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EFFECT OF PACKAGING ON CONSUMERS’ DECISION IN
NIGERIA FOOD AND BEVERAGE INDUSTRY

Olawale, Yinusa Alabi (PhD); Salman, Abdulrasaq (PhD); Ojo,
Emmanuel Oludele and Balogun, Ebenezer Oluwadamilare’

Abstract

The main objective of this study is to examine packaging and consumers *decision using Bigi
product consumers in University of Horin, llorin, Kwara state as a cdse¢ study. The specific
objectives of the study were to, (i) examine the impact of package label on product quality;
and (ii) examine the impact of package design on customer patronage. The research adopted
descriptive survey research design while the sampling technique adopted is simple random
sampling techniques and the population of the study is 3775. A total number of three hundred
and sixty-two (362) copies of questionnuaires were distributed which represents the sample size
and was arrived at using Taro Yamane (1967) formula and three hundred and thirteen copies
of the questionnaires were filled correctly and veturned and used for the analysis of this study.
The responses to the questionnaires were analyzed using SPSS and hypotheses were tested
using multiple linear regression at 0.05 significance level. The result of the findings revealed
that package label have significant impact on product quality with 2= 0.790, and p= 0.005,
0.000 and 0.043; and package design has significant influence on customer patronage with
F=0.796, andp = 0.000, 0.045, and 0.000. The study therefore concluded thatpackaging has
positive effect on consumer’s choice. The studv recommends food and beverage industry
should ensure that they improve on their product label by ensuring that it includes the
certification of the product, the composition of the product as well as valid information about
the product so as to enhance the quality of the product.

Introduction

Generally, buymng a product without a wrapper to cover and protect the
product against exposure, spillage as regard container and prevention from
contamination through easy access of flies, ant etc. requires managers as well
as marketing managers to develop a product known as package to contain and
protect the actual product been produced in a company. Packaging is a part of
the product and the brand. A product's package represents its characteristics
and communicates the product information. For consumers, the product and
the package are onc and the same when they see it on the supermarket shelves.
In the past, packaging was solely regarded to performing technical functions
such as protection and logistics. People mainly packaged goods for containing,

G
. Olawale, Yinusa Alabi (PhD); Salman, Abdulrasaq (PhD); Ojo, Emmanuel Oludele
’ and Balogun, Ebenezer Oluwadamilare are in the Department of Business
Administration, Faculty of Management Sciences, University of lorin, Nigeria. E-
Mail: olayinus4sure201 K(ogmail.com; salman.az@unilorin.edung;
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mu(litmatiomb that the soda market i at its growi
in developing countries (Ferrer Pal & Hubbe g’r7012;

In Nigeria, the situation ca i

, nnot be diffe
mugh on different soft drink product.srent
proliferation of soft drinks in the marke

- Industry players are no i
. . w focusin
manufacturing .Wthh has created thg

mdustr}{ players, tbat i helping their business survive the competition is
packaging. In the light of this, it is imperative to ascertain the key packaging
elements that greatly nfluence consumers’ decision in the event of choosing
between varieties of packaged soft drinks. This study therefore, examine the
mpact of packaging on consumers’ decision in food and beverage mdustry.

Given the commercial function of packaging to attract, to persuade consumers,
and to commmumicate symbolic meanings, it is necessary to fully understand
how product packaging can influence consumers’ decision. This is especially
important since, as mentioned before, changes in product packaging are likely
to backfire, leading to decreases in sales and the creation of an unintended
brand image i the mind of consumers (Agariya, Johari, Sharma, Chandraul,

& Singh 2012).

In this regard, much academic research has been done that has revealed t.he
effect elements of packaging have had on consumers’ decis.ion‘ concerning
different categories of products. Kuvykaite, Dovzll)lieqe ar(xld I'\I.awcklgne, (2009)

impact of elements of packaging on buymg decision O CONSUMers
Zizrrlfo;jigs IIIalﬁd management, On the other hand, Silayoi & Speece (2_007)
wrote about the role of packaging of foosi tems on consumers i Thaﬂal?d.
Furthermore, Clement (2007) wrote in his work about the visual attennolx:
ffect on buyng behaviour of consumers in the store. Thc.e above researc
; learly show that different categories of packaging elements  are
results C ;a. ortant to affecting consumers’ buying decision making when
s f (Iimie i different context. But these studies failed to determine the
rjcse.arch : ;‘) these elements on consumers’ decision of a prf){luct.. Hence this
stilgzljﬁczzziﬁged fhe impact of packaging on consumers’ decision in food and
study

beverage industry.
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Effect of Packaging on Consumers "Decision in Nigeria Food and Beverage Industry

Research Objectives

This general objective of this study is to examine the impact of packaging on
consumers’ decision. While, the specific objectives are to:

I exam‘ine the mpact of package label on product quality;
1i. examine the impact of package design on customer patronage; and

Research Hypotheses
This research will test the following statements:

Ho,:  Package label has no significant impact on product quality.
Ho,:  Package design has no significant impact on customer patronage.

Literature Review
Concept of Packaging

In the past, packaging was traditionally defined as the processes which include
preservation and drying, and materials which include plastic, paper cardboard,
glass and metal used to contain and store, protect, handle and transport a
product (Business dictionary 2006). Presently, the discovery of other fimctions
packaging serves has added to the definition of packaging. Hence packagng,
according to Dileep (2006), is now defined as the processes, wrappig
material and its designs that are employed to contain and store, protect,
handle, transport, identify, display, describe, promote, and otherwise attract
attention of products on display. Dobson & Yadav (2012) posits that the visual
characteristics elements of a package is significant m product recognition
since they establish huge attention and are captured at a faster pace.

This signifies that when dealing with packaging of FMCGs, designers must
give priority to the visual imagery characteristics of the package whereas
informational elements must be given much priority when dealing with high
involvement products. Packaging can be defined as ‘“the contamer for a
product - encompassing the physical appearance of the container and including
the design, color, shape, labeling and materials used” (Agariya, Johari
Sharma, Chandraul, & Singh 2012). It is used to identify, describe, protect,
display as well as to promote the product and to make it readily marketable,
storable as well as to protect it against damage (Agariya, Johari, Sharma,
Chandraul, & Singh, 2012). The packaging process consists of “all the

89
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Dimensions of Packaging
Package Labeling

The label serves as a first line of consumer awareness and is vital to maximi

the efficacy of the product. Labels keep consumers informed, the descri lt]ﬁ
of the product help customers makes an informed decision.’ It is foun% in
researches that the consumer purchase behavior is affected by the labeling,
The presence of nutritional information may influence the consumers to switch

from unhealthy food products towards healthy food products.

As the consumers, due to globalization have become more demanding,
therefore, the producers have understood the psychology of consumers and
guide them with practical knowledge to cater for the market and serve the
people. So, consumers can end up making better food choices if they value
and make use of the labeling. (Consumer awareness). The consumers with the
help of labeling gets to know and understand the product characteristics,
nutritional properties, preservation and instructions to facilitate the consumers
to make a sound decision at the time of purchase, hence it carries a great

significance (Klimchuk & Krasovec, 2006).

Product’s Packaging Design

Packaging and packaging design has become significant factprs in tbe
marketing of diverse “consumer goods” and have a main role m
communicating product benefits to the customer. Consumers are 'the key
actors in planning and implementing pack_ages. Hereby, the key issue for
packaging design 18 to understand and satisfy the consumer (Stewart 2004).
An innovative packaging design can change product perception and create a

new market position (Rundh, 2005).
ults. It can lead to misleading or

1l fonts and dense writing styles which are
2012). Package size and shape affects

Packaging information can create contrary Ies

inaccurate information through sma

eliya, & Parmar ;
used on tht; dﬁ;gZéc? dhgcisions more and more directly. Consurmers tend to
consumer J

1 m ts from di ‘ ‘ I ide the bought

ifferent brands and will deplde t
e I\?I prrlac')duC i important element which prevents the
volume later. ate

kaging 18
from loss I—Iligﬁfq%::ity = | will attracts customers more than 2
product from ;

materia
low (Shah, Ahmed, & Ahmad 2013).
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Lffect of Packaging on Consumers' Decision in Nigeria Food and Beverage Industry

Consumers’ decision

Consumers’ decision, derived from human behaviour has been viewed as a
volatile concept, difficult to measure and predict. The burden of the success of
a product has fallen into the hands of the marketer, who obscrves consumer
behaviour to create an ‘appealing’ package, consequently manipulating
packaging clements in order to turn the once ‘volatile concept’ into a
predictable and economically measurable outcome (Levin & Milgrom, 2004).
However, as the consumer changes in need, awareness and choice, and as
competition grows to attempt to level the playing field, so must the marketer

adapt their strategics accordingly.

Choice behavior is the part of consumer behavior which includes two groups
of options. The first group includes non-material choices, ie., family, spouse,
location of the home, and political decisions. The second group ncludes
material things, like special brands, goods, products, and services, which have
the attention of marketers. Therefore, consumers’ decision behavior is
consumers’ decisions regarding products and services, which determines
which products needed to be available to buy over time. It is also said that the
choice for green products is different from conventional products due to
different motives behind the usage (Wier, Jensen, Andersen, & Millock 2008).

Determinants of Consumers’ decision

Customer Patronage

Consumer patronage is the degree to which a buying unit concentrates

purchases over time to a particular product within a service category; product
patronage develops through positive reinforcement and repetition of buymg
behavior. Successfil service providers achieve higher customer patronage;
unsuccessful business has to attract customers. This affects the net margm
because it is much more expensive in advertising promotion and selling to win

customers than to hold existing ones.

Product Quality

In business, engneering, and manufacturing, qualty has a pragmatic
interpretation as the non-mferiority or superiority of something; it's also
defined as being suitable for its intended (fitness for purpose) while satisfying

customer expectations, Quality is a perceptual, conditional, and somewhat

subjective attribute and may be understood differently by different people.

Consumers may focus on the specification quality of a product/service, or how
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it compares to competitors

correctly. Support personnel may measur

et - & b X e
is reliable, maintainable, or sustainable (Nagilrlag% 11(;1) the degree that a product

Packaging and Consumers’ decision

There 15 huge competition in'the business world, both locally and globally, and

businesses are competing w1tb other businesses for consumers. Organizz,uions

now engage m good packaging and repackaging of their product making it

d@cdt fpr consumers  to make choices among different competing product.

This business world is changing also. As trends change, the desires of the
consumers are changing as well Product packaging in general is intended to
protect the product but as at now, it is also intended to increase  sales.
According to Ladipo and Rahim, (2013) package attracts consumer’s attention
to particular brands, enhances its image, and influences consumer’s
perceptions about products, thus packaging a certain product based on your
consumer needs, the producer can use labeling or image description to arouse
the interest of the consumer to choose and purchase that product, when the
consumer is moved by the image or label used to package the product he or
she desires or makes a purchase for that product that is needed.

Theoretical Review

The theory adopted for this study is the Gestalt theory. This was adetcd

because Gestalt psychologists posits that the produci(tls olt; hci;)(tinp(h}cz;ttz?t
i muli 18 pe ion. The key 1aea D¢ e

i tions among all stimuli is perception ‘

oo f visual perception is the whole being other than the sum of the parts.

o up of objects, they perceive the objects In

uman beings se¢ a gro ; : il e G
Eh?s’ Wt?rzrllthho::: beﬁ%re they see the individual objects. imphes that the all
therr €n

i ¢) produces ied and strong
mbined into one entity (a picture of a package) produces a vaue.d ‘;n;i strong
: " 3 2 ape etc, respectively).
s 5 than its dividual components (colour, shape etc, respee Y
meaning

i S1e theory include Wolfgang K'ohl_cr,' Kurt
e peoplc e dlSCC;lZ;i:e% ?gitﬂ:xs studz, the Gestalt. principle 18 lu1.1_1te‘§i 1:.
atkh and Mex Wert‘ If t.hat explain human perception. Gcst'all pug;lpthe
i B tgcm;ttzm pear the regularities DY which the mput

opmimes 10 b8 10 T s,
deitrcc ion is arranged into single 10 L
i f visual perceptiont is the Who' :
nd Gestal evs o Lo see @ growp O

of tbe! Pare Tlltﬁ, ir entirely whole before they see thev
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: argues  that . Gestalt school of

2(”4.) [;h%k)s'ophicall)" the (f'IrcSt;l' between

parts. " of the relationship D

n is the result ol i
he stimuli themselves.
|

v fum/l
) in Nigeria /

. s Dectstol
Etfect of Packaging v Consumel

Bradley (

individual objects. Ths, e
f the

whole as more than the sum © 7
thought proposes that our percepti
stimuli, rather than the existence of 1

: : yackagin
ibenezer (2015) examined the eﬂ'ccl‘c')fl:. gl'g
oh il onsumers i A o-Ekiti metropols,

y 3 N Iy
v tered to respondents who

Patrick, Bisi, Chibogu, and E
on the patronage of toothpaste amon .
; e admmnis s
through purposive
used to

igeria. A total of 320 questionnaires Wer .
Nigeria. A total of 320 q SupcrmkatS
nd patronage of

cight most popular ‘ . bl
Pearson-moment  correlation a::a Iysnz
; ; ; 2 mformation
e » the relationship between packaging info ; :
s L 1 used to determinC the influence of
revealed that

toothpastc. Multiple regression  was The result
packaging attributes on patronage of toothpas}:c. t ]cproduct% sxpiry date
; aging i i ilable on toothpastc = ; .
among packaging information availal I ngest relationship

NAFDAC number and nutritional composition had lh(? stro g
with patronage. The packaging attributes W nfluence were quantity,

ith highest 1
quality, and colour. The study recommended that manufacturers should place
on their products only relevant mnformation that will .

companies should be

influience purchase
decision. Furthermore, as families are growing, : :
innovative to produce family size toothpaste tubes that will be cost saving for
the consumers.

Adcola (2017) determined the effect of product packaging on Nigerian
consumers. The knowledge derived from relevant literature was used to draft
out organized questionnaires to be filled by respondents residing in Yola and
Jimeta towns, Adamawa State, Nigeria. A total of 270 questionnaires were
distributed to respondents but only 222 questionnaires turned out valid. With
the information gathered, it underwent analysis with the help of SPSS 21.0 and
Microsoft Excel software. On the SPSS package, correlation and significance
(2 tailed) were used as statistical tools. Recommendations are that marketers
;L]ogg1el;il:;)“;sal£i ;u;i:‘s‘ti:i ugz importance of product'packaging because of
g sumers consider the packaging of products at the

Empirical Evidence

were  customers o
sampling  technique.

time of purchase.

Chukwu and Enudu (2018) investigated the impact of product packaci
consumer buying behavior. Poor packaging can s cop agmgﬁ on
buying product. In addition, a poorly packaged product poses Sn§wners om
to salesmen, since it will require enough explanations to ersu demus problem
buy the product. Customers dislike shabbily packagedp ¥ ; = gUstorirs 1)
attractive product packaging influence consumers buyisg pbgh:\(;itg’r S;orcrlla E;cfl;
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them to buy product and always patronize

purpose. The data collected i?r]onrl) the queﬁfgﬁzeAﬁmxx Pt L

usmg percentages al_lq Multiple Regression. The research findin Miafcse

siglnﬁqallt and posmve relationship lies between the inde c%fd e tl}at :

attractive packaging, value and quality of packaging, impulsg u:(l:lltms\fanable,
thej dependent varigble consumer buying behavior. A negatilzre relal?g aln'd
exists between the independent variable shabby packagng and the de 12:3 “11
yanable consumer purchasing behavior. We conclude that attractive part):ka i
influences consumers purchasing behaviour, adds value and quality to prod%llcl:lg
appeal to customers and also induces impulse purchasing. We recommend that
to be able to be sustainable in present day competitive and computerized
market, firms should be able to balance both packaging and quality to meet the
level of cost they need as well as build customers confidence, loyalty and

continuous patronage.

M ethodology

The research design that was used for the purpose of this study is descriptive
survey design. This study targeted the entire population of undergraduate
students who consume Bigi drinks in faculty of management sciences,
university of Ilorin, Kwara state, 2020/2021 session. Faculty of management
sciences, University of Ilorin consists of six departments (6) with a total
number of three thousand seven hundred and seventy-five (3,775)
undergraduate students (Faculty of Management office, 2021). Thus, 3775
undergraduate students of faculty of management students during 2020/2021
session was used as the population for this study. The sample size was 362 and
was determined by adopting Taro Yamane (1967) formula. Hence, for the
research, multi-stage sampling technique was adopted by the researcher. The
first stage mvolved the use of convenience sampling technique to select
student who were easily accessible from each department since they akc?ady
exist in a stratum The second stage will involve the use of proportional

sampling technique in order to ensure each department havg the same

sampling fraction, while the last stage involve the u;e of purpos];\{e' Sdafm?i(lmg
' i dent from each department who consume Bigl € s.

technique to pick respon o

jonnai tions and
earch study used questionnaire for colleg :
R : for data collection. This research report used

data as the research instrument ; :
inferential statistical analysis t0 analyze data collected M 'ﬂl]: course:Si :rf atl:}l(si
research. The inferential statistics that was used are gnﬂnp regres .
. for analyzing and making inference OR

1 f determination on
C::;Eﬁ:‘;ﬁt d:ta and test the significance of the hypotheses..All C(?Hp::atl((énsscs)l)l
ﬁle study are done through Statistical package for Social Scienc

version 23.
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Model Spcciﬁcamm

Regression model 1: ]..
& 5 o SR 3 . . : o "
package label has no significant impact on product quality
Hoq: ACKARG
PQ =a- b, Ce+ b2Co + b3l +¢

Where:
PQ == Product Quality

A = constant
b = eradient’slope of each variable

Ce = Certification
Co = Composition
[ = Information

> = error or residual
Regression model 2:

Ho,:  Package design has no significant impact on customer patronage
CP=a+bjA+b,Si+ bsSh +¢

Where:

CP = Custoner Patronage

a = constant

b = gradient/slope of each variable
A = Attraction

S1= Size

Sh = Shape

€ = error or residual.

Data Analysis

Testing of Hypotheses

This section addresses the objecti
hypotheses using regression ana{ysisl.vcs of the study through the formulated
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Table 1:

Model R” ! R Square Square 4
l 889 790 7790 Kstimate
A e

ottt

- Prodic sovs Tl e = ey -
a. Predictors: (Constant), Certification, Composition, Informat]
Source: SPSS Output, 2023 sition, Information

The result shows the R* which is the coeflicient of

uPP_l‘oximzl.lCIy 79.0%. This implicsj ti?allll;i).(;‘;: “L])Lflhll?lll'ocﬁ: ‘(dCtCl'l.ninuti()n B
;/uru;(l,)le) IS aflected by labe‘lling (independent V“"iﬂblc)Lngl;;lml}],]e(dfer:ﬁ?qm
21.0% .01 lhf: product qualty may be affected and determined 1 o
unexpla{ncd factors. Also, the R square adjusted which is tl(1c )l)i »Olthcr‘
correlation be}ween the two variables ie. labelling and prOdLlL;t qualit W~Lh Of\
790 which _mdicate that there is high degree of correlation lbetw);c; ot\;v .
variables. This implies that certification, composition information as roxiib*
of labelling is positively related to product quality. ’ g

Table 2: ANOVA®
Sum of
Model Squares Df Mean Square F Sig.
] Regression ~ 611.284 3 203.761 4587.326 .000°
Residual 13.725 309 044
Total 625.009 312

a. Dependent Varmble: Product quality
b. Predictors: (Constant), Certification, Composition, Information

Source: SPSS Output, 2023

The F-statistics are shown from the ANOVA table 1 significant since the

ANOVA significance of .000 is less than the alpha level of .05, thus the result
is achieved. Also, the regression sum of square of 611.284_1 ls greater ‘than
residual sum of square of 13.725, this further show the significance of the

overall model therefore the proxies which are certification, composition and
information are major determinant of factors affecting product quality.
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Model

1 (Constant) -.288 : 075
Certification 084 030 979 23.743 000
Information  1.060 g‘;z 064 .2.031 043

Composition -.066

a. Dependent Variable: Product quality

Source: SPSS Output, 2023
icated that certification

The coefficient of individual mdepet o 7

(075). mformation (979) and compositon (.06 g ¢ SUES "fdé’ilif T

effect respectively as proxies of labellng on product qud ity. : :
and (2.829), information

il isti ificati 005
probability and t-statistics value of certification .
1000 and (23.743) and composition 043 and (-2.031) further suggest that the

relationship between labelling and product quality is significant since algha
level of 0.05 is greater than the p-value of 0.005, 0.000, 0.043. Thus, labeling

as a proxy of packagng has fluence on product quality which is a proxy of

consumers’ decision.

dent variable nd

Therefore, since R of 79.0% is positive and the ANOVA significance of .000
is less than p-valie of .05, therefore, the null hypothesis which state that
“Package label has no significant impact on product quality.” is not accepted
and the alternate hypothesis when stated is accepted.

Hypothesis two: Package design has no significant impact on customer
patronage.

Table 4: Model Summary
Adjusted RStd. Error of

Model R R Square Square the Estimate
1 .892° 796 795 18362

a. Predictors: (Constant), Attraction, Size Sha' 3
Source: SPSS Output, 2023 » ohap

The result shows the R? which i
: _Which 5 the coefficient inati '
?ggg‘;ﬁﬁ:e‘{w;&g " _’ Thi - e T ;)f determination gIves
s affected by package design (hf;:;(:f tpatr(i);{’;lg
ndent var

i

il
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Olawale, Yinusa Alabi (Ph.D.): Salman, Apg,y, o B
Balogun, Fbevess: OlllWadamilm-a » Emmanyer Oludeleand

; ning 20.4% of the cyst i
while the remammg - Oomer Patronaee ma
determined by other unexplamed factors, Also, the RgSqUarey:c)l? aﬁi‘cteq a
the level of correlation between the g variables e 2 Justed which
customer patronage shows 795 which indicate thay there i high
correlation between the variables, This mplies that attraction, s, degree of
proxies of package design is positively related 10 customer patronalzgz

Table 5: ANOVA? \
Sum

.asaq (PhD/, O_]

Kage design gnq

Model Squares
1 Regression  606.259
Residual 10.419 0

309 034 ik
Total 616.678
a. Dependent Variable: Customer Patronage
b. Predictors: (Constant), A

ttraction, Size, Shape
Source: SPSS Output, 2023

Table 6: Coefficients®

Unstandardized Standardized
Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) .228 027 8.317 .000
Attraction ,707 041 742 17.448 000
Size -.040 .020 -.039 -2.012 045
Shape 270 .049 287 5.478 .000
a. Dependent Variable: Customer patronage
Source: SPSS Output, 2023

The coefficient of individual independent variable indicated that attraction
(.742), size (-.039) and shape (.287) has a strong, weak andlnﬁ]rddeigsft
respectively as proxies of package design on customer patronage.g ?Ze 04;
the probability and t-statistics value of attraction .000 and (17.4;’;1 );e?aﬁol;ﬂlip
and (-2.012) and shape .000 and (5.478) further uggest ﬂ']atantecince alpha
between package design and customer patronage is S;)g‘,[(l)liC(;O e packeps
level of 0.05 is greater than the p-value of 0.000, 0.045, 0.000. ’
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<+ Decisiol! ’ X ; 7R T
nets . on custome! patronage whicl ;

ol
Filver of Packagiis on (9! : ne
F il has n]ﬂllc

ackagmg PR
design as a proxy o{ P]qf.l;;:f;n.b d the ANOVA s;glnﬁqance ol 000
a proxy of consuners (;LG% is posiﬁvc ok null hypoﬂlCSIS which state that

2
Therefore, smee Rl Ofo7 05, therefore; Lo
i Jos TR Dogfd > jgnificant MPAS° -4 i¢ accepted.

“Package design has mO S othesis when st
accepted and the alternate hyp

d that labeling kage design have significant

hat pac W
product qualty. The study also m:::jd ntglorpﬁn dings brought to light is tha
impact on customer patronage. L - loyalty.
branding do not have impact on custome!

: lling has impact on prodyc
The analysis of the first objective regﬁgﬁd il;lzi ]?l}f ]abgelling influences grOdUCE
quality. Tt was observed from the 1 gt dent. From the study, it wag
quality specifically amongst Uniorm  Stu by 79.0% of labelling whj
demonstrated that product quality was aHCth:q y 'c;mta e = e
other unexplained factors account for the remaming per £e.
The analysis of second objective also demonstrate that p_ackage design is
influenced by customer patronage. The p-values of proxy 2 O'(.)OO’. 0.045,
and 0.000 which are less than the alpha level of 0.05 .Wthh mplies - that
attraction, sizc and shape as proxies of package design determines the
patronage of customers. Thus, package design is significant to customer

" indings
Discussion of Research Finding

) e
‘The result of the study conhnzlm

patronage.

Conclusion and Recommendation
Regardjng the various data collected through the use of questionnaire on
packa.gn?g and consumers’ decision, the study conchided that packaging label
has significant effect on product quality. When students see that the label of a
ve that the product contained in the

product ]S of quality, they tend to belie
package is of quality as well and this makeg them to choose the product

amongst other products of the same function or substitutes

’AJso,‘ package design had a significant influence On customer patronage
gmongst. ‘stude'nts' on campus. Thus, the study concludes that pack p i

fas postve significant effect on leve] of Customer patro Dapkage ttogl
5 an mportant factor affecting the level of CusIt)o nage. Package design
students. When product packages are e designed are vlitgf/rgclilabg; siﬁﬁg;t
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| /fll{ll}:lll/, Lhenezer (}/uwmhu‘mh’l , 12, Emimeangeg Ol
yroduet B compact, comfortable and easy 1o C’m:;, I i
. anout,

¢ also attracts the students to patronize the products A well-designed

yackay

sudents 1o choose the product, and thus makes fhe
o view of the findings - given above, the following recor A
sug.gcslb‘di ! mmendations  vere

Based on the finding that labelling has  significant i
quality, food and beverage industry should chsurc ‘thlzt “];‘l.uw.m ¢ on product
roduct label by ensuring that it includes the ccrtiﬁcatli()r: L? mprove on their
as NAFDAC number and other certifications, the cor i 8, DI uch
as well as valid information about the product so as tzp‘:?litxz)r:::coflém pr]‘,)d““t

) o the quality of

the product.

Based on the finding that package design has significant influence on level of
* » 0

customer  patronage, food and beverage industry should ensure const:

upgrade of it package design in such a way that the size and sh; eL oni‘:t"i}? t
roduct will be comfortable to handle and casy to carry about for cpon*0 <
and also ensure that the design attract customers to the product to increa::;ntclz

level of customer patronage for the product.
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