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ABSTRACT

The study was undertaken to investigate the content
of label information which food processors, soap and cream
and garnent nakers in Akwa |Ibom State display on their
goods. The influence of variables like educationa
achi evenent, job experience, business size and type on
the labelling practices of these producers was also
investigated Producers in the study were drawn fromthe
registers of Mnistry of Trade and industries, Better Life
Centres, National Association of Small Scale Industrialists
and Rural Devel opment Centres through stratified random
sel ection techniques. Consuners were selected through

random pr ocedur e.

I nformati on was collected from the 780 consuners and
76 producers through the use of pre-tested questionnaires.
Data so got were analysed using frequency distribution and

associ at ed percent ages.

The results showed that |abel information nost often
di spl ayed was the brand on all categories of goods. O her
aspects of label information |ike content, usage and care
directives, life span where applicable, caution producers’
identity were mninmally displayed. It was al so evident that
food processors showed higher sense of commtnent to |abelling

than other groups of producers. Sonme producers did not seem



viii

to realize the need for comprehensive label information on
consumer goods. In addition, it was shown that labels for
consumer goods were designed by people who did not

understand requirements for good labels.

Certain variables were shown to influence labelling
standards of these producers. In the case of food processors,
long years of experience contributed positively to provision
of comprehensive label information. Medium scale ventures
dlso gave more information than small scale; while corporate
ventures provided more information than proprietory ones.
Level of education was not shown to exert positive influence
on food producers. In the area of garment production,
neither level of education nor years of experience was
shownto positively influence producers' labelling practices.
country to the practices of food processors, small scale
end proprietory ventures provided more information than
medium scale and corporate business. For soap and cream
makers, neither long years of job experience nor level of
education had positve experience on standard of labelling.
Like garment makers, medium scale and corporate ventures
provided more label information than either small scale or

proprietory ones.

On the basis of these findings some appropriate

recommendations were made.
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~"apter 1

INTROLUCTION

7.1 Backyround of the ostudy

Tne world is characterised by @ numpoer of changes.
Tnegse include sacisl, political, economic ancg technological
changes. In the pre~industrial world, cunsumer goldds were
rostly utilized around the areas ouf pruduction and many
"aimilies were self-sufficient. #s techrnologlical sdvancement
set in, most famllies changed from being production units
tJ consuming units. This situation became prevalent
Lzcause Improvement in techrnoloyy enablec lerge scale
nroduction of goods thereby creating surplus in supoly.

Ire surplus, 88 explained by Schewe and bmlth (1978),
cJuld therefore be caonveniently aciuired Ly those who

might not be keen in procucing by themselves,

Reliance on goods and sServices provided by others
nas also been brought sbout by chaenge in social status
of women, Thelr entry into labour market has greatly
curtalled their chances of engasging 1n home productian
activitlies as a result of time constraint. As Walters
(1972) pointed out, the warking wife needs processed
goodsa that would enable her to conveniently discharge her

employee's role, Thus, technologlcel advencement and



increesed femily needs combine to ancourage the production
eng avellability of & wide variety of consumer goods.
These renge from work simplificetion devices to
convenlience fonds, cosmatics, clothing items and other
goods and services.

Changes in lifestyle as noted in the Western worlg
by Waltars (1972), Schewe and Smith '{1976) and Pmuluccl
(1979) equelly hold true in Nigeris. Moat famllies,
especially in the urban centres, rely heavily on goods
and services provided by others. The ewskening of tha
Nigerlan citizenry to the need for self regliance, following
the present government (1985 -'1992) policy on self-reliance,
has encouraged positive stepe in the ares of locsl production
of essorted congumer goods, This singuler act ham led to
the proliferation of laocal consumer goode in the market
ln contrast to whet obtained befora the Structursl
Adjuatment Progremma (SAP) of the present regime,

The preesent day consumer ls faced with s wide rangs
of goods out of which to meke s choice. To be asble to
achieve femily snd pergonal gosls through ths use of
availsble resourcea, the cOnsumer must adopt conslistent
policies in the use of these resources. Plenning tha use
of these gooda involves decision meking as to what goods
to scquire, the characteristiics to be desired in esch good,
end the method of acquiring tham. Thesa considerations,

sccording to Nickle et. sl. (1567) might prompt the



conaumer to aek the Following questiogns: “am I building
a pool of technical informatlon to ensble me melect mll
the fiteme I need and want? what kinds of general
information can help me regardless of the particular
items 1 need and want?". Questions such as these emerge
pecause it i1s generally atcepisd that 8 well informed
canaumer le & better consumer - betler atble to hava
control over his purchaeing decisions, batter able to
look after himself and better shle to play his part in the
balance of wmarket between buyer and saeller. This view 1is
shared by Wingate et, al. (1964), Hanes (1964), Upward
(1979), Williams (1982) and McNeal (1982).

The Nigerien coneumer has the same gquestions to
shewer 1n his sttempt to meke the best uase of the wide
srray of available resources. For the consumer to become
better informed, the much nesded r-ctn.nu-t be pleaced at
his or her digpoeal. It is in line with this ides thst
modern congumerism has almed at providing informgtion to
increese buying intelligernce of the canaumer through
relevant Information ms well as incrassing ues of
sveilabla information. According to Warmke (1972) thesa
devices gtress the w:ed for product labelling, greater
clarity in instructicns that accompany a product, hongst
snd relevent advertisements, pre-shopping advice and point

of sale infgrmation.



With such a wide renge of information devices, the
cansumer is free to select sources that prove most
realighle to him. HResearch workse, &8s reported by Williams
(1982) show that advertising is the most of ten encountered
information source. Also most conaun-rl_bnlilue that
advertising is not particularly useful in making
intelligent choice. This fact thlruéurc necessitatea the

call for more dependent information strategy for the

benefit of congumers.

.2 A Brief Deacriptiqn of Study Args

Akwa Ibom is one of the two States created on 23
Sep tember, 1987. Hefore then, it was part and parcel of
Croes River State. It situates in the extreme south
esastern portion of the country, shering borders with the
Cemeroun on the esst, the Atlentic Ocesn on the south,
~ Rivers and Abie States on the west and north, end Cross
River on the eastern portion respectively. B8y the 1991
census figure, just relessed by the Nationsl Population
Commission, Akwa Ibom has s population of 2,300,000 people
end covers a landmess of 7,246 square kilometers with
series of creeks. It consists of twenty-four locesl
government areas with Uyo as the State Cepital. The
larger proportion of its enlightened populaticon consists

mainly of Civil Servents. But with the recent inwsrd-



looking, self-rellance policy of the Faderal Government,
gome of the erstuhile public servents have diverged into
privete buasinese in the arees of commerce, industry and
sgriculture, Thias stance has grastly changad the
outlook of the State end its people mgking them more

productive end enterprising than sver before.

1.3 GStatement of the Problem

The changes noted earlier have led to avellasbility
af a wide range of locelly produced consumer Qoods like
sop and Creams, wearing spperels and acceassories, for
instance, handbags, shoes, aur;ringa and nacklaces;
eanitary wares, floor mates end carpets among other items,
The congumer is thersfore laft to choose from a wulde
range of locally produted consumer goode. Caempbell {(1976)
rported that most people are concious of brand names but
are Often uninformed sbout the quelities they desire in
the product. Mast of the producte ane flndg in the
Nigerien market today carry brand nemss, which sccording
to Tate (1975) are grosely inadequate information devices,
Whare the consumera sre not provided with sufficient
Ainformation, thay are forced to use products thesy way not
keow how %o hendle for meximum bunefit, Ffor instence,
thoss who paetronize ready-tif-wear garments mgy have ta
raly on trial end error laundry proceadurss that can demage

tha materisls end render them unfit for future use.



Consumers who buy flour like ROYAL KOBD Flour, Casmavitas,
Maizolena, Tempovita and others that flood the market
today, may neilther know haw to prepare them faor food,

mMr know the nutricnt contents of these products. In
situstions like these, the uninformed consumers are
exposed to numerous hazards,

In reallizetion of the nesd For ‘provision of
comprehensive informatlon to consumers, Mejor General
Yakubu Gowon 1n 1971 through Decree No. 56, skt uwp the
Nigerian Stendard Organization (NSO) now renamed Standard
Crgenization of Nigerims (SON)., This organlzation is
charged with the reapunaibility'uf regulating businass
practices in Nigerla for the benefit of both the cansumers
end producera. The setting up of the Food and Drug
Agministration (FDA) is another attempt of the government
t0 protect its citizens sgainst unuholsome practices of
businessmen, These orgenizations have formulsted specific

. guidelines to be followed in labelling of consumer goods.

From the interection of the russarcher with other
peupls, there seems to be s gensrsl diessatisfection with
the lsvel of information consumers ere proviced with.
Wpen (1987) indicated that consumers ulrnlgrnltlv
dissppointed with product labels. Ogbeide (1988) reported
4 Cate where Etukudo, the then Director of Standard
Organizetion of Nigeris (SON) gave the verdict that Dicon

Salt Ltd.was marketing industrisl salt which it falesly



lebelled as table =alt. The problem of this stuay,
therefore, is to determine the extent to which producers
of local conpumer goods in Akwa Ibom State cOmply with

1sbelling specifications,

1.4 0Objectives of the Study

The fallowing objectives were drawn up far the

atudyis

To assess the type of label informstion producers
gleplay on their prnducts.'

To determine whether producers’ educational
eschievements have any effect on producers' labelling
standard,

To assess whether job experlence has any influenca
on the labelling stendard af producers.

To determine whether husiness slze does influsnce
the labelling standard of producers,

To eesess whether the labelling stenderd of praducers

ls sffected by the type of busingss in axistence.

1.5 HResearch Questions

Whet label information do producers provide on
thelr products?
In uhat way does sducetionsl achigvemerit 0f producerc

affect thelr labelling standard?



To what sxtent doas job sxperienca of producsrs
infimmrioe shptv ¥ampliing stangarc?

In what way ere producers affected in thelr labelling
enercise by the size of businese they operetm?
What effect has busindse type on the labelling

practice of producers?

1.6 Significance of the Study

Following discuesipns with Standard Organlization
of Nigeria director and Food and Orug Administration
Officiels in Akwa Ibom State, the researcher ceme to the
concluaipn that, so far, thersz hss been no attempt by the
govarnment agenciee tO examine how locael products are
latelled. Thie study will therefore serve es a record
of the type of label information producers in the State
provide to users of thair producte. In the ldunitinnal
sector, the Facts af this research can form the basis on
which curriculum on congumer relptsd education csn be
plennad with a view to getting the pecple better informed

on what they should fight far sa af right.

1.7 Scope and QOelimitetion

This study was limited to lebelling of locally

proouced consumer goode. The goods atudled included



praocepsed foods and beversges, Tready-to-wear pgarmantas,
and soaps end creame only., The researcher decided to
concentrate on locally produced goods because of the
current trend in the country's eelf actuslization zesl
which has lad to the proliferation of products which
hitherto were imported. This situstion hes led to the
existence of large consignments of local products in

the Nigerign markete. The reuaarch;r'a decielon to
cancentrate on only three categories of consumer goods
namgly, ready-to-wear garments, soeps and Creama as waell
a8 proceesed food ifteme fs baaed on the bellieve that these

ltems form & very good representetion of products bought

on very reguler basis by individual families.

1.8 Assumptions

For the purpose of the ptudy, 1t was assumed that
clothing {tems, foods, woeps and cresma form g Pair
rpresentation of consumer goods in common use in svery
nome,

It was sls0 mssumed that dats collected will

adequately messure labels on the selectgd congumer goods.
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Chepter 2

REVIEW OF RELATED LITERATURE

Consumer welfare 1s attracting considerable
attention, s eltuation which arlises from the feact that
technologicel advancement, aociml and economic thanges
heve led to avellabllity of a uida.array of consumer
goods and change in lifesatyle., The congumar 18 thus
feced with having to make intelligent selaction of goods
that will meet his daily negeds. As McNeal and McDaniel
(1982) heve pointed out, the cOnsumer needs to be
knowledgeable to be aplé to meke intelligent choice,

There sre several sources from which consumer
tnﬁuledge cen be geined. These include advertielng,
lebels, point of sale informaetion, opinion of friends and
persaonsl experlence smong others. Oiffarant Governmente
and interest groups have attempted to0 regulete tha type of
information that ise mede evailable to the consumer, In
this study, the focus is on the mdequacy of labelm and
label regulations.

The issue of proguct labelling, has heen a source of
goncaern to various Governmente, individual citizens s
well as orgenizations. Thiulis beceuse it is beliaved
that the cangumer cen get a lot of useful informgtion

from labels ae opposed to whaet advertiasement supplice.



The review of related literature covered the
YLuiltuwing sul-hegalnga:

ot myvertisement
Jo¢ Usefulness afl labels
.3 Types af labels
Jew  Foreign labelling regulations
a2 cabelling regulations in Nigeria

et poOnsumers! reactiom to existing labels,

21 Aduertisement

schwartz (1973) considered advertising as a means
mrunicating commercial messages 1o prospective
et TS, Hanks (1979) believeod 1t tu pe @ proctice or

~va'y pf bringing one's wants or Lusioess into publie
“wtice, especially by paid ennouncements in periodicals,
tw.tuvilnion or the radio, Ir his own contribution, Baker
(*»4%) considered advertising Lo be a means of creating
ewareness and conditioning perception, In sdditton, it
.u;qcsts subjective associations and berneflts which will
arove ceterminant when there is an apparent dispsarity
tetween tuwo Or more competing alternatives. Advertising
subtly informs the consumer with a8 view 1o winning
petronaye, sometimes against congsumer's objective Jjudgement.
It 18 sald to be the procedure most widely used by
atyducers., Ffhis view is shared by Williams (1982) Bush
sng Moustaon, (1985) as well as Baker, (1985). This

~8pular meagium is criticizea for being deceptive and
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downriy: t dishonest, cepeble of leading consumars to buy
goode they o not wish to buy or reelly need. Such »a
sl tuation, according to Louis (197&), McGwan (1978) and
Williams (1982) 1s made poesible by producers using
sdvertising to present misleading and untruthful
statements or by creatin: u.snts, needes or desirez that
might otherwise not exist in the mind of the cansumsar,
In his contribution, Schwartz (1973) consldered
advertising to be insulting to consumer's intelligence.
This criticiem was directed to such television commerciela
that "“picture housewlves csecstatic over detergents;
mempers of opposite sex overwhelmed by the appeal of users
of various preparastions and eimilar exaggersted reactions
to everydey products.”

Furthermore, acdvertising is ssld to create discontent.
Ihis is done by over-emphasizing the heppiness to be obtained
from materisl things, thereby inducing pecple to went what
in reslity they oo not need. Such ect, Schwartz (1973)
went on, of constantly portraying imeges of peopls

snjoying "the good 1ife® on talevialon and ths magazinss

mey become ad frustrating that it incltes the poor to
snti-soclial actlaone.

Ae reported by Banzhalf III (1970) it was tha
reslizetion af harmful effects of deceptive advertising
on the public that prompted law students of George
weshington Lew School in the United Stetee of Americae to

munt Campalign againet deceptive or misleading sdvertieing.



Aepeated protests prompted the American Federal
Communlcation Commission to establish duty on edwertising
licence in 1960, a8 & means of eliminsating deceptive
advertising through the redic and televigion commercials.
Banzhalf concluded that though several laglelationa were

made againet misleading sdvertiesing, the practice still

perelated in America, N

2.2 Usefullness of Labels

It is widely believed that mooern technology ia a
major fector thi.. has changed the pattern of living of
the entire world, As repnrted by wWarmke et. al. (1972),
in the past, there wge little need for standards or greades.
This was because practically all foods, clothing gnd other
baslc necessities were prepared and mate at home,
Consumers simply bought raw materiasla From wnich to mgke
the things they needed, Hy then processed goode snd ready-
to-weer clothes were prectically unknuwon, Purchassrs
could see what they were buylng and in some cases, thay
svan tasted the fpod pefore buying. There were few cholces
to make fOr usually the merchante had only one kind of
furniture, coffee or shoe for sale.

He went on t0 ssy that the sltustion is different
in the present world., M™ost of tha Food 1tems, drugs,
clothing materinls and other 1tems nesded are resdy to bs
ussd. Merchants keep in ptock a wide veristy of easch kind

of commodity from which we tan chodse what wppRale t0 us.
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Many commodities llke Food ang drugs come in packages 8o

that we d0 NOL REtually wae them wntll they sre mREwe

in tng present world of complexities, therefore, lsbele
can serve a number of purposes both to the progucer and
the CcOngumer,
Labels mesn different thinuys to different individuals.
«18 uses in thié write-up was restricted to:
s) the producer; and

o) the consumer,

2.2+71 Usefullness of Labels to the Producer

i. l.ebels give identlty to the‘prucht and producer,
thereby serving as a medium of communicatinn betwaen
the producer and the consumer., This fact as explasined
by sthwartz (1973); Lraige (1973) and Bugh and Houyaton
(1985), is done by assigning specific nemes to specific
progucts.  Such names are constantly displayed an
simller items each time they are proguced. In the
same way, produycer's lodentity 1s aluways rlflacild on
the product.

il Lebels are alst used as promotional devige to help
eell the product. As explained by Schwartz (1973),
this is sechleved through the arrengement, type of
illustration, and colour choosen to attract the
consumer's eyea and encoursge his recognition of the
article in the midst af other ftemg, In this uay,

tne praducer stands to gain from consumers' chaice,
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sche.  and Smith (1980) pelieved that lsbels act as
image booster. Accoroing to them, in the United
states of America, the tag of Brooks Brothers' sult
symbollzes success whlle an unknown label carries

no special image, "Though the actugl gquslity of both
wits mpy be goOO, HYrooks brothels can get a8 premiym
for its spparel pecause of its :‘Lmage". Vel Monte
wompany in the United States of America is also
reported to nave "gat a jump an its campetition® for

veing the first company to intraduce nutrition labels

in its food ingustry,

Lapels can protect manufacturers from their competitors.
Jinnate et, al. (1964) and ninger, {1968) seid that
pnce a particular brand name hgs Deen used on a
particular product, no other procduct is allowed to

pear the same name. This fact is supported by a

clause in the Fegeral Government of Nigerla Act on

Trade Marks. As contained in the 1965 Nigerian Gazstte
supp lement, by this Act, the registretion of s person
as proprietor of & trade mark in respect of any goods
shal |, 1f valid, give or be deemed to have given that

person the exclusive right to the trade mark.
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2+2.7 wWaefullness pf Labels to the Conesumer

Labela can aerve as in‘armation source to consumers
in mally ways, amongat which are:

1. Through labels consumers get o KNnow about é
prooduct’s components ang charecteristics. Gress and
Crendall (1972) explalinen that since there& are large
numnbers of ltems wnicn ayre packaged ang the NUMBrous
cCharacteristice which are not recognisable even when
tne article can be exemined, ilntormative lebels can
tell one about the proyuct meke-up and peculiarities.
@ormke et. al. {1972) nhave 1t that where Vhere sre
aeveral guelities as in foads, gredes tell sbout the
level of guality. Uduquu (1988) seia thet technology
while helping to improve the husbandry of animals and
crpps hes led eventyally ta change in the biochemietry
of the hybrid. For this reason he went an, good
nutrition label will help the consumer to know the

characteristics of the product.

84, In the words of Fynn (1969) and Creige (1972) the
coneumer caen get to Know how %o use a particular
praduct through reading of 1ts lebels. In additlon
how t0 handle or keep the product in good conditlion can
be obteined from lebele. The Nigerlen Industriel
standards (NIS), 150, (1982), wqually supports the

seme ldea,



Tt

114,

vl,

17

According to Walt and Lassady (1976) ano wWermke (1972),
l:nelg can warn against hazaros in improper use of
items. In additlion they can prescribe antidotes or

first sid trestment in case of accident arising from

uge of products,

Labels according to Warmke ét. al. {(1972) ano Nigerlan
Industrial Standard (NLS) 121/8&, cen act a8 guarantee
of product spprovel tp the safety, quellty, use,
content, or other characteristics as may be specified
by reguletlng agencies. Hn exemple, can be seen in
the Americen Ges Associatlon distinctive seal which ia

indicetive of the safety af the assoclation's appliance,

wdegquate labelling nelps the congumere in identifying the

producer. In the case where the consumer hae =&
complaint to make, he knows where tD direct it tn,

Harn (1968) and ninder (1968) gxplained that where
producer's neme gnd address are reflected on the lahel,
return of unsatlsfactory good or complaints to the

procucer 1s much Facilitaeted,

Cangumers cen get to know abput the "shelf-lifa" of an
article so ee t0 guard againat a proguct that has gone
atale. Hran and Law, (1972), Welite and Cassady, (1976)
consider this to be & useful aspect of consumer

information.
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vil. rorn (1968) pelieved that lapels can help congumers
to shun deceptive business practices oy refusing to
buy an erticle that carries no informative lebels.
Though it is desirasble Lo supply label information
far consumers' use, too much infnrmakinn can lead to
impuleive buying, Accolging to Williams (1982) this
can be geen in cooes when the display of unlit pricing
induces consuamers to switch to laryer, more economical
slzes beceuse they can compare prices. in this casee
the sayings mede throuyh impulsive puylng can be

pol doned.

2.3 Typesa of Labels

Labels heve been accepted as true channels of
information and protection for the consumer in asddition to
scting 83 boost snd protection for manufacturer. These lsbels

neve bean generally classified into four models, nemely:

2.3.1 Brend Name

In thlis caBe, Jjust the product brand 1s reflected.
$ome clothes carry the brend lebel “SAINT MICHAEL", Other
exwaplrs areg "veritesble Real wex 206" es found pn made-1in-
aigeris urappers or'Intorica' on imported george wrappers
or "Yellouw Label Tea%. AccoTding to Cenmphell (1976), brand

legelling was widely used pricr to 1941, Though brand helps
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to identifty e product, Stanton (1981) strongly believed

that brand name is seriously limlted for not eupplyling

gufficient infoermation to the gonsumer.

2+ 3.2 flarade Lahels

Grade labels cr 1in different torms and shapes.
gas2d on the recommenhugtion of the National Hetailer
“ouncil in America, some grede lapelm accarding to
Lempbell (1976) beer a grade, letter, word number OT acoTe
indicating product renk in complisnce witn estanlished grade
stangerds. Lorn and wheat are érade lebelieu 1 and 2, while
canned peaches are grade-labelled A, H, ang C. This method
s used by some food processors end distriputere. In this
case, the product carries the grade rating slong wlth

whatever supplementary informetion le reguired by law,

2.3.3 Descriptive Lebels

In this case, the product is descrlbed to include
saveral standerdized information. It s more camprehensive
than either the brand Nname or grade., According to Warmke
{1972), descriptive labels foi fooO would reflect the

follouwing:



i) Style of pack
i1) vegree of maturity of the fooo
111) Number of units in the can
iv) The quantity in terms of servinys
w) The size of the can
vi) Vescriptign of raw proodcts ano the metnod of
Arocessing. '

vii) ouggested methoas or way of serving.

Z2e 3o Informative Labeles

Informative 1labelling glueé simple, wodequate information
G yualliy, use andg product cerw, it incluoes data supplied
by descriptive and grade labelling along with other useful
{nfarmation., As Hanes (1968), ancg Horn (1968) put it

informatlve labeles snould reflect the fpllowing:

8} Perfaormance - what it will do, for instance, the
degree of colour permarnence; shrinkage or stretchage;
rgsistance to weter, wind, perspiration, light, heat;
seam shilpage,breaking strength, power text, power
conpump tion and wpkeep cost,

b} Composition -« kind and quality of Fflbre, metel,
leather, ceramits, petiroleum proructs, bhone,
plastics, cement, drugs, ingredients of food

products.

c) Construction - how 1t is made, slze, weight or
volume, number of yurns per centimenter, hand or

machine mgde, cut, moloed or stamped.
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d) Aow to Labe tor it - to reflect getailed washing
or clearing instructions, precautions to be
observed in storage or cleening, oliling and greasing,
polighing or refrigerstion.

e) Recommended uses - purposes for which it 1s moet

gultable, receipies.

f) Open dating for perisnanle food gno drug items « Thia
should retlect:-
1) The last dote the product may be sold oy a Teteller.
11) The date of manufacture, processing or fingl
paCkaging.
iil) The date after which tre tood and drug iftem will

no longer te of optimum guality.

y) drand name of product and that of manufacturer or

digtrinputor,

2.4 Fforeign Labelling Regulatiaonsg

Uver the years and in different communities, 1t
became abundantly clear that congumers needed to be
protected against fraudulent practices of manufscturers and
thelr distributors. In the worda of Aoerson (1975) end
Campbell (1976) the increasing use of advertising, a
device which is rather more persuasive then informetive,
creates demsnds for products not actually needed. This in
effect has led to exploitetion of the consumer. Secondly,
the growth of large Corporetione exerclsing monopoly by

petting thelr own stenderds of goods and price mekes the



consumer no longer able to choose effectively among

¢competiti. ' suppliers.

It is ageinset this Deckground that gifferent governments
have sought to protect the consumers by directly enecting
trade edicts or inoirectly by setting up specific bodies that
nyve ﬁhe duty of regulating commerciael praﬁticas. In the
united States of America, Oritein, Australias, end Frence far
instance, several laws almed at protecting the consumers have
begn pussad, OUF interest in tnis warx are swch regulationa

that relate to labelling of preducts Llke fond, textile gonds,

coametice and Orugs.

P PO Regulg}iun an Drug_LaUelling

As reported by Waeite and Leesady (1976), the American
Food and Drug act of 1939 stipulated that labela on aeny
pack aged drurn must:-
L. bear the name and address of the manufacturer or
distributor and stetement of quality muyet be readable;
1. carry on packages containlng narcotic or hypnotic

substances, the stetement - "WARNING - may be habit

forming";

iii. bear adequate Oirections fOr use end edeguate warning

against misuse;

1v. where drugs sre subject to deterioration, heve

printed werning to theat effect;



23

V. ligt all active ingredients where the druge are
unofficial;
vi. reveal gny difference in sirengih, purity or guelity

from the official standardg, where the drug is official.

Z2e4s2 FRegulation on Cosmetig Lepbelling

The United States of Americae Federal Law slsgso touched
on cogsmetlcs. Wingate (1976) reported that the law

specified that;-

1. cosnetics must be accurately labelled with cautlon
against misuse;

ii. such labels must not claim exagyersteo benefits to
Ibe derived from use of cosmetics;

1i1. the label itself muyst bear the name and eddress of
manufecturer and an accurate statement of the welght
or contents of the packsage;

lv. cautionsry labelling, where necessary must be adopted,
For instance, CAUTIDON -~ thie product cantaine
ingredients which may ceause skin irritation on
individusl ~ wust be placed "on poispnous coal tar

hair dyes",
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Zelty 5 Hegulaticn on food Labelling

The Amer:.an Food and Urug Administration Acte -

aeveral laws have been enacted with respect to food labelling.

a few of suych lows ares-

u) The Wiloy Fooo and Lruy #ct, 1906, #mony other thinga,
the act stipulated that, a food was deemed misbrended
ifi=
1) L1t wus an imitation or offered for sale under

digtinctive name ot another article;
i1) it wass lambelled or branded s0 as to deceive or
mislead the purchaser;
114) .carrect statement of contents in terms of weight
- OoTr mpasure did not appear on a packeged Liem;
fv) the packege or label bore any statement, design or
devige regarding ingrecdients ol added subatances

that are fake or misleading.

Mixtures sold under their own distinctive names were
reguired to bear on the legbel only the fnwme of the food and
plece of manufacture, Iwitations, bDlenda and compounds werae

to be identified as such on the labels.

This lnw, 88 Ainder (1Y68) pointed out, hao some flaws
and enforsing it was made difficult for these reesans. 1In
the first instence, there were no definations for foods or
standards for foods that hag the force of lsw. Secondly,

foods that had their own dlstinctive brand names ware free



fror the lew, Thirdly, fines for viclation were small that

vayment was not a serious penelty.

b)

The 1939 United States of America Commercial Law
equally regulated pri uct labelling with regards to

food, A8 specifled in the lawi-

i) All dietsry foods must be {nformgtively lebelled

as to vitamins, minerals or other dietery

oroperties.

ii) In foods for which no definitions or standsrds
of identity has beer prescribed, (except for
gpicles, colouring aor fiavouring in which case

they mgy be simply cesignated as such) ingredients

mugt be nemed,

iii) tabels on foods, except butter, cheese snd ice
cream, must declele artificliel colouring and

chemical preservatives.

iv) Open dating for perishaple food ltems must be
indicated. This was to reflect one or more of
these three clauses (a) the laat date a product
must bDe sold by a retaller; (b) the date of
manufacturing, processing or final packaging must
be reflected; {(c) the date af ter which the food
will no longer be af optimum guality muet alan;
be reflected. These facts are reported by Bran

and Law, (1972); weite and Lassady (1976).



2,k,4 Regulation on Textile Goods Labelling

With respect to textile goods, the United States
fecrral Tracde Lommission enacted series of laws under the
Textile Fibre Proouct ldentification ACts to regulate
gifterent fibres, The following are some exampléa 1)

repurted by Wingate (1964); wyrn (1968) amd stanton (1982):

«30. Product Labelling Act 1939

This act required that fibres used in wearing epparels
a * in housennld textiles should be iogentifled on lebels

sttached to the articles,

fur Proguct Lebelling Act 1352,

The law specified that all fure imported into the
«ited vtates must be noted on the labe! which must be WY

ty JxY in size., HAn example of such label is gliven helow:

DOE FURS, ING
DYED SQULRREL
FUR DRIGIN
RUS5IA

ITEM NUMBER 13

teatile Fipre Product Iuentification Act (TFFIA) 1960

This act covered Suun Tabrice that were mot included
in tne firgt two acts. This waes st the instence of President

sidennower, The fpllowing were to be reflected:-
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i. The generic names of fipres containea in the
fabiric in oroer of oraominence.

AL, Pefnentage nf essh fibre PPesent unlews thosm
under %%,

ili,  Name or symbol of the praduct muanutscturer,
iv. If imported, the name of tne country aof production
or processing.

V. gometimes the cloth count (1.e, the number of yarns

LET Lncn).

Fibre Filled Mattresses

Silrnce the ocuglity of matiress ia affected by halr

type, TFRIA renuirea thet the percentuwges of esch type of
halr be stated, for instance, 29% Nog narr and 75% hoTse helr.

anoe Lebelling act 1962

Thig law demands that labels should be fFirmly fixed
until the ultimate purchaser hgs bought the item. All parts
of the shoe are expected to be latelled. In compliance with
the TFPIA, the followlng are some examples of labels on

textile goods:-

a) Label on foundation garments e. Q.
loeng=line bra
LURS 60% nylon Higid Elastic 55% Rubber
31% acetate panel panel 27% acetate
F% rTubber UX% nylon 8% polyster.
D) Typical synthetic tibre olengs used tor floor

coOveringsi-
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uo% AGTilién meryllic {(70% orlen sceryll)
(30% verel scrylic)

80% Acrllan acrylic 55% arlan acrylic

20% verel modacrylic 45% wool,

70% orlan acrylic 79% Mcrilen acrylic

30% wonl 271 Vverel Modacrylic.

Federal Hazardous bubstances ilapelling Act 1960

This American law speciflied that:

i) Lebels muat wern of the hazerds of using
DroUucty,

i) Labels must cnntain directions tor precautionary
measures.

111) Lapels must describe antidotes or fFlrst aio

tfeatmegnt in cweae 0" accldent,

?.4.5 Hempwval of Labels

The Americen Federel law mleo touChed on removal of
labels, According ta the law, it ie an offence for mnyone
to alter, mutilete, deatroy, ebliterate, or remove any
label or eticker required by the act t0 be placed on any
dangerous caustic or corroslve substances, if such
substances are %o be sold or used within the State of
Columpia., Vielation of the lsw attracts a penalty of fine
not mare than $200 or imprisonment of not more than 90 days

or both (American Food and Drug Administration Monogreph).
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toually, in Oritain, according to #Millo (1974) the
Foed and Drug &dministration hes pstabllished labelling

guidalinee for use an prnagssed food Ltame. In Aumtralia

toa, the same obtslns as reported by Fyson and Bateford

(1972).

2.5.1 Llabelling Regulations in Nigerlg

In Nigeria, the foou unha Urug Auministration (FDA)
hgs maude gittemptis to control the type of information that
19 displayed for consumers us2, According tD the

organization;

i. - It 1s forbidaen for ghyone to gell any food that
'is represented on the label or 1s advertised to the
general public as m treatvent, or preventive gure for
any diseasee,

14, It is forbidden for anyone to label, packege, treat,
process, Bell or advertise any food in a manner that
is felge or misleseding ur is ltkely to create s wrang
impression ag to the gquallty, cheracter, value,

composition, merit or safety.

itii, Furthermore, no pergon shall, where standard has been
prescribed for any food, lasbel, packagae, sell or
advertlise any article in such a menner that the
substance or artic - Jdogs not comply with the

prescribeg standard.



Fallure to comply with thege regulations carries
penalty of belng prosecuted and punished uncer the law.

(Monograph - food Stangdaras Legislation in Nigeria, 1979),

On the issue of penalty for contrevening lsbelling
provialons, 1t cen be pbserved that the clause le
inoecisive. The ngture of punalty'to Le imposed is not
ingdicated and such a situation does nni pose any serlous

threat to producers.,

The Fooo and Drug Adminietration ut Nigerla also has
sets of specifications to goverh labelling on specific food

items, One Or two examples are presented belows-

2.%.2 dpecifications or Tomato Furge Labelling

The following information should oe displeyed:-
i. The list of ingredients in descenging order of

proportlon.

il. The net content In the metric system of measurement.
iii. The pode numbeyr lndicating the batch number and
gdate of manufacture.
iv, The word "salt added" where common gelt ie added as
provided under sub-section 4,1 of these reguletiona,
Ve The words 'sugar added 10% 'angd' product not
Intended for direct consumptlon where sugare are added
as provided under sub-section 4,2 of thgse reguletiona,
vi. The name end esddress, including the country of origin

of the manufacturer or pecker, distributor, importer

or vendor and trade mark, if any,
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11'

1it.

Lv.

L2

vi.

5N

The language used for the ueclaration anall be English,
It the language on the originel lebel is not English,

a supplementary lebel containing the mandatory
information in English srall be used instead of

relabelling (FDA 1974),

2¢5.3 Regulation for fFrujt andg Seft Urinks
Labelling

For non-flavoured or natural frult-pessed eoft drink,
the name shall reflect the neture and substance of the
drink, while flavoured scft drink must pe declered so
as not te decelve an intending purcnaser intp believing

that the soft drink contains real fruit julce,

ng pictural device may be printed on the label unless
the s0ft drink conteins at least 5% y/v of fruit Julce.
The label shall indicete to intending purchaser

whether the product is B crush, squesh, cordisl or
commlnuted citrus drink.

Lisgt of ingredients, exc.uding water, in descending
order of the amounta present,

The net content of the orink in centilitres,

The name and address, including country of origin of

the manufacturer, packer, distriputer, {mporter or

vendar and trade merk, if any.



vii. The lengusge used fOr the ceclaration snall be
£nglish, It the lengueye on the original label is .
not £nglish, a supplementary latel containing the
mandatory information in tnglish snell pe used instead

of relooelling (FUA 1974),

The interesting aspect of these regulatione is the
provision made for using different languages, lnclucdling lacal
1o racilitate communicatlon with those who may not undergtand
wnglishe The Nigerian standgeru Urganisation (AS0) otherwlee
xnawn as Standard Organisatiaon of Nigerie (SUN) alsn in
its capacity has prescribed standards to pe adopted in
l.atwel)ing certatn consumer goods, The Followlng are few

examles of selected gooos:

Z2.5.4% Standard for Wheat Floyr

Labelling - in addition to the provislon of the Foogd
and Orugs Act snd regulations on the labelling of food, the

following specific provisions shall apply:

i. The name of the food shall pe white flour or whole
meal flour or entire wheat flour or self-rauising,

it, List of Ingredents - » complete list of obllgatory
ingredients shall pe declared on the labegl In
descending order of pr o artion.

1i1. Net contente shall be .eclared by weight in the metric
aystem measure.

L v, [he name sno wgoress ot the manufacturer of the preduct

shell be deglarea.
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V. The cﬁuntry of origin of ﬁruuuct ahall be declared,

vi, The Nigerian Industrisl Uertification Mark if the
manufecturer is a licensee shell be affixed. (NIS
Uol 633, 13.664,

W15 121:1 19BC NSG - Federpnl Ministry of Industries -
Enugid, |

Z«5.5% Hevieed Standarc for Liguid Milk -
Part 1 - Cow Milk

Each contaeiner of milk srall be labelled so as to

glve the appropriate designatinn,

i. whole milk 1f content complies with gpecification;
i1, UHT Milk if the content complies wlth gescriptlan;
iil. Net weight/volume in grams or litre;
iv. Minimum fat content;
Ve Mode af preservetiun
Untreated, if ruw
Pasteurized, if the content complies with section 2.4.
Date of collection, wottling or packing
Expiry date or "8est Bdfore? date
Neme and address of menufacturer, pscker
importer/exporter
Lountry of origin (NIS 183; (1984) uUuDC 637.1;

NS0 - Federal Ministry of Induetries, Enugu).
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?.959.6 Repvised stendard fFor Soft Orinke
Y

Label ling - The conteiners shall clearly bear the
pafticulars yiven In sub=section 1 - 5., Every letter or
word on the cantainers se requlired in the syb-sections
shell he printed in derk block type upon s light coloured
puck ground ang shall be in wuniform colour and esize, but

tne initisl letter in sny such warg May be laryer then the

other letters in the tul.icwioy uroer;

i. Nawe and address of the magnufgcturer or his
registered trade mark;

ii. Name of orink;

ili, Minimum net content in centilitres;

v, Name snd quantlty of fortificant, if claim le made
for its presence;

V. Date of manufacture ar "Best defore” date

(UDC 663,8.48 NIS 217/85).

2.5.7 Specification for Plpstic Hpwels made
from Polytheng '

Markings &£sch bowl shell be embosed with the following

infogrmationit-
1 8 Menufecturer’s neme end trade mark and country of
Urigino

il. The NSO certificate mark when the mgnufacturer is
a8 licensee.

{11. Capacity in litres,
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A Lline LNOLCBLING CapBEA LY shunmi,

Infarmative labelling - each bowl shsll De supplled
with an informative label containing at least the
tfpllowing instructivun;:-

Keep sway from excessive nheat. (NIS 22 (1973)

LOC G621 BLz, 1,687 747,27 NSU, Feuverali Minimtry af

L ILIARI LT

2.5.8 Specification for cleacning Solution for
vamestic Use

Marking and Storasge: tach container shall De marked as

tollows:=

1.

11.

111.
v,
Ve
vi.

vil,

The ngmeg snd address (premises not post office

box number) of the menufacturer and his registered

trade mark, if any,

The volume of the material in the container.

Vate Lode,

Tne chemical name of the active ingredient.
Directions for uee including dilution and ceution,
The words, “store sway from light and heat".

The NIS Certification merk, if the manufacturer is
a licensee.

NIS 150 (1982) UDC 677.826:661. 43:1667.11).
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?.5.9 Reviseq blandard tor Cocos: Rases-Hassrases
The name of the . ud shall be clearly and boldly
written on the container,

A complete list of ingredients in descenaing order af
graopartion, alkalitzing snd neutralizing agentas,
emulsifiers and flevouring agent shall oe geclared
under generic or o cific names,

The net contents .nall be geclared by welght in the
metric system and shsll be in sccordance with the

welights &nu measures Aot at’ 1474,

The name and acdress of the manufacturer, packer op

gigtributor shall be declsren.

Lot fgengificatian - Kach contginer shall be emboaed
or otherwise permanently marked, in code or in clesr,
to identify the producing factary and the lot.

(NIS 227 {1985) UWDE: B33,74, B63 514 Federasl Minletry
of Industries - Lagos. Stanosrd Orgenisation of

Nigerls (SON).

2.6 Conpumers' Remctlon to Existing Lsbels

As Louls (1974) hae polnted cut, labelling can be used

either to inform or deCeivié customers. Hg went on to say

that manufacturers in their egeles effort, ere often tempted



by the lstter. This fect ie confirmed by Kinder's (1968)
repart of series of complaints consumers iLn America once
put up againgt magnut acturers and glstriputors, The
cumplainta included the Follbwingi«

' ANGULTEG INPELPMALLON WBD Ake awypamineiwéy Sb6played
by manufacturera.

ii. Lomparitive shopplng wasg Uifficult because weight
content was not in even units of welght, but in
fructions such gs 13 3/8 ounges. |

Lii. Fhe picture on packages were freguently ocecaptive.

iv. Moreoever, the suggested number af servings was often
deceptive.

Ve Still mare, they complelned tnat meaningless adjectives
nualified guantity. Exemples of these are “gtent,

small, medium, large and family-slze packagea®,

The complaint further explelnegd that quite often, the
famlly size in one brand was not larger than the medium
backage in another brend, and the cost of cantgnt did not
always decresse Bs size of psckage increased,

It was in responge to these complaints as Kinder (1968)
reported, that "lhe Feir Packaglng and Labelling Act (Hert
ACt) 1967 was enacted in the United States. The ACt made
it mendatory for every consumer commpgdity to besl a label

that:-



1.

iil

i1l

iv.

vi,

viti.

viii.

3e

Identifies the commodity;

Larries the nane ann businesy address of manufacturer,
packer, ar distributor;

Ig printeg in standard size esteblished in relation
to the arey uf the principal oispley of the package

pngd wnlfgrmity for all packsyss nf substentlslly the

same aize.

Hears statement of weinht gengrally so pleced that
the lines of printea wmatter wre puarallel Lo the bhase
on which the package rests as it la gesigned to be

displayed.

In o way guelifies the stutemsent of quantity, such
an atatement that packsie holds a "jumba pound®,
Beers statement of weight in conspicuous and easlily
legible type in distinct contrast hyltypugraphy, layout,
valour, embogsing or molding - with bmockground,
Qefines the size of gerving in terms of weight,
measures or numerical count when the label sugpest
the number of servings a pecket will provide,
Accuretely states the net content:-
8) In uniform location upon thae princlpel display
panel;
b} In terms of welight, measure, or numerical count;
c) In fluld ounces, as well as the largest whole
units and fractione thereof for all packages of

on# pallon or less;
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d) Im poungs and decinsl fractions thereof 1f
8 randor package;

g) Iln wguoirdupois ounces, ag well as pounds and
fractions thereof or pounds snd ounces for asll
patksges weighlng four pounde or less except
Trandom package. A random peckage ia one of a

lot of nmokwges af w commagity with verylng
WREHPEK re nn FEERA wmigng patprtrin FeRN FHEaf

Fruits and vegetubles,

Alongside the mannatory pravisicn, trere weas the

discreationary provision thaet empowered tne Amerlcan

secretary of Healtlh, EQucution and weltsre and the Federal

frage Commission to issue Tegulatinns to:

i.

‘1.

111,

Establish standards for slze characterizetions as,
"gmall", "medium®, anod Ylarge", but not to regulate
the gize of packaye or ta limit the number of packages

that mey be used in peckeaging a commadity,

Regulate the use of printed statements an package or
label that imply that the commopity is affered in
retail emle at s price lower thsn the usual retail
price, thet is regulate the use of terms like "cents
of f" and "economy size",

Reguleate the listing of ingredients in decreasing
order of prominence except that a trade secrst need

not be divulged.
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iv. Frevent the non=fynctional-slack=-fill of packages

of camsumer cowmodities.

The question still arlses as to whether these
authorltlies went beyond tne pages of printed matter in
trying to enforce the provisions of the law,

warmke (197?) held the view thet 1t is imposelble to
rely on the exigtling grade deelgugtions withoul knowing
what tho grades meafn. He welt an to say that much of the
terminology mesns one thing to the geller but another to
the buyer. Until uniform grede standards have been
watablished ano used for a perticular proguct, it ias
impossible to rely an the existing grace vesignations without
knowing what the grades mean. In a situation where buyers
and sellers speek oifferent language, grace designetione

are af very little value, he concluded,

Apart from the discrepancy with the grading system,
the use of brand name slone constitutes e source of problem.
As Stanton (1981) nus pointed out, brand name is seriously
limited for it does not supply sufficlent information to
the buyer, Campbell (1976) reported that, brand nama wss
widely used prior to 18417, This clearly points to the fact
that, there have been serious casea af product labelling
inadequacy. Still more, in the words of Cempbell (1976)

disedvantaqed pegople often buy Firat items presented; and
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are conscious of brandg namee but are often uniformed atout

featureas of tha prnaubt. Wiltiwme (1982) report of =
research conductted in the United ostatveas gr Americe, indicated

that 50,2% of respondents, relied on brand experience 1in
mek ing thelr purchase decisien. Nickle et, al. (1976)
equally reported on prand name purchase relliance in

estanlishing life-style asplirations,

There are aleo reported cases of inadeguete informetion
on aame ready-to-wear germents, Accarding to Tate (197%5),
consumery in Uritain had complalieg of scwnty information,

with reapect to cere and fabric type, on children's garmente,

In the Nigerian scene, similar complaints have been
put up. Udugwu (1968} im of the view that there are caaes
of inadequate labelling of products. He pointed out that
mere writing of product ingredients, ae in the case of
orange drink does nnt give enough information., He upheld
that the consumer shauld be £0ld of what he stands to lose
or gain by esting a partigcular food item, He suggesated that

the orange drink would hpve a better lapel if the fallowing

information 1e inclivedi-
S5erving size L*dpt. 0z, half nt, (236mla_7
Serving per container
Calarles 116
Protein Ugms
Carbohydrate - 29gme

Fat - (Ogms
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Contains less than 2% of RDA protein
Vitamin a, miwvine, Ripoflavin, Niacine,

Lalcium ang lron,

S5uch information, he corncluded, would help the
congumer know what he galns by drinking half pint of

vranye Julce,

Finally, cases of mislebelling have been recorded in
various communities, HKotschever (197%) ang uampbell (1976)
reparteu that 1n Lne Uniteo SLules ot Aamerice, there existed
reported cases as ref lected in Notices of Judgement of the
United States Fooo and Vrug Adminigtration with regards to
drugs, foods and cusmetics. Here in Nigeris, recent events
have pointed to the practice nt migluoelling. #wcearding to
Etukudo's verdict as reported by Udugwu (1988) Licon Salt
Limiteo was wmarketinrg selt that was not "quelified to be
lanelled table salt because it reslly ls industrial salt,
unfit for humgn consumption®, This verdict was based on
laboratory anelysis of the selt put out for sele by the
gaid Lompany,

In gummary, 1t is clear thet labelg have & veristy of
uses pnth to the congumer and “he producer. Sometimes,
they are used to inform at other times to decelve the
congumers. Varioue forms of labelling ere in exlstence,

In different countries, thelr use haa legel backing. Cwven
with such bscking, consumers have had cause to voice out

their complaints against bBeing misinformed through the uae
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o trewr Labuvls DN cOAsSUNEr propuctls, +N Lulrope and

Aamerica LthEpse consumer complaints nag prompted the
VArlous qguvernments Lo adopt measures thal were intended

to safeguard conaumers against expleoitation of

prouucers,
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ekl UL ouL g

N5 Study was unQertaken te assess tne nature of
JTUuL L labelling specificatiuns anw letelling practices
sty g eduters b jucel cutiomer ooy in Acwa [bom State.
S Chapter 18 ulscussee undety tne tolluwing heaoings:
3.1 Heseurch vesign
1.4 Trie Population

. st aelection
Jotv  Instrument for vata Loll=zction
3.5 ULata Lallectiun lechnigues

- Lata Analy-i5 lecrn: jues

} .

3.1 Ihe Design of tne stuly

Ihe stuldy wod oeshygney Lty s3uena Whe . abelling
Jractiees uf Nigerien prucacers in tne asiees of foog, soap
an@ cream any garments. Tne influence of variables like
ecutetiunal thievvement, job experience, ousiness slze and
type on prooucers' labelling prectices was also lnvestigated.
Tne pracecdure adopted for data colliection was the descriptive

survey methoy relying heavily on guestionnaires.

3,2 The Population

The study involveg two major groups: the producers
and consumers from Akwa Ihom State. According to the 1991
arovisional census figures, kkwy lbom State has a population

of about 2.3 million people. WS shown in the records of
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the state Ministry of Trade snd Industries, many manufacturers

in oifFerent fields heke registered with the Stete governmend.
From the recaords of Nationsl Hespclatien or amall Scale

Incustralists (WWAbS]l) Akwe lbom state brench, there are
also some manufacturers registered with the arganizatinn.
The KHural vevelopnent Department in the Staie Minlstry of
Yoclal welfare, Youth ang Sport is yet tn complete Lts
compilation of smell scale manufucturers, Algo the Better

Life Pronramme in sll Louwl Goverrmert Areas of the Btate
consists af people who engage in local productlion of assorted

consumer goods, From gll the records there were o totsl of
ane hundred and flve producers in the areas of fopds, resdy-

to-w#al garments gno soepy and creamys.  The pattern of their

diastiribution was as tollows:-

Food Garment Sosp/Crasm

o s

Establishment Processgrs MakeT e MpkeTa
Mipistry of lrade and Industrigs 10 & 8

Natlongl Associgticn of Small
Scale Industrimlists (NRSSI) 42 1 7

Rural Development Department b 3 -]

Bagttier Life Programme (Women
Development Centre) 6 20 15

Total 32 b - 35
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3.3 Lomple Selection Procedyte

Froducers involveu in the study were selected using
strgtlitied random selection procedure. (Only producers in
the aress of food, sosp and creem and garments who are

reglstered with tne Midimtry ofF Tremde arg inQuatries ey
those who are members of the National Auweocietion of Smail

Scale [Ndustrialists (NAGSI) Akwa lpom State branch or
memners of Rorel Oevelopment and Hetter Life Programmes

In the state were zelectea. [nfurmation concerning these
categolies was collected throgugh contact with the appropriste
authorities of esch estsplishment.” Through this process,

the resgarcher had a totel of one hundred ang fFive 105)
subjects made up of 32 food processors; 35 germent mekers

and 38 sosp and cream makers acrpss the entire State.

Consumers in e study were randomly selectsd from
the educated class., A total of one thousand (1,000)
cansumers were perved with guestlonneires. The pattern af
digtripution ig reflected in Appendix II, The cansumers
were selected fram randomly samplad affices and private
wanrk places. This number choser from the over two million
people was based on the premise of Nwana (1981) that whare
the population rune into seversl thouysands, g less than 5%
representative sample should be selected fOr study, He
gxp lained that there was a grester chence of obteining,
rellable and valld results using a small sample from a

population that exnibits little variapility thun ueing a
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larger, unwalloy eample alze.

3.4 lIlnstrument fOT Data Coripcilun

Wuestionnaires were used for dates collection. fheae
were fprmulated by the researcher using es gulde the
objectives pf the study, extensive litFratura review as
well @s personal observations mage on foreign goode 1llke

imported tuedy-to-widsr germunte, cenned milk and pack Aged
Frngd § kwon wiil RREBEEEES  FRE srdfintignngl rem wses SnWA

subjected to scrutiny by three eaperts in the sress of

Mome EConamics, Research methodology and statistlics.

Following thet the instrument was then pre-tested through
pilot_atudy, on a sample identical with that used for the
study. This was to efNsure both construct and content wvallidity
of the instrument, Necesssry corrections werg made following

obeervations from the pilot study.

One of the corrections wes the splitting of producers'

questionnaires into three comonent sets namely:

i. fuestionnaire for Food Pruceéaors. Thie was g 10
ltem questionnaire in sectlons A and B. GSectlon A
tested demographic veriebles while section 8 teetaed
labelling practices of the processors. See Appendix III.
ii. Wuestiopnaire rfur¢ Soep and Cream Makers, This was
also & 10 - Lwem plece in two eectigne likae the
first set testing both demagrephic varisble and

labelling practices. See Appendix IV.
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1i1l, wuestiaonnaire far Garment Mexers, This wes a nine =
item guessionnalre alesp teating demogrephic veriables

and lawer iy practices,  See Appendix V.
Rl LBUAME NEREEBEPY DECBUBE WNEU upne LuwwssiONMBiTEs were
all lumed into one big booklet, producers fFelt ill-at-esse
turning the peoges of the buoklet to locate sections that
wereg relevant to0 them. Secongly, the Eiuisions hecame
necessary because there are slight varlations in tha type of

information that 1s to he displayed on each category af

consumey goods,

Uemngraphic Qariables bullt into producers' guestionneire
were yeals 0f expeérience on t1e Joh, business esize and type
a9 well as highest educaetional guelificstion of the producers.
The guestions were organized ln the checkllst mode where
respondents picked thelr responses from given optlons.
Wuestions to draw out producers practices conasisted of
categurical statements that respondenis were Lo answer to by
ticking the statements that corresponded with their practices.
There were also guestions in the check list pattern for

producers to select from.
The fgurth group of questionnaires was for consumers

pnly, This was a 7 - item guestionnglre consiating of four

gsections, namelyi=

Section A: Demeéyrephic data of the cConsumers conslating
of highest ecucational guelificetion; occupation yearly

earnings and tamily size.
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Section B:  Luestions designed to inoicate consumers!
expariences with labelling prectices of food processaora.
Section C: Wuestions to reflect conpumers' experiences
with labelling preactices. of garment makers.

Section D3 Questlons to elicit consumery' experiences

with lallelling practices of soap and cream makera.

(Seé Appendix V1).
FHE mmrs A F HEaEBRHVL nu N s asd Y wh tnose

lready discugsed unoer prouducers' category.

3.5 Data Lollectioun Procedute

The identified producers and consumers were served
with ihe appropriate set of guestionnaire. E£ach
guestionnalre was eccompanied by a letter soliciting the
gooperation of the respondents. (See Appendix I). The
regsnondents were Qiven a perlod of one week t0 react to
the cuestlonneire, At the end of the time, the researcher
wen! back and collected the guestionnalres. Those reepondenta
who could not meet the target time were sllowed extre time,
Even with such flexibility there were still respondenta
who nelther filled out nor returned the guestionnairea.

The following materiele were eveilehle for snalyels:i-

a) Fogd Processors' Yuesationnalret A total of 22
repregenting 68,75% of the 32 food processors initially

served with guestionnalres.
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representing 84.21% aof the lnltial number of 38
served with questionnaires,

Garment makers' Luestionngire:s 22 respondenta
represent:ng 62.85% af the initial 35 respondenta
served witn questionnalres,

Consumeres’ Wuestionnaire: 780 respondents representing
78% of theg initisl MWUL conaumers served wilth

nuestionnai res,

3.6 Oate Analysis lechnipues

Lescriptive technigque uslng frequency count and

agenClated percentages were used, These were derived by

caleulating the observed freguency as a percentage fractien

pf the expected fFrequency thuts

.}_.-_xmﬂ
DLﬁ 1

khere 2.= observed freguehcy
_‘)1,1 = expected frequengy.
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Chapter &

RESULTS AND DISLCUSSION

The atudy was directéd st mssessing the type qf
infermation producers often displayed on their proouct
lapels., The Influence of such veriables ag egucetionel
schlevement, job experience, of pr0ﬂucéra, pusineas slze
and type on lahelling exercise of prpducers was alsa
examined, Deta collecten through guestlannaires fell into
four categnries, namglysi- |
Consumerg' guestionngires
Food processora’ guestionnaires
Soap and cream mekers' guestionneires
LGarment mpkers' guestionnglires.

The data were analysed under the following sub-headsat
L. 1 Demogrephic lnformation on Consumera
b.2 Consumere' assessment of labela on processed foods
.3 Consumgres' assessment of labels On ready-to-wesr garmenta
4,4 Congumeps'! assesament of labels on sosp and creems
4.5 Demograzphic information on producere
4.6 Producersg' Msseesment of their labelling practicas.
b7 Plscussiaon.

ko8 Implications of the findlngs.
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be1 Demogrpphic Informetion on Consumers

The demuyTepniC Vadtomiuu me papmuser® N6 LUCdEd
eaucation, oocopation, vyearly income and femlly size.
Followiny are the descripticss of the veriasbles by

percentage distributions,

Table 4,1.1: Frequency Distribution of Consumers by
Hlghest &£ducational (ualificatian.

wunliflestion Frequency Count Parcuntege
[l T . o o ——— e L T W ] o .

Primary Six - -1 6,92
WAL/ GUE 180 23,08
TeT.Le I 75 : 9. 62
NCE/OND 2 3t 30.00
BA/HND 159 20, 38

MA & Ph,D, a8 10,00 s
Total 180 100,00

Consumers were spreed across varlous levels of
gducational stteinment. Majority of them representing 30%
of the group have had elther the Netional Certificate in
Education (NCE)or Qrdinary Nationsl Diploma (OND) or State
Registered Nuring Gertificute (SRiV); 23.08% hsve had the
west African School Certificate (WASC) or General
Certificate of Education - Ordinary Level (GCE O/L);

20. 384 have had the Bechelur Degree (B.As) oT the Higher
National Oiplama (HND); 10% have hat Masters Degree (M.A.)
or Ph.L; 9.62% heve had Teachers Grade 1l Certiflicete while
a small proportion of b.Y92% have nad the First School

Leaving Certificate.’



Table 4,1.72: Freguengy Distripution of cansumers by
Uccupation,

Freguency

Uccupation Distribution Percentage
Studernts/daplicents -k 2L, 232

AT LYt CT P ' AR A
Civil Servents - 150 ' 19,23
Lelf Employed 135 17, 31
Medical Persannel .63 .08
Legel Practioners AR 6. Sh
Finence - 39 5.00
Tohml _ TN 100, no

Sy e

_Heapandents were drawn from various occupational
gettings. A8 reflected in table 4.1.2; 24.73% were either
students or aepplicants; 19.61% teachers; 19.23 civil
servants; 17.3%% self emloyed people; B8.08% medicel

practioners; 6,.54% legel practiocnars while 5.0% represented

ﬁenple in finercial imetitutions,

Table 4, 1,33 Distripbution of Lonsumers by Yearly Income,

. Frecuengy Percentage
Income Group Distribution 9
Low lIncome 315 40, 30
Middie Incame ' 09 39.62
Migh Income 120 15. 39
No Response 36 Lb.61

Total ‘780 10G,00
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The result showeo that majority of the respondents
represented by 40, 38% belonged te the low income grouwp; this

wes 12losaely followsd by the middle income group repressanted

by 33.62% while the high income grous waese - sEs8Nted by
15, 3%, A small proportion of L.61% dld not indlcate thelr

yearly earnings,

Table 4.1.43 Freqguency Listribution of Cansumers by
Family Size.

Famlily alze uiii??zszizn Fercentage
Gmall 450 57.6923
Mgdium 222 28, 4615
b b . i 4 1. YD IB
No Reaponse 21 2.6923
Total 280 99,9999

Majority of respondents (censumers) 57.69; hed small
family slze, 28,46; nad medium fFamily size, 11, 15% had lerge
families while a negligible propertion did not indicete their

family aize.

x

ke 2 Copngumers' Assesement uf Lapels on
Processed Foode

Un the lssue of type af label informatlon, consumers
often found on locally processed fFoods items, the pattern

of response was @s reflected on tatile 4,2,
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fable 4,2; ventrinution of LONSumels!' ALSSESSMERtL
of fFood Labels.

Lagut:d woturmatbiun ¢ _LAPHQLEU anerved Fercentage
FEQUEILCY Freguency
drand ifiame Tau 702 290.00
tiat uf Ingreclents 780 ' s | 39,16
Uanue Lirvotives B é%% 1Re a3
jtorage Directiuves 8L ' 200 25.64
Additives Used 7B 144 23.58
Eapiratory Dnte TR =1¥] 10,26
sateh Humber T {7 8.58
Net Welght/volume 78 115 1L .74
froducer's loentity 780 ' L 36 55.80
liuarantee Seal 781 12 1.5h

A total of /80 respondents lndicated their experience
regarding the naiure of label Informotion often foung on
gssartec local foous. Accoroing to the result, méjnrity af
tne responoents, 9U0%, said Lrand name of food products was
most often uisplayed, & swall proportion of 39.16% sald they
fuund list of inyredients un fooo items, 38.33% found
usage directives, 23.58%, acditives used, negligible
proportion of 0,.,26% found expiratory date; yet a smaller
agroportion of B.%8%, batch number, 14.74% testifled to
tindlng net weignt/volune of twvod procucts; 55,80%
producer's igentity. Lastly, only 1.,54% often found @

display of guarantee seal on lucally processed food ftems.
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Rrgurdling the type of lebel 1c-*ortrutian sften found

Mr rmadyw baswesar garments, four wur e total number of

780 reapandents were silent., The result presented was

tuwrrn an 276 respomlents, the pattern of responses wase
gy retleoied on Lakrle L3,
latle &.3: Lursumers' assessment of Label Type
on Ready=lo-danr Oarmpents
. 0L : P

Label lnfurmation bxped tud QD?EFUEG grcentagea

Freguency Frequengy
Brare name Tt Ly3 54,51
Fibre content e 3u0 Lb.39
Oress vizes 176 315 LU.59
Laungry instruction 176 300 38,65
PFroducer's loentiuy i 279 35.95

Majorlty of responderis 54.51% atfirmed that bBrand
name was uften diaplayed cn labels of garrenta; 46, 39%
salicg fiUrE content was uften olsplayeo; 40.59% ssid they
often found dress stze tag; 368.65% sasld cleaning
instructions were aoften digsplayed while 39.95% satd
producer's identity was often disnlayed.

.4 [Cormsumers' Assessment of Labels
on Sosp/Lream

The ruestionnaire an spap and cream label was responded
to by 776 out of 78U cunsumers that puwrticipated in the

study. Ine response paltern was as presented 1n tsble 4,4,



Table h,48 Longumers' Hasegssment gf Types of Labaels
on Seap/Lresm,

T O T LI E;ggg;ggv ??;;E;::v Percentage
Brand name 775 32 55.74
List of Ingredlents in Lorrect ’

Proportion 775 L35 56, 12
Usane Uirectives 775 405 52,25
Lautionary Lepel _ 7% 165 21.29
19t Ain Treatment . 775 234 30.19
Prorucer's name ' 775 318 L1,03
Expiratory Date | 775 259 32.90

From the result of the dats analysis, more than half the
respondents 55.76% seig they often found 8 display of brand
name on locally produced soaps and crfeams. A slightly hlgher
percentage aof 56,12% effirmed lilst of ingredient in thelr
correct proportion wes often displayed on soep/cresm labels.
Ugage directlves label was attested to by &1,03%; storage
inatruction, 52.25%; coautionpry label by 21,29%; first aid
treatment in cese of product misuse by 30.19%; producer's
identity wus attested to by 41.03% of the respondents while
32.90% said they often found expirstory uete on labels DOf

80aps and creamsg,

4,5 Qemographic Information on Producers

Vemographic verisbles of producers covered in the study

ingluded hiophest educationsl guselificetion, job experience,



pusiness tyoe ond ulze. Following is the descriptlon of

varlables py percentage distribution.

Table L.5.1: Freguency LDistribution of Progucera by
Highest tducational Qualiflcatlion,

Wualificatinn Frequency
Fercentage
Food S0ap/
Producers LCream aﬂrme”t Total
akers
Makers
Frimary Six 0 b 2 [ 7.887
WARG/UGE g . R 1 1R "R Mok
T.C. 11 a8 2] 2 16 21.0526
NCE/OND 17 4 - 6 22 28,95
BA/HHL D 12 ¢ e 18,42
Mi'-\ E Pho DI - - - - -
Total 22 32 22 76 949,95

The result showed that a rather smell proportion (7,89%)
of producere in the study hag only primary six certificate;
23.64% tad WASC/GCE; 21.05% had T.C. II/GRE A/L., The largest
proportion of 28.95% had NCE/OND whlle HA/HND holders made

up 18. 4 2%.
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Tabl® 4.5.2¢ Freguency Oistripution of Pronducers's
by Job Experience,

Time o FrequEﬁcv Percentaqge
Przgggaors E?Zgg a:zzszt Total
akers

Under 1 year 2 8 b 16 21.05

1 - 5 years 16 16 JRRP &4 57,90

6 - 10 yesrs b b 4 16 18. 420

11 and above - 2 - (4 2.630
lotal 22 32 22 76  100.00

As shown on table 4.5.%, the progucers had hed varying
length of experience an their job., Those who had spent less
than one year mede up 21.05%. Those who nad operated for
1~ 9 yeals formed the largest proportion of 57.90%. Those
who had been on the jnob for & - 0 yesars formed 18.L27% while’
the gmallest proportion of 2.67% consisted of those who had

beern on the job for more than 10 yeara.
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Table %,%.31 Frequerncy Oistributinn of Froducera
by Type of Business,

Type Frequericy Reeponge

- , : Percentage
brogessors Crews  Gorment 107
Makers
Limited Lisbility 16 A 12 22 28.95
Propietory 16 2b ' 8 50 6%.79
No Hesponae - 2 2 b 5.26
fotal 22 32 22 76 100,00

vonsidering the nature of vbusiness, a smaller proportion
of 28.95% was operated as tLimlted Liabllity ventures while
a gregter proportion of R5,79% was propietory. A negligible
propartion of the respondents (%.26%) otd not ingdicate their

nature af business as reflected in tahle 4,5.3.

Buslness slze of the various cetegorles of producers
were alsc examined. This was censgidered in terms of wmmall,
medlum and large ventures, The pettern of responee is

reflected in table 4.5.4.
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ApduuCers

Palist hofaht b reyuenuy Whavi swgg ¢,
by Luglness dice.

gl

Frenuenuy Hesnon e HFercentage
Jusiness _
Jliey Froug suapf li@rment
Processurs Cream Makers latal
Mukers
stne il [3) 21 tiN] . 38 50.00
Mgkl un 1 e 1 3L bty 7h
Large - - : - - -
N Respanse ¢ - 2 & 5.26
Peovul o Se. ¢ 6 100.00

The varlious Uusinessss were uperatea in two
cutequries us retlected 10 Lable 4.3.4, [Ne largest
pelcentdee of SU% rtepresested small scole ventrues,
followed by 44,74% of medium category. There was none
in the large scale category while %.26% of the respondents

dgiag nut indicabte the size 0f thelr buslness.

L,6 Froducers' Labelling Practices

PFrogucers’ labelling were viewed in two dimenslon
namely:
(1) Production of labels,
(2) Hroducers' asseszrent of their
labelling practices.
The section that follows is a reflection of the

pattern of responge on these two lssues.
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Taple 4,6, 18; Frequency Distribution of Frogucere
by Source of (atel Knowledge.

Freguency Response

Knowledge Source Fercentage
food Soep/ .
Frocessory LITeam zg:zigt Total
Makers
Fellow
dusinesamen 16 20 4 50 85,79
Bovernmnent
Urficial b - B 10 13. 16
LGovernmunt
Fublication 7 ) 12 2 18 21.05
Total 22 iz 22 76 100.00

HFrooucepst knowledge ar \nformation on how to lapel the
products come from varinus channels. Majority of the producers
65.79£.gnt the informetion through their fellow businessmen
while smaller proportions of 13, 16% and 21.05% Qot label
information from government officials and government

publications respectively,
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Table 4.06.18: Frequency Distributlon of Progucers by
Label Designer.

Jo— ——— ~—
Freguency HRespaonse
Late! Heogucer Percentage
f ood Soap/
Processgrs  Cresm Garment Total
M Mak ara
akers
Artist 20 26 18 b& 86. 84
self 2 z 2 6 7.90
FI‘i E!I"Id - . 2 2 " 5. 26

Autopack nwig.Lltd. - - -

vifferent agents were used oy the pruducers in the
productian of product labels, Majority of the producers
(86.64%) got artist to deslgn the luhels for them, while
negliyloule percentages ol 7090% anil 5, 2o had their lebels

designed by self and friend respectlvely,
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Teble L.b, 10t Freguency Listrioution of rrooucers by
Label Produc *ion Guide,

Frequency Distribution

Guice FPercentage
food Soen/
Procegsors Lream a:::::t Total
Mek ers )
Other Labels 12 14 12 38 50.00
aovernment
Guidelines b 4 b 16 21.09
Friends'
Suggestions - 10 2 12 15.79
Uwn Initiative L b 2 10 13, 16
Total 22 32 22 76 4100.00

The study revealed thet lasbels for the goods under
study were proguced using verious guldelines. One-half of
the respondents (50%) patterned their lsbels af ter other
labels they had seen; about one-fifth (21.05%) patterned
theirs based on government guidelines, 15.79% relied on

-suggestions from friends, while 13, 16% trusted thelr own

initistive in producing their own labels. This distribution

is reflected in table 4.6, 1C,

b.6.2 Producers' Assessment of their
Label Content

The analysis in this section wee done in three
categories namely:
nssessment of label content by the various groups of producers -

food, garment and soeps and creams.
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Influence of viartsbles like educationasl achievement, yeers
of experience ... the job, size and type of businees,
Heasons for omission, if eny, of certain lanhel

information by the various categories of producers.

by Do 2K togu vrucessers' Label Information

Food pro. wssors who participatea in the study were
those engaged in production of such food ltems as baby food,
Fruit drinks, alcgonolic beverages, ¢hocolete, bread, assorted
flours from locel cercals legums and tubers. Table 4,6.2A
is & reflection of thc nature of label information the 22
procucers sald they pften displayed on their products,

Table 4.b.24% Foocd Producers' Asgsessment of their
Lapel Information,

Nature of Information Diiii?gﬁ:i:n Percentage
Hrand nere of Product 20 90,90
‘Proportionel list of Ingrediants 20 - 90,50
Batch number of product 18 ' 81.82
Food Additives used ' 18 81.82
Date of Manufecture 12 54.55
Explraetory Date _ 12 54.55
Net content 18 81.82
OCirectives on product use 18 81.82
Storage directlves 16 72,73
Producers' Identity : 18 81.82

Guarantee Seal a8 36. 36




The result of the study showed thet 90,90% of the
respondents indicated labels of thelr products often
carried brand name and list of lngredients in their

correct proportion, while B1.82% 8mid both the betch numbgr

and Food additives ueed in the producte were often reflected.

Amanfbing dRENG AF TP KK Sse e pupd pntdnn B the products,
54,55%% of the respondents affirmed théy often displeyed such,
Net content and usage dire€tives were often diaplayed by
§1.82% of the respondents, Storage directives were of ten
displayed hy 72,73, producer's ldentity by 81.82% while
Rualartee senl was often adisplayed by negligicle J6.36% of

the respondents,

4.6,3 Influence of Certain Varlgbles on
Labelling Prectices

Labelling practices of food processors were thsn
examined in relation to their educational qualification,
business eize, type of obusiness and yeare of experience on
the job, The results of the finoingas are pralgntnq n

tables 4.6,3 A, B, C and D,
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“s0d Processors! Labelling Practiom in Qelaticn to
Tucational Ackievemert,

Brand Net Batch s Jate of Empira~ Storage T ; ¢.. GQuaran-
Fhicatmal Naae Contert  Mumber Eves Mamifze- tory Jirec~ rqwmww . Wumwma Mmonewn.mu. 5 tee
Qualifzation ture Date tives e ¥ Se=:
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3 100 6 ™ 6 75 6 1 2 25 2 25 6 75 6 75 8 100 8 100 O o
10 83,3 12 100 10 83,3 1€ B3 10 $3.3 10 B3.3 8 66,6 10 83.3 683,310 83,3 8 3£.6




From the resui: a3 presented in tanle b,6,3A, holders
of National Certificate of Edycation showed moTe consistency
in thelr product labelling by touching an all especta of
label information, WASC holders defsulted in three aspecis
while Teachers' Grade Two Certificate holders defaulted in
one aspect of labelling. It could thgrafure be said that
the level of education hes ma positive influence an

labelling prectice of food processars.

Experience on the JOD wes shown to have a posltive
effect on labelling standard. As shown in table 4.6, 38
food processors who had cperated for less than one yesrt gave
very minimal informatlion in contrast with processors who

had worked for laonger time.
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In relation to type of busginess, the result in
table 4.t.3C snowed that operators of limited lisblility
ventures and those of proprietory business performed st
almost egual level with reyards to product laUell.ing.

In this case the nature ot bBusineas dld not seem to be a

factor that influenced labelling performance.
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Table 4,%. Pood Processors?! Latellivs Practices Solation to

Jusiness Tipe,
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A comparison of pusinees size showed that food

nroveac. ~g of medlum scale tusineas gave mre label

intoemation than small scale pusiness food processors.

Thia is reflectec on table &4.6. 30,
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butr.b Reanang for Non-Dlspliy of Certein
Labz]l Inforwatlaon on Proceased Foods

V4rious ressnns wele glven by the respandents for
failure to displey certain items of information on
product labels. A few Y.09% talked of fear of extra
cost detering them Tramn disgplayiog pronnftional ingredients
list,Dateh number, date of manufactute, nel welght/volume,
slorage directives ang guarantee seal of the product.
“nathor small nercentaye 9,009 said their reslre not to
revednl thielir trade secret made them nnt o displey list
of additives used as well as cate of magnufecture of the
proguct respectively. Another éroup aof reespondenta (9.09%)
explalned their lack at intformation on dates of manufacture,
expiration and guarantee sesl on the fact that they didg
not want t0 be expoused. Ancther group of respondents (9.09%)
attrivuted non-display of explratery dete to leck of knowledge
oh expected 1life span of the products. A claim of consumers
.high demend fer thelr produgt promated another group (9.09%)
not to displey datea of menufecture, expiretion snd guasrsntee
aeal. finally, encther group (9,09%) explained that they did
not consider it necessary to display usage directives,

producer's identity and gusrentee seel on the products,

4.5,5 LGarment Makers' Assesament of Lavel Cantent

Table 4.6.,5 that follows e a reflection of the
pattern of response of garment makers regargding the type of

information they displayed on their ... aducts.
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Table hobe5d Frenuency Uistribution of Label
Information by Garment Makers,

Yynpe ot Infarmation E:Eg:ech Fercentage
grand name . 18 81,82
Fibre content 16 . 72.73
Uress sizes 22 100,00
Laundry instructions |_ 9u:91
Frovucer's Identity 16 72.73

e anulyeis shuen that 91.82¢ ot garment makers
orten Jdla loyed prand name of their products, 72.7% the
fibre content while 0% often displayec oress size,

Launury instrurtions were often oispl wed by 90.91%. Laatly,

pracucer's identity wns often Muplayeo by 72.7 3.

oo Garment Makers Lapels in Helation to
some Variables

AArment mpkers wele degessed 1n relstion to their
-educational qualification, Jjob experlence, business size

ant type.
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Tanle &4,6.6A:

Garment Makers

Labelling in Relation to Educational

ualification.
Highest Total No. “ 5 '
Edacaticnal of Respon- drand Wdor:nﬁ Tess Laundry Producer's
. . Name Content  Size Instruc- Identity
Jualification dents
tion

) No, % o, % No. % No. % No. %
Primary six 2 2 W O g 2 e 2 400 2 100
WaAsC 10 3 30 a 30 " 30 10 100 3] &0
Talis 1l P 2 00 2 100 2 wo 2 100 2z 130
NaC.o. /00D o N bk & ba.b b 130 B 100 & b6.6

2 2?2 140 2 100 2 W00 0 a ? 1030

8, A./ HND




Ity result snowey someg consistency

ot respu o~ wy all level of gualifications in terms of

77

In the pattern

sych label information as dress size and lsundary ilnstructions.

nolders of Teachers' Grade 11 Lertificate consistently

displayed camprehensive lapel tags than the rest.

other areas like prang name, flpre content, and producers

icentity, the pattern of response did not follow eny specific

qystem, 1L cennot pe saio Lnat one educational Qroup wes

morg conhgistent Lpan Lre atiwr,

faple 4.0L,6.8: Garment Makers' Lsbelling in Relatian

to Job Experience.

—— e —

. dranc Fibre uress Producers
;q‘;'mnn_ Name Lontent ailze  lnstruction ldentity
dents No. % No. % N, No. %
under
1 year 5] 4 ob,b 2 33,3 6 100 L b6.6
=5yrs 12 10 83 10 83 12 100 12 8 66,6
t- 10 b L 100 2 50 4 100 2 b 100
11 and
above - - - - - P

Un the issue of years of experience there did not

geem to be any advantage of prolongeo experience on labelling

infarmation provi uee by the producers.
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Table 4,0,6U: Garment Makers' Labelling in Relation to

Busineas Sizwe,

k- [ —

Froducers

, Frodurt Firnra T eas T lalila
r;;;““bh drang Lontent Yize lnstructions Identity
wd

No. % No. % No. % iNo. % No. %

small W H BU 1w Mo 100 D i 80 6 60
Mpgiumid A8 Bl B 20 B2 (o E N 100 b 40

whether the busipess was amall or medium did not seem to
Pave romarkahiv et ey on the taueliiayg proctices of the

PIUSUCErG.

Table H,b.but Larment-Makers' Lapelling in Helation to
Business Type.

) . Froguct  Fipre uress Laundry Progucer's
?“31”“55 Hr end Lwantent slze Instructions  Identity
yne

No. % iNo, % No, %  No. % No, %
Limi ted
Lisbility 17 & bbb 8  bBh.6 12 100 b 20 ] 50
Pronrle-
tory 8 &8 10 8 100 a 100 B 75 6 75

Fram the result it could he said that bDusiness type

did influence the type of labels that ready-tp-wear garmentsa
cerry, Proprietory business enterprenures conslstently werse

found to provide more label information than thne limited

11apility ones.
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4,6,% hReasons for Umission of Cirtsin
Information b, Garment Makers

Ao reassgons were advanced for oany lazoel informetion

Lt s omittod.

4,5,B8 Somp and Cream Makers' Assessment of
Their Label Information

Regpondents in this qroup were involved in the
pro Juction of assorted ygoogs. Those engaged in cream
provection foroepd tne majority of L3,/9%, followed hy hudy
Cleon pruaoucers gt 29%; nmdiuHLuu Lallel sugp and detergents
12. 3% respectively and lagtly cleansing lotion producers

6. 25%.

T npture ot informgtion they often displayed an

their products is reflectes in taole 4.8,

Table 4,.0.8: Label Use by Soapn ahd Cream Makers.

.Nature of Informastiaon Ezﬁgtencv Fagrcentage
8rend name : 28 87.50
Proeportional Ingredient list 2 75.00
Usaye Dilroctives 11 34, 38
Cautionary Label : 10 31,25
18t Ald Treatment 10 31.25
Batch number . B 18. 75
Expilratory date 6 18,75

Producer's Identity _ 10 31.25
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“e ahpwn in table 4.8, majority of thne respondents
87,5% often disglayed the brand name of their products,
T ) rewnLredeEnls dlspleyed propartiongd llst of
ingredients. Usage directives were often displayed by
34, 38%, coutionary label and First eld treatnent by 31, 25%
hateh number ang expiratary date by negligible 18.75% while

praoducer's idontity was orten disnlayed by 31, 25%.

Lo,9  Sgap und Creom Maker's Label Agsessed
in el stion o Certsin Ysrlables

S0a0 and Lream Producers laoelling aractices were
revigwed in relatlon to producers educational attainment, job

experience, business size ana type. Ihe pattern of response

was 7y Follaows:-

From the result, given in taple &4.0.94 noloers of
Tewpcherst drane Il snoweo a congistent lower level of
plooeel cuitent lauelling than othel cetegories. The fact
.that even Primary six Lertificate holders provided more
late]l content than Grade Il Teacherp'! Certificete holoers
made 1t Uiftlcult to concludz that level of educetion had
gignificant pogitive impect an the producers'! stenderd of

labelling,
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Tabk 4.5.9A: Saompg and Cream Praducers Lahelling Practices in Relation
to Level of Education.

Procuct Froduct usage . ... First 8atch cxpira- Producers
3rand _antent Jirec= - Aid lumber tory Identity
tiye Treat- date
. . ment
«2ilfication x
.o % 0 % No X Yo % o % NO 0 Mo % No %
primzy six b X -~ . m®mg 2 so 3 733 75 2 58 3 75 2 75
deaas 5 10C - 100 & 7% &L &86.35 &4 00 & 120 3 75 5 100
T i = N 56,2 > 33.3 2 3.3 3 333 3 s 2 33.3 2 33.3 4L BA.6

- .-

W1
(W]
A
(9]
o
™
N
o
"3

L1800 4 4 100 s o 2 50 2 S0 2

Lofe,

66.6 0O a 1] o & 03I

an
8 &)
L]

(o0}
o

34/ 12 10 83 C 100 10 83.3 8
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Judying from the resu.t, lonyg yeaers uf procuction
expul'lence dgig not seem tn have any positive influence
on lavellinyg prectices of producers, Those who hed been
on for oguoer ten yedrs reflected anly product trand usage
directives and provecers' igentliy thervby ignoring other
vital information areas. Frouudcers ;ho Nnad not oeen on for
up to one year proviged more information than those with
lonyer yeors ot experi, vge, rroovucers witn 5 - 10 years
of experience and 1 - 5 years showeo a more consistent labelling

standard than the other twn extremes, zs their labels touched

on all aspects of information.

Tnis pattern of response is shown on taole &, 6, 98,
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Table 4.6.58: Soap and Cream Producers' Labelling Practice in Relation
to Jot txperience.

i et U . 3 '
Praduct mHonLn: sade  ~_ . +:qn ﬂwumn 8atch Expira- nﬁcmmmmw s
dr=nc sontent DJirec- Aid “umbe O=ate Idenzity
Producers! tive Treat- ' T
Years af . ment
£ .
XHETiRACE Ng ¥ do ¢t % % No % No % No % Mo % No %
1 vear (&) 8 150 8 102 & 100 8 1Mn A& 1B N a0 0 8] )
1 - 5 (16} 10 100 8 50 g ©=n 5 50 a 50 & 50 g 50 I §2.5
6 - 10 (6) 6 00 6 W0 L 66.6 & £5.6 3 S0 & 56.6 3 50 L 66.6
i (2) 2 100 0 g 2 W0 ¢ 0 @ 3 0 o 3 D 2 100




'y relation to labelling and pusliness size, the result
shtwet! i bomedium SCaley 00 A gresm nrogucera provioded
more lanel information than small scale producers.

Tnis is reflectey in taple b.n,9C,

It ulfect gt Lus tinees, Ly @ Lapel Lln,“ wHdsS @glso

gximt oty The result 1s portrayeg 1o tacle b. 6. 90,
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Table 4.5.%: Sosp 2nd Cream Producers Labelling Practice in Relation
to Sucginess Size,

drand . us3ge Fi x0 i '
g —antent r__.m uu -zutian rst Hatch Sxplla- Producer’s
same Jirsc- Aig Number tory Identity
tive Treat- Date
Ausiness Jize . ment
iC % o % No * o % Ao % ND % No ) 4 No %
Small X h= A 18 =213 I [ 53 10 50 R ? 10 z pt
Mediunm % '2 10 A 75 12 D0 o A3.3 0 23,3 1 43,3 10 B3 12 100
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Fruv ti Fesuati 1V wab evs P t pruprietory
Dusiness enseryreneurs provideos more (uel information
IR0 Y Cysineasmer, ot liwmieg (l=tlilty 3egtor.
ey Tie? i SET fidq 1 oedttean. T L iternt, usage
and procucer's iogentity 1gnoring areas like caution,
first alc treatment, natcn numoer «4na life span of the
£ laet, ! b o TR - ; Cualt e sald to

UL rutuet 1 atiedlliog SUatr Lt oY Ut aNd Cream

b obog? L _ S n 3 Bditaty = some Label
Tayd shea b ot . ream Makers

jarious reasons welre a.su 4dv nsed for their
nnon=cigalay of certain information, inuse who did not
S ronoytivhg: cnygrecient siu sald they gig not
Witlh Tw @8A4,0U0%: Wheil Loty aseliel .. Inuse who displsyed
nu Ladtiun claimeg wnelr product woas nErmless so there

Fur pussitole fitsl aiu Ltrestment in case of

FURE = U ey
Preiuet mi suse, Jispluy ot Latch numoer was thought to
De unnecessary s0 also expirstory vate. Filnally, those
who 0id not display thelr identity sald they preferred

nuL tu DE XKNOwWn,

Le7 Discussion

All the consumers whro participated in the study
nac at least the pasi. mipimum egucation, This fact

raue 1t nossinle for them to reag any written information,



- . ) : g8
incluning product labels. The pruﬁucers egually had had
formal education ranging fram primary to university
level., As & resull, tney tuo nNagd been equipped such that
thiy could understand the 2asic requirerments for good
labelling exercise., Majority of the cunsumers were
invalved in meaningful engagement gutside the home,
That megant that they might have been forced by clrcum-
gtance af outsicge emnloyment leadiﬁq to time canstraint,
to patronise consumer Qoods provided by others,

Moreover the concumers all nhoad nousehnolds ranglng
from small to large. Thelr yearly evarnings, also spread
from small to large, with majority fallinyg into the low
income bracket., These facts Euulu prompt tnem, especially
in this era of severe ecunumipg halyship, to desire to
gerive maximum benefit from any financial expenditure to
gnzhle the fFamilies survive. Their scrutiny of product
labels, coulo tnerefure, 02 one aspect of maximizing
benefits derived From acqulisition of consumer goods,

From both the consumers' and food pru;aaaura'
ratings of labels on locally processed food itgmp, the
most often displayed infarmatiaon was the bfund“hume a8
reported by 90% of comsumers and 90,0% of producera. Thise
practice is simllar to the situation that was reported by

Campbell (197&) as being prevalent in the United States of



America in early 20th century,. Irough other types of

infirnmation o+, list of ingredients, 3ocitives used, usage
it MLurange cirectives, arcdect Life woan, batch number

inr nroducers! igentity were also visnlayed, thelr

fregquencies of occurrence were not @3 nigh as in the

case of product orantd,

e resulls showeo Lhgl tne jpye) of latiel information
pruvideo vy fopo processurs might Le dssuclygted with spme
varianles like Bgucatiovn, years ol gxperience ano size
Ay tyoe of bDusinegus, HuLallun tar nstunce was shown
Ll pusitively inrluence pruuct lavelling of fopod
orocessors. The same pattern was noted with regsrds to
ve4rs of experience where lann Lime Hrocessurs gisplayed
mure infurmation than new camers, unhether a business was
a one-mgn venture or a corporate one gia not affect
food-proguct labelling. Big businesses were shown to
give more label infurnaticn tnan smpll ones,.

In the case of reaoy-to-wear garments, S4,5% of the
consumers rated that brand name was the most often dlsplayed
information, while producers' identity was the least type
of information on pisplay., ' rogucers! rating of thelr own
labe! practice showed brano display frequency of 81.82%
with oress size having the hignest cisplay frequency of

AUU%. From conNSumBrs responses, it was also found that

pgroguct brand was tne most freguently visplayed information,



S0

1t was founo tnst nrivate Lusinesses oroviced more
labe! information tham carporate ones. VJariables like
prodjucers' eoucational attainment jon experience and
28 uf pusiness iG Nul Sxerl pos. tive ol neygative
influence on laoelling stgnwdegra of prudurers. uwhere
label information was omitted garment makers made no
glredpt tu v« latn thelr atliltuge,

e yreing SUay ot GTEO cabers, cubsumerst rating
of pranp tag stoog atr $5.7L% witn proporiiunal listing
Woingredienty rated at YL.IZ%.  Iny s showed a slightly
nigner rating of O.4% ingregle v 1. a3t udinst prang
experience, The lezast ofren founc label intformatlion
was cautionary label, as reported by 21.29% of
resnonneents,  0On tne other hana, arutucetrs' rating showed
that brang tag was the most of ten visolayes information
naviny frequency occurrence of B7,.50% as agalnst 79%
ingrenient list., The least displayeo informatlion as
renurtien by nroducers themselves wes batch number and life
span of procduct. Thus, as in the case of processed food
and reacy-to-wear garments, the most popular practice
amonyg soap ang cream makers was tne oisplay of product
prang while other wseful pits of informnation received

less atitention from the producers.



91

toucational atrainment ang yewrs of experience on

Lthe b

vig not seem to postively influence soap and

Crean makers' labelling. watnet seuysle witn long years

uf vxperience provideo less information than others.

Medium scale ang privale ousSinesses pravided more

intormation than 2ither small scale or joint ventures,

some of tne uses tpo which labels can be put had

been icentified to include tne following:

1)

(3)

(&)

(5)

(6)

Giving igentity tu voth the proguct and
its pruoucer (Busn anc noustun, 1985),
Informing tne consumer about pruoduct
characteristics thus guiding in its
selection (warmke, 1972); (ilgogwu, 1988).
Directing cansumer on pruguct use

(Fynn, 1969).

Warning about harards in its use where
applicable thus prescribing antidote or
First aic treatment where necessary
(Walte) ano Cassady, 1976).

Indicating proguct life span for safe use
(Bran and Law, 1972).

Helping the consumer to lucate the
progucer whenever there is need for

contact (Horn, 1958).

Given the labelling sltuation prevalent in the

area of study, it is doubtful whetner consumers can

realize some of the uses to which labels can be put,
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In treir searcn for ano subseguent use of local consumer
GuLds, LhEse .uleufel s WUGLO UE 'uPLew Lu rely mostly
on previous Lranc eapErience onc triecl gnu Brror usage
and care as earlier explained by Horn (1%68). 5Such a
iltustiun whetlv LUfisuMmeErs gle denled Lne right to
cewlate infFormation (e thellr Arutu: U seadarch may not
guarantee pleasant consumption expecience.

'me producers 1n the stutly hato attributed thelir

non=¢isplay of i peniensive inform-tior on thelr

PNroduicls Lo various reasuns, line ot such reasons is

tnep fFear of incurring extra nrutection cost, WYhen ogne
renpmbers thiat prutuetion cost 1s alunays passed onto the
SOSUMETS, ONE wultiers whELtrer 1ssue of proguctipn cost

woulo be a good encuagh reason to justify denying potential
consumers the right to accurate product information,

50Me Progucers glirivntuee trel: nun-ciuplay of proouct
life span to their lock of xnuwlfoge atuut tne shelf

1ife of the fooo items they processed. This revelation

ghoulc pe a serious cause of concern to those who

ungerstand the implication of situations where consumers
are left at tne mercy of those who offer services, the
tecnnicalities of which they do not really understand,
Alsc, a situation where fooo processors believeo that it
was not necessary to display usage directives, expirastory
dates and batch number reveals a situation where issues

that oeserve serious consideration are often ignorea.



4.8 Implications of tne Finmn;is

Seeiny that local manufacturers go not always supply
the much needed vital lapel information, there is need
therefore for cinsumers to wske up ano fignt for their
right, This coulc pe done by formetion of very asctive
CONsumEr pressure groups that woulo ne alert in spotting
producers' malpractices and oringing such to public notice.
In auoition cangumers must learn to reject sub-standard
goods as an alternative megans of gettiny producers to

camply with labelling specifications,

Cn the part of the nronucérs, tnere is need for a
more contentious attempt st proguct labelling. Those
producers who do not know what information to supply should
be bold enough to seek for assistance from the appropriate

Quarters,
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i | |
SUMMARY , CONCLUSIDNG AND REUCimMenDATIONS

5.1 Symmary

The study wes undertaken to 1dentify the content
ﬁf lghel Informmatiun producels ol congumer good like
procegsed t'ood, s0ap and cream and garments in Akwe Ibom
otate aften digplay on tiwlr goous. The int'luénce of
variasbles like educatlon, job exparience, business type
and mize on labelling practices of thw producer's wes alseo
exgmined. Informgtion was collected througn pre-tested
guestionnplre adininistered on 76 progducers and 780
gconsumers thrsughout the State. The guesticnnaires sought
information on socio-economic charmcteristics of
respandents and the content of label information producers
often digplayed on lanels of selpcted locally-made
congumer goods.

Data collected were analysed using freguency
distribution and assaciated percentages.

The results pf the analyals of processed food's
labels showed thet the most often displasyed lebel content
was bragnd nameg., This fact was revealeu by both cOnsuwers
and producers indegpendently, Hroportional list of
ingredients ranked next according to0 consumera! rating

while its display eccording to producers' response was



95

just as high as product brand. The label content that
received the least attention accorging to the ratings

of tne two growps - consumers pnNgd producers - was
guarantee seal. The life span of processed foods was
also minimally displayed. By consumers rating, producers
identity received average attention while tFe producers
themselves claimed that they alwsys, as in the case of

procuct brang, indicated who the producers were,

riigher education ano lony years of experience on
the job were shown to account "Or more comprenensive label
content on food products. Medlum scale businessmen also
provided more label information than small scale businessmen.
Jnether the venture was corporate or personal dig not

affect the level of product laselling.

Some reasons were advanced by the produceps for the
lapses in product labelling, Mmang reasons identified
were producers' desire to reduce production cost, maintain
tﬁeir trade secret. Thelr ignorance conceprning expected
life span of the progucts end aroducers feeling that some

1tems of information were really not necesseary.

Regerding ready-to-wear gesrments, brend name was
the most often displayea {tem according to consumers'
assessment, Even where this was noted the freguency of
display was just sbove sverage. Producer's identity was
geen to recelve the least sttention, according to

progucers' ratings of their own percormance. Oress size
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was uispieyesc at cvelry instance uf preuuction, followed
by launcr, .nstreitiurs wit" Drana nagme receiving the
thita glate cunsiuceratiun, MAmong such varliables as
eoucation, job experience business size ang type, only
Dusineus tyve Na vt Yirant ang pesitive influence on
lavelling perfarmance of carment maki rs.

In the case of sodaps sno creams, consumers reported
that nrepertionel listin I inureaicsnts was effected
A1 @ ulightly bicker gimension than the Brang name.
Cautionary label was une leust inuvicatea information
Lidy. Aroducers responses indicuteo tnat progdyct brand
recelved the greatest attentien fol loweno by ingredient
list, CLautionary label came Secunuy Lo Lthe least in
orger of use, The larger the business, the more the
laose! content displayea. Also privete businessmen
reflecteo more lavel countent thaticurporater business
enterpreneurs; education ano years of experience did not
seem to exert posltive influence on labelling practices
of prugjucers,

5.7 Lunclusions

Baseo on the fingings of the study, the following
conclusions have been arrived at:

Label content most often pisplesyee by Food
processors, garment maxkers and sSosp and cream makers

in the area of stuoy was the brand name,
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Food processors ahowed & higher sense of commltment
in branding their products than both garment makers and
g0ap iingd credm prdducers.

Display of life span of food items was not consgldered
an important sspect of product lehelling by producers in
the study area.

Uther label contents like usage nr care directives,
product camponents and others even though displayed, were
not treated with the seriousness they deserve.

Samg procucers did nﬁt seem to reslize the need Fnr_
comprehensive lahel informatlon on consumer goods.

Mogt mongumer poods' labels were desigred by people
who did not guite understand the reguirements for good
lepels, This fact wes deduced from what was used as guide
during label production and saome of the reasons advenced
by producers for omitting vitzl informetion Prom their
products.

Varlables like education, Job experlence business
alze and type did not influence the different groups of

producers in the same way.

5.3 Recommendetions

One of the basic human rights is the right %o
obtain needed information. Results of the study on

labelling practices of producers of local goods have



shown that consumers hgve been denied the right of
obtaininy accurzte infnrfmustion On sOome cunsumer QoOdS.
Un the basis of this, the following recommengatigng

aTe Mmade:

He 3.1 Fov Ltne ydavernnent

Appropriate government agents snbuld mount gerious
educational campaigns to enlighten local progucers on
requirements for pruper product lakelling. This could

be achieved through seminarg and conferences,

Follow up studies shouyld alsa be carried out by the
government agents t0 assess the level of performance of
the local producers after they had been given the

necessary orientation.

Yanctions andg penglties should be prescribed and
enforced on producers who fail to comply with government
directives
- Conaumers alsp should be enlightensd on thelr right
to accurete product lapel infprmation. This too could be
achieved through seminars and conferences organized by such
bodies as Better Life for Rurel Dwellers; televigian and

radio progremmes.
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H5e3.2 For Future Research

Study should be conductec to determine how
consumers usually react to inadeguate product lanel
information,

Work snould te carried out to examineg the content
of lavel information on other local goods apart from

the ones coverea in this study.

a research shnuld be conducted Lo Uetermine what
steps various government agencles have adopted so far to
get local producers to gbserve and effect government

regulations on commerclial matters,
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HPRENDIX T.

JISTRIBUTION UF CONSUMERD BY STATE CAFITALb

AND LOCAL GOVERNMENT AREAS

_ . wo..of O
Location wapital wueation- Re;eived
: nelres
‘glven out

Uyo Uyo _ 340 320
Ikos ckuene lkot ckpene 4 30
Abak Abak . i 29
Eket Eket ' Ll 331
Etiman Etiman &0 31
Gron Cron ‘ L0 28
ltu Itu - Ay} 29
Ikane Ibiaku Ntok ﬁkpé 40 27
Mkpat.Enin Mkpat Enln 40 30
Ikot “basi Ikot ibasi 40 29
Uran Iy 40 27
Onns Abet LD : | 28
Nait Ubium Ikot Edlbon 20 12
Nsit Ibom Afahg Offiong 20 _ 13
Uk anafun Uk anafun | 2a R '
Ekpe Atai Cdot : 20 12
Ini Udoro Ikpe 20 11
Ukobo Ukpedi 20 14
Mbo Enwang 20 10
Oruk Anam Ikt lbritam 20 11
Urue Ofong/Oruko  Oruko 20 12
£tim Ekpo Utu Etim Ekpo 20 11
Uguo Ibenc Uguo 20 15
Essien Udim Egsien w“nnang 20 10

Total

1,000 780
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APPENDIX If

Department of VYptationgl and
Technical Education,

Anmadu Bello unjversity,
Zaria,

Dear Respondent, .

I am a student in the depertment mentioned ahove.
I am vunderteking 8 study ocn labels on locally produced
goods, The findings of the study will te a polnter to
what can De done to improve the welfare of consumers
and local producers alike.

I, therefore, wish to request for your coaperation
in participeting in this study., Flease respond to the
attached guestionnaire as hanestly as paasible.

I asssure you that sny information given will pe
trgated with strictest confidence.

Thank you in advance for your effgre and time

expanded in completing end returning the guestlignnalre
in good time.

Yours sinceraely,

Enoh S. Inyang (Mras)
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APPENDIX 111

FOOD PROCESS0RS JUESTIONNAIRE

Plesse you are NOT expected to write your name

anywhere pn this guestionnairle. -

SECTIUN A '
In Nos, 1 - 7 kindly clrcele the answer that is most

agplicable to you Fram the [ist jlven at the end of €ech

guestiaon,

1. State your highest educa;innal qualification:
a) Frimary 5ix
b)  WALC/GCE QL/RSA/CLty eno Guilds
c) Teschers' Grede I
d) NCE/OND/SRN
e) B.A,/HND
f) M.A. and above.
T 2. for how long have you been in food proceesing
businesa?
a) \Under 1 year
b) 1 - 5 years
t) 6 - 10 years
d) 11 years and above,
3. Wwhat type of business 1s 1t%
a) Limited Liebility

b) Proprietory.
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L, dhat ig the capacity af the business?
a) &mall scale
) Medium scale
c) Large scale.
SECTION B
5, How dig you get to knouw bthet you.should lasbel your
procuc ty
a) Through e fellow processor of food
b} Through Government official
C) Hy reasding government publications,
B who prepartes your lasbDels ot youl
g8) Artist/Printer
b)  Myself
c) « friend
d) Autopack (Nig) Lto. .
7. what did you or the person use a8 guidae?
é) Uther latels I have seen
0) Ugvernment guidelines on lebelling
c) A& friend's suggeatian |
d) y own initiative,
a. Jpecify the type of product you make,

The following types of informatlon can be displeyad
on lenels cof processed and packaged food items,
tick ( )} after each statement, the one you often

display on your procuct.
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a) Hrand name of proouct

p) List of ingredients in the correct proportion
c) datch number aof product

d) Fopd adoitives ugsed in the product

g) Uate of manufacture ‘

f) Last date proguct should bDe used

g) Net weignt/valume of product

n) Jirectives for use of procuct

i) storage directives of proouct

3) Manufacturer's name ano address

k) Guarantee seal.

1f there are items in #o., 9 you oon't often display,
briefly state why you don't even bother about them,

L B B I I B O L B N L B A U B O B O L NN
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APPENDIX IV

SLmF miU CHEAM AND PUMADE MAKERW QUESTIUNNAIRE

Flease you 2re NUT expected t0 write your neme
anywhere an this guestionneire,

For Noms. 1 - 7 kindly circle the answ2t that is
most applicable to you from the list glven at the end

of each question.
SECTLON A
1. Ytete your hlghest educstional quallficatian.
a) Primary six
h)  WASL/GCE OL/RSA/City and Gullds
c) Teachers' Grede I{/GCE K1
d) NCE/OND/SRN
B)  Heéae/HND
f) M.w. and asbove.
2. Far how long heve you been in Boap and cream‘and
pomade businessg?
a) Under 1 year
b) 1 - 5 years
c) 6 - 1D years
d) 11 years and abuQe.
3. what type of businegs is 1t7
g8) Limited Liability

b) Proprietory
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k., Jhat 1s the cauacity of the venture?
a) amall scale
n) Medium scale

c) Large scale.

SclTi0n U
. 0w did you yet to knNow that you shoulo label your
proguct?

a) Tnrough a fellow soap ano cream and pomade

proJducer.
b) Through government official and publication
c) By observing other simiiar prooucts,
b. Who prepares your labels for youi
a) HArtist/Printer
b) Pyself
c) A friend
d) Autopeck (Nig) Ltd,
Pu. what did you or the person use as Quide?
a) Other lebels I have seen
b) Government guidelines on labelling
c) A friend's suggestion
d) My own initiative.
8. 4hat type of product ¢o you produce?
a) Halr cream

b) Body cream
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e) CLCleansing lotion

d) Detergent

g) tMpdicateu toilet soan.

Each of the following information can be digplayed

on your type af product. T;ck ( ) the one you slways

display on your product label.

a) Urand namg of product

b) Llet of inyredients in their correct proportion.

c) UOirectives for use of product

t) Warning against pnésible harm from product
misuse.

e} Possible first aid trestment in cese of product
misuse.

f) detch number of prouuct

g) Leat date product should be used

h)  Maenufecturer'e name and addrese.

If there sre items in Ng. 9 that you do not often

display on your product label, kindly explain the

reasan(a) far your omiasion,

LA R RN R RN NN RN R RN ENERENENERENENREINNE NN NN

LI I T BB IN BT BB BN N RN N N R RN BRI IR I B B N R NN NN ]
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APPENDIX W

GRRMEWT MAKERS (UESTICWNAIHE

Flesse you are WUT expected to write your name
anywhere in this guestionnaire,
SECTIUN A
rindly circle the ansuer that is most applicapble to
you from the list given at the eng of each guestion,
Te State your highest eduLstionzl guelification
a) FPrimary six
b)  WASC/GCEUL/RSA/CLIty and Guilos
c) Teachers' Grade II GCi Al
o) NCE/OND/ SRN
e) B.A/HND
f) M.k. &no sbove.
2. For how long have you teen in garment meking businges?
g8) Under 1 year
b) 1 - 5 years
c) b - M years
d) 11 years and anove,
3. wnat type of business is 1%7
g) Limited Liability

b) Proprietory
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Jhat 1s the capecity of Lhe businessqy
a) -mall scale
b} tedium scale

¢) Large scale.

TION 8

Haow did you get to knaw tnaf you ahould label your
product? .

a) Through g fellow garwment maker

b) Through govermment cfficial/publication

c) By observing other ready- to-wear garments,

who preperes youlr labels for youtd

d)  Artist/frinter

b)Y Myself

c) « friend

d} Autopack (dg) Ltd.

What did you oT the person use as guldel

a) UOther lebels I have seen

h) Government guidelires on lmbelling

G) W friend's suggestion

d) My own initlative.

Each of the following statemente can be dlapleyed
on procucte like your oyn, (Tick ( ) the onee your
often reflect on your product label,

a) Froduct brend name

b) Fibre content of the garment e,g. 70% cottaon

and 30% polyster,
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c) uJiess size e.y. size 12; W or 16;
amall, Mecium, Large.
d) Laundry instructions

e) Producer's nahe and adoress.

If there are items in wo. & that you do not aften

display on your protduct .sbel, kinoly explain the

reason(e) fer your omission,
LA L I B L O I BN A B L I B L N N N TN NN N TN

L I I T I I )
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ARPENBIRA !l

QUESTIONNAIRE FOR CUNSUMERS

Flease you are NUT reguired tn write your Name
aNywhere on the guestionnsire.
SECTION A

Kindly select the enswer that i; most applicable
to you from the list given at one eng of gach questian.
1. Indicate your highest elucatlonal guelification.

a) Primary six Certificate

B) WASC/GLE COL/RSA

c) Teachers' Grade 11/uGCE Wl

d) NCE/OND/SHN

2)  Bywa/HND

f)  Iess and uwbove.
2. what is your occupatien?

SpECLIFYE teiecetsrninanroertasctennuacananacansas
3, whet is your yearly income?

a) #1,000,00 - #5,000,00

h) #5,001,00 -~ #12,000.00

c) #12,001.00 and above.

4, What is your family size?
al] 1-5
B 6 - 10

£) 11 eand shove.
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fhe tollowinyg information should be displayed on

each of the categories of products A, 8, C., For

gach of the groups, tic< ( ) the items you often

fino ogispleyeo on product lapel of locally

produced item.

SECTION B

S Frocessed Fobpuds
a) The brend name of processen food
B) List of ingrecients in their correct propaortions.
¢) Directives on product use.
d) DOirective on now tn store locally processed foods.
e) List of adoitives often usec on locally processed
foods.
f) Last date the product should Le used.
9) datch number of the locally processed foods.
n) et welght/wolume of the locall processed foods
i) FProducer's name and address.
J) Guarantee seal,
SECTION C
6. Garments
a) Brand name on mgde-in-Nigeris garment.
b) Fibre content, e.g. 70% cotton, 30% polyster.
c) Orees size, e.g. size 12, 14 etc. or smell,
medium, large.
d) Cleaning/Leundry instructions.
) Producer's name and adoress,
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s0ap and uream

a)

b)

c)
)
e)
)

q)
h)

Hrand name of locally made soaps and cresms.

List of ingredients used in locally produced

soaps and creams,

Storage directives,

Usage directives.

~arning mgeinst posziole narm from product misuse.
Fossible flrst aig measure that should be taken
in cese of problem erising from use of local
s0aps and creams.,

Producer's name and address

Lest date for product use.



