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The main objectiy
evaluate the degrce td
the package designer 3
determines a product'gd
to the consumer throug
of its package, Thc 4

study were;s

(a) to determind

vii

STRACT

e of this study was to

which the relationship bi twecn
nd package marketing/clicnt
personality, claims and bunefits
h the structure and graphics

pecific objectives of the

the nature of the task of

both the dciigncr and the marketing/client,

(b) to evaluate

the contributions of the designer

and markcting/cli nt to products' package

designs in #

contribution

erms of their relative

s: who has more say in the

package desﬂqn,

(c) to identify

for package

(i) reasons
(ii) the rol

(iii) communi

the communication objectivce

design in terms of+
for package designy

c of packaging im produa$ marketing,
cating the package design

objoctives to thce designer,

(d) to evaluate

in the area

impact, imag

gencerally the package graphics
of in-store recognition, visual

e mediation and overall appeil,




viii

(e) to determine|the consumers' perception of
the product in relation to the intond.d

message,

Three sets of queLtionnairus were administored,
onc cach to the designirs, marketing/clicnts and the
consumers, Data collcgted were either convertoed to
frequencics, percentagis or means using the
Statistical Package for Social Scicnce (SPSS).

These were employ . d inf analysing the data and
computing of th: resullts of the findings of the

study.

Among the concludgion drawn from the results woere

that:

1 Clicnts have |no adequate knowledge of tho
nature of thg designers' work. Designers
are not provijded with specific communication

obj:ctives when designing the package,

2 There is no ipcoentive such as refresher
courses, semi$nr and a professional body to

which the desfigner could belong,

3 Ppackaging 1ndhstrius do not conduct rcscarch

to ascertain tho tastes of the consumers,




4 The marketing/¢
m2king in the p
designor. Pack

reflect the cre

5 There is inadeq
of machincry ah

of manpowcr,

ix

li-nt has more say in decision
ackaging industry than th.
age design does not actuslly

ative will of Nigerian dcsigners,

uacy of raw materials, lack

d spare parts, and shortage

6 Consumirs resppnd to package graphics: iis

visual impact,

appeal,

As a result of tq:
several recommoendations

effective packaging ag

shclf impact and overall

conclusions of this study
for planning and implomcnting

wcll 2as areas for future

rescarch were suggested.,
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DESCRIPTI

XV

OF TERMS

Advertising Firms n

organisation that design

creating, producing and

efers to an establishment or
s package along with

circulating advertisements,

Consumer is a buyey of packaged goods or

products.

Design may mean th+ material, structural

functions, shape, colouy

the package,

Designer refers to

artist who creates and

Marketer is a pers

relations between his f

, texture and graphics of

a professional graphic

produces designs.

pn who structure the

irm and its customers so

as to further sale of

Marketing/Client

client that commission

design,

Package Design ref

I

Packaging Industr

package but to the gra
material, structural f

texture.

hics of the package,

ods,

fers to a marketer or any

the designer to produce package

ers not to the product in the

its

nctions, shapes, colour and

is an industry that designs

and/or produce desiqgns
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Chapter 1 |
|

INTRODUCTION

1.1 Background of the Problem

|
Nigerians have aléays practised packaging in

cne form or the other. | Certain food items were

packed in gourds, potsJ leaves baskets and in

recent times others wene packed in cans. Accerding
to Akinjogbin (1986), Toriginally, leaves, hollowed-
out tree, limbs, gourds, skins, reed-baskets, anc
earthenware vessels wele used as containers. As
civilization progressed and bec@me more complex,
container bottles were |developed to meet specific
needs." Packaging then was not necessarily for
preservation but for easy transit, display and the
sale of produéts. Th]sa forms of packaging were
practised in other parés f the world. Davis (1969)
acknowledged the wideséread of those forms of
packaging when he wrote "men made use of gourds

and hollow tree—trunksilong before they had learned

to make jars or boxes, animal bladders and skins

were the far forerunnerns of Cellophane, leaves of
|

wrapping paper. 1In soﬂe African and Eastern
markets, leaves are still used in this way today."
Up till the present, lqaves are used by many Nigerians

especially in the South where the evergreen




vegetation forests pr

oduce wide sized leaves that

can be used for packaging purposes.

This mode of pa
design as the seller

tongues to sell and i

aging has no need for any
of the goods use their

t is on the basis of person

to person. Their goads are not stored on the shelf

since they are perish
particular time of th
to buy and each membd
The history of modern
traced back to the cag
steel drums were used
cocoa, palm kernel, g

1986) .

Modern packaging
the influence of our
Britain's first conts
trade. For this reasg
formed and it dominat
country until 1898,
British Company, Tod
still exists as the U
good number of subsid
multinational corpord

almost any business i

able. They sell at a

- day when people are prepared
r of the community knows this,
packaging in Nigeria can be
lonial era when jute bags and
to export cash crops like

roundnut and palm oil (Longe,

as it is done today reflects
former colonial masters,

ct with Nigeria was mainly to
on the Royal Niger Company was
ed the entire economy of the
hen it handed power to the

ay the Royal Niger Company

AC Nigeria Limited with a
iaries. As onc of the

tions it is virtually in

n Nigeria including oil.
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Akinjogbin (1986) asgerts that "it was not until

the late 1930s that
growing in the count
packaging industries
manufacturing compahn

packages."”

The launchin§ o
Davelopment and welf
the Colonial governm
to the attention of
to Onimode et al (19
number of companies |
&n average of 18 per
93 companies per yeat
effect of these devel
of imports and the gd

the Nigerian market.'

Until the earl
economy was dq
multinatiocnald
A.G. Leventis
With the attrg
Nigerian markg
were challengg
distributors,
gager to secur
and, to a much
Nigerian trade
competitive pr
foreign merchﬁ
deploy part of
establishment
manufacturing

Y o

23),

+ between 1946 and 1958.

the packaging industry started
For a start, these

imported what they needad while

ies imported the bulk of the

F the Ten-year Programme of
hre for Nigeria after 1945 by -

prit brought the Nigerlan economy

foreign investors. According

"ag an indication, the

registered in Nigeria rose from
year between 1912 and 1946 to
One
lopments was the rapid growth

neral increase in demand in

it

‘They further stated that:

y 1950s, the Nigerlan

minated by commercial
like UAC, John Holts,

and Paterson Zochonis.
mtiveness of the .
t, these merchant houses

d by other importers/

by overseas manufacturers

¢ a foothold in Nigeria
smaller extent, by

rs. As a result of these

cssures, the leading

nts found it necessary to
their capital in the

of semi-autonomous

firms.

e



The degree of cIntrol of property and trade

monopeoly of these co

panies and especially the

United African Company has continued even after

independence (Nzimir¢, 1975). Products of these

companies, are usuall

y in packages and containers,

The extent to which nmultinational companies spread

the modern packaging
amount and scope of ¢
According to African

Nzimire (1975): 'tods

industry can be seen in the
rade monopoly they had.,
Red Family as quoted by

y, UAC is the world's largest

international trading companying and now concentrates

on development in car
pharmaceuticals, whil
force, making deteragd

cooking oils, canncd

s, enginecering, and
e uUnilever is a world wide
nts, margarine, lards, ghee,

foods, candles glyceeine,

0oil cake, toilet preparations, toothpaste etc.!

Evidently then, most
in containers for trd

designs to advertise,

Nzimiro (Ibid) 4

of these products were packed

nsit while the packages had

ccounts that the marketing of

petroleum products in Nigeria started in 1927 when

Shell BP Comapny bec3

me the first company to win

an oil exploration caoancession. When o0il was

discovered in commerg¢ial quantity by Shell BP, the

other world oil compadnies joined in the trade,




Designs were made on

products by various o

The multinationa

industries in Nigeria

the containers of these oil

il companies to advertise.

1 companies have established

for several reasons. The

availability of raw Aaterials like minerals and

agricultural products
for the establishment
attraction was the ch
abundance., Other reqg
were derived froﬁ the
labour. Higher rate?
the export of capital
of the multinational

markets and the avoig

after independence a

companies.

created a favourable ground

of industries. Another major

cap labour which was in

sons were that high profits

cheap raw materials and cheap
of profit overseas encouragcd
from Nigeria to the home countriecg

Access to lucrative

Jance of high tariffs especially

lso encouraged the establishment

of the industries (Opimode et al, 1983).

Among the indus

by the multinational

firms. One of the
UAC owned West Afri

known as Lintas. M

tries established in Nigeria
companies were the advertising
pular and the oldest was the

n publicity which is now

st of these firms operate in

Lagos and some state
spread throughout th
Some of these firms

The development of ¢

capitals with numerous others
e country (Amaefuna, 1976).
specialise in package design,

%ckaging industry in Nigeria




is a gradual onc. A

it was not until the

packaging industries
packages. Even then
because the manufact
encourage them., The
packages and this ma
very slow.” Graphic
commissioned te do t
art works for produc
designers are gradua

and colleges of desi

cfording to Akinjogbin (1986),
1960s that these few

pctually started manufacturing
.

Yy prefered the imported

it was on a very small scale

ing companies did not

de the growth of the industry

designers are employed or

e package designs and other
advertising., Many of the
es from universities, polytechnics

n. The packaging industries

are involved in pacquing at various levels,

According to Akinjo
industry in Nigeria
packages which incly
(soft) packaging, c¢
packaging and so on,
1ndus£ries groups ip

metal, and plastics

with the estab
and the development
problem cemerged bef
and his client in ¢

or authority to prqg

L

in (1985), "the packaging
produces various types of

de light packaging, flexible

brrugated packaging, paper sack

There are three main
the industry; the paper,

"

lishment of manufacturing industries

of package design industry

ween the professional desligner

lerms of their relative contribution

dduct designs.




1.2 Statemant of the Problem

The researcher whp himself is a designer has for
a long time been a kce? observer of product designs
especially in the aspect of products' packages.
Although formal advertising is foreign in Nigeria,
one would expect that since its introduction in the
early twentieth centur&, products' package design
would have made qreatef impact on the consumers but
there seems to be no serious impact and where thc
impact is felt it is minimal (Longe, 1986). with
this observation, the researcher discussed
extensively with many practising designers. Their
view highlight among aother things, that the relationship
betwzen designer and glients contribute much to the
package designs of products. Many of these designers
complained of being tﬁrned to mere copyist of
companies' designs and changing of colours of labels
and trademarks as the company deemed necessary.
They are thus denied of the opportunity of
exercising their creagive ability and of being
part of the package désign decision making. This
point is emphasized by Amaefuna (1976), "“on point
of personnel it has to be said loud and clear that
it is unfortunate that the graphic communication
men are not grouped under special and essential

service class." Other designers complained that



even when they made r

should be produced, m

down._
wrote, "I have approa
in the country to manj

but they have turned
instead, advised that

designs."

A - - Shbe

bquest that their designs

hnufacturers have turned themﬁ

Nwoko (1976) relates his experience when he

Fhed a number of factorles

hf acture some of my designs...
g

Fhe request down. They

I use their standard product

Furthermore, Nwoko (1978) declared thatf

"in industry which depends on the manufacture of

products of creativity, all designs are imported and

local designs are str
This problem is also
waley, head of Packag
by Nicholl (1973), "n

genius the designer a

eventually be designe

The researcher h
met consumers and fou
of packages nct actua
quantity of products
designs of product pa
television commercial
some food and beverag
mentioned by the cons
did not measured up t

packages.

ictly tabpo, if available."
highlighted in the weords of
ing Group at Lintas as quoted
b matter how much sweat and

pplics to the package, 1t will
i by the chairman.™ .é

hs also on further analysis

nd that many of them complained
11y containing the quality and
Bs can be perceived from the
ckages or as displayed by

5. Detergents, toothpastes,
s were among the products

imers which according to them’

» the designs on thelir TR
. '




Philips (1979) efjually highlighted this problcm,
by stating that "it ip the atmosphcre in which
scllers of goods and pervices routincly and
regularly checat consumers, Goods and services arc
sold without the slightest regard to ensure that thc
consumer receives in full expected benefits of their
purchase." The plight of the consumer is best
describcd in the words of swann (1959), according to him,

the consumer is:

as the hapless victim of tho highly
professional modern corporation.,

He is the object of their marketing
manipulation., He is bombarded with a
stream of advirtising messages which

are largcely persuasive and sometimes
misleading or| untrue. He is suppliod
with products which arc somctimes
physically injurious and which all too
often break dpwn. On the supermarket
shulves, he is faced with a bewildering
varicty of simges which make rational
choice either] impossible or capable of
achi«vemont ly with the deft use of a
pocket calcultor. Large economy sizes
sometimes prove to be more expensive per
unit of product than smaller packages,
Products hold their price, but quietly
shrink in a antity. Some products

are effectivelly bags of mystery they do
not reveal tHheir ingredients, or indicate
their proportiionate significance, in a way
which would, [for example, enable the
nutritive valuc of a food stuff to be
assessed, The consumer is on occasions
subject to dgwnright deception...
Deceptively large packets contain
surprisingly |small contents - a
phenomenon rdaferred to as the 'slacked -
filled' container.




10

When the content ¢f the package does not meet

the emphasis of the design there is bound to be
conflicting thoughts within the consumer, Stern .

(1981) must have noticed such & situation when he

-
)

wWrote:

- This confusion in the consumer's mind

is another demomstration of the ;

. perception of package and product as an
- entity. When a|shopper complains, for

- example, about bkeoing deceived by a wall

1
o
'

.3

|
L
3
1

|

|

i

. cleaner package, she may mean just that SR

T
(e.g. "it looks|twice as big as the o
competitors but|contains only 3J% more
product") - a package size deception. '£ 
However, she may also mean "I have to ”
scrub much harder than is impli.=d by
television duplicate in the package's
illustration.”

The intent of this study therefore, is to

evaluate the degqree tolwhich the relationship

between the package de%igner and package marketing/
client determines a pr.duct's paersonality, claims
and benefits to the comsumer through the stru@ture
‘and érapﬁicg of its patkage and to probe the

perceived realities projected by the package.

|

1.3 _ ..Thé Concep uallFrémework :?
According to Larrabee (1935), "the subject of

package design needs more research, n2eds a better,

understanding...” Larfabee's statement is cobvious,

this is because of the importance of package design
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in product marketing. The success of a product to
the targeted consumcr depends on the message conveycd
by the package. Packages are required to furnish tha
consumar with an amount of information that will

persuade him to buy.

For a critical understanding of package design
problems, the relationghip of the designer -
marketing /client would need a specific
consideration in terms of thuir oricntations and
the motivational reasons underlying their
contributions in produéts' package designs., How
this relationship affeaqts the consumer's choice of
packaged product will give a complete understanding
of package design problems. The variables in this
study therefore arc thg designer, marketing/client,

producer and the consumer.

1.4 Objectives of the sStudy

The research is based on the relationship
between the designer and the marketing/client in
terms of their relative contribution (authority)
to product dosigns: who has more say in the package
design as manifested in the relationship between
the designer and the marketindg/client at every:stage

of package designe.
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The main objectiye of this study is to evaluate
the deqree to which the relationship between the

package designer and package marketing/client

determines a product's personality, claims and
benefits to the consumer through the structurc and
qraphics of its package. In doing this, one will

focus on the follewing areas:

(a) to determine the nature of the task of
both the ddsigncr and the marketing/

Cli!’.‘ﬂt,

(b) to ev*luat- the relative contributions of

the designér and the marketing/client to
products' packaqe designs in terms of
their relitive contributiors: who-has

more say in the packagc design,

(c) to identify the communication objectives
for package design in tcrms of;
reasons for package design
(11) the Jrole of packaging in product
marketing
(iii) comnunicating the package design

obj¢ctives to the designer,
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(d) to evaluate generally the package graphics
in the area of in-store recognition,
visual impact, shelf impact, image

. mediation anﬁ overall appeal,

.-
e

{(e) to determine| the consumers' perception of
. |

the product fin relation to the intend.d

K '"":'. " message.

1.5 o Design Pradticals

The practical work shall be to redesign somec

packages that are in circulation in the Nigerian
i
mary¥ - “ich are assesied to be inadequate, such

packages will be selected, Altefnative package

designs for these packages will be made by the
i
researcher based on professional standards in

product package design Special focus will be on

package's objectives, Jdentiﬁy, colour, illustration,

“information, legal reqﬂirements or regulations,
instruction and uses, |Also, whether the design

reflect indegenous or floreign cultures. These
i

criteria by cxperts sudh as Stern (1981), Richardson

and others will form the bases for selecting and

redesigning a package. [N
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i

o
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T
b

A review of the relevant literature reveal

1.6 . Justification for the gtudy.

that there has been a Few studies carried out on =

package design. Most if these studies dealt with

packaging as a marketi g tool used in the procass

of testing a package's|physical performance j
characteristics, in the area of its functional ?
requirements'during its distribution and use, f?kfo
Stern (1981) accounts &hat "package design rescarch -
the_use of scientific methods to cvaluate the decgree
-téﬁﬁhich a product's pérsonality, claims and bencfits
are communicated to th% consumer through the

structure and graphics :of its package - has been

practiced in some form |or other since 1950s." He

stated further:

L3

+

Except for some well attended but
isolated seminars, no regular courses
have yet becn established to teach this
highly specialized discipline of
consumer market |[rescarch. Except for a
i few articles, no| literature is available
3 for those who wi|lll want to learn more e
about this field. Moreover, no group or
professional society has yet emerged to
combine the widely scattered expertise
and knowledge into cohesive organlzation
facilitating interchange of insights.

Stern's account shows clearly that not much
has been done in the arpea of package design studies.

Package design'résearch'has been carried out in fow

. . e o ' .
: .. [ . L e
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countries including U.S.A., Canada, United Kingdom,
Sweden, and Latin America as confirmed by Nicholas
(1981), Gilman (1981), |Suter (1981), Flory (1981},

A

and Templeton (1981) rgspectively.

Although packaging has bcen practisad in some
form or other by Nigeriané, nc formal report or
literature has yet b2en published in this field
that is known to the rasearcher. The ressarcher
hopes that this study will lay a cohesive experience
and knowledge in the field of package design studics
thereby becoming a standard reference work for

industrial designers, manufacturers, marketers,

consumers, educators, 4ocia1 workers and policy

makers. Also, the study will offer some useful

guidance to future res#archers on a subject which is

somewhat under-researched, this will further research

in this field. ' R e i

1.7 - ‘Scope and Delimitation

It is evident from the available literature that

issues and processes in package design are brcad-
baséd. It is thereforf ilmportant that the scope

of this present study_re delimited as shown below,
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As showed in the title, this study focuses
specifically on the prbblems of package designing

in Nigeria with a singplar reference te the impact
t

of the relation betweep the designer and the 5

marketing/client on pajckage design. The study

therefore is delimited to the impact of this | . &

relationship on a product's personality, claim and

benefits to the consuner through the structure and
agraphics of its package, This delimitation alse
includes the nature of the task of both the designer
and the marketing/client, the communication objectives
for package desiqn, the package graphics and conSumor}s
perception of the product in relation to the intended

message.,
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Chapter 2

.
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2.1 ~  :;ﬂ¢ Introguction ° : i
ThlS chapter will consider, (1) theory of 5!;

"

development of packaging, (3) assessment of packaging

advertising with regard‘to packaging, (2)

with regard to the thecry of advertising and the
methods of assessment, (4) designing the package,

(5) package design studLes. o _ P

Packaging is.a.raéLer Cthie¥hindustr§ with
multifarious functions. It is intended that the
specific areas mentioned above will be covered
in the review of literature to provide a sound
theoretical base that rélates to practice of

packaging,

2.2 Theory of Advertising with regard to Packaging

The main purpose of advertising 1s communication
between the advertiser and his audience., 1In
marketing, advertising is to create identity for
the product so that it can sell and be demanded
for again and again when seen in retail store by
‘the consumer, Jefkins ﬁ1973) says that people

advertisc because they have something to sell ar




someone else has something others want to buy, -
According to Wright etjal (1877), “advertising 13
a powerful communicatign force and vital marketing
tool - helping to sell |goods, services, image and
ideas (or ideals) through channels of information

and persuvasions.” AlsQ according to Kleppner

(1925), advertising is|the vehicle that moves a
product along the jourdey from the point at which
it was made to the point at which it 1is bought by

its uscre _ - y

Preoduct packaging [falls to the category of
consumer advertising. |Consumer advertising is often
divided into four typeL: packaged goods, hard goods,

soft goods, and services. Packaged goods X g

advertisings deal withlproducts that are sold in

consumer outlets such %s in food stores, drug stores,
filling stations ete (*aisOn, 1980),. Faison (1980)
went further to give tpe characteristics of it

packaged goods. Accor@ing to him:
i

!
These products|can be characterized R
as low cost, having mass appeal, and it
requiring repept purchase throughout '
the year. Proglucts such as detergents,

* cereals, frozep foods, desserts,

cosme tics, and headache remedies are
prime example,| Packaged goods companies
are usually moke interested in developlng
brand distinctfions that justify continued
purchase., Most packaged goods are
purchased by wpmen,
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Engel et al position packaging in a category
called "Supplemental Communications." They hold
that "apart from the obvious function for the
product, packages also serve to identify the product
and convey meaning about it." Burnett (1971) placed
it as a prime advertising mediums "your package is
your number one display piece... In many cases it
is your Noe. 1 advertising medium viewed by far
more people than the readers of Reader's Digest,
life, and look combinad." Albert Kner, a pioneer

package designer, opined that:

A good package has to be market,
sales, consumar and product oriented.
All those things have to be in the
package design... the very first
requirement..s is that customer,
consumer, has the right to know
exactly what is in the package. So
you have to make a clear cut statement
on the package."

It must be recog?ized that a package performs
two major functions: Serving as a container for the
product and secondly &8s a communication that will
influence the purchasér (Gardner, 1981), The
package must be able Eo protect the product, it
should equally be convenient for use, shipping,
handling and distribu&ion. The package should be
able to communicate a visual information to the
buyer of the product (Gilman, 1981, wackerman, 1981),

The importance of padkaging is not only in protection



of product and its convenlence but also for the
use of branding and rise in the standard of public
health and sanitation |(Akinjogbin, 1986, udo-~Aka,
1986) « 5 ﬂ

{
The main reason fior using package in advertsing
is to establish identity and recognition value that
may be carried into tﬁe retail store sc as to |
persuade the consumer to buy the products, If a
product fails to sell it could be due to bad
marketing pelliailes or] bad advertising. If the
package does not reflect the actual, factual o

attribute of the product it may not equally sell

(Larrabce, 1935), . ?
. |

©
Packaging has developued ffom container for
products into a vehicle for communicating marketing
obhjcctives planned by product managers, marketers
and other executives responsible for the marketing
of products to the consumer. According to Meyers
(1981), "in the past 2b or 30 years package hag
increasingly become coneg of the most important and
crucial elements in the marketing mix, equallying
and occagionally surpassing in importance the
productts advertising and sales promotion.”
Meyers' statement agrees with Wright et al (1977)
that while advertising' and sales promotion can

stimulate the consumer|to look for the product,




-
Lo

o

L

it is the package which the consumer faces at th
point of purchase that makes the most impacte
Gilman (1981) view thg¢ role of a package to be

multifarious according to him it is:

Imbued with specific sensory and
tactile appeats, the package invites
curiosity and, involvement, unlike
other communigations, it is a palpable
force that cap be touched, handled,
opened, closcfl, reuscd, or 'reconstituted.!
Because of itk many visual, psychelogical,
and mechanical characteristics, the
package excites interest, elicits
discussion, apnd on cccasicn incites wrath.
In short, it kestifies to truism that art
of ten imitatep life. . _ y

e i

If the cunsumer purchases the product it
means the package has| succeeded in communicating
the marketing objectives to the targeted consumer,
- Package scrves as a vehicle for identification by

carrying the manufacturerts name, trade mark and the

" brand name. It provides informations about the
product and with instfuctions for the consumers
Package therefore is the marketer and salesman at

the pecint of sale., The importance of packaging in the
modern advertising is|summed up by wWwright et al

(1977):

All of this discussion adds up to the

. observation that packaging is the biggest
advertising medium of all, It has been
estimated that a typical grocery product
may get more than 15 billicon potential
exposures to the public in a year, This
will cost necarly 50 million if conventional
media were useéd. The package hag evolyed]
from a protective device into an extremely
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Important sales| toocl. In some
product categorles, packaging

- innovations is as crucial as

: product development 1n itself.,.

- packaging is also becoming :
increasingly important to marketing
success of indugtrial good
mamufacturerse. . B

Even though package visual appeal is becoming

increasingly important in product marketing, few
|

managements involved ianackaging markcts do

.'actually‘asséss its impprtance, Wills (1975) states

that "whereas the marketing information system will
frequently show all manner of important data on
pricing resﬁoﬁsés and tEe responsiveness to point—of-
sale merchandising, theipackage as such is seldom
assessed." Fladager (1 563, in a related development
opined, "my own impressE

affecting packaging is that selling has grown

on of the latest trends ;.

relatively more important than other c0nsidération
as the dominant motivating force for upgrading =
packaging." I |

P

2.3 Hff 3f  Development of Packaging

According to Akinjpgbin (1886), "of the

artifacts created by man, the package is the oldest.
|
Any object that is storEd or transported needs

package.,” The historicgl account of packagling as

-

an industry in the worlr is hard to be found,

W



This is because early

things. Davis {(1969)

23

packaging have been disposable

acknowledges this problem when

i
he wrote that "nowher¢ is there a large museum of

packaging to which hi%torian can turn.” Pactkaging

touches several spheres of human life,

From the

food man eats to the preservation of his products from

harm to the sales of

is an age long practige of man,

such as gourds hollow
and skins were used.

with mankind 1t was r
- 0f the ninetecenth cen
coherent industry (Da

i

goods are packed for gale,

|
community, having the

joods is packaging,

Packaging
Natural containers
tree-trunks, animal bladders
Though thisg practice was on
cently and in the second half
ury that packaging became a

is, 1969).

Certain conditions have to be fulfilled before

There must be a trading

ability to make containers

f |
with identification rgadablc to the progpective

buyers who themselves!
identity.
for as early as 1550s,
with fine printed desi
acknowlcedged as the ead
of packaging in the wd
wrapper with a printed
“The original aim of p3

goods but it was to py

irlde.

must be able to recognise the

The Germang fulfiled this condition

they wrapped their products

gns. Andreas Bernhart, 1is

irliest recorded practitioner

He packed his paper
design on it (Davisg, 1969},
ckaging was not advertising of

event damage to products in



transit and their deterioratibn'while they were

beling storeds People

a4
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P
|-

used package simply as a

container covering and protecting a product, at the

polnt of product's orlgin it was used for storage,

as a transportation tg
distribution of the px
roles have over the yd

known today as packag

y the point of sale and the
roduct to the consumer. These

rars developed to what is

communication (Meyers, 1981),
l ' L

The development &f package design with its

spaecificd function in

development, Larrabe

As modern mer
the package t
manufacturer,
for both rata
another, Man
that the pack
sale asset.

that by the p
the clever we

modern marketing is a gradual

(1835) atatess |

handising developed
ok on for the
another function and Pie
ler and buyer still R
facturer discovered S
ging could be made =

hey discovered further

oper use of design, by

ding of line and color,

their packages were given a beauty
appeal and attention value caused the
consumers tc pick their product over

those of competitors,

With the passing

being mere containers

of time packaging has gone heyond

for storage and transportation

tc a specialized markéting tool for product

advertising, promotion and sale,

Gilman (1981)

- refered to packaging Tas a rather complex organlsm,"

Various branches of khowledge are combined to make

packaging an effective marketing tool, According to

Van den burg (1975} :

e ]
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Patkaging of merchandise is as much as
scionce as it is an art, It uses the
corpus of knowledge, with its dependence
on specialized branches of physics and
chemistry, biplegy and engineering,
graphic desigh and marketing, statistics
and operational research ~ growing all the
time as we develop new materials, new |
markets and more advanced methods of -EIJ
!

congtruction @and manufacture, _

P
Packaged « goods advertising has gone a long wéf to
its present position|but suffice it tc say that the
developmunt of packaging cannot be discussed fully
without the considergtion of the technological and
social preconditions jto modern advertising for the

two are Interwoven, Kleeton et al (1963) declare that

i
"printing has been bajsic factor in shaping

civilization... Advertising and packaging are major

.~ uses of printing.” Tpe development of modern
- advertising started aiout the middle of the fifteenth

' ceﬁtury. 1t was at this period that movable type

came into use with it4 phunetic symbols, The Chinese
and the Koreans are k.own to have developed movable
type 400 vyears earller than the famous publisher

of the time Johann Gerfleisch Gutenberg who published
his latin Bible, It s in 1445 whean Gutenburg made
his publication that the technology was fully
developede. It was after this break through that
people started copying|books with lesser labour

(Faison, 1980, Turnbull et al, 1%80)., William

Caxton was the first tg have made printed advertisement




in English language in
" distributed a handbill

potential buyers to a

1473,

He printed and N

26
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which called the attention of

book of ececlesiastical rules

he had just published, By the middle of the 17th

century, weekly newspapers, called "Mercuries®

started to appear in gngland (wright et al, 1977).

Aceording to Swerdlow

(1979}, "the art of printing

-

spread rapidly throughout Europe soon after

Gutenbery began his prpinting activities,

By the

end of the fifteenth gentury, printing was fimmly

~established in England

moved toe the american

Industrial revoldtion was the second event

that led to advertising.

« From England printing

colonies."

1
b

According to Faison (1980),

- M"the printing press provided the medium for

advertising; the induTtrial revolution provided the

products and money to

buy them.

The industrialization

- of society provided low-costs products and wages

, to thousands whu heretofore were not in money

eCOnumya "

Aslc, Akinjogbin (1986) holds that "it

was during the industrial revolution which created

a need for packaging @ large number of similar items

' for shipping that the

- economically impor tante"

developmunt of literate consumer.

of compulsory minimum

packaging industry became

The third peason was the

with the coming

level of education in England



requiring all children

‘many (Faison, 1980).

Karch et al, 1967, Dav

of paper in large quan

package designe

and the United States

laws passed in both cdu

education, the masses

that printed advertisi

The invention of
Nicholas-Louls Robert
discovery of lithograp
Bavaria in 1796 lad to

containers by commerci

lithographic printing

packages in large quan

goods manufacturing industries possible.

in printing has led to
designs with lesser la

Accor

The influence o
printing and ty
century package
overestimated.
which were whol
bags and fancy

ding to Davis (1969);:

f developments 1In
pography on nineteenth

2y

of America as a result of

ntries during the early 1800s,

to obtain a minimum level of

became literate to the extent

ng became meaningful to

papeyr making machine by
in France in 1778 and the

hy by Alois Senefelder in | .

o
the replacement of natural

al packages (Samson, 1961,

is, 1969). The availability

tity and the discoverysof

made the production of

tity to meet the needs of
Developments

reproduction of package

bour, printing has revolutionalized

e -

design can hardly be
Besides all the packs

ly printed=-wrappers,

tins - the surface

design of most pthers was printed
design applicd fto packaging with the

paste~brush mos
cardboard boxes

t wooden boxes,
y bottles and pots,

the cheaper tins, relief largely
for character op printed paper labalse.




28

Various types of materials are used for packaginge
According to akinjogkin (1986), "the basic materials
of packages include paper, paper-board, cellophane, ~ &

aluminium, glass, wocd, textile fabricated flexible

semi-rizid or rizid containers. The conventional
package forms include wraps, bags, pouches, cartons,

set-up boxes, cans, bottles, palls, drums, barreds
JCE . i
and bulk containcrs," : , EE S
. . e

i

" ' 2e4 Assessement ot PacKaging witn rxegaras to the
' Theory of Advertising anc the Methods ol Assessement

|

Package assessmont is to cstablish how well the

package will communicate !the objectives specified by

the marketing plan, It will determine how well the
|
package will perform as marketer and salesman, The

success of this depends a whole array ©f other
factors such as distribution, promotions advertising,

1

pricing, competitive enviponment and dealing (Stern,
1981). Advertising of a Eroduct is done with the
intention to persuade the| potential buyer to buy.
It i1s the persuasive advertising that finds the
markets and maintains deﬁ[nds. According to
Jefkins (1973}, "the pershasive, hard-selling
advertisement must perfo five functions if it is
te succeed, (i) attract attention, (1i) command

interest, (iii) create desire, (iv) inspire

conviction, (v) provoke."
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Lowenthal et al (1p81) remarked that the package

is the most conspicuous| identification a product can

have and it is a major factor that attracts attention,

s.]

ehabling it tc be recognized as the item that has

been advertised and propoted. At the point of sale

the package is usually tompared to other brands in the

same category, it should be able to withstand the

competition of geveral packages. The package is

commonly assaciated th the use of the product,

it should therefore be sufficiently compatible with
the productt's performan¢e to avoid disappointment
which may affect the coAsumer's perception of its
Since scveral ty

image. ypes of advertising and

progotion may be prescnted during the life of a specific

package design, the package must be capable of

relating a number of primotional approaches with rclated

ddvertising. The packagg
a reliable communicator,
storage, convenience, dy
It 1s also expected to £

and other usage convenig

1981) .

© is the design that commuynicates to the buyer.

(1981) stated that:

2 is expected to be more than

it should be efficient for
irability and manocuvrability.
acilitate handling, shipping

ince (McCarthy 1278, Gilman,

Another aspect ¢f package that is important

Gilman




are aware that 1
personal as well

Regardless of hg
mix {size, weigh
packages must bg
consumer some thi

or he will icok

One of the packd
to encourage putrichase.

promotional and

K

As to consumer Hackaglng, designers

ts message must be
ag practicale.
w varied the product
it, grades, etc,), the
+ able to tell the
ng he wants to hear,
for another brand.
ge's primary jobs is
Supported hy
advertising communications,

- in store or in Yhe media, the package
and lts design dre integral parts of a
marke ting network committed to sales,

profit, and groy

Kleppner (1325) sf

package, namely (1) asg

view point (2) assessma
view pointe Assessmont
viewpoint deals with cg
packaging that never ch
protect its cuntent fry

leakage, evaporation, 4

itha ‘l' g
ates two criteria for assessing
assment from the consumer's

nt from store operator's

from the consumer's
:rtain basic requirements in
1ange; the package must
m spoilage and spillage,

and other forms of deterioration

from the time it leaves the plant until the product
1

1s used up, It must f]
or the cabin in which ¢
The package should be ¢
slip out of hand,
breaking a fingernail,
It should be equally at
viewpoint has additiona
packages That a packad

store and stock, It sk

t the shelf of the frigerator
that type of product is stored.

romfortable to hold and not

It should be easy to open, without

and reclose for future use,
ctractive, The store operator's
1 criteria for judging a
je must be easy to handle,

would not take up more shelf
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S
space than any other product in that section, as
might a pyramid-shane boﬁtle. The package should not
be an odd shape for when 1téodd it put some buvyers off,
It should be soil resistant. It should have convenient
space for markings The paékage shéuld be in the full

range of sizes and packdging common to that field,

o ) . t
Assessment of this nature takes into K :%
consideration the packaée's advertising requirements
and its functionality r%quirements. According to
Richardson (1981), "the most important single SR
requirement in package Jvaluation is a clear "?if
understanding of what ajpackage is supposed to do and
where it is supposed tu{be going." Richardson (1981},
concluded by saying thaé there are three tools for
package cvaluation, theicompany's packaging
philosophy which deals ﬁith the packaget's basic
functions, the brand positioning statemcnt and a set

- of project design objectives as being the first three

essentials to effective |package evaluation,

L]

2.5 . . . Designing the Pacxage

o The design of a package depends upon a varicty
of‘?elationships. Accoriding to Mayal {(1979),

"design work cannot be uyndertaken effectively without
establishing working relationships with all those

activities concerned with the conception, manufacture

- ,L&;M_“




and marketing of prody
prospective user, togeq

may call upon to assis

his interest." The ma

establish what the c<lip
can be designed and mah
manager co-ordinates an
}personalitics that are
on what the client want

1581},

The management of
for the running of the

Wasson, 1978). Bell (]

function of the managen
resources of the compan
resources of manpower,
possible," The designg
compa tance of the compa
management that sets th
information it supplicvs
should ﬁarticipate with

stage of communication

L Bell (1979) views
meaningful to the desigy
"{a) The provision of aj

his job. (b) Consultat]

rketing department should

cts and, importantly, with the

ther with all the services he

t his judgement and protect

b
nt wants before the package
ufactuwed. The marketing
d integrates various iy
involved in obtaining information

ski,

T

s (Baddeley, 1980, Tcbol

i

the industry is responsible
industry (Keotler, 1973,

979) affirmed that "the

ent is to plan and use the

y, resources of capital and
in the most cffective way

r depends very much on the
ny's managementy it is the

< designer working through the
{Mayal, 1979), The designer

the management at the early

blanning (Meyers, 1981),

Hirect parkicipation to be

her 1fF it will imclude

11 information relevant to

lon particularly about changes
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that may affcct him. (g£) A personal involvement in
the decision making process at his own level,"
However, not all writerk on management agree with

Bell's opinion. According to Lansley et al (1974):

Some management writers have said that
structures which emphasise control are
'bad! while those which allow the
individual the apportunity to participate
in decision-making are 'good'., We
believe that systems in which the
individual is giyon little chanee to
decide his own activitics are appropriate,
and indecd desirable, in some circumstances,
while systems leaving more to the
judgement of the individual are more suitable
in others. Therc are three important
factors which can be thought of as
influcncing the | level of control which
exists in a2 structure; the type of work,
the nature of the technology used, and
the attitudes of the work force,

|

Lansley ct al (1974), concluded by saying that the

nature of the designer's work mokes it less subjective
|

to management control,

The role of the designer in designing the package
is complicated. His designs must be understood by
differcent publics such as distributors, rctailers
and a variety of consdmurs (Fladager, 1970)e. The
designer is of ten commissioned by a client who may
not really understand;the exact type of design he wants.

According to Lawson (1980):

In design, the problem usually
originates not/in the designer's
mind but with a clicnt or user;

it MRt B RN e
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someone in need who is unable to

solve the problem, or perhaps, even
fully to understand it without help.
The designer, unlike the artist, is
almost always commissioned; the task,
albeit ill-defined, is brought to hime

The designer must be skilled in his work, well enough
to communicate with his audience, Mayal (1979)
states that "the designer must be capable of
expressing his thoughts in such a way that they will
be understood by others..." Furthermore, the
designer is constrained by packaging regulations.
Package design must satisfy packaging regulationse
Therefore, the designer must understand and operate
within the confines of the law guiding packaging
(Davis, 1973)es Nicholl (1973) noted that "apart
from price, the Trade Description act requires that
weights and formulae bea clearly displayed on pack-on
top of brand-names, slogans, 'house' - colours and

trade marks."

The designer should be provided with specific
communication objectivcé which will be the guidelines
to executing his work effectively, Toubolski (1981)
opined that:

The designer begins his work within

the strategy guidelines to meet the
specific objectives they entail,

Not only does he work with existing
elements he creates a configuration -
or range of counfigurations - with which
he tries to fulfil the specified necedse
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While he works)with the elements of
typography or pgpecially developed
logotypes, color, design forms and
illustration, his objective is a total
package to mcet the needs and
specificationss

The communication$s objectives for package design
constitute part of the| elements that form the panoply
for effective package designing. The initiaticn of
communications objectives for package design may &
vary substantially from company to comapnye In gome
cases the objectives are combination of concerns of
several departments within the company. The
communications objectives for package design should
address itself specifigally to three important elements,
namely: the recognition requirements, the image

communication requirements and the technical

requiroments. Recognition requirements comprise of

package design elementj that make the consumer to
recognise the brand, prioduct or product manufacturer,
Image communication requirements are the package
design clements that are designed to influence the
consumer image perception of the product. Technical
requirements deal with lthe package manufacturing

aspects (Mcyers, 1981).

The designer should be furnished with the
package desiyn objactives both in general promctional

terms and specific packpging terms. The design should
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inciude the followings: ia history of the product,

description of product Benefits, degree of cupy

il
i

emphasis, polnt of sale, retail environment, marketing
plan, advertising plans) corporate or brand policies,
competitive activity and list of competitive products

(Meyers, 1981, Tobolski, 1981). o

H

Marketing research| is fundamontally useful ih
defining communications objectives. The researcher
will develop the proper| data and information which
will be useful to the :Eﬁesigner. Tobolski (1981)

postulates that the designer: : _ﬂ

ik

»»aMusSt understand the audience

for his designes He must understand
how the packagd must be positionedas
He must be fully conversant with the
findings of prédesign research and
more important%y, their implications

ek

for his creative corridor for his e
creative develdpment, Further, the o
diagnostic information obtained from
during design research and postdesign
research helps|in the fine tuning of

the designs angd in the final decision
process of which he is a parte _ TN

Méycrs (1981) equally shares the opinion that B
communications objecti%es should be communicated to
the designer in the most detailed manners According
to him "the importancef of a thorough orientation

of the package designer, prior to proceeding with
his assignment, cannot be overemphasizeds All
professicnal designers will agree that the more

information they have, the better they are able to

accomplish meaningful |[design solution in the most
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designer in his interpretation

d his usc of design elements

unications objectives,

The role of the ankeative designer in the entire

package industry is verly important, The quality of

his designs have marked
Apart from buing able t
and use of design eleme
powerful imagination,
“the role of the artist
a marked effect on sale

principles of design bu

' system of management <o

rtrul.
. activity cannot be completely 'programmed! .,

et al (1974) state that!

. 4 Where the naturd
o it difficult to
- or to pinepoint
activities are ¢
te control and ¢
tunprogrammeda!

Decision about h
take, how it shq
is a 'satisfactd

arbitrary and sdbjective.

some management

affect on product marketing,.
0 interprete design principles
nts, the desigher must have a
Ferlin (1563) asserts that
.in package design can have

=1

and involves not only the

t active imaginations." The

' designer being a creative being needs freedom to

ilitye The nature of the

Lhe highest lewel of creafive

This makes it less subjective to company's

This is because his
Lansgley

b 0f the work makes
measure performance
igdeal' methods of
tlearly less subject
san be described as
The artist engaged

in a design problem is one example,

ww long the job should
uld he tackled, or what
ry'?t are likely to be
Although

control of the studio

1s essential, the important point to
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remember is that there will be limits
to which work of this type can be
controlled; baeyond this limits control
systems may be largely self-defeating,

Lansley et al (1974) and Mayal (1979) maintained
that freedom for the skilled designer to exercise his
talent is important to his creativity in designe
However, their views equally emphasize the need for

the designer to be self disciplined,

Design material is among the elements that should
be considered in designing cffective package.s People
attach different meanings tu materials used in
packaginge. Proper care should be taken in selecting
materials which will communicate to the minds of the

consumerse According ko Gardner (1581):

Studies show that there are distinct
differences in the mcaning and imagery
evoked by differcnt materials, Thus,
metal arouses feclings different from
plastic, paperboard, or glass., Each
evokes a different sct of associations
ranging from descriptive realism, i.e.,
hard, brittle, to the non-rational,
emotion-laden ideas such as purity and
warmth, This means starting with the
choice of materials, the designer is
beginning to create a communication
which will, in its ultimate form of the
completed package, reach into the minds
of the consumer and influence his
reactions to bath package and contents,

Similarly, the use of the right materials for
packaging is emphasized by Dichter (1981) when he
wrote that "a package is an expression of the respect

we have for the consumcr, We put a diamond ring on
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a velvet tray, we surround it with dignity and glamor,

enhancing its intrinsic value,"

Cheskin (1951), listed the followings as factors
that should equally be considered among others in
designing the packages size, dimensions, shape,
gase of handling, the ppace it will occupy in the store
and the consumers home, an: the way in which the
package is to be opened, The influence of form is
immense, the form of the package and the surface
design can be trecated to give the illusion of greater
volumce Certain shapes are known to give the
impression of being larger than they are, Cheskin
(1951) noted:

Lincs in the design that lcad the

eyes out from the package make the
package appear' larger than it is,

but lines that lead the eye inward
causec the package to appear smallcere
Lines that run up and down make the
package appear taller than it is,

Lines running Accross the package make
it look shorter and wider. And outward
curve appears larger than inward curve,

The actual shape of the packagye is a strong
communicator boccause consumers identify certain
products merely by the shape of their packagese
Certaln ahapes suggest femininity or masculinity.
Infact shapes can communicate a feeling of
solidarity and quality (Swope, 1981), Wackerman

(1981), opined that functions of a package should
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be part of the things that guide package design,
"functions of packaging such as protection, containment,
handling requirements, and communicating information
required by law., Costs, of course are a major

concernyees"

In designing an effective package colour is
another factor that should be considered. Colour is
used in graphic arts for emphasis, contrast,
identification, appearance and impact (wWalker, 1980,
Turnbull et al, 1980). The designer's knowledge of
basic physical and optical principles about colour can
be of great value, Colours affect all people by
direct sensation and by symbolism through unconscious
or conscious association. The visibility and
legibility factors of colour are important. Colour
attracts and is remembered in accordance with its
degree of visibility. The colour that is seen at the
greatest distance is the colour that can be remembered
most easily. Use of colour power in packaging has a
great effect on the prospective buyer of a producte
The right colour combination and the fitness of
colour for a product is also important, Colours that
are not harmonious can be offensive (Cheskin, 1951,

Lynn, 1981L

The symbolic power of colour is an important colour

factor in package design. According to Lynn (1981),
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"colour symbolism playﬂ an 1important role in our
daily lives. From the beginning of history, colour

symbolism has had a pllce in human affairs. It i
b
al values as well as odur

involved in our splrit
physical well=being.” jWackerman (1981) states that
"colour plays a major 4ole as symbolic communicator
that can cause psycholdgical reactions in consumers, "
Colour by its nature is highly symbolic. Colour
express several thingsisuch as sex, durapility, €- 
reliabllity, cleanness, freshness, efficacy,
professionalism, cultuqe and nationalism. Colour
symbolism is relative to the object with which the
colour is assoclated and the context in which the
colour is seen. Colour symbolism is to suggest the

i
product and favourable characteristics of the product

(Lynn, 1981). N

The colours that should be used in package design

are those that are favourites with the target buyers,

Unfortunately, colour sLlection is generally made

i

subjectively. Lynn (1981) states that: '.?{g

s

. Bven in the highly specialised field

- of package design, color is generally
used haphazardly, subjectively, without
realisation of the power it has in
communicating apd motivating. The

 subjective colour selection of the package
degsigner, or preference of the brand
manager, is toc| often the deciding factor
in the creationl of package graphics. The
assumption is that *if I like it, others
will.' S : '
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Predesign research should be conducted to determine the
consumers' colour tastes, The reliable colour is the
one that has been tested and analysed from a consumer
aspectes According to Cheskin (1951), "the scientific
approach should be used in selecting colour and

design intended as merchandising colour aids, The
scientific approach means avoiding reliance on
individual judgement and eliminating personal taste,"
Designers are not to follow research whose conclusions
and recommendations are ambiguous, they are to ask for

clarifications According to Opatow (1981):

Designers and other nonresearchers
placed in that position should be sure
that they understand how and why the
study was conducted and what the results
were, They should not be afraid to
question research conclusions where they
cannot follow the reasoning that led to
those conclusions or where their
interpretation of the data diffees,

The designer should have the knowledge of printing
and production parameters and package engineering
constraints. This will allow the production of his
designs into realities (Fladager, 1970, Tobolski,
1981). This point was equally emphasized by
Larrabee (1935) when shae wrote that "one of the first
things a competent designer learns involves the
production possibilities..." Hutchings (1978),
established that the printing process extensively

used in package design reproduction are photogravure,
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flexography and screen process. The photogravure
employs intaglio etched or gravure cylinders as
printing surface. Flexography uses resilient
rubber or synthetic relief plates and engraved
rubber cylinders as printing surfaces, Screen
process uses flat or cylindrical screen stencils

printing surfaces,

Typography and lettering stylc is another element
that is essential in package designing., According to

Swope (1981):

Typography is an extremely important
communicator because it conveys
product information in a way that is
different from color or shape,
typography communicates through
language. Typography bccomes the
advertiser as well as identifiere.
Typography can be the prime package
identification element; in many cases
it £fills both roles.

The criteria for choosing lettering or type should
be legibility, simplicity and beauty. According to
Larrabee (1953), "... legibility is the first
essential, simplicity is the next and after that
comes beautye." The choice of type faces shculd

be in relation to the mood that the package is to
convey., According to Cheskin (1951), "the various
type faces have distinct characteristics. Some
suggest informality, others austerity, Some are

delicate character, others strong... type faces vary
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greatly in their degree of legibility. A type face
should be chosen both for affinity to the character

of the message and maximum legibility."

In designing the package, not all the words
sunplicd to the designer may appear on the packagees

Farrar (1931) advised the designers thatg

After the copy has been selected for a
package, go over it to zliminate every
useless word. While doing this put
yourself in the shoes of the buyer of
your product. What would you want to
know about the product that had definite
uses if you were being offered this
product for the first time? Then
divide the copy for the package into
three groups: (1) name of product,

(2) major selling point or points,

(3) minor facts about the producte
After the name of the product and its
major and minor selling facts are
carefully worked out is the time to
begin to design the new package.

The last package communicator, most subtle of all, is
texture. Texture reinforces the consumer's
preconceived ideas of how packages for certain
products should feel. Texture reinforces all the
elements that form the panoply for effective

package designing (Swopc, 1981). Texture is achieved
by the designer manipulating contrasts which leads

to visual interest. Louer (1975) states that:

Texture refers to surface quality of
objects. Texture appeals to our sense
of touch, Even when we do not actually
feel an object, our memory provides the
sensory reaction or sensation of touche
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_ | _
In effect, the various light and

aa .

,_iﬂ dark patterns of different textures - ‘_%.‘p.:

give visual clues for us to enjoy the L
textures vicariously. ©Of course, all
objects have some surface quality even
if it is only an unrelieved smooth
flatness, The element of texture is
1llustrated in art when an 'artist has
purposely exploited contrasts in surface
to provide visual interest. S

2.6 Package Deslgn Studles ' e

‘_ _ SO ;*i“: |

Though the practice of packaging has been long

PR Gl

in existence studies on packaging are quite few,

- Package design research is a recent development in
packaging. This field of study uses scientific
methods to evaluate the degree to which a productts
perscnality, claims and benefits are communicated to
the consumer through the structure and graphics of
its package, The terminolecgy package design research
is used for the process §f testing a packagets e
physical performance characteriétics, how well it
performs, its functional requirements during its
distribution and use life. Many marketers are
increasingly becoming interested in package design
researchs This could be due to the fact that package
design can detract from a marketing effort or h

contribute immensely to its success (Stern, 1981).

Package design research involves perception,
emotions and consumer's psychological involvement with

products and their packaging. Its testing methods and

RN R
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its analytical methodology are based on psychology and
behavioural science. Stern (1981) states that many
package design researchers have ignored this very
important aspect. He said that the principles of
learning has to be consigdered. The first principle

is that repetition is an «ffective way of learning

new skills, The second principle is that spaced
practiced is usually more cffective than continous
practice, Before a consumer picks a product from a
store she must have had several occasions to relate

to it. The consumer might have met it displayed on the
television many times and might have met it displayed
on the shelf of a shop many times as well before she
finally gets convinced that the new product is good for
her to buy. The more we live to see things around

us the more familiar we become with it so much that
things we do not like at the first instance may become

our favourite if it is repeated over a period of time,

One of the most important decision to be made
at the beginning of package design research is to select
the research method that is pertinent to the problem
along with choosing of the research group. This is of
immense importance. Package design dually deserves
this procedure because package testing relies
heavily on the planning application techniques and

final analysis of the rescarch groupe
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In testing the pa#kage design, certain research
techniques are used to provide information that can
be translated into guidelines for a sound package ;
design preogram. The research technigues used includes
the following technigues as specified by Kleppner
(1925}, Sstern (1281) and wWackerman (1981); (1)} “l_'.E
tachitoscope test, (2) focus group interview, (3} f_gi
semantic differential Eest, {(4) forced choice ¥

association test, (5) attitude study interviews,

? Tachitoscope test is the optical measurement devices
| which are used to measufe, legibility, conspicuity,
recognition and recalls It 1s the oldest techniqgue
for testing package design, a slide projector flashes
pictures on a screen for very short controlled periods
.°f time, split second intervals., The respondents are
Iéxposed to pictures of package to determine how !
quickly they recognise some aspects of the package
._;Hsu;h as the brand name, the type of product,

:paékége size, illustraticon, or any other design
feature of the package.. The test compares degrees of
legibility, contrast, re;ognition of graphic elements,
correct interpretation of illustrations and so on,
This test assumes that certain level of communication
"will be accomplished if & shopper glances just
fleetingly at the package. This test will aid both

predesign and post design effectiveness, !

[
+
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adminis tered and its result are qua&%ﬂtive. Itsltest

Tachitoscope is used for it can be easily

result enables weak padkage designs to be eliminated
before other tests are carried out., The weakness of
thlis technigue 1s that it is not able to tell thé
researcher about the elements that communicate to the
respondent about the pﬁoduct character which stimulate
desire that leads to purchasing. The outstanding
advantage of it is that it enables the researcher two
know whether the pictures displayed have been seen,

observed and understood) : i

i
 Focus group interview is an approach that

usually employs & group;of carefully selected consumers
(usually from € to 10 who have interest in the product
area that is to be discussed. They are brought |
together under the direction of a group discussion
leader who engages them in an open discussion about
the product. This approach is an ideal toeol for it
provides useful insights into the consumer feelings
and comments which highlights the potential strengths
and weakness in product as represented by thelr
- packaging. This test does not of ten provide valid
.-results as the respondent often turn to <¢riticise the

package rather than expr.ssing their views on the

product,
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Semantic differential test is the technique that
leads the respondent to make specific statements about
the product's attributes as projected by packaging
to be testeds This test ig designed to rate .
accurately certain pro@uct characteristics by viéwing
or handling the packagé, but not the product itself.
The respondent are invited to choose by marking on a
scale consisting of two opposing adjectives; for
example, adegquate=-inadequate, good-bad, attractivew
unattractive, expensive-—cheaper. Responses are 1
analysed to determine the primary meaning which appears
to surrounds each of the two opposing adjectives
thereby providing informations that will 1lead ®o
design effectiveness evaluation. _ S ER
.
.. Forced choice assoLiation tests deals with the
rating of package attributes by the respondent. A
scale providing answers that most accurately reflect
the opinions of respondent on certain gquestions
provided, out of which choice is made. For example, a
scale of angwersg to questions on smoking characteristics
could be as follows: very strong/strong/slightly
strong/not at all strong, pronounced flavour/fairly
pronounced flavour/not all pronounced flavour, high
satisfaction/little satisfaction/no satisfaction,

This tests allows comparison among various packages or

design elements. However, the technigue has a short-
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coming in the sense that respondent is "forced" to
choose out of the provided answers as he cannot
express any related view of his own especially if

such a view is not among the suggested answers,

Attitude study interview is conducted by the
researcher to determine consumer attributes towards
packaging. The interviews are usually conducted at
sites where potential shoppers of the product are
founde The respondents are asked a variety of
questions pertaining to the product and packaginge
These respondents are consumers who have purchased
or used the producte. According to Stern (1981),
"interviews would typically attempt to gain insights
in these areas: Brands currently bought, and brands
bought in the paste Evidence of brand switching and
reasons. Evidence of brand discontinued and reasons.
Imagery conveyed by new designs, Demographic or even
psychographic information." The advantage of this
technique is that there is a sense of "closeness"
between the interviewer and the respondent thus
enabling the researcher to assess the respondent

properlye.

Field studies on package design have been
carried out in few countries including Ue.S.Ae
(Nicholas, 1981), Canada (Gilman, 1981), United

Kingdom (Suter, 1981), Sweden, (Flory, 1981) and



Latin America (Templeton, 19581). The research methods
used in these field studies are both qualitative i
and quantitative which makes the studies valids |
According to Nichelas (11981), "qualblitative and
guantitative research must work together to be

effective marketing tools.” - P

- Qualitative research deals with the use of deﬁfﬁ
interview. The ability of the interviewer/moderator
to ask vital and relevant questions is very impor tante
Howe?er; qualitative research has 1ts limitation of h
its interviewer/moderator. There is no established
norms for use in gualitative research, this is
because such research deals with man whose behaviour
and attitude can change, this method is vulnerable to
9_ error as one answer maylnecessitate jumping to another
Question which is not the actual one followinge.
Quantitative research is usually designed in a
questionnaire format, analysed and summarized for
reference, It is a written analysis of the |
situation, product or concept creating a hypothesis,

which is valuable in designing gualitiative studies

(Nicholas, 1981), G

It may be concluded in the words of Opatow

(1981) that: - | oAb
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The research method and testing
materials used must be appropriate
to the product and the particular
design problem, there is no standard
technique or series of techniques for
packaging communication evaluation.
The particular method used depends on
the packaging goals to be measured, -
economic feasibility, and the extent .

and noture of the product and brand
information that is already available, -

IR i - .'--.R'i.
Burnett (1971) and Engel et al (1975) believed
that advertising is a powerful communication force that

establishes identity and recognition value for
products. Wright et al (1977} view advertising as a
vital marketing tocl that helps in the selling of
goods, services, image and ideas. Kleppner(1925)
perceived advertising to be the vehicle that moves the
product along, from the point of production to the
poeint of sale, Faison (21980) establishea that

package~goods, are usually sold in consumer outlets

such as food stores, drug stores, filling stations etc.

Lowenthal et al (1981) wrote of package as the major
factor that attracts attention among other competing
product brands. According to McCarthy (1978) and
Gilman (1981) the package is expected to be more
than a reliable communicator, it should be efficient
for storage convenience, durability and manoeuverability.

Gardner (1981) asserts that the failure of a product
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to sell can be attributed to bad marketing policies,

bad advertising or inadequate package designa
However, Larrabee (1933} maintains that the failure
of a product to scll, is due to the advertising and
sales promotion not reflecting the actual, factual
attribute of the product the package containse _}}'
Meyers (1981) noted that in the past 20 or éd
years package has increasingly become one of the
important marketing tools for it occasicnally g
surpasscs in importance the products advertising énd
gales promotion. While advertising and sales
promotion stimulate the consumer it is the package that
makes the most important impact being the last contact
at the point of sales. Package carric8 the manufacturer's
name, trade name and other information about the product

for the consumer, Wright et al (1977) summed up that

packaging is the biggest advertising medium of all,
_ | T

The developmental account of packaging as an
industry is hard to be found in the worid, This is
due to the disposable nature of packages after use,
Originally packaging of goods was for preservation
and nct for advertising (Davis, 1969). Larrabee.!
(1935} noted that manufacturers, retailers and
buyers discovercd packaging as a marketing tool
gradually. Van den burg (1975) holds that packaging,

with passing of time, has developed into a gargantuan

i



merchandise industry, embracing various branches of

knowledge with its dependence on specialilzed branches.

Advertising and packaging are inter-woven
{Cleton et al 1963). Therefore a thorough developmental
account of packaging must reflect the development of
advertising, Swerdlow F19?7) and Faison (1980) advanced
tﬁreé reaséns thch led to mass advertising as being
printing, machine produced products of industrial
revolution and enough m?ney for purchase of products
ﬁfoduced. Literate consumers developed as a resuit'of
laws passed both in England and United States of
American requiring their citizens to obtain maximum

|
level of education, making the masses able to read and

write,

According to Karch et al (1967) and Davis (1969)
the invention of paper making machine by Nicholag-
Louis Robert in France in 1778 and the discovery of
lithography by Alois Senaefelder in Bavaria in 1796
made printing of packagTs in form.qf wrappers, bags

and fancy tins possible,

| Package design asséssment is to establish how
well the package will communicate the marketing
cbjectives and how well the package will perform as
marketer and salesman (Jtern, 1981), Kleppner (1925)

states two criteria for assessing package as namely:

|
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assessment from the coqsumer's view point and
assessment from the store operator's viewpoint,
However, Richardson (1981} postulates that “the most
important single requircment in package evaluation

is a clcar understanding of what a package ig supposad
to do and where it is supposcd to be going.” S
According to Mayal (1979) the design of a package

depends upon a variety of relationshipse The marketing

manager co~ordinates and integrates various | i

personalities that are involved in cobtaining f
information on what the clicent wants (Baddeley, 1381,
Tobolskli, 1981). What the clicent wants must be
established by the marketing department before the

packages can bc designed, Q{[f

| o
Berlin (1963) and Fladager (1370) view the role
Idf“the creative designer in the entire packaging
industry to be very important. The quality of i
designs produced have marked effect on product
markctings Apart from being able to interproetc design
principles and use of design elements, the designer
must have powerful imagination. His designs must be
understood by different publics such as distributors,
ratalilers and a varicty of consumers, Davis (1973)
and Nicholl (1973} disclosed that the designer is
constrained by packaging regulations. He must

understand and operate within the confines of the law

| [ T R T B
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gulding packaging. Also, Lawson (1980) noted that
the designer is oftun commissioned by client who is
unablce to selve the problem or fully to understand it.
In designing an effective package colour is one of the
factors that should be considered. According to
Cheskin (1951) and Lynn (1981) the designert's T
knowledge of basic physical and optical principles
about colour can be of great value., They maintain
that colour attracts and is rememberced in accordance
with its degree of visibility. Swope (1981) views

typography and lettering style as "extremely

i

According to Meyers (1981) and Tobolski (1981) the

Important” in package designing,

designer should be provided with specific communication
objectives which will be the guidelines to executing
his work effectively. To this effect marketing
research should be conducted to ascertain the taste

of the target consumers. Meyers (1981) holds that the
designer should participate with the management at the
carly stage of communication planning. Bell (1979)
views dircct participation to be meaningful to the
designer if it will Anclude "(a) The provision of

all information relevant to his job, (b) Consultations
particularly about changcs that may affect him,

(c) A personzl involvement in the decision making

process at his own level." However, not all writers
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on rh.énagcement agree with Bell's opirnion, Lansley
ct al (1974) "believe that systems in which individual
is given little chance to decide his own activities are

appropriate." i

According to Stern {196871) package design rasearch
uses sclentific methods to evaluate the degree to which
a products personality, claims and benefits, are
communicated to the consumer through the structure and
graphics of 1its packages. In testing the package design
certain rescarch techniques are appllied. Kleppner
(1925), Stern (1981) and Wackerman (1981) specified
the following tests for package studies: tachitoscope
test, focus group interview, semantic differentilal
test, forced group association test and atiltude study
interviews. Ficld studies have been carriced out in
. some few countries using qualitative and quantitative
' research methods, Nicholas (1981) believed that a
combination of the two methods validate a study for
according to him the two methods work togather for
effective results, Furthermore it is established by
Opatow (1981) that the selection of any research

methods should depend on the goals of the sgtudy,.

l ' . -
- . ! =
. It is apparent that various techniques such as

tachitoscope test, focus group interview, semantic
differential test, forced cholce association test

and attitude study interviews are generally used in
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, 3
conducting package design research. These techiques

used in gathering data are based on obsgervation of
behaviour, the use of questionnaire, intervicw and
examination of existing records. 1In most of these
techniques used especlally questionnaire and |
 interview, information is obtained by asking }

. questions. Selltliz et 31 (1965) states that | ;'f
"qucstioning, is particularly suited to obtaining
information about what a person knows, believes or
~expects, feels or wants, intends or does or has done,
and about his explanations for any of the preceding,"
This study therefore will bc approached through the

- use of questionnaire, interview and material il
consultation as methods of data collectlion. The use
of any of these three methods as a sole means of
"gathering data limits information (Starch, 1978),
However, a combined use of these methods will

eliminate a considerable number of cerrors therebhy

making the study valid (Nicholas, 1981),

T

=
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Chapter 5

RESEARCH DESIGN

3.1 Introuuction

The specific purpose of this chapter is to
outline the sampling plan, procedure for questionnaire
design, data collection, analysis and procedurc for

selecting packages to be redesigned in this study.

3.2 Description ot Research Design

The main objective of this study is to evaluate
the degree to which the relationship between the
package designer and package marketing/client
determines a product's personality, claims and benefits
to the consumer through the structure and graphics

of its package,.

Specific objectives are:

(a) to determine the nature of the task of

both the designer and the marketing/cliunt,

(b) to cvaluate the relative contributions of
the designer and the marketing/client to
products' package designs in terms of
their relative contributions: who has mcre

say in the package désign,
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(c) to identify the communication objectives

for package design in terms of:

(i) reasons for package design,

(11) the role of packaging in product
marketing,

(iii) communicating the package design
)bjectives to the designer,

(d) to evaluate generally the package graphics
in the arca of in-store recognition, visual
impact, shelf impact, image mediation and
verall appezl,

(e) tc determine the consumers' perception in
relation to the intended message.

These will be examined through the use of

questionnaire and interview.

3e3 Subject/Population of the Study

This study deals with package design problems
in Nigeria, It was considered pertinent to know the
locations of the packaging industries and advertising
industries in Nigeria, Most packaging industries are
located in Lag>s, the federal capital and commercial
city of Nigeria, Only few are found in some state
capitals and towns in the country. An attempt to

get a comprehensive list of these industries has
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been difficult as packaging and advertising are
relatively younge ICON Nigeria Company Handbook and
guide to operating business in Nigeria (1983) gave a
list of packaging industries, It was however made
clear in the handbook that the industries mentioned are
those that responded to the call for enlistment in the
handbook. This means that packaging industries that
failed to respond may not be on the list, This is
likely to be the situation for there are some existing
packaging industries which are not on the ICON list.
The packaging industries as compiled in the ICON

handbook are as follows:

(1) Abiprint and Pak Limited, Lagos.
(2) Bengo J. International Co, Nigeria
Limited, Lagose.

(3) Daily Times of Nigeria Limited, Lagos,
(4) Industrial Cartons Limited, Lagose.

(5) John West Packaging Limited, Lagos.
(6) Nasco Pak Nigeria Limited, Jos,

(7) Nigerpak Limited, Lagos.

(8) Paper Conversion Co., Nigeria Limited Lagose.
(9) Skyway Press Limited, Lagos.
(10) Studio Press Nigeria Limited, Lagose

(11) Van Leer Containers Limited, Lagos.

Among others not mentioned in ICON handbook are:

(1) Bordpark Premier Packaging, Lagos.
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(2) Universal Packaging Limited, Lagos.

(3) Olympic Packaging, Onitsho.

(4) Benro Packaging Company Limited Mbayion
near Gboko in Benuc Statc,

(5) TriumphPockaging, Kano,

As revealed in the literature review of this
study, product packoging and ndvertising are
interwoven such that 2 study on packaging will be
incomplete without including some advertising
industries in the sample. The discussion between the
researcher and Mr, D.H. Kolo (Area Mannger - North)
of Bordpark Fremier Packaging on February 21, 1985
at Kaduna International Trade Fair, shows that some
clients have their packages designed by ndvertising
agencies before taking them to the packaging industry
for production, It is therefore reasonable to inclu e

some advertising agencics in the study sample.

According to the Standard Newspaper of March 28,
1985 page 12, there were over 200 advertising agencies
operating in Nigeria, Only 55 wecre members of the
Association of Advertising Practitioncers in Nigeri-,
It is worth mentioning that out of these 55, only 10

were located outside Lagos,.

In the light of the above, the sample for this

study had to include packaging and advertising
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industries., The selection of the sample was by
parposive or judgemental sampling mcthod; the rationale
being that it is perhaps, the most cffective method
since the exact boundaries of the peopulation might

not be reliably determined. Furthermore, it is
vstablished that with good judgement an appropricte
strategy c2n be used to pick cascs that may be typieal
of the population (Selliz et al, 19653 Babbie, 1973).
Errors that may occur in judgement will tend to

counter-=balance c¢ach unitse.

while full representation of the population
may not be practicable the following industries were

sclccted as somple units:

1 Packaging Industries
(a) Bordpark Premier Packaging, a division

of U.A.C. Of Nigerin Limited Apapa, Lagos.

(b) Studio Press (Nigeria) Limited, Ikeja,
Lagos.
(c) Benro Packaging Company Limited,

Mbayion near Gbuko in Benue State.
(d) Nasco Packaging Jos, Plateau State.
(e) TriumphPackaging, Kono.

(£) Nigerpak Limited, .papa, Lagos.
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(g) Skyway Press Limited Ikcja, Lagos,

(h) Paper Conversion Co. Ltd Ikcjo, Lagoss.
Advertising agencies:

(a) Lintas Nigeria Limited, Lagos,

(b) Galaxy h&vertising Agency, Makurdi,

(c) Image Communications, Makurdi.

(d) Teek Ltd, Advertising, Public Relation,

Kaduna,
(e) Jenny's Advertising igency, Kaduna,

The sclection of the above industrics is predicated
upon the fact of their being fairly cstablished, In
terms of age and the variety of the products they deal
with., It was however noted that the selection of
Nasco Packaging, Jos and Triumph Packaging, Kano and
some advertising agencies which were recently
established is a way of getting other sources of

informations that are cutside Logos,

Product consumcrs c.nstitute part of this study.
For the impact of package design on consumers to be
measured there should be a sample of consumers and
package designs to be tested, Consumers in Samaru,
Zoria formed the sample for this study. The
hetervgenous nature of the Samaru population made
it suitable for this purposce Somaru was made up of

all classes of peuple, ranging from farmers, traders,
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students to workers which made it 2 typiecal

represcentative of the Nigerian consumcrse

Toothpaste packages were chusen and tested,
The chulce of toothpaste was due to the researcher's
ubservation that toothpaste of voarious brands were
uscd widely in Nigeria, Secondly, toothpastes were
uscd daily in most homes in urban nreas and as a result
they were made available regularly in most stores by
their manufacturers. Macleans, Pepsodent and Close-
up toothpaste packages were displayced before the
respondents in the course of the investigation, The
chice of these toothpaste packages was bascd on the
foct that the three are rel tively older than other
toothpastes like the Aquafresh and D:ily-neéd.
Another reason is that the package dusigns of Macleans,
Pepsodent nnd Close-up are distinctively different
from each other thus allowing reasonable investigation

on the cunsumer and packoge design impoct,

3e4 The Description of Measures

nccording to Selltiz et al (1965), "the quality
of research depends not only on the adequacy of the
rescarch design but also on the frulthfulness of the

procedure employede" Two questionnnires and a
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structured interview were uscd for the study. The

use of 2 questionnaire as 2 solc means of gathering

data has been criticiscd (Starch, 1978), It is

said that it limits inf ormation hence the use of
intervicew pari passu with quustionnairee. The literaturc
review indicated that each method of data collection

has its own short comings, The chuice of combining
these two methods eliminates considerable errors

(Nicholas, 19281),

3,5 Measures for Designers and Marketing/Clients

The questionnaire designed by the Department of
Agricultural Economy 2t the University of Tennessee,
USA was adapted for the devclopmunt of the two
questionnaires for the designers and the marketing/
clients in this study. The choice of the Tennessee
questionnaire was based on its relevance to the
objectives of this study. It was designed for
soliciting information on scveral aspects of the crafts
in Tennessess including markceting, production and
training. It was uscd by Ahuwan (1976) to develop
a method of collecting data on Nigerian crafts with
o view to identify the inherent problems with
craftsman in Nigeria, According to /huwan (1976),
"the research team that devcloped the questionnaire

at the University of Tennessce are recognised



67

authorities with expericnce in their ficld which
provides the reliability for the questionnaire.,”

The Tennessee questiounaire is divided into
three scctions, the first section is on the production
with 7 questionnaire items on the type of crafts the
craftsman produce and how they are produced, supplied,
equipment used and cost involved, The second
section with 92 questionnaire items deals with the
marketing aspoects of crafts while the third section
with 6 questionnaire items sceks to ask the craftsman
how he acquires the training necessary for his
profession., There were 22 questionnaire items
altogether but Ahuwan (1976) in his use reduced them
eventually to 18 with some items cunsidered to be
pertinent to the study of developing a method of
collecting data on Nigeria crafts which were not

included in Tennessee questicns added,

In adapting the Tennessce questions for this

study modifications were mode. The first area of the
Tennessee questionnaire dealing with the type of craft
item produced and the materials used was cunsidered
relevant to this study. The sccond questionnaire item
dealing with whether crafts are mostly traditional or
contemporary was also considered relevant, The third
area dealing with the type of material each design item

primarily is made of and the function for which it was
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made was not used because it wns not considered
relevant, The fourth questionnaire item listing the
supplies requirced to make craft items in terms of type
of supply, cost per unit, numb.r of units per year;
total cust, where purchascd and amount of discount was
also nut counsidered relevant to this study. The fifth
questionnaire item investigoting whether the craftsman
works with other people cn his craft was counsidered

relevant,

The sixth questionnaire item which tries to
determine whether the craftsman roceives helps from
vther professionals; and the scventh questionnaire
item which deals with the cost of production in terms
of the unit number of picces of equipment, the
maintenance cust of equipment, the cost of power and
water, telephonc bills and other forms of correspondence
as well as the coust of alvertisement were not used as

they were not considered relcvont,

The second area of the questionncire dealing with
morketing is divided into two scctions, The first
questionnaire item in the first section which
Jdetermines whether advertising is cuntrocted out and
1% contracting arrangements have been terminated;
if there are pruvisions in the contract for pricing,
the normal duration of such contract, the advantage
and disadvantage of such contract and the method mode

was considered relevant to this study: The remaining

R M S S —— —
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questionnaire items in the first scction of the
Tennessee questions on marketing were not uged since

they were not considered relevant to this studye.

The second sectiun on morketing deals with the
lavel of craft trainings The first questionnaire
item, which sceks to solicit information on the
craftsman specific training whether the training
was in production design, marketing or othors is
relevant; the second and the sixth questionnaire items
which determine whether the craftsman offers training,
feels he needs more training and type of training he

nceds were both cunsidercd appropriate,

In operating the questionnaire .huwan (1976)
recommended that o letter be first written to each
respondent explaining the aim of the questionnaires
and intervicw before the investigation is carried out.
This is to aveid gny suspicion that may arise on the
side of the respondent, /. letter was written by the
supervisor of this study to the managements of both
packaging and advertising inlustries to acquaint them

-

with the intention of the investigation (Sce Appendix A).

The researcher visited the chusen packaging and
advertising industrics, The questionnaires were
administered through personal contact and not by maill.

Some amount of time Jdeemcd necaessary and dictated
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by circumstances in each of the industries was
spent, The responses were vbtained by personal

interview and not by m2il,

3.6 Measureérfor Consumers

A structured-interview schedule was used,
The aim of the cunsumer structurcd-interview is to
facilitate the collection of information on sections
of the objective for the study which concerns the
consumer. The sections (d) evaluate generally the
package graphics in the area of instore recognition
visual impact, shelf impact imnge mediation and
overall appeal and (e) determine the consumers!
perceptiocn uf the product in relation to the

intended message.

To determine the cunsumcrs! perception of package/
product a system of testing was used in which the
respondents rated the test package on a long series
of attributes that might be used to describe the
package product. Other dimensions known to be
important to the consumers in deciding to buy/not
buy the test brand/product were included as well,

The attribute 1list forms the basis of the imagery
analysis proportion of the package regearch study

(Morich, 1981).
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1 Product efficacy dimensions. These attributes

should cover three dimensions:

measure the extent to which respondents

believe the product inside the package will

live up to performance expectations, Examplesg

cf these typeg of attributes are:

* Clean pots and pans without rubbing.

i
}
!
v
]: o

* Makes silverware sparkle

* Rinses off easily

i
H
¢ Especially effective in removing grease!

S
Qther product-related dimension focus on

such things ass: EF

* Would be economical to use ”

* Ttts convenlient to use

* Tt's a modern product.

| ! A

2 Dimensions related to aesthetic assessment of
. |

- the package: | | .
1

* It's an attractive package :
* The colcours are cheerful o
* I't's an eye-catching design i

* Sprays on easily




o
3 Statement of a self-referral nature that
reflect the respondents personal interest

In the product:

* It's my kind of product

* I'd use this product every day.

In the consumer structured-interview schedule the
visiometric testing was applied. Ihe ViSOmEtfic
test measgfes the relative effectiveness of a package
through/ ;;ploration of touch and light, This test
measures the extent to which these.senses react to
colour, shapes, typography and leptering style and
texture appeal of the paékage (Swope, 1981). o
Macleans, Pepsodent and Close-up toothpastes
packages were displayed before the respondent at a
certain stage of the interview, This was after
the respondent had answered scme questions
pertaining to his memories of the packages. such
qusstions  formea the first part of the structured-
interview schedule., The displaying of packagés before
a regpondent in package design research hés been
described as the most ideal. According to Morich
(1381), "the actual package makes an ideal stimulus,.

Respondent can hold it, shake it and examine it, front

and back. Straight up and upside down.”

|
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The questionnaire used in a toothpaste
investigation and sample analysis of appeals for a
toothpaste by Starch (1978) served additional
guide for structuring the interview questions for the
consumer., Only questions that are relevant were
adapted and where necessary modifications were
mades This is because the purpose for which 8tarch's
questionnaire was designed is not the same with that
of this study. Besides this, the questionnaire items
are tuo few, only seven in number which do not probe
sufficiently intoc the depth of consumer behaviour to
package graphics. Therefore other items considered
pertinent to this study were added to consumers'

interview schedule,

The rescarcher met the congsumers in Samaru, Zaria

and recorded answers during the interview.

3.7 Pilot Testing

Before the questiconnaires and the structured-
interview were used, pilot testings had been conducted
to determine the suitability of the questions in
relation to the objectives of the study and the
population for which they are intencded, Questions
which were found not to bc clear to the respondents

were restructured ~nd testcd,
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To avoid the respondents anticipating what the
questions for the final survey would be, the sample
for the pilot testing was chosen differently from

that of the sample for the final survey.

Ten lecturers in design, in the Department of
Industrial Design, Ahmadu Bello University, Zaria
constituted the population for pilot testing for the
designer questionnaire. A cross section of ten
marketing/Clientsfrom Zaria formed the testing group
for the questionnaire on marketing/client. Ten
regular consumers of the products who's packages
were tested constituted the pilot testing group for

the consumer questionnaire.

3.8 Statistical Treatment

Data collected was either convertedinto frequencies,
percentages or means using the Statistical.Package for
Social Science (SPSS). These were used in analysing the
data and computinjy of the results of the findings of
the study. Open ended questions were content analysedes
This analysis provided guide for evaluating the degree
to which the relationship between the designer and
the marketing/client determined a product's personality,
claims and benefits to the consumer through the

structure and graphics of its package,
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3.5 Procedure for the Selection of FPackage

1 :
L | br

to be Redesigned .t”-i p

since it was not possible to gather all packaged
IPEOdUCtS_in Nigerian market, ten were randomly selected,
Using the criteria by experts four‘out of the ten
béckagé éésiéns were found to be inadequate for the
Nigerian market. They were the Pears Baby 0Oil

manufactured by A.J. Seward in Nigeria, Starlot

ﬁédicated Scap manufactured by CCI in Nigefia, ﬁéﬁ
Dew Soft Medlcated Soap manufactured in Nigeria and
Schoel Chalk ﬁade by See Nobles Limited, These four

- packages were analysed and redesigned by the researcher,

' :
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Chapter 4

4.1 Introduction

The main objective of this study was to evaluate
the degree to which the relationship between the
package designer and packaging marketing/client
determines a product's perscnality, claims and
benefits to the consumer through the structure and

graphics of its package.

This chapter deals with the analysis of data
collected from the investigation carried out among
30 designers, 20 marketing/clients from 7 packaging
industries, and 4 advertising industries and some 150
consumers of packaged products in Nigeria, Threce
sets of gquestionnaires were used in conducting the
investigation, They are the designer, marketing/
client and consumer questionnaires, Thoe analysis
of data and the presentation of data is in the order

of designer, marketing/client and consumer,

4,2 "~ Treatment of Data

Tha total responses obtained from the designers,
marke ting/clients and consumers on each questionnaire

ltems were converted either into frequencies percentages
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the Statistical Package for Social Science (SPSS).
These were employced in analysing the data and computing
of the results of the findings of the study. Open

ended questions were content analysed,

443 Socio=Demographic Data

A concise troeatment of the demographic variables
of the respondents is considered by the researcher
as a logical starting point of this analysis. Age,
sex, highest qualification, placde of subsequent training,
arga of specialization and number Oof years of practice
are the variables to be considered under the demographic
data, The socio=demographic data is found under the

personal details of each questionnaire.

A close observation of the age distribution in
table 4.1. indicates that most of the designers are

between the ages of 21 to 30 years,

Table 4.1: Age Distribution of the Designers

N = 30
Years Absclute Relative Frequency
Frequency (percentile)
21-30 23 76«7
3140 6 20,0
41-50 1 3.3

Total 30 100,0




Table 4.2. reveals that 93.3 percent (28) of the
designers are males while only 6.7 percent (2) are
females, This may likely mean that a minute number
of women 8o participate in packnge design in the

packaging industries.

Tablce 4,2: Sex Distribution of the Designers

N = 30
Sex Absclute Relative Frequency
Freguency (Percentile)
Male 28 93,3
Female 2 6o7

Aif;the respondents except one have postesecondary
qualifications. Thirty six point six (11) out of the
30 respondents are first degrce holders, Thirty
percent (9) are Higher National Diploma holders while
33,3 percent (10) are holders of National Diplomae.

Only 1 (3.3 percent) of the 30 respondents is an

Ordinary Level Certificate holder. It is therefore
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reasonable to conclude that most of the designers

are adequately educated.

The respondents were asked to indicate their area
of speclializations, The data in table 4.,3. summarises
their responses to the gquestion., It is evident that
most of the designers (86,7 percent) are professional
graphic designers while a few are professionals in

other areas of design and fine arts,

Table 4.3: Designers' Area of Specialisations
N = 30

Specialization  Absolute Relative Frequency

Frequency (Percentile)
Graphics 26 86,7
Ceramies 1 3.3
Sculpture 2 6.7
Painting 1 33
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The respondents were further asked to indicate
whether they had any subsequent training or noﬁ.
As seen in table 4.4., 83.3 percent answered Tnot,
This is an indication that very few of the designers

in the package industries receive in-service training,

Table 4:4: Designers' Subsequent Training

N = 30
Responses Absolute Relative Frequency
Freguency (Percentile)
Yes " 16.7
NP y 25 - 83,3
Total 30 100.0

In an attempt to probg further into the
in-service programme, the respondents were askcd to
state the number of years they have practised,
Eighty three point four percent have worked for a
period between 1 to 5 years and 16,6 percent have
also workcd for a period between 6 tg 10 years,

The responses of the designers seem to reveal that
only little attention is paid to their in-service

training regardless of the years they spent workinge.
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The age of the marketing/clients ranges frOQ
21 to 50 ycars. Thirty percent (6) out of the 20
respondents fall between the age group of 21-30
“yoars while 60 percent (11) which 1s the lﬁfgest group
arc within 31-40 years, Only 10 percent (2) fall
within the age group of 471-50 years., Thoe sex
distribution of ths markceting/client indicates tﬁét
95 percent (19) are males with only 5 percent (1)

“baing femalca : ii

. Forty percent (8} of the respondents are degree
holders. Twonty percent (4) are Higher National
Diploma holders while 25 parcent (5) are National
- Diploma holders. Filfteen percent (3) are holderslof

Ordinzry loval certificate.

The respondents were asked te indicate their
ﬂ afea of specialization, 40 percent (8) speciallzed
- in marketing while 20 percent (4) speciallzed in
administration. Ten percent {2} specialized;in

: production management while another 10 percent (2)
~ specialized in graphlc design. Twenty percent (4)

did not lndicate their area of specialization,
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Responses of the marketing/client as to whether
they have had any subsequent training, reveals that
45 percent have had such training. (See table 4.5.).
When compared to table 4.4. it is evident that thosge

in the management have more opportunity for ineservice

training than those who are designers.

Table 4+-5: Marketing/clients Subsequent Training

N = 20
Responses Abgolute Relative Frequency
Freguency (Percenti{g) o
Yes 9 45,0
No 11 55.0
Total 20 1000 w

Some 20 percent of the respondents have had 1-5
years of practice, Fifty percent had 6«10 years of
practice, Twenty percent had 11-15 years of practice

while 10 percent had 16 to 20 years of practice.
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The ages of the 150 consumers nespondents are
between 15 to 40 years, Twenty six point seven (40)
are within the age group of 15=20 years while 64,7
percent (97), the largest group, lies within the age
group of 21=30 years. Eight point six percent (13)
fall within the age group of 31 to 40 years, As can
be seen in table 4,6., majority of those within the age
groups of 15-20 and 21-30 years use Close-up toothpaste,
Those within the age group of 21-30 years form the
largest group of Close-up toothpaste users, Eighty
six out of the 150 consumers use Close-up toothpaste.
Those within the age group of 31-40 years form the

largest users of Macleans toothpaste,

Table 4,6: Consumers' Age Group per Cholige of
Toothpagte Brand

N = 150
Age group Macleans Pepsodent Close-up
15=20 10 6 24
21-30 24 16 57
31-40 7 1 5
Total 41 23 86

Mean 137 Te7 2847
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One hundred and twenty out of the 150 respondents
are males while 30 are females. As revealed in table
4.7., 64 out of the 120 males use Close-up toothpaste.
Twenty two out of the 20 females also use Close-up
toothpaste. Thirty seven out of the 40 users of
Macleans toothpaste are males. It can be concluded

that most .women use or prefer Close-up toothpaste.

Table 4.7: Sex Distribution of the Consumers Per
Choice of Toothpaste Brand

N = 150
Sex n Macleans Pepsodent Close-up
Male 120 37 19 64
Female 30 3 5 2
Total 40 24 86
Mean 20 12 43

Educaticonal levels of the respondents were also
investigated, 108 have attained post-secondary
qualifications, Seventy nine out of the 108 made
their choice of toothpaste brand based on influence
of the package design. Fourteen have attended
secondary school., Eighteen are primary school leavers,
15 out of these said that they were influenced to the
use of their brands of toothpastes by other users.

Ten have no formal education.
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Occupations of the consumers varied since 43
were civil servants, twenty were artisans while 15
were traders and sixty who were students formed the
largest group. Twelv:: did not specify their

occupations,

4.4 Selection of Final Package Design

For a thorough investigation into package design
problems in Nigeria, it is reasonable for the level of
péckage industries' involvemunts in package design to
be knowne A question as to the level of involvemen$®
of the packaging industries in package design, reveals
that 50 percent of the designers indicated that their
industries design and produce package. Twenty thrce
point three percent indicated that they designed
partially and produced while 26.7 percent °
said they only designed. These latter 26,7 percent
are likely to be from the four advertising industries
which do not produce package but only design. These
advertising industries formed part of the study
population. Thirteen point three percent out of the
23,3 percent of the designers who indicated that they
designed and partially produced rated the completed

design from outside sources as three quarters of the



entirc package they preducced. The remaining 10 i_f

1

percent out of the 23.3 percent could not ascertaln

thoe aﬁéunt of the designs that came from outside
SOUrcCecSa o _ ;' -{E
Thé same question was addressed to the markéti '/
cliconts as to the level of the involvemcnts of their
industrics in package design, 35 percent_indicat%d that
they designed and produccd, Twenty fivce percent: kw
indicated that they only produced package and did not
design. Fifteen percent of the 25 percent that ;
indicated 'we design partially and producet saidE
~ that threc quarters of thuir jobs came from outside
sourées. Five percent of the 25 percent respondents
recorded that half of their jobs came from the outside
source with the deslans alrcady completeds, Another
5 percent said one quarter of thelr entire designs
came with the designs completed from the outside
sources. Comparing both responses of the daesigners
éhd marketing/clients it is evident that most of the
packaging industries designed package and producedes
A small number only produced and did not designe It
is alsb cvident that somc, package deoslgns came from
outside sources to the packaging industriese w Cb

The marketing/clients were asked to list the

packaging ltems they made and the materials used in



.making thems The followings were the materials
listed: cartons, corrugated cases, folding boxcs,i}.é
cament bags, wrappers and labels, Others listoed o
were laminates, poly bags, pely films, cellophanes,
pharmaceutical packages and various types of consumer
product packages, , '

3
i

The packaging materials used for the item iisted
are kraft lincr and fluting papers, c¢hip board, soack
kraft paper, paper board, poster papers, polyestors,
polycthlencs and poly-coated boards, Others are the
printlng ink, starch, glue, evostick, stictcl binding
wires, metal and rubber plotes, thinner, +tylng ropcs,
signodc, stripe, caustic seoda, formalin and some other
chemicals, It is evident from the lists that the
packaging industries were highly invelvoed in
producing a wide range of packages, It also I?
indicates that various types of raw matericls were

used in producing packagesa.. j
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The designers and marketing/clients were asked
to rate the contributions of the top management,
marketing/sales management, design director/packaging
co-ordinator, outside sources and package design
consultant in terms of which among a set of designs
is selected for the package. As can be seen in table
4,84y 14 out of the 30 respondents rated the top
man:gement as having made 75% contribution in terms
of which among a set of designs is selected for the
package. Seventeen of the designers rated the
marketing/sales management as having made 75%
contribution while 12 designers rated the contribution

of the design director/packaging co-ordinator to be 75%.

Table 4.8: Contribution to Package Design as Seen by

Designers
N = 30
100% 75% 50% 25% None

Top Management 4 14 7 4 1
Marketing/Sales Management 1 17 3 7 2

Design Director/Packaging
Co-ordinator 4 12 10 4 0
Outside Sources 1 4 6 11 5
Package Pesign Consultant 2 7 5 10 6

Mean 2.4 11.4 6.2 6.8 2.8
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Table 4,9, sﬁéwé ;hé rﬁtings of individual
contributions in terms of which among a set of designs
is selected for package as seen by the marketing
clients, Ten marketing/clients out of 20 rated the
marketing/sales management as having made 75%
contribution while 8 respondents out of the 20
marketing/clients said that outside sources made 75%
contribution., The data show that both the designers
and the marketing/clients ratings for 75% contribution
is the highest among the other ratings with the
degigners having the mean of 11.8 and the marketing/
client having the mean of 6.2, There is a falr
distribytion of contribution ag evident in the mean
of ratings for 75%, 50% and 25% (See Table 4,%.).
Table 4.5: Contfibﬁtidn to Package Design as Seen by

Marketing/client
N = 20

100% 75% 50% 25% None

Top Management S -5 4 5 2
Marketing/sSale Management 1 10 2 7 0
Design Director/Packaging | |
Co=~ordinatoyr 2 6 8 2 2
Outside Sources ’ 1 B 8 3 0
Package Design Consultanf 0 2 4 10 4

Mean 1,6 Ba? 5.2 5.4 1.6
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Comparing tables 4.8. and table 4,9, it is clear
that the management made more contribution than the
package designer in terms of which among a set of
designs is selected for the package. These ratings
seem to add further weight to the claim by some
designers that the management have high icontrol'
over what the designer designs. Any contribution
of the management that is upto 75% may likely be too high.
This is because the designer's job by its nature,
involves a high proportion of creativity which is
guided by elements and principles of package design
which makes it less subjective to management tcontrol!
(Sadler et al, 1970, Larrabee, 1935, Lansley et al,
1974), Outside sources is also having a high rate
of contribution to the selection of design for the
package, This may cause more interference on the
independence of the designer to do his work, Most
clients from outside the packaging industry have no
adequate knowledge of what they exactly want thus
constituting an external constraint to the designer

(Lawson, 1980).

In answer to a qu=stion as to whether they are
normally provided with enough information when

designing the package, 16,7 percent of the degigners



said they were very much provided with information
while 23,3 percent said also that they were quite
much provided with information, However, 60 |
percent which constitutes the largest opinion group
claimed that they were not normally provided with
sufficiont information when designing the package, ;
The responses secm to reveal that the managements of

i)

packaging industries do not provide adequate .
information for the effective working of the designefé.
.Tﬁét these internal constraints do affect the designcr;s
work confirms Lawson {1580 ) findings. B ﬁ G
|
The designers wore asked whefh@r they were.;ﬁ
normally provided with enough materials needed to
execute design, 53.3 percent answered 'yes' while i”
43,3 percent said f'nef. Only 3.3 percent were not
certain abeout the sufficiency of the design materials
that they were normally provided. The results do

indicate that there is lack of designing materials

in the packaging industries. | il
g4

On a question as to the things that constitute
constraints to the graphic designerst! work, the markcting/
clients identified lack of adequate tools, and desighing
materials, lack of appropriate incentive such as
refresher courses, serninar and lack of a professional

body as constraints to the graphic designers' work,
' il



The marketing/cliunts identified the major
.broblums facing packaging in Nigeria as lnadequacy
of raw materials and low percentage contribution of
lqcal source of raw materiacls., Lack of machinery and:
sbare parts, machine limitation on some locally |
produced raw materials and lack of skilled manpower. }
Industricg were 2180 not able to obtain sufficient
import licuense from the government to import raw
materials and spare parts. This could be largely
duc to ths gleobal cconomic recession which has left
tge country with insuffliclent forelgn cichangoeas :E

| ' i

' The dosigners were questioned whether thedr

industrics have staff developmant programme, 6647 .

1

percent said they did while 33,3 percent soid they
did note. On whether they peed gome form of i
refreshor courses in packaging, 86.7 percent folt

they neoded 1t, Only 13.3 percent answered that

they did notes These results along with the |

t

constraints identified by the marketing/clients on
the designerts job further authenticoted that q

mﬁj:qity #f the designers do not enjoy in-service |

training even where the industry operate gtaff

development progromme. As a result the designer is

unlikely to have reasonable source of updating {|

'
[
+]
i

i

information on design. |
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Both the desiéheré aﬁd the mé;kgfing/clients
were asked to rank their regards for the graphic
designer. A close observation of the rankings in
table 4.10« indicates that even though the marketing/
clients have high regards for the designer the
designers regard themselves as more important
than the marketing/clients rating for them.

(Compare the mean per item for the designers and
marketing/clients in table 4:10.). The ratings are
likely to be an indicatien of the very high regards

they both attach to the role of the graphlic designer

in th-: pickaging industfy.

Table 4.10% Ranking of Regards for the Graphic
Designer by Designers and Marketing/

clients -
Ranking : Designérs o Marketing/clients
n = 30 % y n = 28 %
very Highly 15 50 L ? 35
Highly 15 56 .- . 10 50
Lowly - - N 3 18
Group mean 27 _ S 27

Mean per Item 4.5_ L 4,05




Questioned as to how often the graphic
designer met the time schodule for submission of
designs, the marketing/client rated the designers
as follows: 15 percent rated the designer as often
making the time schedule at 100%, 60 percent of the
respondents rated 75% and 25 perccent rated SO% for
the designers. Twoenty percent of the designers |
rated themselves as often meeting the time schedﬁle

by 100% while 80 percent felt they meet the time

. Bchedule by 75%. It is ovidont that all the

e

respondents feel tho designers usually do their
’jobé within the specified period. All the marketing/

.cllents agreed that the designers also do their g

Jobs according to the specifications given thems |

The following views represcnt responsas of _iuﬁ
designers and marketing/clients as to what they

consider to be the goal of packaging in Nigerias

1. To satisfy the clients and consumers.

2. To persuade the consumers to buy products.
3. To develop designs on packaging matericzls

that are attractive, cheap and conform ]

to market requirements,

4. To protect the preduct life and create

appeals
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to conform 75% with package design tradition.
Seventy five percent of the marketing clients
indicated a rating of 75%, 20 percent indicatcd
100%, while 5 percent of the regpondents gave a
rating of 50%. The designers’ ratings are as s
follows: 66.7 percent indicated a rating 75%, 13.3
geréent indicated 100%, 10 percent indicated 50%,
3.3 percent indicated 25% while 6.7 felt uncertain
apout the conformity of the Nigerian package design
with package design traditicn. %
|

Conscnsus of thuse rasult may be an indication

=
!

that beoth the designers and marketing/clients wuere
aware that their packages must communicate %Wopth
traditional and contemporary meanings to many ;{

N
audiences, B

i i The respondents were asked to state how oftoen
their industries conduct research into Consumeféﬂ
acceptability of their design, 13.3 percent of the
designers perceived that their industries conducF
resecatrch blannually while 10 percent indicated tgat
research is conducted annually. However, 46.7
_percent are of the opinion that no research is #
hc;nducted at all, 30 percent are not sure whether
' such research is conducted. The marketing/clients
‘responses to the same question shows that only 10%
o
| i

RN S 3

e

B

e e -
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of the marketing/clionts indicatced that they carry
out rescarch annually. Fourty five percent opined
that no research is conducted at all while 15

percent are not certaine For the majority, 46.7
percent of the designers and 45 percent of the
marketing/clients to declare that no research is
conducted on the consumers acceptability of the
package design thoy produce is an indication that

the marketing/clients who are over 75% involved in
what the designer designs (see table 4,8) are only
imposing on the design.rs what they feel the consum.:r
wants, The responscs of the designer has a mean
score of 2.2 while that of the marketing/client is 2.5,
The significant level of the differcnce is 0.25 which
cannot be attributed to chance. It means there is
likely a divergence of opinions between the designers
and the marketing/clicents on whether research is
conducted in the packaging industries or not,
However, it is evident from the results that mo:t

of the packaging industries do not canduct research
to ascertain the consumer's acceptability of the

package they produce,

On a question as to who generally chooses thc
colours for design, 53.3 designers said they make

the choice based on what they feel is right, Thirtaen



-: g wf : . | | | | |
{ | . oo
; ,..:-J3_.; _ -

point threce percent indicated the management makes'

the cheoice of colours for designs at their own 1 F
b % B
discretion while 33.3 percent claimad that the

LR R S

clients are responsible for the choice of colours

for their jobs. |

;
[
F . |
| i
t . :

, In response to a question on whether the designers

were familiar with production process of package':_

RS

design, RO percent sajid they did while 20% said |

R
<l

they did not., This is likely to be an indication_
that majority of the designers were aware of the i
printing and production possibilities of what thcy
designed, A good knowliodge of printing and production

possibilities of designs 1s & basic requirement for

a competent designer (Larrabee 1935, Tobolski 1981).
The printing process used in the production of fi_.@

package design by the industries investigated arce

[ T s

offset lithography, letterpress, gravure and

silkscreen procecss.

The designoers and the marketing/glients woere.
ésked whether they had scecn regulations guiding E
packaging in Nigoria, 26,7 percent of the designers
said they did while 73.3 percent did not. Fourty

C
five percent of the marketing/clients had seen the
re?ulations while 55 percent had not. Thase rosults
’;hgws alhigh rgfe of ignorance on the part of ?qﬁh

R

-

&
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\ ?he designers and marketing/clients on what the 0

exlsting regulations on packaging in Nigeria are.

T I IS A

Without the awareness of what the packaging

regulations are, they may not produce packages that

meet packaging standards and legal requiremants,
of
Lack of adequate knowledge/regulations only craote

failure for the package (Mayal, 1979, Lowenthal,

1981). |
R 2N9R00 |

E; A structured-—interview schedule was usoed in

the collection of data on sections of the objective

i e e Taca ] SRR

for the study which invelves the opinion of the
consumer. To evaluate generally the package instore
recognition, the respondents were asked to say the
first thing thoy would do if thay got to a shop
they had never been to bofore, 41 (27.3 percent)logt;
of the_iS. respondents said they would ask direcéfl
Efo!r Qhat they came for, One hundred and eight
respondents (72 percent) said itney would look arﬁunq”
[ithe shop if the item they camc for was therce on ;he E
| :
!shelf. Only one lone person was not certain as to
what he would do if he got to a shop he had never
~been before. With 72 percent responding that thoey
would look around the shop to see if the 1ltem thoy
- “came for was on the shelf is a likelihood that mest

- of the prodyct consumers respond to package graphlcs:

its visual impact, shelf impact and overall appcal,.
WAGHE Y JERARUEL AR

ARMRDU BELLG univERSITY

[,

g e e o
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The 150 consumers interviewed are users of three
brands of toothpastes, Macleans, Pepsodent and

Close=up.

In response to a question on whether they
remembered any aspect of the package appearance of
the toothpastes they used, various aspects as can
pe seen in table 4.13. were mentioned, Forty -eight
percent remembered the package colour of their
toothpastes, this is followed by 22 percent that
remembered the colours and illustrations on their
toothpaste packages. The colours used on the
toothpastes packages can be seen in plates I, II,

IITI and IV.

Table 4.13: Aspects of Package Appearance Remembered

by Consumers of Macleans, Pepsodent and Close-up

Toothpastes.

N = 150
Aspect Remembered Absolute Relative Frequency

Freguency (Percentile)

Colour T 72 48
colour and Illustration 33 22
Illustration 19 12,7
Typography and
I1lustehrfion ° 12 B
Brand name Typography 3 2
can't Remember 11 73

Total 150 100.0
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Plate I. Macleans Toothpaste Package used in

the Consumer Interview

plate II. Pepsodent Toothpaste Package used in

the Consumer Interview
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Plate I1II Close-up Toothpaste Package (red brand)

used in the €onsumer Interview

Plate IV Close-up Toothpaste Package (blue brand)

used in the Consumer Interview
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The results shows that most people do remember the
package appearance of the product they use

especially, the aspect of the dominant colour of

?he packages. The respondents were asked further
whether the most prominent colour on the toothpaste

of their choice is powerfull to attract attention,

70 percent said the colour Is eve-catching, 16 percent
;&xd the colour is cheerful, 1.3 percent felt

the c¢olour is dull while 12,6 percent could not say
what they actually felt about the prominent colours

of the brands of toothpastes. With 70 percent
identifying the colour of their toothpastes as cye—
catching is an indication that most of the respondents
are colour conscious or sensitive. Colour attracts
and is remembered in accordance with its degree of

visibility (Cheskin 1951, Lynn, 1981},

In answering a yuestion on what impression the
package appearance gives about the product it
contains, 70.6 percent parceived that the product in
the package is good while 29.3 sald they perceivad
nothing. The respondents were also asked as to what
became their impression when they started using the
product, 98,7 percent felt the products were
satisfactory while only 143 percent felt that the
product did not measure up to what was portrayed on

the packages The result is a likely Indication that
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package designs should portray the products they
contain., Consumers believe the product inside the
package will live up to performance expectation

(Morich, 1981),

As to the quality of the product, 72,7 percent
of the respondents felt their brand of toothpastes
arec bcotter than the other brands, Three point three
percent were not certain as to the quality af the

toothpastes they use when compared with other onese.

To assuss the package overall appeal, respondents
were asked whether they were influenced toward buying
the typec of toothpastes they use by the toothpaste
package appearance, 52,6 percent said 'yes' while
28,7 percent said 'no', Fourteen percent were
influenced by other users while 4,6 percent were not
certain whether they were influenced.s Among the 150
consumers interviewed, 41 persons used Maclean
topthpaster 23 persons used pepsodent toothpaste and
86 persons were users of close-up toothpastes,

Seventy nine out of the B6 users of close~up could
describe certain aspects of the aspecte Thirty fourt
out of the 41 users of macleans described certain
aspects of their brand of toothpaste package appearance
while 17 could not describe any aspect. Twenty one

out of the 23 users of pepsodent could remomber certain

aspucts of the appearance of their type of toothpastets
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package whilc two could note. The aspects mostly

e
4

described are the package colours, visual Images i
illustrated onltﬁe packages. The result shows thét'
close—~up toothpaste has the greatest overall appeal
_with 86 users cut of 150 consumers of the three

tipes of toothpastes being tested, It is likely

that colour combinations and image illustration

might have creataed impact on the consumers of close—up
tdéthﬁaste thus attracting a large number of use;é
than the macleans and pepscdent toothpastes, Close-up
eyen though being the late comer to Macleans and
pepsodent toothpastes still attract a larger number

of buyers. Other reasons perhaps could be advertilsing

and promotional exercise by the product manufacturers

S .
see plates XIII and XIV). It is likely that close-up

toothpaste is advertisced more often on televisione

In this way the consumers are adequately communilcated
N _

wiih and are inveolved in an temotional relationship!

with the product {Sotang, 1981),

S

U VP
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Now available...
New swoe CLOSEe-UD

Clear, blue toothpaste
with

Plate V Close=-up

isi : i sement
Plate VI Pepsodent Toothpaste, televislon advertisemen



109

4.6 Evaluation and Redesigning of Some Packacqes

Using the criteria by the experts, four out of
the ten packages randomly selected were found to be
either inadequate for the Nigerian market or sub-
standard. Thus they were evaluated and redesigned.
They are the package of Pears Baby 0il, Starlot

medicated soap, New Dew medicated soap and school

chalk.
— i
" Mits
J'll' \
RS
plate VI1. Package Design plate VIII Redesigned
of Pears Baby 0il package of Pears Baby Oil

pPears Baby 0il (Plate ViIs - The product is

manufactured in Nigeria and is meant for the Niaerian



Tas e o Sy
Lo o | | .10
- . | . .
market where people are generally and by naturce blacke
" The illustration depicting the white baby may not be
‘ddentificd with by the generality of Nigerianse In
Plate VII emphasis is on improved tllustration to A
further communicate to the torgeted consumer who are
Nigerlans., The iilustratiOn portraying th:: white baby
is replaced with o black baby, since the product is %
meant for black people, The wordings which are below i
the brond nome 'Pears Boby 011Y in Plete VII hove
been shifted to the other two opposite sidesg in the
" redesigned package, The researcher felt that moving
ihésé words to the cother two opposite sides could
create eye movement and curiousity which mny invite the

consumer to hold the package, look round it and
—

e

;v Itually be persuaded to buy,. "
r ﬁ.

| Pears Baby 0il manufactured by A.Je Seward is

: just one Of the many products made in Nigeria by
mu%tinational companies with foreign designs on thelr
paékaées; Other multinationzl companics in Nigeria
such as UAC Nigeria Limitwed, John Holts, A.G. Leventds
and Paterson Zechonis (PZ) equally maintain forelgn
designs on some product they design for the Nigerian

CoOnNsSumMersS.

oo
b
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Plate IX package Design of Starlot Medicated Soap

— —— -

Plate X Redesigned Package of Starlot
Medicated Soap



Starlot Medicated Soap (Plate IX) - the design
on this package appears busy and untidy. The package
which is likely to have been designed by a Nigerian
designer and for the Nigerian consumer has a portrait
of a white lady. This could be an indication of how
some Nigerian designers are instructed to build their
designs on foreign aesthetic idiom rather than the
Nigerian indigenous culture. As a result there is
lack of competent judgement of designs by the Nigerian
ublic which has led to the acceptance of mediocre
and outright bad designs of product pacakges. In
plate X the package has been redesigned to a simple

design that can attract and invite a buyer.

&
Plate XI Package Design of Plate XII Redesignad
Package of New Dew Joft

New Dew Soft Medicated Soap Medicated Soap

New Dew Soft Medicated Soap (Plat XI) - this

product has an unattractive package which if placed
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among other competitive product of the same category
it may not stand competition due to the size of the
package and its design. The words are not arranged

in order. One side of the package that is supposed

to be reading the same thing with the opposite side
have different arrangements with different typefaces.
In plate XII it is redesigned, the product brand name
is emphasized in black letters over a background

which create contrast. The background is made of red,
white with a cross-hatching black lines, making the
product to stand out, eye-catching and attractive.

The products' uses that were spelt on the same side
with the brand name (See Plate XII) have been moved to,
the other two opposite sides of the redesigned package,

which made it to be less busy.

Plate XIII Package Design of the School Chalk



Plate XIV Redesigned Package of the School Chalk

School Chalk (Plate XIII) - The product's brand
name is wrong grammatically as 'school chalks', it
should read 'School Chalk'. Like the previous package
designs discussed, the design appears busy with many
informations just on one face of the package. The
dark ink used on a brown paper for the package wor sened
the design, it makes it dull and not eye-catching,

As can be seen in plate XIV, the design is made on @a
white surface with a black colour which helps the
package to attract from a distance. School Chalk

as it is written in plate XIV seems to suggest the

function of school chalk which is basically to write
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on a black board, Some other informations that made the
original design of the package clumsy have been shifted
to the other two opposite sidces of the redesigned

packages

4,77 summary

Most of the designers arc between the ages of 21
30 ycarse. Over 90 percent of the designers are
males while only 6.7 percent are femalese All the
.2signers except one have post-secondary school
qualifications with 86,7 percent being professional
designerse Over 80 percent of the designers in the
package industrics do not receive in-serve training
rcgardless of the ycars spent by the designer working

in the industry.

Sixty percent of the markcting/clients are within
thce age group of 31 to 40 years. The sex distribution
indicates that 95 percent are males while only 5
percent (1) is female, Fourty percent specialized
in marketing while 20 percent specinlized in
administration. About 45 percent of the marketing/
clients have had in-service training, when compared with
the numbcer of designers that have had such training,
it is c¢vident thot thosce in the management have more
opportunitics for in-servicce training than their

counterparts who are designers.-
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Mojority, 64.7 percont, of the consumcrs were
within the agc group of 21 to 30 ycars. Majority of
those within the age groups of 15 to 20 years and 21
to 30 years uscd Closc—up toothpaste while thosc
within the age group of 31 to 40 yecars werc the largest
uscrs of Macleans toothpaste. Sex is likely to be
another detorminant for the cholce of toothpastes,
most women preferred close-up toothpaste while men
formed the largoest uscrs of Maclcecans toothpaste.
Bducational loevel is another likely influcence on the
consumars! choice of toothpastese Seventy nine out
of 108 with post-sccondary school gualificotions made
their choice of toothpastes, along with other factors,
on thc¢ persuation by the design of package, Fifteen
out of thu 22 primary and sccondary school leavers were
influcnced to the use of their brands of toothpastes
by othcr users. The occupations of the consumers
varicd, 43 out of the 150 respondents were civil
servants while sixty, which form the majority were

students, The others were traders and artisanss

The packaging industries are involved in
packaging at various levels., There are those
industries that design and produce, those that design
partially and produce and those that only produce,

The responses of both the designers and the marketing/

cliconts revealed that most of the packaging industries,



50 percent, designed and produced while over 20 ,
percont designed partially and producad, Twenty I
percent of the industrics only produced but did not
designe. Some completed designg came from outside
sources to the packaging industrices through cliuntse.
The packaging industries were highly involvaed in

producing a wide ronge of packages. Various types of

raw materials were used in producing the packagoess

The responses of the designers and the morketing/
c:'_I|.ients showad that the management mode more
contribution, 75 percent, than the package designer
in terms of which among & set of designs was sclectoed
for the package. Outside sources was nlsq seen having
a high level of contribution to the seluction of dusign
for the package., This may have cauged some interference
on the independence of the designer to do his work
effacgtively. In answer o a question as to whaether
they are normally provided with enough information
when designing the package, 60 percent of the designers
which constituted the largest opinion group claimed
thaet they were not normally prowided with sufficient
information when designing the package. It 1s evident
that managements of the packaging industries did not
provide adequate information for the effective working
of the designers. Responses of the designers as to

whether they were normally provided with enough
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materials to execute design assisgnments, show that
designers were not provided with cnough materials and

adequate designing tools. T

Tha marketling/clients 1den£ifiud lack of adeauﬁte -
- tgols and designing materials, lack of appropriate
:ﬁinééntivé such as refresher coursces, scminar and

lack of a professional body as constraints to the
ngr?phic designer's workse The major problems facing
.t.é pdckaging industries as identificd by the marketing/
clivnts were inddequacy of raw materials, lack of
m;chincry and.- spare parts, machine limitations, lack
gf skillcod manpower and inadequate import license

from the govermment for importation of raw materials and

Spare parts.

Not all the packaglng industries had staff
devolopmant proérémmé. over 85 percent of the designers,
including thosc from the industries where they claimed
to howve staffldevelopment programme, folt they needed
refresher cdﬁrsés inwpackaging. The willingness of
the designers for refresher course could be an
deication that majority of the designers did not enjoy

in-service tralning even whare the industry operated

staff develepm..nt programe.

Though the marketing/clicent had high regards for

the role of the graphlc designer in a packaging
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industry, thc designers scemed to have more regards

for thcmsclves than the marketing/clients had for them,
The designers claimed they usually met the time
schedul: for jobs assigned to them, All the markcting/
clients agreed that the designers always did their jobs

according to specification given them,

The views of the designers and marketing/clicnt
on the goals of packaging was that package is to sell
product to consumers. It must however be clegant,
simple, with storage ability, handling convenience ™
and be cheap to produce, They also perceived that
package design in Nigeria measures up to 75% to that
of the international standards. There was an indication
that the designers and marketing/clients were aware
that their package must communicate both traditional
and contemporary meanings to way audicnces. The
results showed that most of the packaging industries
did not conduct research and most of those that claimed
%0 have been conducting research when asked to state
their findings could not, this is a probable indication
that such claims of conducting research is false, It
was discovercd that choice of colours for design
was mostly done subjectively by elther the management
or designers and in some few cases by the client without

predesign research of what the target buyer's taste is,
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Eighty percent of the designers were familiar
with printing and production pricess of package
design, an indication that majority of thc designers
were aware of the printing and production possibilities
of what thcey design, The results also showed that
there was a high rate of ignorance with the designers
and the marketing/clients. Seventy three point three
percoent of the designers and 55 percent of the
marketing/clients said they had never seen regulations

guiding packaging in Nigeria.

In evaluating the package in-store recognlition,
results of the responses indicated that 72 percent
look:d around the shop to see if the items they came
for was on the shelf., This could be a likelihood that
most af the product consumers did respond to package
graphicss its visual impact, shelf impact and overall
appeale The 150 consumers interviewed were uscrs of
three brands of toothpastes: Macleans, Pepsodent and

Close=up,.

Also 72 percent, of the consumers rem.mbered the
dominant colour on the package, they also agreed that
the prominent colour on the package is eye—catchinge
This could be an indication that most of the consumers
were colour sensitive. Responses on the product

impression given by the package appearance of their



121

brand of toothpaste revecaled that 70.6 percent
perceived that the product in the packagc will be
goods On the after usc impressions of the product,
98.7 percent felt the product was satisfactoryes It

is a 1likcly indication that most consumers expect that
package should actually portray what thcy containeg

As to the quality of the product, 72,7 percent of the
respondents felt their brands of toothpastes were

better than the other brands,

In assessing the package overall apeal, 52.6
percent saild they were 1Influenced toward buying their
typc of toothpastes. The remaining respondents either
said they were not or admitted being influcnced by
other users while some others were not certain as to
what actually influcncced theme The aspect of the
package appearance mostly remembered by the consumers
were the package colours, visual images illugirated
on thce packages. Among the three toothpastes used in
the study, Close—-up toothpaste had the greatest overall
appeal with 86 users out of the 150 consumerse It is
likely that colour combinations and visuals on the
toothpaste might have created impact on the consumers of
Close-up toothpaste thus persuading a large numbor of
users than the Macleans and Pepsodent toothpastes.
Another reason perhaps, is likely that Close-up

toodhpaste is advertiscd more often than the other two.
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Using the criteria by the experts, four packages
were found to be inadequate for the Nigerian markcte
This is due to the nature of thuir designs and some
being merely poor designs. These packages were
analyscd and redesigned, They are the packages of
Pears Baby 0il, Starlot Medicated Soap, New Dow

Medicated Soap and School Chalke.
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Chapter 5

SUMMARY, MAJOR FINDINGS, CONCLUSIONS
AND RECOMMENDATIONS

5.4 Introduction

In this chapter, a summary of thc procedures,
major findings of the study, conclusions and

recommcndations will be considerede.

5.2 Statement of the Problem

Thz problem of this study primarily is to
evaluate the degree to which the relationship
bectween the package desinger and package marketing/
- client determines a product's personality, claims and
bencfits to the consumer through the structure and
graphics of its package. The specific objectives of

this study are:

(2) to determine the naturce of the task of both

the designer and the marketing/client,

(b) to evaluate the contributions of the
designer and the marketing/clicnts to
product's package designs in terms of their
relative contributions: who has more say in

the package design,
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(c) to identify the communication objectives

for package design in terms of:

(i) reasons for package. design

(ii) the role of packaging in product
marketing

(iii) communicating the package design

objectives to the designers,

(d) to evaluate generally the package graphics
in the area of in-store recognition, visual
impact, shelf impact, image mediation and

overall appeal,

(e) to determine the consumers perception of the

product in relation to the intonded message,

5.3 " Pprocedure for the Study

The selection of the sample for this study was by
purposive or judgemental sampling method: the rationale
being that it is perhaps, the most effective method
since the exa;t boundaries of the population could
not be reliably determincd, Fur thermore, it is
established that with good judgement an appropriate
strategy can be used to pick cases that may be typical
of the population (Selltiz et al, 1965, Babbie, 1573).
Errors that may occur in judgement will tend to

counterbal ance each units.
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Thgee sets of questionnaires were administefed,
one each to the designers, marketing/clients and
consumers (see appendices B, C ande). Data
collected were either converted to frequencies,
percentages or means using the Statistical package
for Soclal Science (5PSS). These were employad

in analysing the data and computing of the results

of the findings of the study.

5,4 T Major Findings -

-

5.4.1.T I The Nature of the Task of both
' . Dasiqner and the Marketing/client

The task of the designer 1In designing the
package that will.communicate effectively to the
public 1s found to be complicated. Designers were
commissioned by clients who did not really have
adequate knowledge of what they exactly want,
Kiéi,;aééigners were commissioned by people who

did not understand that the designer's job invelves

a high proportion of creativity.

Designers were not provided with specific

communication objectives when designing the package,
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Sixty percent of the designers indicat:d that they
were not normally provided with sufficient

information when designing the package,

There was lack of designing materials in the -
packaging industries. Designers were not provid.d
with adequate designing tools, 53.3 percent of the
designers said they werezg:ovidcd with adequatc
designing tools, Also, there was lack of appropriatc
incentive such as refresher courses, seminar and lack
of a professional body to which the designers could
belong. Not all the packaging industries had staff
development programme, Majority, i.e., 83 percent of
the designers did not enjoy in-service training
like their counterparts in the management even
where the industry operated staff development
programme., All these hindered the designer from

sources through which they could wp-cate their

knowledge professionally.

.Just as stated by Larrabeec (1935), that "one
of the first things a competent designer learns
involves the production possibilities...", 80
percent of the designers were aware of printing and
production possibilities of what they design. Rcsultﬁ
of the investigation showcd that designers met the

time schedulc for jobs assigned to them, they cqually
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accomplished their tasks according to specifications
given them. Both the marketing/clients and designers
had very high regards for the role of the graphic

designer in the packaging industry.

Packaging industries did not conduct research
to ascertain the consumers' acceptability of designs
they produced. As a result choice of colours for
design was mostly done subjectively by either the

management or designerse.

Industries were involved in packaging at various
levels. Industries?! level of involvement in
package design could be classified into three

categories:

(a) Design and produce,

(b) Design partially and produce and

(c) Only produce,

Some completed designs came from outside sources
such as advertsing agcnciesZ?gcelance artists to the
packaging industries for production. The industrics
that only produced and did not design the package
had their jobs from these outside sourcese. The
packaging industries were involved in producing a
wide range of packages for various types of productse

Different types of raw materials were used in

producing the packages.
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. d
5.4.2. The Relative Contribution of Designers an
the Marketing/clients to Products Package Design

The marketing/client had more say in the design of
products? package, making about 75 percent
contribution. Outside sources also made relatively
high contribution more than the designer. The
Designerts contribution in terms of decision
making on the design of packages was relatively too

low when compared with that of the marketing/clicnt,

Some contributory factors to package design

problems were identified as follows:

(a) 1Inadequacy of raw m=terjals,

(b) Lack of machinery and spare parts,
(c) Shortage of skilled manpower,

(d) Machine limitations on some locally

produced raw materials and

(e) 1Insufficient impert license from government
for importation of machine spare parts and
raw materials,

These problems have to a large extent affected the
packaging industries as a result some of the
industries had to cut down their production

Capacities,
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5.4.3. . Tdentification of Communication
: . Objectives tor Package Design

The purpese of packaging as identified bylfhg
désigners and marketing/clients was primarily to seil
products to consumers. They also ﬁerceived that
package should achieve the following objectives

which are that an effective package must:

{a) Be elegant to persuade coﬁsu;éfs,
{b) Have storage ability, - - - ;” ;7.-
(c) Have handling convenience, .-i:”'- 3
(d) Be cheap to produce and ZL; .fﬁAtL;

{e) Communicatc both traditional and

contemporary meanings to many audiences.

There_wag a high rate of ignorance on the path
of both the designers and marketing/clients on what -
the ekisting requlations on packasling are. Scventy
three percent of the designers & . 5 percent of
the marketing/clients said they L never seen
regulations guiding packaging in Nigeria. Duz to
this ignorance of the packaging regulationé and
lack of research that was geared towards finding
the tastes of the consumars, specific package design

objectives were not communicated to the designers,
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5.4.4. General Evaluation of the Package Graphics

Majority of the packaged product censumers
responded to package graphics: its visual impact,
shelf impact and overall appeal., Consumers
generally looked around the storce ﬁnfore buying
what they came for, Seventy two percent of the
consumers said they normally looked around the shop

if the item they came for was therea

Most consumers remembersd the package
appearance of the product they use, especially, the
dominant colour of the package. Packaged product
consumers werc colour sensitive, 70 pcrcent of the
consumers said the colour of their toothpastes?

packages was eye-catching.

Another aspcct of the package mostly rcmemborcd
by the consumers was the visual images illustrated
on the packages. Close-up toothpaste had the
greatest overall appeal with 86 users out of the
150 consumers of the three types of toothpastes
tested. Followed by Macleans with 41 users and

Pepsodent with 23 users.

5.4.5. The Consumers' Perception of one Product
in Relatlion to the Intended Message

Investigation revealed that consumers expect

that package designs should portray the product the
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package contains: scventy point gix percent of thao
consumers of Macleans, Pepsodent and Close-up
toothpastces perceived the products in their brand

of toothpastes' packages would be 'good!' beforc they
bought them. On what became their -impression whon
they started using the products, 98.7 percent of

the consumers felt the products were satisfactory.

5.4.6. Socio-Demcgraphic Data of Designers,
MarkeEino/clients and Consumers

Seventy six point seven percent of the designers
were between the ages of 21 to 30 years, Over 90
percent of the designers were males, only few woman wore
package designers. Eighty six point seven percent
of the designers were professjional graphic designers
while the remaining few specialized in other arccs

of design and fine arts.

Designers could be classified into four

categories namely:

(a) Bachelor of Art degree holders,
(b) Higher National Diploma holders,
(c) National Diploma holders and

(d) G.C.E. Ordinary Level holders.

Oover 80 percent of the designers did not

receive in-service training regardless of the ycars
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spent by the designer in the industry. Only few

priviledged ones received such attention.

Sixty percent of the marketing/clients werc
within the age group of 31 to 40 years. Ninety
five percent were males, only very few women were
involved in packaging business especially, at the
managerial level. Persconel in the management could

be classified into four arcas of specializations:

(a) Marketing
(b) Administration
(c) Production management and

(d) Graphic Design,

About 45 percent of the marketing/clients have
had in-service traininge. Thosc in the managemont had
more opportunities for in-service training than

their counterparts who are designers,

One hundred and fifty respondents participated in
the consumer interview. Majority of the consumecrs
between 15 and 30 years usod Close-up toothpaste
while those with the age group of 31 to 40 years
were the largest users of Macleans toothpaste., Sex
was a determining factor for some consumers' choice
of toothpaste while men formed the largest users of
Macleans toothpaste. Educational level of the consumars

was another factor that influenced the choice of



toothpastes. Seventy nine out of the 108 reépbndents
with post--secondary school qualifications made theisr
choice of toothpastes based on the package design
appeal. o

R
B e

1" consumers occupaticns could e érouped into

four categories, namely: ' L SRR
i : : : :
'(a) Civil servants,

(k) Students, o .1”T o e t;.

(c¢) Traders and. . '5.1 m:;

|
|
I
|
o
1 {d) Artisans.
i

,5.55.:37" S Conclusions

The nature of the designér's work is complicateds
bééigners are commissioned by clients who do not
understand the exact thing they want. Clients have
ho .adequate knowledge of the nature of the designerts
work. The designerts job by nature involves @ high
proportiqpugfscreatiVity (Sadler et al, 1970,

Lansley e€ a1,'1974). Designers are not provided
with specific communication objectives. They are
also not provided with adequate designing tools,
There is lack of designing materjials in the packaing
Industries. As manifested in tﬁe relationship

between the designer and the marketing/clients, the

marketing/client has more say in decision making

_— )

e

e
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than the designer. The marketing/client's high
control over the designer affects the designer's
performance, his job being highly creative should be
'less subjective' to the management's system of
control (Lansley et al, 1974), It can be summed up
that package design in Nigeria does not actually

reflect the creative will of the Nigerian design rs,

There is no incentive such as refresher courses,
seminar and a professional body to which designers
could belong. Not all the packaging industries
operate staff development program. The designcrs
are not priviledged to attend in-service courscs like
their counterparts in the management of the indugtry.
Therefore they are not able to up-date their

knowledge professionally.

Designers are aware of printing and production
possibilities of what they design. They meet time
schedule for jobs assigned to them, equally designs
are accomplished according to specifications given to

the designerse.

Packaging industries do not conduct research
to ascertain the tastes of the consumerse. The choice
of colours for design are in most cases done
subjectively either by the management or the designer,

Scientific approach should be used in choosing colours
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for design, "the scientific approach means avoiding
reliance on individual judgement and eliminating

personal taste" (Cheskin, 1951).

Industries are involved in packaging at various
levels: designing and producing, designing partially
and producgng, . and producing only, The packaging
industries use various raw materials to produce

several packages,

The goal of packaging as identified by the
designers and marketing/client is primarily to sell
product. An effective package must be elegant, with
storage ability, handling convenience and be chcap
to produce., Also, package should communicate both
traditional and contemporary meanings to many
audiencess There 1s a high rate of ignorance on the
path of the designers and marketing/clients on what
the existing regulations quiding packaging are in
Nigeria. Lack of adequate knowledge of regulations
guiding packaging will create failure for the package
(Mayal, 1979, Lowenthal, 1981). Inadequacy of raw
materials, lack of machinery and spare parts,
shortage of skilled manpower and machine limitations
on some locally produced raw materials are other

factors affecting packaging in Nigeria,
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Consumers respond to package graphics: its visual
impact, shelf impact and overall appeal, Consumers
generally lookcd around the shop before buying things.
Package appearance is remembered by consumers,
package dominant colour and viswnal images
illustrated on theé package being theé aspects
mostly remembered, Consumers expected package design
to portray the content of the package., Also, they
perceived that the product in a package would live
up to performance expectations. This result agrces
with the consumers thcory as stated by Swann (1969)
"that buyers have definite preference, that they are
able to assess how well different goods and brands
of a particular good will perform and how much welfare
they will derive from consuming them, Moreover, this

welfare is assessed indepcendently of prices.”

Most of the designers are between the ages, of
21 to 30 years, Over 90 percent are males. Majority
of the designers are professional graphic designers,
Sixty percent of the marketing/clients are within
the age group of 31 to 40 years. Ninety five
percent are males. Age, sex and educational lovel
are some of the factors that affect the consumers}

choice of toothpastes,
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5.6 Recommendations

Based on the findings in the study so far and
in the light of existing practice of packaging in
Nigeria, the following recommendations for packaging

industries' workers and government ‘are necessarys

1 The packaging industries should do both
formative and summative evaluation of thcir
packaging i.e. step by step or from factory
to consumer evaluation. They should also do
a follow-up assessment of the designs to

obtain some on-the-shelf data,

2 The marketing manager should communicate
specific design objectives in both gencral
promotional terms and specific packaging
terms to the package designer. The proper
data and information gathered from rescarch
will afford, the package designer's needed
direction. The designer should ask for
clarification where he cannot follow the

reasoning that led to research conclusions,

3 Designers should be fully involved in the
working out of the package design goals,
There should be an interdisciplinary
relationship and co-operation among the
marketing researcher, the designer and the

marketing manager,
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Packaging industrics should organisc refresher
courses, seminars and in-service training
programmes for their workers. Designcers should

be given equal opportunity with their colleagucs
in the managemente Such programmes will help tho
workers to up~date their knowledge., This will in

turn lead to high packaging standard,

Package design in some instances, took its
dircction from European models, Nigeria cannot
creatc valid indigenous disigns by building on
the foundation of foreign designs., Effort should
be made by the packaging industries to radicalize
the Nigerian designs while avolding mere copy

and repetition of the past. In pursuance of this
a design guideline should be established by the
Federal Government and taught in packaging
industries, Colleges, Polytechnics and
Universities throughout Nigeria. At the samc
timc designers should be up-to-~date with what is
happening in contemporary Nigeria to make sure
their concepts reflect the changes emcrging in
every area of the consumer's environment, This
will enable designers to innovate on a wider and
more imaginative plane. Also, the Federal
Governm:nt should cnsure that products that arec

designed for the Nigerian market by the multinational



139

companies operating in Nigeria should reflcct
the Nigerian indigcenous culturce By doing this,
package design will rcflect the spirit of
nationalism and the creative will of the

contemporary Nigerian designers,

The Federal Government should desion measurces

to educate the packaging managers and designcrs
on the existing packaging regulations. This will
improve standards that could satisfy both local

and foreign markets,

The Federal Governm:nt should either enforcc the
standard as set up by Standard Oorganisation of
Nigeria (SON) or set up a packaging institutc for
the country. The packaging institute will
contribute immensely to th= nation's economic
development through rationalisation of consumptién,
distribution and production of packaging
materials. Adequate packaging rescarch and &
formulation of standards would improve the
quality of products and package that could
compete favourably in the international markcte
Such an institute should draw its members from

packaging manufacturers and experts,
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57 suggestions for Further Research
The following recommendations are found to boc
pertinent:

The researcher of the future should- take a
critical lock at alllpractical considerations
in packaging, especially in the area of
packaging engineering, its effect on designs

of product packages,

Further rescarch should be cocnducted in the
area of package design perception with focus
on dimensions such as shelf impact,
recognition, legibility and conspicuity

comprechension,

Also, research should be conducted into
general areas such as packaging réqulatory
affairs to find out whether the current
package designs support or reduce or elcvate
trade requirements, legal requirements and
consumer behaviour on package design,
Differential comparisons can be planncd to

help achieve this rescarch objective.
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APPENDIX A

CORRESPONDENCE ON THE STUDY

INSTITUTE OF EDUCATION
AHMADU BELLO UNIVERSITY, ZARIA, NIGERIA.

| Telephone 33216, 33217, 32695, 13038
Telegrapms INSTEDUCATE UNIBELLO
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no

ic i35 tn introduce Mr., Attah A. Haruna
post nraduate student in the Department of Industrial
zign supervised at the Institute of Educatiaon.

2 resenrch study requires some sampling, interviewing
d an aduinistration of questionnaires,

respectfully roquest your nssistance and co-nperation
2ded Tor this student to carry out the study project

aubceszfully.

Yours foithfully,

e e e e e e ——

PRYFELL T Jo Ve SHKOLO,
fop: Dircctor,.
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APPENDIX B

QUESTIONNAIRE FOR THE DESIGNERS

|

|

| Please tick (i.e.w” ) the answer you consider.d
|

m¢st appropriate to cach question or statement and

|
where lines are providrd fill in yaur answers.
|

1||wWhat is thc lzvel of 1nv01vcmen€ of your
‘industry in package design? !
'1 We design and produce j
2 We only produce |
'3 We design partially and proddce

4 Others (specify)

| 4
|
HS Can't say .

|

2 ‘(If No 3 teo question 1) How manﬁ packages come Lo
|

‘Your industry with the design aliready completad

I
by the client?
‘1 Three quarter
2 Half

3 One quarter

'4 Others (spccify)

1
‘5 Can't say :
|

you I
3 | How would/rate the contribution:of the following

'in tcrms of the final desidn in your industry?

I
100%1 75% 50% 25% None«:

1 Top managcement ‘
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3 Dcsign director/Packaging

|
\
2 Marketing/sales managemont ‘
1
‘ co-ordinator 1

4 Outside sources |

| .

% S Package design consultant l
I

4 | How much information are you no#mally provided -

| with when designing the packagc? (Such as should
| the package be for shelf, place? at a particular
. eye level ete)

Very much

Quite much

k
|
|
Not much

Not at all

b W N

Others (speccify)

I .

Can't say

o

i
|Are you normally provided with ehough materials ncedod
| |

to execute design? |
1 Yes |
!2 No H

{
P Others (specify)

1

4 Cant say ]

%at percentage of the package thqt you deal with

|

eflect the international standard or culture?

el

100% '

|
75% »

|
50% '-

1
2
3
H 25%
t
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é None

|
|
|
|
|
|
I

6 Others (specify)

To what extent would you say the Lxckage that you

dcal with reflect indigeneus (i.eL Nigerian) culturc(s)?
1  100% :

2

75%
3 50%
4 25% |
ii None

fE Othcrs (specify)

|

T Can't say

I

benerally speaking, to what axtent would you say

|
the package that you deal with co#form to packagc

esign tradition in the world? :
100% |
75%

‘ 50% |

| 25%

| Nonu

. Others (specify)

|
|
|
|
i
:
—
1 Can't say 1
|

|
In your designs, can it be said that you are
|

influcnced by your competitors? (i.ee. other
|

designers' works) |
|
1I’| Yis |

' No

Others (specify)

3
4 Can't say
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/10 what arc your advantagcs over your competitors?

J/ (Mcntion and give reasons)

——

11 HKHow many of your staff are attachéd to the graphic

Trt section?
|

12 How would you rate your rcegard for graphic designor

in the entirc paakage design procdss?

1 Very highly

Highly

Can't say

Lowly

A - [ I )

Very lowly

|
132 Do you normally have a time schedule for complcting
your designs? |
1 Yes

2 No

b |(If Yes to No. 13a) How often do you meet the

deadline for submission of your design for production?

1 100%
2 75% |
3 50%

4 25%

5 None |
6 Othcrs (specify)

7 Can't say
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15

16

17
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What printing procoss does your| industry use in the
production of packagce designs? (Tick the appropriate
one(s)

1 Lithography
2 Letter press
3 Flexography
4 Silk screen
Hot stamping

Thermegraphy '

= O W,

Others (specify)

8 Can't say

Are you familisr with the production process of

design?
1 Yes
2 No

3 Others (specify)

4 Can't say

What things would ycu consider most important in
designing @ good package?

(Mention)

how often doos the producer produce your designs
according to your spccification51

1 100%

2 75%

3 50%
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19

4 25%
5 Nene
|
6

7. Can't say

backaginq in Nigeria?

153

Others (specify) |

ns a design=r, what can you say is the central goal of

think

Nigeria?

|

|

From your exporience in package design, what do you

are the major problems ' of packaging in

(Comment freely)

i

!

1.

Impact

From your experience, how does the designer creatc

impacts, reccgnition nd image communication?

ii. Recognition

iii, Image communication

IWho chooses the colours for your| designs generally?
; |

package?

Name

|lwhich colours do you think will have more impact on

them and give reasons
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24

25

26

27
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iHow often does your industry conduct research into

lconsumers' acoeptability of your besigns?

|
1 Biannually

Annually |
}
None at all |
|

2
3
;4 Others (specify) |
5 Can't say '
- |

l
TIf your industry conducts rcsoar&h, could you pleage

briefly state your findings?

| |

Have you ever seen requlations guiding packaging in

Nigeria?
1 Yes

? No

(If yes) How familiar are these ﬁegulations to your

Ltaff? '

| Very familiar
Quite familiar

Familiar

L I ™

Not quite

Very unfamiliar

hat type of packaging training have you received?
i

—— o =
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here did you have the training and who was your

ponsor?

29a Does your industry have staff development programma?

¢ Where do they go for training?

1l Yes
¢ No
(If yes) What categorics of your staff enjoy the

programme ?

30a

Do you feel you need some form of refresher coursc
in packaging?
1 Yes

2 No

bktf yes) What area and type of training do you necd?

PGI‘%

onal details

1 Age sex

¢ Highest Qualification

3 Place of subsequent training Cif any)

4 Area of specialization

5 Number of years of practice

6 Father's highest level of eduéation

7 Father's main occupation
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APPENDIX C

QUESTIONNAIRE FOR THE MARKETING/CLIENT

Please tick (i.cevw”) the answer you consi-
dered most apporpriate to.each question or
statement and where lines are provided fill in

YOUr ansSwirse.

1.(a) Let's first begin by making a list of packaging

items you make.

01 06 ol
02 07
03 08
04 09
05 10

(b) Materials used for each

01 06 v
02 07

03 08 ;

04 09

05 19

2 what is the level of involvement of your industiy
in package dcsign?
1. wWe design and produce
2. we only produce
3 Wc design partially and produce

4. Others (sSpecify)

5. Can't S0Y e
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|
(If No.3 to question 2) How many packages come to
your industry with the design Flready compluted
by the clicnt?

|
1. Three quartcrs !
|

2 Half |
3 One quarter ;
4 others (Specify) |
5 Can't say

How wculd ycu rate the contribution of thc Fullow—
ing in terms of the final design in your industry?
100% _75% 50% _25% None

1, Top managcment

2 Marketing/sales management

3 Dpesign Directcr/Packaging
co-crdinator

4; outside sources

5.s package design consultant

what pcrcentage reflect the international standard

cr culture? |

1.- 100%

2., 75% r
3. 50%

4. 25%

5. None |

6. Others (specify)
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what percentage of the package that you dcal with

reflect indigenous (i.c. Nigerian) culture(s)?

1 100%

2 75%

3 50%

4 25%

5 .. None

6 Othurs (Specify)

7 Can't say |

Genérally speaking, to what extent would you say
the package that you decal with conform to package

design tradition in the wcrld?

1 100% |

2 75% |

3 S0%

4 25%

5 None

6 Others (Specify)‘__
7 Can't say r

what printing process does yohr industry usc in
the production of package dus;gnS? (Tick the
appropriate one(s) |

1 Lithography

2 Letter press

3 Flexography



7
8

159
Silk screen
Hot stamping
Thermography

Others (Specify)

Can't say

< Plesse give a breakdown of the staff in your induciry

(a) Rank
1
2
3
4

5

Lk

Senior

Intermeadiate

Junior

Others (Specify)

Can't say

(b) Sections (Tick the appropriate one(s)

1
-
3
4
5

Graphics

Marketing
Teshnical
others (specify)'ﬂ

LT

Can't say

10 How often does the graphic designer meet the time

schedul: fcr submission of your designs?

1

2

foa

100% . _ :
7594 .i S  i'i};@_ .
25%

o
- ey

None
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12

13

')

7

How often does the graphic dusigner

ing to your specifications?

1
2

3

4
5
&
7

Others (specify)

Canit sayn )

100
75%
50%
25%

NOone

others (specify)

Cantt say

K

160

design accorde-

How would you rate your regard for graphic design..r

in the eptire package design process?

1

2
3
4
5

very highly

Highly
Cantt say
Lowly

Very lowly

*

From your experience in packagﬁng, what do you think

are the major probloems of packaging design

{(Comment frecly)

in MNigoriaw
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16

17
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-Arc you familiar with the production process of

package d
1
2
3
4

esign?
Yes
No

others (Specify)

Can't say

what things wculd ycu conéider most important in

cdesigning a good package?

(Mention)

- -

-

How often deces the producer preduce

according to spoecificationsz

1.

~n

EO I« L B ¥ 2 IR - S P

100%
75%
50%
25%
None
Oothors (specify)

Can't say

your

designs

In your opinion what do you think are the constraints

to 2 graphic designer's work?

(Comment)

- —— o e =

e
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18 Based on the undertaking of your industry what
would you say 1is the central goal of packaging

design in Nigeria?

19 Have you ever seen requlations gulding packaging
in Nigeriaz
1 VYes
2 No
20 (If Yes) How familiar are these regulations to

your staff?

1  very familiar
2 Quite familiar
3 Pamiliar

4 Not quite
5

Very unfamiliar

21  who are your present customers?

sl -8

S - -4

-l

22 How often does yrur industry conduct rescarch into
consumcrs' acceptability of your dosigns?
1 Biannually
2 Annually
3 None at all

4 Others (specify)
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24

25

26

27

28
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° Can't say
If your industry conducts research, could you pleasc

briefly state your findings?

- —

Hove you ever had any cause to terminate a contraci(s)
with your clients?

1 Yes

2 No

(If Yes) why was it terminated

- - i

Who determines what prices to charge for your packaaing

contracts?

Gemerally speaking, has your industry had difficully
obtaining materials supplies of acceptable gquality as
they are needed for package production?

1 vyes

2. No

(If Yes) Specify difficulties

- --

Wlhat gype of packaging training have you received?

- - -

where did you get the rraining and who was your

cponsor?

-—— - - ..



29 wWas your training in graphic design, marketing, or

other (pPlea

164

se specify)

30 aesDoes your industry have staff development programme?

1 Yes

2 No

b (If Yes) what categories of your staff enjoy the

staff development programme?

-

- where do they go for training?

Personal

1

2

Details

Age Sex

Highest Qualification

Place of subsequent Training (If any)

Area of specialization

Number of years of practice

Father's highest level of education __

- s

Father's main occupation




APPENDIX D

STRUCTURED=INTERVIEW SCHEDULE FOR THE = . .= i~

CON3SUMERS .

(NOTE: The interviewer should keep aside the package to
be tested from the respondent until after No. 12).
1 People use different things for mouth cleaning. Which

do you think is generally used in this area?

-—— e

g -

2 Which one do you prefer?
1 Toothpaste
2 <Chewing stick

3 Others {specify)

3 Wwhen you get tc a shop you have never been to
before, what is the first thing that you da?
1 I ask directly for what I come-for R o
2 I look around the shop if the item I came for is

there.

3 oOthers (specify)

4 Cantt sdy

4 What brand of toothpaste do yﬁu ﬁséév
1 Macleans
2 Pepsodent
3 Close-up ﬁ 

4 Others {(specify)

5 Why do you buy this particular toothpaste?

(Give reason)




Generally speaking, why do you use toothpaste?
1 Makes teeth white and clean

2 Purifies the breath

3 Urge habbit of brushing mouth regularly

All of the above reasons

g

q
5 Others (specify)
6

Cant't say

Is theore any dentist abprovéi gote:éh“thé”package of
your kind of toothpaste?
) he O . _

3 Can't remember

Can you remembCr any aspect.of the package appsarance?
(If yes specify) (Name them)
1 Colour

2 Colour and Illustration

3 Illustration i

4 Typcgraphy & Illustration

5 Brand Name Typography

6 Others (5pecify)d“ o S -

7 Can't remember - . S .

What colour is most prominent on the appearance of the

toothpaste?

Coleour - | | _ S

What will you say about this colour?
1 Eye-catching - -

2 ZTheerful |
3 Dull

4 Can't say



11 Which gize of the

12

1 Large
2 Medium
3 s8mall

why do you prefer this particular size?

1 Size convenience

2 Last longer/more economical

3 oOther sizes not available

4 Can't say

-~

-

g

167 ..

toothpaste do you usually buy?

‘ LR
ot

. S
ST

NOTE for the interviewer, at this point bring the thrce

toothpaste packages being tested out,

Pepsodent and Closc-up packages, - .

that is the Macleang,

13 At sight what does the appearance tell you aboutb

14

15

16

the product?

And what become your impression when you started

using it~?

How do you like the brand you use compared to the

other brands?
1 Better
2 Just as good

3 Not as good

4 Don't like at all :”d

What do you like abhout

(Mention)

it?




17 what do you not like about it?

(Mention)

18 Which type of toothpaste did you previously use?

(Specify)

19 Reasons for changing

1 Paste is in concentrated form
Taste badly
Unsatisfactory service

Others (specify)

b W N

Can't say

20 Do you think that you have been influenced toward

buying your kind of toothpaste by its appearance?

1 Very much
2 Quite much
3  Much

4 Others (specify)

5 Can't say

Personal details ZAidis

1 Age sex - STy

2 Highest Qualification

3 Place of subsequent training (if any)

4 Occupation

5 Area of specialization

6 Father's highest level of education

7 Father's main occupation




