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CHAPTER ONE
1.1 INTRODUCTION TO THE STUDY
Thousand of new products are introduced very year. More than 15, 000 to be exact. How can your producers compete, not only with established brands but with the plethora of new products that are been introduced? The answer of course is THE PACKAGE. The right package with right message will rise above the competitive landscape. But how many companies understand the value behind packages as a promotional tool for product differentiation in soap and detergent industry? Most just look at it as a way to convey the product or recycle tried images and product package that doesn’t work. 
A product is anything tangible or intangible that can be offered to a market for attention, acquisition use or consumption that can satisfy a want or need.
A name, term, sign, symbol or design or a combination of these which are intended to identify the goods or services of the seller or groups of sellers and to differentiate them from others producers product possess tangible and intangible attributes which include, packaging services product also possess many characteristics which include quality features and styling packaging. 
Marketing therefore can be defined as the management function which organizes and direct all those business activities involved in assessing and converting consumer purchasing power into effective.
Packaging simply means the general group of activities in product planning which involves designing and producing the container for wrapping a product. Packaging is a major element in marketing mix for a product differentiation product from others. Packaging serves as an important decision in domestic markets and international market. The deceptions of a product name, other products that producing company’s full name in order to effectively identify it and also differentiate it from other similar product.	
The indispensable value which packaging has no any product and its ability do perform wonderful for the company in terms of high sales production. 
Packaging is a word or group of words which can be spoken that helps to identify a product to differentiation in terms product name trade mark, brand name which provided for product that people used to compose and familiarize packaging. It is the duties of company to build a unique packaging. 
1.2 STATEMENT OF THE PROBLEMS 
In the world of June (1987) emphasize that definition of research problem are usually identified for the study to solve and he says the way problem is defined that governs the ability of decision making to research and identify appropriate solution in this regard state below.
· Is there any benefit both producer and consumer derived from packaging a product?
· Has package not being considered a way of deceiving consumer of the product?
· How does package helps in product differentiation?
· What are the problems consumer encounter in their choice for package?
· Does package of soap and detergent help in convincing the consumer purchase decision?
· Lastly, does package help in protection of a product?
Any product and its ability to perform wonderful for the company in terms of high sales production.
Packaging is a word or group of words which can be spoken that helps to identify a product to differentiation in terms product name trade mark, brand name which provided for product that people used to compose and familiarize packaging. It is the duties of company to build a unique packaging.
1.3 AIM AND OBJECTIVES OF THE STUDY
The research work will be useful for practical purpose which shows the attributes of the product in effective to packaging as an added quality can assist in marketing or products. All these assist in creating stimulating and maintaining demand of product.
The purposes of the study are itemized below;
· To investigate and find out result whether packaging help distribution of consumer product differentiation in soap and detergent.
· To carryout investigation on the effective of packaging in creating and stimulating repeat purchase.
· To know whether packaging helps to protect the product in transit in store and when displayed.
· To know whether packaging improve the company image.
· To analysis and conclude whether packaging help in promoting sales in Unilever Nigeria Plc.
· To analysis and confirm whether packaging serve as a promotional tools to differentiate product from other similar product.
1.4 SIGNIFICANCE OF THE STUDY
The significance of the study varies from individuals that is, organization, country, and the society.
To researchers in particular, it will enable him to broaden their knowledge and even has four knowledge of what package as a promotion tool of product differentiation in soap and detergent industry. Is an about, and how it induces changes in  the target audience in the specific context or occasion by research into their problem i.e. the target audience and distinct the performance feature of the product to provide a consumer benefit that satisfy both physical and emotional needs.
To the society the research will give younger ones an idea of package of consumer product is all about to enable them making decision on the career without any difficulties about the profession and also increase the standard of people’s living in the society.
To this country (Nigeria) in general the research work will increase her knowledge on package and how it pulls consumer to but and also help in the economy development of this nation through creating employment opportunities. 
TIME SCOPE
	Time scope will determine how long the research project will last and year, it will look to this research project started it work from the year 2012 and the research work will just be carry out for just four month.

1.5 SCOPE OF THE STUDY
The scope of this research work is to focus on packaging as an effective tool for product protection and differentiation in soap and detergent industry with scope in terms of concept industry geography and time as discussed below.
1. The Conceptual Scope:The conceptual scope of this study is the packaging as an effective tool for product protection and differentiation in soap and detergent industry.
2. The Industry Scope: This means the industry that involved in the research. The industrial scope of the study is study of Unilever Nigeria Plc. 
3. Geographical Scope: The geographical scope of this study is Obalende Lagos State.
4. Time Scope: The period of time exploited on this study covers the period of 2019-2022.

1.6 LIMITATION AND CONSTRIANTS OF THE STUDY
This project work, where is going to be carryout in Ilorin is limited by some constraints during the process of undertaking this research work. The followings are the constraints to this research work.
FINANCIAL CONSTRAINTS 
	Financial barriers stand as a big constraints during the research work, and has limited the full success of this study. This is because a lot of money will be required to administer questionnaire.
TIME CONSTRAINTS 
	The time as well will also serve as a limiting factor because the researcher ought to be attending lectures and other crucial activities during the week. The time schedule for the research work is not sufficient
	Another constraints is lack of cooperation of some respondents in divulging necessary information needed for the researcher may be through lack of understanding, illiteracy, locality, light schedule or need to enlighten the respondents that the study is purely for academic use. Inadequate cooperation of the marketing manager and workers of this case study (Unilever Nigeria Plc) may refuse to divulge vital information that will help the researcher in his research work which they consider secret to the organization.
	Also, non-availability of sufficient literature books on the scope and quality of the study to the researcher. 


CHAPTER TWO
2.0	LITERATURE REVIEW 
2.1	MEANING OF PACKAGING
	The first content that a consumer has with a product and enterprises is no doubt, THE PACKAGE. Therefore, it plays the roles of a personification of the company in the sight of the people.
	Packaging can be seen as the practice of enclosing product in graphically design container, it can be as a wrapper, glass, crystal, paper and cardboard etc. packaging obviously is closely related to labeling and branding because the label appears on the package, and brand is typically on the label.
	Kotler (1997) says packaging includes the activities of designing and producing the container or wrapper for a product. Since the product cannot be sold naked (without any container) the entire activities of providing a wrapper or martial of which the packages small, the unique coders, graphics, and symbols used to differentiate a brand of product from other brands. 
	Olorunlambe G.A (2009), “packaging is art of protecting and facilitating the product transportation from one place to another, whole packaging protects product as they move through the distribution channel and after they have been placed on the retailer’s shelf”.
	Arowomole A.K and Adeyemi M.A )2004), “define packaging as general group of activitiesin product plant that involves designing and producing the container or wrapper for a product packaging provide two major source for both consumer and producers, that is it service as a package protective measure for the product and also promotional device. Some package such as coke bottle, are world famous materials used to protect goods, also and opportunity to present the brand and logo. 
	Packaging is also defined by Unilever Nig. Plc in this regulation, as “All products made of any materials for any nature to be, used for the containment, protection, handling, delivery and preservation of goods from the producer to the user of consumer”.
2.2	THE CONCEPT OF PACKAGING STRATEGY 
	Arowomale A.K and Adeyemi M.A (2004), explain what packaging concept should basically be or do for the particular product in form of size, shape, colour materials and brand mark in order to be well accepted by potential and achieve a state company’s objectives. 
	Sanusi (2000), stated that it is firm, therefore, many achieve competitive advantage as result of package. As a result, packaging must be evaluated and re-evaluated periodically.
	The strategic issues in packaging decision are as follow;
· Altering Packaging: This is the changing of the package of an old product to a new.
Package it is a strategy employed when the former package is no longer in vogue or when the new package is available. An improvement in the product requires a new package to reflect the new status of the product.
· Secondary Packaging: This packaging are referred to be re-used for purpose other than it’s lastly use for example, dark and lovely container can be used to store detergent soap (OMO) for domestic use. To the consumer the secondary use of a package adds value to the product and therefore, it should stimulate sales.
· Multiple Packaging: This involve putting more than one unit of the product in the pack like twin packs, tri packs, six packs etc example Lux soap are six packs. In order to increase demand as the amount of the product available at the point of consumption is increased.  
· Family Packaging: Thisexists when a firm uses similar packaging for all or its related product. It may also be inform of having packages that possess one major design characteristics. 
2.3	APPRAISAL OF PACKAGING 
	Sanusi (2004) explain the performance or important of packaging to an organization. There are several uses of packaging namely;
· Convenience Uses: A park from handling some packages make usage convenient and easy for consumer example, products such as Yoghurts have mouth openings through which consumer can suck them.
· Case or Handling: Packaging enables both the market and buyer to handle, open and close the product with to be handled without packaging.
· Differentiation: Ensuring the product have a unique element to differentiate product from the other similar products. Example OMO detergents form other detergent.
· Identification: All packaging enables consumer to identify different brand of a product at the will identify (OMO) detergent from other detergent soap.
· Improvement of Sales: The use of packaging to improve the sales ability of their products their markets are often segmented with different sizes of packages used to appeal to deferent uses.
· Information: Packages provide information about the product in term of usage maintenance, components warnings etc which carryout by handling on product packaging.
· Protection: Packaging is used to protect from danger that may come up between producer and the consumer product must be protected against damage from elements of handling, spilling evaporation and spoilage. 

2.4	PACKAGING AS AN EFFECTIVE TOOL IN MARKETING OF SOAP AND DETERGENT DIFFERENTATION 
	SANUSI M.O (2000), packaging is a major element the marketing mix. Hence they refer to the 4ps, with packaging being the 5th ps. Packaging therefore is a vital part of the product and also affect the consumers purchase decision.
	Packaging receiving increasing recognition as an effective tool, well designed package can create convenience tool for the manufacture. Company brand image with well developed packaging contribute to company brand recognition. It aids the company’s effort to build distinctive brand image. 
	Packaging as an effective tool carryout the brand positioning concept in terms of quality cost and other factors.
	Packaging as an effective tool also serve as a self service of product, that it consumer confronts a package instead of confronting the sellers. It is the package which performs many of the sales tasks like attracts attention. Describe the product’s feature give the consumer confidence and make a favourable overall impression of the product. Innovation packaging can bring about large benefits of consumer and profit to manufactures with better packaging is essential to satisfy the consumer so packaging as an effective tool of product differentiation. 
2.5	IMPORTANCE OF PACKAGING IN AN ORGANIZATION 
	Packaging can be thought about in many different ways, but if we think purely about the purpose packaging first, we find the purpose is to;
1. Contain the product.
2. Communicate product information.
3. Facilitate product storage and shipment. 
4. Reinforce branding.
THE IMPORTANCE OF PACKAGING
1. Is to protect the product from damage.
2. It also prevents damage while the product sits on retail shelves.
3. Attraction – How a product is packaged may be what attracts the consumer to take a look on the product as is sits on store shelves. Many companies conduct extensive research on color schemes, designs and types of packaging that is the most appealing to its intended consumer.
4. Packaging also plays an important role for portraying information about the product.
5. Packaging may also contain ingredients and nutritional information about the product.
6. Packaging can also differentiate one brand of product from another brand (KENISITIE LORETTE, 1996) to present the brand and logo.
Packaging is also defined by Unilever Nig. Plc in this regulation, as “All products made of any materials for any nature to be used for the containment, protection, handling, delivery and preservation of goods from the producer to the user or consumer”.
PACKAGING CAN BE IN THREE LAYERS
· Primary Package: Which is the next materials to the product it has the role of immediate protection and the product. Examplesare detergent that contains; Omo, which is the next material product.
· Secondary Packaging: It is the next material to the primary package i.e. when primary package. Examples contain or dozen pack of Lux Soap.
· Shipping Package: May be made from corrugated sheets box to make shipping more convenient. 


CHAPTER THREE
3.0	RESEARCH METHODOLOGY
3.1	RESEARCH DESIGN
	This project work is intend to gazed into the package as a promotional tool for product differentiation in soap and detergent industry. The research design for this project work is both primary and secondary source of data.
i. PRIMARY SOURCE: - Primary data are freshly gathered for the purpose of this project work. The source of this research were collected by the researcher from the consumer and of the Unilever Nigeria Plc. Which comprises of students, businessmen/women, civil servants, staff of Unilever Nigeria Company in Ilorin Kwara State.
	In collecting the data with this source, face to face discussion were held, telephone chart, questionnaires were distributed and administered on large scale. The information on the company’s background or history and how the company package the product as an effective tools for product differentiation in soap and detergent industry were given by the staff and management through face to face discussion and telephone chat. 
ii. SECONDARY SOURCE: - There are some information that can’t be available through primary source but can only be attained through secondary source. To get enough information about the subject matter, the researcher has to go into secondary data. These involved consulting of relevant text book, newspaper, journal and magazines and information through internet. 
3.2	DEFINITION OF POPULATION AND SAMPLE SIZE
	Ordinarily population refers to all individuals or group of individual (people) living in an area in a particular time. Ary and Jacobs (1976), says “population and an entire group of people object, or event all having at least one characteristics in common.
	Therefore, research population implies the total number of the people or things in a specified geographical area. Meanwhile, the population of this project work is made up of the staff and customer or consumer of Unilever Nigeria Plc, Ilorin.
SAMPLE SRE- Sample could be refereed as a method or techniques adopted is segmenting and selecting reasonable part of the population for the study.
	Therefore, the sampling method used in selecting sample is the RANDOM SAMPLING in which each number of the population has chance of being induced.
	The sample size for this project is the total number of fraction of population selected for the study which comprises 100 customers of Unilever Nigeria Company Plc.



3.3	METHOD OF DATA COLLECTION
In collecting necessary required data needed for this project work, structured questionnaire and interview were used by the researcher.
1. QUESTIONNAIRE: Questionnaire, through often abuse, it is very useful when not all subject can be interview for economic reasons.
	Questionnaire is a set of question relating to the aim and objectives of the study to which the respondents are requested to answer by willing in their response. The researcher used questionnaire to get factual information from the population selected for this research work. The reason for the selecting questionnaire is due to its flexibility, objectivity and ability to covered wide area with minimum cost. 
2. INTERVIEW: This is the most versatile method. The interview involves face to face discussion between the interviewer and interviewee. This will enable the researcher to have more question from the answer given by the consumers and customers of Unilever Nigeria Plc and the staff of Unilever Nigeria Plc. The basic reason for chosen this method is its ability for immediate feedback and asking for more restructure questions.
ADMINISTRATION OF INSTRUMENTS 
	The researcher distributed 100 questionnaire to a randomly selected sample by hand to the customers and consumers of Unilever Nigeria Plc in Ilorin, Kwara State.
	Therefore, the return questionnaire was administered on large scale for easy understanding. 
3.4	METHOD OF DATA ANALYSIS 
	Data analysis is the summary of findings and interpretation of the results from the questionnaire distributed.
	Base on this project work, tabula form of presentation will be used and percentage statistical method will be used for analysis of the result. 

CHAPTER FOUR 
4.0	DATA PRESENTATION 
4.1	BRIEF HISTORY OF UNILEVER NIGERIA PLC
	Unilever is an organizational curiosity in that, since 1929, it has been headed by two separate, British and Dutch companies. Unilever Ltd (Plc after 1981) and Unilever N.Y with different sets of shareholders but identical board of directors. An “Equalization Agreement” provided that the two companies should at all times pay dividends of equivalent value in sterling and guides. These were two head offices in London and Rotterndam and two chairman, until 1996, the “Chief Executive” role was perform by a three person special cultive role was performed by a three person special committee consisting of the chairman and the other director. 
	An early multinomial inventor, but the post war decades unlived possessed extensive manufacturing and trading business throughout Europe. North and South America Africa, Asia and Australia Unilever is one of the oldest and largest foreign multi national in the Unilever states. Unilorinlever, founder of the British predecessor of Unilever, first visited the United States in 1988 and by the turn of the century had three manufacturing pant in Cambridge. MassachuSeffs, philadelphain and Vicks Burg Missippi. The subsequent growth to the business, which was by no means. Linear, will be reviewed below but it was always one of the foreign largest investors in the United States. 
	Finally, the glory of Unilever in the United States provides rich new empirical evidence. A critical issue relating to the functioning of multinational and their impact it raised the issue of what is meant by “central” within multinationals. Management and central are at the heart of definitions of multinationals and foreign direct investment (supposed to port folio investment) yet there are by no mean straight forward and concepts.
	A great deal of the theory of multinationals relates of the benefits or otherwise of controlling transaction within a firm rather than using market arrangements, in turn transactions.
	Cost theory postulates that intangibles like knowledge and information can often be transformed of efficiently and effectively within a firm than between independent firm.
4.2	DATA PRESENTATION AND ANALYSIS 
	For simplicity and academic excellence, the analysis of questionnaire shall be done to reveal respondent of the industry (marketing manager of Unilever Plc) which was made the case study of this end question 1 to 7 will analyze the question directed to the industry, while the remaining will analyses those directed to the consumer which will be expressed in tabular form.


QUESTION 1: Opinion distribution of the respondent on whether popularity of a product influences their buying decision?
TABLE 1
	VARIABLE 
	RESPONSES 
	PERCENTAGE (%)

	Agreed 
	55
	72.5

	Disagreed 
	45
	27.5

	Total 
	100
	100%


Source: Field Survey 2025
RESPONSE: He agreed to the fact that packaging of product is essential for differentiating product to enhance its quality.
QUESTION 2: Opinion distribution of the respondent on loyalty to a particular package?
TABLE 2
	VARIABLE 
	RESPONSES 
	PERCENTAGE (%)

	Agreed 
	55
	72.5

	Disagreed 
	45
	27.5

	Total 
	100
	100%


Source: Field Survey 2025
RESPONSE: 55 agreed that good packaging product could restore consumer confidence on product, promote company’s image and this increase demand of product while 45 disagree that good packaging product could not restore consumer confidence on product.  
QUESTION 3: Opinion distribution of the respondent on what can fine a buyer to layer your product?
TABLE 3
	VARIABLE 
	RESPONSES 
	PERCENTAGE (%)

	Agreed 
	45
	72.5

	Disagreed 
	55
	27.5

	Total 
	100
	100%


Source: Field Survey 2025
RESPONSE: 45 agreed that combination of low price frequent advertisement and availability of product is the answer. While 55 disagree that combination of low price frequent advertisement and availability of product.
QUESTION 4: Opinion distribution of the respondent on what effect does bad positioning have your product?

TABLE 4
	VARIABLE 
	RESPONSES 
	PERCENTAGE (%)

	Female 
	60
	60

	Male 
	40
	40

	Total 
	100
	100%


Source: Field Survey 2025
RESPONSE:  60 female staff responded that bad positioning could reduce packaging awareness by consumer and his reduce demand for product. 40 male staff responded that bad positioning could not reduce packaging awareness.
QUESTION 5: Opinion distributions of the respondent on which types of package do you embark upon? 
TABLE 5
	VARIABLE 
	RESPONSES 
	PERCENTAGE (%)

	Agreed 
	60
	60

	Disagreed 
	40
	40

	Total 
	100
	100%


Source: Field Survey 2025
RESPONSE: 60 agreed on types of packaging Unilever use multiple packaging, family packaging and own label, brand while 40 disagreed on types of packaging Unilever use multiple packaging.
QUESTION 6: Opinion distribution of the respondent on whether the company product packaging brand is a necessity for the company’s survival?
TABLE 6
	VARIABLE 
	RESPONSES 
	PERCENTAGE (%)

	Agreed 
	60
	60

	Disagreed 
	40
	40

	Total 
	100
	100%


Source: Field Survey 2025

RESPONSE: 60 Unilever responded agreed that product packaging brand is a necessity for the company’s survival. While 40 Unilever responded disagreed that product packaging brand is not a necessity for the company’s survival. 
QUESTION 7: Opinion distribution of the respondent on how do you guide against package shifting and switching of your product?
TABLE 7
	VARIABLE 
	RESPONSES 
	PERCENTAGE (%)

	Agreed 
	60
	60

	Disagreed 
	40
	40

	Total 
	100
	100%


Source: Field Survey 2025
RESPONSE: According to Unilever manager, 60 agreed that offering of different packaging, providing packaging lower than that of competitors, good quality of product could be used to guide against packaging shifting, while 40 disagree about that.
QUESTION 8: Opinion distribution of the respondent on whether you are loyal to any packaging of product? 
TABLE 8
	VARIABLE 
	RESPONSES 
	PERCENTAGE (%)

	Agreed 
	55
	72.5

	Disagreed 
	45
	27.5

	Total 
	100
	100%


Source: Field Survey 2025
RESPONSE: Out of the 100 responded 55 agreed they loyal to packaging of product while only 45 disagreed saying they are not loyal to any packaging of product. 
QUESTION 9: Opinion distribution of the respondent on loyalty to a particular packaging?
TABLE 9
	VARIABLE 
	RESPONSES 
	PERCENTAGE (%)

	Low price 
	40
	40

	Prestige of product 
	12.5
	12.5

	Product attribute 
	20
	20

	Due of Chemical 
	27.5
	27.5

	Total 
	100
	100%


Source: Field Survey 2025
RESPONSE: The response here reveals that 40% of the total responded said they are loyal due to low price 12.5% respondent that is the due of the prestige of product 20% said it just because of chemical composition.


QUESTION 10: Opinion distribution of the respondent on economic consideration influence is packaging acceptance?
TABLE 10
	VARIABLE 
	RESPONSES 
	PERCENTAGE (%)

	Agreed 
	55
	72.5

	Disagreed 
	45
	27.5

	Total 
	100
	100%


Source: Field Survey 2025
RESPONSE: This shows that 55 of the respondents that answered to this agreed or answered yes as to economic consideration influence packaging acceptance while 45 hold that contrary view. 
QUESTION 11: Opinion distribution of the respondent on popular acceptance of a product always influences your buying of detergent?
TABLE 11
	VARIABLE 
	RESPONSES 
	PERCENTAGE (%)

	Yes 
	50
	77.8

	No 
	50
	22.2

	Total 
	100
	100%


Source: Field Survey 2025
RESPONSE: 50 of the respondents said popular acceptance of product always influencing their buying of a detergent, while 50 said not to this statement.
4.3	DISCUSSION OF FINDING 
	Finding the process of obtaining relevant information about something or a product. It can also be explicate as a discovery of thing or a product which are been know before. In another way rounds finding can also be said to gathering of information on a particular product and how to use the information for the benefit of populaces in the society in what quality and quantity does the product going to made or produce to meet the taste of consumer.
	The standards which must be know when taking of findings.
	Right from the question 13: what make you buy a particular brand packaging of detergent? Here because of packaging is uniqueness and make product look attractive one also differentiating, from the similar product.
Question 14: what is your favourite product packaging of detergent? Many consumer pick OMO detergent as their favorite product packaging because material packaging is good with attractive colour packing server as a form of advertisement to you, it is true because on the packaging which carry information about usage of the product, consumer agree that packaging serve as an advertising to a particular product from question 15: are you conversant with any of the Unilever product, which also give me example like OMO, Sunlight, Close-up, Lux soap.
	From question 16: will you prefer OMO detergent than any other detergent. The respondents which are consumer said they prefer, OMO detergent than any other detergent because, it is a good quality product with good image company. This show how the product packaging is highly technical in the now material used in good quality these enhance the product packaging OMO detergent preferable. 


CHAPTER FIVE
5.0	SUMMARY, CONCLUSION AND RECOMMENDATIONS 
5.1	SUMMARY OF FINDINGS 
	Based on the research conducted, packaging is an effective tool or product differentiation in soap and detergent industry of Nigeria with regards to Unilever Company Plc.
	It is clear in the findings that Unilever Plc Industry greatly embarked the concept of packaging strategy why the organization embark in good packaging and strategy to make product packaging difference from similar product performance.
	It is obvious from the evidence that the Unilever Nigeria Plc are able to distinguish their products from that of competitors in the market through the use of brand packaging.
	This is because a good packaging moving fast in the market than any other packaging easily admired by the consumer.

5.2	CONCLUSION
	Based on the research carried out findings is an effective tool for product identification and differentiation in the marketing place.
	It has been established and concluded that one of the effective and efficient ways of differentiation brand among the substitutes in the marketing place is packaging.
	It also exist in other classes of product see that it is good embarked on a good packaging product the researches therefore, agrees with heroine McCarthy’s conclusion that the packaging that variation in packaging can make a product stable in various target market all in all, packaging can be used by marketer in creating a customer franchise for a give product.
5.3	RECOMMENDATIONS
	Based on the findings and conclusion of this research work the following recommendations were made.
	Packaging is an effective tool for product differentiation in soap and detergent industry. Unilever should therefore embark on packaging of its products so as to be unique in the industry. 
	Proper and adequate training on packaging should be given to the staff of Unilever Nigeria Plc.
	The company should make use of resources available to it especially packaging material.
	Unilever should also facilitate planning of organization in terms of packaging so as to have better result.	
	The necessary finds that will be required for successful packaging should be provide by the management of Unilever at the right time.
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