Chapter One
Introduction

1.1 Background to the Study

Modern economic conditions, technology development, improvement of transport and
communication methods have caused many companies to operate from different
locations which might be in their country and in other countries of the world. Thus,
companies that perform any exchange of goods and services or international %ﬁons
outside their country is directly or indirectly participating in internat 0@@; et. It is
for this reason that international business is said to consist of tn&i s (in advance)

which are done outside national borders in order to sati n eds of individuals,

businesses and other businesses’. @

International business actually links all countri %‘\m‘uons and individuals. For this
reason, business enterprise does identi ﬁ@{As and objectives to be placed on the
international market. It means to &w the target countries and the possibilities of
selling products and serv1ces countries and of course to assess what profit to
gain from selling of its $ nd services on the markets in selected countries. Much
of international b realized within the process of globalization of business which
actually me &;{creasmg international integration and manufacturing processes and
internatiwarket for goods and services’. To this end, the whole gamut of

co% | activities that take place to promote the transfer of goods and services,

resources, technologies and ideas across national borders.

Globally, product packaging has actually become itself a sales promotion tool for
companies and international organizations. Leading brand names such as Apple,
Microsoft, Coca-Cola, Nike and so on comprehend the relevance of product packaging

not just in maintaining their items risk-free, but also as part of their marketing initiatives.



For this reason, ‘product packaging’ is the trademark or signature a
company/organization leaves anywhere, and this has the capacity to bring in new clients
better than obsolete sales and also advertising and marketing techniques®. Marketing in
this regard contains the complete variety of tasks associated with commercial exchanges
which at the end is guided/directed towards customers’ needs or demand. In other words,
marketing is the process which begins with identification of needs bringing about

N

<

Marketing includes those business activities that are designed to sat@me

exchange all at a profit.

r needs
and wants through the exchange process. The marketing copikil\volves identifying
consumer needs and wants and then producing products@can be goods, services,
or ideas) that will satisfy them while making a pr of businesses package their
products with seal to avoid meddling as well a&% ntee the security and honesty of the

product. Customers on the other hand

very well?, Q

Product packaging is more Wfé(,@; firms to access the markets as well as record even

ipate the product to be safe and secure work

more customers. M i@ﬁrchasers approve the products as a result of product
packaging. P%'Qerves important responsibilities in the sale of products and
services at @t where buyers and sellers come into contact for a transaction. Product
pack@%nies out vital features to offer products as well as solutions at an area
wherdpurchasers as well as vendors enter into get in touch with for deal>S. In the past
decade, companies are not focused on their product packaging. But now companies are

more focusing on the product packaging as there is a tough competition among all the

FMGC products.

Meanwhile, telecommunications as a sector grew considerably in the last decade. In

developed countries, most of this growth has been driven by mobile phones and the use
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of fixed and mobile broadband to access the internet. Fixed telephone lines have actually
declined and China has become a major player both in global telecommunications and in
terms of its more general economic linkages to Africa and most especially Nigeria’.
While almost all Chinese firms are considered to receive varying degrees of state
support, some Chinese firms are official State-Owned Enterprises (SOEs) while others
are classified as private. For instance, Huawei is by some measures China’s largest
telecommunications firm and has been involved in projects in 40 diff{%\kacan

countries, with major involvement in at least 16 countries. b

Zhong Xing Telecommunication Equipment Company Limite ’é’{]&l 1s a State-Owned
Enterprise and has offices in at least 26 African countr@ﬂh ZTE and Huawei are
involved in major infrastructure development such a& fiber optic cables, as well as
producers of consumer products such as hand@h are commonly used in Nigeria®.
The third Chinese firm is Alcatel Sha @sll (ASB) which is a unique partnership

gﬁ foreign company (Alcatel Lucent), and is

between the Shanghai govemmeq

primarily involved in infras@?evelopment. China Mobile and China Unicom are

both major wireless oss in China that are reported attempting to break into

Africa’s marketsg.( Q

Packagingsi Keting parlance means developing a container or package for a product
and t@c de design which means the size of the product, color, shape, taste, quality
an&on. All these rejected or embodied in the package of container packaging is used
in used in use from differentiation purpose so that domestic goods and services can stand
side by side with competing international goods and services also to encourage the buyer
in taking purchase decision in favor of one product!'?. This topic chosen affect everyone

of us in our everyday lives the food will eat, the drink we take, the cloth will wear



medical product they are properly package. Packaging can therefore be said to be closely

related core marketing it is one of the important function marketing department.

Packaging has become itself a sales promotion tool for the organizations. The
consumer’s buying behavior also stimulated by the packaging quality, color, wrapper,
and other characteristics of packaging. Packaging increases sales and market share and
reduces market and promotional costs. Package appeals consumer’s atten%e\ness
towards a certain brand, increases its image, and stimulates consumers? tions
about product. Furthermore, packaging conveys distinctive v, 1\ products'!.

Packaging works as an instrument for differentiation, and helg@lkmers to decide the
product from wide range of parallel products, packagé@ stimulates customer’s
A good packaging helps to identify pro@

buying behavior!?,

e consumers. For most products,
packaging is used for more deliveries@r protection and enclosure of the product.

Many companies try to make @g original in such a way that it will satisfy

consumers. Companies als’\% packaging for promotional purposes, to make

differentiate a produfo ther competitive brands. Packaging is used for marketing

communicatioKp%

purchase@r of the consumers. Through verbal and pictorial symbols packaging

can the potential buyers about the content of product, property, usage,

ad&ges and risks.

Despite the above explanation, pricing and packaging are two determinants factors that

s and it plays an important element which influences the

help potential customers in making decisions that at the point of purchase. In Nigeria,
this decision is has been influenced by the presence of Chinese mobile phone whose
affordability is one of the reason why people choose to purchase any of its brand. But

how does pricing and packaging serve as determinants for customers purchasing
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decision? Does the pricing of a particular Chinese product have effect on the purchasing
decision of potential customers? These and other question will be critically answered by

this research.

1.2 Statement of the Problem

There is growing consensus among researchers and practitioners in the field o &uing

and business that packaging plays a pivotal role in the success or failun@; of any

product in the highly competitive market. This shows that, in @porary global
k

competitive market, attracting new customers, expanding t \while maintaining
the existing one has become issues of concern among Vi mpanies operating in the
same market. For these reasons, necessity is \}%1 those companies, especially
companies that are producing similar proc&li obile phones, to device a means of

how their product can be different fror@ir competitors operating in the same market

environment. &?s

Product packaging and pri irékﬁs a strong influence on consumer purchase intentions
L )

N\

q ale. In fact, product packaging has become an essential part of

especially at the poj
the selling proce practical terms, customer might not have ‘pre-knowledge’ about a

product b% ntering into a store, hence, the intention to purchase will be mostly

sd/by what is communicated at the point of purchase.

Meanwhile, previous research revealed that, there is no consensus of opinion on how
product should be packaged as regards universal classification and methods but report
from these research depict that packaging serves as a strong weapon not only to draw the
attention of consumers to itself, but to galvanize the purchasing intent of the customers.

Although there are numerous mobile phones in Nigeria, but most Chinese products are



more affordable. Despite their affordability status, many Nigerians cannot afford it and
when those that can afford it buy it, it tends not to last more than three to four months
which will force them to buy another one. So do pricing and packaging influence the
customer’s decision? And what influence do these two factors have on the presence of

Chinese phones in Nigeria? This is the gap the research intends to fill.

1.3 Aim and Objectives of the Study \

The purpose of this research is to examine pricing and packaging as@%\ant of

customers’ purchasing decision on Chinese mobile phones in Nigeft cifically, the

/\\\

i.  investigate if pricing has any particular effec&& purchasing decisions of

objective is to:

customers.

ii.  examine the roles of product packa % stomer’s buying behaviour.

iii.  identify whether the price of Ch@
product. @\

1.4 Research Questions

hones contribute to the affordability of the

i. does pricing partlcular effect on the purchasing decision of customers?

ii. what aregegdes of product packaging on customer’s buying behaviour?

iii. d@@rice of Chinese phone contribute to the affordability of the product?

1.5 @ance of the Study

Mobile phones are recognized as a primary platform for mitigating the digital divide and
increasing economic growth, and the same appears to be true for Nigeria, the largest
economy in Africa. The study focuses on pricing and packaging as determinant of
customer’s purchasing decision on Chinese mobile phones in Nigeria. The outcome of

this research will be wuseful for business organizations/industries, multinational



corporations and many more that are involved in intra and inter-state business. In
particular, the Manufacturer Association of Nigeria (MAN) will find the study useful in
ensuring an improved and quality product. However, the study will be of immense
benefit to students and scholars from different area of specialization. The study is

significant because it provides relevant information for industries, government, students

1.6 Scope of the Study ®
il

The scope of this research work will be limited to influence of Chin& e phones in

and customers in their quest to know the right product for their services.

Nigeria between the time frame of 2010 - 2020 the availabilit fordability to youth
in particular and various network in the system. Both @rs and buyers of mobile
phones in Nigeria will be contacted to know whe é&cmg and packaging determine
buying decision of mobile phones. Also, the s¢o his study cover the types of pricing
or goals of pricing and stages of es \%&ng pricing based on customers purchase
decision of goods from the packs @ roles that packaging and pricing play in today’s
marketing and subsequent effoct &:les. References will be made to text books journals
urchase decision as whole.

articles and other w ﬂ%\kﬁch are considered effective for the study of pricing,
t‘Q:Ee;;p

packaging and cys
1.7 Limit the Study

Li @‘ are bound to be encountered in every research but this to not deter the
outcome of the research. One of the limitations encountered in this research is the
identification of respondents and getting their attention to respond to the questionnaire
prepared. This is the most difficult limitation. In addition to that, the researcher also

encountered limitations in searching for relevant materials on the topic of the research.

1.8 Operational Definition of Key Terms



Pricing: It is the amount of money charged for a product or services or the sum of the
value that customer exchange for the benefit of having and using the goods or service
Product Packaging: In this study, the concept of product packaging is the act of,
securing and also offering the components via the lengthy chain of transportation,
manufacturing as well as handling to their areas like they were, at the time of
manufacturing

Packaging: One unit of a product, uniformity processed, wrapped of seale{({%& or

container. It is defined also as quantity of item boxed or wrapped for st% pment.

Customer Purchase Decision: This the act that customer deci%ut product or not.

Manufacturer: This is a person or firm that makes @p
machinery. &(,

NN
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Chapter Two %\%
Literature Review \ \

2.1 Conceptual Review (\&

2.1.1 Price %

Price substantially influences a customer’s choice to acqliire an item. Price is a vital

variable in making purchase decisions, particularly for items that are regularly bought,

and also in turn, affects the options of which item, brand name, and also shop to buy

from'. Price is an essential factor in the purchasing decision of customer, specifically for

items that are often intended to be acquired?.

Pricing management is one of the most important aspects in advertising and marketing.
Regardless of its relevance, a price carries the efficiency of companies, it appears that
such aspect has actually not gotten the appropriate focus by lots of academics and also

advertising and marketing professionals>.

Price is the amount of money charged for a product or service or the sum of values
consumers exchange for the benefits of having or using the product or service. In other
words, it is specified as the quantity of cash that needs to be paid to obtain a provided
services or product. In as much as the quantity individuals are prepared to spend for an

item represents its worth, price is likewise a step of value®.
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Price offers a financial mechanism by which solutions as well as products are dispersed
amongst the huge number of individuals who desire to buy them. They additionally
work as signs of the toughness of need for various items as well as make it possible for

manufacturers to react appropriately.

Since consumers’ psychological, sociological and economic processes are
simultaneously involved in choice behavior. Products have intrinsic quality cues, which
include all physical characteristics of the product such as; packaging, brand name, price,
store type, label information. All these help consumer to make a choice. Consumer
perception towards the brand is an important aspect of the marketing. It fundamentally
help owners to categorize and distinguish goods and services offered to their customers.
While, changes in consumer’s taste and preference have prompted the need for product
differentiations, pressing producers to utilize alternative marketing methods for their
phones products. Thus, price is one of the major components that influence which
product the customer will choose or buy. Price sensitivity is an important aspect of
consumer behavior towards a product today, as an average consumer would definitely
prefer a product that is cheaper than a product above his/her budget. Although brand
image comes into the picture, it’s the money quotient that plays the key factor in
consumer behavior. It is the pricing of the product that influences the consumer to go

ahead and pick up a product that he or she desires.

While the tasks associated with setting price are often not at the top of the list. Marketers
are likely to focus their activities more on product development, market researchers
viewed this as an interesting and exciting parts of their work. Thus, pricing decisions
have important consequences for the marketing organization and the attention that

should be given to pricing and other crucial aspect of marketing activities.

Meanwhile, the price of a product is divided into three dimensions which are; fair price,
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fixed price, and relative price. By fair price, we refer to the adjustments of a price that
offers a combination of quality and appropriate services at a reasonable price’. Secondly,
a fixed price is the price for all buyers. Lastly, relative price is considered as the price set
in accordance with the quality and service provided by the seller®. Research study by
some scholars showed that the majority of participants think about price as a crucial

variable affecting their acquisition decisions’.

This system is called the price device, it will certainly be reduced while manufacturing
will certainly be minimized; this will certainly create costs to climb till there is an
equilibrium of need. Similarly, if supply is poor, costs will certainly be high, it will
bring about a boost in manufacturing that will consequently decrease costs till both

supply and demand remain at equilibrium®.

The feature of rates might be examined in three different ways; it establishes what items
are to be created and also in what amounts; second, it can also establish how the
products are to be created; and thirdly, it establish what will certainly make the product
to be obtained. In each situation, it certainly results in the price being built up, which
will certainly cause manufacturers to provide a lot more. The price system supplies a
basic range whereby competing needs might be considered by every customer or

manufacturer.

H \Qr)price is often being confused with the concept of cost. Price is defined as what
buyers pay to acquire products from a seller while cost, on the other hand, is the
financial investment of the seller in the product being exchanged. For advertising and
marketing companies aiming to make revenue, the hope is that cost will certainly go
beyond price so the company can see an economic gain from the deal. While price are
primary subject for conversation when a firm is analyzing its general productivity, price

choices are not restricted to firms alone. Not-for-profit companies, such as charities,
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universities and also sector profession teams, likewise establish price for the services
they render’. Buying a product is a complex situation with a great variety of different
motivations behind purchase decisions. Price is operationalized as a given component in
order to get something in return. The pricing period is the time that companies realize
that they constantly exist in a rapidly competitive marketplace and thus have to “price”

goods and services to sell to their potential buyers. The price of a product is always a

determinant factor in the behavior of consumer purchase as well as t@ESS or
profitability of the firm. @b

A\
2.1.2 Price Purposes

Price must be stemmed from advertising and marketing purposes. This will consequently
aligns with the business goals and objectives. Considering the fact that it is typically
though for firms run to optimize revenues over time. It’s usually believed that pricing
system is the only fundamental purpose that is worrisome long-run revenues.
Maximization of earnings and the requirements offer by the operating marketing
manager is singularly important for rate of sales. The advertising and marketing
manager who does not have excellent expenditure skills as well as studies market

competition may not be able to evaluate whether there objectives can be achieved!’.

The revenue maximization standard does not offer the operating advertising supervisor
with a solitary, unquestionable standard for choosing rates. Additionally, the advertising
supervisor does not have ideal expense, earnings, as well as market info to be able to
examine whether this goal is being gotten to. In method, numerous extra objectives are
made use of as suggestions for price choices. In particular conditions, these objectives

could be deemed functional methods to lasting revenue maximization.

Research study has really situated that of one of the most typical prices purposes are:
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= Rates to achieve a target ROI (Return n financial investment).
* Maintaining the price in addition to margin,
» Costs to achieve a target market share, in addition to

= Costs to prevent or please rivals
2.1.3 Expense Factors to Consider in Prices

The rate of an item generally should cover prices of promo, circulation, as well as
manufacturing, plus earnings, for the offering to be of worth to the company.
Furthermore, when items are valued on the basis of expenses plus a reasonable revenue,
there is an implied presumption that this amount stands for the financial worth of the
item in the industry. Cost-oriented prices is one of the usual important strategy in
marketing research. This include the three fundamental variants: markup rates, cost-plus
rates, as well as rate-of-return pricing!!. Cost prices are frequently used to explain the
rates of work that are non-routine. Rate-of-return or target rates is typically made use of

by investors.

Cost-oriented strategies in pricing system usually produce an excellent cost choice. It
provide little or no factor to be considered in required elements. The cost figured out by
markup or cost-plus techniques need partnership to what individuals will certainly be
ready to pay for the item. When it comes to rate-of-return prices, little focus is put on
approximating sales quantity. Also if it were, rate-of-return prices entails round thinking,
considering that system expense relies on sales quantity however sales quantity relies on

marketing price'?.

In expense strategies, it fall short to show competitors sufficiently. Just in sectors where
all companies utilize this technique as well as have comparable prices and also markup,

this technique, with comparable costs, decrease rate competitors. Therefore, in several
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sectors, cost-oriented prices might result in extreme cost competitors, which can remove
smaller sized companies. Although expenses are an extremely essential factor to

consider in cost choices, various other variables require to be checked out.
2.1.4 Price and Product Lifecycle

The phase of the life process that typifies an item can be essential in price fixing and
ramifications. When it come to the life process, two techniques to pricing are skimming
and also infiltrate cost plans. In later phases of the life process, as competitors relocate,
various market variables adjustment, the cost might after that be decreased. An
infiltration plan is one in which the vendor bills a fairly small cost on a brand-new item.
Typically, this plan is utilized when the company anticipates competitors to relocate
swiftly and also when need for the item is, at the very least in the brief run, rate flexible.
The plan is additionally utilize to get huge economic situations of range and also as a
significant tool for quick development of a mass market. A low cost as well as earnings
margin might likewise prevent competitors. In later phases of the life process, the rate

might need to be become fulfill adjustments in the market'3.
2.1.6 Price vs Value

When an acquisition is being thought about, for the majority of consumers, a lot of
clients make their acquisition choice exclusively on an item’s price. Essentially, when an
acquisition scenario develops cost is just one of a number of variables' consumers
examine when they emotionally examine an item's general worth. Worth here describes
the assumption of advantages gotten for, what a person needs to quit. Because cost
frequently shows a vital part of what a person needs, a consumer's purchase decision of

an item will certainly be impacted by prices index'*.

The rate paid in a deal is not just economic it can additionally include various other
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points that a purchaser might be provided up. In enhancement to paying cash a client
might have to invest time discovering to utilize an item, pay to have an old item
eliminated, shut down present procedures while an item is mounted or sustain various
other expenditures. There are some aspects that impact change prices wherein producers
of mobile phones normally change their basic costs to make up numerous consumers
distinctions and also altering scenario. Under this we have the list below cost

modification.

T\ AV
e Discount and Allowance Pricing

~N\ M
It is the reduction of prices to re ward customer's responses such as paying early, volume

purchases off season buying or promoting the product. This contains cash discount,

quality discount, functioning discount, seasonal discount and allowances.

e Segmented Pricing

Under this the company sells a product or services at two or more prices, even though

the. difference in prices is not based on differences in costs.

e Psychological Pricing

The price used to say something about the product, it is a price approach that considers

the psychology of prices and not simple the economics.

e Promotional Pricing

It is temporarily pricing products below the list price, and sometimes even below cost, to

increase short-run sales.

e Value Pricing

Offering just the right combination of quality goods and services at a fair price. In other

cases, value pricing has involved redesigning existing brands pricing in order to offer
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more quality for a given price at the same quality for less.
e Geographical Pricing

Deciding how to price its product to consumers located in different part of the counting

or world.
e International Pricing

Companies that market their product internationally must decide what prices ton charge
in the different countries in which they operate. Therefore, after developing their pricing
adjustment manufacturers often face situations in which they must initiate price changes
by competitors, it could be in form of initiating price changes (price cuts and price

increases).
2.1.7 Pricing Policy

Pricing policy is a guiding philosophy or course of action designed to influence and
determine pricing decision. Pricing policies set guidelines for achieving pricing
objectives. They are an important component of an overall marketing strategy. Pricing
relates to decision rules guiding price setting. They help marketers to solve the practical
problem of establishing prices. The most common pricing policies are pioneer pricing

policies, psychological pricing, professional pricing and promotional pricing'>.
e Pioneer Pricing Policy

There are two types of pioneer pricing approach; they are the price skimming as well as

infiltration prices.
e Price Skimming

Price skimming allows a company to transform the greatest feasible price that customer

that a lot of want the conduct will certainly pay. Price skimming can offer a number of
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advantages, particularly when an item remains in the intro phase of its life process. A
skimming plan can produce much required preliminary substantial advancement prices,
price skimming safeguards the marketing expert from troubles that emerge when the
price is established also reduced to the cover expense, when a company presents an item,
its intro capability might be restricted. A skimming price can assist to maintain need

constant with the company's manufacturing ability.

AN\X -~
e Penetration Pricing

\\\ 2
A penetration pricing is sometimes used when introducing a product in order to gain a

large market share quickly. This approach places an organization in a less flexible
position than price position than price skimming, because its more difficult to raise than
it is lower or discount a skimming price. Penetration pricing can be especially beneficial
when organizations suspect that competitors could enter the market easily. A penetration
price is particularly appropriate when demand is highly elastic-meaning that target

members could purchase the product it were priced above the penetration price.
e Psychological Pricing

Psychological pricing is designed to encourage purchases that are based, on emotional
reactions rather than on rational responses. It is used most often at the retail level. There

is odd-even pricing, customary pricing, prestige pricing and pricing lining!®.

Odd-Even Pricing: Odd-even pricing assumes that more of sale product will be sold at
N99.99 then at N 100.00 supposedly customers will think or least tell friends that the
product is bargain not N100.00 but 99.00 plus a few significances on sales. Expert they
do force the cashier to see the cash register. Even prices seem 10 be more unusual today
than odd prices. Also, odd-even pricing is biased on alternatives of the numbers

themselves. It is believed that certain number are physically more attractive to people!”.
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Customary Price: In popular prices, particular products are valued mainly on the basis
of custom. Current financial unpredictability have actually made most rates change

extremely extensively.

Reputation Price: In reputation prices, are evaluated a fabricated high degree to offer
stature or a high quality photo. When a greater rate is constant with purchaser's
perspective in the direction of the anticipated expense of an item, Status is taken legal

action against.

Price Linning: When a company established a minimal variety of rate for picked teams
of lines or product, it is utilizing a kind of emotional prices called rate line. A merchant
might have different designs and also brand names of phone that cost N500. An
additional line of mobile might cost N600. Rate cellular lining -streamlines customer's
choice production by holding continuous one essential variable in the last option of

design as well as brand'®,
e Professional Pricing

Professional pricing is used by person have great skill or experience in a particular field
or activity. Professional who provides such product as medical services feel that fees
(Price) shouldn't relate directly to the time and involvement in specific cases rather
standard fee charged regardless of the problems involved in performing the job some

doctors and lawyers fees are price example.

The idea of specialist prices lugs with it the offer that experts have an "moral" obligation
warm to cover cost unknowing consumers in some circumstance a vendor can bill
consumer a high as well as remain to see numerous devices of the item. If a diabetic
person calls for one insulin therapy per day in order to make it through, Medical is an

instance. If the rate boosts from N1 to N1000 the person will certainly acquire that
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therapy also'’.
e Promotional Pricing

A price is 'an ingredient in the marketing mix, and it is often coordinated' with
promotion. The two variables sometimes are so interrelated that pricing policy is
promotion oriented. The methods of promotional pricing are price leaders, special-event

and superficial discounting pricing.
2.1.8 Packaging

Prior literature on packaging is important to understand the impact of packaging on
consumer buying behavior. From the view of some scholars, product packaging is the
act of having, securing and also providing the components with the lengthy chain of
manufacturing, dealing with and also transport to their locations just as good as they
were, at the time of production?®. Product packaging can be specified as an external
aspect of the item. It was additional emphasized that, it can likewise be specified as a
container product. Some scholars specified product packaging as the total functions that
underscore the originality and also creativity of the item. It gets on this sight that product
packaging is referred to as an entire bundle that ends up being a best marketing

recommendation, which boosts impulse purchasing behaviour?!.

2.1.8 MPackaging and Purchase Decisions

P\
For some scholars, item packaging comprised a crucial element of predicting a
company’s brand name's image??. Product packaging is viewed as incorporation of style
as well as manufacturing of container or wrapper for an item. Product packaging is any

kind of container shut that an item by it will certainly be provided to the marketplace

available or whereby essential info regarding the item is sent to the consumer?>,
Usually, product packaging, in this period of stiffly affordable advertising company
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setting, has actually ended up being a device of motivation; as well as its duties has
considerably and also continuously changed, from the typical feature of safeguarding the
item versus dust, burglary, damage, damages and also messing up, to the modern-day
feature of ending up being a device to excite, initiate as well as interesting consumer's
interest. It likewise communicates valuable info regarding the item itself at the factor of

sale or while still on the rack.

In this study, product packaging is specified as the completeness of characteristics that
identified a specific item, to name a few, which can properly connect its worth’s
throughout individuals for destination objective while on rack or at factor of sale.
Product packaging itself plays an integral part in advertising mix as it separates firm's
item from its rivals as well as is likewise the method to connect with its customers.
Product packaging is the last perception for customers and also, they make buying
choices on the basis of item packaging which developed an understanding in the
customers minds; as a result, it is extremely crucial that product packaging is striving to
safeguard the sale, this might remain in the type of brand name photo, brand name

worth’s, item high quality and also innovations?*.

Product packaging executes multi-tasks as well as features which explains the item & its
functions as well as likewise connect with the customers as well as additionally secure
the item. Product packaging of the item informs concerning various active ingredients,
use of the item as well as additionally it informs concerning some preventative measures
if the item has any kind of side impacts. The product packaging occasionally consists of
various functions like eye-catching shades, images, signs that will certainly improve the
appearance of any type of item. The duty of product packaging as a tool for interaction

and also branding is enhancing in open markets for FMCG products?.

Product packaging is a container or the container or a security for an item. Product
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packaging consists of the names and also the brand, brand name logo designs, images of
the item, various type of tags such as active ingredients, production and also expiration
day, cautions, cost, making use of approach of the item, firm name, business area etc. as
well as the primary feature of the product packaging is to conveniently as well as
securely disperse the products?®. The study performed by some scholars integrate the
effect of brand name photo, brand name add-on as well as ecological impacts on
customers acquisition choice as well as the research study discloses that brand name
picture have no favorable connection with the customer acquisition choice and also
brand name accessory and also atmosphere results have modest favorable connection yet

no favorable connection with the customer acquisition decision?’.

Product packaging is just one of the primary elements of advertising, creating as well as
plays a n vital duty in advertising. An efficient and also a straightforward product
packaging will certainly soak up a great deal of customers as well as will certainly boost
individual’s purposes on purchasing items. If the item has a top quality and also distinct
product packaging it stays psychological of the customers for an extended period of time
and also by this the customers wishes to purchase that item at the time of purchasing, so
it itself did the promo of that item by its product packaging. Product packaging ought to
likewise be developed to advertise item sales. As the product packaging will certainly
affect customers as well as therefore transform their purchasing habits in the direction of

that brand name which will certainly assist business to produce revenue?®,

When individuals draw in the direction of any type of item so it prevails that they will
certainly acquire that item which will certainly enhance its sales and also business's
income and also this all can be done just by bring in customers in the direction of any
type of item prima facie and also generally the impression is the last perception that will

certainly bring about raise the existing sale efficiency. The product packaging is that
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vital crucial element which we can utilize to attract our customers prima facie. Product
packaging seems among the vital consider acquisition choices that are made at the factor

of sale where it comes to be a vital part of the marketing process?.

Customers acquire even more amount of item after seeing its tag so it is clear that
classifying impact the customers getting habits however there are lots of various other
elements that affect which affect the customers getting behavior’®. Shade plays a vital
duty in the advertising of an item. It is one of the most effective aesthetic elements of
any type of item. It preserves a customer's passion as well as is related to that item ever
before after in the customer's mind. The shade itself personified lots of suggestions and
also is frequently enough by itself to interact the massage therapy of the picture it

represents’!.

Some scientists discuss regarding product packaging of shade is one of the most vital
aspect that bring in the customers as well as alter their purposes in the direction of any
kind of brand name and afterwards their acquiring habits will instantly alter from no
acquisitions to begin purchases®®. Graphics as well as shades play essential vital
functions in advertising item sales. Shade is an exceptional resource of details to interact
with the customers either adversely or favorably and also it is approximated that 62-90%

of individuals evaluation and also analysis is based upon shades alone.

Shades have lots of results on customer's actions, sensations and also ideas; so online
marketer ought to concentrate on the lengthy used of shades as an aesthetic tool to
sustain cognition as well as ideas as well as understanding customer's interest in the
direction of the item. As it is stated that environment-friendly shade brings in individuals
as it belongs of nature so it brings in individuals in the direction of itself. Such as this, a
business ought to be extra concentrated while picking a product packaging shade which

will certainly influence on item for a long-term and also will certainly additionally have
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impact on the acquiring actions of the customers.

The product packaging product as well as wrappers are additionally really crucial
consider item packaging; as the majority of the customer's really did not get the items
because of weird product packaging product as well as wrappers. The research study
discloses that customers rely on an item or brand name decreases continuously when its
product packaging is damaged-up to 55% of customers left the brand name, as well as

36% step in the direction of an additional brand32.

Much of individuals these days century desire even more elegant as well as originality
so they desire a great product packaging product. The product and also wrappers are
additionally impact the sales as if the item is of high quality yet it has no great and also
efficient product of product packaging the customers will certainly relocate and also see
in the direction of an additional item which have of high-quality product and also
fascinating wrapper styles. There is no considerable distinction in between item entailed
customers as well as uninvolved ones in regards to bundle style choices for the

healthfulness assumptions that it generates?>.
2.1.9 Nature of Packaging

Sometime a distinction is made between packing and packaging. Packing is concern
with protection, where packaging deals with promotion. Model packaging involves
protecting and promoting the product. Packaging should be taken into account at early
stage in any marketing plan. It is an important marketing tool. There are many
definitions of packaging, Bristol and Neil gave the definition of packaging "as the means
of ensuring the save delivery of a product to the ultimate consumer in sound condition,
at the minimum overall cost" as the art science and technology of preparing goods for

transport and sales.
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Packaging includes all the activities in product planning that are related to designing and
producing the container or wrapper for a product. It is an important part of marketing
mix it must protect what it sells and sell what is protect. Besides serving to differentiate
or protect a product, it is a major part of overall promotional campaign. It gives the

consumer a final push toward exchange?®*.

Packaging was also defined as the activities of designing and producing a container or
wrapper for a product". The container or the wrapper is also referred to as quality of
items boxed wrapped for storage or shipment. The package has three level of materials.

They are:

N\ "
* Primary Package

= Secondary Package

» Shipping Package

AN\ Y
Primary package is referred to as immediate container. It is a container which directly

holds the product. Examples are - cans, bottles, cartoon, drums, handsets and jars.
Secondary Package refers to further packaging necessary for storage, identification or
transportation. Branding, Packaging, Labeling and Other products features arc
interrelated with other marketing activities and marketing element this is to say that a
company that manufacture product sold on a self-service basis must devote attention to
packaging and labeling in order to attract the consumer at the point of purchase. The
point of purchase display (for instance in a retail shop is the silent-salesman that calls
the perspective buyer's attention to the product and hopefully makes the prospective

buyer decide to buy the product).

Due to the fact that the tag shows up on the brand name and also the bundle is usually on

the tag, product packaging certainly is very closely relevant to branding and also
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classifying. Identifying is the language of product packaging, it will certainly quick to
the component of an item that bring a spoken info concerning the vendor or the item. It
might additionally be solitary tag affix to the item or elaborately created visuals that
belongs to the tag that could lug just the trademark name or a large amount of

information??.

Branding is specified by American Advertising and marketing Organizations as a mix,
which is planned to determine the items or solutions of one vendor or team of vendors
and also to separate them from those of rivals. Product packaging is that component of
item preparation as well as growth which connect to the style of an product container or
wrapper, whose objective is both to predict the product: as well as improve its worth to
the customer. It an essential component of the item in addition to a way of securing the

item in many desirable means

The package, whether it be the tube which the tooth paste is squeeze, the can from which
the beer it drunk or the cartoon from which the milk is pour is an integral part of the
product fresh and undamaged until it is needed. Packaging is critically important to the
buyer's recognition of the product for example stock foods, soft drinks, chewing ram,
handsets etc. The packaging as been given serious attention in the area of eye appealing
surface design. Designs such as-shape, color, size, and brand mark were considered in an

attempt to package goods more attractively than that of the competitors.

Today nearly all consumer goods are packaged and it can truly be said that one of the
persuasive forces in marketing this product is the package. At least this is true for a large

number of alert and aggressive marketing-oriented companies.

In a review, the basic functions of packaging, and define them by their role in either

logistics or marketing. The logistical function of packaging is mainly to protect the
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product during movement through distribution channels. In the marketing function,
packaging provides an attractive method to convey messages about product attributes to
consumers at the point of sale. It may be difficult to separate these two package
functions, as they are usually needed. The package sells the product by attracting
attention and communicating, and also allows the product to be contained, apportioned,
unitized, and protected. Packaging acts multidimensional functions. It offers knowledge
about the product and organization, a technique to communicate with cé\é@; and
safeguard to the quality of product®®. In another study, it was reveal &&@s 1f-service

and changing consumers’ lifestyle having the ultimate effe@mumer choice.

\
Increase in impulse buying behavior labeling is also co ing to the customer?”’.
Some scholars also asserted that integrating the bgahd€igtage, brand attachment and

environmental effects and their impact o@ner purchase decision. Results
elaborates that brand image don’t have a *e relation with purchase decision, brand
attachment has a moderate positiv e&ﬁ,m\ with purchase decision and environmental
effects but don’t have a po:ﬁ@ation with purchase decision®®. The consumers
purchase more quantity Q.@e‘ oducts, after looking a well-labeled product. Therefore
labeling inﬂuence sumer buying behavior, but there are some other factors also,

which influ &Qe consumer buying behavior.

In recEft%, people are becoming more concerned towards green purchasing because

Y

the act of buying environmental friendly products. The research model in this study

n consciousness for environmental protection. Green purchasing is essentially

examines the consequences of predictor variables (environmental concern,
organizational green image and environmental knowledge) upon criterion variable
(green purchase intention) with the moderating effect of perceived product price and

quality®®. Packaging could be treated as one of the most valuable tool in today’s
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marketing communications; Packaging has an important impact on consumers buying
behavior. The impact of packaging and its elements can impact the consumer’s purchase
decision.

More apparel impulse buying and promotional approaches (cash discount) usage
between sample, as well as in-store form display (window display) has important role to
encourage consumers to buying impulse. They can gift complementary products to
encourage consumer to buying impulse*’. Also sealers can increase ap pulse

buying with decorating their stores in modern style and use attractive &@ d colours.

The result of the study proves that there is a pivotal relati tween window
display, credit card, promotional activities (discount, duct) and consumer
impulse buying behaviour?!. Q(,

Both the qualitative and quantitative research,s that respondents adopted similar

risk reduction strategies in their pur *of baby care products. This research

investigated consumer perceptio gﬁ ylng behavior of baby care products. The
t

results of the primary researc hat consumers’ needs satisfied with then product

in terms of reliability an%for ance and packaging®.

Impulse buy 1naeed a relevant factor in CE retailing, thus justifying the use of sales

packa &owever optimization is still important. From an economical and
en~§

material use and transport volume) to products that do not need them, or to apply them

ntal perspective it is very costly to apply sales packaging (with additional

in an ineffective way. Integrating the brand image, brand attachment and environmental

effects and their impact on consumer purchase decision. Results elaborates that brand

image don’t have a positive relation with purchase decision, brand attachment has a
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moderate positive relation with purchase decision and environmental effects but don’t
have a positive relation with purchase decision.

Whatever be the logistics considerations, packaging is one key food product attribute
perceived by consumers. It cannot escape performing the marketing function, even if a
company does not explicitly recognize the marketing aspects of packaging. The package
is a critical factor in the decision-making process because it communicates to consumers.

Intention to purchase depends on the degree to which consumers expect @B to

satisfy them when they consume it (Kupiec and Revell, 2001). Ho g@ erceive it
depends on communication elements, which become the & sticcess for many

marketing strategies.

QT
The package’s overall features can underline the Q%ss and originality of the

product. In addition, quality judgments are lar, uenced by product characteristics
reflected by packaging. If it communicl%&bigh quality, consumers assume that the

N

product is of high quality. If the pa, g@nbolizes low quality, consumers transfer this
low quality perception to the@c itself. The package communicates favorable or
unfavorable implied me@éﬂout the product. It was also suggested that consumers
are more likely t @ eously imagine aspects of how a product looks, tastes, feels,

smells, or s %hﬂe they are viewing a product picture on the package 4. Consumer

decisiﬁi%@ can be defined as a mental orientation characterizing a consumer’s

ap

orientations in the process of decision-making. Four main packaging elements

to making choice*. This approach deals with cognitive and affective

potentially affect consumer purchase decisions, which can be separated into two

categories: visual and informational elements. The visual elements consist of graphics

and size/shape of packaging, and relate more to the affective side of decision-making.
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Informational elements relate to information provided and technologies used in the
package, and are more likely to address the cognitive side of decisions.

Most FMCG are low involvement products. In low involvement, “consumers do not
search extensively for information about the brands, evaluate their characteristics, and
make a weighty decision on which brand to buy™*. One reason for this is low risk, i.e.
these products are simply not very important. The lack of substantial evaluation often
results in the inability to distinguish much difference among leadin % A
common result is relatively weak “habit” brand loyalty. Thus, whe ers find a

O

brand which meets their standards, they tend to stay satlsﬁe especially, if

they are constantly reminded of the brand. But they 1@%\ ery committed, and
substitute easily when it is not available. %

Such habit loyalty is fairly common in the West ne thlrd of women shoppers, and
slightly fewer men, buy food products *gh habit. It is also quite common more
broadly in Asia 4. A recent survey, e revealed that packaging plays a strong role
in reminding consumers about% d¥, i.e. it helps to reinforce habit loyalty.

Some observers, thou at not all consumers view grocery shopping as a low
involvement activ@ ange of involvement among consumers. Those with higher
1nv01vemen to be more strongly brand loyal, including willingness to postpone
purchs% to another store if the brand is not available. In Thailand, about 20-40

R

search rather than simply switch to a substitute.

consumers for most FMCG show this level of loyalty, and will postpone or

Clearly, consumer use of packaging elements is quite an important issue for low
involvement products — generally, informational elements require more mental effort to
process than do visual elements, which evoke more of an emotional response. Some

consumers are not willing to put forth this small effort, and food products which is of
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truly low involvement for them. Others may consider the product more carefully, so that
involvement level might shift the package elements which are most critical. I shall look
at these various elements in more detail in the remainder of this section, to examine how
consumers are likely to use each one.

2.1.10 Visual elements

» Graphics and Color

Graphics includes layout, color combinations, typography, and product ph t@; all
of which create an image. For low involvement, there is a strong im%\ marketing

communications, including image building, on consumer dec'%m ing. Evaluation

of attributes is of less importance in low involvement d@@ o graphics and color
become critical*®. For many consumers in low involy€ the package is the product,

S\

particularly because impressions formed duri contact can have lasting impact.

As the product attribute which most dire %municates to the target consumer®, the

design characteristics of the pacl@ to stand out in a display of many other

offerings. (8\

Many consumers today S@Ker higher levels of perceived time pressure, and tend to

purchase fewer p @ han intended®®. Products often appear to be chosen without

prior plann“@ epresenting a form of impulse buying®'. A package that attracts
e

consu e$

cu% s eye tracks across a display of packages, different new packages can be

point of sale will help them make decisions quickly in-store. As the

noticed against the competitors. However, eye movement does not necessarily mean
attention. When scanning packages in the supermarket, the differential perception and
the positioning of the graphics elements on a package may make the difference between
identifying and missing an item>2. Generally, in psychology research, brain laterality

results in an asymmetry in the perception of elements in package designs>?. The recall of
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package elements is likely to be influenced by their lateral position on the package, as
well as by factors such as font style, size, and color. Recall is better for verbal stimuli
when the copy is on the right hand side of the package, and better for non-verbal stimuli
when it is on the left hand side. This may imply that, in order to maximize consumer

recall, pictorial elements, such as product photography, should be positioned on the left

hand side of the package.
Consumers also learn color associations, which lead them to prefer cer@s\ for
various product categories. Using color as a cue on packaging can be 1ally strong

association, especially when it is unique to a particular brw&io ever, people in

different cultures are exposed to different color ass and develop color
preferences based on their own culture’s assoc1at1 ply taking the colors of a

particular logo, package, or product design fr %market to another should only be

done under a thorough understandmg{éQw colors and color combinations are
perceived in each location.

» Product Packaging Size aﬁ{i@

Package size, shape, and.glongdtion also affects consumer judgment and decisions, but
not always in e@ overed ways. Consumers appear to use these things as

simplifying @heunstlcs to make volume judgments. Generally they perceive more

elonga @kages to be larger, even when they frequently purchase these packages and

pefience true volume. This implies that disconfirmation of package size after
consumption may not lead consumers to revise their volume judgments in the long term,
especially if the discrepancy is not very large™.

Different sizes also appeal to consumers with somewhat different involvement. For
example, low price for some low involvement products, such as generics, is made

possible through cost savings created by reduced packaging and promotional expenses.
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Generics are usually packaged in larger sizes, which communicates to consumers who
are specifically looking for good deals. Such consumers find the low price of the
generics, in the right size of packaging, offers excellent value for money. In addition,
this could imply that when product quality is hard to determine, as with generics, the
packaging size effect is stronger.

2.1.11 Informational elements

» Product information ®
The behavior of consumers toward products characterized by high %Ve ent is less

\

influenced by image issues and visual response; in such ca@ns ers need more
information. Written information on the package can as 's{%qs mers in making their

decisions carefully as they consider product c}g&y tics. However, packaging

information can create confusion by conv@her too much information or

misleading and inaccurate information. 3& acturers often use very small fonts and

poor readability and sometim on>®,

very dense writing styles to pack t&)e information onto the label, which lead to
o
One way consumers re% cohfusion from information overload is to narrow down
their choice sets. @ g choice alternatives and evaluative attributes decreases the
probability «Qey will be confused by excessive choice and information overload.
This r@ could apply to more experienced consumers, because heavy users
po@ look at fewer brand alternatives. In other words, experience makes
consumers selectively perceptive and restricts the scope of their search. This is
effectively a form of brand loyalty, brought about because consumers do not necessarily
want to continue reading labels every time they buy a particular product. Many

consumers appreciate food labeling, but are not satisfied with standard formats. For

example, a survey data indicates that nearly two-thirds of consumers now read food
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labels, but one-third want to see clearer labeling. Other research also shows that many
consumers find the format prescribed in law for both voluntary and compulsory labeling
difficult to use. In another recent survey, 90 percent of people agreed that nutritional
information panels should be laid out in the same way for all food products so that they
are easy to understand quickly>®. While not all consumers use it, the trend seems to be
toward increasing attention to such label information. Partly concerns about food safety
and nutritional health drive this trend, but it is also driven by the gradua \( asing
consumer sophistication. During Thailand’s recent recession, for e ae<{onsumers
were loathed to sacrifice living standards, but they did have,[&vi h budgets more
carefully. They began evaluating products more carefully (}5&&& sure they were worth

the prices charged. Whatever be the reasons, more% iivolved consumers evaluate
message information, relying on message arg@uality to form their attitudes and

purchase intentions>”. &&

On the other hand, packaged fo ;gwducts remain low in involvement for many
consumers. In general, consur@q;usition of low involvement products is often done
without carefully examinlyg brand and product information. The lack of commitment
and attention imp}s @ information on the package carries relatively less value with

consumers «'\ew packaged food as low involvement products.

2.1.12 &ing technology
Te%

and consumer behaviors. Powerful retailers also seek greater responsiveness and

y developed for packaging comes directly from the current trends in products

flexibility from manufacturers, including packaging, to satisfy consumers who are more
demanding and sophisticated>®. Customers are often prepared to pay slightly more for
enhanced product value, indicating desire for more quality. However, product and

packaging development also constrained in creating products that fully meet the
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consumer and channel criteria. Such constraints might be categorized as ingredient,
processing, and cost restraints.

Innovation must respond and develop new products that are more efficiently produced,
packaged for a longer shelf life, environmentally friendly, nutritionally responsive to
each of the emerging segments of society, and meet maximum food safety requirements
0. Technology embodied in the package plays a big role in this, making it somewhat of
a special form of informational element. In addition to its technical ro asRaging

technology also conveys information which is often linked to the (@ lifestyle.

Therefore, in order to survive in high growth, competitive ma&e\c nology becomes
very important for developing packaging, materials, and p &%@s.

It is clear from the review of literature that the impm% packaging development is
high, as packaging plays a major role in congu %cisions of fast moving packaged
food products. Earlier research, however&%{ very extensive, and has not looked very
carefully at differences in how pac igg.dements are used for purchase decisions.

N
2.1.13 Importance of Package

Packaging seems to b ofethe most important factors in purchase decisions made at
the point of sale V\@becomes an essential part of the selling process. Packaged food
products ar@ing into ever larger supermarkets and hypermarkets, and there is a
prolit@io of products, offering consumers vast choice. The competitive context is
ev&ne intense, both in the retail store and household. With the move to self-service
retail formats, packaging increases its key characteristic as the “salesman on the shelf at
the point of sale. The critical importance of packaging design is growing in such
competitive market conditions, as package becomes a primary vehicle for

communication and branding.
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This section examines how packaging influences buying decisions for packaged phone
item. The package standing out on the shelf affects the consumer decision process, and
package design must insure that consumer response is favorable. The problem is made
more complex by several conflicting trends in consumer decision-making. On one hand,
some consumers are paying more attention to label information, as they become more
concerned about health and nutrition. These consumers are more involved in the product

decision and use package information more extensively. On the other dern

consumers are often looking for ways to reduce time spent on %@ ping and

preparation. \
AN\

Packaging is importance for protection and convenience. It has been production oriented
in most forms, however its marketing significant been recognize. The increase use of
branding and the public rising standard of health and sanitation have contributed to the
roles of packaging. The importance of packaging is partly shown by it cost and it is
expected to continue rising in coming years. The actual cost of packaging might be

twice as if all cost of handling, sorting and moving container were included.

The rising cost for packaging are due in part to a shift from an earlier emphasis on
protection to the current interest and the promotional potential of the package. New,
developments in packaging, occurring rapidly and in a seemingly endless flow, requires
management, constant attention to packaging design. New packaging material replace
the tradition ones, new shapes and sizes, new closure and other new features. These all

make for increase convenient for consumer and additional selling point for marketers?.

In the past purchasing agents use to be in charge of packaging in many companies when
protection was the major job of the package, but nowadays, some companies ha.,
cooperate packaging staff were product manager or specialist take on job. When it was

decided that packaging is an important tool, managers of packaging development and
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procurement services have since then been appointed. The new found status for

packaging occurs in part of the -rowing competitiveness in many markets*®.

A poor package could have long term effects-killing the product for customers who try it,
and creating bad will among middle men. In other word, poor packaging ruins the
product. Users might assume that the content of the poor package/product will be poor
and cannot send a satisfying message. But effective packaging relieves the
manufacturers for the difficulties of displaying their products in retail outlets. Therefore,
packaging is an important par. of marketing mix and it can have great strategic
important of the product. Packaging once an under emphasized aspect of business is
getting the attention of industrial leaders, if often spells with difference between
marketing strategic by improving the product, for example a better box wrapper, bottle
or can may even let a relatively small, unknown firm compete successfully with

establish competitors?”.

A package change often creates a ‘New’ product by given customer a more desirable
quality, that is, it help to introduce a new product or new line. More specifically a firm
can correct poor future in the existing container. It can also take advantage of new
materials or change their container to aid in promotional programmers. Multiple packs
can be the basis of a new marketing strategy. It refers to the practice of placing several
units in one container and test after test has proved that multiple packaging increase total

sales of the products.

Some company design and promote a package that can serve other purposes after the
original content after been consumed. This is known as sense packaging. It helps to
stimulate, repeat purchases as the consumer attempt to acquire a matching set of
container. Better protective packaging is expecting important to manufacturer and

wholesalers and they may have to pay the cost of goods damage in shipment, and these

38



may delay production so cause loss in sales. Packaging which provide better protection
can reduce store cost by cutting breakage preventing, preventing discoloration and
stopping theft. On the other hand packaging that is easier to handle can cut cost by

speeding price marking, improving handling and display and sieving space?®.

A scholar is of the view that promotion-oriented packaging may be better than
advertising. Plan products routinely seen in retails devices might in fact been seen by a
lot more prospective clients than the business's marketing. An excellent plan in some
cases offers a company a lot more promo impact that it might potentially manage with
advertising and marketing as well as appealing bundle might speed up hand over a lot

that complete expense will certainly decrease as a portion of sales®.

Since of product packaging, in various other instances complete circulation price might
climb. Clients might be pleased due to the fact that the product packaging boosts the
product-probably by using much hassle-free or decreasing waste nevertheless, product
packaging as worth to the item produce brand-new item as well as brand-new

advertising strategy“°.

The basic functions ckaging as define by their role in either logistics or marketing
is mainly to p&g&fhe product during movement through distribution channels. In the
marketin. n, packaging provides an attractive method to convey messages about
pr Qtributes to consumers at the point of sale. It may be difficult to separate these
two package functions, as they are usually needed. The package sells the product by
attracting attention and communicating, and also allows the product to be contained,
apportioned, unitized, and protected.

Whatever be the logistics considerations, packaging is one key food product attribute
perceived by consumers. It cannot escape performing the marketing function, even if a

company does not explicitly recognize the marketing aspects of packaging. The package
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is a critical factor in the decision-making process because it communicates to consumers.
Intention to purchase depends on the degree to which consumers expect the product to
satisfy them when they consume it. How they perceive it depends on communication
elements, which become the key to success for many marketing strategies.

The package’s overall features can underline the uniqueness and originality of the
product. In addition, quality judgments are largely influenced by product characteristics
reflected by packaging. If it communicates high quality, consumers as% t the
product is of high quality. If the package symbolizes low quality, con ansfer this
low quality perception to the product itself. The package c&ﬁ\c tes favorable or

unfavorable implied meaning about the product.

Consumers are more likely to spontaneously imagi\e% of how a product looks,

tastes, feels, smells, or sounds while they are yi a product picture on the package.

Consumer decision-making can be defn{ei\\s a mental orientation characterizing a
consumer’s approach to making chgi e&)

N
2.1.14 Factor that Influences Product Packaging

Product package plays@)gporfant role because it tells the consumer the information

about the productﬁ/ as the quality of product. Product package design is one of the
most signiﬁ% rts of product strategy. Approximately 70 percent of all purchase
decis@%ods are made at the point of purchase. According to this we can conclude
that% package itself is the only marketing communication the consumer may receive
while evaluating the product. Packaging plays a critical role in the purchasing decision
when the consumer is undecided, the package becomes an important in the buying

choice because it communicates to the consumer during the decision making time.
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There are various factors that influence the buying behavior of consumers such as:
Packaging Color, Design of Wrapper, Printed Information, Background image,
Packaging Material, Innovation.
e Packaging Color

It has been proved that colors have strong effect on perception and therefore colors of
packaging can be important. The right choice of colors is an important factor in creating
the impression needed to influence brand and product selection. Color of g has
an important role in making apart one company product from other.@@c ion of the
colors and color combinations is a necessary process for creati ood design package.
Color is a key element of design due to the fact that 1t is 1V1d and memorable.
The package color can have a significant effect o rs ability to recognize the
product. Packaging color draws attention of th@!ners Every color creates different
meaning according to the consumer p\ n. White and black color are used for

creating power, red for energy, blu or trust, green for balance.

e Packaging Material &?\

Material of packaging i pqrtant element which prevents the product from loss. High

quality material w@c s customers more than a low.
e Font StyQ

Font @ nt element of packaging which attracts the customer attention. Packaging
1

oY

information through small fronts and dense writing styles which are used on the package.

on can create contrary results. It can lead to misleading or inaccurate

e Design of Wrapper
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Packaging is used for identification of the product. It plays an important role in
attracting the consumer. Eye-catching graphics make the product stand out on the shelf
and attract the consumers. Graphics can affect through colors and printed lines on the
package on which different signs and symbols are located. Holograms and combinations

of various materials can encourage consumers to touch the package, thereby inspiring

them to try the product.
e Printed Information %\E
Printed information contain all the information related to the pro <<ﬁty, price,

description which help to identify the brand. This helps cust

decisions and to purchase the product. It is one of the m@
important element of marketing mix. \QV

1S \t make the right

parts of product and

e Background-image Q
Image on the product is important so ﬁ%ﬁbey increase the attention and increase

familiarity with the particular prod%ged(ground image is the image in that is created
in the mind of the customer \@

the package in form of ctiy€ situations (mountains, beaches, luxury houses and cars)

p to identify the brand of the product. Pictures on

can assist in tri@ ifestyle aspirations. Many cosmetic companies design the
backgroundf@ in the order to represent the image of richness, luxury and exclusivity.
e Inngv

Br@g innovation in the packaging design also increase the value of the product like
easy open, recyclable, easy store, breakability, child proof, eco-friendly, etc. in the
consumer mind. However, a practical factor for product packaging an item is to
safeguard it on its path from the manufacturer to the last customer and also sometimes
throughout it make use of by the customer. Compare to mass things packaged products

typically are easier, cleaner and also much less at risk to sheds spilling, dissipation as

42



well as putridity. Plan might carry out a firm's advertising and marketing program.
Packaging assists to determine an item and also hence might avoid replacement of
affordable items. If item, it could be the only substantial means in which a company can
separate. In instance of hassle-free products or commercial operating supply for instance,
has to customer really feel that widely known brand name has to do with like an

additional. Transforming the plan, it is an in costly means to suggest that the item itself

has actually been changed*!. %\E

. a

Sellers acknowledged that efficient security as well as promo attributes in bundle can
make use of under promo set you back a rise sale. At the point of purchase the package
services as a silence sales person. Some features of the package may serve a sales appeal
for example a no drip a self-implicatory reusable jar and so on. Furthermore, the

package advertising copy will last as the product is been used in its packaged form.

Monitoring might package its item in such a method to boost earnings opportunity. A
bundle might be so appealing that consumers will certainly pay even more simply to
obtain the unique plan also hence the rise in rate goes beyond the extra price of the plan.
A rise in simplicity handling or a decrease in damages sheds will certainly reduce

advertising and marketing expenses therefore raising profit*.
2.1.15 Functions of Packaging

First among the functions of packaging at the practicalities. Packaging may be
functional; it must protect the product in storage in shipment and often in use. Packaging
must consist on the number of layers in serving a different purpose. A pocket of icy beef
hamburgers, for instance might have an external cardboard box. This secures the item
enroute as well as handling, producing system of a common dimension that can
conveniently be compacted for shipment to the merchant. The external box additionally

enables the retail screen to be clean and also appealing offering essential item info, food
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preparation guideline, and also marketing indicates today to the consumer. Inside

package, the hamburgers might be secured in teams of 6 inside clear plastic wrapping®.

This avoids them from experiencing fridge freezer melt all-natural procedure of wear
and tear in unguarded icy food. The private hamburgers are ultimately divided from each
various other with a solitary sheet of movie to stop them from sticking. Icy food is not
the only location in which it is essential to maintain quality, container of coffee and also
canisters of dried out milk, such as Wonder have an internal seal which offers the dual
function of maintaining the item fresh till it is opened up and also assuring the consumer

that the item has actually not been damaged prior to acquisition.

Other packaging function centre on convenience for the consumer, both in terms of ease
of access and ease of use. An example of packaging that also helps the usage of the
product is shower gel. The lid of the pack, incorporating a hook, is removed and clipped
to the bottom of the pack to allow it to be hung in the shower. A self-sealing mechanism
is some packs means that the contents do not drip out unless the pack is purposefully
squeezed. In the convenience food sector, ease of use has come with the development of
packaging that can be placed straight inside a microwave oven and thus serves as a
cooking utensil. These last examples also underline the necessity for packaging
materials, design and technology to underlined the necessity for packaging materials,

design and technology to develop in parallel with markets and emerging market needs*®.

Consumer pressure for fewer preservatives and additives in food products has also
encouraged the development of packaging that better preserves pack content. Conversely,
s in packaging, technology can themselves lead to the opening up of new opportunities.
The development of the 'widget' a device incorporated into beer cans, has opened up the

market for canned beer that behaves and tastes like draught*’.
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A less positive driving force behind packaging development in the late 1980s was the
end space of attempts at corporate blackmail through product tempering scares.
Manufacturers and retailers at corporate blackmail alike become very concerned to
hasten the development of packaging that was difficult to interfere without leaving an
obvious trace. Many jars or package now have eat least a visually prominent seal on the
outer pack with the verbal warning that then product should not be used if the seal is

damaged?*.
2.1.16 Packaging in the Marketing Mix

Packaging plays an important part in the marketing mix, as already outlined its
functional importance, its communication possibilities and its crucial role as a first point
of physical contact between the buyer and the product. Effective and thoughtful

packaging is recognized as means of increasing sales.

Even the choice of the range of pack sizes to offer the market can reinforce the
objectives of the marketing mix. Trial size packs, clearly labeled as such, help with new
product launch by encouraging low risk product trial Small sized packs of an established
product may reinforce a commitment of a market segment comprising single person
households, or infrequent users. Larger packs target family usage, heavy users generally,
or the cost conscious segment who see the large pack as better value for money. The
increase in out-of-town shopping by car means that consumers are far better that ever

before to buy large, bulky items®.

This trend has developed further into the demand for multiple packs. When the US
warehouse club first opened in the UK, it only sold inbuilt quantities such as gallon jars
of HP Sauce, 10-kilo packs of dishwashing powder and 14 kilo packs than the customer

really wanted, even when buying in bulk. Pack sizes may also be closely linked with end
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use segmentation. Ice cream could be packaged as either an individual treat, a family
block, or a part sized tub. The consumer selects the appropriate size depending on the

end use, but the-choice must be there or else the consumer will turn to another brand*’.

Any organization needs to appreciate the changing demands made on packaging as
consumer change. These trends can be anticipated or followed, and treated as another
tool of competitive strategy. One particular trend over recent years has been pressured
on manufacturers to improve the recyclables of their packaging. The European
commission introduced a Directive stipulating that a minimum of half of all waste
packaging must be recovered; at least a quarter must be recycles (but a minimum of 15
percent for each different materials). The commission's next is to look at technical
standards, and to decide what can and cannot legally be used in packaging. Some
countries already take a more stringent approach to recycling than others. However, as
the Economists pointed out, Germany's rule that at least 72 percent of drinks bottles
should be refillable may be environmentally laudable, but it does tends to favour local

drinks suppliers, against the spirit of the SEM and unrestricted competition>'.

In developing a new product or planning a product re- launch, an organization needs to
think carefully about all aspects of packaging and its integration into the overall
marketing mix of the product. The technical and design considerations, along with the
likely trade and consumer reactions, need to be assessed. Consumers in particular can
become very attached to packaging. It can be as recognizable and as cherished as a
friends face and consumers may not, therefore take kindly to plastic surgery. Sudden
packaging changes may lead to a suspicion that other things about the product have
changes for the worse too. All of this goes to show that as with any aspect of marketing,
packaging design and concepts need careful research and testing, using were possible

one of growing number of professional consultancies in the field>.
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2.1.17 Packaging Policies

Changing the Package: The question of whether to change a package and if so, when to
make the change are related. The trend today is in favour of change, and this trend is
gaining momentum. In general, management has to reason for considering package
innovation, to combat a decrease in sales, and to expand a market by attracting new

groups of customers.

More specifically a firm may want to correct a poor feature in the existing container, a
company may want to rake advantage of new materials and at times to aid its
programmes. A new package may be used as a major appeal in advertising copy, or the

old container may not show up well in advertisement.

Packaging the Product Line: A company must decide whether to develop a family
resemblance in the packaging of its general products. Family packaging .involves the
use of technical packages for all products with some consumer features differentiating
the individual product. On the other hand, family packaging should be used only when

the product are related in use and are of similar quality.

Price Packaging: When company design and promote a package that can serve other
purpose after original components have been consumed. The company is doing so with
the ultimate aim of stimulating repeat purchase as consumer attempts to acquire a
matching set of containers and at times the used packages becomes an advertisement

copy for purposes for reminding the initial buyer>2.

Multiple Packaging: For many years there has been a trend towards multiple
packaging or the practice of placing general units in one container for example barbing

tools, men's suites, beer motor oil etc. are packages in multiple units. Test has proved

47



that multiple packaging increases, total sales of the organization's product.
2.1.18 The Influence of Packaging on the Marketing Mix

There are three possible ways of viewing marketing package relationship. One would be
simply to add the package to the four major market variables of products, price and
place. It could be pointed out that in many instances, packaging is an independent
influential force which alters marketing tactics. It could also be argued that a packaging
concept is capable of extensively making product attractive to consumers such that it
could be the fifth major variables of marketing mix variables. The second approach
could be as at least one authority has suggested to drop 'place' from the four 'pa’ and -

add package™.
e Product Package

In order to study the product package, it is necessary to consider what is meant by the
integrated product. An integrated product is simply the product and its package
considered as a whole it is assumed that consumer purchase both the product and the

package as a unit and not making individual, choices in the transaction.

By utilizing the integrated concept, it is possible to affect production through two
variables rather than one, the actual product and the package. With the foregoing in
mind the existing relationship of the package to the product strategy as an element which
can be altered and which can provide the sought after newness. The product strategy can
be considered as comprising of two elements, the package and the actual product both

capable of manipulation and contributing as a new total product>*.
e Promotion Package

Another method of gaining a competitive advantage is through the use of promotion. It
is not merely enough to relate product offering to the consuming public the promotion
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must feature integrated product differences and innovation, advertise other products and
product a company's image. Promotion can be broken down into three fundamental
activities: Salesmanship, advertising and public relations. The package serves a tool and

medium in implementing these activities>.

One purpose of advertising is to motivate people to act as a chartered manner. The
package can serve two important advertising roles: As an advertising medium and as a
tool, it may be used in advertising media. For example, it may as a focal point for theme
employed on television, in radios, magazines, newspapers and bill board. This of special
importance when the package has contributed substantially to the integrated product. A
convenience feature, new size or shape, or better protective feature may also serves as an
identifying tool in other media. The product sold in package form requires recognition.
The package therefore may be used as a media tool to portray the form of the advertised
product. For instance, a package product displayed on television will instantly be

recognized when seen at a retail store®,

A
e Price Package

o
A scholar contributes towards the price package strategy by saying that pricing is said to

be one of the least understood or defined marketing Ps he said that one reason for this is
that there many pricing objectives which may be maintained to captured new markets,
increases market shares, increases sales and many others. These objectives cannot
change rapidly. In one situation, a given pricing strategy may be effective in meeting an
objective, in other; it may be useful since pricing strategy is to complement the influence

of packaging on it*’.

Indeed the packaging probably has less influence on price. The package may influence

price by means of its relation to cost reduction. By changing package materials, designs,
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and other concepts, it may be possible to -lower costs, assuming that price is in part,
determined by costs, the package can influence on the ultimate price charge for the

product in the market place.
e Place Package

The task of place strategy is to make supply tallies with demand. It provides a
distribution strategy which is in harmony with the promotion and price strategy. There
are three essential parts to matching supply with demand. The first is the task of
physically moving goods to centre of demand. The second task is that of assembling
from the entire product supplied, an assortment to march the different segment of
demand. The third task is to stimulate exchange. These tasks are accomplished by means
of distribution network made up of retailers, wholesalers and special agents. This
strategy is involve in selecting the proper combination of institutions from the
distribution network to provide maximum impact union selection of outlets such that it

does aid in the management of given mix.

At times distribution is made easier by different packages attached to different market
segments, that is, economical pack, family pack, gift attached pack, gift attached pack
etc. some of the considerations in this area are distribution center planning, inventory
contribution of the package, area of product handling®®. It enhances this by performing
functions similar to transport vehicles and distribution centre. Finally, the package may
be though of as performing a transportation function from the consumer's home utility
shelf to the point of use. In this instance, the package may provide for parts or other

dispensing device which aid in the use of product®.
2.1.19 Packaging as a Marketing Tool

Marketing must as a matter of deliberate policy supply data on anticipated sales,
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distribution methods, sales strategy, intended market price and so forth. The surface
design of the package will be based, to a large extent on information received from

marketing. They should give final approval on the graphics and the firms.

Since they will determine how to sell the products, the sizes of the unit package, number
of packages per shipping container any other package characteristics will be based upon
their decision. This is another group that should be represented in the, early stage of
package planning. Much marketing research including package evaluation, consumer
motivation and test marketing is being handled by today by outside agencies, many of
these organizations specialize in package related problem and package being use to a
considerable in marketing and achieving sales volume especially by the big companies

or multinationals.

Most big companies themselves as trained psychologists, market analysts and other
specialists on their staff list who can provide a variety of services together with
information which is helpful in the design of the package and in predicting the success

or failure of the proposed package®.
2.1.20 Nigerian Cultural Influences and Multi-communication via Mobile Phones

A 2015 Pew Research Center exposes the level of cellphone usage in Sub-Saharan
Africa. Smart phone possession in several Sub-Saharan nations is about comparable to
the USA. Around 89 percent of Nigerian as well as American grownups possess a smart
phone. One of the most usual smart phone tasks amongst Nigerians are texting (80
percent), taking photos or video clip (57 percent), accessing socials media (35 percent),
obtaining wellness info (23 percent), making and also getting repayments (15 percent),
seeking as well as requesting tasks (15 percent), as well as obtaining customer details

(14 percent) 6!,
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There are considerable distinctions by age. Amongst Nigerians, about 89 percent of 18-
to-34-year-olds send out sms message contrasted to 67 percent of those 35 years of ages
and also above®'. Technical adjustment has actually progressively brushed up via sub-
Saharan area over the previous 20 years, substantially influencing way of lives as well as
workplace. Some scholars additionally kept in mind that the development of Africa as
one of one of the most rapidly-growing phone markets in the world®?. This fad is driving
an unmatched surge in financial as well as lifestyle experiences. Over the previous years,
politicians and also chosen authorities in Africa have actually stressed the vital
requirement for the continent to welcome modern technology in order to sign up with

the details culture and also take part in the worldwide understanding economy®3.

The methods which working specialists in Nigeria and also in various other components
of Africa have actually been performing and also executing their main tasks have
actually been affected enormously by the introduction of smart phones. Some brand-new
research studies have actually kept in mind the frustrating worldwide effect of
cellphones as well as its change of typical practices in casual as well as official contexts.
Furthermore, it shows up that Nigeria as well as various other African nations welcomed
making use of smart phones also promptly, leading to blended sensations and also
outcomes due to evident absence of etiquette as well as impoliteness being used the tool

in specialist setups.

A variety of African scientists have actually observed extensive use cellphones in
organization setups. They additionally report that cellphone usage shows up both
turbulent as well as valuable in expert setups as lots of young Africans show up addicted
to their tools or have actually blown up of correct use their smart phones in expert
settings®. Little research study exists concerning the function of society in figuring out

cellphone decorum as well as actions. Some Western scholars have actually
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recommended that smart phones can offer to preserve social communication a lot more
so in collectivist countries®>%, Some study suggests that Americans are much less
approving of mobile phone usage in job settings as well as are a lot most likely to see it

as sidetracking contrasted to various other cultures®’.

We would certainly anticipate that Nigerian societies would certainly embrace actions as
well as perspectives connected to cellphone usage based upon the method collectivist
and also high-context norms®®. Prior relative research study concerning cellphone usage

contrasts American as well as Chinese standards of cellphone usage in meetings®.

2.1.21 Customer’s Preference

Consumer preference explains how an individual ran Won of goods and services
or prefers one collection over another. Thls *nassumes that consumer ranks
goods and services by the amount of satisf; d utility they derive from the product.
The preferences of certain consumers %\J&l determined by their level of income, the
price of the goods and servige he willingness and ability of the consumer to
purchase the product at he needed. A consumer preference assumes that the
consumer can choo@smtently and among alternative goods and services available
for purchase. &gqysumer must prefer one set of goods or services over another or
treat all y beneficial. Consistency is an issue when the consumer more than two
alt s. If a consumer rank brand of mobile phone as better than the other or feels
there’s more utility and satisfaction to derive from the mobile phone type compared to
another at every time purchases are made, the consumer will always go for its brand
preference. Customer satisfaction is the feelings of pleasure and disappointments
resulting from the comparison of products, perceived performance or outcomes in

relation to the person’s prior expectations. The satisfaction is the level of a person’s felt

state resulting from comparing a products perceived performance (outcomes) in relation
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to the person’s expectation. There is relative importance of service quality attributes and
showed that responsiveness is the most importance dimension followed by reliability,
customer perceived network quality, assurance, convenience, empathy and tangibles.
The choice of a cellular phone is characterized by two attitudes: attitude towards the
mobile phone brand on one hand and attitude towards the network on the other.

Customer choice examines specific ranking of a collection of solutions as well as
products or chooses one collection over an additional. This meaning thinks that
customer rankings items as well as solutions by the quantity of contentment as well as
energy they stem from the item. The choices of specific customers are additionally
identified by their degree of earnings, the cost of the products as well as solution as well
as the determination and also capability of the customer to acquire the item at the time

needed’’.

A customer choice thinks that the customer can select regularly as well as amongst
different products and also solutions readily available for acquisition. The customer
needs to favor one collection of items or solutions over one more or deal with all as just
as useful. When the customer extra than 2 choices, uniformity is a problem. If a
customer ranking brand name of smart phone as much better than the various other or
really feels there's even more energy as well as contentment to stem from the cellphone
kind contrasted to one more at each time acquisitions are made, the customer will

certainly constantly choose its brand name choice.

Client fulfillment is the sensations of satisfaction and also frustrations arising from the
contrast of items, viewed efficiency or results in connection with the individual's
previous assumptions. The contentment is the degree of an individual's really felt state
arising from contrasting an items regarded efficiency (end results) in connection with the

individual's expectation’!. A scholar evaluated that there is loved one value of solution
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top quality characteristics and also revealed that responsiveness is one of the most
significance measurement complied with by dependability, client viewed network top
quality, guarantee, compassion, comfort as well as tangibles. One more scholar located
that the selection of a cellphone is identified by 2 perspectives: mindset in the direction
of the smart phone brand name on one hand and also mindset in the direction of the

network on the other”.
2.1.22 Consumer Fulfillment

A scholar presume that complete satisfaction is an individual's sensations of satisfaction
or frustration that arise from contrasting an item's regarded efficiency (or result) to
expectations’®. Whereas, client fulfillment means an outcome of a consumer’s
assumption of the worth gotten in a purchase or partnership’>. It is against this backdrop
that this shows that consumer contentment is checked out as affecting redeeming
purposes as well as habits, which, in turn, leads to a company’s future income as well as

profits’®.

Client contentment is a consumer comments in the type of examination after acquiring
some solutions or items compared to consumer assumptions. Consumer complete
satisfaction is gauged by utilizing the consumer assumptions with the efficiency of the
items or solutions that can fulfill the requirements and also wishes of the customers’”. A
completely satisfied client indicates that there are resemblances in between the
efficiency of the products as well as solutions with the hope of the consumers, where it
will certainly urge them to re-purchase the items. At the exact same time, a dissatisfied
consumer would certainly convince the various other clients to not re-purchase and also

consequently, they will certainly relocate to an additional brand name rival.

Client complete satisfaction is the level at which an item’s viewed efficiency matches a
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customer’s assumptions. Consumer complete satisfaction includes a number of
indications, particularly commitment, complete satisfaction, bought passion, tiny need to
make a grievance, the determination to advise the item, as well as the credibility of the

company.
2.1.23 Product High Quality

Top quality can be specified extensively as supremacy or quality. It was defined that
item is anything that can be used to a market for interest, purchase, usage, or usage that
may please a require or desire, stated that "top quality of item is the client's assumption
of the total high quality or supremacy of the services or product, relative to its desired
function, about alternatives’. It was presumed that item top quality is Item high quality
is the attribute of a service or product that bear upon its capacity to please mentioned or

suggested client demands.

It is essential to keep in mind that the top quality of the item is not evaluated by the
business point of view, it is seen from the viewpoint of the client. Connected with that, it
increased 2 vital aspects that influence the high quality of the item, particularly the
anticipated item top quality as well as the viewed item top quality. Carefully, if the
viewed item remains in line with the assumption, after that the client will certainly
regard the item top quality as a high quality as well as additionally really feel pleased.
Alternatively, if the viewed item top quality is not as anticipated, after that the high
quality of the item as the consumer viewed is certified as a negative item top quality.
Hence, the credentials of both excellent as well as poor item relies on the capability of

the firm to satisfy the client expectations®’.

Top quality is the quality that bears its capability to please consumer needs, either

revealed or suggested. Some scholars believed that the high quality of the item includes
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a number of indications, specifically efficiency, functions, dependability, conformity,

longevity, solution capacity, appearances, as well as regarded quality®'.
2.2 Theoretical Frameworks

A theory is frequently seen as an “untested doubt or guess” without the supply of prove.
A theory may be a well-substantiated clarification of an angle of the characteristic that

can consolidate laws, speculations and realities.

2.2.1 Theory of Trying

The theory of trying propounded by Bagozzi is concentrated on the evaluation of
attempting to act. The theory proposes a three dimensional conceptualization of attitude
similar to responses to behavioural outcome. Put it simply, theoretically, by articulating
Bagozzi’s assumptions towards a reasoned activity is changed by a perspective towards
attempting as well as a limited objective®’. In connection with this concept, a scholar
determined two primary factors of why customers might fall short to attempt to take in
Customers might fall short to think about the choices offered to them. Customers might

knowingly avoid from getting for numerous factors.

The theory offers an intriguing alternative method to the designs formerly taken into
consideration. Instead of taking a look at specific habits, the design analyzes attempting
to act. Subjective standards, perspective towards the procedure or methods of attempting,
perspectives as well as assumptions of success and also mindsets and also assumptions
of failing are impersonated the crucial antecedent variables to intent to attempt; itself the
crucial forerunner to attempting. Previous habits has actually been discovered to affect
customer selection in a number researches as well as is therefore incorporated as an

essential impact within the theory®>84,
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Among the advocates of the concept recommend in conversation of this concept that as
opposed to customers having behavior intents, they instead have behavior objectives in
lots of circumstances, as well as they need to use up initiative and also make the
purposive undertaking to meet these objectives. To date the concept of attempting has
actually primarily been put on health and wellness relevant choices, and also just a few
researches have actually used it to retail usage choices. Some components of the concept
have actually been sustained empirically, however not every one of the variables have
actually been located to be considerable in every test®. In a fillip to the concept, released
study right into the factors for customers 'stopping working to attempt to eat'. In this
instance, customers are claimed to either stop working to see or be oblivious of their

choices, or make a mindful initiative not to eat.
2.2.1 Theory of Attractive Quality

Motivated by Herzberg's Motivator-Hygiene Concept (M-H Concept) in behavior
scientific research, Teacher Kano and also his associate’s created theory of attractive
quality. A difference in between complete satisfaction and also discontentment was
initially presented in the two-factor concept of work satisfaction®*. Basically, the concept
assumes that the variables that trigger work frustration are various from the elements
that create work contentment. The Concept of Eye-catching High quality works to much
better recognize various elements of exactly how consumers assess an item or offering®.
Over the previous 20 years this concept has actually acquired boosting direct exposure
and also approval as well as it has actually been used in critical reasoning, organization
preparation, as well as item growth to show lessons found out in item, advancement, as

well as competition compliance®®.

Due to the fact that of the absence of informative power of a one-dimensional

acknowledgment of quality, the Concept of Eye-catching Quality come from.
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Individuals are pleased if a bundle of milk prolongs the expiration day of milk and also
discontented if the plan reduces the expiration day of milk. For a high quality feature
such as leak, individuals are not pleased if the plan does not leakage, however are
extremely discontented if it does. The one- dimensional sight of high quality can
describe the function of expiration days however not leak. To comprehend the function
of high quality characteristics, provide a design that examines patterns of top quality,
based upon consumers' fulfillment with particular high quality features and also their

level of sufficiency®’.

The physical adequacy of a particular high quality characteristic is presented and also
the upright axis reveals the fulfillment with a particular high quality attribute®. The
concept clarifies exactly how the partnership in between the level of adequacy, and also
consumer complete satisfaction with a top quality feature, can be identified right into
five groups of regarded top quality: 'eye-catching top quality', 'one- dimensional high
quality', 'must-be top quality', 'uncaring high quality' and also 'reverse top quality'. Their
suggestions resemble high quality concepts recommended by Mizuno and also Ishikawa,
however along with concept, Kano and also his associates likewise give us with a

technique for use®’.

Appealing high quality characteristics can be referred to as shock as well as joy features,
and also offer fulfillment when accomplished totally however do not trigger
discontentment when not fulfilled®®. These are characteristics that are not typically
anticipated e.g., a thermostat on a plan of milk revealing the temperature level of the
milk. Considering that this kind of high quality characteristics frequently all of a sudden
joy clients, they are equally as usually overlooked. An instance of this is the late Dr. W.
Edwards Deming's instead bantered declaration: "The client never ever asked Mr.

Edison for a light bulb" °!. Scientists have actually stressed the significance of eye-
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catching high quality development since it looks like this measurement has actually been
overlooked by high quality professionals that have actually often tended to concentrate

on exactly how to remove points gone wrong’>.

When met and also result in frustration when not fulfilled, one-dimensional top quality
associates outcome in complete satisfaction®®. These qualities are talked and also are the
ones with which firms compete. A brand-new milk plan which is claimed to consist of
10% even more milk for the very same rate is most likely to result in consumer
fulfillment, yet if it really just consists of 6% even more milk, it is most likely that the
consumer really feels misguided which results in frustration. When satisfied yet result in
discontentment when not fulfilled, must-be top quality features are taken for approved”.
In our instance with the bundle of milk these characteristics can be stood for by leak.
Clients are disappointed when the plan leakages, however when it does not leakage the

outcome is not raised client contentment.

Given that the consumer anticipates these qualities and also sees them as fundamental, it
is not most likely that they are mosting likely to inform the firm concerning them when
inquired about high quality features. They presume that firms recognize these item

layout fundamentals®.

There are two even more high quality measurements; detached top quality characteristics
and also reverse high quality attributes®®. The initial one describes elements which are
neither negative neither great and also subsequently they do not lead to either client
fulfillment or client discontentment. The last describes a high level of success leading to
discontentment (and also the other way around; a reduced level of success leading to
complete satisfaction) as well as to the reality that not all clients are alike. Some
consumers like modern items while others choose the fundamental design of an item and

also will certainly be disappointed if an item has also several added functions.
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The concept of appealing high quality anticipates that item characteristics are vibrant,
i.e., gradually a feature will certainly alter from being eye-catching, to one-dimensional,
to must-be, to detached give empirical proof for the characteristics of the remote for a tv
that has actually adhered to a life process such as the following: Uncaring top quality
Eye-catching top quality One-dimensional high quality Must-Be top quality. By

exploring client understandings of remote controls®’.

2.2.2 Achievement Motivation Theory

The history of this theory was rooted in McClelland's achievement motivation theory.
The theory tries to anticipate and also clarify practices as well as efficiency based upon
an individual’s demand for association, power and also accomplishment®®. The
achievement motivation theory is additionally described as the Gotten Demands Concept
or the Found Out Requirements Concept. In words of Daft, the Gotten Demands
Concept as McClelland's concept that recommends that specific sorts of demands

(success, association, power) are obtained throughout a person's life time®.

Accomplishment inspiration has actually been specified as the degree to which people
vary in their requirement to make every effort to acquire benefits, such as physical
contentment, appreciation from others and also sensations of individual proficiency.
This suggests the Accomplishment Inspiration Concept discovers the concept that there
are 3 significant demands that functioning staff members in institutions regardless of the
degree will certainly obtain over their life time as an outcome of the experiences in their
profession or in their very own individual lives'®. Some proponents of this theory
highly thinks that in order for supervisors to recognize human practices and also exactly

how a person might be inspired, they need to initially comprehend their dispositions as
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well as requirements. The demand for success is specified as the success in competitors
with some criterion of quality. This assumes that, the objective of some person is to be
effective in regards to competitors with some criterion of quality. The person might stop
working to accomplish this objective, yet the worry over competitors with a criterion of
quality still allows one to recognize the objective looked for as an accomplishment
goal'®!, This, after that, is the common interpretation of Accomplishment". Furthermore,
it was explained that competitors with a criterion of quality was most significant when a
person remained in straight competitors with somebody else yet that it can additionally
appear in the issue for exactly how well one private does a job, despite just how another

person is doing.

The requirement for success is the subconscious problem for quality in achievements via
private initiatives". It was specified the demand for Accomplishment makes up 4
primary locations specifically; the wish to achieve something tough, obtain a high
criterion of success, master facility jobs and also go beyond others!®?. Typically, people
that show the requirement for success look for to achieve tough however sensible
objectives. Such individuals will certainly act in manner in which will certainly aid them
to outmatch others, exceed some requirement or satisfy of quality, or do something

103 This suggests that a person's demand for accomplishment is driven by the

unique
difficulty of success and also the worry of failing. Peoples require for accomplishment is
modest and also they establish on their own reasonably uphill struggles. They are logical
in nature as well as take computed threats. When they see at the very least some

104

opportunities of success'™, such individuals are encouraged to execute.

It can be reasoned from the different meanings that staff members with high success

requires look for to master their job and also values acknowledgment of their initiatives.
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They often tend to stay clear of scenarios where there is just a tiny gain while

additionally staying clear of high threat scenarios where failing is an opportunity.
2.2.3 The Need Required for Power

A scholar specified the requirement for power as a "worry about the control of the
methods of affecting an individual". One more scholar specified the requirement for
power as "the subconscious issue for affecting others and also looking for placements of
authority". The requirement for power is the wish to affect or regulate others, being
liable to others, and also commanding over others. Normally, people that show the
requirement for power have a wish to be significant as well as intend to make an
influence. McClelland kept that an individual's requirement for power can be either

kinds particularly; institutional as well as individual.

Those that require individual power intend to guide others. Individuals that require
institutional power (additionally referred to as social power) wish to arrange the
initiatives of others to enhance the objectives of an establishment. Supervisors with a
high requirement for institutional power have a tendency to be extra efficient than those
with a high requirement for individual power!%. Essentially, employees with high
demand for power tend in the direction of impact as well as control. They such as to be
at the centre as well as are excellent orators. They are requiring in nature, powerful in
good manners as well as enthusiastic in life. If they are offered crucial placements or
power settings, they can be encouraged to do. In his interpretation of the demand for
Association, a scholar mentioned that the requirement for Association is developing,
keeping, or recovering a favorable affective connection with this partnership as well as
an additional individual is most appropriately defined by the word relationship"'%. The
demand for association is the subconscious problem for creating, keeping, and also

recovering close individual partnerships". Daft specified the requirement for Association
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as "the wish to create close individual connections, prevent dispute, as well as develop

cozy relationships"!'%’

. He included that people that show the demand for Association are
looking for communications with other individuals and also are social in nature. They
associate themselves with teams and also people. They are driven by love as well as

belief. They such as to develop pleasant settings amongst themselves. Social

acknowledgment as well as association with others offer them inspiration.

2.2.4 The Duty of Product Packaging in the Assumption of Top quality

Product packaging has actually typically been viewed as a vital part of the physical item
in the feeling that it shops and also secures its web content. The modification of
consumer assumptions, nevertheless, as clients end up being a lot more requiring,
indicates that the function of product packaging ends up being more vital as it can be
made use of to give various solution measurements (e.g., details and also features).
Clients do deny solutions or items. They purchase the advantages that solutions and also
items supply, i.e., clients look for services that offer their very own value-generating

198 The repercussion is that the typical viewpoint of product packaging requires

process
to be widened as well as not restricted to a box, a container, or a container in order to

check out exactly how product packaging can add to enhance the viewed top quality as

well as consumer worth.

The bundle frequently is essential to the client's impression of a brand name, its high
quality, or value'®. When they are shopping, research study reveals that clients make
options in between items within secs. Within those couple of secs the bundle requires to

be a "quiet salesperson” that markets the item, brings in the client, and also hold the
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focus versus the aesthetic clamor of affordable items!!®

. Currently in 1950, Teacher
Brown at the College of Chicago explored the function of product packaging look at the
factor of acquisition. In his research studies of combing cleanser, a brand name that

attempted to surpass consumer assumptions in product packaging look did not obtain

benefit in raised consumer fulfillment.

Then in time, it appeared that product packaging look was thought about an uncaring top
quality feature. Advertising and marketing that a brand name has actually boosted its top
quality increases the assumptions of regarded quality!!'. A comparable result can be
thought to exist when the style of a plan is transformed to interact a brand-new message,
i.e., to show a premium quality item. A presumption made in this research is that the
duty of product packaging has actually altered from being detached in the 1950s to being
appealing today. Favorable impressions at factor of acquisition will certainly not,
nonetheless, last long if the plan is useful as well as not easy to use as soon as the
customer has actually brought it home. The bundle has to be very easy to utilize, the info
on it should matter to make sure that the customer does not abuse the item, it needs to
match storage space rooms, as well as if the item must be dosed the bundle needs to
promote this etc. In recap, we can claim that customers might review an items or
offering's top quality when they acquire it (getting a drink) or when they eat it
(consuming alcohol a drink). This suggests that the understanding of top quality is
developed both at factor of acquisition and also throughout use. The effect is that the
high quality features of plans require to be made for presenting top quality both when on

the rack in a shop, as well as throughout use in the house of the client.
2.3 Review of Empirical Studies

A scholar said in 2018 that the cost variable, brand name picture, style, high quality,

technological factors to consider, as well as viewed worth have a substantial impact on
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acquisition purpose. It was mentioned that all these aspects are thought about by
customers throughout their acquiring of vehicles. Scientist ended that all these aspects
have actually urged the consumers to get the auto. He discovered the result of cellphone
qualities on the customer purchasing choice. They located that the technological
attributes of the cellphone as well as looks, photo as well as source, home entertainment
have a substantial function in the selection of the smart phone. Rate has a considerable

impact on the customer's acquisition intent in the purchasing of mobile phone'!2,

In 2020, study was performed to recognize the aspects impacting use social business in
Indonesia. The located that social aspects, hedonic inspiration, cost worth personal
privacy, behavior, and also element aspects have substantial impact on behavior purpose.
Rate worth has a substantial favorable impact on behavior intent. Rate has actually been
discovered to have a substantial impact on acquisition intension in numerous previous

studies!!3.

In 2020, one more scholar discovered the influence of brand name depend on, viewed
worth on brand name choice, and also acquisition purpose. The outcome of the research
located that the brand name trust fund and also viewed worth like cost have substantial

favorable impact on acquisition purpose and also brand name preference!!“.

In a research, the influence of item packaging on customer's purchasing practices in
Karachi, kept in mind that product packaging is taken into consideration as one of the
most crucial element that affected customer acquiring practices. In their verdict, aspects
like colour, product packaging product, style of wrapper as well as development were
discovered to be vital variables when customers were making any kind of purchasing
choice. Approaches released consisted of; straightforward arbitrary tasting, 5 factors

Likert range varying from (1) highly differ to (5) highly concur organized set of
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questions for information collection, detailed data and also Pearson's relationship for

analysis!!>,

In the exact same blood vessel, some scholars investigated on the influence of customer
item bundle high quality on customer contentment, brand name assumptions, customer
financial investment as well as behavior in The golden state, revealed that product
packaging attributes were indivisible element of the item and also crucial to examination
of the total usage experiences. Product packaging has an essential function to play in
structure rewarding consumer-brand connections. Qualitative, architectural as well as

speculative modelling evaluation strategies were utilized as methods!''®.

In 2014, some scholars took a look at the partnership in between product packaging and
also customer acquiring (an instance research: contrast of sterilized 1.5 L milk of brand
names Roozaneh as well as Mihan) in Shiraz city revealed that product packaging
aspects like colour, context photo, product packaging product, design of composing,
cover style, published details as well as advancement have favorable considerable
partnership with customer acquiring behavior. Techniques used consisted of; structured
survey for accumulating information as well as inferential as well as detailed data for

analysis!!7.

Some pupils dealt with the function of product packaging in customer acquiring
practices (A research of College student of Peshawar Area KPK Pakistan) revealed that
product packaging was a crucial aspect that affects customer acquiring practices. It was
verified that the customer purchasing choice was highly based upon product packaging
as well as its functions. Aspects taken into consideration in their research studies consist
of; colour, product packaging product, history photo, and also layout of the wrapper,

published info, advancement as well as font design. Technique used consisted of using
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set of questions to collect information, and also basic arbitrary tasting of 100

populations' '8,

A recent research got on the duty of product packaging on customer acquiring practices
in Patan Area. They verified a considerable connection in between product packaging
and also customer acquiring practices. They mentioned that the favorable connection
was depended upon the boosting self-service as well as altering customers' way of living.
Techniques utilized consisted of; set of questions to resource information,

straightforward arbitrary tasting, inferential and also detailed data for analysis!!"’.

In 2015, a research study was lugged out on the duty as well as influence of the product
packaging result on customer acquiring practices revealed favorable partnership in
between the independent variables and also reliant variable. Top quality of the product
packaging technology, functionality as well as product, as well as plan style, were
thought about most crucial. Additional as well as main information resources, detailed as

well as inferential data were utilized as approaches analysis!?°.

In 2013, a research was accomplished on a research of the impact of plan on customer
behavior in Iran, which concentrated on foodstuffs in store, the record revealed that plan
parts have various influences throughout the different procedures of customer practices.

The research was essentially qualitative!?!.

Moreover, the researches of some scholars in 2013 research the result of product
packaging aspects on customer getting choices (a study of cleaning agent market) in Iran
revealed that there was a considerable partnership in between product packaging aspects
(i.e. info as well as aesthetic) and also customer acquiring choice both prior to as well as
after acquisition. Approaches took on consisted of; survey for information collection,

easy arbitrary tasting, inferential and also detailed stats as logical tool'?2.
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Research study on results of buying features on customer's investing in self-confidence
revealed that it was just info that can affecting customer's acquisition self-confidence
while aesthetic aspects do not have much effect. Since their research study in fact was
not to discover out what impart self-confidence in customer's mind prior to taken choice
to buy a specific item, the factor for this outcome might be. This calls for more
examination. Techniques utilized consisted of; Likert range survey to resource

information while information were examined making use of regression analysis'??,

Results elaborates that brand image don’t have a positive relation with purchase decision,

brand attachment has a moderate positive relation with purchase decision and

environmental effects but don’t have a positive relation with purchase decision. The
consumers purchase more quantity of the products, after looking a well-labeled product.
Therefore labeling influences the consumer buying behavior, but there are some other

factors also, which influence the consumer buying behavior!?,
In recent times, people are becoming more concerned towards green purchasing because

of a grown consciousness for environmental protection. Green purchasing is essentially
the act of buying environmental friendly products. The research model in this study
examines the consequences of predictor variables (environmental concern,
organizational green image and environmental knowledge) upon criterion variable
(green purchase intention) with the moderating effect of perceived product price and
quality. Packaging could be treated as one of the most valuable tool in today’s marketing
communications; Packaging has an important impact on consumers buying behavior.

The impact of packaging and its elements can impact the consumer’s purchase decision.

More apparel impulse buying and promotional approaches (cash discount) usage

between sample, as well as in-store form display (window display) has important role to
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encourage consumers to buying impulse. They can gift complementary products to
encourage consumer to buying impulse. Also sealers can increase apparel impulse
buying with decorating their stores in modern style and use attractive lights and colours.
The result of the study proves that there is a pivotal relationship between window
display, credit card, promotional activities (discount, free product) and consumer
impulse buying behavior. Both the qualitative and quantitative research showed that
respondents adopted similar risk reduction strategies in their purchase of baby care
products. This research investigated consumer perceptions and buying behavior of baby
care products. The results of the primary research showed that consumers’ needs

satisfied with the product in terms of reliability and performance and packaging!?.

Impulse buying is indeed a relevant factor in CE retailing, thus justifying the use of sales
packaging. However, optimization is still important. From an economical and
environmental perspective it is very costly to apply sales packaging (with additional
material use and transport volume) to products that do not need them, or to apply them
in an ineffective way. Another result revealed Results elaborate that brand image don’t
have a positive relation with purchase decision, brand attachment has a moderate
positive relation with purchase decision and environmental effects but don’t have a

positive relation with purchase decision'?,

The i@r@me of packaging has been increased due to the function of protecting the
prodiets from the damage, mishandling and deterioration. In today’s competitive
environment, it is also used as a marketing tool to get the consumers’ attention. Due to
changing consumers’ life-style and increasing self-service, the packaging is considered
as fifth ‘P’ along with the other 4ps — product, price, place, and promotion. The most
common types of packaging materials are glass, metals, plastics, paper and board. The

package’s overall features can underlie the uniqueness and originality of the product.
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Quality judgments are highly influenced by product characteristics reflected by
packaging. High-quality of packaging leads to high pricing of the product and
consumers assume that the product is of high quality. Low-quality of packaging
symbolizes low pricing, consumer think of low-quality to the product itself. Packaging
helps the consumer to decide the first impression regarding the product. Consumers

most time are attracted at first sight to the packaging style of a product'?®,

Consumer buying behavior deals with cognitive and affective orientations @%ess

of decision-making. Four important packaging elements affect @ purchase
| an

decisions, which can be separated into two categories: informatj visual elements.
\

The visual elements consist of graphics and size/shape o g and relate more to

the affective side of decision-making. Non-verbal e@&y f the package (color, form,
size, imageries, graphics, materials and smel verbal elements of the package
(product name, brand, producer, count %\origin, information, special offers and

N

instruction of usage). Good and a‘% ackaging may add value to the product and

attract a trial from customersu(&\

The consumer buyin %(r on package elements can be stronger or weaker
depending on t@ umer’s involvement level, time pressure or individual
characteristi@onsumers. Visual elements of the package have a stronger effect on
consumer n they are in the level of low involvement. Conversely, verbal elements
oage have a greater impact on consumers who are in the level of

high involvement. Visual elements of the package have a stronger impact on product
selection when consumers are under time pressure, and conversely when consumers are
not under time pressure, verbal elements of the package have a higher influence.

Previous researches also deal with gender, age, education and occupation to reveal the
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influence of packaging on consumers when making a purchase decision for convenience
goods!'3?,
Product’s brand name, manufacturer name and country of origin, graphics and
nutritional information are important in consumer buying decision process. Certain
packaging colors set different moods and can help to draw attention. Yellow indicates
cheap, cheerful and warmth. It works well as the background color for black print.
Orange is sociable color and mainly used for products that made up o nsc Red
k<(s used to

signifies exciting, passionate and strong, works well in cosmetics.

identify royalty and up-market image. Blue indicates coolness, 8leanhness and having
\

authority. It is used in masculine products. Green means E&%\ ecurity and calmness.

Pink or Magenta is feminine color and used in u% ig%, sometimes used in baby
products too. White indicates purity and clea@ﬁkrown is used as strong flavors,
especially in food products like chocola %&lees, sauces. Black combined with gold

ON

can represent exclusivity and pre ces. Grey indicates sadness, transition, and

compromise, mainly used in h@h products and modern designs'?!.

Nowadays, innovative @g includes portion control, recyclability, tamper-

proofing, child-qu@,, easy-open, easy-store, easy-carry and no breakability.

Consumers éﬂformation on product packaging for choosing a product over

comp in&
de

“Many companies spend a lot more money on advertising than on packaging.

ucts. Firm’s product packaging should influence the consumer buying

But packaging is considered very important because, it serves as an advertising
medium'*2,

It is essential to delineate the evolution of visual appearance through the time and their
implication in the marketing arena '*3. The product must be considered one of the “four

P’s” of the marketing mixture, considering that the “four P’s” are: product, price, place
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and promotion'**. The product is an object whose sole medium of identification is
through visual representation and appearance!*.

Throughout history, it has been discovered that individuals find pleasure and, at the
same time, profound admiration when using the sense of sight!3¢. Through the sense of
sight, the eyes are the axis of the most renowned images in history 137,

Individuals of all identified cultures find delight through using their sense of sight. As

such, humans find visual beauty in diverse objects. However, since 1930, @Been

an increase in the awareness of the importance of product design'3®, @%&

that time, packages were primarily recognized as a means 3%0‘[% ing the product.
\
\(1 e

Since 1930, however, package design has been used as Q;S ive method to obtain a
competitive advantage in a global market!'3°. Due to.@ seems to be a significant
increase in the role of product design as bei %c\hicle of communication for the
brand’s managers!“. It appears that cons‘%s‘ show interest in products that represent
pleasing aesthetics, thereby makin eguylng process of interest!*!.

2.3.1 Product Package in irst Century

From the beginning of th%h%ntury, the tangible aspects of products have evolved, as
have the lifestyle (% umers. In order to launch a product to market, the product

must posse@&the elements that determine its identity as a means of breaking

homog n% parameters. For this reason, each product must possess unique

stics to be able to compete in the desired market. Incredibly, the main role of
the design of a specific product would be to be used as a means of communication and
promotion of the brand'#?. According to various authors in order to achieve a higher
position, it is important to focus part of the market on the identity of the brand '¥. It is
through this mechanism that differentiation is achieved and brand equity is acquired.

The key elements to developing brand identity are based on the tangible aspects of the
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product that enable recognition at first impression'#*

. When it comes to marketing,
however, there is no differentiation in terms of the tendency of people to admire and
evaluate products based on their visual attributes. The visual attributes of a product may
be a key element to its success in the market. Strategic Role of Package Design.
Researchers have found that packaging is the central mechanism to promote a design
that is the principal axis of communication'¥. However, one of the greatest objectives
when designing a package to create a new product is to create a unique p@& that
would be recognized and to make the product preferred in the target

Normally a department store or supermarket offers thousands rod\ ts in order to be
selected by the client. However, many researchers have s Q%ha the selection process

&

of a product, in many cases, occurs at the mome

N\

confirmed that the consumer selects a product ment of purchasing it. They state

ing the product!4S. It was

that decisions about acquiring a specific g@gt occur at the moment of purchasing the

product, particularly in regards exlﬁm&w design created three groups!'#’. The subjects

from one group were presente@wo new products in which the packages presented

the consumer with an ctive’ image and the other presented a less attractive image
with opaque colo 1 subjects of the second group had two packages of famous
brands with &{ne conditions as the first group. The third group had three packages of
famoug_a t so famous brands and some of the products did not have attractive
im d one had no image at all'#.

The study determined that the subjects in all three groups made their shopping decision
in a visual manner. As a consequence, the products with attractive images obtained the
same acceptance that famous brands have had in the market for years!’.

Contrary to a study where he conducted a comparison of consumers according to their

culture, the study focused only in subjects from a large, unidentified university in the
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United States'!. In an exploratory research conducted about the communication
between package and consumer perception. In the research they found a recurring theme
of duplicity in customers’ interpretation!*2,
In a research on how packaging may be a communication barrier at the moment of
selecting a product and how culture can affect the decision-making process. The subjects
of the study were adolescents from Germany and Turkey. The subjects completed a
questionnaire in which the products evaluated were chocolate and sal &:ults
Qg{oment of

indicated that, besides the packaging representing a key factor %

purchasing the product, there might be variations according to thé conSumer culture and

\
by the shopping behavior of each particular consumer!>?. !&u\s\a so researched that the

consumer reaction in relation to new packages; the rgs ablish that consumers look
for easy-to-use products and high quality'>*, §

This review suggests that the design of a&%&gge has a strategic role at the moment of
the purchase decision, deriving fr%ggmterface between customers and the tangible
elements. The literature and @g models emphasize the importance of consumer
behavior in relation to tangible aspects of the product'®. On the other hand, the

essence of segme tensifies at the moment to present a product. But, no author or

company st ’S\{be effect that the tangible aspect of a product can have on a purchasing
decisi %’ e perception of various segments'>®,

It % o revealed that the relationship between brand images from customers on
customers purchase intention. According to this study there is a moderate significant
relationship between brand images from customers on customers purchase intention as
logically thinking, brand images from customers will lead to ongoing purchase to loyal
customers for the better-known products known through the brand of products'’.

Mostly people as loyal customers who are using certain products and satisfied with the
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products will be waiting for the upcoming new and innovative products with higher
augmentation than previous ones. It proves that intention from customers'3%.

In a finding on the impact of virtual brand experience on purchase intentions: the role of
multichannel congruence that multichannel effects exist between virtual world brand
experience and real world purchasing decisions, and that cross-channel consistencies are
important factors that contribute to these effects. In accordance with the predictions
from prior research, the results of this study demonstrate that brand %&Re\s in

urchasing

159

virtual world marketing channels may have a strong influence on rea%
fi

decisions’™”. It proves that brand experience from customers\ a ! ts on purchase
intention. Either people intent to good impression, there i ibility for them to buy
products still in the same brand but different produ@ hile the impression is not
good enough, the possibility of customers to pyr %\e upcoming products is lowered.
It all depends on customers eye and exﬁ%{\celéo. In terms of competition, mobile

new mobile phones include b e, characteristics of the products. Previous studies

phone markets are considered to@@in. The main factors affecting purchase for

r}ﬁave made us understand the way individuals adapt to

related to information s
new technologies w of studies on technology acceptance and mobile shopping
suggests th@\umber of theories based on information systems and technology

adoptifn%t

m

are extended with other variables, are used to examine the adoption of
vices and their use in the purchase of products and services. The technology
acceptance model (TAM) proposed by a scholar is a widely used model for evaluating
consumer acceptance of new technology. The TAM uses variables like perceived ease of
use and perceived usefulness to predict behavior intention. Several researchers have
extended the TAM model by adding more constructs such as self-efficacy, external

control, anxiety, playfulness, enjoyment, and usability. Empirically compared eight
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models in the information technology acceptance research and proposed a unified model
that integrates elements across the eight models, known as a unified theory of
acceptance and use of technology (UTAUT). The UTAUT model includes four key
constructs: performance expectancy, effort expectancy, social influence, and facilitating
conditions. context and proposed UTAUT2 by incorporating three constructs into
UTAUT: hedonic motivation, price value, and habit. In terms of competition, mobile
phone markets are considered to be uncertain. The harsh market conditions rapid
pace of technology in the mobile phone industry force companies %@ nderstand

their consumers to offer unique and competitive products with desired attributes. Several

d
\
empirical studies have been conducted to study the @ hopping behavior of

consumers. The main factors affecting purchase for@

price, characteristics of the products, etc. % y, these factors also influence

bile phones include brand,

customer purchase intention. In the prese@{y, it was adapted that constructs from the
field of technology acceptance andﬁ%arketing to understand factors affecting the

mobile phone. (8\

2.3.2 The Concept of Rhice

Price is considere®1 of the key components in marketing mix that plays a very

significant determining brand loyalty. It has a significant effect on sales volume,
profit %& are and consumer perceptions'®!. Marketers appeal to consumers usually
th gher and lower quality prices. The importance of price made it very sensitive
factor that influence consumer purchase decision, thus pricing decision has to be
harmonized with the rest of the marketing mix i.e. product, promotion and placement.
Price can be defined as the amount of money charged by a company in exchange of its
goods, services or an idea. It also refers to sum of all values that consumer sacrifice to

obtain the benefits of possessing or using a product or service. Consumers hinge on
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product price to determine whether they can afford it, they also consider it as a surrogate
measure of product quality!6?.

The mobile phone price has been identified as a key factor in the choice of mobile
phones, especially among young consumers. The intense competition in the mobile
phone market has led to a sharp fall in prices, further enhancing mobile phone usage. A

study also examined switching costs in the mobile phone market and reported that price

inant for

was an important factor influencing consumer’s decision to change their @)ne.

Therefore, mobile companies should consider price as an import%t\&ﬁ

retaining customers. Appropriate pricing strategies are req@o e employed for
\

offering numerous diverse services to the customers. H \@%g
;i

Therefore, companies should enforce retention str\ez%x, gilantly. The existence of

multinational companies offering international in the mobile phone market in

his is a costly affair.

Pakistan is phenomenal, and it has ma@q market highly competitive. Moreover,
Pakistan being a developing cou &ﬁte determines consumer purchase decisions
largely. A study also investig&&bmobile buying behavior in two cities of Odisha in
India. The authors fou thg\t’faster-changing technology was an important reason
among others for @ uying behavior. Hence, the price policy for every mobile set
should be a@&{eamres and technology of the handset. Previous studies argued that
mobil %s had become a necessity instead of a luxury in this modern era of
tec

Nowadays, product differentiation is challenging in a galaxy of mobile phone choices.
The study investigated the migrated labor in India to observe their mobile buying
behavior. The advertisement is found to be the most influencing factor for buying
behavior, among other factors related to the price and features of mobile phone sets. It

was investigated the characteristics of buying behavior of mobile in females of Delhi in
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India. The authors found that price, advertisement, brand loyalty, changing technology,
and recommendations of peers were found effective in determining buying behavior. It
was explored that mobile buying behavior in Nigeria. The price was found most
influential among students’ communities among the other factors, like shape and brand
of mobile phones. It was investigated and found that touch screens and health-related
facilities in mobile phones were significant in determining and d1fferent1at1ng the
demand for mobiles in Europe. Further, mobile tracker and 4G were foun % ve in
Asia-Pacific and the Middle East. The camera’s features were fou ing in the
price spending behavior of customers. Moreover, the price pew@g as based on the
perceived value of any mobile set in all investigated r akistan has observed
diversity in terms of population, needs, demands, affo% , and perception of quality.
2.3.3 Product Quality ®

Product is anything that can be offered ¢ A&fylng needs and wants. It can be seen as
anything that can be offered to the r for attention, acquisition and use capable of
solving problem or provides c% nefits!%4. Customers depend on product cues such
as packaging, price an mage in order to deduce the quality of the product.
Improving percei % uct quality influence consumer satisfaction and increase

customer lo hus enhance profitability'®. In a study conducted that pointed out that

produ. %ﬁy has a strong effect!®S. Perceived product value has significantly

customer trust and purchase intention. It was argued that consumers’
perception differs on the basis of their ages, income levels, and educational background
and this serve as a gauge in determining the quality of a product when making a
purchase. A findings provide the presence of significant impact between product quality
and customer loyalty.

2.3.4 Customer Loyalty
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Customers serve as core assets of every firm, providing superior customer value
influence customer loyalty. Customer loyalty arises as a result of customer satisfaction
on quality, value, expectations, and company image. Customer loyalty is accomplished
by delivering superior customer value!'®®. Customer loyalty is imperative towards
attaining and maintaining competitive advantage. Customer loyalty can also be
accomplished through seasonal rebates, coupons, free offers, extended warranties,

incentive programs etc. The rationale behind customer loyalty programs i@ n the
1

believe that a pleased customer will re-purchase, recommend, refus§ ors article

and convince others (friends, family members, colleagues, neighbors®etc.) to use firm

products or services'®’

\
. Empirical evidences found that c@ oyalty is significantly

affected by customer trust in the Pakistani cellular c@
2.3.5 Brand Awareness @

High product or service awareness repa&@s‘ a good product reputation and market

N

acceptance. Consumers opt for a=b based on their previous knowledge and
experiences. To them, the mo@h r brand is more reliable than less familiar brands,
hence affecting product%%l“. Brand awareness serve as an assurance of quality
and risk mitigatio@ ue. It was believed that powerful brand association affective
customers &decision. It is suggested that brand awareness is considered as the
basis r%ing brand equity. This signifies that brand awareness form the foundation
0 g brand equity of a product. Packaging, price and brand awareness is said to
have significant positive nexus with brand loyalty, which inferred their significant
predictive influence on brand loyalty.

A study revealed that packaging and brand awareness have strong positive significant
relationship with brand loyalty. An investigation revealed that consumers commitment

toward buying, both current and future is affected by brand awareness. It was also
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highlighted that a significant connection between brand awareness, perceived quality,
brand loyalty and purchase. It was indicated that significant positive connection exist
between brand awareness and brand loyalty. However, it was discovered that brand
awareness and brand equity have negative effect on the consumer’s identification of
store brand due to higher perceived risk for the brands. In the same vain, the results of

the work of some scholars indicated that no significant effect of brand awareness and

loyalty whereas significant impact of perceived quality on profitability Was@\
2.4 Summary of Literature Reviewed $\b

Customers serve as core assets of every firm, providing erior™ customer value

\
influence customer loyalty. Customer loyalty arises as a E&%@ customer satisfaction

on quality, value, expectations, and company imag\ er loyalty is accomplished
by delivering superior customer value. Price i§ ¢ red as one of the key components
in marketing mix that plays a very signifv‘%gole in determining brand loyalty. It has a

N\

significant effect on sales volumeggpr market share and consumer perceptions!¢!.

Marketers appeal to consume@h y through higher and lower quality prices. The

importance of price m Nry sensitive factor that influence consumer purchase
decision, thus prigs %c ion has to be harmonized with the rest of the marketing mix
ie. producté&x{otion and placement. Price can be defined as the amount of money
charged b mpany in exchange of its goods, services or an idea. It also refers to sum
o@ms that consumer sacrifice to obtain the benefits of possessing or using a
product or service. Consumers hinge on product price to determine whether they can

afford it, they also consider it as a surrogate measure of product quality.
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Chapter Three

Methodology

3.1 Research Design

Research design is actually the general plan for linking the theoretical study concerns to

the essential (and also attainable) observational investigation. Research design is a plan

of the procedures and also operations that actually made use of analysts to collect data
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and also evaluate the information needed'. The study adopted exploratory design to
investigate the research questions. This study will be qualitative and interpretive in nature
to examine why the pricing and product packaging of Chinese mobile cell phone may
determine customers’ purchase preference in Nigeria. Since this phenomenon has been
scarcely studied, this will help to extend frontiers of knowledge in the telecommunication
marketing studies in Nigeria without adding any preconceived assumption. To find out
the relationship between packaging of Chinese mobile phone, it pricing \Q umer
buying behavior. In the exploratory design, survey method of d ction was
deployed to examine each of the variables under investigati%%udy deployed
structured questionnaire online as research instrument thr ®oogle form and kobo

toolbox to collect data from the respondents. Usin@ rt scales, the questionnaire

covers all the variables in the study i.e. phic variables, dependent and
independent variables. The questionnai@@e administered directly to the target
population using google form an gsg) oolbox. Specifically, survey was used to
examine Pricing and Packag@ﬁ Chinese Mobile Phones as a determinants of
Customers’ Purchase De&%ﬁﬁ\!igeria. The choice of this design is principally hinged
upon how it will 3 .% -depth study on pricing and packaging as a determinants of
customer’s p ing decision. Therefore, the explanatory research design was suitable

becausg it% es the researcher investigate and properly explain the variables in key

8

3.2 Population of the Study

The population of this study consist of five cell phone users in one state each across six
geopolitical zones in Nigeria Lagos (SW), Adamawa (NE), FCT (NC), Kano (NW), River
state (SS), Imo State (SE). The choice of this area of studies hinged upon their recent higher

concentration of consumers patronage of Tecno telecom products as against others like
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Huawei, Xiaomi etcetera. These states serve as a major market of Chinese products in
Nigeria.

3.3 Sample Size and Sampling Technique

In an attempt to achieve the stated objectives of this research study, the researcher
adopted a convenience and purposive sampling technique for randomly selecting the
respondents who were drawn from across the study area. This techniques were %n
situations where the population of the study cannot be conveniently an. ﬁ&wely
sampled physically. 200 google forms were deployed online to each %the study

area. A total of one thousand two hundred (1200) was administer@@is study.

The choice of this techniques upon its suitability for %easons: First; it is time
saving, but the number of respondents were s @Ny Secondly, it suggests that
respondents voluntarily participated. It also veBias by placing respondents on time
and convenient leverages to give a since%}d complete answers, which is undoubtedly
good for objective and empiricaléélthrdly, no outside impact has been possible to
deviate or influence, for exa pk,\ﬁe answers of the participants. Lastly, all participants
in the survey have bee@\ne p.oint, or still are customers of Chinese brands especially
Tecno Mobile ]@&d&md as such, they have personal experience of the brand.
Furthermor icipants have been randomly identified and segmented to target the
right nts. What only serve fundamental limitation are non-availability of internet

data and erratic power supply to get access to the mail of research participants. Hence,

large volume of feedbacks were gotten in due course.
3.4 Instruments for Data Collection

To achieve the stated objectives of this research, the type of data for the study was

basically qualitative. Key source of information is that information accumulated or
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acquired via first-hand details from the initial resources from the individual reveal
function. Such information are typically gotten from area with meetings, sets of questions,

studies, intended speculative monitoring or recording of main purchase and so forth.

a. Questionnaire: Survey is a main resource of information accumulated and also
this developed the primary tool of the study inquiries which were created in a
straightforward language for the participants to address. V\

b. Documentary Reports: This is used to complement and corrobor; ents
surrounding variables. Relevant documents were interpreted i@m rse of this

study to operationalize the variables under investigatio@qmc of this reports

include; Chinese Consumer Report in Africa; <§ )

Secondary Source of Data: These are data obtai \m second hand sources and
was used for a purpose different from that he“a#gency or platform that initially

collected it from the field. Secondary s@s of data usage for this research work

include journals, articles in the n%@, notebooks, reports, were also used as part

of the document for secondagy da

3.5 Validity of the Re@{ In;trument

The research ins‘ﬁgghﬁ that were used as a measuring instrument in this research
was tested in its validity and reliability. The researcher consulted experts in

y giving them the instrument to review the relevance of the questions on

the subject matter to ensure that it will test what it is designed for. Content and
construct validity were also obtained by the help of the supervisor input. The
instruments used was questionnaire. It is valid because it is ideal for measuring what
it is designed for, with the opinion relating to pricing and packaging as a determinant
of customer purchasing decision.

3.6 Reliability of the Research Instrument
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The questionnaire used was equally tested to ascertain its stability, dependability and
predictability. An instrument is said to be reliable when it measures consistently
under varying conditions and at different times. Crucial to the reliability of the
questionnaire are the following questions: Are the right questions well phrased in the
questionnaire? Are the questions related to the research objectives of the study?

3.7 Administration of Instrument and Method of Data Collection
There are different methods of collecting data but for the purpose of this
study, two methods of data collections were employed: @b
Interview: This is an oral questionnaire conducted by th@qr&her with the

respondents to solicit necessary information for the %B of this study. This

will enable the researcher to come out with use ation.

Questionnaire: These are carefully prs@sﬁons which are sent out to the

respondents to be completed by the }?\t is research work, the questions were

presented in a simple and {r{;@tructure in open and closed ended format

with alternative answers fo

3.8 Method of Data@s

The data analygf hod adopted in this research was qualitative analysis of contents

ondents to explain appropriately.

of evidepegs red (Content analysis). This will be tabularly presented in tables for
ease @mprehension, better visualization and understanding of the cause-effect of
the variables under investigation. The data gathered will be qualitatively organized,
sorted, managed, and synthesized without manipulating the independent variable.
Simple percentage combined with numerical, frequencies were also deployed in the
analysis. This is to communicate the information effectively. The types of data

generated in the course of this research study focus on pricing and packaging as a
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determinant of customers purchasing decision. Mostly, percentage (%) were used in
analyzing the data collected and collated. Percentage is used so as to determine the
correctness or otherwise of the research which is in tunable to research instrument

which of the questions reject or accept.
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Endnotes

1. A. A. Bohari, Z. A. Bidin. & S. L. A.Rais, Exploratory Research as the way forward
towards a green procurement practice for the construction industry;, Research
Methodology, Conf. Series: Earth and Environmental Science 385, 2019, Pg 1-9
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Chapter Four

Result and Discussion of Findings

4.1 Presentation of Demographic Data of Respondents

Table 1: Gender Characteristics of Respondents

Response % Response
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Male 399 55.4%
Female 321 44.6%

Total 720 100%

Source: Researchers Survey, 2021
In the above survey in table, there were 399 male respondents (55.4%) and 321 female
respondents (44.6%) sample.

Table 2: Age of Respondents

Response % Response A(\\w\

0-25 150 21% ({}\
26- 50 261 36% \Q’)
50 and above 309 43% %

4

Total 720 10026,

Source: Researchers Survey, 2021 (\ ~

From the above survey result, 21% of respondents were rs while 36% were between

To investigate how product packaging of %&n@bile phone brand have particularly

affects the purchasing decision of custon@

design to investigate the researc@ﬂ and to qualitatively and interpretively examine

orms were deployed online geospatially to 200 research

26 to 50 age range and 43% are all above 50years

igeria. The researcher adopted exploratory

why the pricing system, 2004goo

participants in each re@%; study area. A total of 720 questionnaires were completely
administered, 92 e&éﬁnaires were not completely administered while 388 were unreturned
(no-feedba respondents). Five points Likert scale in the questionnaire to grade the
resp %espondents. In the questionnaire, respondents are requested to indicate, on five-
points Likert scale, ranging from “Strongly agree” to “Agree”, Strongly Disagree, Disagree,
Undecided. A statement explaining the degree of their perceived importance. To prioritize
determinant of cell phone brands owned by respondents, the researcher used Analytic
Hierarchy Process (AHP) for overall data analysis while content analysis will be used for

proper visualization, presentation and comprehension.
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The researcher have not been able to influence these data in any way, nor the type of
respondents. The purpose of this survey is first of all to give qualitative results and
interpretation of the data to give meaning to every answer and provide a complete but also
objective picture of the findings. The answers represents key aspect of Chinese mobile phone
brand. In this study, to aid analytical convenience, the research focus it survey specifically on

only one Chinese cell phone brand among all (Tecno Mobile).

The aim of this survey is to show how tecno mobile customers in Nigeria a %nced by
price and product packaging in their purchasing decisions on the mobj . The authors
have tried to take into consideration the brand‘s physical, ViS‘@ perceptional product
performance through these five clusters. The functional qualg %rand image, shape of the
brand, aesthetic value, product packaging and sup <gﬁice have been identified and
scrutinized as the motivating variables. Finally N% noteworthy here is to remark which
of the co-founding variables mentioned j tﬁis rvey influences less or more to purchase
tecno mobile brand. The outcome o%% show also what exactly makes tecno mobile
brand a strong and preferred b@g the Chinese brands available in Nigeria. We have

selected a few examplQ%\owing different perspectives of Chinese mobile products

especially tecno molﬁ) ds in Nigeria.

O
QQ

Table 3: TECNO Mobile Phone Brand Preferences of Respondents

Brand Lagos Abuja River Adamawa Imo Kano Total %
Name (S/'W) (N/C) (S/S) (N/E) (S/E) (N/'W)

TECNO 172 120 133 101 51 143 720

Total 200 200 200 200 200 200 200
Questionnaire
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Deployed

% of TECNO 24%
brand

patronage/prefer
ences in each
geo political

zones in Nigeria

17%

18.5%

14.0%

7.1%

19.9%

100

10

%

Source: Researchers Survey, 2021

4.1.2 Interpretation of Result V\

The table above gives a geo spatial information on TECNO Mobile Phone \ﬁ%\x\ferences
of Respondents. The least patronage of tecno mobile comes from Sou@ Nigeria with
7.1% while South Western Nigeria has the highest patronage @%4\% With 19.9%, the
North Western axis of the country is the second highest (@0 mobile patronage in the
country while the south-south and north eastern pa %&zes the brand below average.
The result shows that there is no axis of t e@y where tecno brand is not being
patronized. The stark contrast remains the thdividual motivating factors to make the
decision to purchase tecno brand ather available Chinese cell phone brands in
Nigeria such as Gionee, Xiaoms, H@ayvei etcetera.

Currently, from this sur\%*kere is no significant relationship between level of education
and brand choice b@in among the top five mobile phone brands in Nigeria with no
specific gen rites. But the competition among the top Chinese mobile phone brands
is more han ever before. Geopoll and Grail survey across 28 countries made a list of
top 100Ngost admired popular brands in Africa in 2021, Tecno ranked 6™ for five consecutive
years. It is now almost impossible that people do not recognize Tecno mobile phone in
Nigeria nowadays. Tecno also yielded over 80,000 brand mentions. Since it establishment in
2011, tecno has focused more on sub sahara Africa, where cell phone penetration is still very
low with the aim of bridging digital gap through technology and innovation. Parts of the

motivating factors revealed through my survey was; Tecno was the first phone brand to
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launch dual sim-card, durability of it battery, dark skin camera quality, it suit African terrain
etcetera. In 2020, counterpoint research ranked tecno africa’s top 1 smart phone brand. Tecno
is a leading player in the mid- to —high end mobile phone manufacturer in Nigeria

shouldering Africa’s consumer trust and great support.
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4.2 Presentation of Research Questions

4.2.1 Research Question One: Does pricing have a particular effect on the purchasing decision of cus

Motivating  Lagos % Abuja % River %Response  Adamawa \0 Imo % Kano %
Variables (S/W) Response (N/C) Response (S/S) (N/E) \\g@onse (S/E) response (N/'W) Response
Shape of 152 19% 102 13% 98 12% 172 w\% 109 13.4% 179 22.0%
the Brand &* \
Brand 179 24.9% 122 17% 134 19% 14%\ T 20% 103 14% 40 6%
Image y,

192 26% 111 15% 183 25% w 12% 86 11% 79 11%
Functional \
quality of ®
the Brand IA
Price of 182 19% 136 14% 150 KQ\\ 163 17% 145 15% 198 20%
the Brand P~
Aesthetic 193 22% 198 22% 18 21% 145 16% 85 10% 76 9%
value (&*
/Product \,
Packaging N\
Support 67 16% 98 24%® 73 18% 79 19% 53 13% 43 10%
Services of &J
the Brand f\&

Source: Researchers Survey, 2021, \) ;

NS
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On each of the tested co-founding variables that may trigger the purchase of tecno mobile
(Shape, Brand Image, Functional Quality, Price, Product packaging and support services), a
total of 7200 google form questionnaires were dispatched online.1200 google form per
variable. A total of 4,540 google forms were completed while 2,660 were unreturned (no-
feedback from respondents). Demographic and geo-spatial characteristics were included to
aid it analytical convenience. Five points Likert scale in the questionnaire to grade the
response of respondents. In the questionnaire, respondents are requested to i@% five-
points Likert scale, ranging from “Strongly agree” to “Agree”, Strongl%%@ e, Disagree.

A statement explaining the degree of their perceived importance. wio itize whether price
\
t

s, the researcher used

is a core determinant of tecno phone brands purchase by @

Analytic Hierarchy Process (AHP) for overall data aa&(@

N\

used for proper visualization, presentation and co@sion of the evidence.

4.2.1 Interpretation of Result \

Table 4 suggests that shape (22%: r% most influencing factor in North Western part of

the country while making a\% se decision regarding tecno mobile phones. They

consider pricing (20‘@&%@1 motivating factor to purchase tecno mobile while

product packagi gq9

their conc@n king purchase decisions on tecno mobile. Also, in the North Eastern

ontent analysis will also be

functional quality (11%) and support services are the least of

part o@c untry, the least of their worry in purchasing tecno brand is the functional
qua&f the brand (12%) while the stake of other motivating variables like price (17%),
product packaging, brand image (16%), brand image (20%), and support services (19%)
proved to be more influential in making purchase decision for tecno mobile in the region.
In south eastern part of the country, only 13.4 % worry about the shape of the brand as a
motivating factor to make purchase decision on tecno mobile. While the price is the most

influential factor (15%), other co-founding variables like brand image (14%), functional

108



quality (11%), product packaging (10%), and support services are less influential in
making purchase decision on tecno mobile phone. In the south south, the highest
influential factor is the functional quality of the mobile phone while price (15%) may not
be a huge determinants, product packaging(21%) is more influential than shape, brand
image and support services. In the North Central, price (14%) is not also a huge
determinant but the product packaging (22%) is more essential than shape (13%) and the
image (17%) but the functional quality (15%) and the support services is al 1ke1y
to determine purchase decision of tecno mobile. The south western country
cherishes the functional quality of the phone (26%) and the ct ackaging (22%)
than the price (19%). But the brand image is also a huge i factor to promote the
sales of tecno mobile in the region than the shape of th% (19%).

4.2.3 Research Question Three: Does the pr'% inese phone contribute to the
affordability of the product?

On each of the variables consider ay trigger the purchase of tecno mobile in
Nigeria; Shape, Brand Image, ({/ al Quality, Price, Product packaging and support
services. Only price is re&ak to*whether tecno mobile phone is affordable in Nigeria or
not. A total of 12 forms were deployed online. A total of 921 google forms

were comp ’&\while 279 were unreturned (no-feedback from respondents).

Demo@nd geo-spatial characteristics were included to aid it analytical
con%

respondents. In the questionnaire, respondents are requested to indicate, on five-points

e. Five points Likert scale in the questionnaire to grade the response of

Likert scale, ranging from “Strongly agree” to “Agree”, Strongly Disagree, Disagree. A
statement explaining the degree of their perceived importance. To prioritize whether price
is a core determinant of affordability of tecno mobile phone users in Nigeria, the

researcher used Analytic Hierarchy Process (AHP) for overall data analysis. Content
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analysis was also be used for proper visualization, presentation and comprehension of the
evidence.

4.2.2 Interpretation of Result

From the above survey, In table 4 above, different co-founding variables; Functional
quality, Price, Shape of the Brand, Brand Image, Product Packaging or Aesthetic Value
and Support Services), only price serve as a major indicator of affordability of tecno

mobile phone in Nigeria. But this is not the most influencing/ motiva{é% or in

making purchase decision in different zones of the country. For in ¢, yn different

regions of the country, pricing/affordability makes differe 'mp\a ts on purchase
decisions of different individual. As indicated in table 4; N %%IE (17%), SE (15%),
SS (14%), NC (14%), SW (19%). In other studies c&@%t with different methods,
Price was only considered as one of the key co ts in marketing mix that plays a

very significant role in determining only b&%{gyalty but not affordability. Since pricing

was not directly ascribed to the fi ¥alycapability of the intended consumer of the

specific brand. But it will only@i significant effect on sales volume, profit, market

share and consumer perap\'ok’.,

Marketers appeal @umers usually through higher and lower quality prices?. The
importance @c according to some scholars only made it very sensitive factor that
inﬂue@%mer purchase decision not it affordability. Most times, pricing decision
has%e harmonized with the rest of other co-founding variables to know consumer
purchase decisions and not its affordability. However, mobile phone brand consumers
mostly hinge on product price to determine whether they can afford it, they also consider
it as a surrogate measure of product quality. In another survey conducted in 2021 by the
global consumer insight, consumer are more focused on saving and price-oriented. Thus,

price is the dominant indices for affordability. Price outpaces other variables especially
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during poor economic downturn where Nigerians are more price sensitive (56%) only
lower proportion considers themselves as not price-oriented and focused on savings (54%)
when describing how they evolved as a consumer in the past year. Other non-price
attribute with strong emphasis on affordability apart from price include; country’s

economic resilience et al.

4.3 Discussion of Findings \

This study found that not only the price value of a tecno Smartphone (Shap rand and
Product Packaging/Aesthetic Value), Brand Image, Functional Quah’@esthetics of the
Brand, and Support services have significant effect on making %&e‘decisions in Nigeria.
This is strongly supported by the previous studies®*. Thi @ as a result of fashion and
fad mindedness of most demographic characteristics ge-range of the people. More so,

the study revealed that the broad band cov & Tecno smartphone features have a

significant effect on its purchase behavio(\:’\(he device among especially among the young

adults. Q
In my study, it was found out %rlce of a smartphone also has a significant effect on

the purchase behaviour Q rent geo spatial space across the country. This supports the
previous findings, t @ selling price of a tecno smartphone is a factor that affects
smartphone e dec1s10n though not the most influential factor. This also supports my
findin %e is the second most influential predictor of smartphone purchase behavior
after $10n31 quality and product packaging. Moreover, previous finding on fair price is
one of the positive determinants of smartphone repurchase in Nigeria ** This also
corroborated a study carried out in India which revealed that pricing is one of the important
factors which contributes to the purchase decision of smartphones though not a key concern

for people using Smartphone but the product packaging is also important®. To this survey,

this is not in contrast with respondents perception on whether expensive tecno smartphones
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are more durable, reliable and have higher processing ability and a lot more the thereby price
is a negligible factor.

Furthermore, my study also found out that brand have varying significance on purchase
behaviour of tecno mobile. This is contrary to the studies carried out previously when they
found out that brand name is a significant factor consider in the course of purchasing tecno
mobile among other brands. This contradiction might be as a result of variations in the

cultural background as it is clear that all the studies that contradicted our findi %ne in

non-native except but some few and also, the availability of many Ch@ s to choose
4\\ \

from.
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Chapter Five \V\
Conclusion @t

5.1 Summary of Findings

The central focus of the research is to investigate pricing and% hng as determinant of
customer’s purchasing decision. Chapter one of this res (-taly fixates the history to the
research study. The chapter begun by analyzing t % nd also nature of global service.
Global company in fact connects all nations, eo e

ell as organizations. Consequently,

service venture does determine purp@d also objectives to be positioned on the

worldwide market. It suggests 2&@@ the target nations as well as the opportunities of

marketing product or serv1ces e nations as well as naturally to evaluate what earnings
to get from marketin Qs ervices and products on the marketplaces in chosen nations.
Much of world cotftpany is recognized within the procedure of globalization of service

which reall a es rising worldwide assimilation and also production procedures as well

as glo‘a et for solutions and also items.

Internatlonally, item packaging has in fact become itself a sales promo device for firms and
also worldwide companies. Leading brand such as Apple, Microsoft, Coca-Cola, Nike and
so forth comprehend the significance of item packaging not simply in preserving their
things safe, yet likewise as component of their advertising and marketing campaigns.

Therefore, 'item packaging' is the hallmark or trademark a company/organization leave

114



anywhere, as well as this have the ability to generate brand-new customers much better than
outdated sales as well as likewise marketing and advertising methods. Advertising and
marketing hereof includes the total range of jobs connected with industrial exchanges
which at the end is guided/directed in the direction of clients' demands or need. Simply put,
advertising and marketing is the procedure which starts with recognition of requirements

producing exchange all at an earnings.

Marketing consists of those organization tasks that are developed to plea&f&ner wants

and needs with the exchange procedure. The advertising idea s determining
customer wants and needs and after that generating items (wh1 be suggestions, items,
or solutions) that will certainly please them while earnl % Great deals of company
bundle their items with seals to stay clear of me g with warranty the protection

and also sincerity of the item.

Chapter two of this research work foc@nore on the review of relevant literature and
theoretical framework. The egin by examining the concept price, pricing,
packaging, product packag thers Price substantially influences a customer’s choice
to acquire an item. f@é a vital variable in acquiring choice, particularly for items that
are regularly b&{ d also in turn, affects the options of which item, brand name, and
also shop roml. Price is an essential factor in the purchasing decision of customer,
speet for items that are often acquired. When it comes to evaluating what advantages,
they desire to obtain from getting solutions or items they pay for, clients or customers are

extremely reasonable.

Price is among one of the most adaptable components in advertising and marketing, which
conflicts straight and also in a short-term over the productivity as well as price performance

of a business. In spite of the value a rate carries the efficiency of companies, it appears that
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such aspect has actually not gotten the appropriate interest by several academics as well as
advertising and marketing specialists. Price is the quantity of cash billed for a services or
product or the amount of worths customers exchange for the advantages of making use of
the item or having or solution. To put it simply, it is defined as the amount of cash money
that requires to be paid to acquire a supplied product or services. Because the amount

people are prepared to invest for a thing represents its worth, cost is also an action of worth.

It complies with the stated above that, price perform a financial feat %&gniﬁcant
relevance as long as they are not synthetically managed, it offers a f@h mechanism by
which solutions as well as products are dispersed amongst thﬂ nymber of individuals

who desire to buy them. They additionally work as sj %éﬁe toughness of need for

various items as well as make it possible for manu@ 0 react appropriately.
Chapter three of the research study clariﬁ@nique made use of in executing the

study job. The chapter additionally cla@\e}kt e research study made, the resources of

information, approach of infog/ ollection as well as technique of information

evaluation. The study utilized

evaluation. QQ

Chapter four ¥g research study job is the primary essence of the research. The phase

detailed and also historic technique of information

has to Q e outcomes and also evaluation from the area.

Chap% five of the study supply a recap of all what has actually been performed in the

study.
5.2 Conclusion

Product packaging might be taken into consideration among one of the most useful

devices in advertising and marketing interactions, calling for a much more thorough
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evaluation of its elements and also effect of these aspects on the customer acquiring
actions. The outcomes of the research study offer brand-new academic understandings
right into the prominent variables and also components of clients buying choices. The
outcome of the research study can be used as a functional advertising device for the
marketing/brand supervisor to develop advertising and marketing methods as well as
likewise take into consideration the cost and also qua. The outcome of the research
study verified that, in the contrast of item rate, there is an essential functio, lity
element Finally, it is ended that the price of these Chinese phones is a s{h t factors

for clients. Because of this, the rate variable have the affecting\duty™Mor acquisition

\
purposes for clients, yet item packaging do not have mufl%s; ntial impact on the
acquisition choice for the purchasing of Chinese pho@
5.3 Recommendation @

It is wrapped up that client choice to pugchase from an item can be urged via calculated

product packaging of items. S% , great plan is a reliable device that can boost

customers' patronage. Ba@c@

1. Cellphone @ firms must guarantee that the price on their items associate

ese searchings for the research study advised that:

with @Q worths of their item to ensure that customers can obtain compatible
(%01‘ cash invested of their item, so regarding maintain an enduring

Qustomer commitment as well as patronage.

2. Monitoring needs to make sure that items made by them are affixed with the
feeling of top quality as this goes a lengthy means in figuring out the keep or
departure of consumers.

3. Monitoring of cellphones creating firm needs to integrate some cutting-edge

product packaging suggestions that will certainly raise the extent of marketing
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their item as this will certainly act as a means of making sure clients to fast
accessibility to high quality item.

4. Tt is necessary to set the packaging standard and to implement strategy
accordingly for better protection and promotion of a product.

5. The study also recommends that, marketers of the industry should not consider

the packaging is the solely factor for the success of any product, therefore, they

should also take up other important factors of the marketing wl@;e
launching new products or revitalize old products. @b

5.4 Contribution to Knowledge \&\ \

The crux of this research is to examine pricing an @aging as determinant of
customer’s purchasing decision on Chinese m@nes in Nigeria. The research
contributes to knowledge several ways. Firs&%e dings of this research will be very
useful for brands and marketers whose ar@f\specialization is on mobile phone. Also, it

will help products or brands to be iﬁ@ve in terms of how they present their product to
%ﬁh

the end-users. Secondly, t% will contribute to existing literature on pricing,

decision making and C\@Qr’s behavior.
5.5 Suggestior@f urther Research

This res amined pricing and packaging as determinant of customer’s purchasing
decisionMdn Chinese mobile phones in Nigeria. However, the author is of the opinion that
the research ought not to stop here. Hence further research can still be carried out on this
topic. As a result of this, future research can be done on the factors that influence
customer’s preference for a product. The researcher believe that doing this will give
mobile manufacturers the opportunity to understand their current and prospective

customers.
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Appendix I

Questionnaire

Dear Respondent, %\E

I am a graduate student of the above-mentioned department and unl@y carrying out a
research project on Pricing and Packaging as Determinan *Cﬂstomer ’s Purchase
Decision: Study of Chinese Influence on Mobile Ph @gerla This is in partial

fulfillment of the requirements for the award of a Ma % ree in the university.

I am seeking your cooperation in answering &of questions that should take no longer
than 10 minutes to complete. Please en@ to give frank answers and your opinions will
be treated in strict confidence. e that this research project is strictly for academic

purposes only, and you are @0 obligation whatsoever to take part in this survey. While

thanking you in advaa@nain.
Yours Faithful \

Agbog %laoluwa
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Questionnaire

Section A

Questionnaire on the Pricing and Packaging as Determinants of C@
eria

Purchase Decision: Study of Chinese Influence on Mobile Phon%

In this section you are kindly requested to tick the alterna@&t fits your opinion.

1. Gender: A.Male[ ] B.Female[ ] @
2. Age: A.20-29[ ]1B.30-39[ ]C.40-49 @6/50-59 [ ]

3. Level of Education: A. Primary Edu@ ]. B. Secondary Education [ ] C.

Bachelor’sdegree [ ] D.M

4. Marital status: A. SingleQ “Married[ ] C.Divorce[ ]

5. Location: A. Ibadal@g. Lagos [ ]
( Q Section B
6. WE@dng a phone from any vendor, is price an important factor you consider?

Nes[ ]B.No[ ]JC.Idon’tknow|[ ]
% Does the advertisement of these phones influence your decision?
B. Yes[ ]B.No[ ]C.Idon’tknow[ ]
8. When buying the phone, is there any benefit added to it at the point of sale?
A. Packaging [ ]
B. Features of the Phone [ ]

C. Quality [ ]

135



D. Affordability [ ]

9. Do you think the porous use price of Chinese phones make it affordable for
customers?
A. Yes[ ]B.No[ ]JC.Idon’tknow|[ ]

10. In your opinion, do you think the packaging of the phone is a decisive factor in

purchasing the phone?

A. Yes[ ]B.No[ ]JC.Idon’tknow|[ ] %\V\

11. Do you think the use of China phones changed the b aviours of

customers

\ .
A. Yes[ ]B.No[ ]C.Idon’tknow[ ] (_§&
12. Do you derive adequate information from th\%packaging you bought?

A. Yes[ ]B.No[ ]C.Idon’tkno

13. What do entice you to by these C@Qphones?

A. Yes[ ]B.No[ ]C._kdomtknow | ]

14. This brand is my favo@’cause of the great quality of its packaging.

A. Yes[ ]B. I&@t Idon’tknow [ ]
15. In your o you think the use of one year warrantee contribute to

cus@gﬂé buying behaviour?
&s[ ]B.No[ ]JC.Idon’tknow|[ ]

@o you think your family influence the buying behaviour and purchasing decision

of Chinese phones?
A. Yes[ ]B.No[ ]JC.Idon’tknow|[ ]
17. After buying the phone, do you think your expectations was met?

A. Yes[ ]B.No[ ]JC.Idon’tknow|[ ]
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A. Personal Data g(,:
Full Name: Agboola John Olaoluwa %
t, 1

1.

2. Address: No 59, Babatunde Ayorinde&,\J kodo, Ibadan

3. E-mail: oagboola87@gmail.com (_§

4. Phone No: 08067153744 %

5. Date and Place of Birth: 30™ October, 19 \&§(State

6. Nationality: Nigerian &

7. Name and Next of Kin: Mrs B Agboola

B. Educational Backgroundg

1. Victory Nursery and Prima ol, Oke Ado, Ibadan 1990-1997
Primary School Leavin ﬁé@ie

2. Kings and Queen CdllegeMwo Road, Ibadan 2000-2003

3. Christ Nationa el ‘ollege 2003-2006
West Africar%x/ ination Council (WAEC)

4. Unive &( Ado Ekiti 2006-2011
BS ness Administration

5 ity University 2020-2022

gternational Business

C. Working Experience:

1. Onet Telecoms 2011-2012
Customer Care Representative

2. Bekky Trusted Water 2012-2013
Managing Director

3. ISON BPO/Airtel Telecoms 2013-2014
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Customer Care Representative

4. Unique Slimming Concept 2016-till date
CEO
Signature Date

University Compliance Certification

This is to certify that this project by Olaoluwa John Agboola with ‘L@c No.
LCU/PG/001566 in the Department of Politics and International Reldfig ;aculty of

Management and Social Sciences, Lead City University, Ibadan is 1 flf%mliance with the

approved university. \4\ \
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