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CHAPTER ONE 
INTRODUCTION
1.1 BACKGROUND OF THE STUDY 
Packaging plays a crucial role in the world, especially when it comes to marketing. It serves as a key differentiator, communicator and protector of products. Packaging also plays an essential role in various industries from food packaging to electronics, where it seems not only as a protective barrier but also as a branding tools.
	Packaging act as a silent sales person, influencing consumer perceptions and contributing to overall brand identity. Effective packaging can attract customer, differentiate a product from competitors and even enhance the perceived value of the product.
Packaging refers to the preparation of a product for a appropriate transportation and storage. Depending on the type of commodity. The packaging process may entails wrapping bottling, strapping, sealing marking Cush wring, weather proofing or blocking.
Fundamentally packaging protects product from damage during storage or transportation. Additionally different packages differentiate brand products from competitors, ensuring they are recognizable and marketable. In other word, packaging helps to identify, describe and promote the products.
	There are different types of packaging which are primary packaging, secondary packaging, tertiary packaging, specialty packaging, sustainable packaging and lot more. It is crucial to know that different types of products require different types of packaging, for example liquid products are stored in bottles and barrels while solid commodities are wrapped. Packaging covers products to identify and safeguard it against contamination, damage, dust or leakage for instance milk is packaged in sachet while a chocolate bar is wrapped in thin, attractive sheet, other types of materials used in packaging products include boxes, chests, crates, containers, bags and metallic or plastic cases.
	This research work will examine the roles of packaging in the marketing of consumer products using 7up bottling company Ilorin as a case study.
Consumer products, these are goods bought by an individual or households for personal use. These products are typically finished goods, meaning they are ready for immediate consumption. They are often categorized into four types; convenience, shopping, specialty and unsought. Consumer products are different from business products because the business products are either parts of the final consumer goods or goods or used to produce them.
	The role of packaging in the consumer products, it serves as the first point of contact between a brand and its prospective customers, profoundly influencing consumer behavior and perception understanding the phycology of products packaging can be a game-change offering a strategic edge in a competitive market.




1.2 STATEMENT OF THE PROBLEM
Packaging faces several challenges in the marketing of consumer products, including differentiating product from competitors, adopting to changing consumer preferences, and addressing sustainability concerns. Additionally ensuring clear and informative labeling, optimizing packaging for different distribution channels, and managing coots are also significant. 
	And there are series of problem that face the packaging of product but in relation to the case study which is 7up bottling company, the company face the following problems under the marketing and sales section in the organization. Labeling errors products differentiation and competition changes in consumer behavior and their expectation, logistics and distributions. 
Understanding the nature of the relationship between the package and the products with regard to the consumption experience is category dependent. Therefore, this study offer a meaningful solution to these problems in later chapters. 


1.3 RESEARCH QUESTIONS 
The study tries to answer the following questions. 
1. What is the relationship between packaging and consumer products? 
2. Does adequate packaging change consumer mindsets about a particular products.
3. Without packaging can a product be well secured? 
4. Without packaging can a product be known or identify between it competitors?

1.4 OBJECTIVE OF THE STUDY 
1. To examine the relationship between packaging and consumer product
2. To change consumer mindset towards a product through packaging 
3. To ensure that products is secured with good packaging 
4. To ensure that create brand awareness and consumers should be able to identify it between it competitors.

1.5 RESEARCH HYPOTHESIS
This study will help to answer the following hypothesis.
1. There is no relationship between packaging and consumer products. 
2. Packaging cannot change the mindset of consumer towards a product.
3. Packaging cannot secure a product 
4. Packaging cannot differentiate a product from its competitors. 



1.6 SIGNIFICANCE OF THE STUDY 
Packaging has been looked upon by most people as the container or wrapper used in holding the content of a product. This research is to highlight the essence of packaging as an effective marketing tools in the marketing of consumer product.
	To examine the use of packaging as its helps in identifying the product by carrying the name and the feature of the product and to determine how packaging has help in reducing high rate of damage that could affect its usefulness. 

1.7 SCOPE OF THE STUDY 
This study concentrate on the roles packaging plays in marketing of consumer products as it relate in impulse buying protecting companies images and its function as a silent sales person.

1.8 DEFINATION OF TERMS
Packaging: packaging can be define as a proper design on a product aimed for making the product attractive, gain patronage, differentiate products from competitors and serve as protector
Packaging can also be define as the process of designing evaluating and producing container or wrapper for product. It involves creating a protective and attractive covering for goods, it protect, promote and convince 
		Branding: Brand is a name, terms, sign, symbol or design or a combination of them, intended to identify goods and service. 
		Product: Product refers to a commodity that a manufacturer is willing to offer for sales or any tangible or intangible attribute that leads to consumer satisfaction.
		Marketing: Marketing is a managerial process that direct the flow of goods and service from the producer/ manufacture to the customer or consumer. Or marketing refers to the process of finding and meeting the needs of consumer.
		Consumer: Consumer are the final or earn user of a product be it an individual or household. 

CHAPTER TWO 
2.1 	INTRODUCTION 
	Packaging act multidimensional. In marketing literature, packaging is a part of product and brand. Packaging offers knowledge about products, and it serve as a silent salesman that communicate with consumer and safe guard the quality of produce.
	Generally packaging, in this era of study competitive marketing business environment, has become tool for impetus; and its roles have drastically and steadily shifted from the traditional function of protecting the product against dirt, theft deterioration, damage and Mus handing to the modern function of becoming a tool to arouse, investigate and appealing to customers attention. It also convey useful information about the product itself at the point of sales or while still on the shelf.
Packaging plays a crucial role in marketing communications, especially at the point of sales, and is one of the most important variables influencing customer purchasing decision. Packaging serves as the ultimate selling point for a product, encouraging impulsive purchasing, cutting down on advertising expenses, and expanding market share. Packaging includes more than just the wrapping of the product that contains information about the product and the manufacturer.
	For decades in winning global business competition, product packaging has been one of the focuses for business not only protect the product, but also to be an instruction or promoting their market offers and boosting their sales.
Packaging communicate brand personality through many elements such as printed information, colors, logo, fonts, package material, pictorial product description , the shapes, and other elements that provide rich brand associations. [Underwood 2003].
	According to Philip Kotter, an American marketing author, defines packaging as having the three traditional purpose of protection, convenience and economy.
	From the view of Panwar [In Borishade, Ogunnaike, Favour and prosper 2015] packaging is the act of containing protecting and presenting the content through the long chain of production, handling and transportation to their destination as good as they were at the time of production.
In the view of Delya and Parmar (2012), packaging can be define as and extrinsic element of the product. They stressed further that it can also be defined as a container product. Silayoi and Speece (2005) see packaging as the overall features that underlines the uniqueness originality of the product. In the view of Ahmed, Parmar and Amin [2014] packaging is described as a whole package that becomes an ultimate selling preposition, which stimulate impulse buying behaviors.
	Urich, Campana and malkewitz [In Oladele, et al, 2015] opined that product packaging constituted an essential aspect of projecting a firm brand’s image. Kotter and Armstrong [as cited in mousavi and Jahomi 2014] viewed packing is any container closed that a product in it will  be offered to the market for sale or by which necessary information about the product is transmitted to the consumer [Venous, Davar, Safarian and Mitra [in gilamla, cianjinla and moradi 2013].
	Charles joe and carl [in Zekin and Hasani, 2015] pointed out for district marketing functions being performed by packaging to include, it contains and protect the products it promote the product: it help consume use the product and its facilitate recycling and reduce environmental damage.
	In the study packaging is defined as the totality of attribute that distinguished a particular from among other and that can effectively communicate it value to the end-user for attraction purpose while on the shelf or at point of sales. 
	According to sahhaf [2014], packaging is one of the sensitive and important characteristics that has an influence on the consumer and also plays a supporting role task notification, to encourage a consumer to buy a product. Rezaer [2014] also define packaging as one of the most important factors affecting consumer purchase decisions and plays an important role in marketing communications, especially at the point of sales, that nowadays due to market saturation and increased competitors as well as changes in the taste of consumer have strategic value for the company. So packaging feature are more concerned by marketers and plays important role in decision concerning the development of the increasing profitable company.
	Product packaging help to build the company or organization image, a positive perception and reason to buy a brand of product.
	However, this may give an answer to the question that ‘why do some brands stuck in their careers why others succeeds? On the contrary the product can  face severed rejection form the consumer and can bring back luck to the brand if the package is not designed in a throughful way.  

2.2 	CONCEPTUAL FRAMEWORK.
	The conceptual part comprises of the key concept that are relevant to the research work. This provides a clearer understanding of the topic.
	Philip kotter [2015] concept of packaging as all small of activities of designing and producing a container for a product, and the package include the primary container, like the tube of toothpaste and the bottles and perfume, while the secondary package is thrown away when the product is used like wrapping paper and the shopping, package which is used for transportation to store.
	Concept of Packaging Elements.
It is the element of a package that influence consumer decision making process and can always determine their choice of what to buy and not to buy. Thus a well-designed packaging is evaluated as a competitive advantage based on the element [ Kuvy kate, divaliene and iyavickiene, 2009]
	Packaging element are defined as all as the information that is found on a product, as well its visual and structural possession. There are different factors that influence the purchase behavior or decision consumer such as packaging color, prierited information packaging material, design of wrapper, background image, groups; visual, structural as they function according to their values. Element such as graphic design, press (font), aesthetics, color, shape and size are visual in nature, while structural element include material, ecological sustainability, durability and ergonomics; informational element consist of name brand, producer/country histraction and information about the product.
	Adam and Ali [2014] considered size, graphics color, design and material to be visual element. Gikninian, Ganjinna and Moradi [2013], Kuvykaite, dovaliece and Navickiene [2009] and wang [2012] see this as graphic form. Color and size. 
	On the other hand, element such as production information, nutritional information and country of origin are classified as verbal elements [ Gilanmian, cianyinia and moradi, 2013; Adam and Ali, 2014; kuvykarte, Aovaliene and Navikiene, 2009; chou and wang, 2012].
	These elements are further discussed below.
1. Packaging color: The function of color in marketing is that of catching the attention of consumers, especially at the point of purchase, where it has been proven that particularly vibrant colors, such as remand yellow attracts attention. Different competitors use different colors to convey different meanings to their consumers. For examples, white and black colors are used to indicate power, blue for trust, red for energy, green for balance, orange, yellow, purple also connote different meaning to the consumer in accordance to more decoration to incorporation into package design as they command strong symbol significance. The color feature of the packaging can invoke significant visual and physiological feelings [ iou, Bao, Song, and Hu, 2009]. Package coloring plays a communication function insuring consumer expectation through its relay of product – related and consumer – related information, about a product, appraising the consumer beforehand of what the experience will be.
2. Packaging material: materials of packaging refers to the properties of the container in which the product is marketed. This important element protects the product against loss. Product packaging character Bed with high quality materials attracts more customers than those with low quality materials [Dunmade, 2017]. Materials such as plastic, paper, metal and glass from the most utilized in product packaging in the modern market place. Alvervall and saied [2013] traces the use of plastic in the area of product packaging to the beginning of the 20th century, and has become the most economically popular packaging material paper packaging is also a very fashionable choice because of its formability and low cost. Aesthetically it is also a great marketing choice as beautiful pictogram can be directly printed onto the package [Alvervall and Saied 2013].
Metal packaging applied to products, especially I n cases where products re of the food variety and are expected o be kept for long period of time. This was popular during the period in the 19th century. The observed protective characteristics is still, however, being recognized. 
Additionally the ability of metal to be snapped into different forms has appealed to packaging professionals, allowing designers apply creativeness to the shapes and size of containers and the use of metal [Hong and Suhua, 2011].
	Finally, glass is another favorite among producers as it also can form into various shapes, it is hard, transparent, heat-resistant and can be easily cleaned. It is primarily used for oil, alcoholic drinks, beverages and cosmetics. What might be considered as a negative aspect of glass as a packaging material is that it is fragile, relatively heavy and the cost of transporting and storing the material is rather high [ Hong and Suchua, 2011].
	As technology evolves more material are created that not only give designers additional choices but leads to possibilities for new combinations also make it easier to differentiate products, and has become an important tool that helps expand design thinking [ Hong and Suhua, 2011].
3. Font style and printed information: 
Information included on the product is an important packaging characteristic, as it guess the intended customer pertinent information on product, price, quality, description and use. The significance of the font lies in its attraction of customer attention in making the inscribed information on the package to be legible enough to read and understand. Companies that use good font style in creating and transmitting information about the product to the customers tend to be more successful in the market than other that do not pay attention to this element [ Alvrvall and saied, 2013]
4. Design of wrapper: Ulrich [2009] was of the opinion that packaging is used for identification of the product. The design of the product wrapper has a long way to attract or distract products consumer as a consumers class such as children are likely to be more sensitive to the element or features since attractively designed products wrappers attracts the children to the products. 
5. Graphics: The practice of graphical images in package design usually involves the use of symbols in expressing abstract aspiration. The metal association customer make are stimulated when things such as photo illustrations and decorative patterns are applied in packaging [ Wu, Bao, Song and Hu, 2009]. Although the use of solid, bold colors and pictogram are common among producers in passing across brand message and grabbing customer attention, the use of photography can also be important feature that help consumer understand complex regulation and safety concern [ Adhesive and Sealants industry, 2011]. The use of image is emphasize by goldbegliefield, madiland vrederburg [1999] in their observation of its relevance in booting customers attention including familiarizing them with the product. Furthermore, background image on the package imbibes a precise photographic presentation of the product in the mind of the consumer, which consequently helps to identify the brand of the product.

2.2.1	CONCEPT OF PACKAGING 
	Ogunbade [2000] strategic selling prescribe that it is a means of ensuring the safe delivery of a product to the ultimate consumer in sound condition at the minimum overall lost, it must protect what it sell and sell it product. 
Okoro [1996] packaging is the process of conceptualizing, planning and designing. 

2.2.2	TYPES OF PACKAGING 
	Packaging can be broadly categorized into three (3) main types; primary, secondary and tertiary. Primary packaging directly protects the product, while secondary packaging provide additional protection for the product during shopping and storage, and tertiary packaging focuses on efficient handling and transport of multiple secondary packages.
· Primary packaging: The first level of packaging that protects individual product from damage [Adam 2000].
· Secondary packaging: Is used to transport commodities in primary packages [Adam 2000].
· Tertiary packaging: Is used by warehouse when shipping product in secondary packaging [Adam 2000].
It is crucial to note that different types of product require different types of packaging, for example, liquid [products are stored in bottles and barrels while solid commodities are wrapped. Companies that deal with fragile products such as glassware, have special container for packing them. Practically covers the product to identify and safeguard it against contamination, damage, dust or leakage. For instance, milk is packaged in sachet while a chocolate bar is wrapped in thin attractive sheets.
A. Primary packaging: According to A.J [2004] primary packaging is the type of packaging that is in direct contact with the product. It main purpose is to protect them and maintain ideal characteristics.
The primary packaging of a product is the first material or layer wrapped around it and the one that defines its smallest unit of scale [Black 2000] primary packaging can be described as the product’s immediate container or direct container [ e.g bottles, cans, boxes ]. Apart from keeping the product in good condition. It is important that the primary packaging is ‘Eye-catching and Appealing’ as it will be the first image that the end consumer receives when coming into contact with the product. 
This is particularly important in consumer or online sales products. The function of primary packaging are to separate, protect, secure, and communicate characteristics and expiry and, in some cases, attract attention and build loyalty.
By way of example, the following are considered primary packaging goods, bottle, beer cans, plastics bottles for detergent, cardboard boxes for furniture. 
	Key characteristics of primary packaging according to Ogunbade [ 2000].
· Direct contact: It is in direct contact with the product, providing the first line of defense against contamination and damage.
· Consumer interaction: It often the last layer of packaging, the consumer interact with before accessing the product.
· Smallest unit in distribution/ use: It typically represent the smallest unit of sales or distribution of products.
· Information delivery: It can also be used to convoy product information to consumer, such as labels with ingredient or warnings. 
· Protection and preservation: Its primary function to contain product and preserve the product, ensuring it quality and safety until it reaches the consumer.
B. Secondary packaging: The purpose of secondary packaging is to create unit loads grouping various types of primary packaging it makes storage transport handling easier. Secondary refers to the out layer of packaging that surround the primary package, helding a group of product together for transport, storage and display. 
Generally this type of packaging adds reinforcement to bundle together and serve the individual units of scale. However, sometimes consumer product are also marketed grouped together so they can be communicative and catching. According to Adam [2000] secondary packaging is presented as cardboard boxes, or other materials of different sizes and thickness, but also plastic firm, cartons, trays. Some examples for consumers products are cardboard box in which bottle or beer are packed or the plastic film for wrapping water bottle together.
	Key characteristics of secondary packaging.
· Protection: Secondary packaging provides an extra layer of protection for the primary packaging minimizing damage during transit and storage.
· Grouping and handling; it allows grouping individuals units of a product e.g in a six-pack] into a larger, more manageable unit simplifying handing and transport. 
· Branding and marketing: Secondary packaging can be used for brand visibility and marketing including logos, products formation promotional messages and graphics.

C. Tertiary packaging Black [2000] Tertiary packaging will in general be the outer layer, the final and largest piece of packaging which will also be stored and handled inside the warehouse. It is known as transit or bulk packaging it groups multiple secondary packages [ like boxes containing individual items e.g pallets, shopping container for effective handling storage. 
In tertiary packaging, the compacting of goods and the stability and resistance of the unit load in other to be stored on industrial racking. Incomplete safety and full optimizing the available space in the warehouse will be key.
	

	Key characteristics of Tertiary packaging     
· Unit load creation: Tertiary packaging groups multiple primary and secondary packaging into larger transportable unit e.g crates, containers e.t.c.
· Safety and stability: Tertiary packaging ensures that unit loads remain stable during transport and storage, preventing movement and damage.
· Efficiency and space optimization: It enables efficient strong and loading/ unloading maximizing the use of warehouse space and transport vehicles.
· Durability and protection: It is designed to withst and rigors of transit and storage, protecting the content from damage. Therefore, taking for example wine as a product, the primary packaging would be the bottle, the secondary packaging the cardboard box in which the bottles are packed and the tertiary packaging the pallet that groups various boxes together.
2.2.3	FUNCTIONS OF PACKAGING. Black [2000].
	Packaging plays a crucial role from the time a product is fully consumed. These function of packaging include;
1. Contains the product: Most products need to be contained either during transportation, storage, or consumption. Packaging makes are the product is contained as when required. 
2. Protects the product: packaging protect it product and quality feature utility e.t.c from being damaged or contaminated during transport storage and consumption.
3. Provide customer convenience: Packaging is also a convenient for the customer to carry transport and use the product. 
From the view of Parwar [ In borishade, Ogunnaike, Favour and prosper, 2015]
1. It helps to identify product for it competitors
2. It helps to create brand awareness
3. It provides information and facilitate transportation and storage 
According to AJ [2004], one of the function of packaging is communication, it serves as a silent messenger conveying essential information about the product to consumer. Custom label, tags and packaging graphics communicate detail such as ingredient, nutritional information, usage instructors and potential allergies. This function not only assist consumer in making informed choice but also complies with regulatory requirement, contributing  to transparency in the market place. 
	Another functions of packaging according to AJ [2004] is ‘ Environmental factor’. In the modern era, the environmental impact of pavkaging has  become a critical consideration. Packaging design now extends to environmentally friendly materials, Eco- conscious production processes and recyclability. Brand are increasingly embracing sustainable packaging contributr to global effort in reducing environmental footprint. 
	Another function packaging perform is Marketing; packaging is an integral parts of the overall marketing strategy for a product. It goes beyond being a mere container offering functions ranging from protection and convenience to communication and promotion. As industries evolve, packaging continues to adopt, incorporating technological advancements and its sustainable practice ultimately, the role of packaging is not only to protect but to present and promote ensuring the products reach consumer in their best possible from while leaving a lasting impression in the market. 
	Conclusion, packaging is a far more that a functional necessity. It is dynamic and integral component of modern business strategies. It functions extends across convenience, protection, storage, communication, containment, transport and more. As industries containment to evolve and consumer preference shift. Packaging will likely undergo further innovations, embracing technological advancement, sustainability and creative design element.
Understand the multifaceted functions of packaging is essential for businesses among to not only protect their product but slso make a lasting impact in the competitive market place. As the silent messenger, protector and promoter, packaging remains linchpin in the intricate web of commerce 
2.2.4	CONCEPT OF MARKETING
	Marketing concept is a business philosophy that focuses on understanding customer need and delivering value to them more effectively that competitors it involves a customer-centric approach, prioritizing customer satisfaction and building long-term relationship. This concept emphasizes the important of market research, identifying target audience and tailoring marketing strategies to meet their specific needs and wants.
	According to Philip Kotter, marketing is the science and art of exploring creating and delivering value to satisfy the needs of a target market profit. This definition emphasize on understanding target market needs, creating solution that meet the need and delivering those solutions effectively to achieve profitability. 
	Peter Drucker [2002], defined marketing as the whole business seen from the consumers point of view; He emphasize that marketing is not just specialized activity, but rather a core function that permeates all areas of the enterprise, with concern and responsibility for marketing shared across the entire organization. In essence, Drucker viewed marketing as the process of understanding and meeting the needs of customer to create lasting value, even to the point where selling becomes unnecessary.
The American marketing association [AMA] defines marketing as the activity, set of institution and processes for creating, communicating delivery and exchanging offering that have value for customers, clients, partners and society. This definition emphasizes the in elastic nature of marketing, encompassisng all aspect from creating offering to exchanging them with customer and society. The American marketing Association [AMA] also defines marketing as the process of planning and executing the conception, pricing promotion and distribution of ideas, goods and services to create exchange that satisfy individual organization objectives. 
	CIM [ The chartered Institute of Marketing] offers the following definition of marketing. Marketing is the management process responsible for identifying anticipating and satisfying customer requirement profitability. 
	Harvard [2002], marketing helps a firm in creating value by better understanding the needs of its customer and providing them with innovative products and services. This value is communicated through a variety of channel as well as through firm branding strategy 

2.2.5	TYPES OF MARKETING
- Digital marketing: Utilizing online channels like social media, search engines, and e mail to reach and engage customer.
- Traditional marketing: Using print media, radio, television and billboards to promote product or service.
- Social media marketing: Using social platforms to connect with customer, build brand awareness and drive engagement.
- Content marketing: creating and distributing value content [e.g blog, posting videos, inforgraphic] to attract and engage potential customer.
- In bound marketing: In bound marketing is a strategic approach to creating valuable content that align with the needs of your audiences and inspires long term customer.
- Direct marketing: Is consist of any marketing that relies on direct communications or distribution to individual consumers.
- Print marketing: Involves using physical printed material such as brochures, business cards, flyers, and posters to promote a business, service or product word of mouth marketing: word of mouth in marketing is the unpaid spread of information from one person to another through conversation.

2.2.6	FUNCTION OF MARKETING
	According to Mc carry, the function of marketing are considered to be ‘output entities’ of the marketing system , meaning they are the end results of marketing activities, including things like product development, pricing, distribution and promotion. Other functions of marketing are:
Exploring creating and delivering value to safety the needs of a target market at a profit according to Philip Kotter.

2.2.7	CONCEPT OF PRODUCT
	A product concept is a core idea outing a products features, benefits and purpose. It is a crucial step in product development acting as a blueprint for creating and marketing a successful product. Essentially, it’s a summary of what a product will be, who it for and why it is valuable.
	Key component of s product concept
· Target Audience: Identifying who will use the product
· Features and benefits: Describing the products unique selling points and how it solves customer problems
· Value proposition: Communicating the product core value to the target audience.
· Market research: Understanding customer needs, competitive landscape, and market trends. 
· Product description: A dear and concise explanation of the products purpose and functionality.
According to Philip Kotter [2003], a product is anything that can be offered to the market for attention, acquisition, use or consumption to satisfy or want or need. This definition encompasses a wide range of items, including physical goods, service, places, organization and ideas. Essentially, its anything a market can potentially purchase or use fulfil a desire or requirement.
	AMA [American Marketing Association] defined as a bundle of attributes  [features, functions, benefits, and uses] capable of exchange or use usually a mix of tangible and intangible forms. A product may be an idea, a physical entity [goods], or service, or any combination of the three. 

2.2.7	CLASSIIFICATION OF PRODUCTS
	The concept of product classification is concern with dividing product according to specific characteristics so that they may form a structured portfolio. Ahmed [2014] , classifying products into meaningful categories helps makers to decide on which strategies and method will help promote a firms product or service. 
	According to Ahmed [2014] product is been classified into 3 form which are;
1. Product classification on the basis of tangibility 
2. Product classification on the basis durability 
3. Product classification by the type of customer or buying motive 
1. Product classification on the basis of tangibility Ahmed [2014] on the product of tangibility products are classified as tangible and intangible product.
· Tangible product: These are physical object that is offered to the market by a business firm for aqusition or sales. It is physical item that can be seen and touched e.g soap, building e.t.c. 
· Intangible products: [service] are intangible, indivisible, changeable and perishable products. An intangible product is a product that can only be perceived indirectly such as an insurance policy, backing service, transportation and education e.t.c
2. Product classification on the basis of durability Ahmed [2014], on the basis of durability products are classified as;
· Durable products: This is a physical product that consumer can use over extended period of time e.g motor car, radio e.t.c.
· Non-durable: These are product that are normally consumed in one or bottle use e.g cold drinks, tissus paper, soap e.t.c.
3. Product classification by the type of customer or buying motive. Ahmed [2014]. On the basis of consumer type products are classified as consumer and industrial or business product. 
Consumer classification classes are based on how consumer think about a product and shop for a product. Black [2001], consumer products are divided into four (4) which are convenience, shopping, specialty and unsought product. 
· Convenience product: Are products a consumer need but is not willing to spend time or effort shopping for them this are goods that are brought often e.g pen, chew gum e.t.c.
· Shopping product: These are product a customer or consumer feels are with the time and effort to compare with competing product. Consumer evaluate feature, price an d quality e.g electronics, clothing e.t.c
· Specialty product: These are product that customer really wants and make special effort to find. They are product with special features. E.g expensive watches, branded sneakers e.t.c.
· Unsought product: Are items or product that potential customer do not yet want or know they can buy, so they don’t search for them at all.
Classification of industrial product. Ahmed [2014], Black[2001]. Industrial product are product purchased by an organization or individual for the production of other product or operation of the business or for commercial purpose.
	Industrial products can be classified into various parts namely;
· Installations: These are industrial goods such as boiler building equipment which are used in producing other goods.
· Accessories: Is a capital item or tools used in production of office activities.
· Raw materials: These are unprocessed item such as iron-ore, crude oil, white cassava cotton e.t.c that are subject to the production process with little handling which is divided into two namely farm product and natural product.
· Component parts: These are goods which become part of the finished gods. They have undergone processing beyond that which is required for new material but not so much as finished parts.
2.3	THEORETICAL FRAMEWORK
	The theoretical framework of this study is based on different theories and approaches that were used to support this study include the image and brand theory, psycho dynamic approach, behaviorist approach and cognitive approach.
	Image and brand theory
A person attitude and action towards an objects are determined by what a person knows or assumes to know about the object [karimi, 2013]. In other words, the person attitude are determined by their beliefs. 
	These are there kinds of belief; descriptive, inferential and informational. A study of Fishbein and Ajzen [2005] describes the descriptive as those that are derive from a direct experience with the product. 
The informational belief are those influenced by outside source of information such as advertising friends and relative and so on. The inferential belief are formed by making inference based on past experience as this experience relates to the current stimuli [ Ghani and Kamal, 2010].
	Psychodynamic Approach
The psychodynamic tradition within psychology is widely attributed to the work of sigmitid freud [ 1856-1939] This view posts that behavior is subject to biological influence through instructive factors or drives which act outside of conscious thought [ Shim, 2011] while freud identified three facts of the psyche, namely the Id, Ego and Superego [freud 1923].
	Behaviorist Approach
In 1920, John B, Waston published a landmark study into behavior which became known as little Albert [karimi 2013]. This study hundred teaching a small child [Albert] to fear otherwise benign object through repeated pairing with loud noises. The study proved that behaviors can be learned by external events and thus largely discredited the psychodynamic approach that was predominant at the time. 
	Cognitive Approach
In stack constrast to the foundations of classical behaviorism, the cognitive approach ascibes observed action [ behavior ] to intrapersonal cognition. The individual is viewed as an information processor [ deliya and mnyarazdi, 2012]. This interpersonal cavsation clearly challenges that explicative power of environment variable suggested in behavioral approaches, however as influential role of the environment and social experienced is acknowledge, with consumer actively seeking and receiving environmental and social stimuli and informational inputs aiding internal decision market [ Hngley, 2007].

2.4 	EMPERICAL REVIEW.
	Sabitu and Adegbite [ 2017 ] carried out an empirical study to examine the effect of product packaging on consumer purchasing decision and to investigate weather there is a significant relationship between packaging and brand image. 
	Descriptive serve research was adopted through the use of four-point like, scale questionnaire to collect data from a sample of 217 respondents from the study. Researcher formulated two hypothesis: there are no significant effect between product pack consumers, purchasing decision and there is no significant effect between between product packaging and brand image. The hypothesis were tested with correlation and simple regression analysis and ANOVA through the statistical package for social scifies [spss] and the following conclusion were drawn that product packaging has a strong effect on consumers purchasing decision and product packaging also have a positive effect on product brand image. Based on these finding researcher recommended that proper attention should be given to all element of packaging to facilitate positive purchasing decision by the consumers and product. Package should be unique, attractive, cultural, conformity easy handling, protective to ensure good product brand image.
	Bejamin et al, (2019) appraised the effect of product packaging or consumer patronage of Cadbury Plc Nigeria and examine the effect of product packaging on the market share of Cadbury product in Nigeria. Primary data were sourced for the study. The data were obtained through the administration of questionnaire of 154 respondent of Cadbury in Nigeria. The simple random techniques was also used in selecting management of organization. The respondent were in the position to supply the type of information needed for the study.
	Data collected were analyses using simple percentages frequencies distribution, means standard deviation and median and regression analyses. The result of the analysis revealed as indicated by the respondents that product packaging has a significant effect on consumer patronage. This is shown in response as 50% of the respondents in the survey agreed that consumer buying behavior is being influenced by product packaging. This is shown in respondent in the survey strongly agreed that product packaging influenced the performance of an organization. This study further showed that product packaging can increase the sale of organization as showed in the response as 60% of the respondent agreed that packaging has a positive relationship with the sales volume of an organization. The study concluded that product packaging has been found to have a favorable effect on consumer patronage and consumer purchasing decision as well as increasing the sales of an organization. Thus product packaging should be seen as inevitable tools in an organization small, medium and large scales enterprises. However before this could be achieved, a thorough market survey should be undertaken in other to achieve the desire result. The study recommends that management should consult with the marketing sales and production department on the kind of packaging tools which will be effectives and attractive enough and the cost- effectives one.
















CHAPTER THREE
3.1	INTRODUCTION
Research methodology is a plan from the research project with include identification of the research and sample of the production to be studied whether the study should be done under natural or experimented condition (Okoye 2006). This chapter describe the research design used, the population of the study the sample and sampling techniques adopted, the data collection, method, and description of the data analysis tools.
3.2	RESEARCH DESIGN.
In order to achieved the aim this research a survey research design is employed to study the role of packaging in the marketing of consumers products since the project focuses on packaging. The justification for choosing this method is because it enable the researcher to sample people’s opinion and also in developing more focus study and collect large amount of data for detailed analysis. A research design is an arrangement of condition from collection and analysis of data in a manner that is aim to combine relevant to a research purpose with economy in procedure. This assist and investigator in research to find answer to the question of research and also helps to control the experimental experience and error variance of a particular research problem under investigation.
3.3    POPULATION OF THE STUDY
Population refers to an aggregate or totality of all object, subject or member that confirm to a set of specification. This study target population is expected to cover consumer who patronize 7up product and also different department of the company like product department, marketing department, accounting department, personnel department where there aggregate of 250 workers in the organization. This is done when the population is so large an interviewer cannot under normal circumstances come in contact with each and every one of set of objectives in the populations
3.4	SAMPLE AND SAMPLING TECHNIQUES
A sample is a small representative’s subject of a population. The population gathered from a sample will normally give a good indication of the measurement.
Sampling techniques
It is the method adopted to gather information from both primary and secondary source. The means adopted is clearly stated is sampling technique. Sampling technique enable proper presentation of the gathered information.
Sampling: it is the process of taking a sample the definition deduced that the process by which research is being carried out is what is refer to a Sampling Presentation.


Sampling Method Adopted
In writing the topic the researcher uses the descriptive method in carrying out the research work. The descriptive research is applied towards gathering information for analysis and summary so as to be able to define an ideology further achievement of a desire objectives.
Sampling Test (Type of Sampling)
The researcher made uses of various instrument to gather data for a successful completion of the research work. To that impact, both primary and secondary source of information gathering is used.
The primary data collected for the purpose of this research study is obtained through the use of questionnaire administration in the selected area within the use of questionnaire administration in the selected area within the organization.
The secondary data is gotten through consultation of text on effect of management planning.
3.5	METHOD OF DATA COLLECTION
In choosing the method as a means of fetching information for the researcher the questionnaire methods is use to minimize the problem associated with data collection and to ensure that result arrived at are as reliable as expected. The following are the basis on which the questionnaire are set. They are simple and unambiguous;
All the questions are not personal
All questions are short and concede.
They are mx or open ended and close ended one
The questionnaire is in logical sequence for better result
Response Categories are as exhaustive as positive.
The questionnaire was purposely designed in a statistically methods in analysis the data collected. The interview questionnaire is of two sections.
Section A; Consist of question which seeks information about the personality of respondent which section b consider of question for management staff udder package process
3.6	METHOD OF DATA ANALYSIS
Most data gather is subjected to quantitative and method analysis this involve the computation and compare of various summary statistics of the difference variable for a valid description and explanation of their relationship.













CHAPTER FOUR
DATA PRESENTATION, ANALYSIS AND INTERPRETATION.
4.1	INTRODUCTION
This chapter discusses the findings of data collected, is analysis and interpretation in relation to the study objectives and the three research questions advanced in the study. It set to test the roles of packaging on the marketing of consumer product. A case study of 7up Bottling Company Plc) Asa-dam, Ilorin. The research question includes:
· Adequate packaging material improves sale return
· Does packaging color has an impact on the buying behavior of consumers
· Does language used on the packaging influence consumer during the buying process.	
4.2 BRIEF HISTORY OF CASE STUDY 
HISTORICAL BACKGROUND OF THE CASE STUDY
The company was incorporated as private limited liability company on 25 June, 1959 under the name seven-up Lad, On 16-May, 1960 the organization change to botting packaging and was called seven-up bottling Lad. This company in the lunges independent manufacturer and distributor of the well-knows and widely comprised brands of soft drink in Nigeria from nine manufacturing plant.
A Lebunese Mohammed El-khatil who cane to Nigeria in 1926 founded the company, Mohammed is the father of the company's current chairman Faysal El-khail. The company metamorphosed from a very successful transport business (El-halil transpor) in a bid to diversify the then largest transport company in West Africa. In the early 1990s when Pepsi international, the company introduced the Pepsi brand in Nigeria.
The seven-up bottling company ple located in florin, Asadam Street, Ilorin West, Kwara State, Nigeria. The company plant in Ilorin in year 2002.
The company's vision statement is to be most admired and innovative company in Nigeria by year 2010; the mission statement is too fresh and inspire a youthful life style. The company produces 7-up, Pepsi, Mirinda Orange. Mirinda:
Soda, Mirinda Lemon, Mirinda Apple, Mirinda Fruity, Mirinda Tonic.
Mirinda Tropical, Teem Lemon and Mountain Dew.
4.3	ANALYSIS OF RESPONDENT BIO DATA
The table below shows the sex of the respondents, 25[85%] are Male while 5 [15%] are Female. 
Table 4.1 Distribution of respondent by Sex.
	SEX
	FREQUENCY
	PERCENTAGE %

	Male
	25
	85

	Female
	5
	15

	Total
	30
	100


	Sources: Field work (2005)
The above data shows that out of 30 respondents, male representing 85% while 5 female are representing 15%. It shows that more were employed in 7up Bottling Company Plc
Table 4.2 Distribution of respondent by Age
	AGE RANGE
	FREQUENCY
	PERCENTAGE %

	21 – 30 years
	15
	60

	31- 40 years
	7
	18

	41 – 50years
	5
	13

	51 – 60 years
	3
	9

	Total
	30
	100


Sources: Field work (2005)
The table shows  that the largest number of respondents was found within the age group of 21-30 years, which constitute 60%
Table 4.3 Distribution of respondent by Educational Qualification
	QUALIFICATION
	FREQUENCY
	PERCENTAGE %

	Secondary School
	10
	20

	NCE/ OND
	7
	18

	B.Sc / HND
	5
	10

	Total
	30
	100


Sources: Field work (2005)
The table shows that 15 respondents were NCE/OND which formed 70%
Table 4.4 Distribution of respondent by Material Status.
	OPTION
	FREQUENCY
	PERCENTAGE %

	Single
	20
	67

	Married
	10
	33

	Total
	30
	100


	Sources: Field work (2005)
	The table show that 20 respondents were single which formed 67%
Table 4.5Distribution of respondent by Position Held
	POSITION
	FREQUENCY
	PERCENTAGE %

	Production Manager
	20
	66.66

	Marketing Officer
	5
	16.67

	Total
	30
	100


	Sources: Field work (2005)


Table 4.6 Does Bonuses and Promotional Tools Increase Your Purchasing Power
	OPTION
	FREQUENCY
	PERCENTAGE %

	Sting Agree
	13
	43.35

	Agree
	10
	33.33

	Difference
	2
	6.66

	Disagreed
	3
	10

	Strangle Disagreed
	2
	6.66

	Total
	30
	100


	Sources: Field work (2005)
	This above table reveal that majority of respondent believe that bonuses and promotional tools increase their purchasing power
Table 4.7 Does Adequate Packaging Material Improve Sales Return?
	OPTION
	FREQUENCY
	PERCENTAGE %

	Strong Agree
	1
	16.67

	Agree
	5
	16.67

	indifference
	I
	3.33

	Disagreed
	15
	50

	Strongly Disagreed
	4
	13.33

	Total
	30
	100


	Sources: Field work (2005)
Majority of the respondent disagree that adequate packaging material cannot improve sales return
Table 4.8 is there any Relationship between Buying Behavior and Quality of Packaging?
	OPTION
	FREQUENCY
	PERCENTAGE %

	Strong Agree
	3
	10

	Agree
	8
	26.67

	indifference
	4
	13.33

	Disagreed
	14
	46.67

	Strongly Disagreed
	4
	3.33

	Total
	30
	100


	Sources: Field work (2005)
Majority of the respondent disagree that no relationship between buying behavior and quality of packaging.

Table 4.9 There is Relationship between Buying Behavior and Packaging Innovation 
	OPTION
	FREQUENCY
	PERCENTAGE %

	Strong Agree
	15
	50

	Agree
	8
	26.67

	indifference
	4
	13.33

	Disagreed
	3
	10

	Strongly Disagreed
	0
	0

	Total
	30
	100


	Sources: Field work (2005)
Most of the respondents believe that there is relationship between buying behavior and packaging innovation.
Table 4.9 There is Relationship between Buying Behavior and Wrapper Design
	OPTION
	FREQUENCY
	PERCENTAGE %

	Strong Agree
	10
	33.33

	Agree
	14
	46.67

	indifference
	1
	3.33

	Disagreed
	5
	16.67

	Strongly Disagreed
	0
	0

	Total
	30
	100


	Sources: Field work (2005)
Most of the respondents believe that there is relationship between buying behavior and wrapper design.

Table 4.11 Does Packaging Color has Impact Consumer’s Product?
	OPTION
	FREQUENCY
	PERCENTAGE %

	Strong Agree
	9
	30

	Agree
	18
	60

	Indifference
	3
	10

	Disagreed
	0
	0

	Strongly Disagreed
	0
	0

	Total
	30
	100


	Sources: Field work (2005)
From the table above, 18 out of respondent representing 60% agree that packaging color has impact on consumer’s product.




Table 4.12 Labelling has significant importance on the Buying Behavior of Consumers?
	OPTION
	FREQUENCY
	PERCENTAGE %

	Strong Agree
	20
	66.67

	Agree
	7
	23.34

	Indifference
	11
	3.33

	Disagreed
	1
	3.33

	Strongly Disagreed
	1
	3.33

	Total
	30
	100


	Sources: Field work (2005)
Majority of respondents strongly agree and agree that labelling has significant importance on the buying behavior of consumers

Table 4.13 Does Quality Packaging material has significant impact on the Buying Behavior of Consumer.
	OPTION
	FREQUENCY
	PERCENTAGE %

	Strong Agree
	4
	13.33

	Agree
	15
	50

	Indifference
	3
	10

	Disagreed
	5
	16.67

	Strongly Disagreed
	3
	10

	Total
	30
	100


	Sources: Field work (2005)
Many of the respondent agree that quality packaging material has significant impact on the buying behavior of consumers.
Table 4.14 Design of Wrapper has Significant Impact of the buying behavior of Consumers.
	OPTION
	FREQUENCY
	PERCENTAGE %

	Strong Agree
	10
	33.34

	Agree
	12
	40

	Indifference
	1
	3.33

	Disagreed
	3
	10

	Strongly Disagreed
	4
	13.33

	Total
	30
	100


	Sources: Field work (2005)
The table above shows that most of respondents agree that design of wrapper has significant impact on the buying behavior of consumers. Table 4.15 The Language used on the packaging influences consumer behavior during the buying process
	OPTION
	FREQUENCY
	PERCENTAGE %

	Strong Agree
	3
	

	Agree
	12
	

	Indifference
	4
	

	Disagreed
	6
	

	Strongly Disagreed
	6
	

	Total
	30
	


	Sources: Field work (2005)
The table indicate the majority of respondents accepted that language use on the package influences consumer behavior during the buying process.
4.4	Discussion of Findings
Based on the findings from the questionnaire administered to 7up Bottling Company Plc. It is found out that the organization is endowed with qualified competent and material workforce
	In the case of this study, the following were discovered;
A.	Adequate packaging material does not improve sales return
B.	There is a relationship between buying behavior and quality packaging.
C	Packaging colors has an impact on the buying behavior of consumers
D.	Labelling has significant impact on the consumer product
E.	Design of wrapper has significant impact on the buying of consumers.







CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATION.
5.1 SUMMARY OF FINDINGS.
Package serve a critical role in marketing and in some product categories, such as bottled seven-up juice the container carrying consumable is in extricable linked to the consumption experience itself. 
	In that role the bottle and more specially the quality of the bottle potentially represent a key determinant of the producing and enduring profitable consumer-brand relationship. This paper bridges. Packaging researcher’s emphasis on physical container characteristics and marketing researchers focus on communication aspect of packaging by focusing on the shared goals implicit in packaging utility.
	The research demonstrates how the quality of a water bottle post-consumption behavioral intention. The research presented here support the thesis that specific performance evaluation based on bottle design, quality and usability, help determine strength and nature of consumer-brand relationship supporting the idea that packaging is a critical link in the consumer product value chain. 
5.2  CONCLUSION.
The study has examined the role of packaging on the marketing of consumers product, using seven-up bottling company plc as a case study. It stipulated following conclusion.
	Appropriate and vivid picture of packaging color which deliver them a happy feeling or an easy handle/open/close/dispose package shape. All these element contribute each important effort to catch consumer’s attention and interest. Beside each element single functions, we think that a good combination of these elements may lead the product more eye-catching and attractive.
	It has been empirically tested, the proposed research model package element, which are having the ultimate impact on consumer choice; In a case of different product group of convenience good were available. Analysis the importance of its separate element for consumers choice reveals the impact of packaging and its element on customer’s purchase decision, for this purpose main package’s element  has been identified!: graphic color size form, and material of Packaging are considered, wrapped design, innovation while product Information producer country-of- origin and brand se considered as important ones. Moreover , the evaluated, and it is concluded that it depends on the consumer involvement level, individual characteristics of consumer
According to this research it is concluded that most consumers like the product quality after they purchased their desired packaged product. Based on those fact cannot say there Is a 100% equal relationship  between good package and good product quality but there is a positive thinking and trend about well-designed package shows high quality
New product manufacture mostly uses the labels in their product basically they describe that when made it where it was made, what it contains, know to use it e.t.c Furthermore, they believe that labels to uses the products properly guide the consumers. The information given the label and its value hall to be highlighted while promoting the proceed in the market. it must also be more useful technique.

5.3 	RECOMMENDATION
Following from the various findings, the study makes the following recommendation:
It is highly recommend to time marking and business unit that they should pay proper attention for good packaging. If they accept or introduce the poor packaging, then it could be one of the causes of product failure in the market. It is necessary to set the package standard and to implement strategy accordingly for better protection and promotion for a product. 
	Researcher believes that culture difference has an impaction companies. Initiative to design the product package, for instance during this research; the choice of packaging colors are quite different between the west and far east. Thus, it is recommended that is important for international companies to take a consideration of culture difference when they design the product package in different parts of the world.
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