brand identity around 

sustainable packaging efforts (Jedlicka, 2009). 

However, there are still challenges in this transition. 

A study by Leonidou et al. (2013) found that while 

many consumers express a preference for green 

packaging, cost remains a barrier. Some brands 

struggle to balance sustainability with affordability, 

as biodegradable materials can be more expensive to 

produce. Further research is needed to explore ways 

of making sustainable packaging both cost-effective 

and attractive to mainstream consumers. 

Gaps and Future Research Directions 

While extensive research exists on packaging and 

consumer behavior, several gaps remain: 

1. Consumer Willingness to Pay for 

Sustainability – Studies indicate an intention to 

support eco-friendly packaging, but real purchasing 

behavior does not always reflect this (McKinsey & 

Company, 2021). Future research should explore 

price sensitivity and how incentives can encourage 

sustainable choices. 

2. Cultural Influences on Packaging 

Preferences – Most research focuses on Western 

consumer behavior. More studies are needed on how 

packaging preferences vary across different cultures 

and economies (Moon & Jain, 2016). 

3. Impact of Minimalist vs. Informational 

Packaging – Some brands opt for sleek, simple 

designs, while others use detailed labeling. Research 

should explore which approach works best for 

different product categories (Huang & Wei, 2020). 

4. Effectiveness of Smart Packaging Across 

Age Groups – While younger consumers engage with 

digital packaging, older consumers may find it 

unnecessary. Further studies can assess how brands 

can bridge this gap (Harwood & Garry, 2019). 

RESEARCH METHODOLOGY 

Study Design 

This study follows a quantitative research approach, 

aiming to analyze the impact of packaging on 

consumer buying behavior through numerical data 

and statistical analysis. A descriptive research design 

is used to explore how various packaging elements—

such as visual appeal, material, sustainability, and 

functionality—influence purchasing decisions. The 

study does not manipulate variables but instead 

collects data through surveys to understand consumer 

perceptions. 

Data Collection 

The research relies on primary and secondary data 

sources: 

 Primary Data: Collected through structured 

surveys distributed to consumers via online platforms 

such as Google Forms and social media. The 

questionnaire includes multiple-choice and Likert 

scale questions to measure consumer attitudes and 

preferences regarding packaging. 
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 Secondary Data: Gathered from research 

papers, industry reports, and market studies on 

packaging trends, consumer behavior, and 

sustainability. Sources include academic journals, 

business reports, and marketing research 

publications. 

The survey covers key areas such as consumer 

preferences for packaging materials, the role of 

aesthetics in decision-making, and the willingness to 

pay for sustainable packaging. 

Sampling Techniques 

Population 

The study targets consumers who purchase packaged 

goods across different product categories such as 

food, beverages, cosmetics, and household items. 

The focus is on individuals who actively engage in 

retail or online shopping, as they are more likely to 

be influenced by packaging. 

Sampling Unit 

The sampling unit consists of individual consumers 

who frequently buy packaged goods. These 

respondents are selected based on their shopping 

habits and awareness of packaging elements, 

ensuring the data reflects real consumer experiences. 

Sample Size 

To ensure statistical validity, the study includes a 

sample size of 200 respondents. This number 

provides a balanced representation of consumer 

preferences while allowing for meaningful data 

analysis. The sample includes individuals from 

different age groups, genders, and shopping habits to 

capture diverse perspectives. 

Sampling Method 

The study employs a non-probability sampling 

method, specifically convenience and purposive 

sampling: 

 Convenience Sampling: Respondents are 

selected based on accessibility and willingness to 

participate, making it easier to gather responses 

efficiently. 

 Purposive Sampling: The study specifically 

targets consumers who actively shop for packaged 

goods, ensuring that responses are relevant to the 

research objectives. 

While probability sampling would enhance 

generalizability, the non-probability approach allows 

for a focused and practical examination of consumer 

behavior. 

DATA ANALYSIS AND INTERPRETATION 

 

The majority of respondents, at 144, fall within the 

18 - 25 age group, thus suggesting that the most 

active consumer feedback on packaging comes from 

younger consumers. The age groups of 16 are found 

in the 26 - 35 age group, while 12 fall in the 36 - 45 

age group, thus having fewer responses in the older 

age groups. This might suggest that the packaging 

preference is more powerfully driven by younger 

consumers. 
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here gender distribution is almost equal with 88 males and 84 females. This implies that both genders are well 

represented in the feedback on the preference and influences on packaging. 

 
The data indicates that students (122) form the largest 

group of respondents, suggesting that the survey 

primarily reflects their purchasing behavior. 

Jobholders (26) and business owners (18) are 

significantly fewer, while the "Others" category (6) is 

minimal. This distribution suggests that marketing 

strategies, especially for packaged products, should 

focus on student preferences, as they are the 

dominant consumer group in this survey. 
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The data shows that daily shoppers (70) form the 

largest group, indicating a high demand for packaged 

products in routine purchases. Weekly shoppers (58) 

also make up a significant portion, suggesting 

frequent but slightly less regular purchases. Monthly 

shoppers (24) and rare shoppers (20) form the 

smallest groups, showing that fewer people buy 

packaged products infrequently. This trend suggests 

that businesses should focus on strategies targeting 

daily and weekly consumers, such as promotional 

offers and convenient packaging. 

 

The bar chart displays the types of products people 

mostly buy based on packaging. Food products have 

the highest influence, with around 100 respondents 

prioritizing packaging in their purchase decisions. 

Cosmetics follow, with a significant but lower count. 

Beverages, electronics, and other products show 

much lower counts, indicating that packaging plays a 

lesser role in their purchase decisions. This suggests 

that industries like food and cosmetics should focus 

more on attractive packaging to influence consumer 

behavior. 

 

The data shows that packaging is a critical factor in 

purchase decisions for most respondents. A total of 

130 people (64 Important + 66 Very Important) 

consider packaging important, which means that it 

influences consumer choices. 34 respondents are 

Neutral, meaning they do not consider packaging as 

a priority but still do. Only 8 respondents find it Not 

Important, which means that packaging has a 

minimal impact on a small segment. This implies that 

companies need to invest in lovely packaging that 

will attract the majority of consumers to their 

business. 
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The analysis shows that material (46) has the highest 

influence on buying decisions, suggesting consumers 

prioritize sustainability or product quality. Colour 

(40) and design (38) also play a significant role, 

indicating the visual appeal and emotional impact of 

packaging. Label information (28) is important for 

conveying product details, but less so than aesthetics. 

Brand logo (12) appears to have a moderate 

influence, suggesting that while branding matters, it's 

not the primary decision driver. Size (6) and shape (2) 

are the least influential, highlighting that consumers 

focus more on overall packaging appearance and 

material rather than specific physical attributes. 

 

The data shows that 94 respondents (the majority) are 

influenced by attractive packaging to try a new 

product, indicating that packaging plays a significant 

role in attracting attention. 44 respondents say 

"sometimes," suggesting that while packaging can 

sometimes spark curiosity, other factors may also 

influence their decision. 34 "no" answers suggest that 

attractive packaging isn't a purchasing criterion for 

everybody and that other factors, such as product 

quality or trust in the brand, are much more critical 

for others. 
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In most instances, 126 respondents preferred eco-

friendly packaging over usual ones, showing a good 

trend towards environmental consciousness in 

consumer behavior. The respondents who do not 

prefer eco-friendly products reflect a few (30) who 

will have other factors that may take preference 

ahead of environmental considerations, such as cost 

or convenience. However, 16 showed indifference to 

the type (representing a very small group who 

neutralized the selection between the two). This 

indicates that while consumers value eco-friendly 

packaging, they don't necessarily demand it above 

anything else. 

 

The majority of respondents associate better 

packaging with better product quality, with 78 

agreeing and 56 strongly agreeing. This suggests that 

packaging plays a significant role in shaping 

perceptions of product quality. A smaller group, 26, 

is neutral, indicating some uncertainty or indifference 

towards the connection between packaging and 

quality. 8 disagree, and 4 strongly disagree, showing 

that a few do not link packaging to product quality. 

Overall, most consumers seem to believe that high-

quality packaging reflects high-quality products. 
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The data shows that 52 respondents have bought a 

product because of attractive packaging always, and 

48 have done so often, meaning that packaging 

greatly influences their buying decisions, even when 

not required. 36 respondents say sometimes, which 

shows that the appeal of packaging can sometimes 

influence their choices. 22 buy a product not very 

often just for packaging and 14 never, so obviously, 

though a major influence, it is still not the deal-

breaker for everyone. 

 

The data shows that 78 respondents consider the 

readability of product information on packaging very 

important, and 68 find it important, highlighting that 

clear and accessible information is a key factor for 

most consumers. A smaller group, 24, are neutral, 

suggesting they might not prioritize readability as 

much. Only 2 respondents consider it not important, 

indicating that for the vast majority, legible and 

informative packaging is crucial for making informed 

purchasing decisions. 
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The majority of respondents, 106, say packaging 

influences their impression of the brand, thus it is one 

factor that makes branding and consumer confidence. 

34 respondents answered maybe, showing 

uncertainty or situational dependence on whether the 

packaging does influence their view of the brand. 32 

respondents said no, indicating for some consumers, 

packaging doesn't really make an impact on how they 

perceive the brand. Overall, packaging is considered 

an important aspect of brand perception for most 

people 

 

The majority of respondents (92) have stopped 

buying a product due to poor packaging, suggesting 

that packaging can significantly affect purchasing 

decisions and loyalty. 42 answered maybe, indicating 

that it might depend on the situation or other factors 

influencing their decision. 38 respondents said no, 

showing that for some, poor packaging may not be a 

strong enough reason to stop purchasing a product. 

Overall, poor packaging appears to have a noticeable 

impact on consumer behavior. 
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The majority of the respondents (108) preferred 

products with resealable or reusable packaging, 

which reflects the increasing importance of 

convenience and sustainability in consumer 

preferences. 46 said no, meaning that for some, 

resealable or reusable packaging is not a priority. 18 

were indifferent, meaning that for a small group, this 

feature does not significantly influence their 

purchasing choices. Overall, there is a clear 

preference for resealable or reusable packaging 

among most consumers. 

 

Most of the respondents (128) agree that packaging 

has a bearing on how they perceive product safety 

and hygiene, with 24 saying maybe, meaning they are 

uncertain or vary in the degree to which packaging 

impacts their view of safety. 20 said no, meaning for 

a few, packaging does not influence their perception 

of the product's safety or hygiene. Overall, packaging 

plays a significant role in consumer trust regarding 

product safety. 
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The data indicates that 74 respondents believe 

packaging plays a high role in building trust with a 

brand, highlighting its significant impact on brand 

perception. 68 respondents view the role as moderate, 

suggesting that while packaging matters, it is not the 

only factor in building trust. 20 respondents feel it 

plays a low role, indicating that for some, other 

factors are more important. 10 respondents think 

packaging has no role in building trust, showing that 

a small group doesn't see a connection between 

packaging and brand reliability. 

 

The majority of the respondents, 82, are willing to 

pay more for products with premium packaging, 

which suggests that for many, the added value of 

enhanced packaging justifies a higher price. 34 

respondents answered maybe, indicating some 

uncertainty or conditional willingness to pay more 

depending on the product. 56 respondents said no, 

meaning they would not pay a premium for 

packaging, pointing to a preference for value and 

function over packaging aesthetics for some 

consumers. 
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The majority (120) suggest that companies are more 

concerned about sustainable and environment-

friendly packaging; this is also a strong expression of 

demand on the part of consumers for eco-friendly 

practices. 14 of the respondents would maybe agree 

to this, hence some openness though not full 

commitment. 38 said no. This means not everyone is 

going to be particular about sustainability of 

packaging, with possible reasons ranging from cost 

considerations to convenience considerations. 

Overall, most consumers express a preference for 

more sustainable packaging. 

FINDINGS 

This study confirms what many marketers and 

businesses have long suspected—packaging is a 

game-changer when it comes to consumer buying 

decisions. From eye-catching designs to functional 

convenience, the way a product is presented can 

make or break its success. 

1. First Impressions Matter – Consumers are 

naturally drawn to products that look appealing. 

Bright colors, sleek designs, and unique packaging 

shapes immediately grab attention, often leading to 

impulse purchases. If something looks premium, 

people assume it is. 

2. Quality Packaging = Quality Product (At 

Least in Consumers' Minds) – When a product comes 

in sturdy, well-designed packaging, buyers believe 

the quality of the actual product is higher. On the flip 

side, cheap or flimsy packaging can instantly lower 

expectations, no matter how good the product inside 

may be. 

3. Sustainability is Important, But Price Still 

Wins – Many consumers say they prefer eco-friendly 

packaging and believe companies should take 

responsibility for sustainability. However, when 

faced with the choice between a cheaper, regular 

package and a pricier eco-friendly option, not 

everyone is willing to pay more. The intention is 

there, but cost still plays a big role. 

4. Convenience is Key – If a package is easy to 

open, resealable, or reusable, people are more likely 

to buy that product again. Struggling with 

packaging—whether it’s a difficult seal, messy 

design, or hard-to-handle shape—leaves a bad 

impression. 

5. Information Matters – Consumers want 

clear, easy-to-read labels that tell them exactly what 

they’re buying. Confusing, cluttered, or misleading 

packaging creates doubt and damages trust in a brand. 

When in doubt, people go with the product that 

makes things simple. 

6. Bad Packaging = Lost Customers – It 

doesn’t matter how good a product is—if the 

packaging is frustrating, unappealing, or low-quality, 

people will turn to a competitor. A surprising number 

of respondents admitted to completely avoiding 

products that didn’t "look right" on the shelf. 

7. Brand Image is Tied to Packaging – 

Packaging is often the first thing a customer notices 

about a product, and many equate high-quality 

packaging with a reputable brand. Businesses that 

invest in packaging design tend to build stronger 

consumer trust and loyalty. 
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8. Young Consumers are the Most Influenced 

– The study found that younger buyers (18-25) are the 

most affected by packaging trends. They are more 

likely to try a product based on appearance, care 

about sustainability, and respond positively to 

interactive or modern packaging designs. 

CONCLUSIONS 

At its core, packaging isn’t just about protection—it’s 

a powerful marketing tool that speaks directly to 

consumers. A well-designed package can elevate a 

brand, create lasting impressions, and drive sales, 

while a poorly executed one can push customers 

away, no matter how good the product is. 

 Brands need to see packaging as an investment, 

not an afterthought. Whether it's the material, 

design, or functionality, every element 

contributes to the way consumers perceive and 

interact with a product. 

 Sustainability is a major selling point, but price 

sensitivity is still a factor. While people want 

eco-friendly options, affordability remains a key 

concern. Businesses should aim for green 

solutions that don’t break the bank. 

 Ease of use leads to repeat purchases. If 

packaging makes life easier, people are more 

likely to stick with that product. 

 Transparency is everything. Consumers trust 

brands that clearly communicate what they’re 

offering through clean, informative, and well-

structured packaging. 

 Younger consumers set the trends. Companies 

targeting this group should focus on aesthetics, 

sustainability, and functionality to keep up with 

their evolving preferences. 

In the end, good packaging does more than just hold 

a product—it sells it. Businesses that prioritize smart, 

consumer-friendly packaging will not only attract 

buyers but also keep them coming back. 

Suggestions 

Based on the findings, businesses that want to 

maximize their impact through packaging should 

consider the following strategies: 

1. Invest in High-Quality and Visually Appealing 

Packaging 

o First impressions matter. Use eye-catching 

designs, bold colors, and unique shapes to grab 

consumer attention. 

o Minimalist and clean designs work well for 

premium products, while vibrant packaging 

attracts impulse buyers. 

2. Choose Materials That Reflect Product Quality 

o If you want to position your product as premium, 

use sturdy, high-quality materials like glass, 

metal, or thick paperboard. 

o If affordability is key, make sure budget-friendly 

packaging still feels durable—flimsy materials 

can turn buyers away. 

3. Make Packaging More Functional and 

Convenient 

o Consumers love resealable, reusable, and easy-

to-open packaging. 

o Avoid designs that are difficult to handle—if a 

product is frustrating to open, people might not 

buy it again. 

4. Prioritize Clear and Honest Labeling 

o Consumers want transparency. Ensure 

ingredients, usage instructions, and key product 

details are easy to read. 

o Avoid misleading claims—trust is hard to 

rebuild once lost. 

5. Embrace Sustainability Without Overpricing 

o Eco-friendly packaging is in demand, but high 

prices deter many consumers. Find cost-effective 

ways to introduce sustainable options. 

o Clearly communicate eco-friendly efforts on 

packaging to attract conscious buyers. 

6. Target Younger Consumers with Trendy, 

Engaging Designs 

o The 18-25 age group is highly influenced by 

modern packaging. Brands should experiment 

with bold aesthetics, interactive features (QR 

codes, AR experiences), and social media-

friendly designs. 

7. Use Packaging to Strengthen Brand Identity 

o Be consistent with colors, logos, and style to 

make your product instantly recognizable. 
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o If you want to position your brand as luxurious, 

eco-friendly, or fun—let the packaging tell that 

story. 

8. Test and Optimize Packaging Based on 

Consumer Feedback 

o Run focus groups or surveys before launching a 

new package design. 

o Monitor consumer reactions and be willing to 

tweak the design based on what works best. 
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