ST. MARY’S UNIVERSITY
FACULTY OF BUSINESS
DEPARTMENT OF MARKETING MANAGEMENT

AN ASSESSMENT OF PACKAGING PRACTICE IN THE
CASE OF UPPER AWASH AGREO INDUSTRY
ENTERPRISE

BY
BEMNET NEGUESSIE

JUNE, 2014
SMU
ADDIS ABABA



AN ASSESSMENT OF PACKAGING PRACTICE IN
THE CASE OF UPPER AWASH AGRO INDUSTRY

A SENIOR ESSAY SUBMITTED TO THE
DEPARTMENT OF MARKETING MANAGEMENT
BUSINESS FACULTY
ST. MARY’S UNIVERSITY

IN PARTIAL FULFILLMENT OF THE REQUIREMENTS
FOR THE DEGREE OF BACHELOR OF ARTS IN
MARKETING MANAGEMENT

BY
BEMNET NEGUSSIE

JUNE, 2014
SMU
ADDIS ABABA



ST. MARY’S UNIVERSITY

AN ASSESSMENT OF PACKAGING PRACTICE IN THE
CASE OF UPPER AWASH AGRO INDUSTRY
ENTRPRISE

BY

Bemnet Negussie

FACULTY OF BUSINESS
DEPARTMENT OF MARKETING MANAGEMENT

APPROVED BY THE COMMITTEE OF EXAMINERS

DEPARTMENT HEAD SIGNATURE
ADVISOR SIGNATURE
INTERNAL EXAMINER SIGNATURE

EXTERNAL EXAMINER SIGNATURE



Acknowledgment

First and for most | would like to than&od for giving me the courage and patience for
accomplishing this research study. Second to thatuld like to show my deepest gratitude to
my family and friends for their emotional support for all the times. bwd also like to thank
my advisor AtoAbera for his guidance and support right from the stdltthe way to the
accomplishment of this paper. In addition | like ttank respondents (finaustomers and
marketing manager) for giving me all the necessary information fdretstudy without
hesitation. | like to thank them all in the bottaxh my heart, without the above parties, this
research paper wouldn’t be at its existence.



Content Page

Chapter one

Introduction ---

Table of content

1.1Background of the study
1.2 Statement of the problem

1.3Basic research question------

1.4 Objective of the study----

1.4.1 General objective----
1.4.2 Specific objective-------

1.5Significance of the study-
1.6 Delimitation of the study--

1.7Research design and methodology--

1.7.1 Research design--

1.7.2
1.7.3
1.7.4
1.75

Population and sampling technique--
Types of data collected-
Method of data collected-
Data analysis technique

1.8Limitation of the study
1.9 Organization of the study

Chapter two

Review of related literature

2.1 Definition of packaging----------------==m-mmmm oo

2.2 An overview of packaging--------

2.3 History of packaging---

2.3.1 Early development in packaging-

2.3.2 Post World War Il

2.3.3 New packaging development ---

2.4Levels of Packaging ---

2.5Components of Packaging-

2.6 Functions of packaging---------=-=========s=mmmsmm oo

*
0.0

>

*
*

Containment---

Protection/preservation-

L)

4

R/
*

Sanitation------
Unitization--------

*,

>

*
*

L)

>

*
*

Communication------

L)

W WwWwwwwnmN e



+«»+ Dispersing and dispensing

+« Pilferage deterrence---
2.7Package Environments

2.7.1 Physical Environment----
2.7.2 Ambient Environment-------

2.7.3 Human Environment
2.8 Types of packaging

2.8.1 Consumer Package
2.8.2 Industrial Package

2.8.3 Institutional Package---
2.8.4 Military Package

2.9Food Packaging Material

2.9.1 Paper Food Packaging Material

2.9.2 Metal Food Packaging Material--
2.9.3 Glass Food Packaging Material

2.9.4 Plastic Food Packaging Material---

2.10 Packaging and the Environment-

2.11 Packages as a Silent Sells Man----

Chapter Three

Data Presentation Analysis and Interpretation----

3.1Analysis of respondent general characteristics

3.2 Analysis of Major Findings

Chapter Four

Summary, Conclusion and Recommendation----

4.1 Summary of Major Findings

4.2 Conclusion

4.3Recommendation

Bibliography
Appendix A

Appendix B



List of Tables Page

Table 1. General characteristic of respondent------------------- 20

Table 2. Motivational capacity of the UUAIE prodyzckage-- 22

Table 3. The package’s directionality in produages ----------- 22
Table 4. Package Color -- —-mmmee- 23
Table 5. Packages product protection-- - 24
Table 6. UAAIE product package’s Disposability-—-------- 25
Table 7. Package’s convenience for handling--——-------- 26
Table 8. Package convenience for home usage-----—--—------ 27
Table 9. Package’s Transportation Portability --—------------ 27
Table 10. Package’s Attractiveness--------- 28
Table 11. Package Uniqueness------ 29
Table 12. Word of Mouth e 29
Table 13. Packages Motivational Capability----——-------- 30
Table 14. Customers Package Preference -----———------ 31
Table 15. Customers Package Expectation -----—-——----- 32
Table 16. Packaging Home Usage ----- mmmmmmm e 32
Table 17. Packages Handling Convenience------------------ 33
Table 18. Customer Benefit- TR EE R 33

Table 19. Customer Satisfaction on the Package-—--------- 34



CHPTER ONE

INTRODUCTION

1.1Background of the study

Packaging is the activities of designing and praayiche container or wrapper for a product.
The package includes a product's primary contaibhenay also include a secondary package
that is thrown away when the products about todssluln recent years, product safety has also
become a major packaging concern. We have all édata deal with hard-to-open packages.
And after the rash of product tampering scare dutive 1980s, most drug producers and food

makers now put their products in tamper-resistaskages. (Kotler&Armetrong; 2006:224).

According to (R.Ahvenainen 2000; 2) Packaging haggaificant role in the food supply chain

and it is an integral part both of the food proesssnd the whole supply chain. Food packaging
has to perform several tasks as well as full fijlimany demands and requirements.
Traditionally, a food package makes distributiosiea It has protected food from environmental

conditions, such as light, oxygen, moisture, miesybmechanical stresses and dust.

Upper Awash Agro Industry Enterprise is an Agro gassing public Enterprise owned by
Government and supervised by the Federal Demodramublic of Ethiopia Privatization and
public Enterprises supervising Agency and it wat#ished on December 1979. Although
founded on the citrus-belt of the world. It is thiggest producer of fresh vegetables and tropical
and sub-tropical fruits and processed fruits andetables in Ethiopia. It is also the leading

Ethiopian fruits and vegetables exporter company.

The UAAIE is the leading commercial enterprise iortltulture, has an annual production
capacity of more than 50,000 tons of fresh fruitd 20,000 tons of vegetables on a total area of
about 2,900 ha. The major fruits grown includeusifrmango, guava, papaya, banana, avocado,
and grapes. Among vegetables tomato, onion, greand) okro, muskemelon, and passion fruits

and cultivated at upper awash.

Packaging materials come at the forefront of otim@uts. As the quality of locally made

packaging materials leaves much to be desired, paz$taging materials are imported especially



cans for processed fruits and vegetables. The g&etast of cans for processed fruits and
vegetables is 25% of the sales price of the pradact possible up to 49% of the total cost of

production.

To this end, the student research is intendingseess the packaging practice of the company
taking account the factors that affecting the pguol@ process, customer expectation and other

related ideas.
1.2Statement of the problem

Kotler (2006; 224) traditionally, the primary furma of the package was to contain and protect
the product. In recent times, however, numerousofachave made packaging an important
marketing tool. Increased competition and clutterretail store shelves means that packages
must now perform many sales tasks-from attractitigndon, to describing the product to

making the sale.

Developing an effective packaging for new prodecfuires several decisions. The first task is to
establish the packaging concept; defining whatphekaging should basically be or do for the
particular product. After the package is desigrteahust be tested by engineers to ensure that the
package stands up under normal condition, vissltteensure that the script is legible and the
colors harmonious, by the dealers to ensure thaledefind the packages attractive and easy to

handle, and by consumers to ensure favorable cars@sponseKotler (2002; 418).

The student researcher initiate to identify thebprm associated with the packaging of Upper
Awash Agro Industry Enterprise. Based on prelimynabservation the company packaging

practice gives due attention for promotion thantgeton, as a result of these, there is a gap
between customer need and packaging practice afaimpany. Customer needs a package that
is easy to handle, open, use and also they neadkage that is safe for the product. When we
come to the UAAIE packaging practice; the packagaat attractive, difficult to open and not

easy to handle. The next problem is that the paclagade up of cans, so it may be affected by

rust.



1.3 Basic Research Question
1. What does the packaging practice of the enterjoes like?

2. What are the problems that affect the packagingtioseof Upper Awash Agro Industry
Enterprise?

3. How does Upper Awash Agro Industry Enterprise refact customer's complaints

regarding the packaging practice?
4. What does the company execute to improve the gualithe package?
1.4 Objective of the study
This part of the student researcher paper istinisge general and specific objective of the study.
1.4.1 General Objective

The general objective of the study is to assess pidekaging practice of Upper Awash
Agrolndustry Enterprise.

1.4.2 Specific Objective
More specifically, the study attempts to assesddlh@wing activities.

* To assess the packaging practice of the enterprise.
* To identify factors affecting packaging practicetlod company.
* To examine how the company handles customers camgland

» To identify the procedures that increases the tyualithe package.
1.5 Significance of the study

This paper is mainly focused on the packaging prach UAAIE the importance of this study
includes

To the organization

The importance of this study is to indicate the pany what problems it has carry and what

action the company should take in order to impiitsspackage.
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To student

It also helps the student researcher to have patiknowledge on the area of packaging

practice.

To others

The study will help for others as preferences wiantwo study about the packaging practice.
1.6 Delimitation of the study

In the study of packaging so many things couldrm®iporated shape, size, texture, and style
being some of the many. However for this study ndigéition mainly focus on the package
convenience, safety and environmental friendlinesshe case company UAAIE. Customer
delimitation encompasses the final users of thepaymw's product. The final consumers are
highly diversified through and across the countuy the student researcher will chose the final
consumer from 4 retailer's shop because they s@lAlE product. The area delimitation
includes the factory which is found in awash and #hretailer shops found in Addis Ababa

particularly at Merkato. The time delimitation r®f 2009 to 2013.
1.7 Research design and methodology
1.7.1Research design

In order to achieve the objectives of the studg, student researcher use descriptive research
method because it helps to answer the researchiquesid to assess, identify, and describe the

packaging practice of UAAIE.
1.7.2 Population and sampling techniques

The Population will include customers and the mtingemanager of UAAIE. The customer
chose from retailers shops, the retailer shopstd@mve a customer list, so the student researcher
used the standard of Malhotra (2006; 339) and cb@@0 of them because this study is related
with problem solving and the commercial managemis in number so purposive sampling used

because the student researcher has reason toiteaimw.



1.7.3 Types of data collected

The student researcher used both primary and sappddta. The primary data were collected
from the manager and customers. The secondarywdetabtained from many other references.

Such as; internet, books, and broachers.
1.7.4 Method of data collected

There are two basic methods which the student mefsea used to collect data. There are
guestionnaire and interview. To get firsthand infation important to the study, questionnaires
were prepared and distributed among the compamgtomers and interviews were conducted

with the company’s manger.
1.7.5 Data analysis technique

The responses which are collected from customeygorelents in making use of questionnaire
analyzed by quantitative measurement method. Thaltreomputed in terms of frequency
distribution evaluated in the form of percentagée Tresponse of interview was qualitative
narrated.

1.8 Limitation Of the Study

While conducting the research study there were sawters that hindered the study not to be
carried out as it was expected from which; quesines were not fully returned for analysis,
company managers were not easily accessible farvietving. Nevertheless the student

researcher finally collects the necessary dat@malact the research paper.
1.9 Organization of the study

The study is organized in four chapters. The falsapter includes background of the study,
statement of the problem, objective of the studypiBcance of the study, scope of the study,
research design and methodology and organizatidheo$tudy. In the second chapter literature
review is viewed. The third chapter deals with prgation, analysis and interpretation of data.
The fourth chapter includes summery, conclusion aedommendation part. Finally

thebibliography and appendixes is attached withrélsearch paper.



CHAPTER TWO

REVIWE OF RELATED LETRATURE

2.1 Definition of packaging
Different authors and writers define packaging iffiedent way; however the idea is somehow

similar.
As Paine and Paine, (1992:3) discussed that pauiagi

1. A coordinated system of preparing goods for trartsjpigstribution, storage, retailing and

end-use

2. A means of ensuring safe delivery to the ultimatmstmer in sound condition at

minimum overall cost

3. A techno-economic function aimed at minimizing sosf delivery while maximizing

sales (and hence profits).

2.2 Anoverview of packaging
As packaging is part of a product, it is necesgargay something about product. In simple
terms, product is anything that will be provided dastomers in order to solve or satisfy a

problem or need.

Kotler and Armstrong (2012:224) defined a produetagthing that can be offered to a market
for attention, acquisition, use, or consumptiont timéght satisfy a want or need. It continues;
Products are a key element in the overall markietria). Marketing-mix planning begins with

building an offering that brings value to targestmmers. This offering becomes the basis on

which the company builds profitable customer relaghips.

Besides the main product which serves customerthéoe need, value could be added through
the deferent stages or a level of product, bedite®ther marketing mix’s, being packaging is

one of the ways.

As Kotler and Armstrong (2006:234) explained, pradplanners need to think about products

and services on three levels. Each level adds mastmmer value. The most basic level is the



core benefit, which addresses the question whiieiduyer really buying? At the second level,
product planners must turn the core benefit inctoa product. The need to develop product and
service features, design, a quality level, a braache, and package. Finally product planners
must build an augmented product around the coreeflteand actual product by offering

additional consumer service and benefits.

2.3 History of packaging
For sure packaging today must have been differem fwhat packaging was in early periods.
Packaging has been changing from time to time whh advancement of technology, with

changing in consumer’s need and expectation, widilability of resource.

Packaging dates back beyond recorded history. frarpeople used leaves, hollow gourds, and
other containers to carry food and water from olaegto another. Later, clay pots were used,
and still later, glass and metal containers weneeld@ed. In all these cases, the fundamental
function of the package was containment of the pecodenabling it to be moved as a unit. This
purpose is still the basic packaging function afay, but packaging has a number of additional

requirements as well. There are numerous waysassify these functions (Selke, 1997:1).

Calver, (2007:10) added; packaging’'s developmerst been affected over the centuries by
advances in technology, by transportation developspeand by societal changes. Just as
progress and change have had an impact on all taspémour lives, so have these things

influenced packaging.

From the above stated literature one can undersgtatdhe development of packaging is not a
one night achievement rather it is the effort ommgears work and straggle. This could be

aroused from the need for easy and better living.

Risch, (2009:1-3) classified the history of packagiin to three parts which are; early

development, post-world war Il and new package ldgveent.

2.3.1 Early development in packaging
The industrial revolution brought the developmehtnew manufacturing processes and new
materials. Although initially many of them were riatended for food products, they became

useful as food packaging materials. Metal cans wetially manufactured for snuff, for which



they provided an excellent barrier to maintain th@sture of the product as well as providing
protection for the flavor of the product. Paperlbaas first used to manufacture folding cartons
in the early 1800s. Corrugated boxes that todayvadely used as a shipping container to hold a
number of smaller packages were developed in tl®sl8Plastics including cellulose nitrate,
styrene, and vinyl chloride were discovered in 1#880s but were not used in any packaging
until well into the 20th century. Some of the finsses were during World War Il with

commercialization for food packaging occurring aftee war (Risch, 2009:1).

2.3.2 Post World War lI

After World War 11, there was an increasing focus food and food quality. Many materials
including plastics that were developed for war agpions found their way into food packaging
after the war. There have been a number of devedafsrio improve food quality and allow for
consumers to have a wide variety of foods year-dofastics are one area that has seen major
improvement in materials and their properties. Tingt plastic sandwich bag on a roll was
introduced in 1957.

Although plastics have been more widely used as foackaging materials in the past 50-60
years, new developments in plastics have helpedd®ase the usage. One process that has
improved overall properties of plastic films is ertrusion, developed in 1964 by Hercules. In
the past 15-20 years, only one new plastic has approved for food contact and that material is
polyethylene naphthalene (PEN), which received Filgarance in 2000. It should be noted that
PEN has not seen any widespread use in food paakadue mainly to the high cost of the
material. There are a large number of new additareb processing aids that have been allowed
(Risch, 2009:2).

2.3.3 New packaging development

In addition to broad developments in materialsregigave been a number of specific packages
that have both created new food categories andgelotine way that we can deliver a product to
the consumer. Metal cans, now typically made oifptated steel, have been in use since the
early 1800s. It was not until the 1950s that alumincans were first manufactured and used.
Today, aluminum cans are very widely used, paditylfor carbonated beverages. The first

aluminum cans were opened with a can opener, sitolthe way othermetal cans are opened.
The first ring pull was introduced in 1963. Thigifaated opening a can and being able to drink
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directly from it. The first ring pulls were not athed to the can and caused concern that
someone could choke on them. It was not until 18¥8 what is called the stay tab was
introduced, which is a ring tab that stays attadbetie can. Another package widely used by the
carbonated beverage industry is the 2 L plasticetsme bottle made of polyethylene
terephthalate (PET). The concept for the bottle wasduced by pepsi in 1970, with a patent on
the bottle issued in 1973 (Risch, 2009:3).

2.4  Levels of Packaging

Packagingincludes all the activities of designimgl goroducing the container for a product.
Packages might have up to three layers. Cool Wategne comes in a bottle (primary package)
in a cardboard box (secondary package) in a comddaox (shipping package) containing six
dozen bottles in cardboard boxes (Kotler and Kefled2:346).

25 Components of Packaging
Packaging must achieve a number of objectives:

1. Identify the brand2. Convey descriptive and persuasive informati®nfFacilitate product
transportation and protectiof, Assist at-home storagg, Aid product consumption. To achieve
these objectives and satisfy consumers’ desiresketeas must choose the aesthetic and
functional components of packaging correctly. Aesthconsiderations relate to a package’s size
and shape, material, color, text, and graphicsr&’hee a number of factors and criteria in each
area (Kotler and Keller, 2012:347).

2.6 Functions of packaging

Packaging’s roles depend mostly, but not totally, tbe food product contained. The main
functions of packaging are protection, containmex@mmunication, unitization, sanitation,
dispensing, product use, convenience, deterrenpdfefing, and deterrence from other human

intrusions such as tampering(Brody, 2000:86).



¢+ Protection/preservation
The protective function is more and more importamtthe present trend of increasing
urbanization. For example, in Finland, the Finnfs$sociation of Packaging Technology and
Research concluded that future packaging trendaaialepend on materials on hand but on

more important factors such as product protectmahdistribution (Pongracz, 2007:239).

Protection means the establishment of a barriewdsst the contained product and the
environment that competes with man for the prodBobddy, 2000:89).

The protection is both from manmade and/or fromh thanatural. manmade problems that could
be caused by tampering, over loading, and fromrahtauses which includes water, moisture
and volatile maters, oxygen, foreign odor and ffaamd microbial organisms especially bacteria
and fungus.

As Morris, (2011:11) explained; protection of a gwot from environmental influences is the
most common function that people think of when thewysider packaging. The most common
type of protection is against contamination of adoict by microbes, or protection against the
loss of an important component (moisture, for ins& from the product. The other types of
protection that a packaging system may provide lass often considered. For instance,
protecting consumers from the dangerous contensspaickage or protecting the public at large
or the environment from the dangerous materialsl@rices in a package can be a crucial

consideration.

+ Containment
It is containing or holding a product for the pateausage of products. This help for the easy

transportation and consumption of products far franere it is produced.

The containment function of packaging is to accomate the produce with regard to physical
features like size, shape, and weight, and protetom the distribution environment. In the
distribution environment, products are constantlpving from plat to another. Many
manufactured goods cannot be moved from one ptaeedther unless the product is contained
in a package. Milk, for example, cannot be distigouwithout a workable container. Imagine

how difficult it would be to buy or sell milk withd the convenience of a container. Without
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containment, product might also be lost or expdsedatural hazards such as insects, climate,
and deterioration (Lee, 2008:27).

+ Sanitation
Packaging helps to maintain the sanitary, healtid, safety integrity of contained products.
Processing and packaging are intended to staldiiad products against degradation during
distribution. One purpose of packaging is to reddoed spoilage and minimize the

environmental losses of nutritional or functionalue of the product(Brody, 2000:95).

¢ Unitization
Unitization is assembly or grouping of a numbemalividual items of products or packages into
a single entity that can be more easily distributedrketed, or purchased as a single unit(Brody,
2000:98).

Unitization reduces the number of handlings reqluirephysical distribution and, thus, reduces
the potential for damage. Because losses in pHydist@ibution are significantly reduced with

unitization, significant reductions in distributiaosts are effected (Brody, 2000:99).

+ Communication

The communication function of packaging comprisksh@& messages the package conveys to
the potential purchaser or user of the produdhéir most obvious form, these messages include
the product's name, manufacturer, amount, direstior use, warnings, and other printed
information. However, the package also conveys soeh-print messages as color, shape,
general image, and attractiveness. These messageften very significant in providing brand
and/or product recognition and in leading consun@rshoose on product over another (Selke,
1997:2).

Morris, (2011:12) points out an essential pointiagdn the idea to the above paragraph stating;
since packages are the “face” of the product thatconsumer will see, usually while trying to

decide which of several similar items to choose, tfarketing impact of packaging has always
been of the utmost importance, especially with oome goods. Visiting a supermarket’s cereal
aisle will give a vivid impression of the compaiditiamong products, as the gaudy front panels

of the boxes vie for attention. Packaging mustgrerfmany other communication functions as

11



well simple display dominance. Most products mae#lefor consumer sales must give an
accurate listing of the contents.

The study points to the significant role word ofutioplays in the mix of information sources
consumers rely on and trust as they make everydaigidns. Among the resources consumers
trust, traditional media channels such as TV, radwspapers, and magazines trail behind word
of mouth (Cakim, 2010:4).

/7

+ Dispersing and dispensing

The user or consumer often dispenses a productréatdily used quantities. Packaging often
facilitates the safe and convenient use of the yobdrhus, bottles may have push-pull or no-
drip tops, cartons may have pouring spouts, salt@epper shakers and spice containers may
have openings through which the product may beeshako facilitate opening, the container,
such as a carbonated beverage or beer bottle palraast invariably have a “finger-friendly,”
easy-opening device to expose a pouring hole. Npackages, such as coffee or shortening cans
and syrup bottles, have re-closure devices thahipéhe user to effectively reseal the package
and protect it during reuse.An important functiodnpackaging is ease of opening, access to

contents, and re-closure if the contents are rigt fonsumed (Brody, 2000:99).

/7

+ Pilferage deterrence

The cost for shoplifting, intentional switching pfice markers by consumers, and so on in self-
service retail stores is much too high. Despitedasing vigilance by security people (which
increases costs), plus numerous attempts madetéo the problem through packaging; this
staggering amount unfortunately has not been degliiNevertheless, packaging helps to keep
this figure from reaching astronomical heights(Bf,020000:102).

2.7 Package Environments

The packaging has to perform its functions in thildferent environments. Failure to consider
all three environments during package developmahtrasult in poorly designed packages,
increased costs, consumer complaints and even aw®dor rejection of the product by the
customer (Robertson, 2012:4).
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2.7.1 Physical Environment

This is the environment in which physical damage ba caused to the product. It includes
shocks from drops, falls and bumps, damage fromatidtns arising from transportation modes
including road, rail, sea and air and compressimh e@ushing damage arising from stacking
during transportation or storage in warehousesiilretutlets and the home environment
(Robertson, 2012:4).

2.7.2 Ambient Environment

This is the environment which surrounds the packBgenage to the product can be caused as a
result of gases (particularly O2), water and wafgpor, light (particularly UV radiation) and
temperature, as well as micro-organisms (bactériegi, molds, yeasts and viruses) and macro
organisms (rodents, insects, mites and birds). &laos ubiquitous in many warehouse and retail
outlets (Robertson, 2012:5).

2.7.3 Human Environment

This is the environment in which the package irderavith people and designing packages for
this environment requires knowledge of the varigbibf consumers’ capabilities including
vision, strength, weakness, dexterity, memory awghitive behavior. It includes knowledge of
the results of human activity such as liabilityigition, legislation and regulation. Because one
of the functions of the package is to communicates, important that the messages are clearly
received by consumers. In addition, the package wargain information required by law such

as, nutritional content and net weight (Robert291,2:5).

2.8  Types of packaging

Natarajan et.al, (2009:3) discussed that, in thetrfamiliar from, a package is a simple box on
the grocer’s shelf or the wrapper on a candy back&ge can also be a wooden creates around a
machine or a bulk container for industrial produdtsere are four broad categories of packages
that require different technologies and expectatidor their accomplishments as a good

package.
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1.8.1 Consumer package
It is concerned generally with small units in largembers, often decorated in attractive manner.
This may include food, pharmaceutical, consumealblaes and gifts packages. In the evolutions

of consumer package, the emphasis is more on ciadggation (Natarajan et.al, 2009:3)

1.8.2 Industrial package
These packages are generally heavier, with littengpt to make appealing to the eyes. This type
of package includes machinery and heavy equipniertheir evolution emphasis emphasis is

more on performance and economy (Natarajan e0@p:3).

1.8.3 Institutional package
These packages are intended for select classead#f like hotel, hospital, and beauty parlors.
Here the emphasis is given on protection, coste¥feness, stacking efficiency and waste
disposal (Natarajan et.al, 2009:4).

1.8.4 Military package
It is a highly specialize package requiring goodtgctive qualities as specified by government
and documented in the most intricate and vexingildefThe evolution of this type of packaging

focuses on safety and security-protective functidatarajan et.al, 2009:4).

2.9 Food packaging material

Today, a wide range of materials are used for ggingaapplications, including metal, glass,
wood, paper or pulp-based materials, plastics,ntiesa or a combination of more than one
materials as composites (Pongracz, 2007:242)

Consumers stress on packing materials that arecledsty and environment friendly. Some
countries give great importance to stop environalepollution and to recycling of products
(khan, 2006:37).

2.9.1 Paper food packaging material

Packages made from paper, paperboard, corrugabedbdiard and wood have a special
relationship to life. Paper and wood hold the menaidrlife and offer the potential for recycling
and resource renewal. They are transitory, like amgj their nature determines the unique
properties of packages made from them (Twede alke S2005:1).

14



Paper manufacturing uses cellulose fibers that fomunds with each other. Carton boxes are
very effective and versatile packaging media araVige protection against contamination and

breakage. It is easy to print on, collect into selary packages, and pile on shelves at the point
of Sale. After use, carton is 100 percent recyelad is often used as raw material for the

manufacture of packaging paper and boards (Pong2867:242).

Twede and Selke, (2005:498) added; wood and papereayclable and biodegradable. They
have an environmental friendly reputation. Theyenthe highest recycling rates....... papers and
paperboards are excellent substance for printihgy Treate vibrant in-store billboards to carry

point of purchase communications and consumer nméion.

2.9.2 Metal food packaging material

Metal packaging has a double function as a praeapainst any external influence on the food
stuff during heat treatment and storage and asles sand information pack. The basic
requirement for such a package is the hermetidrtegds of the container. The food, which is
sterilized by the heat process, ought to be pretkagainst any re-infection with microorganisms
or any other kind of influence from the outside.isThather complex requirement is often

described as “container integrity” (Oldring and Nag, 2007:5).

2.9.3 Glass food packaging material

Glass container structural design is an importamseration if glass is to be used in the
production of packaged product. Because of thereoos costs in producing glass molds and
creating a glass production run, it is common teeha single type of glass container used with a
broad variety of different labels to produce arremroduct line packaged in the same container,
thus reducing inventory costs. The basic consiaerathat one must incorporate in to the

structural design of a glass container-neglectimg ésthetic considerations-are light weight,
strength, and stability. A container whose shapsesi it to tip over easily or wedge tightly in a

production system will be difficult and expensive groduce, and may show the same faults

when in use by the consumers (Morris, 2011; 129)
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2.9.4 Plastic food packaging material

By their very nature, plastics have only becomeilabke for packaging relatively recently
metals, glass and paper have been around for ldm@resome cases thousands) of years. This
has meant that as a new material, plastics haveohpbve they better suited for any particular
application than other materials. The very fact fhlastics are in use all around us is proof that

plastics are capable of replacing other materiBdsrietso; 1996:46).
Degradable plastics

In nature, all organisms re-enter the carbon clygldegradation into basic elements that serve as
a foundation for development and continues sustamimf life. This same logic leads to the
development of degradable plastics: To design angineer strong, lightweight, useful
disposable plastics that can break down under emwiental conditions in waste disposal
systems to products that can be utilized by thesystem (carbon cycle). One contribution to a
more sustainable recovery of plastic waste mighthkeuse of compostable plastics (Pongracz,
2007:247).

2.10 Packaging and the Environment

Package is rarely seen as a realm of the glamobutsn an age characterized by increasing
environmental concerns, mass consumerism, and @ldigalized distribution networks, it has
never been so coveted, and the task of the padkalgisigner has never been so critical. In the
past, the liberal use of materials in over packageidappropriately packaged products could be
seen to reflect humankind’s disregard for, or redatinexperience of, the world’s complex
natural systems. Today; this is no longer a vadiftdse. We are more aware than ever before of
the impact we have on the world and how the coresops of our actions, individually and

collectively, can harm our own lives and the lieé®thers (Denison, 2006:9-10

The concept of environmental impacts encompasst#tdthe work and external environment; it
included manageability for consumers, migrationeugh the packaging materials to the final

product, and pollutant emissions to air, soil arader (Ryding, 1998:439).

As Marsh and Bugusu, (2007:15) quoted from Smitd §vhite 2000; as a comprehensive
analysis of the material from production to dispodde cycle analysis is important in

determining the environmental impact of a packalgee analysis incorporates a quantitative

16



evaluation of environmental costs, consideringasssuch as material use, energy consumption,

and waste generation.

Societal marketing is when an organization, nangllgusiness, understands the consumer’s
wants and needs and delivers the desired satfiaetiectively and efficiently in a way that
preserves both the consumers’ and society’'s wétligheSocietal marketing means that social
and ethical considerations are one aspect of ewmmketing decision and practice (Hisrich,
200:12).

2.11 Packages as a Silent Sells Man

Through verbal and nonverbal symbols, the package ioform potential buyers about the
product’'s content, features, uses, advantageshamards. A firm can create desirable images

and associations by its choice of color, desigapshand texture (Pride and Ferrell, 2012:411).

Khan, (2006:141) in other hand stated; too muchrmétion confuses the consumer, and with
more information, often poor decisions are maderdasing package information adversely

affects the ability to choose best brands.

Kotler and Keller, (2012:346) explained, the paekag the buyer’s first encounter with the

product. A good package draws the consumer in andugages product choice. In effect, they
can act as “five-second commercials” for the prodéackaging also affects consumers’ later
product experiences when they go to open the packag use the product at home. Some

packages can even be attractively displayed at home

Moreover, Khan, (2006:146) added; use words likewh ‘improved’, ‘better’, or ‘power’
packed. Change in package design and color, pedlihelps to push information through. It
stimulates the consumer and, pushes the informatwaugh the threshold level. These
adjectives help the consumer to break the thresheddl faster, so that the purchases are

expedited.
Various factors contribute to the growing use afkaaing as a marketing tool:

« Self-service.An increasing number of products are sold on asslfe basis. In an average

supermarket, which may stock 15,000 items, thecgtmhopper passes some 300 products per
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minute. Given that 50 percent to 70 percent opatichases are made in the store, the effective
package must perform many sales tasks: attracttiaite describe the product’s features, create

consumer confidence, and make a favorable ovenglidéssion.

» Consumer affluence Rising affluence means consumers are willing to g&ttle more for the

convenience, appearance, dependability, and peestigetter packages.

» Company and brand image.Packages contribute to instant recognition of tommany or
brand. In the store, they can create a billboaiecefsuch as Garnier Fructis with its bright green

packaging in the hair care aisle.

* Innovation opportunity. Unique or innovative packaging such as re-sealapteuts ~"can
bring big benefits to consumers and profits to pomls (Kotler and Keller, 2012:346).
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CAHPTER THREE

DATA PRESENTATION, ANALYSIS AND INTERPRETATION

In this chapter, a brief overview of respondenti g presented. The presentation, analysis and
interpretation of data are based on the gathefedhation from respondents (customer of
UAAIE and manager of the company). The data waainédt through the use of questionnaire
which contains both closed and open ended questinthshe rest was gathered by the conducted

interview with the manager.

For this research, the student researcher preadamgopulation that includes 200 respondents

form customers, and 1 manager of UAAIE.

Generally from the total sample size 170 (85%)espondents filled and returned the

guestionnaire responsibly as well the commercialagar interviewed on general issues.

The data which was gathered through closed endestiqns was analyzed and presented in
tables and the data which was analyzed gatheredghropen ended questions and interviews,

was harrated to support the findings of quantieatnce.
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3.1 Analysis of respondents’ general characteristic

Table 1 General characteristic of respondents

Item No. ltem Description No of Responden®ercentage (%
1 Sex Male 60 35
Female 120 65
Total 170 100
2 Age 15-20 - -
21-26 44 26
27-32 76 45
33-38 28 16
39-44 12 7
Above 45 10 6
Total 170 100
3 Educational 10\12 grade 25 15
Background Certificate 12 7
Diploma 68 40
Degree holders 65 38
Masters & Above - -
Total 170 100
4 Occupation Student 7 4
Employee 110 65
Retired - -
Merchant 53 31
Total 170 100
5 Respondents Period of| <1 year 41 24
Stay as Customer 1-2 years 53 31
3-4 years 46 27
>5 years 30 18
Total 170 100
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As it is illustrated in the previous page in itemhout of 170 respondents 60 (35%)
found to be males and the rest 110 (65%) of thericamd to be females. This implies

that females take a huge roll in buying the com{smpsoduct.

Item no 2 indicate the age structure of custon?¥$26%) of the respondent lay in the
age of 21-26, and 76 (45%) of respondents are legttee age of 27-32 this indicate that
more than half of the company’s customer are yormgee rest 50 (29%) of the
respondents are above the age of 33. In genenas tihie respondents are capable of
filling the questioner without any interference.

Regarding the educational background from the wftal70 respondents 68 (40%) of the
respondents have diploma, 65 (38%) are first delgoégters, 25 (15%) have completed
10" or 12" grade and 12 (7%) have certificate as it is shiowthe above table item no 3.
This implies that more than 50% of respondentsapected to have some
understanding of what they are buying or intenaebluty.

Coming to the occupation of the respondents, 15&(6are employees either in
government or private institutions, 53 (31%) arechants and 7 (4%) are students out
of the 170 respondents as it is shown in the atetsle. This shows that 96% of the
respondents have enough money to buy the product.

The last item of the table which shows for how lding respondents have been
customers of the company’s product, 53 (31%) weneguthe product for 1-2 years 46
(27%) were customer for 3-4 years, 41(24%) wereguthe product for less than 1 year
and 30 (18%) were customers for more than 4 y&aosn this one can conclude that
about 55% of the respondents are new users whidd be turned to loyal customers

and about and about 45% of the respondents caorts&der as loyal customers.
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3.2 Analysis of major findings

Table 2 Motivational capacity of the UUAIE product package

Item No. Item Scale No. of Percentage (%)
Respondents
1 The product Strongly Agree - -
package of the | Agree 12 7
company Neutral 60 35
motivates me to | Disagree 58 34
purchase the | Strongly 40 24
product. Disagree
Total 170 100

Out of 170 respondents asked about their degragreement on whether the company’s
package motivates them to purchase the produd? %2 of respondents agree, 58 (34%)
disagree, 40 (24%) strongly disagree while 60 (36f6¢spondents are neutral as it is shown in
table 2. From this one can conclude that even theoge of customers motivated by the
company’s package most of the customers are rotithans that the customers might start using

the competitor’s product.

Table 3. The package’s directionality in product sage

Item No. ltem Scale No. of Percentage (%)
Respondents
2 The product Strongly Agree - -
package of the | Agree 10 6
company directs| Neutral 40 24
me how to use | Disagree 55 32
the product Strongly 65 38
Disagree
Total 170 100
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As it is presented in table 3, 10 (6%) of responsiagree that the company’s package provides
them with direction to use the product, while 6B%g strongly disagree and 55 (32%) disagree
that the company’s package does provide them wviidiciibn to use the product and 40 (24%) of
the respondents were neutral. This means theie dér@ction or the direction is there but it is
not clear for the customers or it is in place wharstomers can’t see it or identify it easily this

might result to improper usage of the product.

Table 4 Package Color

Item No. Item Scale No. Of Percentage (%)
Respondent
3 | like the color of| Strongly Agree - -
the UUAIE Agree 10 6
product package| Neutral 60 35
Disagree 75 44
Strongly 25 15
Disagree
Total 170 100

Regarding the color of the company’s package, 6076 respondents 10 (6%) agree that they
like the color in one hand and 75 (44%) disagrek2in(15%) strongly disagree that they like

the package’s color while 60 (35%) are neutrahmissue as it is presented in table 4. From this,
one can say that the company’s color is nedilby the customer because 59% of the

respondents are not interested by the cofothe package.

As it is stated, a firm can create desirable imag associations by its choice of color, design,
shape and texture (Pride and Ferrell, 2012; 417).
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Table 5 Packages product protection

Item No. Item Scale No. of Percentage
Respondent
4 The UUAIE Strongly Agree - -
product package| Agree 18 11
keeps the productNeutral 29 17
intact for longer | Disagree 39 23
time. Strongly 84 49
Disagree
Total 170 100

Regarding the issue of the UAAIE packages keegiegptoduct intact for long time or not
which is shown in table 5. From the 170 respond&&t6l 1%) responded agree, 29 (17%)
responded neutral, 39 (23%) responded disagre84Mb%) responded strongly disagree.
From this data it is clear that the company’s pgek@did not keeps the contain product intact for

longer time.

The marketing manager of the company said, sireedmpany is ISO 22000 certified, which is
food safety, it has to follow the safety manuahircaw material to packaging and delivery. And
also the marketing manager responded package giigtection to the product for one thing the
lid closes tight enough in which case external mitelike dust, moisture and other things

won't be entering through the package.

As it is stated, protection means the establishrokatbarrier between the contained product and

the environment that competes with man for the pco{Brody 2000; 89).
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Table 6 UAAIE product package’s Disposability

Item No. Item Scale No. of Percentage (%)
Respondent
5 The UAAIE Strongly Agree - -
product package| Agree 26 15
of the company | Neutral 35 21
is easy to Disagree 78 46
dispose. Strongly 31 18
Disagree
Total 170 100

As it is presented in table 6, out of 170 respotsle26 (15%) responded agree, 35 (21%)
responded neutral, 78 (46%) disagree and 31 (18%)gly agree that the company’s product

package is easy to dispose. In general termsitbans that the company’s package is not easy

to disposable and if the package is not propespabed it might affect the environment

adversely which in return affects the society ejda

The marketing manager responded the company’s gaakse protection starting from the

production all the way to consumption and dispbsaluse of the strength of the package, while

it is produced the area is confined so that theye’tlbe any pollutants released to the

environment, and after the product is consumedgsins used for other purposes by consumers

it won’t be thrown away in a form that will be afteng environment.
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Table 7 Package’s convenience for handling

Item No. Item Scale No. of Percentage (%)
Respondents
6 The UAAIE Strongly Agree - -
product package| Agree 7 4
is convenient for | Neutral 20 12
handling Disagree 89 52
Strongly 54 32
Disagree
Total 170 100

From the total of 170 respondents about the packegevenience for handling, 7 (4%) agreed

that the UAAIE product package is convenient fandiang, while 89 (52%) disagree, and 54

(32%) strongly disagree that the company’s packagenvenient for handling and the rest 20

(12%) was neutral, as it is shown in table 7. Tapicted that the package is not easy for

handling. From this data we can suggest that thgeoy’s product package is not convenient

for handling because while they designing the pgekhey didn’'t considered, customer’s

preference, competitors, design and cost of proatuct

As the marketing manager of the company said thereso many criteria’s that the company

consider in order to design the package like cost,materials, customer preference,

competitors package and government regulatiom theumost criteria that the company

consider in designing the package is nature optbduct.
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Table 8 Package convenience for home usage

Item No. Item Scale No. of Percentage (%)
Respondents
7 The UAAIE Strongly Agree 3 2
product package| Agree 24 14
is convenient for | Neutral 73 43
home usage Disagree 39 23
Strongly disagree 31 18
Total 170 100

As it is shown in table 8, of 170 respondents 3)(&8ongly agreed, 24 (14%) agreed, 73 (43%)
were neutral, 39 (23%) disagree and 31 (18%) slyatigagree that the company’s package is

convenient for home usage. This means that theggacis not easy to use at home.

From the marketing manager response the companit éiscounter any form of complaints

from customers particularly in relation with protipackage.

Table 9 Package’s Transportation Portability

Item No. Item Scale No. of Percentage (%)
respondents
8 The UAAIE Strongly agree 7 4
product package| Agree 37 22
of the company | Neutral 65 38
is portable for | Disagree 37 22
transportation | Strongly disagree 24 14
Total 170 100

From the total of 170 respondents who were askeztivein the UAAIE product package of tge
company is portable for transportation 7 (4%) sgtgrmagreed, 37 (22%) agreed, 37 (22%)
disagreed, 24 (14%) strongly disagreed and 65 (Z8%wered neutral that the UAAIE product
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package is portable for transportation as it issshim table 9. This means that the company’s
package is not portable for transportation, from;tthe package could not create that much

value for customers.

Function of packaging is to protect the goods,aavey product information, easy to use, easy to

transport, to promote sales, increase value-adamtlipts. He Qing et.al, (2012: 148).

Table 10 Package’s Attractiveness

Item No. Item Scale No. of Percentage (%)
respondents
9 The UAAIE Strongly Agree - -
product package| Agree 14 8
of the company | Neutral 37 22
is attractive to | Disagree 65 38
me Strongly 54 32
Disagree
Total 170 100

As it is shown in table 10, which presents a respaf customers regarding attractiveness of the
company'’s product package 14 (8%) of the resposdayteed that the product package is
attractive, while 65 (38%) respondents disagreetl=@n(32%) of respondents strongly disagreed
and the rest 37 (22%) are neutral on the same.i$sieshows that the company’s package is
not attractive enough to the company’s customais;night be aroused from the design, the

shape or the color of the package and this migitt Gastomer to switch between brands.

As Selke, (1997: 2) illustrated, the package atsoveys such non-print messages as color,
shape, general image, and attractiveness. Thesagassare often very significant in providing

brand and\or product recognition and in leadingscomers choose on product over another.
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Table 11 Package Uniqueness

Item No. Item Scale No. of Percentage (%)
respondents
10 | recognize the | Strongly Agree 43 25
company’s Agree 68 40
product from Neutral 37 22
others by its Disagree 17 10
package. Strongly 5 3
Disagree
Total 170 100

As it is presented in table 11, with regard to cosdrs in recognizing company’s product from

others by its package 43 (25%) and 68 (40%) od76frespondents strongly agreed and agreed

respectively that they recognize the product bypekage while 17 (10%) and 5 (3%)
responded that they disagree and strongly disagegectively in the issue, and the rest 37

(22%) said neutral. This implies that the packageifferentiating from other products in the

shelf so that the product might be purchased irsadglance of customer.

Table 12 Word of Mouth

Item No. Item Scale No. of Percentage (%)
respondents
11 | tell about the | Strongly Agree 13 8
company’s Agree 21 12
product for Neutral 83 49
others. Disagree 32 19
Strongly 21 12
Disagree
Total 170 100
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From the total of 170 respondents with regard tetivbr they tell about the company’s product
for other, 13 (8%) strongly agreed, 21 (12%) agtbedithey tell about the company’s product
for others, and 83 (49%) responded neutral whiteréist 32 (19%) and 21 (12%) disagreed and
strongly dis agreed that they tell about the corgjsaproduct for others as it shows in table 12.
This means that the company’s product is not aecegtbd not told by the majority of customers.
This shows that the product doesn’t get a changeting customers trust since word of mouth

has a better power of persuading people than drey Medias do.

As cakim (2010: 4) stated, word of mouth playshi@ mix of information source customers rely
on and trust as they make everyday decisions. Artfemgesources customers trust, traditional

media channels such as TV, radio, newspaper, agdzirees trail behind word of mouth.

Table 13 Packages Motivational Capability

Item No. Item Scale No. of Percentage (%)
respondents
12 | have purchased Strongly Agree - -
the company’s | Agree - -
product on the | Neutral 31 18
bases of its Disagree 41 24
package. Strongly 98 58
Disagree
Total 170 100

From table 13, from 170 respondents asked if tlasAe purchased the company’s product on the
bases of its package 31 (18%) responded neutr§l48%) disagreed and the rest 98 (58%)
strongly disagreed that they have bought the prdoleicause of the package. The high
disagreement response on the issue confirms thgtatkage doesn’t be used as stimulant for
purchasing the product, which means the packagetisausing customer (including

competitor’s customers) to become involved in pasthg the company’s product.
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The marketing impact of packaging has always béémeoutmost importance, especially with

customer goods (Morris 2011: 12).

Table 14 Customers Package Preference

Item No Item Scale No. of Percentage (%)
respondents
13 | prefer the Strongly Agree - -
company’s Agree 11 6
product over Neutral 33 20
other product | Disagree 89 52
package Strongly 37 22
Disagree
Total 170 100

As it is shown in table 14, which presents a respaf customers regarding their preference in
order to other product package, 11 (6%) agreedev@8l(52%) respondents disagreed and 37
(22%) strongly disagreed that they prefer the camisgporoduct package and the rest 33 (20%)
were neutral. From this the student researcherratatels that the company’s package is not
preferred by most of the customers, this meansdhgany has no guarantee that the customers

will stay if a competitor with a better packageses.

The marketing manager of the company said the cogip@ackage is used for other purpose by
the customers after the consumption of the maidymbas a result it gives the company

additional advantage over others.
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Table 15 Customers Package Expectation

Item No. Item Scale No. of Percentage (%)
respondents
14 What was your | Very High 24 14
expectation of | High 79 46
the company’s | Neutral 64 38
product package| Low 3 2
with regard of its Very Low - -
design? Total 170 100

From table 15, 24 (14%) of the respondents has higly expectations of the package’s design,
79 (46%) of the respondents has high expectatidheopackages design, 3 (2%) of the
respondents has low expectation of the packagegndesile the rest 64 (38%) of the
respondents said neutral. This implies more th&a 60the respondents have a belief that the

package’s design will be according to their thought

Table 16 Packaging Home Usage

Item No ltem Scale No. of Percentage (%)
respondents
15 How do you rate| Very High - -
the company’s | High - -
package Neutral 22 13
performance for | Low 61 36
home usage Very Low 87 51
Total 170 100

From the view point of customers regarding packagetrmance for home usage, 22 (13%)
replied neutral, 61 (36%) responded low and 87 (bd&id the package has very low home
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usage performance as it is shown in the table &. implies that, for most of the respondents
the package is not according to their expectagarding home usage.

Table 17 Packages Handling Convenience

Item No. Item Scale No. of Percentage (%)
respondents
16 How do you rate| Very High 4 2
the company’s | High 14 8
product package| Neutral 36 21
convenience for | Low 69 41
handling? Very Low 47 28
Total 170 100

With regard the company’s product package conveeiéor handling, 4(2%) of the customer
out of 170 responded very high 14 (8%) of custorasponded high, 36 (21%) replied neutral,
69 (41%) of customers replied low and 47 (28%)iegpVery low as it is shown in thetable 17.
This implies that the company’s package is not eaience to handle.

Table 18 Customer Benefit

Item No ltem Scale No. of Percentage (%)
respondents
17 How do you rate| Very High 34 20
the benefit that | High 55 32
you get from Neutral 73 43
company’s Low 58 5
product packagepvery Low - -
Total 170 100

From table 18, which presents responses of custoragarding the customer’s benefit for the
company'’s product package 34 (20%) get very higtefie 55 (32%) get high benefit, 73
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(43%) responded neutral, 58 (5%) said they getdenefit from the product package. This
implies that the company’s package is beneficiactestomer in one way or another, if the
company figure out what is the specific benefit thastomers are referring to not only the
customer the company will also profitable.

Table 19 Customer Satisfaction on the Package

Item No. Item Scale No. of Percentage (%)
respondents
18 How do you rate| Very High - -
the satisfaction | High 12 7
that the Neutral 24 14
company’s Low 78 46
product package| Very Low 56 33
creates on you? | Total 170 100

As it is shown in the table 19, 12 (7%) of resporidesaid that the product package created high
satisfaction, 24 (14%) replied neutral, 78 (46%pended low and 56 (33%) replied very low
that the company’s product create satisfactionifem. This implies that the company’s product
package doesn’t create customer satisfactionyesudt unsatisfied customers if they give it time
they might tell the company about their dissatisfecand wait for a response or they might

simply shift to competitor’s product without noiifig the company about their dissatisfaction.

Kotler and Killer (2012: 62) stated that; the kéysuccess are designing and producing
products that meet market demand. In addition napamy must ensure total customer

satisfaction. If these keys to success are achjéwvetdl become a profitable, sustainable
company.
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CHAPTER FOUR

SUMMERY, CONCLUSION AND RECOMMENDATION

This part of the research paper incorporates sugyraenclusion and recommendations of what

has been studied so far.
Summary of Major Findings

From the response greater parts of customers (58é4)ot motivated to purchase the
company'’s product neither it provides with diren8dow to use the product for ease of
product consumption. And the color of the packageot also liked by most (100 or
59%) of the customers. However, most of (123 otojZustomers disagreed and

strongly disagreed that the package keeps the prattact for longer time.

With regard to the company’s disposability, theadee part of respondents (109 or 64 %)
argued that the package is difficult to disposeth@nother hand, more than half of them
(143 or 84 %) are not convinced that the compapsosluct package is convenient for
handling. And respondents which count close to 5@ %) have disagreed and
strongly disagreed that the company’s product pgeks convenience for home usage.
And with regard to product package’s transportagiortability, respondents who said “it
is portable” is (26 %) and (36 %) respondents wdid & is not but most of the
respondents responded neutral. Conversely mofeaktspondents are not attracted to

the company’s product package.

More than (50 %) of respondents agreed that theygraze the company’s product
package from the shelf with other similar produatigitionally; the company’s product
package is not according to customer’s prefereRegardless of the fact, customers did
not tell about the company’s product to their fdepfamilies and relatives, despite the

fact that they didn’t purchase the product fop#éskage.

A large amount of responses indicate that custoitmers high expectations regarding the
company’s product package. Moreover, regardingtbduct package’s performance for
home usage and convenience for handling more takhiotthe customer gives low rate
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but some of customers believe that they are bewkfibm the product package. Yet the

product package doesn’t satisfy majority of theteorers in other regards.
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4.2

Conclusion

Depending on the findings discussed above thevimtig concussions are drawn.

7
°e

UAAIE product package is not designed in providangnotivational or impulsive feeling
to purchase the company’s product. And the comamngduct package directionality in
using the product is hidden from customers or itasthere at all for use. Neither the

color of the product package is chosen in a wayledising the company’s customers.

The company’s product package is not easy to desfoysmost of the customers, and if it
is not disposed properly it might affect the enmiment as well as the society at large.
And from the view point of most customers the compsproduct package is not

attractive enough in which case customers mightcémbetween brands sooner or later.

As per the research findings, the product pack&d@sAA\IE is somehow similar to that
of competitors and is not used as a silent salessopeand shine out from competitor’'s
product in the same shelf. And most of the cust&rresn’t prefer company’s product
package over others as well as the product padkag®e not motivate and/or increase
customers impulse in choosing and purchasing thgpaay’s product and beyond,

attracting the competitor’s customers.

From the research findings, the company’s prodackage doesn't fully satisfy its
customers in one way or another, in which casetiséomers might tell the company
about their dissatisfaction and wait for a respahieey are loyal or they simply switch
to competitors brand.
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4.3

Recommendation

Based on the major research findings that have disenssed so far the following points are

recommended by the student researcher.

Package is the buyer’s first encounter with thedpob (Kotler and Keller, 2012:346).

The company needs to give so much concern in tbleage more than anything because

package is the customer’s first encounter withpitoeluct.

The company has to conduct a research on the cestdeeling, need, demand,
purchasing behavior and its competitor’'s packagecame up with the package that can

create a motivational appeal to its customers.

The company needs to incorporate the necessanyriafmn in the food package
information’s like how to use the product, how tore the product, how to dispose the
package after consuming the product, and whatrbaugt is exactly made of and what

health benefits do the products contribute.

The company needs to design a package that is@asydle and portable for
transportation because customers’ needs a packafs tomfortable to move from

place to place.

The company must be listen the customer complaimsit the package and design a

package in order to their compliment.

The company should develop a follow up system, timypackage is kept after
consuming the product, by collecting feedback fimrstomers and collecting those
packages for recycling process and even bettesgmther packing materials like that of

degradable plastics so that the company contriliotdge safety of the environment.

The company should design a package which is urfrgue the competitor’s package in
a form of shape, size, color, or multipurpose pgekao that it could shine out in the
shelf and prioritized as the first in the mindcastomers and even acknowledged by

competitor's customers.
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Appendix A
St. Mary’s university
Faculty of business
Department of marketing management

Questionnaire to be filled by customers

This questionnaire is prepared by graduate stuafe®dt. Mary’s university in the field of
marketing management for the partial fulfillmentao$enior easy. This questionnaire is prepared
to assess the overall packaging of Upper Awash Agtastry Enterprise and its purpose is
purely academic.

The validity of your response has high contributionsuccess of my senior essay due to this
reason | would like to ask with due respect to ghesright response. All information you
provide to this study will be kept strictly confiagal.

Thank you for your sincerely cooperation!
Instruction

> Give your response by placing™sign in the box.
» No need to write your name
> If you want to give additional comments with regazdhe package of the company use
the blank spaces provided at the end.
I.  General questions

1. Personal information

1.1 Sex A) Malel— B) Female]

1.2 Age A)15-20 1 B) 21-26—11
C) 27-31 338 [
E) 39-4] F) Above 4]



1.3 Educational background

A) 10/12 completed—] B) Certificd_] C) Diplom{__] D)“idegree ]
E) Master& above 1

2 Occupation

A) Student—] B) Emplo—1 C)Retired_—] D) Merchal—]

If it is other than this please specify

3 For how long you have been customer of the company

A)<lyear[] B)1l-2yed—] )3IAyeasT_—] D)>5ye{]

II.  Questions directly related to the study
SA=strongly agree: A= agree: N= neutral, DA= disagre; SDA= strongly disagree

Description SA | A N DA | SDA
Item
No

Basic Elements of Packaging

1 The UAAIE packaging of the company
motivates me to purchase the product

2 The UAAIE packaging of the company
directs me to use the product

3 | like the color of the UAAIE product
package

4 The UAAIE product package keeps the

product intact for longer time




Customers interest over company’s package

5 The UAAIE product package of the
company is easy to dispose

6 The UAAIE product package is convenignt
for handling

7 The UAAIE product package is convenignt

for home usage

8 The UAAIE product package of the

company is portable for transportation

9 The UAAIE product package of the

company is attractive to me

Company’s Competitive Advantage through Packaging

10 | recognize the company’s product frgm

others by its Package

11 | tell about the company’s product for
others
12 | have purchase the company’s product

on the bases of its package

13 | prefer the company’s product package

over other product package




VH= Very High H=High N=Neutral L=Low VL=Very Low

Item no. Description VH H N

Package’s benefit to customers

14 What was your expectation of the
company'’s product package with

regard of its design?

15 How do you rate the company’s
product package performance for

home usage?

16 How do you rate the company’s
product package convenience for

handling?

17 How do you rate the benefit that you

get from company’s product package?

18 How do you rate the satisfaction that

the company’s product package

creates on you?

19. Other customer suggestion (if any)




PLtrICeRLACHT
LHind-hévt
A1 80 P PUC TR
NALTD-APTAICH. 1SN TFELINFTRLIPAPML P

LUaoMLPeHH B O-NPL O TTICLIPRLACHT DA B PTIC A 791991 800 a0 gt 49 aPav b O 7 G av B N ap
ANANALPTNPIPM L RGATIPA LG D-APTUAIC A TS0 TELIPCTTTNLL LA N A :
PGRADA(100\TFICYC I RID-:

PACOLTIANIG P LN TS ENG TG AT POA R TEAD- NPT IHNTPM LR TN FAINTFA TP AN TV FSAM LS PAU-
9. AM-TarLENT T PReMNPA
@O-L1LHPINDF DU T I MPPATPINTG P LT AP NP LI ONANAIPAIS AU :

AL
o LUTIIOMLPNTLINNTLEATPFTATARIPA PP T 100 PPAALMNPNP 190 :
o aANNLAMNFLEYITFOAT “v 7 PPANTFLOAPI°M-::

o FIISANTEOTFNAP TN TIOR.LAA LN ATPANT CP TP NF P T OGS  :
h&A 1 mPAATLE

o ek vore [ Aot [
1.2 A9 v.us-20 [ Ahnzi26 [ . n27-32[]
. n33-38 ] wh3o44 ] ¢ hasnae[]
13 CFOUCTLLE  vaonz fmsdd [ aactent [
ch. 810w [ av, eavgav 0Ly [

w. apkcanshiLenag [
14 PhCUBd e [ ] A aets [ . avedeoniF [ o 4o, [ ]
15 AIPTPUNLILECE-EICNLINT TP LTPA:

v. gt 41z g wnz[ _bevt o, s qavinal_| ]



h&A 2 PALT D TAPAAICA TGN TEPIOC TN 007 100 av- PR PT

+.¢

TPRPT

A TANTITIAY-

HANTT10U-

apnAT

ANOTITII°

A FTANNTITII°

eRCToTNLee LNt F N FarAnt

1 | CAPAAICA 19009 C TN LI CETATE TG 144G AN

2 | CAPOATICH TSN T S0P CTIINLLIPCE TR T P M PP R TAN NI ENGC-AT A :

3 | PAPNAICA. V0TI CHTINLENACIPCoR 1M :

4 | PAPAAICA TGO TSOPPCHITALEIPCEINC IPLHALNAAM AP PSLA: :

PLINGTIRICHITNLEFAPTNFaoA Nt

PAPOANICA TGO TSI CTTTNLLNPANATIND 1L LAV F A :

PAPUAICA TS0 TSI CHTTN L. AAL CHATYTE -2 :

CAPOAANCA TSI CHTTNLLANT DO AN T ATV 1@< :

PAPOAICA TGO TSI CTTNLE NI 0 FATIAZHATPE 10

O 0| | o »n

PAPOAICA MO TSI CHITNLOAAL 7L9IC A

PAPOAICATSOTSRPCHTILE NPT LAD-NAR N FarA DT

10 | APTAICA. 150 TSP CTHNANTICCATNT TN LD FAPPAY: :

n | AAAPTAICA TS0 TSIPCT P41 TAMLATATIAAY-: :

12 | PAPOANCA %0 THSIPCTNTTNLE DI N T THEPAY-: -

13 | PAPTATICA -0 TS PPN LN AT TN L P TATPCMPAY-: :

+.¢ | TELP T

nmenets | hets

anhAs | Nete

NMIPHP+G

LNFPFOAPAAICA TN SRIPCTHTNLLALONC LTI TP TO o ANt

14 | CAPOAICA. 790 FSLIPC TN 72410 FaPANTNI° T AL THU- 2.3 NP D-T10C?

15 | PIPCTTINLED-AAM P PI°LAD-AIPE 1R T2 I0NGTON?

16 | PPPCTTINLLD-AALSHLADTAIVE 1 FA T LI TP

17 | P10, D09 T TP PIPh T8 01N F A ?

18 | h9°C oI LLe DT+ IAC NI NI T 21N FA?

19. NALNTHLHGT T PBPTAL A TIGANT 0T NAPT




Appendix B
St, Mary’s University
Faculty of Business
Department of Marketing Management

Interview Check List

This interview is prepared to interview the managdrUAAIE which is required to fulfill the

research under study concerned to the packagitigeafompany.

1. What criteria’s does the company consider in desgthe package?

Have the company’s ‘design for safety’ guidelinegtv addressed during the design of
the packaging? If yes, please explain how the djuiee have been addressed?
What does the packaging practice of the enterjoises like?

What does the company execute to improve the gulithe package?

5. How does the company’s package give protectiohegtoduct? Please explain

6. What complaints do the customers have regardingdabkage? What was their concern?

7. How does the company react for customer's comglaggarding the packaging practice?

9.

What advantage does the company has over the cibonpétirough the package? Please
explain

How do you see company’s packaging in creatingéiging the company’s image?

10.What are the problems that affect the packagingtipeaof the company?
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