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Abstract
This study focused on the effects of branding on the buying behaviour of consumers of coca-cola in the Nigerian beverage industry among the students of Kwara State Polytechnic, Ilorin. The specific objectives were thus to: determine the effect of branded product information on product awareness; evaluate the effect of branding creativity on brand preference; and examine the effect of branded material on consumer taste of cocacola among the students of Kwara State Polytechnic.  
 	 
However, this study adopted research survey design. The sample size for the study was arrived at using simple random sampling technique to arrive at a total of three hundred and eighty (380) respondents. Five point likert scale questionnaires were designed and used to gather data from the respondents to assess the degree of their agreement while three null hypotheses were formulated for the study. 
 
The results of the findings reveal that (i) R square = 0.917, P value = 0.000, Beta value = 0.957 and t = 64.44. the effect of this result is that branded Product Information have a significant effect on product awareness and significantly contributes to 91% increase in consumer buying behavior of Kwara State Polytechnic Students’ consumers of coca-cola; (ii) R square = 0.884, P value = 0.000, Beta value = 0.940 and t = 53.72. The implication of this result is that creativity has a significant effect on Brand preference and maintain 88% relationship among Kwara State Polytechnic Students’ consumers of coca-cola; and (iii) R square = 0.895, P value = 0.000, Beta value = 0.946 and t = 56.61. The implication of this result is that branded material have a significant influence on Consumer taste of coca-cola and predicts 89% relationship on the buying decision of Kwara State Polytechnic Students’ consumers of coca-cola, Kwara State.,  
 
The Study concluded that product branding can potentially benefit consumers by increasing product knowledge and reducing search costs; creative branding informs customers and provide trust on different quality characteristics of food products; and branded material’s quality defines consumer's approach before purchase. Based on the findings, recommendations were made that; the beverage industry should take a further look into consumers’ perception of information and its intrinsic interpretation as it may go a long way in informing marketers and manufacturers on how to structure the informational element of a product’s brand in a manner that meets consumer needs within any given market; industries should do an exclusive assessment of the impact of creativity in branding, from a psychological perspective in order to create a clearer understanding of consumer perceptions as governed by package related information; and industries/businesses should not relent in its branding design efforts as well as improvement on product quality, safety and versatility as these have been found to be very useful in attracting customers for purchase trials.


ii 
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CHAPTER ONE 
INTRODUCTION 
Background to the Study 
Stiff competition exists in the environment of business today requiring marketers to be in full understanding of consumer behaviour. Studying the buying behaviours of consumers is paramount since; this knowledge helps the manufacturers when they plan and implement marketing strategies. This knowledge further allows them to select and segment target markets so that they can come up with the appropriate strategies of marketing that will serve the target market (Wambugu, Musyoka & Kaluyu, 2014). Also, it allows enterprises to come up with appropriate marketing mix that can serve the target market; and when marketers understand the factors affecting the buying behaviour of the consumer, they can predict the way consumer will react to different strategies of marketing.  
Understanding consumer buying behaviour and their preference to product attributes has become a key success factor in today’s business environment which is highly competitive and rapidly changing. Consumer are now more discerning and individualistic requiring marketers to gain insights in the buying behaviour of consumers and the attitude they have on product innovation before they make the purchasing decision including the innovation used in elements such as branding (Ladipo & Rahim, 2013). 
According to Blackwell, Miniard and Engel (2015), knowledge of the consumer buying behaviour and patterns assist marketers in selection and segmentation of the target market which leads to the creation of the right marketing strategies that suits the target market. In addition, Levin and Milgrom (2014) state that consumer behavior is a volatile concept, that is difficult to measure and predict and hence the burden of the success of a product has fallen into the hands of marketers who observes consumer behaviour to create an appealing product. 
Consequently, they manipulate Branding attributes in order to turn the unpredictable concept of consumer behaviour into a predictable and economically measurable outcome. This is supported by the views of kuvykaite (2012) who states that branding  attracts the customer to specific product and they influence the consumer purchase behaviour towards a product. Packaging is considered as the fifth ‘p’ of marketing after product, 
price, promotion and place (Schrawet & Kundu, 2017). Kotler (2010) describes packaging as the designing and the production of the wrapper or container that houses the product. This is further elaborated by Arens (1996) whose definition of packaging is the container that encompasses the product, as well as its physical appearance; colour, design, materials, labelling and the shape used. 
Branding is also used as a tool of marketing in a bid to get the attention of the consumer, to convey and promote the products message and characteristics while the product is still on the shelf or at the point of sale (Underwood, Klein & Burke, 2011). Each product has a different branding solution and the important thing is that the solution works when the product is displayed on the shelf next to a competitor’s product. Most of the buying decisions are based on the information that consumers have on the product including its name, manufacturers name, brand name, nutritional value, graphics, and country of manufacture and origin. (Nayyar, 2012). 
	1.2 	Statement of the Problem 
A good branded design is regarded as an essential part of successful business practice. The reason many companies invest massive amount of money on packaging is because they are well aware that a stunning Branding will draw consumer’s attention and is capable of turning the buyer on or off. If the hedonic expectations created by the package are high, the consumer may be interested in the product and choose to buy it (Ares & Deliza 2010). 
Branding attributes attracts consumer’s attention to a particular product, enhances its image, and influences consumer’s perceptions about product (Rundh, 2015). Moreover, the packaging attributes of a product imparts unique value to products and works as a tool for differentiation and hence stimulates consumer buying behavior (Underwood, Klein, & Burke, 2011). Mohd (2010) concluded that perceived value significantly influences the purchasing intention of beverage products and that consumer brand preferences guide their future behaviors.  
Many studies have been conducted in the area of packaging across the world. However, these studies have failed not come up with a shared conclusion in relation to the influence of packaging attribute on consumer’s buying behavior (Silayoi and Speece, 2014).  
Kuvykaite (2009) state that the difference of the findings in this area depends on the context of the research. This seems to suggest that the lack of a common answer to the phenomenon under study is because of diverse contexts, situations/localities products under consideration, among other issues that affect consumer behavior. According to Kotler and Armstrong (2011), consumer behaviour is not static and different factors affect the buying behaviour including; psychological, cultural, personal and social effects. How culture influences consumer behaviour is different in various countries thus marketers need to be careful in their analysis of different groups, regions and countries culture (Christ, 2009). 
	1.3 	Research Questions 
The following research questions will be answered in the study. 
i. To what extent does branded product information influence on product awareness of coca-cola among the students of Kwara State Polytechnic? 
ii. What is the effect of branding creativity on brand preference of coca-cola among the students of Kwara State Polytechnic? 
iii. What is the effect of branded material of coca-cola on consumer taste of coca-cola among the students of Kwara State Polytechnic? 
	1.4 	Research Objectives 
The main objective of this study is to examine the effects of branding on the buying behaviour of consumers of coca-cola in the Nigerian beverage industry among the students of Kwara State Polytechnic, Ilorin. Other specific objectives are to: 
i. determine the effect of branded product information on product awareness of coca-cola among the students of Kwara State Polytechnic. 
ii. evaluate the effect of branding creativity on brand preference of coca-cola among the student of Kwara State Polytechnic. iii. examine the effect of branded material on consumer taste of coca-cola among the students of Kwara State Polytechnic. 
	1.5 	Research Hypotheses 
In order to answer the research questions and achieve the research objectives, the following hypothesis will be tested in the course of this research as null hypothesis. 
Ho1: Branded product Information does not have any significant effect on Product awareness of coca-cola among the students of Kwara State Polytechnic  
Ho2: Creativity does not have any significant effect on Brand preference of coca-cola among the student of Kwara State Polytechnic. 
Ho3: Branded Material does not have any significant effect on Consumer taste of cocacola amiong the student of Kwara State Polytechnic  
	1.6 	Significance of Study 
The importance of this study cannot be overemphasized and can be viewed from different perspectives. This research will go a long way in other words contribute to existing studies especially with regards to the effect of branding and it’s variables on consumers’ buying behaviour in Nigerian beverage industry as well as the overall performance of the sector. 
The findings of this study will reveal how brand packaging do affect the buying behaviour of consumers and hence food product manufacturers can be able to gain insights on what innovations they can make to provide solutions to the current marketing challenges. Beverage product manufacturers can also benefit from the findings to assist their businesses to have a competitive advantage. 
The regulatory and governmental bodies can use the findings to come up with future product branding regulations, policies and laws that will aid in regulating and the operationalization of the industry.  
	1.7 	Scope of the Study 
This research work focuses on the effects which product branding has on the buying behaviour of consumers of coca-cola in the Nigerian beverage industry. The information of this study will be generated from the students of Kwara State Polytechnic, Ilorin. However, this study is limited to the use of primary data collection source by questionnaire. In view of the technicalities involved, it would be quite unrealistic to assume that all necessary information was gathered in the process of the study. The information gathered were limited to those accessible and made available by the respondents. The time frame of the study is between 2019-2021. Owing to this, the researcher acknowledges any information inadequacies and anomalies that may be encountered. 


CHAPTER TWO 
LITERATURE REVIEW 
	2.0 	Preamble 
The chapter provides a summary of the information from other researches who has done similar research in packaging and consumer behaviour. The study specifically covers the conceptual framework, theoretical discussions, empirical literature, and research gap. 
	2.1 	Conceptual Review 
The main objective of this chapter is to provide a concrete slab framework for each of all the concepts in this study and also establish the concept of this research within a theoretical prism. In this study, the theories which back the concept of product packaging will be discussed. 
	2.1.1 	Concept of Product Branding  
According to Gaafar, (2013) branding is the demonstration or process of containing, securing and displaying the substance or content through the long chain of creation, handling and transportation to their destinations in as great condition, as they were, at the time of production. Branding is a vital piece of the marking procedure as it assumes a part in conveying the picture and personality of an organization. Because of the change in purchasers' way of life the enthusiasm for package as a device of sales promotion and stimulator of impulse buying is developing progressively.  
So branding has an essential part in advertising communications, particularly from the purpose of sales and could be treated as an essential factor amongst the most vital factors affecting Consumer's decision. Thus, the part of package in marketing communications expands: it must draw in buyer's consideration and transmit sufficient estimation of item to purchaser in the brief time frame appropriate at the point of sales (Arens, 2016). 
The definitions of ‘branding’ vary and range from being simple and functionally focused to more extensive, holistic interpretations. Branding can be defined quite simply as an extrinsic element of the product (Olson & Jacoby 2012) - an attribute that is related to the product but does not form part of the physical product itself. “Branding is the container for a product encompassing the physical appearance of the container and including the design, color, shape, labeling and materials used”. 
2.1.1.1 Objectives of Branding   
Branding and package labeling have several objectives:  
Physical Protection: Protection of the objects enclosed in the package from shock, vibration, compression, temperature, etc.  
Barrier Protection: A barrier from oxygen, water vapor, dust, etc.  
Containment or Agglomeration: Small objects are typically grouped together in one package for transport and handling efficiency. Alternatively, bulk Commodities (such as salt) can be divided into packages that are a more suitable Size for individual households.  
Information transmission: Information on how to use, transport, recycle, or Dispose of the package or product is often contained on the package or label  
Reducing theft: Branding that cannot be re-closed or gets physically damaged (Shows signs of opening) is helpful in the prevention of theft. Packages also provide 
opportunities to include anti-theft devices.  
Convenience: features which add convenience in distribution, handling, display, Sale, opening, reclosing, use, and re-use.  
Marketing: Branding can be used by marketers to encourage Potential buyers to purchase the product. Branding may be looked at as several different types. For example, a transport package or distribution package can be the shipping container used ton ship, store, and handle the product or inner packages. Some identify a consumer package as one, which is directed toward a consumer or household.  
Branding may be discussed in relation to the type of product being packaged: medical device branding, bulk chemical branding, over-the-counter drug branding, retail food branding, military material branding, pharmaceutical branding, etc.  
With so many options available just before a purchase decision is made, the product branding is one of the best marketing tools companies can use to sell products. However, in order to create the ‘right’ branding for a product, marketers must understand the consumer buying process and where branding becomes a variable that can influence the purchase decision. They must also understand what factors can influence buying behavior and what branding elements are most important to compel the consumer to purchase their product over another. 
	2.1.2 	Consumer Buying Behavior 
The buying behavior of a consumer is the decision processes as well as the actions the consumer takes in buying and using products. Whether or not the consumer realizes it, there is far more that goes into the buying process than simply driving to the store and picking something off the shelf. There are mental and social processes that consumers go through that proceed the actual act of purchasing. The topic of consumer behavior has been massively studied and, with the many changes in the market, continues to be studied by marketers and researchers. The areas of particular interest include the reasons behind the decision to purchase, the factors that influence purchasing patterns, and the ways in which cultural shifts are causing buying behavior to change.   
Kotler and Keller (2012) point out that understanding how the consumer chooses products and consumers can provide manufacturers with a competitive advantage over competitors. Companies can use this information strategically in order to offer the right products and services at the right time to the right audiences.  
 
 
2.1.2.1 Six Stages of the Consumer Buying Process   
Problem Recognition   
In this initial stage, consumers are made aware of a need or desire. It’s important to note the difference between desires, where the consumer simply wants something, versus an actual condition, such as experiencing hunger. Marketers can use advertising and newsletters to share information on products and services that can stimulate this stage.  
Information Search   
This can be a two-part process. Initially the consumer will do an internal search of his own memory. If he does not know anything about the product or if he desires more information, he may then proceed with an external search. Often the external search begins with word of mouth by speaking to friends and family members. Social media has made this process even easier, since consumers can perform a large survey of “friends” or “followers” to procure feedback on a product.  Mobile-assisted shopping, also known as “show rooming,” is also becoming increasingly common. With the rapid increase in smart phone use, consumers can now browse store aisles while having immediate access to the internet to find product information and compare pricing, even buy online.   
Evaluation of Alternatives   
As with the information search, the internet and search engines have made evaluating alternatives easier than ever before. In this stage customers evaluate different brands and products on the basis of which best meets the consumer’s needs. During this stage the consumer also establishes what other factors, like price and quantity, are important.   
Purchase Decision   
Some researchers combine the purchase decision and purchase into one stage of the purchase process. However, the two are not necessarily one and the same. Even after making the decision to purchase, the consumer can still be thrown off course by other factors before purchasing. For example, the quality of a shopping experience may impede the shopper’s ability to successfully make a purchase. The availability of a promotion or lack thereof or a poor return policy are also factors that can dissuade a consumer from following with the purchase decision. If the consumer is in a retail environment with similar products side-by-side with the product they intent to purchase, eye-catching branding and labels paired with a better price could easily sway the decision.  
Purchase   
The final step in the process is the purchase, which may or may not differ from the purchase decision.   
2.1.2.2 Four types of Consumer Buying Decision   
The types of consumer buying behavior are determined by the level of involvement in the purchase decision, which is directly influenced by the level of need and the intensity of interest in a particular product. High involvement purchases include pricier items like cars, property, high priced goods, and products that are highly visible to others. Consumers are also more involved in purchases that involve greater risk, whether it is personal, social or economic risk. 
 
Routine Response Behavior   
This type of buying behavior is used for the frequently purchased items like groceries. Consumers have low involvement with these low-cost items and do not search extensively for information. They are purchased almost automatically, which is why this type of consumer buying behavior is also known as programmed response behavior or habitual buying behavior.   
Limited Decision Making   
This type of buying behavior occurs for products bought only occasionally, such as clothing. The consumer may or may not have to do an external information search. For some purchases, this behavior could potentially require a moderate amount of time to gather information. 
Extensive Decision Making 
This type of buying behavior is also known as the complex buying produces, because the consumer is highly involved in the buying process and spends significant time collecting information about the product. In this case, the consumer is typically unfamiliar with the product and it is an expensive and/or risky purchase. Some examples include homes, cars, computers, or even education. In this case the consumer goes through all six stages of the buying process.  
 
Impulse Buying   
This type of buying behavior is typically for low-cost items and does not involve any conscious planning. Eye-catching branding in a retail store will often compel a shopper to make an impulse purchase in order to try the product. Interestingly enough, the impulse buying process is not as simple as it sounds. There are multiple dimensions within the impulse buying behavior pattern:   
The spontaneous urge to buy: In most cases, this is when the person experiences an unexpected desire to buy in response to an advertisement.   
Power and compulsion: occur when, after encountering the product, the consumer feels an urgent desire to purchase.  
Excitement: occurs when the consumer encounters a product that evokes feelings of happiness or excitement.   
Synchronicity: when the consumer feels instant compatibility with a product, as if it was a miracle that he or she was at the right place and right time to have encountered the product.   
Product animation: where each product has its own mysterious appeal.   
Hedonic elements: occurs when purchasing the product produces positive or negative emotions, such as satisfaction or guilt.   
Conflict: refers to the emotional conflict within the buyer as a result of unplanned purchases.   
Disregard for consequence: on this occasion, the strong urge to purchase causes consumers to disregard the consequences. 
	2.1.3 	Packaging Attributes   
Packaging Color  
Background Image  
Branding Material  
Packaging Dimensions (Font Style, Shape an6d Size)  
Printed Information  
Innovation  
According to Nickels and Jolson, (2016), the product packaging design includes the brand name, color, typography and images, all of which influence how quickly and easily a product catches the eye.  The visual elements of packaging have a stronger influence on the purchasing when consumers have low involvement in the purchase, in other words, when the product is of low risk and less expensive. They also have a strong impact on impulse purchases. It’s important to note that because of the number of people in and out of stores every day, packaging has a far better reach than advertising and that it can used to set a brand apart from its competitors. It also reinforces the purchase decision every time a product is used, not just at the point of purchase.   
Packaging color 
Colour is a basic aspect of human perception and has intrigued many researchers to study its impact and cognition on behaviour’ (Mehta & Zhu, 2009). The debate on the colour preference on consumer choice has been a subject of heated debate among psychologists and marketers alike. The bearing it holds on consumer preference has been drawn from cognitive studies that have revealed a relationship between the colour red with danger and mistakes, and the colour blue with a sense of serenity, freedom and openness. As such, warm hues (generalized from the colour red) bring a connotation of thrill and boldness while cool hues (blue) carry with them an air of tranqulity (Mehta & Zhu, 2009).  
Packaging is a story narrated by colour, not just in the creation of visual attractiveness but in communicating the essence of the product. Cosmetic products are easily denoted by their bold use of colour. A recent study places consumer preference of colour at close to 85%; an indication of the key role colour plays in consumer choice. It carries more than just a message about the product, it relays the desired attributes that are unique to a brand. Colour thus becomes the medium by which a brand voices its appeal (Hill, 2011).  
Another school of thought looks at colour in relation to packaging, with representation on consumer perceived quality. The aesthetic value placed on a product prmarily due to its colour may affect how an individual view this item against simliar products. The idea here is that there is a strong relationship between dark colours, especially black, with the allure of elegance and refinement. A product packaged in this format will tend to communicate higher value and consequently be thought as more exclusive.  
On the flip side, bright colours tend to appear as just any other product and the consumer’s perceived psychological view of this would be ‘a common man product’. This would translate into such an item being viewed as relatively affordable and less exclusive (Ampuero & Vila, 2016). An illustration of warm hues such as yellow, orange and green are said to depict a sense of natural value that consumers who tend to lean on less chemicalized products appear to trust these product package colours as acceptable (Doyle, 2016).  
A bit of importance on harmony and coherence between the actual product and the package colour is of essence, especially in a research on how consumers interpret value of wine based on the colour of the bottle. The respondents felt an intricate connection between the package colour and value of the product. Once again, dark colours emerged as more trusted, a sign of refinement, tradition and experience. Light coloured packages, especially clear glass was described to make the product appear cheap, with little thought put into it. However, a certain sense of bias tended to emerge that colours the evoked a feeling of patriotism (this would be colour combinations that gave the feeling of one’s national flag) were highly favoured when used in packaging. It is as if a consumer can trust such a product over another; the subconcious notion that locally manufactured goods would not be made to harm its own (Rocchi & Stefani, 2016).  
Though many researchers have placed substantial importance on the use of colour in packaging, there was a bizzare twist in another study that tested, among other things, confectioneries, just to discover that consumers, though presented with multiple coloured packages of the same products with the same weight and description, drew their purchase decision more towards colourless/see-through packaging. It is as if the choice of the manufacturer to use a transparent package is indeed a sign of trustworthiness. A brand in this scenario is therefore more reliable if it opts for a clear package as opposed to the choice of any other colour (Sevilla, 2012). 
Color plays an important role in a potential customer’s decision-making process; certain colors set different moods and can help to draw attention. One good example of successful use of color psychology is in the Apple iPod advertisements; they use simple tri tone color schemes of black, white and a bright background color. The bright background color is to give the advertisement a fun feel and the contrasting white on black is to focus attention. Brands can use color in their packaging and product labels to set certain moods and draw the eye, as it has the ability to evoke different emotions or send messages about the brand (Rundh, 2015). Blue, for example, can be used to evoke feelings of trust. On the other hand, brands can use bright colors like yellow and orange to help the product stand out and show that the company and products are fun.   
Background-image in Packaging 
The background image property specifies the background image for an element. When setting a background image, authors should also specify a background color property that was used when the image is unavailable. Note also that when the image is available, it is rendered on top of the background color. Thus, in any transparent areas of the image, the background color was visible (Mohd, 2010).  
Image can communicate vast amounts of thoughts and feelings that give one a sense of warmth. In product packaging, image has been used to convey its own pleasurable influence onto products in the market. Marketers and manufacturers alike have used it to draw a consumer’s interest into a realm of elegance and sophistication. Design has been manipulated to transfer its value onto the product, almost making the two synonymous. There is a strong belief that background design has played into the mind of consumers, creating a high level of appeal that is favourable (Arens, 2016). Money has been spent by many organizations into researching and developing graphic content on a package that calls out to consumer’s desire for fine things. It is a merger between perception and social attributes that makes the image entirely exclusive and now, important in packaging (Hagtvedt & Patrick, 2016).  
Packaging Material  
Any material used specially to protect something- packing, wadding. Consumer can change its decision regarding Packaging material. High quality Packaging attract consumer then low-quality Packaging. The first packages used the natural materials available at the time: Baskets of reeds, wineskins (Bota bags), wooden boxes, pottery vases, ceramic amphorae, wooden barrels, woven bags, etc. Processed materials were used to form packages as they were developed: for example, early glass and bronze vessels (Sevilla, 2012). 
The study of old packages is an important aspect of archaeology. Iron and tin-plated steel were used to make cans in the early 19th century. Paperboard cartons and corrugated fiberboard boxes were first introduced in the late 19th century. Packaging advancements in the early 20th century included Bakelite closures on bottles, transparent cellophane over wraps and panels on cartons, increased processing efficiency and improved food safety. As additional materials such as aluminum and several types of plastic were developed, they were incorporated into packages to improve performance and functionality. So packaging material have strong have with buying behavior (Hagtvedt & Patrick, 2016).  
When choosing between multiple products, particularly when the consumer is more involved in the process, he will often choose the higher priced item because the higher price implies higher quality. The same is true of packaging material. High quality packaging and labels will influence the consumer to purchase more often than low quality packaging and labels.   
 
Font Style, Shape and Size in Packaging 
The font style of Packaging grabs customer attraction. The up gradation of IT technology has supported this feature. The successful companies have best practices of the font styles. They hire specialist in composing which create mind blowing and attractive font styles. The attractive package has innovative font style. So, we can say that there is relation between font style and buying behavior (Ampuero & Vila, 2016). 
Shape and size are two visual product packaging elements that are intertwined with each other. Technology has brought about plastics which has led to new ways in packaging and has been incorporated in the shape of packaged products. It is important for manufacturers to put into consideration the shape of new products. Package designers need to value the benefits concerned with shape and size to the perception of the consumers. When producing, manufacturers should keep in mind conveying different feelings or expressions to the shape of the products. For example, square gives an impression of stability while circle gives an impression of perfection. Another important point to note is the size of products. Larger packaged products are usually associated to the higher class (Underwood, 2011).  
With all things being equal, large packaged products appear are more likely to be bought if the consumer doesn’t read the information regarding the volume of the product. Height also is considered as another important aspect that consumers use as a guide for determining the volume of that product (Viktoria, 2014)  
On this sphere, the use of curves, waves, shapes and lines of different forms not only indicate visual appreciation, but go further to create demarcations of how such combinations appeal to different social classes. It has been explained that structured lines and shape, with symmetry in how they are paired together, communicate products of higher aesthetic value and draw a erception of higher price.  
On the other hand, obscure and almost mismatched shapes, and asymmetrical order tend to find themselves lower on the value perception spectrum (Ampuero & Vila, 2016). The conclusion thus drawn from the use of graphics may appear to match bold colour combinations, image and symmetrical use of shapes and lines to fall at the top of consumer value perception. Asymmetrical use of shapes and lines, nonart and bright colours seem to heavily fall at the bottom of the value chain (Sevilla, 2012).  
Printed Information in Packaging 
Container or wrapper of the product is serving a number of purposes like protection and description of the contents, theft deterrence, and product promotion. The labels on packages are important components of the overall marketing mix and can support advertising claims, establish brand identity, enhance name recognition, and optimize shelf space allocations (Hall, 2013). The consumer can change his decision on the basis of information printed on the packaging.  
The labels are essential and basic, since they pass on vital information like marketing messaging and also materials used to make the item or product. The labels likewise build up brand personality and improve name acknowledgment. For purchasers showing routine response behaviour, the labels enable shoppers to rapidly find the items they plan to buy. For shoppers who are buying for the first time, they help set up brand personality and name acknowledgment. They give a product description and in addition ingredients, information which is particularly imperative for shoppers who maintain wellbeing reasons. The information imprinted on labels and packaging can impact the purchase decision ultimately, convincing him buy an item or pass it by for another (Wright, 2010). 
Innovation in Packaging 
Innovative packaging may actually add value to the product if it meets a consumer need such as portion control, recyclability, tamper proofing, child-proofing, easy-open, easystore, easy-carry, and non-breakability. Manufacturers today strive to have packaging that maintains the key equities of the brand, has stand out appeal on the retailer’s shelf, and is sustainable but with lower production costs. The customer can adopt product on the basis of its innovative packaging, which shows the relation between buying behavior and innovation of packaging.  
An innovatively designed wrapper or container can have a large impact on whether or not a product is noticed on store shelves. Packaging features include environmentally friendly packaging, portion controlled packaging, tamper-proofing, child-proofing, easy-carry, or packaging that is not easily breakable.  According to Louw and Kimber (2016) an innovative pack design can help to set a brand apart from its competitors. The marketing world is full of examples of brands that have used packaging to carve a unique position in the marketplace. The design of the pack itself can act as an incentive for purchase (Hall, 2013).  
A strong, well-built mineral water bottle might be chosen over its competitors, not for its content, but rather for its ability to be reused on future occasions (Louw & Kimber, 2016). A taller container will be perceived to contain more than a shorter container of the same volume. This is a relevant question for product managers whose product ranges include containers of different shapes but the same volume: for example, beer bottles versus beer cans (Gersen, 2015). If the taller item in their product line is estimated to be bigger than the shorter one, with fewer units of it purchased as a consequence, managers should be aware of this so that they can control it (through increasing the salience of product volume information on the package label, or changing the shapes of their cans to make them closer to the height of their bottles) or leverage it (through producing more cans than bottles) (Gersen, 2015).  
Wright, (2010) study on consumer behaviour concluded that customers’ evaluations of products are greatly affected by appearances and design, including such things as touch, taste, smell and texture. His findings were that the packaging that surrounds the product has become at least as important, if not more so in some cases, than the product itself and it continues to be an integral part contributing to the overall attractiveness of the product and becoming a quintessential ingredient in the emotive process of brand building.  
Companies spend billions on consumer and packaging research, making certain that such things as material used, colour combinations, wording and overall appropriateness match (or exceed) customer wants and expectations (Wright, 2010).  New packaging concepts should be evaluated in context, not in isolation. If possible, packaging research should simulate both the shopping and usage experience, giving people an opportunity to interact and feel the package’s functionality, shelf visibility and impact on brand imagery (Jugger, 2009).  
Also, packaging research should, as far as possible, take into consideration current relationships and usage behaviour within that category (Sinclair & Knowles, 2016). 
In view of Rice (1997) a good package should be characterized by the following:   
i. 	Attractiveness: the package should be attractive and fascinating to draw customer’s attention. Attractive packaging stimulates; thus, packaging can dramatically influence customers’ minds hence some end up demanding the product due to its attractive package.   ii. 	Economical: A good package should be economical. Costly package increases the price of the purchased component   iii. 	Protective: A product should be packaged neatly so that quality, quantity and color of the components does not decline thus it should be insulated from damage by rain, dust or insects. Proper package should ensure no damage or spillage during transportation.   
iv. Communicative: A good package should provide information about quantity and brand utility of the merchandise   
v. Convenient: The package should allow free and easy movement of the product from one place to another. The shape and package size should also be compatible with retailers and wholesalers for shop or for consumers to keep at home. The package should preferably be re-usable.   
vi. A good packaging should reflect the conditions in which the product should be sold. 
vii. Packaging needs to highlight compelling and believable claims on product differences.   
 
	2.1.4 	The Impact of Branding in Consumers Buying a Particular Beverage  
In today’s supermarket environment, beverages are competing for the customer’s attention in an increasingly competitive retail environment. In this context, branding has been recognized as a silent salesman ever since 1973 (Pilditch, 1973). The task of being a silent salesman involves not only grasping the attention of shoppers but also keeping it in the visual clamour of competing products and brands (Judd, Aalders & Melis, 2011). 
Finding a product on the shelf has become a challenge, not only because of large numbers of options, but also because of shared product attributes and copy-cat products that are available at the point-of-purchase.  
 The branding concept of ‘distinctive assets’ (DA) works with the big picture, the managerial view, while branding view must be rooted within the retail environment, because the package faces the challenge of representing the brand and being the physical contact with consumers (Rossiter and Percy, 2017). These branding differences incorporate new variables to the problem of distinctiveness; one of them is time. For instance, almost 50% of shoppers spent five seconds or less at the point of purchase so a package has to be distinctive quicker than its competition and accurately recognized.  
Understanding how the product attracts the consumer’s attention from the multitude of commodity branding is the first step that leads to success. If the branding can further lead the consumer to a positive buying emotion, the goal of invigorating the sales volume will possibly be achieved (Donovan and Rossiter, 2012). To observe this tendency, the illustration has a more common visual-design performance, and it lets the person feel more approachable.   
 
According to Kuvykaite (2009), descriptive-research package attracts a consumer’s attention to a particular brand, enhances its image, and influences the consumer’s perceptions about a product. Branding imparts unique value to products (Underwood, 2011). It also works as a tool for differentiation as it helps consumers to choose the product from a wide range of similar products, i.e. stimulates customers buying behaviour. Thus, branding performs an important role in marketing communications and could be treated as one of the most important factors influencing consumers’ purchase of beverage; its elements and their impact on consumers’ buying behaviour becomes a relevant issue.   
Using branding elements by consumers is an important issue for low involvement products. Generally, information elements require more mental effort to process than to do visual elements, which evoke more of an emotional response (Silayoi and Speece, 2014). The role of imagery in information-processing pictures may exert an influence on judgments through their mediating impact on the images they provide of the situations they describe. However, images may be elicited by verbal description of the situation as well. The role of imagery in consumer behaviour has been recognized in research by Escalas (2014). That is, individuals who read a story may often imagine themselves as a protagonist in the narrative. As a consequence of being transported into the situation portrayed in advertisements they may be more influenced by it.  
Consistent with Young, (2016) assertion, branding also differs from advertising in that it is normally positioned directly next to its primary competitors. In other words, branding is seldom viewed or considered in isolation—and all communication is intrinsically on a relative or comparative basis (that is, with your package in a person’s left hand and a competing package in his or her right hand).  
In advertising, the emphasis is often on historical “norms” and absolute measure. For branding, the most relevant norm is nearly always competition and it is critical that a study gather directly comparable data regarding competitive branding (Young, 2016).  
	2.1.5 	Role of Branding in Influencing Brand Preference  
As the only part of the marketing communication that the consumer takes home, branding plays a key role in communicating and reinforcing brand values over time (Louw and Kimber, 2016). Branding has the power to make, but also to break brand relationships. A key example of the latter is a case cited by Hofmeyr and Rice (2017), where a change in pack design contributed towards a drop in a leading beer brand’s market share by more than 20% in the space of just one year. Nothing other than the branding had changed – the product itself had not changed in any way. The pack change, although not dramatic 
(the same style but with lighter colouring), led to a perception that the beer’s quality had been compromised and that it was now weaker. This is a clear example of the power of bad branding.  
Although a non-favourable advertisement might be quickly forgotten, poor branding (if it remains with the brand throughout its usage cycle) provides a continual reminder of the brand’s perceived failing. Likewise, favourable branding can be a means of continually reinforcing the brand’s appeal. If branding is unwieldy it can hamper the relationship with the brand, for instance if it breaks easily, doesn’t fit in the fridge, can cut the consumer, etc., the experience with the product can be negative (Hall, 2013). The package is a decisive factor in the consumer decision-making process because it truly communicates to the consumer in the store (Silayoi & Speece, 2014). The package encourages purchasing behaviour because it is a medium of attention, information, and aesthetics. A package that is able to capture the customer’s attention can facilitate quick, in-store decision-making (Silayoi & Speece, 2014).  
Overall, the results of previous research into branding and package design suggest that branding is an extremely influential element at the point of purchase, with its importunate impact on customers during their purchasing-decision process. At this stage it can be assumed that the consumer’s decision about modifying, postponing or avoiding purchase decisions is highly dependent on the mental risk of decision perceived by consumers. Vasquez, (2013) concluded that with food products, which consumers generally perceive less risk than other products, the branding plays an important role. This study shows that branding with reliance on information and visual elements plays the most important role in consumer purchase decisions at this stage in comparison with the other stages. The food-product buyers mostly pay attention to information written on food packages when they are going to make their ultimate purchase decision. Moreover, the other image elements such as colour shape and technology of branding also has a significant effect on consumer purchase decision at stores (Warlop, et al., 2005).  
Branding can have an important brand equity benefits for a company” (Keller, 2013). One of the strongest associations that consumers have with a brand relates to the look of its branding. The package appearance can become an important means of brand recognition because the information conveyed or inferred from the package can build or reinforce valuable brand associations. According to Keller, (2013) structural branding innovations can create a point of difference that permits a higher margin. He continues that new packages can also expand a market and capture new market segments.  
2.1.6 Consumers’ perception of Branding and package design when choosing their beverage.  
According to a study by Estiri, (2010) branding has become a critical marketing issue for food industry, especially beverages in the current competitive market. Industry experts believed that product innovation and branding are keys to enhance competitiveness of packed food products. A key to maximizing package impact is understanding consumer response to branding. Understanding issues that concern consumers in one highly competitive market should provide a useful guide for others, even if details of execution might be different across countries.  
Branding design studies are relevant to industry and marketing knowledge as branding represents a substantial investment for companies. Approximately 40% of marketing budgets are allocated to pack design (Wanke, 2009). So, a better understanding of branding distinctiveness is likely to assist marketers in pack design and aid consumers in decision-making as well as help producers and manufactures to take informed decisions about branding changes and the legal protection of their branding assets.  
Obtaining customers’ attention can be difficult because of the large number of stimuli in a store and because most of these stimuli are ignored by customers who shop habitually. 
Nevertheless, once the shopper’s attention has been caught, the package’s overall features can highlight the uniqueness and originality of the product (Silayoi & Speece, 2014). Moreover, visual branding elements play a major role, representing the product to many consumers, especially during low-involvement shopping or rushed shopping situations. 
As the customer’s eye tracks across the products on the shelves, some packages stand out from their competitors, attracting the customer’s attention (Underwood, 2011).   
	2.2 	Theoretical Review 
In this section, theories and models of past literatures will be reviewed; its purpose is to throw more light on the various theories and models circling branding as well as consumer preference and its theoretical impact on the decision making process of consumers. Among other theories used in this work, the best theory adopted for this study is the theory of attractive quality and the theory of consumer choice. This is because they deal with how consumers can maximize the durability of their consumption as measured by their preference subject to limitations on their expenditure by maximizing utility and gives an explanation on how the degree of sufficiency and quality customer satisfaction relate and how this relationship can be classified to five groups that include perceived quality, must-be quality, attractive quality, one dimensional quality, indifferent quality and reverse quality. 
2.2.1 Kano’s Theory of Attractive Quality 
This theory was an inspiration from the Herzberg’s Motivator–Hygiene theory in behavioural science, Professor Nariaki Kano, Nobuhiku Seraku , Fumio Takahashi, 
Shinichi Tsuji came up with the theory of attractive quality in 1984 (Kano, Serau, Takahashi & Tsjui, 1984). This theory explains different aspects in which customers evaluate products. According to the theory, attributes that have perceive quality keep on changing, i.e., with time an attribute can change from being a satisfier to a dissatisfier. The Theory of Attractive Quality gives an explanation on how the degree of sufficiency and quality customer satisfaction relate and how this relationship can be classified to five groups that include perceived quality, must-be quality, attractive quality, one dimensional quality, indifferent quality and reverse quality.  
The theory of attractive quality in branding helps in the development of knowledge of the role played by branding attributes in the creation of attractive quality. This knowledge is significant in marketing and in quality management as there is very little knowledge in the areas that look at customer satisfaction and branding (Underwood, 2011). According to industry and consumer trends, there is an important role played by branding when used as a strategic tool (Olsmats, 2012) and also when used as a tool of marketing. Traditionally branding is regarded as an important tool for storing and protecting the product inside it. However, customer’s expectations are constantly changing and hence branding plays a bigger role as it can be used to provide other dimensions of service such as information. Customers buy the benefits provided by goods and services and do not buy the goods and services alone, i.e., customers look for solutions that generate the value they need (Grönroos, 2010). The result is that the conventional perspective of branding should be widened and not be limited to a bottle, a jar or a box so as to look how branding can lead to a higher perceived customer and quality value. 
A research conducted by Abbas (2015) to determine the effect typography and label information used in the branding design have on the consumers using Kanos attractive quality theory showed that with change of demographic, organizations should have updated information on the preferences of consumers so as to give the right product branding that satisfies the customer.  The study was conducted in three shopping centres in Tehran where 600 random customers were interviewed and the findings showed that female consumers preferred the design with instructions on cooking and the information on weight on the package label of rice but they did not prefer the manufacture information on the package. Concluding that, product labels and its typography are sources of information that can be designed to attract the attention of customers and communicate messages that can encourage consumption and satisfaction (Dadras, 2015). 
This theory was relevant to this study as the study aimed at examining the degree in which the branding attributes increased or decreased the attractive quality of the product leading to consumption, satisfaction or dissatisfaction. Kano’s theory of attractive quality in the area branding can contribute to developing more knowledge of the role of branding in attractive quality creation (Underwood, 2011). This knowledge is needed since within quality management and marketing there is relatively little research in the area of branding and customer satisfaction. Meanwhile, consumer and industry trends suggest an increasingly important role for branding as a strategic tool (Olsmats, 2012) as well as a marketing vehicle. 
2.2.2 Theory of Reasoned Action (TRA) 
The TRA is a general theory of human behaviour that examines the relationship among beliefs, attitudes, intentions, and behaviours (Ajzen & Fishbein, 1980). The theoretical framework developed by Fishbein and Ajzen in 1975 aimed to understand, explain, predict, and influence human purchasing behaviour where one’s attitude toward a behaviour can lead to an intention to act. If the outcome seems beneficial to the individual, he or she may then intend to or participate in behaviour. 
The TRA may be useful in identifying the factors that influence customer buying behaviour. The theory is used in marketing and social psychology literature explaining the reason why people behave in a certain manner (Ajzen, 1991). Towler and Shepherd (2012) used the TRA model for prediction of high fat foods consumption. They further explain that, attitudes (as shown in the model) are significant forecasters and indicators of the future eating patterns for different foods.  
TRA explains that behavior is based on a rational design to participate in an act i.e. the behavioural intention. Behavioural intention is categorized into two components, the first component is the attitude or perception of the person towards the behaviour i.e. if the behaviour is seen as bad or good and the second component is the subjective norm which is if the person feels social pressure from important individuals which influences the performance of the behaviour.  
According to the study findings, using TRA standard components there was a good prediction in eating of chips frequency and attitude was found to be significant in determining the behaviour than subjective norm. TRA is a profound model that is used for the prediction of consumers purchasing behaviour when they point out that the model seems to predict consumer intentions and behaviours well. People intention to behave in a certain manner is stimulated by positively evaluating a product (Hassandoust & Perumal, 
2010); or better said if the consumer feels positive about the product’s branding, they are likely to purchase the product. 
The attitude of the consumer towards a product has been shown to be an important determinant in evaluating the innovation of the product, this study wants to look at the way product attributes affect the purchasing behaviour of the consumer, it is important that we understand the relationship between purchasing behaviour of the consumers and their attitude. The TRA model has attitude and behaviour as relevant and corresponding components. The model further acts as an important framework to analyse the consumer attitude towards the different elements of the product branding. This theory is therefore relevant to this study as it investigates the attitudes consumers have in relation to the branding attributes and examines its influence on the buying behaviour of consumers. 
2.2.3 Consumer Choice Theory  
The theory of consumer choice was propounded by Richard Thaler, (1979). It is a branch of micro economics that relates preference of consumption expenditure to consumer demand curves. It analyzes how consumers maximize the desirability of their consumption as measured by their preferences subject to limitations on their expenditures, by maximizing utility subject to a consumer budget constraint.  
Consumption is separated from production, logically because two different economic agents are involved. In the first case consumption is by the primary individual, in the second case a producer might make something that he would not consume himself. Therefore, different motivations and abilities are involved. The models that make up consumer theory are used to represent prospectively observable demand pattern for an individual buyer on the hypothesis of constrained optimization.  
Prominent variables are used to explain the rate at which the good is purchased (demanded) is the price per unit of that good, prices of related goods and wealth of the consumer. The law of demand states that the rate of consumption falls as the price of the good rises, even when the consumer is monetarily compensated for the effect of the higher price; this is called the substitution effect. As the price of a good rises consumers will substitute away from that good choosing more of other alternatives. If no compensation for the price rise occurs, as is usual then the decline in overall purchasing power due to the price leads, for most goods, to a further decline in quantity demanded; this is called the income effect. 
	2.3 	Empirical Review 
Wells, Farley and Armstrong (2017), in their study ‘Branding Design for Own-Label food brands’ explored the relationship between branding and quality perception. The study was conducted in the United Kingdom. The study used observation as a research technique. The results showed that more than 43% of consumers use packet photography as proof of product quality. Thus, graphics that attract consumers at the point of sale help the consumers make the purchase decision quickly. This study demonstrated the importance that is placed on package graphics as a tool for differentiation from competitor products. The findings clearly indicated that there is a strong association regarding the influence of package graphics on the purchase decision. The impact of branding graphics represents an important issue for food suppliers to consider. However, the limitation of this study is that the context used is the United Kingdom and while consumer buying behavior differs due to different factors, this study will be able to fill that gap. 
Mizutani, Okamoto, Yamguchi, Kusakabe, Dand and Yamanaka (2010) conducted a study on branding strategy and consumer purchase decision in the beverage industry using experimental research. The findings showed juice packages that had images on them had the power to influence the purchased decision. Pleasant images were a source of positivity in regard to taste and juice freshness even if some of the images had no relation to the presented juice. The study also concluded that juices that had congruent images were rated to having a better aroma compared to juices with non-congruent images. The findings were an experimental confirmation that attractive images are efficient in portraying a congruent and pleasant image of the product, the customer will perceive the product in a positive light (Mizutani et al. 2010).  
In another study by Tobias, (2013), on pictorial and textual branding elements, the results showed that if the textual images are placed on the left-hand side, they are more likely to be noticed and pictorial images if placed on the right side are more, likely to be noticed. This study was carried out in Sweden using observation as the research methodology of the study. The findings showed that not only is attractiveness of graphics important but the placement of textual and pictorial element is also important so that consumers can notice them. By using graphics manufacturers help consumers to find their choice products quickly by eliminating clutters and if they are not loyal to one brand the graphics attract the consumers and give them the opportunity to consider purchasing a given product (Silayoi, 2014). This study however focused only on the graphical 
attributes of packing.  
Ares, Deliza, Besio and Gimenez (2010), carried out a study on the influence of various attributes of branding on the willingness of the consumer to buy chocolate milk desserts and evaluated if the characteristics influence was affected by the level of involvement the consumer had with the product. The study was conducted on 60 participants in Uruguay. The finding disclosed that the level of involvement consumers had with the product had an effect on the interest and reaction of the buyer towards the product (Ares et al., 2010). Package colour and image that were found on the product were the attributes with the highest significance regardless of the consumer involvement with the product. Chocolates that were coloured brown rather than black and those had pictures of milk desserts were associated with positive values meaning that they were more likely to be bought by the consumers. Additionally, the shape of the package whether round or square did not have a significant effect on the consumer purchasing behavior in the different segments (Ares et al., 2010). The importance of colour and image was far much higher compared to the indicated dessert which showed that the branding played an important role in influencing the perception and purchasing decision of the consumer. However, the limitation of this study is that the thinking that underlies participants’ observed actions cannot be observed (Cohen, Manion, & Morrison, 2010) 
In a study by Alervall and Saied (2013) conducted in Nigeria on 450 participants to investigate Graphic design application to branding technology. Majority of respondents, a total of seventy five percent confessed that the major visual factor that affected their purchase behaviour was colour. According to the results colour had an influence on human psychology and instincts. Ares, Deliza, Besio and Gimenez (2010) as well as 
Nawaz and Asad (2012) supported the importance of colour from their studies that found that irrespective of consumers’ involvement with the product package, colour is the most important variable. 
However, Sioutis (2011) in his study differs on the influence of colour to consumer buying behaviour. The findings of his study indicate that colour appears to be of low significance. In fact, it is the least significant attribute for all convenience goods. The preferences for the colour appeared to be slightly product oriented. However, participants stillstated thatcalmative colours such as green tend to be healthiness indicators. 
A study done by Rundh, (2013) on the relationship between branding and the influence it has on marketing showed that changes in household sizes lead to changes in the product size purchased. The study was conducted in Sweden through use of four case studies which limited the study as it combined data sources including both qualitative and quantitative data.  
Another study by Ahmadi (2013) investigated the effect visual components of branding on consumer behaviour in Iran showed that the willingness of the consumer to buy a product rises if the product is packaged in small containers or packages and if the product expirydate is short consumers prefers smaller packages compared to those products in large packages (Ahmadi, 2013). This study was conducted on 49 respondents through a quantitative survey. The findings also showed that market demand suggests that small household purchase products are packaged in small packages (Rundh, 2005). 
Agariya (2012) conducted a quantitative investigation in India on branding shape and consumer behaviour. The findings from the 103 respondents showed that consumer’s feeling toward the branding is transferred to how they felt about the product and that innovative branding helped consumers easily prefer a product and identify the brand in retail stores. A unique package can create a brand image that stands out from rival brands. This survey however did not conclude which shapes consumer prefer.  
Ahmadi (2013) did an investigation on the design characteristics of branding which showed that beautiful designs on packages increases and persuades the customer to buy and eat food products. In qualitative research conducted by Silayoi and Speece (2004) on food package preferences of consumer in Bangkok, Thailand, showed that products with a shape that was straight had a positive utility in comparison too curved shaped products and the same was observed for classic designed packages in contrast to colourful designs. The conclusion was that consumers were highly attracted to a package that is familiar and reliable rather than an exciting package. The study also illustrated that most of the consumers believe that the branding shape was associated with the ease of carrying and using the product.  
Spink, Singh and Singh (2011) investigated if consumers could assimilate and understand the information written on the container of the product. The study was conducted in the United States through a quantitative survey of 233 respondents. The finding was that branding information did affect the consumer purchasing behaviour and sometimes wrong interpretation of information on the package can affect the sales made. For instance, a warning sign according to the studycould influence the buying behaviourof the consumer leading tonon-purchaseof the product. The study however only focused on products with warming labels.  
A qualitative study done by Chandon and Wansink (2012) did an analysis of the practices used in food marketing in the united states and their effect on the consumption of calories rich diet and how food companies can reach their goals of assisting people eat healthier foods. Chandon and Wansink (2012) mentioned that branding is a tool that has an influence on healthy eating habits. Furthermore, according to the study the design and messaging on the branding can influenced eating of a balanced diet.  
Adam and Ali (2014) carried out a study and found that people aged 22 and above give more consideration to label information when purchasing products. The participants said that the content of the product rather than the appearance interested them more. Although branding plays an important role in communicating, it is important to remember that the package should not have too much information which can be misleading or inaccurate because buyers can get confused and lose interest (Silayoi & Speece, 2014). It is also significant to remember that not all consumers are literate to read and understand the information on the product branding. In addition, not all consumers understand the information as provided on the branding material. Hence, this study seeks to investigate whether product information always influence Kenyan consumers to buy their products. 
	2.4 	Summary of Research Gaps 
Based on empirical review, various researches have investigated the Impact of Branding on Consumer Buying Behaviour. Each study has had a focus on a particular aspect that applies to this study however there are some gaps that have been identified. The gaps vary in terms of the target population, region, attributes and product, this study intend to fill the gaps. 
For instance, Wells, Farley and Armstrong (2017), in their study ‘Branding Design for Own-Label food brands’ explored the relationship between branding and quality 
perception. The findings clearly indicated that there is a strong association regarding the influence of package graphics on the purchase decision. However, the limitation of this study is that the context used is the United Kingdom and while consumer buying 
behavior differs due to different factors, this study will be able to fill that gap. 
Another study by Mizutani, Okamoto, Yamguchi, Kusakabe, Dand and Yamanaka (2010) that was conducted on ninety-two students using experimental research. The findings showed juice packages that had images on them had the power to influence the purchased decision. Pleasant images were a source of positivity in regard to taste and juice freshness even if some of the images had no relation to the presented juice. The limitations of this study however were that the study only looked at one attribute and there was not comparison with other branding attributes to be able to determine which attribute affected consumer behaviour more. The study also took place in Japan hence the findings are not applicable in the Nigerian Context.  
 
 
 
CHAPTER THREE
METHODOLOGY 
3.0 Preamble 
This chapter deals with methods that were used in collecting data for the study. It describes in details the research data for the study. It also describes in detail, the research method, design and instrument that was used for data collection.  
3.1   Research Design 
This study is a descriptive design of survey type. Descriptive research which describes the record, analyses and interprets the characteristics of a group of individuals. This research uses descriptive survey design because it deals with the relationship among nonmanipulated variables. It deals with the sources of data collection and total plan research. The research design provides opportunity for equal chance of participation in the study for the respondents. Questionnaire approach was used to collect data on effect of promotional tools on consumer buying behavior. 
3.2   Population of the Study 
A population is made up of all conceivable elements, subject or observations relating to a particular phenomenon of interest to the research. The population considered for the survey will be randomly selected Kwara State Polytechnic students.   
3.3 Sample Size and Sampling Techniques 
Sample refers to a fractional part of a population. The sample size was determined using Krejcie and Morgan 1970 determination formula which takes cognizance of small population proportion as follows: 
Sample size to - infinite population (where the population is greater than 5,000) 
[image: ] 
Where; 
SS = sample size 
Z = Z- value (e.g 1.96 for percent confidence level) 
P = percentage of population picking a choice, expressed as decimal in this case (0.5) 
C = confidence interval, expressed as decimal (e.g 0.5 = +/- 5 percentage point) in calculating the sample size, the following result was obtained; 
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Therefore, the sample size of 384 will be chosen. 
Sampling refers to a process of taking any portions of a population or universe as a representative of that population or universe. To ensure that the characteristics of the population reflected in the sample, random sampling technique will be used in this study to collect data. Simple random sample technique will be adopted for this study because of the fact that it is not biased and gives equal chance to all people for being selected. Respondents will be selected from a random starting point and at a fixed periodic interval (sampling interval) 
	3.4 	Research Instrument 
The research question that will be used for the study is questionnaire; A questionnaire is a research instrument consisting of a series of questions or statement for the purpose of gathering information from respondents. The questionnaire will consist of two sections, Section A will be design to capture demographic characteristics of respondents, section B will be design to capture information on constructs pertaining to influence of Product Branding on Consumer Buying Behavior. The questions will be designed in a manner that provided answers to the objectives of the study. Five-point Likert scale which will allow the respondents to grade their opinions on a scale of 1 to 5 will be adopted to obtain appropriate responses; where 5=strongly agree, 4=Agree, 3=undecided, 2=Disagree, 1= strongly disagree 
 
	3.5 	Validity and Reliability of the Instrument 
The validity of a study refers to how well a test measures what it is supposed to measure the reliability of an instrument is the basis for accuracy and precision of measuring devices or a measurement procedure. It has to do with consistency and stability of an instrument or test. After the question has been drawn, copies of the questionnaire will be administered and given to the project supervisor and would be asked to suggest the addition or removal of some items in the questionnaire to determine the usability and reliability of the instrument, it will be then taken to the supervisor for validation to ensure its adequacy to measure exactly what its intend to measure. The reliability of the research instrument will be determined using Cronbach alpha. The constructs that will be operationalized are efficiency, reliability, smooth work execution, bonus and incentives, promotion opportunities, working environment, leadership behaviour, shared beliefs and values and stability. The construct used in the study will be subjected to Cronbach’s Alpha reliability coefficient.  
3.6 Source of Data 
The primary source of data will be used for this study. Questionnaire will be used to collect the primary data; questionnaire will be administered to consumers of Coca-cola who are students of Kwara State Polytechnic in Ilorin, Kwara State. 
 
3.7   Procedures for Data Collection   
Data collection is an important aspect of research study. Inaccurate data collection can impact the results of the study and ultimately lead to invalid results. The research instruments will be administered personally by the researcher  
3.8   Method of Data Analysis 
The data obtained will be presented using descriptive statistics such as frequency and distribution tables using SPSS (Statistical Package for Social Sciences). Inferential statistics will be performed in testing the hypotheses that was formulated in the study using the regression analysis and correlations technique. This test is considered appropriate because of the nature of the data that will be used in the study. 
 
 
 
 
 
 
 
CHAPTER FOUR 
DATA PRESENTATION ANALYSIS AND INTERPRETATION 
	4.0 	Preamble 
This chapter presents the results from the data analyses of questionnaires administered to respondents and analysis of the data collected was done using SPSS to reduce human error that could have occurred when computing manually. It also deals with the statistical testing of the hypothesis formulated for the study. It is pertinent to note that only three hundred and eighty questionnaires out of the three hundred and eighty-four were carefully filled and returned and it is on this basis that the analysis was computed. 
	4.1 	Demographic characteristics 
This section shows the demographic data of respondents. 
Table 4.1.1                                   Age of Respondents 
	 
	Frequency 
	Percent 
	Valid Percent 
	Cumulative Percent 

	Valid 16-20 years 21-25 years 
26-30 years 
30 years and above 
Total 
	181 
	47.6 
	47.6 
	47.6 

	
	137 
	36.1 
	36.1 
	83.7 

	
	39 
	10.3 
	10.3 
	93.9 

	
	23 
	6.1 
	6.1 
	100.0 

	
	380 
	100.0 
	100.0 
	 


Source: SPSS Printout, 2025. 
Table 4.1.1 shows the distribution of the respondents by age. It was shown that (181) respondents representing 47.6% were between 16-20 years of age, (137) respondents representing 36.1% were between ages 21-25years, (14) respondents which represent 
10.3% were between the age of 26-30years and (23) respondents representing 6.1% were between the ages of 30 years and above. This shows that majority of the employees are young and vibrant students who have adequate knowledge. 
 
Table 4.1.2                         Respondents' Gender 
	 
	Frequency 
	Percent 
	Valid Percent 
	Cumulative 
Percent 

	Valid Male 
	254 
	66.8 
	66.8 
	66.8 

	Female 
	126 
	33.2 
	33.2 
	100.0 

	Total 
	380 
	100.0 
	100.0 
	 


Source: SPSS Printout, 2025. 
Table 4.1.2 shows that (254) respondents representing 66.8% were male, while (126) respondents representing 32.2% were female which indicates that majority of the sampled students are male. This also shows that responses were not totally influenced by a particular sex, rather there was a mix of opinion and idea from both sex.  
Table 4.1.3                        Level of Respondents 
	 
	Frequency 
	Percent 
	Valid Percent 
	Cumulative Percent 

	Valid 100 Level 
	12 
	3.2 
	3.2 
	3.2 

	200 Level 
	139 
	36.6 
	36.6 
	39.7 

	300 Level 
	182 
	47.9 
	47.9 
	87.6 

	400 Level 
	47 
	12.4 
	12.4 
	100.0 

	Total 
	380 
	100.0 
	100.0 
	 


Source: SPSS Printout, 2025. 
Results on the table 4.1.3 above shows that majority of the respondents (182) representing 47.9% were 300 level students, followed by 139 (36.6%) of the 200 level students while 12 respondents representing 3.2% were 100 level students and the remaining 47 (12.4%) are 400 level students. Therefore, the questionnaire was evenly distributed across all the levels to get varying opinions.  
	4.2 	Issues related to the concept of the study 
Table 4.2.1 Product branding can potentially benefit consumers by increasing product knowledge and reducing search costs. 
	 
	Frequency 
	Percent 
	Valid Percent 
	Cumulative Percent 

	Valid Strongly Agree 
	93 
	24.5 
	24.5 48.4 
13.4 
7.1 
6.6 100.0 
	24.5 

	Agree 
	184 
	48.4 
	
	72.9 

	Undecided 
	51 
	13.4 
	
	86.3 

	Disagree 
	27 
	7.1 
	
	93.4 

	Strongly Disagree 
	25 
	6.6 
	
	100.0 

	Total 
	380 
	100.0 
	
	 


Source: SPSS Printout, 2025. 
From Table 4.2.1 above, 93 of the respondents representing 24.5% strongly agreed to the question at the upper part of the table, 184 of the respondents representing 48.4% also agreed, 51 of the respondents representing 13.4% were undecided, 27 of the respondents representing 7.1% disagreed to the statement while 25 of the respondents representing 6.6% strongly disagreed. Majority of the respondents agreed that product branding can potentially benefit consumers by increasing product knowledge and reducing search costs. 
 
 
Table 4.2.2 Product branding information communicates health considerations which are now an important determinant in food preference 
	 
	Frequency 
	Percent 
	Valid Percent 
	Cumulative Percent 

	Valid Strongly Agree 
	99 
	26.1 
	26.1 51.1 
13.4 
6.3 
3.2 100.0 
	26.1 

	Agree 
	194 
	51.1 
	
	77.1 

	Undecided 
	51 
	13.4 
	
	90.5 

	Disagree 
	24 
	6.3 
	
	96.8 

	Strongly Disagree 
	12 
	3.2 
	
	100.0 

	Total 
	380 
	100.0 
	
	 


Source: SPSS Printout, 2025. 
Table 4.2.2 above shows that 99 of the respondents representing 26.1% strongly agreed that product branding information communicates health considerations which are now an important determinant in food preference, 194 of the respondents representing 51.1% agreed, 51 of the respondents representing 13.4% were undecided, 24 of the respondents representing 6.3% disagreed while 12 of the respondents representing 3.2% strongly disagreed. This implies that branding information communicates health considerations which are now an important determinant in consumers’ food preference.  
 
 
 
 
 
Table 4.2.3 Familiar ingredients on branding information arouse customer interest 
	 
	Frequency 
	Percent 
	Valid Percent 
	Cumulative Percent 

	Valid Strongly Agree 
	188 
	49.5 
	49.5 12.9 10.5 20.3 
6.8 100.0 
	49.5 

	Agree 
	49 
	12.9 
	
	62.4 

	Undecided 
	40 
	10.5 
	
	72.9 

	Disagree 
	77 
	20.3 
	
	93.2 

	Strongly 
Disagree 
Total 
	26 
	6.8 
	
	100.0 

	
	380 
	100.0 
	
	 


Source: SPSS Printout, 2025. 
Table 4.2.3 revealed that 188 (49.5%) of the respondents strongly agreed that familiar ingredients on branding information arouse customer interest, 49 (12.9%) of the respondents agreed to the question, 40 (10.5%) of the respondents were undecided, 77 (20.3%) of the respondents disagreed to the statement while 26 (6.8%) of the respondents strongly disagreed. This implies that familiar ingredients on branding information arouse customer interest. 
 
 
 
 
Table 4.2.4 Product use direction on branding information boost consumers’ product awareness 
	 
	Frequency 
	Percent 
	Valid Percent 
	Cumulative Percent 

	Valid Strongly Agree 
	27 
	7.1 
	7.1 
66.6 
6.6 
12.6 
7.1 100.0 
	7.1 

	Agree 
Undecided 
	253 
	66.6 
	
	73.7 

	
	25 
	6.6 
	
	80.3 

	Disagree 
	48 
	12.6 
	
	92.9 

	Strongly Disagree 
	27 
	7.1 
	
	100.0 

	Total 
	380 
	100.0 
	
	 


Source: SPSS Printout, 2025. 
Table 4.2.4 indicated that 27 (7.1%) of the respondents strongly agreed, 253 (66.6%) of the respondents agreed to the question, 25 (6.6%) of the respondents were undecided, 48 (12.6%) of the respondents disagreed to the statement while the remaining 27 (7.1%) of the respondents strongly disagreed. This implies that consumers’ product awareness can be boosted by product use direction on branding. 


Table 4.2.5 Large pack sizes give the impression of better quality and influence consumers in engaging in impulse buying 
	 
	Frequency 
	Percent 
	Valid Percent 
	Cumulative Percent 

	Valid Strongly Agree 
	219 
	57.6 
	57.6 
24.5 
3.2 8.9 
5.8 100.0 
	57.6 

	Agree 
	93 
	24.5 
	
	82.1 

	Undecided 
	12 
	3.2 
	
	85.3 

	Disagree 
	34 
	8.9 
	
	94.2 

	Strongly Disagree 
	22 
	5.8 
	
	100.0 

	Total 
	380 
	100.0 
	
	 


Source: SPSS Printout, 2025. 
From Table 4.2.5 above, 219 (57.6%) of the respondents strongly agreed that large pack sizes give the impression of better quality and influence consumers in engaging in impulse buying, 93 (24.5%) of the respondents agreed to the question, 12 (3.2%) of the respondents were undecided, 34 (8.9%) of the respondents disagreed to the statement while the remaining 22 (5.8%) of the respondents strongly disagreed. This implies that large pack sizes give the impression of better quality and this influences consumers in engaging in impulse buying. 


Table 4.3.6 Creative branding informs customers and provide trust on different quality characteristics of food products 
	 
	Frequency 
	Percent 
	Valid Percent 
	Cumulative Percent 

	Valid Strongly Agree 
	99 
	26.1 
	26.1 
54.2 
6.3 6.8 
6.6 100.0 
	26.1 

	Agree 
	206 
	54.2 
	
	80.3 

	Undecided 
	24 
	6.3 
	
	86.6 

	Disagree 
	26 
	6.8 
	
	93.4 

	Strongly Disagree 
	25 
	6.6 
	
	100.0 

	Total 
	380 
	100.0 
	
	 


Source: SPSS Printout, 2025. 
Table 4.2.6 revealed that, 99 (26.1%) of the respondents strongly agreed that creative branding informs customers and provide trust on different quality characteristics of food products, 206 (54.2%) of the respondents agreed to the question, 24 (6.3%) of the respondents were undecided, 26 (6.8%) of the respondents disagreed to the statement while the remaining 25 (6.6%) of the respondents strongly disagreed. This implies that customers are informed and provided with information trust on different quality characteristics of food products. 


Table 4.2.7 Unique product attribute on labels makes customers exercise preference 
	 
	Frequency 
	Percent 
	Valid Percent 
	Cumulative Percent 

	Valid Strongly Agree 
	27 
	7.1 
	7.1 
70.5 
8.4 
13.9 
100.0 
	7.1 

	Agree 
	268 
	70.5 
	
	77.6 

	Disagree 
	32 
	8.4 
	
	86.1 

	Strongly Disagree 
	53 
	13.9 
	
	100.0 

	Total 
	380 
	100.0 
	
	 


Source: SPSS Printout, 2025. 
From Table 4.2.7 above, unique product attribute on labels makes customers exercise preference, 268 (70.5%) of the respondents agreed to the question, 32 (8.4%) of the respondents disagreed to the statement while the remaining 53 (13.9%) of the respondents strongly disagreed. This implies that customer will exercise preference if unique product attribute is indicated on brand label. 
Table 4.2.8 Attractive images in graphics are efficient in portraying a congruent and pleasant image of the product, which consumers perceive in a positive light 
	 
	Frequency 
	Percent 
	Valid Percent 
	Cumulative Percent 

	Valid Strongly Agree 
	47 
	12.4 
	12.4 
	12.4 
79.5 
100.0 
 

	Agree 
	255 
	67.1 
	67.1 
	

	Disagree 
	78 
	20.5 
	20.5 
	

	Total 
	380 
	100.0 
	100.0 
	


Source: SPSS Printout, 2025. 
From Table 4.2.8 above, 17 (11.9%) of the respondents strongly agreed that unique product attribute on labels makes customers exercise preference, 97 (67.8%) of the respondents agreed to the question, while 29 (20.3%) of the respondents disagreed which implies that attractive images in graphics are efficient in portraying a congruent and pleasant image of the product, which consumers perceive in a positive light and yield preference. 
Table 4.2.9 Shapes and lines of different forms not only indicate visual appreciation, but go further to create demarcations of how such combinations appeal to different social classes 
	 
	Frequency 
	Percent 
	Valid Percent 
	Cumulative Percent 

	Valid Strongly Agree 
	61 
	16.1 
	16.1 53.4 
17.1 
9.7 
3.7 100.0 
	16.1 

	Agree 
	203 
	53.4 
	
	69.5 

	Undecided 
	65 
	17.1 
	
	86.6 

	Disagree 
	37 
	9.7 
	
	96.3 

	Strongly Disagree 
	14 
	3.7 
	
	100.0 

	Total 
	380 
	100.0 
	
	 


Source: SPSS Printout, 2025
Table 4.2.9 revealed that, 61 (16.1%) of the respondents strongly agreed to the statement, 203 (53.4%) of the respondents agreed to the statement, 65 (17.1%) of the respondents were undecided, 37 (9.7%) of the respondents disagreed to the statement while the remaining 14 (3.5%) of the respondents strongly disagreed. This implies that shapes and lines of different forms not only indicate visual appreciation, but go further to create demarcations of how such combinations appeal to different social classes. 


Table 4.2.10 Branded material’s quality defines consumer's approach before purchase. 
	 
	Frequency 
	Percent 
	Valid Percent 
	Cumulative Percent 

	Valid Strongly Agree 
	63 
	16.6 
	16.6 
	16.6 
79.2 
100.0 
 

	Agree 
	238 
	62.6 
	62.6 
	

	Disagree 
	79 
	20.8 
	20.8 
	

	Total 
	380 
	100.0 
	100.0 
	


Source: SPSS Printout, 2025
Table 4.2.10 revealed that 63 (16.1%) of the respondents strongly agreed that graphics that attract consumers at the point of sale help the consumers make the purchase decision quickly, 238 (62.6%) of the respondents agreed to the question while the remaining 79 (20.8%) of the respondents disagreed. This means that one of the first customer approach to product purchase is quality check.  
Table 4.2.11 Product quality is the competitive phase as regards customer's patronage. 
	 
	Frequency 
	Percent 
	Valid Percent 
	Cumulative Percent 

	Valid Strongly Agree 
	93 
	24.5 
	24.5 40.5 
28.9 
6.1 100.0 
	24.5 

	Agree 
Disagree 
	154 
	40.5 
	
	65.0 

	
	110 
	28.9 
	
	93.9 

	Strongly Disagree 
	23 
	6.1 
	
	100.0 

	Total 
	380 
	100.0 
	
	 


Source: SPSS Printout, 2025
Table 4.2.11 indicated that, 93 (24.5%) of the respondents strongly agreed to the statement at the upper part of the table, 154 (40.5%) of the respondents agreed, 110 (30.0%) of the respondents disagreed while the remaining 23 (6.1%) of the respondents strongly disagreed to the statement. The implication of this is that industries should concentrate more on improving their product quality as it is the competitive phase as regards customer's patronage. 
Table 4.2.12 Branded material’s safety affects consumer preference as they're careful of their health. 
	 
	Frequency 
	Percent 
	Valid Percent 
	Cumulative Percent 

	Valid Strongly Agree 
	62 
	16.3 
	16.3 51.1 
22.9 
9.7 100.0 
	16.3 

	Agree 
	194 
	51.1 
	
	67.4 

	Disagree 
	87 
	22.9 
	
	90.3 

	Strongly Disagree 
	37 
	9.7 
	
	100.0 

	Total 
	380 
	100.0 
	
	 


Source: SPSS Printout, 2025
From the Table 4.2.12 above, 62 (16.3%) of the respondents strongly agreed, 194 (51.1%) of the respondents agreed to the statement, 87 (22.9%) of the respondents disagreed to the statement while the remaining 37 (9.7%) of the respondents strongly disagreed. This implies that consumers are careful of their health, so product safety affects their consumer preference. 
Table 4.2.13 Product expiry lifespan affects consumers’ taste 
	 
	Frequency 
	Percent 
	Valid Percent 
	Cumulative Percent 

	Valid Agree 
	219 
	57.6 
	57.6 
24.5 
3.2 
8.9 
5.8 100.0 
	57.6 

	Strongly Agree 
	93 
	24.5 
	
	82.1 

	Strongly Disagree 
	12 
	3.2 
	
	85.3 

	Disagree 
	34 
	8.9 
	
	94.2 

	Undecided 
	22 
	5.8 
	
	100.0 

	Total 
	380 
	100.0 
	
	 


Source: SPSS Printout, 2025
From the Table 4.2.13 above, 219 (57.6%) of the respondents strongly agreed that product expiry lifespan affects consumers’ taste, 93 (24.5%) of the respondents agreed to 
the statement, 12 (3.2%) of the respondents were undecided, 34 (8.9%) of the respondents disagreed to the statement while 22 (5.8%) of the respondents strongly disagreed. This means that product expiry lifespan defines consumers’ taste. 
Table 4.2.14 Product versatility boosts consumer taste 
	 
	Frequency 
	Percent 
	Valid Percent 
	Cumulative Percent 

	Valid Strongly Agree 
	88 
	23.2 
	23.2 
	23.2 
96.8 
100.0 
 

	Agree 
Disagree 
	280 
	73.7 
	73.7 
	

	
	12 
	3.2 
	3.2 
	

	Total 
	380 
	100.0 
	100.0 
	


Source: SPSS Printout, 2025. 
Table 4.2.14 indicated that 88 (23.2%) of the respondents strongly agreed, 280 (73.7%) of the respondents agreed to the question while 12 (3.2%) of the respondents disagreed. 
The implication of this is that product versatility boosts consumer taste. 
Table 4.2.15 Product re-purchase is enhanced when a product serves many nutritional purposes 
	 
	Frequency 
	Percent 
	Valid Percent 
	Cumulative Percent 

	Valid Strongly Agree 
	42 
	11.1 
	11.1 39.7 26.1 
14.2 
8.9 100.0 
	11.1 

	Agree 
	151 
	39.7 
	
	50.8 

	Undecided 
	99 
	26.1 
	
	76.8 

	Disagree 
	54 
	14.2 
	
	91.1 

	Strongly Disagree 
	34 
	8.9 
	
	100.0 

	Total 
	380 
	100.0 
	
	 


Source: SPSS Printout, 2025. 
Table 4.2.15 indicated that, 42 (11.1%) of the respondents strongly agreed that product re-purchase is enhanced when a product serves many nutritional purposes, 151 (39.7%) of the respondents agreed to the statement, 99 (26.1%) of the respondents were undecided, 
54 (14.2%) of the respondents disagreed to the statement while the remaining 34 (8.9%) of the respondents strongly disagreed. This implies that consumers re-purchase a product when it serves many nutritional purposes. 
	4.3 	Test of Hypotheses 
	4.3.1 	Hypothesis One 
Ho1: Branded Product Information does not have any significant effect on Product awareness. 
Table 4.3.1a Model Summary 
	Model 
	R 
	R Square 
	Adjusted R 
Square 
	Std. Error of the Estimate 

	1 
	.957a 
	.917 
	.916 
	.32610 


a. Predictors: (Constant), Branding Information 
Source: SPSS Printout, 2025. 
Table 4.3.1a above presented the significant effect of branded product information on product awareness. From the table above, the coefficient of R-square (R2) is 0.917 which shows that the independent variable has a significant influence on the dependent variable. That is, branded product information accounted for 92% variation on the customer’s product awareness, while the remaining 8% were exogenous variables that are not explained by the model. This indicates that the model is fit as the r-squared value is not far to 1. 
 

Table 4.3.1b ANOVAa 
	Model 
	Sum of Squares 
	df 
	Mean 
Square 
	F 
	Sig. 

	1 	Regression 
Residual 
Total 
	441.635 
	1 
	441.635 
	4153.004 
 
 
	.000b 

	
	40.197 
	378 
	.106 
	
	 

	
	481.832 
	379 
	 
	
	 


a. Dependent Variable: Product Awareness 
b. Predictors: (Constant), Branding Information Source: SPSS Printout, 2025. 
The F-statistic as shown from the anova table above is significant since the anova significance of .000 is less than the alpha level of .05, thus the overall model is significant. The analysis in the table 4.3.1b above showed regression sum of square value (441.635) which is higher than the residual sum of square value of 40.197. This implies that the model accounted for most variations in the dependent variables. Furthermore, the calculated F value of 4153.004 indicating a significant relationship. In addition, the significant value of P (0.000) is smaller than the alpha level (0.05) which means that the independent variable (branded product information) to a large extent accounted for the variation in the dependent variable (product awareness). The null hypothesis is therefore rejected and the alternative hypothesis is accepted. This means that branded product information of Coca-cola, Ilorin have significantly improved product awareness among students of Kwara State Polytechnic. 
 
 


Coefficientsa 
	Model 
	Unstandardized Coefficients 
	Standardized Coefficients 
	t 
	Sig. 

	
	B 
	Std. Error 
	Beta 
	
	

	1 	(Constant) 
Branding 
Information 
	.317 
	.033 
	 
	9.501 
	.000 

	
	.805 
	.012 
	.957 
	64.444 
	.000 


a. Dependent Variable: Product Awareness Source: SPSS Printout, 2025. 
The general coefficient model is fit, since the coefficient constant value is .000 is less than 0.05. The coefficient of branded product information, (.805) indicated a significant effect on product awareness. In addition, the p-values and t-statistic values of .000 and 64.444 further suggests that the relationship between branded product information and product awareness is significant since alpha level of .05 is greater than the p-values. The conclusion therefore is that branded product information have a significant effect on consumers’ product awareness of coca-cola. Since the t calculated value of product strategy is greater than t tabulated at 5% level of significance and the p value which is 0.000 is less than 0.05 (the critical value), the null hypothesis is rejected and the alternative hypothesis is accepted. That is branded product information have a significant effect on product awareness of coca-cola among Kwara State Polytechnic, Ilorin, Kwara State.  
 
 

 
 
	4.3.2 	Hypothesis Two 
Ho2: Creativity does not have any significant effect on Brand preference. 
Table 4.3.2a Model Summary 
	Model 
	R 
	R Square 
	Adjusted R 
Square 
	Std. Error of the Estimate 

	1 
	.940a 
	.884 
	.884 
	.38419 


a. Predictors: (Constant), Creativity Source: SPSS Printout, 2025. 
Table 4.3.2a above presented the significant influence of branding creativity on brand preference. From the table above, the coefficient of R-square (R2) is 0.884 which shows that the independent variable has a significant influence on the dependent variable. That is, branding creativity accounted for 88% variation on brand preference, while the remaining 12% were exogenous variables that are not explained by the model. 
ANOVAa 
	Model 
	Sum of Squares 
	df 
	Mean 
Square 
	F 
	Sig. 

	1 	Regression 
	426.038 
	1 
	426.038 
	2886.393 
 
 
	.000b 

	Residual 
	55.794 
	378 
	.148 
	
	 

	Total 
	481.832 
	379 
	 
	
	 


a. Dependent Variable: Consumer Preference 
b. Predictors: (Constant), Creativity Source: SPSS Printout, 2025. 
The F-statistic as shown from the anova table above is significant since the anova significance of .000 is less than the alpha level of 0.05, thus the overall model is significant. The analysis in the table 4.3.2b above showed regression sum of square value 426.038 which is higher than the residual sum of square value of 55.794. This implies that the model accounted for most variations in the dependent variables. Furthermore, the calculated F value of 2886.393 indicating a significant relationship. In addition, the significant value of P (0.000) is smaller the 0.05 alpha level which means that the independent variable (Branding Creativity) to a large extent accounted for the variation in the dependent variable (Brand Preference). The null hypothesis is therefore rejected and the alternative hypothesis is accepted. This means that Branding Creativity have a significant influence on Brand preference of coca-cola among Kwara State Polytechnic students, Ilorin, Kwara State. 
 
Table 4.3.2c Coefficientsa 
	Model 
	Unstandardized Coefficients 
	Standardized Coefficients 
	t 
	Sig. 

	
	B 
	Std. Error 
	Beta 
	
	

	1 	(Constant) 
	.270 
	.041 
	 
	6.640 
	.000 

	Creativity 
	.771 
	.014 
	.940 
	53.725 
	.000 


a. Dependent Variable: Consumer Preference Source: SPSS Printout, 2025. 
The general coefficient model is fit, since the coefficient constant value is .000 is less than 0.05. The coefficient of independent variable; branding creativity, (.771), indicated a significant effect on brand preference. In addition, the p-values and t-statistic values of (.000) and 53.725 further suggests that the relationship between branding creativity and brand preference is significant since alpha level of .05 is greater than the p-values. The conclusion therefore is that, Branding creativity have influenced the brand preference of ccoca-cola, Ilorin, Kwara State. Since the t calculated value of product strategy is greater than t tabulated at 5% level of significance and the p value which is 0.000 is less than 0.05 (the critical value), the null hypothesis is rejected and the alternative hypothesis is accepted. That is Branding Creativity have a significant effect on Brand Preference of coca-cola among Kwara State Polytechnic students, Ilorin, Kwara State.  
	4.3.3 	Hypothesis Three 
Ho3: Branded Material does not have any significant effect on Consumer Taste. 
Table 4.3.3a Model Summary 
	Model 
	R 
	R Square 
	Adjusted R 
Square 
	Std. Error of the Estimate 

	1 
	.946a 
	.895 
	.894 
	.36670 


a. Predictors: (Constant), Branded Material 
Source: SPSS Printout, 2025. 
Table 4.3.3a above presented the significant effect of Branded material on Consumer Taste. From the table above, the coefficient of R-square (R2) is 0.895 which shows that the independent variable has a significant influence on the dependent variable. That is, Branded material accounted for 89% variation on consumer patronage, while the remaining 11% were exogenous variables that are not explained by the model. 
 




Table 4.3.3b ANOVAa 
	Model 
	Sum of Squares 
	df 
	Mean 
Square 
	F 
	Sig. 

	1 	Regression 
Residual 
Total 
	431.001 
	1 
	431.001 
	3205.137 
 
 
	.000b 

	
	50.830 
	378 
	.134 
	
	 

	
	481.832 
	379 
	 
	
	 


a. Dependent Variable: Consumer Taste 
b. Predictors: (Constant), Branded Material Source: SPSS Printout, 2025. 
The F-statistic as shown from the anova table above is significant since the anova significance of .000 is less than the alpha level of 0.05, thus the overall model is significant. The analysis in the table 4.3.3b above showed regression sum of square value (431.001) which is higher than the residual sum of square value of 50.830. This implies that the model accounted for most variations in the dependent variables. Furthermore, the calculated value of 3205.137 indicating a significant relationship. In addition, the significant value of P (0.000) is smaller the 0.05 alpha level which means that the independent variable (Branded material) to a large extent accounted for the variation in the dependent variable (Consumer Taste). The null hypothesis is therefore rejected and the alternative hypothesis is accepted. This means that Branded material have a significant influence on the Consumer taste and choice of coca-cola. 
 
 
 
 

Table 4.3.3c Coefficientsa 
	Model 
	Unstandardized Coefficients 
	Standardized Coefficients 
	t 
	Sig. 

	
	B 
	Std. Error 
	Beta 
	
	

	1 	(Constant) 
Branded 
Material 
	.171 
	.040 
	 
	4.259 
	.000 

	
	.901 
	.016 
	.946 
	56.614 
	.000 


a. Dependent Variable: Consumer Taste Source: SPSS Printout, 2025. 
The general coefficient model is unfit, since the coefficient constant value is .000 is more than (.05) alpha level of significance. Table 4.3.3(c) above indicates that the coefficient of branded material (,901), indicated a significant relationship with consumer taste. The p-value and t statistic value of 0.000, 56.614 further suggests that the relationship between branded material and consumer taste is significant. The conclusion therefore that is that, branded material have a significant influence on Consumer taste of coca-cola. Since the t calculated value of branded material is greater than t tabulated at 5% level of significance and the p value which is 0.000 is less than 0.05 (the critical value), the null hypothesis is rejected and the alternative hypothesis is accepted. That is Branded Material have a significant effect on Consumer taste of Coca-cola among Kwara State Polytechnic 
Students, Ilorin, Kwara State.  
	4.4 	Discussion of Findings 
From the hypotheses tested above, it can be concluded that branding have a significant effect on consumers’ buying behaviour. For the first hypothesis, the coefficient of Rsquare (R2) is 0.917 which shows that the independent variable has a significant influence on the dependent variable. That is, branded product information accounted for 92% variation on the customer’s product awareness. The F-statistic as shown from the anova table above is significant since the anova significance of .000 is less than the alpha level of .05, thus the overall model is significant.  
In addition, the significant value of P (0.000) is smaller than the alpha level (0.05) which means that the independent variable (branded product information) to a large extent accounted for the variation in the dependent variable (product awareness). The general coefficient model is fit, since the coefficient constant value is .000 is less than 0.05. The coefficient of branded product information, (.805) indicated a significant effect on product awareness. In addition, the p-values and t-statistic values of .000 and 64.444 further suggests that the relationship between branded product information and product awareness is significant since alpha level of .05 is greater than the p-values. The conclusion therefore is that branded product information have a significant effect on consumers’ product awareness of coca-cola. Since the t calculated value of product strategy is greater than t tabulated at 5% level of significance and the p value which is 0.000 is less than 0.05 (the critical value), the null hypothesis is rejected and the alternative hypothesis is accepted. That is branded product information have a significant effect on product awareness of coca-cola among Kwara State Polytechnic, Ilorin, Kwara State. This is supported by the findings of Ares, Deliza, Besio and Gimenez (2010), who disclosed that the level of involvement the consumers had with the product depended on the available information and had an effect on the interest and reaction of the buyer towards the product. 
For the second Hypothesis, the coefficient of R-square (R2) is 0.884 which shows that the independent variable has a significant influence on the dependent variable. That is, branding creativity accounted for 88% variation on brand preference. The F-statistic as shown from the anova table above is significant since the anova significance of .000 is less than the alpha level of 0.05, thus the overall model is significant. In addition, the significant value of P (0.000) is smaller the 0.05 alpha level which means that the independent variable (Branding Creativity) to a large extent accounted for the variation in the dependent variable (Brand Preference). The general coefficient model is fit, since the coefficient constant value is .000 is less than 0.05. The coefficient of independent variable; branding creativity, (.771), indicated a significant effect on brand preference. In addition, the p-values and t-statistic values of (.000) and 53.725 further suggests that the relationship between branding creativity and brand preference is significant since alpha level of .05 is greater than the p-values. The conclusion therefore is that, Branding creativity have influenced the brand preference of ccoca-cola, Ilorin, Kwara State. Since the t calculated value of product strategy is greater than t tabulated at 5% level of significance and the p value which is 0.000 is less than 0.05 (the critical value), the null hypothesis is rejected and the alternative hypothesis is accepted. That is Branding 
Creativity have a significant effect on Brand Preference of coca-cola among University of 
Ilorin students, Ilorin, Kwara State. This is in line with the study of Tobias, (2013), who found that by using graphics manufacturers help consumers to find their choice products quickly by eliminating clutters and if they are not loyal to one brand the graphics attract the consumers and give them the opportunity to consider purchasing a given product. 

 
 
 
 
 
 
 
 
 
 
  
CHAPTER FIVE 
SUMMARY, CONCLUSION AND RECOMMENDATION 
5.0 Preamble 
This chapter is divided into four sections; summary of findings, conclusions, and recommendations for the study.  
5.1 Summary  
This main objective of this study is to examine the effects of branding on the buying behaviour of consumers of coca-cola in the Nigerian beverage industry among the students of Kwara State Polytechnic, Ilorin, Kwara State. In this study, a survey research design was adopted; the population used for this study comprises students of Kwara State Polytechnic, Ilorin, Kwara State. For the study questionnaire was the instrument for data collection. The specific objectives of this study thus was to determine the effect of branded product information on product awareness of coca-cola, evaluate the effect of branding creativity on brand preference and examine the effect of branded material on consumer taste of coca-cola among the students of Kwara State Polytechnic., Ilorin, Kwara State. All null hypothesis was rejected and alternatively accepted. 
Branded product information have a significant effect on product awareness of coca-cola among Kwara State Polytechnic, Ilorin, Kwara State. This is supported by the findings of Ares, 
Deliza, Besio and Gimenez (2010), who disclosed that the level of involvement the consumers had with the product depended on the available information and had an effect on the interest and reaction of the buyer towards the product.  
Branding Creativity have a significant effect on Brand Preference of coca-cola among 
Kwara State Polytechnic students, Ilorin, Kwara State. This is in line with the study of Tobias, (2013), who found that by using graphics manufacturers help consumers to find their choice products quickly by eliminating clutters and if they are not loyal to one brand the graphics attract the consumers and give them the opportunity to consider purchasing a given product. 
Branded Material have a significant effect on Consumer taste of Coca-cola among Kwara State Polytechnic Students, Ilorin, Kwara State. This is in line with the study of Agariya (2012), who found that a unique material can create a brand image that stands out from rival brands and stimulates consumers’ choice. 

5.2 Conclusions 
Product branding can potentially benefit consumers by increasing product knowledge and reducing search costs. This is because branding information communicates health considerations which are now an important determinant in food preference as it arouse customer interest, boost consumers’ product awareness and give the impression of better quality thereby influence consumers in engaging in impulse buying. 
Creative branding informs customers and provide trust on different quality characteristics of food products. As a result, unique product attribute on labels makes customers exercise preference. However, attractive images in graphics are efficient in portraying a congruent and pleasant image of the product, which consumers perceive in a positive light. Shapes of different forms in branding not only indicate visual appreciation, but go further to create demarcations of how such combinations appeal to different social classes. 
Product quality is the competitive phase as regards customer's patronage. This is because branded material’s quality defines consumer's approach before purchase. Branded material’s safety, product expiry lifespan and product versatility boosts consumer taste thereby affects consumer preference as they're careful of their health. However, product re-purchase is enhanced when a product serves many nutritional purposes. 
5.3 Recommendations 
i. The beverage industry should take a further look into consumers’ perception of information and its intrinsic interpretation as it may go a long way in informing marketers and manufacturers on how to structure the informational element of a product’s brand in a manner that meets consumer needs within any given market  ii. Industries should do an exclusive assessment of the impact of creativity in branding, from a psychological perspective in order to create a clearer understanding of consumer perceptions as governed by package related informations. 
iii. It is also recommended that the industries/businesses should not relent in its branding design efforts as well as improvement on product quality, safety and versatility as these have been found to be very useful in attracting customers for purchase trials. 
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APPENDIX I 
Questionnaire 
Department of Marketing,  
`	Kwara State Polytechnic, 
Ilorin. 
Dear respondents, 
I am an undergraduate student of the above stated Department and University conducting an academic research on the topic “Effects  of Branding on Consumer Buying Behaviour of Coca-Cola in the Nigerian Beverage Industry among Students of 
Kwara State Polytechnic”. I will appreciate your credible responses and answers to the questions below. Your response will be treated with utmost secrecy and confidentiality as they will only be used for research purposes only. 
Thanks for responding appropriately 
Yours sincerely, 
Signed, 
Kellman, Olabode Samuel. 


SECTION A 
Direction: Demographic-data of Respondents 
	 


	 


i. Age: 	 	18-24years 	25-34years 	35-44years 
45years and above 
	 


ii. Gender:    	Male Female 
iii. Marital Status: Married 	Single  	Divorced.         Others  

	 


iv. Level: 	100 Level 200 Level  	 	300 Level 	400 Level  

	 
	Branding Information and Product Awareness 
	SA 
	A 
	U 
	D 
	SD 

	1 
	Product branding can potentially benefit consumers by increasing product knowledge and reducing search costs.  
	 
	 
	 
	 
	 

	2 
	Product branding information communicates health considerations which are now an important determinant in food preference 
	 
	 
	 
	 
	 

	3 
	Familiar ingredients on branding information arouse customer interest 
	 
	 
	 
	 
	 

	4 
	Product use direction on branding information boost consumers’ product awareness 
	 
	 
	 
	 
	 

	5 
	Large pack sizes give the impression of better quality and influence consumers in engaging in impulse buying 
	 
	 
	 
	 
	 

	 
	Creativity and Brand Preference 
	SA 
	A 
	U 
	D 
	SD 

	6 
	Creative branding informs customers and provide trust on different quality characteristics of food products 
	 
	 
	 
	 
	 

	7 
	Unique product attribute on labels makes customers exercise preference 
	SA 
	A 
	U 
	D 
	SD 

	8 
	Attractive images in graphics are efficient in portraying a congruent and pleasant image of the product, which consumers perceive in a positive light  
	 
	 
	 
	 
	 

	9 
	Shapes and lines of different forms not only indicate visual appreciation, but go further to create demarcations of how such combinations appeal to different social classes. 
	 
	 
	 
	 
	 

	 
	Branded Material and Consumer Taste 
	 
	 
	 
	 
	 

	10 
	Branded material’s quality defines consumer's approach before purchase 
	 
	 
	 
	 
	 

	11 
	Product quality is the competitive phase as regards customer's patronage 
	 
	 
	 
	 
	 

	12 
	Branded material’s safety affects consumer preference as they're careful of their health 
	 
	 
	 
	 
	 

	13 
	Product expiry lifespan sometimes define consumers’ taste 
	 
	 
	 
	 
	 

	14 
	Product versatility boosts consumer taste 
	 
	 
	 
	 
	 

	15 
	Product re-purchase is enhanced when a product serves many nutritional purposes 
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