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ABSTRACT
This work researched into effect of Packaging on Pharmaceutical Industry using Tuyil Pharmaceutical Industry, Ilorin as a case study. It set out to determine the additional benefit derived by the consumers from the package; also determine the additional benefit derived by the consumers from the package and to know what consumer cherish most among the functions and attributes of Tuyil Pharmaceutical package. The methodology used in this study was quantitative as data were gathered using questionnaire as primary source of data. This study has shown that shown that no individual can function independently without not belonging to any culture and this culture has much influence in the product choice and buying decision of the consumer. From the definitions in chapter two, it was seen that packaging play a vital roles to help the organization to satisfy each segment of its market according to their needs and want. Also show the response of consumer to packaging and how packaging serve as a medium of communication to the consumer.  It is recommended It is recommended that the current packaging strategies being used by the company should be continued. It is also recommended that the company should package a product according to the culture need of the consumer. It is recommended that adequate research and field this will allow the company to know how their package performs in the market against the consumer. The marketing manager used to know exactly who consumers are and how intend to meet their need according to their taste.
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CHAPTER ONE
 INTRODUCTION
1.0	INTRODUCTION
	The chapter one of this project consist of background of the study, statement of problems of the study, objectives of the study, research questions, research hypothesis, scope of the study, significance or importance of the study, limitation and constraints to the study and definition of key terms of the research work.
1.1	BACKGROUD OF THE STUDY
	In today’s competitive environment, the role of packaging has changed due to increasing becomes an ultimate selling preposition stimulating impulsive buying behaviour, increasing market share and reducing promotional cost. According PILDITCH (1973) has defined packaging as the silent salesman in the store and it was the only communication between a product and the final consumer at the point of sales.
	There are different cultural groups across the Nigeria and major groups are the Hausas, the Yorubas and the Igbos. What is accepted in a certain areas may be regarded as taboos in another. What a people see as a social way of life is seen as taboo in another. Being conscious of the above, the organization need to know and interest of each using information above.
	The project investigate the process by which Tuyil pharmaceutical company uses the strategy packaging as a determinant of cultural segmentation and to show the role of packaging toward cultural segmentation and also the function of packaging product especially in pharmaceutical company.
	Segmentation is the process of dividing the total market into various components and parts and identifying those segment of customers who share similar needs and wants will respond to given market techniques and purposely to satisfy each market with their different needs according to their segments.
	Packaging has become a potent and effective marketing tool not only for convenience, protection and promotional value but rather used to differentiate and serve as identification in the market, from competitors’ product.
1.2	STATEMENT OF PROBLEMS OF THE STUDY
	Without a standard package majority of the product will look naked. This show the vital role played by package not only in identification of a product with a specific producer but is also protect the product and serve as a means of segmenting market and provide each segment with different package.
	Therefore in the course of this project work, the researcher will looked into the following:
i) What are the problems consumer encounter in package
ii) Is there any benefit derived by the consumer from package additionally.
iii) How does the package help increase sales.
iv) What are the packaging impact on the consumer buying decision
v) Finally, what is the impact of the packaging elements on consumer purchasing behaviour.
1.3	OBJECTIVES OF THE STUDY
	The main objective of the study is to examine the achievement of packaging in the context of cultural segmentation;
i) To identify the influence of package on consumer 
ii) To know what consumer cherish most among the functions and attributes of Tuyil Pharmaceutical package.
iii) To determine the additional benefit derived by the consumers from the package.
iv) To know how consumers perceive packaging of Tuyil pharmaceutical.
v) To know how package communication effectively to the consumers.

1.4	RESEARCH QUESTIONS
	i)	Does package influence consumer buying decision?
ii)	To what extent package communicate to consumers?
iii)	What are the additional benefits derive by the consumer from the package?          



1.5	HYPOTHESIS FORMULATION
Ho:	Package does not influence consumer buying decision
Hi:	Package influence consumer buying decision
Ho:	There is no effective communication through package to consumers.
Hi:	There is effective communication through package to consumer
Ho:	Consumer does not enjoyed additional benefits from the package.
Hi:	Consumers enjoyed additional benefits from the package.

1.6	SCOPE OF THE STUDY
	The scope of this study would be limited to packaging as one of the strategy that propelled this research work and more emphasis would be laid on time scope, industrial scope, geographical scope and conceptual scope.
(i) Time Scope: As a result of limited time to obtain data from the industries Tuyil Pharmaceutical Industry Ilorin because the research work is carried out within a specified duration of a year.
(ii) Industrial Scope: The industry scope of this study focuses on Tuyil Pharmaceutical industry in Ilorin Kwara State. It is important that in the course of project, the research must covered most the industry activities.
(iii) Geographical Scope: The geographical scope of this research covers Ilorin metropolis. The Tuyil Pharmaceutical has another industries outside Kwara State. Such as Lagos State, Oyo State and even has a very large acre of land where the industry will located at a logistic area.    
(iv) Conceptual Scope: The research work is covered by which the packaging in the content of cultural segmentation in pharmaceutical industry, it identified the needs and wants of the consumers in order to provide total satisfaction.

1.7	SIGNIFICANCE OF THE STUDY
(i) The project helps in putting undergraduate experience marketing into practical and use of analysis in real experience.
(ii) It helps in reviewing the packaging strategies available to the different organization for the marketing of their product.
(iii) This study is beneficial to employee of pharmaceutical knowledge that wants to take role in product design, research and marketing.
(iv) It will serve as a guide to marketers in Tuyil Pharmaceutical Company as the offers Fish and knowledge in Tuyil Pharmaceutical Company.
(v) It helps in solving problem associated with the satisfaction of consumers.





1.8	LIMITATION AND CONSTRAINTS TO THE STUDY
	The limitation of the study is talking about what limited the scope of the study. The following are the limitation and constraints of the study.
i) Finance: The research is still dependent for financial assistance and its quite expensive to volume of this study is limited to some aspect which could be conveniently funds by the researcher.
ii) Time Constraint: The time is a limiting factor because the researcher ought to be attending lectures and other crucial activities on campus on during conducting the research.
iii) Scarcity or Low Data: Inability of the researcher to get access to some books, past literatures in other to get some vital information which help the research is also a constraint.
iv) Financial Constraint: Financial barriers stand as a big constraints during the research work and had limited the full success of the study. This is because lot of money was needed in the research.






1.9	DEFINITION OF TERMS
i)	Packaging: This can be defined as the activities involves in designing the containers or wrappers for a product. Also, it can be defined as the act of operations involved in the preparation of product for protection , carriage, storage, communication and delivery by developing or container and graphic design for a product.
ii)	Culture: Culture is the accumulation of share values, rituals, norms and traditions among the members of an organization.
iii)	Market: Market can be defined as the total number of both actual and potential buyers of a product.
v) Market Segmentation: Is the process of dividing a broad consumer or business market, normally consisting of existing and potential customers, into sub-groups of consumers based on some type of shared characteristics.
vi) Culture Segmentation: Involves the subdivision of groups by aspects such as languages spoken, religions, sexual orientation, dietary preferences and lifestyle preferences.
vii) Consumer: An individual who buys products or services for personal use and not for manufacture or resale. A consumer is someone who can make the decision whether or not to purchase an item at the store and someone who can be influenced by marketing and advertisement.


CHAPTER TWO
 LITERATURE REVIEW
2.0	INTRODUCTION
	This chapter comprises of conceptual review and theoretical review. The conceptual review consists of the concept of packaging, the concepts of culture, concept of market segmentation and cultural segmentation.
	Under empirical review the empirical study will be review are marketing strategy and market segmentation; steps in segmentation, process, bases of segmentation strategy, packaging functions, packaging as medium of communication, role of packaging towards cultural segmentation, consumer in diverse culture, cultural differences and segmentation and consumers response to packaging.
	Theoretical review consists of both theory of consumer choice and sheth decision model. Each of the literature mention above are review critically.
2.1	CONCEPTUAL REVIEW
2.1.1	PACKAGING
	According to Fanwar (2004) “packaging is the act of containing, protecting and presenting the contexts through the long chain of production, handling and transportation to their destinations in as good a state, as they were at the time of production.
	Packaging consists of those activities aimed at designing and producing container or wrapper for a product. Alice Lowu (2006) say that packaging is also important in the marketing environment. According to him the best packaging leaves the good images of the product in the consumer mind.
	Packaging plays a vital role in attracting consumers towards any product. According to Oladipo (2003) packaging could be define as the group of activities in product planning that involve designing and producing the container or wrapper for a product.
	A package is a namespace that organizes a set of related classes and interfaces conceptually you can think of packages as being similar to different folders on your computer.
	Foster (1985) defined packaging “as the activities involves in designing the containers or wrapper for a product. Also, it can be define as the act of operations involved in the preparation of product for protecting, carriage, storage, communication and delivery by developing or container and graphic design for product”.
	Kolter (2005) defines packaging “as all the activities of designing and producing the container for a product”. And the package includes the primary container, like the tube of toothpaste and bottle of perfume. The secondary package is thrown away when the product is used, like wrapping paper and the shipping package which use of transportation to store.   

THE PURPOSE OF PACKAGING
i) Physical Protection: The object enclosed in the package may require protection from, among things, mechanical sock, vibration and temperature etc.
ii) Barrier Protection: A barrier from oxygen, water, vapor, dust etc. is often required. Permeation is a critical factor in design. Some packages contain desiccants or oxygen absorbers to help extend shelf life. Keeping the constants clean, fresh, sterile and safe for the intended shelf life is a primary function.
iii) Containment or Agglomeration: Small objects are typically grouped together in one package for reasons of efficiency e.g. a single box of 1000 pencils require less physical handling than 1000 single  pencils.
iv) Information Transmission: Package carry labels and help to communicate how to use, transport, recycle or dispose of the package or product. With pharmaceuticals, food, medical and chemical product, some types of information are required by governments.
2.1.2	CULTURE
	Howard and Sheth (1969) viewed culture as a selective man-made way of responding to experience, a set of behavioural patterns. In their interpretation consist essentially of tradition ideas. These authors postulated that cultural influences affect motives, brand comprehension, attitude and intention to purchase.
	Michael Solomon, et al (2002) defined as the accumulation of shared values, rituals, norms and tradition among the members of an organization. It is what defined human community. Its individual, social organization as well as economic and political systems.
	Linton (1945) defined culture as the total way of life of any society not simply those parts of this way which the society regards as higher or more diserable. Linton further elaborated his definition of culture as follows: “A culture is the configuration of learned behaviour and results of behaviour whose component elements are shared and transmitted by the member of the society.
	Culture as seen by Ballacy (1962), refers to distinctive modal patterns of behaviour and the underlying regulatory belief, norms and premises. These help members of a society to cope with the many problems which arise during the course of their lives.
COMPONENTS OF CULTURE
· Customs: A norm handed down from the past that control behaviour and acknowledge as acceptable standard of behaviour such as division of labour in household or the practices of particular ceremonies.
· Norms: Norm itself is lifestyle that is regarded as normal or such a rule that is enforced by members of a community. 	
· Mores: Are custom with a strong moral overtone. Often involves taboo forbidden behaviour such as incest or cannibalism. They codified in a social laws and religions techniques.
CONVENTIONS: Are norms regarding the conduct of everyday life or accepted as appropriate as social behaviour in a given situation e.g. correct or acceptable way to furnish one’s house, wear one’s clothes, host a visitor e.t.c.
2.1.3	MARKET SEGMENTATION
	According to Dr. (Mrs.) Oyebode, et al (2014), define market segmentation as a process of dividing the total market for goods and service into several smaller, internally homogenous groups. The essence of segmentation is that the members of each group are similar with respect to the factors at influence them. A major element in a company success is the ability to segment it market effectively.
	According to Kolter (1996), market segmentation is the process of sub-divided market to heterogeneous subset to consumer and where each subset may conveniently a marketing mix.
	According to Karce a lecturer note (2006) define marketing segmentation as the breaking down or dividing up of large heterogeneous group of consumer and putting them into small homogenous group market segment that tend to have common needs and characteristics.
	Therefore, market segmentation is done by taking some of the company product to some part of the segment of different market e.g. seven-up, pepsi and cola crush to different segment or market and the smaller group of consumer are likely to response in a similar way to segment it market so that it can meet up the needs and want of its potential customers effectively and efficiently.
2.1.4	CULTURE SEGMENTATION
	Some marketers have found it useful to segment their market on the basis of cultural heritage because members of the same culture tend to share  the same values, beliefs and custom. Any organization, be it government, business or community based, needs to understand its customers to communicate effectively. Market segmentation, correctly applied is about understanding customer needs in other to boost the efficiency of communication, be that marketing, customer service or information distribution. Demographic like age group, location, salary bracket and so on are often good indicators. Grouping customers along these lines generally helps identify customers who share similar value sets. But in Australia, where around 25% of the population was born overseas and an even larger proportion identifies with distinctive cultural origins, understanding the audience background could not be more important.
	Cultural segmentation is about understanding customer conduct in the context of social traditions, attitudes and behaviours embedded in the community to which they belong. So how and where is this sort of population data available?
	This initiative interprets collected census data and presents statistics in a coloured map format. While census data has some inherent weaknesses, the visual context provides a useful high level snapshot. Australian states, cities and regional centres are mapped from a range of social and demographic viewpoints.
	While not an indepth analysis of cultural diversity in the locations and setting displayed, social Atlas does distinguish cultural concentration and therefore also highlights the importance of further investigation to correct market segmentation.
	The insight provided by cultural segmentation should influence the chosen communication approach because customer value sets directly influence messaging impact. And some of the strongest stimuli to customer response by cultural origin.
	Cultural segmentation involves the subdivision of groups by aspects such as languages spoken religion, sexual orientation, dietary preferences, and lifestyle preferences just to name few. It may sound as through some of these are similar to demographic segmentation valuables, and in reality, they are very closely linked. Cultural segmentation came about as marketers look for better descriptions to some of the broad demographic components. This may be useful to you if you need to understand the reasons why your customer or target group behaves or acts in a certain way. 
2.2.1	THEORY OF CONSUMER CHOICE
	Oyebode (2012) identifies five cores values influencing consumer choice behaviour. According to Sheth-Newman-Cross model. They are:
i) Functional Value: Functional values are particularly associated with economic utility theory of rational economic man. It is the perceived functional, utilization or physical performance utility (satisfaction) received from the choice attributes positive or negative characteristics assessed by a product or brand. At the heart of functional value are such consumer – relevant features or attributes are suitability, price, valuability, reliability and durability of a product.
ii) Social Value: A consumer’s choice of a particular, product or service might be based on gaining general acceptability among a given social class. Thus, the social value of a choice is the perceived utility acquired because of the association between one or more specific group and a customer’s choice. The social value gained by a consumer’s choice is linked with positively or negatively stereotyped demographic, cultural ethic groups (reference groups).
iii) Emotional Value: The emotional value of a choice is the perceived utility acquired from capacity to trigger, sustains, and stimulate the feelings or emotions of the consumer’s example of products and services frequently associated with emotional responses includes the excitement of watching a favourite sporting event on the television or on the field of play or the anticipation of driving a new car, purchase of a computer or the excitement of travelling in a plan for the first time e.t.c.
iv) Epistemic Value: The epistemic value of a choice is the perceived utility that comes from the choice’s ability to foster curiosity, create a new product or invent a new product or invent a new machine, providing novelty, and/or satisfy a desire for knowledge. New purchase and consumption experience especially, offer epistemic value’s however, even a little reduction in the price of a product a little increase in the quality of a product, and also provides epistemic value to the consumer.
v) Conditional Values: Conclusively, the conductional value of a choice is the perceived utility acquired by choice as an outcome of some particular circumstances or situation facing the consumer. For instance, some products are associated with a particular time or event (e.g. sweater during the time of cold weather.
2.2.2	SHETH FAMILY DECISION MODEL
	Oyebode (2012) stated that sheth family decision making model commences from the kind of that information (mass media, display word of mouta) in relation to evert search, sensitivity of information, perceptional bias, buying motives, evaluative beliefs which is also influenced buy sex, confidence, personality and reference groups.
	Based on the three distinct predispositions of the father, mother and other members of the family. Family buying decision are made which may be autonomous decisions joint decisions after considering relevant seven factors such as social class, lifestyle, role orientation, family life cycle stage, perceived risk, importance of purchase and time pressure.
	The model suggest that joint decision making tends to prevail in families that are newly married, closely knut, and are of middle class. More so joint decision making is more prevalent in situations of high perceived risk or uncertainly in terms of product-specific factors. Importance of purchase and when there is enough three to make family buying decision.

2.2.2	    AIDA Model
 (
Attention
Interest
Desire
Action
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Source: Adapted from Schramm, Willbur (1974)
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Although the advertising landscape is getting more dynamic, the ad copy concept is still the same. The four measures copywriters use to convince buyers to purchase their goods include a factor of focus, an element of attraction, the wanted element, and the AIDA element. The successful use of this model fulfills advertisement and promotion goals.
American advertisement and distribution visionary Elias invented the term AIDA in marketing communication. In the late 1800s, St. Elmo Lewis. This model explores the various stages a customer passes before a commodity or service is bought. Many advertisers, according to him, follow this paradigm to find more buyers for their product. This paradigm is used by advertisers to persuade buyers to buy a commodity. In today's commercials, this model can be used extensively.
Theory
Attention, interest, wish, and behavior are the synonyms of AIDA. Those are the four steps in which a customer watches or experiences advertising. The task of advertising is, according to Lewis, to draw consumers first and foremost. When an ad takes note, the user has to take an interest in the advertisement. The ad must take care of customers' preferences to use the product after an incentive has been generated, and the customer must eventually take a constructive decision on the product by buying the product at the end.
The Process of AIDA
Attention: Using the picture, colour, style, typography, scale, celebrity, model, etc while attention is normally taken
Interest: After the focus is taken, the audience must be curious to hear more about the brand that is being marketed. Interest: Interest may be invoked using an appealing subheading
Desire: The desire factor is normally generated using the corporate copy to write about the need for the item to be purchased and to illustrate brand attributes, statistics, and figures.
Action: The contact details of the brand is given near the end, where you want the spectators to take urgent action. The address can be store, toll-free, or website address
The effectiveness of ads relies on the willingness of the audience to notice and appreciate their message. The AIDA model helps the copywriter to present the elements of a print ad, Headline, Subhead, Body copy, slogan, and contact information in a format that makes the viewers read in a flow and understand the product easily.
Application
The AIDA model has now shaped the views on marketing and sales strategies for over 100 years. The formula can still be found in current standard marketing textbooks. But beyond that, AIDA is also used in PR to plan and analyze the effectiveness of PR campaigns. Moreover, the AIDA model still provides valuable information for the rough analysis of advertising messages. The benefit of this simple formula can be found in its simplicity and flexible application possibilities in areas other than store-based or stationary sales. Therefore you could, for example, examine the effectiveness of this formula in the field of e-commerce by analyzing the product presentation of an online shop in terms of the four aspects of the AIDA formula. 
Criticism
For a long time, the AIDA model was viewed as exemplary for a successful sales process. But today there is general agreement that using this purely linear sales model alone is no longer suitable in modern sales processes. For example, the emotion that is often addressed in advertising and recognized by advertising psychology as elementary does not play a role in the AIDA formula. The previous planning steps such as targeting are also missing. This includes, for example, considerations on the socio-demographic background. In addition, the AIDA model does not take into account that different points of sale exist. The sales planning for a customer visiting an online shop will be quite different than that for new a customer wanting to find out about a new car at the dealership. 
2.2.3		Theory of Planned Behavior (Ajzen 1985)
[image: File:Theory of planned behavior.png]
Source: Adapted from Davis, Schoorman, and Donaldson (1989)
Ajzen applied the TRA in 1985 to the so-called expected behaviour theory (PBT). This entails incorporating a significant predictor-behavioral regulation interpreted. It was implemented to account for occasions when individuals want to practice the behaviour, but because of arbitrary and objective factors, the real conduct is halted. The theory of the desired action has "significant, but weighted, effects on an individual's intention to act," the mood, subjective norms, and behavioural regulation.
Despite the changes, it is proposed that only when the incentive and the opportunity for processing information are strong can TRA and TPB account for determinants of behaviour. Additional study is important to show the informal associations and expansions between the variables in TPB. There is no mention in the model of memory.
Concepts of Key Variables
Normative beliefs and subjective norms
Normal belief: the understanding by a person of the social moral burden or other pertinent values that certain behaviour.
Subjective norm: a personal understanding of the actions that rely on the decisions of others (e.g. parents, partner, peers, teachers).
Control beliefs and perceived behavioral control
Control conviction: the belief of a person that influences may lead to or impede the action. Conceptually, the principle of assumed behavioral regulation is self-efficacy.
Perceived behavioral control: the perceived comfort or difficulty of a person in conducting the relevant actions. It is believed that the overall number of open control beliefs determines perceived behavioral control.
Behavioral intention and behavior
Compartmental intention: an indicator of a person's desire to conduct certain conduct. The precedent of conduct is considered to be immediate. It is focused on behavioral mood, subjective norms, and perceived behavioral influence with the value for behaviour and population of interest being weighted by each forecaster.
Comportement: the measurable reaction of a person in a given situation toward a given objective. Ajzen said that an action is a function of the compatibility of the motives and expectations of the behavioral regulation, as the influence on the behavior of the perceived behavioural control is meant to moderate the effects of intention

2.3	EMPIRICAL REVIEW 
2.3.1	MARKETING STRATEGY AND MARKET SEGMENTATION
	Olorunlambe (2015) describe marketing strategy as the goal of increasing sales and achieving a sustainable competitive advantage marketing strategy, includes all basic and long term activities in the field of marketing that deal with analysis of strategic initial situation of a company and the formulation, evaluation and selection of market-oriented strategies and therefore contribute to the goals of the company and its marketing objectives.
	William F. Glucck (1972) defined strategy as a unified comprehensive and integrated plan designed to assure that the basic objectives of the enterprises objective. The three adjective with Glueck used to define a plan make the definition guiet adequate “unified” means that the plan joins all the parts of an enterprise together, comprehensive” means that all part of the plan are compatible with each other.
	Marketing strategy involves careful and precise scanning of the internal and external environments. Internal environmental factors include the marketing mix and marketing mix modeling, plus performance analysis and strategic constraints. External environmental actors includes customer analysis, competitors analysis, target market, market analysis as well evaluation of any elements of the technological, economic, cultural or political/legal environment likely to impact success. 
	Oyebode (2012) defined market segmentation as the process of diving a market into distinct subset of consumers with common needs or characteristics and strategy one or more segments to target with distinct marketing mix the strategy of segmentation allows producers to avoid head on competition in the market place by differentiate their offerings, not only on the basis of price, but also through styling packaging, promotional appeal, method of distribution and superior service.
	Tckwell (2014) explain further and define market segmentation as the division of a large market (Mass Market) into smaller homogenous markets (segments or targets) on the basis of common needs and/or similar lifestyle. Segmentation strategies are based on the premise that is preferable to tailor marketing strategies to distinct user groups, where the degree of competition may be less and the opportunities greater. When utilizing market segmentation, a company specializes by concentrating on segments of the population.
	A. Caroline Tynan & Jennifer Draifton (2010) see market segmentation as a crucial marketing strategy. Its aim is to identify and delineate market segments or “set of buyers” which would then become targets for the company’s marketing plans. The advantage to marketing management is that this technique divides total demand into relatively homogenous segments which are identified by some common characteristics. These characteristics are relevant in explaining and in predicting the response of consumers, in a given segment to marketing stimuli.
2.3.2	According Carl McDaniel et al (2006)
	Explain the purpose of market segmentation, in both consumer and business markets, is to identify marketing opportunities. And further explain the steps involved in segmentation as follows:
i) Select a market or product category for study: Define the overall market product category to be studied. It may be a market in which the firm already competes, a new but related market or product category, or a totally new one.
ii) Choose a basis or bases for segmenting the market: This step requires managerial insight, creativity and market knowledge. There are no scientific procedures for selecting segmentation variables.
iii) Select segmentation descriptors: After choosing one or more bases, the marketer must select the segmentation descriptors. Descriptions identify the specific segmentation variables to use. For example, if a company selects demographics as a basis of segmentation, it may use age, occupation and income as descriptors. A company that selects usage segmentation needs to decide whether to go after heavy users, non-users or light users.
iv) Profile and Analyze Segments: The profile should include the segments size, expected growth, purchase frequency, current brand usage, brand loyalty and long-term sales and profit potential. This information can then be used to rank potential market segments by profile opportunity, risk, consistency with organizational mission and objectives and other factors important to the firm.
v) Select Target Markets: Selecting target markets is not a part of but a natural outcome of the segmentation process. It is a major decision that influences and often directly determines the firms marketing mix.
vi) Design, Implement and Maintain Appropriate Marketing Mix: The marketing mix has been described as product, place (distribution), promotion and pricing strategies intended with target markets.
2.3.3	BASES OF SEGMENTATION STRATEGY
	Arun Kumar and Meenakshi (2006) stated that marketers use segmentation bases, or variables, which are characteristics of individual, groups or organization to divide a total market into segments. The choice of segmentation bases is crucial because an appropriate segmentation is strategy may lead to lost sales and missed profit opportunities.
	Consumer goods marketers commonly use one or more of the following characteristics to segment of markets: geography, demographics, psychographics, benefits sought; and usage rate.
GEOGRAPHIC SEGMENTATION
	Geographic segmentation refers to segmenting markets by region of a country or the world, market size, market density, or climate. Market density means the number of people within a unit of land, such as census tract. Climate is commonly used for geographic segmentation because of its dramatic impact on residents need and purchasing behaviour. Snow blowers, water and show skis, clothing and air conditioning and heating systems are products with varying appeal, depending on climate.
DEMOGRAPHIC SEGMENTATION
	Marketers often segment marketers on the basis of demographic information because it is widely available and often related to consumers buying and consuming behaviour. Some common bases of demographic segmentation are age, gender, income, ethnic background and family life cycle. The discussion here provides some important information about the main demographic segments.
PSYCHOGRAPHIC SEGMENTATION
	Age, gender, income, Ethnicity, family life-cycle stage and other demographic variables are usually helpful on developing segmentation strategies, but often they don’t paint the entire picture. Demographics provides the skeleton, but psychographics adds meat to the bones.
	Psychological characteristics: Refers to the inner or intrinsic qualities of the individual consumer. Consumer segmentation strategies are often based on specific psychological variables. For instance, consumers may be segmented in terms of their needs and motivation, personality, perceptions, learning level of involvement and attitudes.
BENEFITS SOUGHT
	Marketing and advertising executes isolate one particular benefit to consumers and advocate its opportunity to consumers. For instance, when discount sale is offered price benefit is offered.
	Sometimes, convenience benefits are highlighted specially in case of services like banking, courier, and travel agency. Sometimes utilization benefit is segmented and in other cases prestige benefit like Rolex Watches.
USAGE RATE SEGMENTATION
	It divides a market by the amount of product bought or consumed categories vary with the product, but they are likely to include some combination of the following: former users, potential users, first time users, light or irregular users, medium users and heavy users. Segmenting by usage users or to develop multiple marketing mixes aimed at different segment. Because heavy users often account for a sizable portion of all product sales, some marketers focus on the heavy users segment.
2.3.4	PACKAGING FUNCTIONS
	Daniel (2005) and Ishola (2009), “packaging performs some basic rescue and functions and some of these are role are:
i.	PROTECTION: Packaging helps in keeping a product and protecting it from getting damaged until when it is needed for example, fluids, drugs and other product needs adequate packaging to preserve and protect them. 
ii.	PROMOTION: A package can perform promotional function many ways it can be used to attract consumers’ attention and encourage them to examine the product. The symbol, design and marks in a package can perform the attention of consumers. Colour selection is influenced by product types and perception of consumer towards the colour. Colour selected can produce negative or positive feelings on the consumer.
iii.	ECONOMY: Some packages can provide storage to the product inside them even after parts of these products are used. This product can be used many times without getting spoilt after they have been opened provided they are well designed and sealed after they have been used e.g. beverages, suspension drugs and so on with this, the damage could be reduced which will also reduce the adverse effect in the product usefulness and the increase in cost of producing it (on producer) or buying another one (on consumer).
iv.	CONVENIECE: The nature of package of a product can determine how communication can handle the product. The channel which the product of a firm will pass through is always put consideration so as to know how the product package will be formed in order to make it comfortable for the channel member to deliver to the final consumer safety. The size, shape and material used for the package are important in this case.
v.	PRODUCT DIFFERENTIATION: Packaging in one of the tools use in attracting customers’ attention against competitors, many packages of some firms are made appealing different from those of other firms making similar products. A firm has to make the package of the product in such a way that when a customer walks through items (made by different firms), the package of the firm will catch the customers eye, hold his attention and stimulate international between the customer and the product.
vi.	PRODUCT INFORMATION: Many product packages carries information, instructions, on the product image, contents, dosages, values and effect through verbal and non-verbal symbols, the package can inform potential buyers about the product contents, features, benefits and hazards. The producer should always make sure that the information and warning are well understood by potential consumers.
vii.	SYMBOLIC IMAGE: Some materials are used in making the package of a product tells the facility of the product inside the package whether the product is of high quality or not. A consumer, on seeing the material of the package will know the value attached to the product in it and may not invested to pay high price for the product.
2.3.5	Packaging as Medium of Communication
	Ishola (2009) “the traditional packaging that really concerns pharmaceutical companies like Tuyil is protection that is, the industry want packaging that will protect the product during its long journey from the factory, through the distribution to the ultimate customers.
	In this regards packaging have been able to advance that is to ensure product safety from manufacturer connate information and including nutritional information recycling and many others. Also packaging is a means by which the customers is able to distinguish one product from the other either because it provides some psychological satisfaction.
	Kotler (1986) also stated that another tactical function use by the company is the re-use packaging that is package that can serve another purpose such as containers for holding things, such as household items e.g. salt, sugar, palm oil e.t.c. this have the effect of serving as sales appeal to them as long as they hold the package. This re-use packaging serve as silent sale promotes to the product.
	Afolayan (2000), “therefore communication has been defined as the process by which people attempt to create commonness of understanding between them. Communication deals with the messages designed to influences ‘human behaviour in which packaging is one of them.
2.3.6	ROLE OF PACKAGING TOWARDS CULTURE SEGMENTATION
	According to Charles W. Lamb etal (2011), in their book “essentials of marketing” think that packaging has four district marketing functions. It contains and protects the product, it promotes the product, it helps consumers use the product and finally, packaging facilitates recycling and reduces environmental damage.
	Therefore packaging does more than just protecting the company’s products. It also helps in developing the image of the product in consumer mind. So, falling to pay attention to the design of the packaging to satisfy different market can decrease the acceptability of the product.
	Packaging of product entails designing and constructing the container or wrapper for a product. The container and wrapper may take account of the product. The container and wrapper may take account of the products primary containers, a less important package that is disposed when the product is about to be used and shipping package necessary to store, identify and ship the product (Kolter, Wong, Saunders & Armstrong 2005).
	The primary function of packaging is to protect the product against potential damage while transporting, storing, selling and exploiting a product and to ensure the convenience during performance of these activities, sogu-grundvag & ostili have indicated the importance of packaging as a tool for protecting consumers from contamination, for allowing them to touch products without restraint and without any need to avoid smudging their hands. They propose to use packaging with a window, in order to allow consumers to evaluate product by its appearance at the same time reducing consumer uncertainly regarding quality by branding the product and labeling it. i.e. to communicate to consumer that in length of time a function of identification and communication became vital important especially for consumer products in the group of convenience goods. Packaging as a tool for communication was investigated and finally suggested. Taking into consideration that impulsive buying is an aspect applicable to many consumers.
	There is strong segmentation in which packaging elements consumers consider most important. Some consumer are mostly oriented toward the visual aesthetics, while a small segment focuses on product detail on the label.
2.7	CONSUMER IN DIVERSE CULTURE
	According to Hofstede etal (2010) culture refers to “mental software” that is the collective programming of the mind which distinguishes the members of one group or category of people from another”. In (2013) Hofstede stated that national cultures vary along six key dimensions which are Power Distance (PDI). Individualism - Collectivism (IDV), Masculinity – Femininity (MNS), Uncertainty Avoidance (UAI), Long-Term Vs Short Term Orientation (LTO) and Indulgence Vs. Restraint (IVR). Social psychologist Geert Hofsetede has identified differences between collectivist and individualistic cultures.
	Marketing executives need to recognize the importance of diversity in marketing and advertising and how to incorporate it successful. It’s not enough to simply cast an Africa American, Asian or Latino in a television commercial. Rather, the aim should be to show diverse consumers that their unique culture is becoming increasingly recognized, understood and appreciated.
	There is no questioning that diverse consumers appreciate when familiar and valued members of their respective communities associate with or endorse a brand.
2.8	CULTURE DIFFERENCES AND SEGMENTATION
	Any organization whether is the government, business or community based; need to understand its customers to communicate effectively social collectivist and individualistic culture. Different purchasing choice and package needs may possibly be implied by this dichotomy a collectivist culture is more focused on the needs of the group or the family, as opposed to the desires and goals of the individual.
	Culture differences can become a particular barrier in the business communication (see Nowakowski 2005; Hofstede 2000). Therefore, it is crucial for business managers, lower rank employees as well representatives of smaller companies who engage with foreign countries to become familiar with different cultures in order to eliminate this barrier.
	Cross-cultural marketing is the strategic process of marketing among consumers whose culture is different from that of the marketer’s own culture. Examples of the fundamental cultural aspects to be considered include: social norms, values, language, education, religion, economic systems, business etiquette, laws and style of living. Typically, cross-cultural marketing takes advantage of the ethnic group’s different cultural norms to communicate to and persuade that audience.
	Oyebode (2012) stated that the strategy of segmentation allows producers to avoid head on competition in the market place by differentiating their offerings, not only on the basis by price, but also through styling, packaging, promotional, appeal, method of distribution and superior service.
	Any organization, be it government, business or community based needs to understand its customers to communicate effectively. Market segmentation, correctly applied is about understanding customer needs in order to boost the efficiency communication, be that marketing, customers service or information distribution.
2.9	CONSUMER RESPONSE TO PACKAGING
	Consumer intention to purchase depends on the degree to which consumers expect that the product can satisfy their expectation about its use (Kupiec and Revell, 2001). Fact when they have not even thought about the product much before entering the store, this intention to purchase is determined by what is communicated at the point of purchase the package become a critical factor in the consumer decision making process because it communicate to consumers at the time they are actually deciding in the store. How they perceive the subjective entity of products, as presented through communication elements in the package.
	To achieve the communication goals effectively and to optimize the potential of packaging, fast moving consumer goods manufacturers must understand consumers’ response to their packaging and interprete the perceptual process of the consumer into design (Nan Carrow et al, 1998). In the design process, marketers and package design must take of consumer’s past experience, needs and want, understand how package.
	Martinho et al (2015) in his research on consumer response to sustainable packaging can be classified into three areas of research:
	-	General attitudinal models
	-	Holistic approaches focusing on consumer perceptions and 	semiotics.
	-	Analytical approaches testing the effects of specific packaging 	design cues.         	


CHAPTER THREE
RESEARCH METHODOLOGY
3.0	INTRODUCTION
	Research is the process of obtaining, correcting and interpreting the information required to reach a decision in regards to what should be done a condition that is considered unsatisfactory.
	Accurate answers, of course are the only kinds that are acceptable. A basis characteristics of a good research is the ability to determine what question are most important and closely related to the situation being studies.
	This chapter explains the methods and procedure of how data were collected and analyzed.

3.1	RESEARCH DESIGN
	Research design is the plan for a research object. It provides guidelines, which direct the researcher towards solving the research problem and it may vary depending on the nature of the problem at hand.
	Based on the topic of the research, the researcher emphasized both primary and secondary sources of information. Our primary sources of data include materials from the in term answers from the respondents to our questionnaire etc while the secondary source include textbooks, marketing journals etc.

3.2	POPULATION OF STUDY
	Population means the total number of people or things or organization in a specific geographical area. Population is concerned with who or what will be studied.
	Population of study is that group (usually of people) about whom we want to be able to draw conclusion. it is not possible in most studies to study all the people in the population of study. The ideal thing to do by the researcher is the select sample from the study population, if population is too large. The part of the population selected is called sample.
3.2.1	SAMPLE FRAME
	Carrying out the physical census of the entire population can practically in achievable, especially given the size and diversity of the target population. It is on this note that the researcher carrier out the study on a selected sample frame of hundred (100).

3.3	SAMPLING TECHNIQUE
	In order to achieve a higher degree of accuracy, the researcher used the random sampling technique to collect data from respondents that express their views on the research topic. The technique is suitable in order to ensure that all the segment of the population is included in the sample.
	The sample size used by the researcher in this study constitute seventy five (75) respondents.

3.4	SAMPLE SIZE DETERMINE
	Owing to the fact that this is a research study, both primary and secondary data determination instruments were employed.
	The major primary data determination instrument used was the questionnaire, one hundred questionnaire were administered , only seventy five were received. The question consist of two (2) sections, section A from the personal data of respondents and section B consist of matter relating to the research study.
3.5	METHOD OF DATA COLLECTION
	The method adopted in conducting this research are questionnaire and observation methods. In the process of the study, the people observed comprises of students, parents, traders and civil servants.
	Moreover, the researcher tried to observe the relationship between packaging and cultural segmentation.
	Also, the questionnaire was also designed to seek for information from the respondents about the subject matter with reference to the case study (Tuyil Pharmaceutical Industry).


3.6	METHOD OF DATA PRESENTATION AND ANALYSIS
	The data used in the presentation of this study was collected through questionnaires designed and administered by the researcher.
	Information’s gathered is presented in tabular form and briefly discussed and interpreted for the purpose of academic convenience, percentage are given as computed. It is viewed that the method will be accurate in the analysis and presentation of data obtained.


CHAPTER FOUR
DATA PRESENTATION AND ANALYSIS
4.0	INTRODUCTION
	In research, it is expected that a few lines would be devoted how data are to be presented and analyzed. Data collected are expected to be coded in order to make them presentable for analytical purpose. The essence of data analysis is to comment on the data objectively by bringing out what they mean and drawing conclusion on them.
	However, this chapter consists of twelve tables which are the result obtained from the questionnaire distributed to respondent on the topic “Packaging in the Context of Cultural Segmentation”.
	
4.1	DATA PRESENTATION
	The data collected would be presented based on the total percentage of the respondents.
	The respondents were asked in the first five questions of their ages, sex, education qualification, marital status and occupation. The other part of the questionnaire was questions related to the study.
	One hundred questionnaires were given to consumers in Ilorin from which the total responses to the questionnaires were analyzed below:

4.2	DATA ANALYSIS
Table 1: Age of Respondent
	YEARS
	FREQUENCY
	PERCENTAGE

	16-25
	10
	13.35%

	26-35
	25
	33.3%

	36-45
	33
	44%

	45 and above
	7
	9.3%

	TOTAL
	75
	100%


Source: Field Survey 2025
	In the above table, the highest percentage is 44% which fall between 36.45 years age bracket which deficit that large population were distributed to young adult. Respondent who were between the ages of 26-35 years consists of 33.3%, for the ages of 16-25 years, the respondent were 13.3%. The age group between 45 and above was 9.3%.




Table 2: Distribution of Respondent by Sex
	SEX
	FREQUENCY
	PERCENTAGE

	Female
	50
	83.3%

	Male
	25
	33.3%

	TOTAL
	75
	100%


Source: Field Survey 2025
	The above table shows that 66.7% of the respondent were female, while 33.3% were male. This table shows that most of the respondent were female.
Table 3: Marital Status of Respondent
	MARITAL STATUS
	FREQUENCY
	PERCENTAGE

	Single
	30
	40%

	Married
	30
	40%

	Divorce
	15
	20%

	TOTAL
	75
	100%


Source: Field Survey 2025
The table above shows that the respondents that are married consists of 40% of all, while single were 40% and divorce consist of 20% which shows that both single and married are the respondents.
Table 4: Education Qualification of Respondents
	QUALIFICATION
	FREQUENCY
	PERCENTAGE

	O’Level
	27
	36%

	ND/NCE
	35
	46.67%

	HND/BSC
	8
	10.67%

	MSC & Above
	5
	6.67%

	TOTAL
	75
	100%


Source: Field Survey 2025
	The above table shows that 46.67% of the respondents were ND/NCE holders, 36% were O’level holders, while 10.67% were HND/BSC holders respectively 6.67% were either with MSC and above. Majority of the respondent were educated or atleast in a lower middle class.



Table 5: Occupation Distribution of the Respondents
	VARIANCE
	FREQUENCY
	PERCENTAGE

	Paid
	40
	53.3%

	Self Employee
	30
	40%

	Unemployed
	5
	6.7%

	TOTAL
	75
	100%


Source: Field Survey 2025
	The above table indicates that 53.3% of the respondents are paid employee which is 40 and 40% are self employed which are 30 and 6.7% of the respondent are unemployed which are 5.

Table 6: Did you belong to any culture?
	VARIANCE
	FREQUENCY
	PERCENTAGE

	Yes
	75
	75%

	No
	-
	-

	TOTAL
	75
	100%


Source: Field Survey 2025
	On asking the respondent whether they belong to any culture non said No this analysis shows that virtually every individual belong one or two culture.
Table 7: Did Package Influence your Buying decision?
	VARIANCE
	FREQUENCY
	PERCENTAGE

	Yes
	60
	80%

	No
	15
	20%

	TOTAL
	75
	100%


Source: Field Survey 2025
	The above table shows that 50% of respondents has been influenced by package to buy product and 20% respondent disclosed that package has no influence on their buying decision.
Table 8: Have you choosing any Tuyil Pharmaceutical Product Base on Culture Influence?
	VARIANCE
	FREQUENCY
	PERCENTAGE

	Yes
	42
	56%

	No
	33
	44%

	TOTAL
	75
	100%


Source: Field Survey 2025
	In table 8 above shows that 56% of the respondent have choose Tuyil Pharmaceutical Product as a result of influence of their culture while 44% of the respondents has never been influence by their culture to choose any Tuyil pharmaceutical product. 
Table 9: Did you derive additional benefits from packaging of Tuyil pharmaceutical product?
	VARIANCE
	FREQUENCY
	PERCENTAGE

	Yes
	60
	80%

	No
	15
	20%

	TOTAL
	75
	100%


Source: Field Survey 2025
	The table above shows that 50% of the respondent derive additional benefits from packaging of Tuyil pharmaceutical after consumption and 20% of the respondent disclose that no additional benefits from packaging of Tuyil pharmaceutical.



Table 10: Did package of Tuyil pharmaceutical product communicate any instruction to you?
	VARIANCE
	FREQUENCY
	PERCENTAGE

	Yes
	65
	86.7%

	No
	10
	13.3%

	TOTAL
	75
	100%


Source: Field Survey 2025
	The table above shows that 86.7% of the respondents get instruction from the product and 13.3% go against to get information or instruction from the package of Tuyil pharmaceutical product.
Table 11: Has culture influence your product choice?
	VARIANCE
	FREQUENCY
	PERCENTAGE

	Yes
	60
	80%

	No
	15
	20%

	TOTAL
	75
	100%


Source: Field Survey 2025
	The above table shows that 80% of the respondents choice has been influence by their culture and 20% of the respondent disclosed that culture did not influenced their choice of product.
Table 12: Did you consider package reward in segmenting your product?
	VARIANCE
	FREQUENCY
	PERCENTAGE

	Yes
	60
	80%

	No
	15
	20%

	TOTAL
	75
	100%


Source: Field Survey 2025
	In the above table, the respondent were asked if they considered package to relevant in segmenting or differentiate product, 80% said the product to be relevant while 20% consider it irrelevant.

TEST OF HYPOTHESIS
	Under this section, the following hypothesis are formulated and would be tested to validate or reject the hypothesis.
Ho:	Represent hypothesis
Hi:	Represent alternatives
Ho:	Package influence consumer buying decision 
Hi:	Package does not influence consumer buying decision
	x2 = Chi-Square
	Ʃ = Summation
	o = Observation
	e = Expected frequency
	Thus the expected frequency e is gotten by dividing the total number of observation frequency by number of rows.	
	Decision rules reflect Ho Ex2 calculated is x2 Bat ab = 5% (0.05) from the table i.e. chi-square calculated is greater than chi-square, the null hypothesis will be rejected and chi-square table with the Hi hypothesis will be accepted the degree of freedom is determine by (r-1 (a-1).
	Level of significant is 5% i.e. (0.05) where r=row, a=column.
	r = 2
	a = 5
	of = (2 – 1) (5 – 1)
	1 x 4 = 4
At 5% = (0.05) level of significant
4 + 0.05 = 4.05
x2a = 9.448 (from statistics table)


Table: Base on the package influence your buying decision.
	Alternate
	0
	E
	0-E
	(0-E)2
	


	Yes
	55
	40
	15
	225
	5.63

	No
	25
	40
	-15
	225
	5.63

	Total
	80
	50
	-
	450
	113



	A = 0 = 55 + 25 = 80
	B = No of observation
	        Number of row
	50 = 40
	 2	
	e = 40 + 40 = 80
	c = 0 – E = 55 – 40 = 15, 25 – 40 = - 15 = 15 – 15 = 0
	d = (0 – E)2 = 53 – 40 = 15, 25 – 40 = - 15 = 152 e - 152
	    = 2x5 + 225 = 450
	e = (0 – e)2 = 225 = 5.63 + 5.63 = 113
	             e            40
Decision: Since chi-square table is greater than chi-square calculated, just has its been stated above Ho is rejected while Hi which states that package influence the consumer buying decision is accepted.     


CHAPTER FIVE
	SUMMARY, CONCLUSION AND RECOMMENDATION
5.1	SUMMARY
	This research is carried out on packaging as a content of cultural segmentation using Tuyil pharmaceutical product as a case study.
	The project is divided into five chapters with introduction as chapter one. This chapter one covers background of the study, statement of problem, research objectives, research question, research hypothesis, significance of the study, scope of the study, limitations and constraints to the study and definition of the term. Chapter two of the project focuses on the review of relevant literatures. In this chapter, works of past researchers that are related to this topic were examined. Chapter three deal with the method used in the research. Chapter four of the project is all about presentation, analysis and interpretation of the data obtained through questionnaire administered on package influence and culture. Chapter five deals with summary, conclusion and appropriate recommendations.
	It is clear in this research work that a lot of product choice, product decision are influence by culture. This study also reveals that culture and package may influenced and also hinder consumer choices. The study further express that the value expression is realized through the acceptance of culture norms and values and the reproduction of its behaviour, aimed at obtaining a favour table responses from other participants. The study further reveal that the impact of “Package” is important in all stages and types of decision making.

5.2	CONCLUSION
	It is clearly shown that no individual can function independently without not belonging to any culture and this culture has much influence in the product choice and buying decision of the consumer.
	From the definitions in chapter two, it was seen that packaging play a vital roles to help the organization to satisfy each segment of its market according to their needs and want. Also show the response of consumer to packaging and how packaging serve as a medium of communication to the consumer.
	Base on the analysis of the research finding, it may be concluded that packaging is the best key to differentiate a product from segment of the market and culture influence the type of packaging the consumer go for.

5.3	RECOMMENDATIONS
	In view of the finding and conclusions of the following are proposed.
	It is recommended that the current packaging strategies being used by the company should be continued.
	It is also recommended that the company should package a product according to the culture need of the consumer. It is recommended that adequate research and field this will allow the company to know how their package performs in the market against the consumer.
	The marketing manager used to know exactly who consumers are and how intend to meet their need according to their taste.
	It is recommended that consumer should be segment according to their taste, needs or want for accurate satisfaction and avoid wasting of effort to wrong people.
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