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Abstract

This sty examined the influence of packaging on consumer s purchase déecision using
Unilever Nigeria Ple as the case stndy. The study focused on Buvers‘consumers of
Unilever products at Oba Market in Akure, Ondo State Stmple random sampling
fe'e .r_l.ll'|.|l.'|| TR H.',fr-.ll'r.;-‘,l' '.|','r|l.' .I'.I'r.' HAE u,l' \'H'Irn:'“rJ'L'rur LJI'H-."tN-'-'J.IHrHﬂ' fer i'lrn:'J.-r rfearmiairon frovee
the rispondenis in addition, some descripiive statistical methods were '“"I"."'r‘ d i

dv=ing the data. The resules showed that product packaging had a significant rede in
i |||-.u RCIRE Conspner 8 paironage ol stech ||"J'I'i|.FH'1 is aned f'l'“l-l'lﬂl-lrlf’ﬂd -‘-I-f-'-.””" fergrlires
it ;, ay puckaging colour, packaging nuaaterials, font sevle, design of the wrapper, printed

oFrc i, Hhere ,|I||E|'.-J||'r|l|.l' irfarmta o ."1.1._|i,|¢u.lr.lr.'.|" IR and fnnevarion influenced the
mirchase deciston of CoRsumers, Recommendations on how o TIHERFEn e ;Jnmrul

&l
s of e coxe iy COmpany were midie.

L |||L|'.

Kev words: Buying Behavior, Consumer Decision, Package, Product, Purchasing

Introduction
It is a common knowledge that human beings have unhmited wanis and the

.« 1o satisfv these wants are limited; this corroborates the economists saying that

L MUNCH

wman wants are insatinble, These wanls are numerous that & person needs to decide the

wder in which they are 1o be satisfied. Therefore, the primary concern ol every consumet
is 1o wet value that is to derive the best possible satisfaction from any goods and services

purchased. There an difVerent fmetors that are considered by the consumer before a
decision is tken o purchase a product and these factors vary Trom an imsdiviciunl 1o the

other, These factors include the pnce ol 1he commodity, the quality of the produat, the




Dunmade, EO

4. Liternture Review
The Concept of Packaging

packaging has traditionally been seen as an imporiant part of the physical
product (Brown, 1950). The importance of product’s packaging 10 both the marketers
and customers cannot be overemphasized. This is hecause of the key role it plays in
protecting the product: preventing product’s spoilage, spillage and leakage, provision of
ways 1o store and ship the product for the purpose of displaying and advertising it in the
modern societies and in this present level of economic development A product 18
anything that is capable of satisfying customer needs. We have to rely on the service of
the society in obtaining our desired products to satisfy our needs. In o general term we
often distinguish between products and services, with products being tangible (e.g. a car]
and services mainly intangible (e.g. insurance policy).

It is believed that packaging has many faces and that it means many things to
different people, thus making it & very difficult concept to define and describe.
According to Kotler (2003) in Sajuyigbe, Ayanlcke and Ola (2013), packaging is all
material products used for the containment, protection. hard delivery and presentation of
goods. Packaging can be defined as the container which is necessary to convey & product
to the ultimate consumer, as contrasted with packing (cartons, crates, etc.) that is
required for bulk shipment. Also, packaging is the art of enclosing or protecting products
far distribution, storage, sale which 15 bought by the consumer (Borishade, Ogunnaike,
Dirisu and Onochie (2015). Packaging can be described 85 o coondinated system of
preparing goods for tratisport, warehausing information and sell, It is fully integrated
into governmenl business, institutional, industry, and personal use (Diand, 2005).

Due to the dynamic and complex structure of our economy, the importance of
packaging is. hecomimg increasingly significant. Hanlan (2001) asserted that current
methods of preserving and distributing goods i.e. packaging are such an essential part of
our life that we take them for granted and hardly realize how much modern techniques
contribute to our standard of living while Schwartz (1989} declared that packaging
becomes very important when getual product cannot he seen by the buyers e.g. milk,
orange juice. ete. Therefore, it is the package that stimulates consumer’s desire to buy
rather than the product itself. Also, packaging helps 10 identify a product as it may
prevent the substitution of competitive goods. For example, there are many detergent
brands in the market and ane finds it very difficult to identify or differentiste between
these detergents, if not for their package. UNILEVER products, Omo Blue detergent has
the same colour and size with elephant blue detergent but the most distinet factor
sepurating the 1wo is their package.

More ofien than not, packaging mereases profit possibilities of a product. An
alirnctive pockage stimuliles the consumer to pay mare for a product. This gives
credence 1o why there is now New Blue Omo in different sizes, so also Close- up tooth
paste by UNILEVER. Packnging nlso plays a significant role in stimulating memory and
helping recognition, gnining shell space, nttracting the cye, providing storage and
transportation benefits. In a nutshel], the sipnificance of packing both in physieal

distribution system as u marketing tool cannot be over emphosized. Apart from being
3
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pocknge. Simply pul convenience n packaging starts with a pach

Lo ¥4 s ri ‘i ] o’ rEQUINCITETI
Iy Open as W ¢ll ns ensv 10 close (Hogan, 2007). Consumer {

| el ANE CONS v eeeking lem
storave. pse, and convenience cover, Consumers are con ianll
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that are easy to handle, open, and reclose, although some consumer in
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disposahle packages ( Abdalkrim and Al-Hrezal, 2013)

The Purchasing Decision Process "
sceording to Kotler (2003). there comes a time when an individunl will have 1o
take o decision about buying a product The product’s purchase decision 15 4 process and
it is inter—melated. The decision involves five stages though it s nol every Consumer who
undergoes all the stapes as some CONSUMETS MAY NOL especially in low involvement
Iﬁm._n;-r.l'-. such as buying products like detergents and tooth paste. Some stages may he

hopped while 11 15 possihle 10 reverse some stages.

Srape One: Recognition of Need. This is the starting point where the consumer realizes
some needs in his life and he is motivated 10 solve the problem. A man must lirst Know
that he lacks something and should have the urge to meel s wants,

Siaee Two Information Search. This has 1o do with the description of the information &

consumer tends 1o obtain ahaoil & [1||I|§!IL'|. he 15 10 need ol

Staee Three: Evaluation of Alternative. The buyer has to evaluate the market
information regards how 1o satsfy the recogmzed need. Here, preference 15 established
a8 repnrds methods of brand, product and siores 1o buy

Srpe Four: Purchase Decision. This is the stage whers a buver resolves to choose the

specific product and stores out of the diverse allernatives.

Stawe five: Post Purchase Evaluoation. Here, the product purchase must have been done,
after which ascennmment of the correciness or otherwise of his decision 18 necessary 1o
the consumer, This evaluaiion will permit the consumer 1o discern whethier or not the

product hns met his need and this will in addition be the staring point of future purehase
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hos great influence on consumer’s purchase decision. Human hengs have di
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10 evaluate the effectiveness or if not of product purchased after used.

hag ¢ Elements/Features
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familiarize them with the product. He adds that background image on the package il
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the brand of the product.
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Innovation: Application of an approprinte Innovaton in designing product’s packaging

s .
SO 1 | WAL

portrays the product’s manufacturer among the competitors as being dynamic and

lue 1o the product ftself in the minds of the consumers or buyers This
CONSUMmMEr sensiive

S, Theoretical Framework

Theories of Product’s Packaging
[here are & number of packaging theories that manufacturets can ulilize 1o
ove their understanding of the concept, however, the theory of Attractive Cluality is
considered more suitnble for this study. The theory of Attractive Quality is useful to
hetter understand  different nspects of how customers: evalunte a product or oflering
(Gustafsson, 1998). Owver the past two decades, this theory has gained increasing
exposure and acceptance and it has been applied in strategic thinking, business planning,
& ., product development to demonstrate lessons learned in innovation, competitiveness,
and product compliance (Watson, 2003), The theory of Attractive Quality originated
because of the lack of explanatory power of a one-dimensional recopnition of quality
(Kano 2001). The theory explains how the relationship between the degree of
sufficiency, and customer satisfaction with o quality nttrbuote, can he classified into five
categories of perceived quality: 'atractive quality”, “one dimensional quality”. "must-be
guality”, “indifferent quality” and *reverse quality”, (Martm and Lars, 20043, The theory
ol Allractive lju.1||[j1 ]3[:‘d1|,.'l.- ll:'IiJlELLI.l]Ii.l} attributes are xl}'['|i||.u||;, e, OWer ume o

ittnbule will change from being a satisfier to a “dissatisher’. I is believed thit an

peratiomalization of the theory of Auractive Quality in the arcanl poackaging can

contribute to developing more |-.||-W.'h:d3:1_' ol the role of packaging . in attroctive quality
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j I, - research method
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Data was collected through questionnaire administered. Descriptive  statisties
Pearson’s correlation coefficient was used as a method of data analysis. The result g
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Materials and Methods
Mhis study used both primary and se ondary datn as it utilezed a sorve
sample size « ansigted of 100 selected customers ol Unilever product

adopied with the use ol

fgeria, Simple rancdom sampling technique w

estionnaire to elicit information from the customers at po lur O)ba Muarket in Akure
Bindo State, Nigena. The guestionnaire consisted of two seetions, Section Une contmined
he respondent’s bio-data while Section two tad parts A and B. | st
Bucstions measuring the influence of packaging on the purchase decision of CORSUMET
bf Unilever's products, while part B was made up of questions intended 1o determine 1t
Bnfluence of packaging features (elements) on the purchnse decision ol consum
nilever's products. Out of the total of 100 copies of the questionnaire administered

were filled and returned

8. Data Analysis and Interpretation

Results and Discussion of Findings

Table 4.1: _.:..Ecn_.._._ur..n __..E::m:: about ::..E_En_nn.:_...
 Frequemcy

Percent

Gender

Male

Total

Age

Below 20vears
20-30 years
3140 yeurs
41-50 years
5160

Marital Status
Single

Married
Separated/ Divore

Total

Fducstional Qualification
P

Secondary Educatio
ONLVNCY

First DegreeHNID

Becond Degree

1wl

40.4
5496
1000

25.8
371
12.4
202
4.5

100.0

100.0

112
483
19.1
19.1

(LI
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<50,000
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141,000 and above 2
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._._ﬁacnf:csr&_.:_n_..___:.:E:__‘_F._._H&?.._:_.E:m. 3”__ ﬂm:.E.uHR_.
products at popular Oba Market in Akure, Ondo State, Nigerin, Eighty-nine m.
questionnaires which indicate 89 percent effective response rale were ref
annlyzed.
Table 4.1 displays demographic information about the respondents. R
were mosily female since they were 59.6 percent (53) of the respondents even
male counterparts were 40.4 percent (36), The information does nol mean
Memale patronizes Unilever product than male. But if respondents were ma

Was every tendency that female may be more involved in the buying of basic e

the family since in most cases the husband commit this function to his wi
reflected scted in the aumber of married respondents in table 4.1, as they form the
respandents - about 70 percent (68.5 percent, 61) while the singles were 28.
(25) and separated or divorced 3.4 percent (3). The age group of respo
tool used by manufacturer to fashion out their product, They
et that met the specific need of » specific group of people called target m
e me Peent O7.1, 33) who fell between ages 2030 patrontzed
qﬁﬂnsﬁn followed by respondents in age brackets below 20 ve
1540 years and 51-60 years with percenta
vely. The highest educati

_n._s_.E_ certificate or
National Diploma certif

lages 25.8 (23), 202 (18), 12.4 :
ment of tespondents that 1pa
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fable 4.2: Influence of Packaging on the Purchase Decision of Consumers of
Unilever's Proiducts

Mean

disagree
Strongly

Strongly |
Disagree

-
[
w |ols

1 am aware of the existence of Unilever Nigeria Ple 0

I have full knowledge of some of Umlevers i
sproducts

‘1 have bought some of the Unilever's products
belore

1 am of the opinion that Unilever is known for well
packaged products

| share the view that 1 am always attracted to the
Unilever's packaged products

Product packaged by Unilever Nigena ple
influences my purchase decision due to better
handling and transporiation

I prefer the products packuged by Unilever hecause
the quality of the packaging serves better product

[ share the view that 1 am always attracted 1o
Unilever's packaged products

[ can conclude that the influence that Linilever's
product packaging has on consumers’  purchase

decision is high

Source: Authors” Computation, 2017

Product Packaging on the Purchase Decision of Consumers af Unilever's Products
In an attempt to achicve this objective, arithmetic mean was used (o explain

average opinions of the respondents Based on the analysis of responses of the consumer
o Tuble 4.2 it could be stated that many of them strongly agreed (51) and agreed (37)
that they were sware of the existence of Unilever Nigeria Ple. The average of their

responses was 3.56 which fell within the agree calegory. It could be confidently said that,
hese consumers were aware of the existence of Unilever Nigeria Ple. The respondents
had full knowledge of some of Unilever's products. 54 and 34 agreed ancl strongly

agreed respectively. Generally, the mean ol their responses was 3.37

|
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becayse the quakity of the packaping served better prodlue!. However, the avernge i
(2.84) indicated a general apreemen; with the statement. Shoring this oplnion, 53 i
that they were always attracted 1 | nilever's packaged produers dgninst the opimio 50
3t who disngresd. Many of the respondents, therefore. caol Cluded that the influeneed
Unilever's product packaging had on consumers purchise decision was lagh (785 wii
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Dunnade. EO

fhe printed information on the package of Unilever's

uct helps me in the process of buying the products 1
B it supplics me with enough needed information

e lnngunge used on the package influences consume
belinvior during the buying process

The brand image on the package of U nilever’s product
has an inpact on my behavior on buying process

Packaging size and shape are significant clements used
me in making produet’s volume judgments during
woess of products manufactured by U

uthors ' Computation, 2017

Packaging features are paramount to the purchase decision of consurners O aiy

views of the respondents on the influence of the packaging features

elements) purchase decision of consumears of Unilever's products &re presented in Fable

Respondents agreed (81%) thal the packnging color of Unilever's products
positively influenced their decision to buy the products #5 they were always attracted 10
thei. The views of 19 %ure pondents differed from this. They appeared 1o opine that the
ipacknging color of Uinilever's products did not positively influence their decision o buy
the products as they were 1ol always attracted 1o them They aversge value of
3 (dshowed n geneml agreement
Label

The label on the Unilever's praducts influenced 36 respondents positively in
making decision dunng buying process. The reverse was the casc for the remaining
37%,customers. Statement had 2 mean value of 2.89 indicating agrecment Many
consumers were likely to be attracted by the fabel on | nilever's products.

Quality
The quality of the packaging male used by Unilever was essential 1o many of
the consumers during purchasing process as %, of them agreed with i

-

while 45 ¢, disagreed which bring the mean value to 274

Design
The package design of Unilever' s products had a positive impact on the
to make sclection dunng buying process of Some respondents For
denis were likely 10 be influenced to make s . well-designed
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knowing the purpose a particular product meel

product. However, 24% respondents ; buyiniz. Proll
taking note of the information on the Unilever products thal they were bitying i
they made buying decisions based on hear-say. It was however, noleworthy

mean value was high enough (3.00) which indicated that there was a general agreemis Vol

Langunge of Communication and Font Sire of |
The langunge used and font size of information on the package influenced i Furt

(71 %) consumers’ behavior during the buying process, It seldom affected the b .

of small number (29 %) of consumers, Based on this, it wus clear from the table hat

e (2,90 for this statoment that the overal] responses {ell within the value that
to- the agreed.

Brand Image

: The package of & product normally carries the brand image that can be
:idunl!;F_'r the producing compary. This is 4 very good dvenue for ub-.'nmrlun}’ 0 adve
Atself o the consumers. On the average, respondents agreed (2 72) that the B &._ inh
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