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

AN ASSESSMENT OF PACKAGING PRACTICE
IN THE CASE OF ORIGIN MINERAL WATER

By
RAHEL BERHANU

JUNE, 2014
SMU
ADDIS ABABA



AN ASSESSMENT OF PACKAGING PRACTICE IN THE
CASE OF ORIGIN MINERAL WATER

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

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

BY
RAHEL BERHANU

JUNE, 2014
SMU
ADDIS ABABA



ST. MARY'S UNIVERSITY

AN ASSESSMENT OF PACKAGING PRACTICE IN
THE CASE OF ORIGIN MINERAL WATER

BY
RAHEL BERHANU
FACULTY OF BUSINESS
DEPARTMENT OF MARKETING MANAGEMENT

APPROVED BY THE COMMITTEE OF THE EXAMINERS

Department Head Signature
Advisor Signature
Internal Examiner Signature

External Examiner Signature



Acknowledgements

First and foremost | would like to thank the alntigbhf God for his will in helping me to

accomplish this paper. Next | would like to exgresy heartfelt gratitude to my advisor
Ato Ibrahim Fedlurahman for his patience and vdeiakupport in caring out and
directions that were very useful for the completadrthis paper. And my special thanks

also goes my friends their support all the times.

Based | would like to express my heartfelt apptemiato many who contributed to the

successful completion of the paper.

My gratitude is also the marketing manager of @rigiineral water for providing me

invaluable information and support.



Table of Contents

ACKNOWIEAGEMENLS ...t i
Table Of CONtENTS ... .o il
LiSt Of TADIES ... %
CHAPTER ONE ..ottt ettt e eeee e et ee e e et e e e e s snabe e e e s asneeeeennneeeeansneeeeeannnes 1
INTRODUGCTION ..eeiiiiiiiiiie ettt enmm sttt et e e bbbt e e e sne e e e snbbeeeesenneees 1
1.1. Background Of the StUAY .............eeimemmmmiiiiii e 1
1.2. Statement of the Problem ... 2
1.3. ReSearch QUESHIONS ..........uiiii i cocmmmm e e e e et e e e e et e e eneeeeeseeeaenna s 3
1.4. Objective Of the STUAY ........oooi i e 4
1.4.1.  General ODJECHIVE ......ooviiiiiiii e e 4
1.4.2.  SPeCifiC ODJECHVES ....cceeeie it e nraene 4
1.5. Significance of the StUAY ... 4
1.6.  Scope Of the StUAY ...ccooeiiieeee e 4
IO T ¥ | ][ o) PO 4
1.6.2.  POPUIALION ..ttt ettt ettt ettt e e e e e e e e e e e aaaeaaaaaaas 5
IO G TR Y £ PP 5
1.6.4.  TIME . 5
1.7. Research Design and MethodolOgy ......ccccceeeeereeiiiiiiiiiiiiiiiiiiiiiiieeeenieerieeene. 5
1.7.1.  ReSEArch DESION .....coouiiiiiiiiiii e nrneee 5
1.7.2. Population, Sample Size and Sampling Ted®@Siq...........ccooeeeeeeeeeeeeeeeneen.
1.7.3.  Types of Data ColleCted .............cummmeeeermmmeiiiiiieiiiiiiiieiinieeeeeneenneneeeeees 6
1.7.4. Methods of Data ColleCtion...........ccceeeeeiiiiiiii e, 6
1.7.5. Data Analysis TEChNIQUE ............u e 6
1.8.  Limitation of the StUAY .........oooiiiiiimiiii e 7
1.9.  Organization of the StUAY ........ccoviieiiieeiiii 7
(O N o i N R 8
REVIEW OF RELATED LITERATURE ........ooiiiiiime ettt 8.
2.1. Concept and Meaning Of PACKAGING ..... e s eeeeeeeeaeeaaaaaaaaaaaa e 8
2.2, Kinds Of PaCkaging ........coooiiiiiiii ettt n e 9



2.2.1. CoNSUMETr PACKAGING ......eiviiiiiiitimammemmseeeeereeeeesesssssensessessesssnnnenssnnnnneeseseeeeees 9

2.2.2. INdUStrial PACKAGING ... ...uuuuuuuiiiemmmmmeeieeieeeeaeeteeieeeeesesaesseseaeseeeseneneneeeeeeeeeeees 10
2.3.  Important Aspects of Packaging .......cccceeeeieiiiiiiiiiiiiiiiiiiiiiiiiieiieiieieeeeeeee e 10
2.4. Labeling of the Package..........oo 11
2.5, Branding.....ooooooiiiiiii i e n e nn e anne 11

2.5. 1. Value Of Bran..........uuuuueuieiiiimmmmmm e 11
2.6.  FUuNCtion Of PACKaQING .........uuuuummimmmmmmeae e 11

2.6.1. CONLAINMENT ....eiiiiiiee ittt e e e e e e s e e e e e e s mnreee e e e e e anneeees 12

A I o (0] (=T o{ 1 o] o HO PP PP P P PP PRPUPP 12

2.6.3. SANIALION.....coi et eeee e e e e 12

2.6.4. COMMUNICALION ...eeiiee ettt ettt bbb meenneeeeeeeeeeees 13

2.6.5. ULIlIZALION ..ottt ettt e e e srb e e e e e e e e e e nnees 13
2.7.  Major Packaging ConSiderations ........cccceereereiriiieieeieeee e e 13
2.8. Package MaterialS .........cooooe oot 13
2.9.  Package ENVIFONMENT .........uuuuiiiiiuieiiiisse s sss s ss s s e s e es e s s e e e s sseesennnnens 14

2.9.1. Physical ENVIFONMENT ........uuuiiiiiieumeaneieeiieieeieeiieiieeeeeessessesnensnensreernneseeseeees 14

2.9.2. AMDIENt ENVIFONMENT ......ooiiiiiiitmeme ettt e e 14

2.9.3. HUMAN ENVIFONMENT .....uuiiiiiiiiimm e 15

2.10.1. Packaging AltEINAtIVES........ ... . e eeeeeeveeseerenrnssesnnnnensnsnensrenrrnnrnneeeesee 15

2.10.2. Family PACKAGING ......uuueuiiiiiiiiimmmmmee e 15

2.10.3. MuUltiple PaCKaQINg .........uuuuurmmmmmmmeanaieansaesssnsssesssssassess e e s e e s s seessessnnnnnnns 16

2.10.4. REUSE PACKAGING ....evvuiriiiirites oo e e e e e e e e e e e e e e e e e e e e aeaaeaaaaaaaaaaaasaaa e e aaeas 16
2.11. Ecological Packaging ........ccoooeeiiie e 16
2.12. Packages as a Silent SellS Man ..o iiiiiiiiiiieiieiieiieiieiiee e e 16
2.13. Factors to be Consider of PaCkaging ....ccceeveveieieiiiiiiiiiiiiiiiiiiiiiieiieiee e 17

2.13.1. SEIf-SEIVICE ...t enree 17

2.13.2. Consumer AffIUENCE .........uui 18

2.13.3. Company and brand iMage........... oo 18

2.13.4. INNOVALION OPPOITUNILY ...t ommmme e eeeeeeeeeseeseeessseseesbessssbbeseesesememneeeeeeeees 18

2.13.5. Handling —Improved Packaging.......cccceceeeeeeeeieiiiiiiiiiiiiceieieeee e 18
2.14. SOUNA PACKAGING .....eeuuiiiiiiiiieiiiiiiieiaeiieiieiteeieaeeeeeseeeaeaesaaeaesane s mmnnmseeseeseeseeseees 18



2.15. CritiCiSm Of PACKAGING . ... uuuuuuiiiiimmmmmm et 19

CHAPTER THREE .....coiiiiiiie ittt ettt e e e e e e st ee e e e smneeeesnnenaeae s 20
DATA ANALYSIS, INTERPRETATION AND PRESENTATION ..c..cvvvvieeiiiiieeenne 20
3.1. Analysis of Respondent’s CharacteristiCs ..., 21
Table 1. General Characteristics of RespondentStOBers)............cccevvviviiiieninenenn. 21
3.2.  Analysis of Questions Directly related wilie tStudy ..............cccooiiin. 23.
Table 2. Package’s AttracCtivVenNess...... oo 23
Table 3. Package’s Motivational ADIlItY ......cceeuuviiiimiiiii s 25
Table 4. Package’s Handling Convenient ..o, 27
Table 5. Package DiSpoSability .............commeeeeeeeiiieiiiiiiiiiiiiiieiieiieiieresereneeeeeeeees 29
Table 6. Package’s GraphiCs .........oueiiiiceeeeeei e 30
Table 7. Package’'s AttraCtiVENESS. ... ... 31
3.3.  Analysis of Interview QUESHIONS .......ccceaerrirriiiiiiiiiiriiiiiiiierienreenenerernreeeee e 33
CHAPTER FOUR ..ottt s ettt e e ee e e e e e e e e e 34
SUMMARY, CONCLUSION AND RECOMMENDATIONS.......cceeiiiiiiiiieeeiiiieee e 34
4.1.  Summary Of Major FINAINGS ........uuiuutceeeeeiieeieiieiieeiiieeieeieereeseeeeseeesesieeneeeeeees 34
4.2, CONCIUSIONS ..ottt e e e e s e e e e e e e e e e e e eeees 36
4.3. RECOMMENUALION ....ceiiiiiiiiiiiiiiieitaeeeeae e eeeeeeeee et e eeeeeeeeeeeeaeeteestssesbeneneeeeaeeeeaees 37
Bibliogrpahy
Appendix A

Appendix B



List of Tables

Table 1. General Characteristics of RespondentStOBers)............cccceveviviiiiininnnenn.
Table 2. Package’s AttraCliVENESS........ccuumeemiiiiiiiiiiiiieeeeeeiiiies e e e eeesveeaann s 23
Table 3. Package’s Motivational ADIlItY ......ccoceuueiiimii s 25
Table 4. Package’s Handling Convenient ..., 27
Table 5. Package DiSposability .............coeeeeeiiiiiiiiiiiiiiiiiiiiiiieiieieeeeeeee e 29
Table 6. Package’s GraphiCs .........uuiiiiieeeeeeeiiiii s e 30
Table 7. Package’s AttraCtiVENESS.........ccuuememiiiiiiiiiiiie e e e e e vvemaann s 31



CHAPTER ONE
INTRODUCTION
1.1. Background of the Study

Consumer market grows rapidly every year and thebmun of competitors among
different types of products and goods increasesdgie To standout against competitors,
every company tries to invent something new andetibthe competitive advantage for
providing the product to the end customer. Onénefrharketing tools that have become
popular and important isackaging and packaging designwhich allows companies to
be different from each other and to have more piesramong competitors. This has
become a reason why nowadays there is a big vaoktgesign packages on the
supermarkets’ shelves (Czinkota and Ronkainen, 2007

In addition to the above paragraph Prone (1993Jagxgd packaging is a part of the
product and the brand. A product's package reptesé@s characteristics and
communicates the product information. For consuptéis product and the package are
one and the same when they see it on the superimgrkles. During the purchasing
decision, the package assists the consumer byirgyetlte overall product perception
which helps the evaluation and the making of thétrchoice. Furthermore, the package

is the product until the actual product is consurmed the package is recycled.

Moreover, Rundh (2009) supports the two paragraalying; the package design adds
value to the package and to the product respegtiisign elements such as colors,
font, text, and graphics have an important rolgpackage appearance. Pictures on the
package in form of attractive situations (mountabeaches, luxury houses and cars) can
assist in triggering lifestyle aspirations. At theint of purchase, the primary role of the
package and packaging design is to catch the camrsurattention and to stand out

among the competition in the store or at the supeket.

Successful package design and packaging itselfeisdsult of the involvement and the

work put forth by marketers, designers, and custemidence, packaging is a major



instrument in modern marketing activities for cam&n goods. Package can attract the
customers’ attention, communicate company’s nanteiarage, differentiate the brand
from competitors, and enhance the product’'s funetioy (Garber et.al, 2000).
Therefore, the package itself acts as a decisivanumication tool and provides

consumers with product-related information during buying decision process.

Origin food and beverage factory (OFBF) is locatedOromia Region, Alemgena
town along the Addis Butajira road exactly 21kmnfréhe capital city of Ethiopia,
Addis Ababa. With a plot size of 20,000 square meteOFBF started the
development of the site by insuring that the ectesyswas environmentally friendly
and also developed an impressive green area tg back the badly affected fauna
and flora that once was living there. OFBF is oriettee most popular and fast
growing food and beverage factories in Ethiopiaslamong the leading companies
in providing the best purified mineral water to tbensumer. The brand has gained
recognition in a very short period of time in maacturing ORIGIN purified
mineral water the revolution in drinking bottled meral water has witnessed the
consumption of mineral water leap forward coincgliwith the OFBF’'s newest
packaging, pack sizes and product range i.e. fuices are now available in market
from origin, the container of water has been neimiproved in an attractive form.
This paper is intends to assess the packagingipeaot origin food and beverage

factory.

1.2. Statement of the Problem

Packaging design is a creative business that ctsfiecn, structure, materials, color,
imagery, typography, and ancillary design elemevitl product information to make a
product suitable for marketing. Packaging desigweseto contain, protect, transport,
dispense, store, identify, and distinguish a prodac the marketplace. Ultimately
packaging design resolves the marketing objectiveshe product by distinctively
communicating a consumer product’s personalityumcfion (Klimchuk and Krasovec,
2006).



According to Kotler and Armstrong (2008) poorly dged packages can cause
headaches for consumers and loss of sales to thearty. By contrast, innovative
packaging can give a company an advantage over etgors and boost sales.

Sometimes even seemingly small packaging improvésrean make a big difference.

Origin mineral water produces water packages bsififtor own consumption. The
company’'s package has different size which enablesompany to have advantage in
providing products in different packing size. Thackages include one liter, two liter and
other. In this way the company has full control oWs packaging. As it is known
packages has an essential role in product perfaendecause the package tells the
consumer about the products as well the informdtmm to use, how to store, and how to

dispose the product.

Based on preliminary investigation, the studenteaesher has found the following
problems. The packages shape and size might nablyenience for customers, the
package might not be safe to the product and tauslees too, and most importantly the

company’s package might not shine out compareda@odmpetitor’s product.

In this paper the student researcher examines lwsumers perceive and evaluates
patterns, colors, and graphics on the packagené\end this study identifies elements of

the packaging design and its importance from tmswemer point of view.

1.3. Research Questions

After the study has been completed the studenarelsenswered the following questions
1. To what extent the company’s packaging include¢ha&lbasic elements of package?
2. How far the company considers customer’s interegsiproduct packaging?

3. What are the major features of the packagestii@ct consumers?
4

How far the packaging develops the companyasithimage?



1.4. Objective of the Study
1.4.1.General Objective

The general objective of the research paper issess the packaging practice of origin

mineral water.

1.4.2.Specific Objectives

The following are the specific objectives relatedite study

» To describe the basic elements of company’s pankagi

» To identify customer’s interest in the company’'shzging.

» To assess the major features of the package thattatconsumers

» To examine the company’s packaging in relatiorigdorand

1.5. Significance of the Study

After completion of the study it will have benefitsr the following parties in one way or

another.

» It will ultimately indicate packaging practice fatby the company.

» It helps as input for other interested researchec®nducting further study on the subject
matter.

» Help the student researcher to understand abokaging practice

» In addition to this, the study will have an imparta to Origin Water as an input

for decision making.

1.6. Scope of the Study

This study will be delimited in the following post

1.6.1.Subject

Packaging has so many pillars which could be irmfluth the study, for instance, shape,
packages color, size and style, environmental aadding perspectives; however this study
will focus on shape, e, safety to the producind handlingof the package as well as

branding issues.



1.6.2.Population

The study addresses customer of origin mineral Watel the marketing manager of the

company, because those populations have direchciont relation to study.

1.6.3.Area

The study was also be delimited on the head offeend in Alemgena because
packaging practice is performed in head office @oldally; the student researcher use
different areas of Addis Ababa due to large numibercustomers. To be specific
customers that are found in pizza, mexico, bolel 28 area because the student

researcher believed that in this locations theeepéenty of consumers.

1.6.4.Time

The student researcher was review the past thraes yiata from September 2010-May 2013
packaging practice of the company. The reasonttlikest researcher has selected the above time

limit is because it is easy to get recent datdefdompany as to have a reliable data.

1.7. Research Design and Methodology
1.7.1.Research Design

To accomplish the above objectives and to seek emsw the research question the
student researcher used descriptive types of @s@aethod. This research method helps
in describing and determining the packaging praabiOrigin Mineral Water Descriptive
type of research method is used in determiningréguency with which an event could
occur. The student researcher also used both t#itptive and qualitative measurement
methods. The qualitative measurement helped topirge ideas which were gathered
through interview and open ended questions whiegiiantitative measurement method

helped to interpret ideas which were gathered tjinatlose ended questions.



1.7.2.Population, Sample Size and Sampling Techniques

The target population of the study was the marketimanager and customers of
Origin Water. The student researcher used non-fitiha sampling approach,
particularly convenient sampling technique. Due ttee difficulty nature of
determining sample size of the customers of Origiater the student researcher
used Malhotra’s (2006, 329) suggestion of 200 redpats customers as

representative sample in order to have sufficiert @eliable data.

1.7.3.Types of Data Collected
The student researcher used both primary and sappddta. The primary data were
collected from marketing manager, and customere. §dtondary data was obtained

from the company documentation center, relevanksoarticles and journals.

1.7.4.Methods of Data Collection

Primary data was collected through developing dgomesaires and distributing to
customers of the company. Interview was conductitd the marketing manager of the
company while the secondary data was obtained fhencompany marketing department

record, books, and relevant documents.

1.7.5.Data Analysis Technique

Both quantitative and qualitative method was usednalyzing the data obtained. The
data gathered by closed ended questions was adalygmag quantitative analyses
techniqgue and presented using tabulation while dditained from open ended
guestions and interview was analyzed by using tpisie data analysis technique and

used to support the findings from Quantitative once



1.8. Limitation of the Study

This study has various limitations were some custsmshow unwillingness to provide
necessary information as it was expected from whiglestionnaires were not fully
returned for analysis, Nevertheless the studemtareker finally collects the necessary

data to conduct the research paper.

1.9. Organization of the Study

The paper is organized in to four chapters; Chapter is constitute of introduction,
background of the study, statement of the probl&ective of the study, significance
of the study, scope of study, research methodotmglyorganization of study. Chapter
Two is present literatures which have relation wité study. Chapter Three covers data
presentation, analysis, and interpretation basethercollected data. The last chapter
covers summary, conclusion and recommendation panally, bibliography and

appendixes is attached with the research paper.



CHAPTER TWO
REVIEW OF RELATED LITERATURE

This research paper reviews relevant literaturetten by different authors on packaging
.in order to conduct detail analysis and discussioreach and every elements found in

packaging practice.

2.1. Concept and Meaning of Packaging

Packaging and package are words which are mostdhtngeably used in practice yet
still have some fine line of distinction in theiconcept. Packing is it is a process of
covering, wrapping or crating of goods before they transported or stores. Package it
is the actual container or wrapper in which thedpiad is enclosed or sealed. Packaging it
is the general group of activates which concenirafermulating the design of a package
and producing an appropriate and attractive coetaan wrapper for the product which
will protect the attributes of the product tillist used by the user and /or creates a demand
(Agrawat, 2003).

Kotler (2003) defined packaging as all activatesdekigning and producing the
container for a product and the container is caledpackage.

Khanna (2002) support the idea stated in the apavagraph defining packaging as the
use of containers and parts, together with the rd¢iom and labeling of a product in
order to contain, protect and identify the merchsmdnd facilitate the use of products.
Sherlekar (2004) went further saying packaginghasgeneral group of activities in the
planning of a product. These activities concentrate formulating a design of the
package and producing an appropriate and attractwé&iner or wrapper for a product
the container itself can act as a forceful throsignt and colorful sales man at the point
of purchase or an effective medium of advertisememtouraging impulse buying
Packaging can generally be categorizing in to:-cores packaging and industrial

packaging.



According to Kotler and Armstrong, (2008), Packagimvolves designing and producing
the container or wrapper for a product .traditignte primary function of the package
was to hold and protect the product. In recent ginfwever numerous factors have

made packaging an important marketing tool.

Packaging has been defined as a socio scientsmpiine which operates in society to
ensure delivery of goods to the ultimate consunfghase goods in the best condition
intended for their use the Packaging InstituteriBonal (2000) defines packaging as
the enclosure of products, items or packages inepped pouch, bag, box, cup, tray, can,
tube bottle or other container form to perform @memore of the following functions:
Containment protection preservation communicatiotijty and performance. If the
device or container performs one or more of thesetfons, it is considered a package
(Kaleemullah, 2002). In addition to this, packapimvolves the development of a
container and a graphic design for a product a ggelcan be a vital part of a product
(Pride and Ferrell, 2008).

2.2. Kinds of Packaging

A number of factors like the nature of contents tkquirements of distribution, the
possible kind of handling, the routes of the joyrmnile exporting them and many other
factors decide the kind of packaging to be doneor(yn, 2003).Another author
Sherlekar, (2004), packaging can generally be oaitegy in to: consumer packaging and
industrial packaging.

2.2.1. Consumer Packaging

These kinds of packages are often based on magketmsideration in terms of
advertising /promoting the product through thetraative colors. And now a day in the
world of globalization packages are playing a vienportant role in getting competitive
advantage in a competitive market .and now a dagavesee that firms which produce
and offer the same product to the market but usectefe packaging has getting



competitive advantage over their rivals. “An effeetpackage is sometimes referred to

as a silent sales person.”(Sherlekar, 2004).

As Natarajan, et.al, (2009), it concerned generallysmall units in large numbers, often
decorated in attractive manner. This may inclumtelf pragmatically consumer durables
and gifts packages. In the evaluation of consupaekages the emphasis is more on

sales orientation.

2.2.2. Industrial Packaging

It is also called protective packaging, where i paotective nature than promoting the
product .this kind of packaging mostly used forst@roducts which are highly technical
and expensive so to protect them from damages $ilegeare very expensive to replace
them (Sherlekar, 2004).

According to Natarajan, et.al, (2009), those paekagre generally heavier with little
attempt to make them appealing to the eyes. Thmackages includes machinery and

heavy equipment in there evaluation emphasis i€ mormperformance and economy.

2.3. Important Aspects of Packaging

A packaging committee, with representatives frorfiedent department may help to

reduce the cost. The Indian institute of packagjivgs guidance for the right method of

packing and for reducing the packing cost. At tim& level it is desirable to have a

complete packaging list of the following aspectsniRing and coordination of packaging

development activates in the company, conductisgaeh with a view to reducing cost,

Developing and engineering associated with packe=y,writing specifications, selecting

and controlling the color, and controlling the qiyabf packing components, Assembling

and storing information, samples etc. Reviewingadtkaging costs by value analysis. To
sum up, function of packaging are to contain pres@rotect present and offer the case
for handling (Gopalakrishnan, 2005

10



2.4. Labeling of the Package

Labeling is very costly interrelated with packagemgd for identification promotional and

information and legal purpose (Prides and Fer2€)8).

Seller must label product or an elaborately desigg@phic that is part of the package.
The label might carry only the brand name or gd=atl of information even if the seller

prefers a simple label; the law may require addélonformation (Kotler, 2002).

2.5. Branding

Marketers must make many decisions about produntisiding choice about brands,
brand names brand mark trademarks and trade natrede is a name ,term design
symbols or any other feature that identify one it@mde and Ferrll,2008).

2.5.1. Value of Brand
Both buyer and seller benefit from branding .bramédp buyer s identify specific

products that they do and do not like ,which imttacilitates the purchase of items that
satisfy their needs and reduces the time requivedutchase that product (Pride and
Ferrll, 2008 ).

2.6. Function of Packaging

Effective packaging means more than simply puttprgducts in containers and
converging them with wrappers. First packaging miate serve the basic purpose of

protecting the product and maintaining its functiorm (Pride and Ferrell, 2008).

Packaging can serve the following basic functibran serve as a sales tools ,it identifies
the maker as well as the product and carries taedoname, the packaging label informs
the buyer abut inner contents and how to use thend ,it's the biggest advertising and
promotion tool. Other the above major function agikg also gives protection and

containment function for the product.

11



The major function of packaging in logistics andpply chain are to provide
Containment Protection Utilization and communicati#grawal.2003).

2.6.1. Containment

Products must be contained before they can bepwatesl from one location to another.
Packaging provides space in which a product isaoetl. From logistics and supply
chain point of view, the containment function ofckaging is conical as it refers to
minimization of weight and space requirements anghckage so that overall logistics
costs can be curtailed by means of minimizationtrahsportation and storage costs
(Agrawal.2003).

2.6.2. Protection

Protection means the establishment of a barriewdsest the contained product and the

environment that computes with man for the progBobdy, 2000).

In addition to this packaging protects its contemtsits route from the manufacturer to
the consumer and on its route from the manufactorédre consumer and even during its
life with the consumers. Its protects the produobsn spoil discolor loss of fragrance
,damage break contamination or physical determmatf the product .the amount of
protection that a package must provide dependé®mcharacteristics of the product and
condition in the logistical system (Agrawal, 2003).

2.6.3. Sanitation

Packaging helps to maintain the sanitary, healtid safety integrity of contained

products processing and packaging are intendedatulize food product. Against

degradation during distribution one purpose of pgakg is to reduce food spoilage and
minimizes the environmental losses of nutritionalfonctional value of the product

(Brody, 2000).

12



2.6.4. Communication

The communication function of protective packagisgaining importance due to wide
and extensive use of the logistical informationteys Practically, package symbolizes
the product throughout logistical channels. It serof the function of identification by

consumers and even by the labors of warehousestéoing, picking symbols and

transportation. Packaging is also becoming an itapbrconsideration in the light of

growing environmental responsibility. Globally, kaging standards are of growing
concern highlighting recyclables packaging and iregiuthat each channel member join

in reduction and recovery activities (Agrawal, 203

2.6.5. Utilization

The utility function of packaging relates to howckaging affects the productivity and

efficiency of the total logistical system. All |agical operations like truck loading,

storage in warehouses and warehouse order andhgigkioductivity are affected by

package utility. It describes the physical groupaignaster cartons into one restrained
loan for material handling or transport. Produdyif logistical operation is the ratio of

real output to real input as Agrawal, (2003) frofwéde, 1994).

2.7. Major Packaging Considerations

As they develop packages, marketers must take faatgrs in to account obviously, one
major consideration is cost .Although a variety paickage materials, processes and
designs are available cost vary greatly. In regeat, buyers have shown willingness to
pay more far improved packaging, but there aretéimmarketers should conduct research
to determine exactly how customers are willing &y ffective and efficient package
designs (Pride and Ferrell, 2008).

2.8. Package Materials

Choosing packaging materials accordingis very ingyay for one thing the product to be
packed may require specific materials, seconddbttie materials we choose affects the

environment and consumer in a good way or in a Wwag. Today a wide range of

13



materials are used for packaging .application yiticly metal, glass, wood, paper or
pulp-based materials ,plastics, ceramics or a coatioin of more than one materials as

composites (Pongracz,2007).

Consumers stress on packing materials that areleeple and environment friendly.
Some countries give great importance to stop enmemt pollution and to recycling of
products (Khan, 2006).

2.9. Package Environment

The packaging has to perform its functions in thdd@éerent environments. Failure to
consider all three environments during package ldpweent will result in poorly
designed packages, increased costs, consumer dotapknd even Avoidance or

rejection of the product by the customer.

The concept of environmental impacts encompassett boe work and external
environment: it included manageability for consusnenigrations through the packaging
materials to the final product, and pollutant emoissto air, soil and water (Ryding,
1998).

2.9.1. Physical Environment

This is the environment in which physical damage ba caused to the product. It
includes shocks from drops, falls and bumps, danfag® vibrations arising from
transportation modes including road, rail, sea amdand compression and crushing
damage arising from stacking during transportatiostorage in warehouses retail outlets

and the home environment (Robertson, 2012).
2.9.2. Ambient Environment

This is the environment which surrounds the pack&pmage to the product can be

caused as a result of gases (particularly O2), maatd water vapor, light (particularly

14



UV radiation) and temperature, as well as microaaigms (bacteria fungi, molds, yeasts

and viruses) and macro organisms (rodents, insadtss and birds) (Robertson, 2012).

2.9.3. Human Environment

This is the environment in which the package imdtrawith people and designing
packages for this environment requires knowledgethaf variability of Consumer
capabilities including vision strength weaknesstdety memory and cognitive behavior.
Since one of the functions of the package is toroamicate, it's important that the
messages are clearly received by consumers. Ini@ddhe package must contain
information required by law such as, nutritionainmt and net weight (Robertson,
2012).

2.10. Packaging Policy

For an appropriate packaging policy to attain botirketing and logistics objectives the
following fine alternatives are in the hands of @mg&ment followed by consideration of
packaging factors (Agrawal, 2003).

2.10.1. Packaging Alternatives

A company may adopt the policy of periodical change product package in order to
achieve one or more of the following purpose: Des$0 ensure more protection and
convenient handling of the product; Rectificatioh defects in the current package;
Adoption of innovation packaging materials resgtimto huge saving in packaging
costs; and Required for changed promotion stratmgyepositioning strategy of the

products Packaging Changes (Agrawl, 2003).

2.10.2. Family Packaging

This kind of packaging policy refers to an almadstikr packaging for the entire range
of product line or group of product lines. For exden Park Avenue range of accessories
and toiletries have similar packaging. This altéuga policy emphasizes more on

marketing purposes and less on logistical oned,(R003).
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2.10.3. Multiple Packaging

This packaging refers to a policy of packaging ihick a number of heterogeneous
products are packed in one package which is toskd by one customer. For instance,
shirt, tie, hanker chiefs are packed in one pack@pes alternative is not popular and
practiced commonly in India (Ibid, 2003).

Rather than packaging a single unit of a produettketers sometimes use twin packs,

trip packs, six-packs, or other forms of multipkckaging (Pride and Ferrell,2008).

2.10.4. Reuse Packaging

Again, this policy emphasizes more on of markewadues in which marketers offer
products in such a package which may be reusetthéar purposes one product has been
exhausted or taken out of it stimulating purch&se.instance, Nescafe, Instance Coffee

is being packaged in a glass jar, which later mayded as a tumbler (Agrawal, 2003).

2.11. Ecological Packaging

The ecological packaging refers to that policy ralsive which emphasizes on
preserving the physical environment by the compahiyle formulating a compatible
packaging policy. It may include:

» Use of returnable bottles and containers;

» Use of containers that decompose over a reasepabilod of time; and

» Use of light weight packaging (Ibid, 2003).

2.12. Packages as a Silent Sells Man

Through verbal and nonverbal symbols, the packageardorm potential buyer about the
products content, features, uses, advantages, azatds. A firm can create desirable
images and association by its choice of color, gigsshape, and texture (Pride and
Ferrell, 2012).
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Khan,(2006),in other hand stated: too much inforomatonfuses the consumer, and with
more information, often poor decision are made.rdasing package information

adversely affects the ability to choose best brands

Kotler and Keller, (2012), explained the packagéhis buyers first encounter with the
product. A good draws the consume in counter in emcburages product choice. In
effect, they can act as “five—second commerciat the product. Packaging also affects
consumers later product experiences when they gopem the package and use the

product of home. Some packages can even be atehuotiisplayed at home.

Moreover, Khan, (2006), added use words like “nemgroved better or power packed.
Change in package in design and color, periodich#ips to information through.it

stimulates the consumer and pushes the informatimugh the threshold level. These
adjectives help the consumer to break the threslevlel faster; so that the purchase is

expedited various factors contribute to the growisg of packaging as a marketing tool.

2.13. Factors to be Consider of Packaging

Packaging has become a potent marketing tool wedigded packages can create
convenience and promotional value. Various factorstributed to packaging’'s growing

use as a marketing tool (Kotler, 2002).

2.13.1. Self-Service

An increasing number of products are sold on a-s®Mice bases. In an average
supermarket, which stocks 1,500 items, the ty@balbper posses by some 300 items for
minutes? Given that 53 percent of all purchasesnaade on impulse, the effective
package operates as a “five-second commercial”.pHe&age must perform many of the
sales tasks: attention, describe the product'aufest create consumer confidence, and

Make a favorable overall impression (Kotler, 2002).
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2.13.2. Consumer Affluence
Rising consumer affluence means consumer are willoh pay a little more for the

conveniences, appearance, dependability and peestigetter packages (Kotler, 2002).

2.13.3. Company and brand image
Packaging contributes to instant recognition of ctbepany or brand. The compel soup
company estimate that the average shopper sefesnilsar red and white can 76 items a

year, creating the equivalent of $26 million wooftradvertising (Kotler, 2002).

2.13.4. Innovation opportunity
Innovate packaging can bring large benefits to eoess and profits to producers
(Koteler, 2002). Sometimes a marketer employs gueicap design applicator or other

feature to make a product distinctive (Pride andll-2008).

2.13.5. Handling —Improved Packaging

A product packaging may be changed to make it edsidandle in the distribution
channel —for example, by change in the outer castousing special bundling sharink-
wrapping, or pallets .in some cases, the shapeegbackage is changed (Pride and Ferrll,
2008).

2.14. Sound Packaging
Sound packaging is important; it has to be cataxabse it is the first thing sighted by

the customers. They may not see a product but nsdyinfluence by the following
aspects of packaging.

» Eco-friendliness of the packaging;

* The conditions of the product;

» The role of packaging in the physical distribatiand

« The promotion and information through packaging (g, 2003).
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2.15. Criticism of Packaging

The last several decades have brought a numbempobvements in packaging however,
some packaging problem s still need to be resolgedne packages suffered from
functional problems in that they simply do not warkll. Although many steps have
been take to make packaging safer, critics stilufoon the safety issues .at time
packaging is viewed being deceptive. Package slgapphic design, and certain colors
may be used to make a product appeal larger thactuglly s the inconsistency use of
certain size design action ,such as giant, econdamyily king and super can lead to
customer confusion. Finally prefer attractive, efifee, convening packaging, the cost of

such packaging is high (Pride and Ferrll, 2008).

According to Kotler (2002), the decision making abpackaging are;

Developing an effective package for a new prodaquires several decisions. The first
task is to establish the packaging in concept daejimhat the package should basically
be or do for the particular product. Decisions mast/ be made on additional elements,
size, shape, materials, color, text and brand nmafRecisions must be made on the
amount of text, on cell phone or other transpafiéns on a plastic or a laminate tray and
soon. Decision must be made on “temper proof’ deid he various packaging elements

must be harmonized.

The packaging elements must also be harmonized detisions on price, advertising
and other marketing elements. After the packagelasigned, it must be tested.
Engineering tests are conducted to ensure thatp#oiage stands us under normal
conditions: visual tests, to ensure that the saspegible and the colors harmonious
dealer tests, to ensure that dealers find the gaskattractive and easy to handles and
consumer tests, to ensure favorable consumer respam spite of those precautions, a

packaging design occasionally gets through withesbasic flaw.
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CHAPTER THREE
DATA ANALYSIS, INTERPRETATION AND PRESENTATION

This chapter of the study deals with presentatanalysis, and interpretation of data’s
obtained from sample respondents of ORIGIN minesatier customers by the means of
guestionnaire and marketing manager of the comganoygh interview. A total of 200
guestionnaires were distributed to customers, hewewut of the 200 customers
188(94%) of them were able to fill and return theestionnaire the rest 12(6%) were not
able to return the questionnaire due to unknownonmeniences. The data were collected
through questionnaires containing both close anenopnded questions, and through
interview.

The closed ended question was analyzed using fneguend percentage and presented
using tables. The interview part and open endedtomes was narrated to support the
guantitative once.
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3.1. Analysis of Respondent’s Characteristics

Table 1. General Characteristics of Respondents (Gtomers)

ltem o Percentage
Item Description Frequency
No. (%)
Male 98 52
1 Gender Female 90 48
Total 188 100
Below20 37 20
21-30 49 26
2. Age 31-40 63 28
41-50 34 23
51 and above 5 3
Total 188 100
12" complete 18 10
Certificate 26 14
Educational Diploma 52 28
3 background Degree 78 a1
Post graduate 14 7
Total 188 100
Government employee 67 36
4 Private employee 91 48
Occupation Student 30 16
Total 188 100
<1 year 33 17
Respondent’s perio 1-2 years 9 42
> of stay as customer 3-4 years >8 31
> 4 years 18 10
Total 188 100
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The above table shows background of respondentsy Usie different items. Item 1
shows the gender distribution of respondents, fiteertotal respondents 98(52%) of them
are males, while the rest 90(48%) are females. Trdgcates the gender distribution
among respondents is fair which means the compamgduct is used by both females
and males. In terms of age indicated in item 2haf $ame table the majority of the
respondents, 63(28%) are in the range 31-40, 49(2684n the range of 21-30, 37(20%)
are below 20, 34(23%) are in the range of 41-5@,rést 5(3%) are 51 and above. This
shows most of the company’s customers are adulbsn fhis one can conclude that the
customers are at least legally free to select thdyzt they want or in simple terms they
are free from parental control which means they taghly influenced by their own

attitude or behavior while selecting a product tttzat of parents.

Item 3 of the above table shows educational le¥eéspondents. From the total of 188
respondents 78(41%) are degree holders, 52(28%}iptema holders, 26(14%) are
certificate holders, 18(10%) are™ 2omplete, the rest 14(7%) are post graduates. This
shows that most of the company’s customers havepleted tertiary level of education
which means they can read the questions and uaddrgtwithout major difficulties and
they have the capacity to evaluate and selectrdifteproducts. Regarding occupation
67(36%) are government employees, 91(48%) are terigmployees, the rest 30(16%)
are students as indicated on item 4 of table 1s Tinlicates most of the company’s
customers are employed which means the customees deatain income which helps
them to chose between the products and from whs¢es in the market with a lot of

brands the customer can easily shift between brands

The last item of the table which shows for how ldingl respondents have been customers
of the company, 33(17%) were using the productlédss than 1 year, 79(42%) were
using the product 2-4 years, and (31%) were cus®rfe 3-4 and 18(10%) were
customers for more than 4 year. This implies tlmt tustomers can give adequate

information about the packaging practice of the pany.
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3.2. Analysis of Questions Directly related withlie Study

Table 2. Package’s Attractiveness

I:\T:] Item Scale Frequency| Percentage (%)

Very high 34 18

How do you rate theHigh 40 21

1. company’s water packageMedium 52 28
conveniences for Low 43 23
handling? Very low 19 10
Total 188 100

Very high 17 9

How do you rate theéHigh 32 17

2 satisfaction  that  theMedium 71 38
company’s water packagea ow 68 36

gives you? Very low - -
Total 188 100

Very high - -

How do you rate theHigh 31 16

3 colorfulness  of  the Medium 67 36
company’s package? Low 47 25

Very low 43 23
Total 188 100

On item 1 of the above table respondents were dstedthey rate the company’s water

package conveniences for handling. 34(18%) ratedsitvery high, 40(21%) high,
43(23%) low, 19(10%) very low, and the majority tbbm i.e. 52(28%) rated it to be

medium. Even though most of the respondents raeéffort medium when we compare

the sum of the respondents that chose high andhighywith the sum of respondents
that chose low and very low the first sum excedaslater and in a highly competitive

industry medium is not enough so when we add nunaberespondents that chose
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medium with respondents that chose low and very ilowompletely changes. So it
indicates that the companies package is not goodgh as a result it should try to
increase its water package conveniences for handlinis might result the customers to
shift to competitors’ products.

On item 2, 17(9%) of respondents chose very higkl B%) chose high, 71(38%) chose
medium, 68(36%) chose low regarding satisfacticat the company’s water package
gives them. Again the majority of respondents chogelium, even though none of the
respondents chose very low and a total of 49(26B6se above medium the sum of
medium and below still exceeds. This result indisahe customers are not very much

satisfied by the product package and there is d fegemprovements.
The same is shown in item 3 the majority of resposl 67 in number 36 in percent

rated the colorfulness of company’s package adiune 90(47%) rated it as very low

.this indicate that the color of the package isatbictive by the customer .
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Table 3. Package’s Motivational Ability

ltem Percentage
ltem Scale Frequency
No. (%)
Strongly agree 22 12
The packaging of theAdree 26 14
1 company is encouraging tdVeutral 89 47
purchase the product. Disagree 38 20
Strongly disagree 13 7
Total 188 100
Strongly agree 14 7
Agree 22 12
2. The package of the companeutral 72 38
infforms how to use theDisagree 49 26
product. Strongly disagree 31 17
Total 188 100
Strongly agree - -
Agree 33 18
3 | like the color of the Neutral 68 36
company’s package. Disagree 49 26
Strongly disagree 38 20
Total 188 100
Strongly agree
Agree 37 20
4 | like the size of the Neutal =2 39
company’s package. Disagres D s
Strongly disagree 35 19
Total 188 100

The above table shows the extent of respondentgeawgent to 4 different items that

indicates whether the company incorporates thecbalments of packaging on its
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package or not. Item 1 shows customers’ level ok@gent to the statement “The
packaging of the company is encouraging to purcliaseproduct.” from the total of
respondents 22(12%) strongly agreed, 26(14%) agr@@@7%) chose to be neutral,
38(20%) disagreed, the rest 13(7%) disagreed dirompis findings show the majority
of respondents chose to be neutral, but when wepamemthe sum of respondents that
chose above neutral with the sum of respondentscti@se below neutral the later is
greater. This data indicating that the company’skpge is not encouraging enough to
purchase the product. This means that if the custanter to a shop for purchasing a
mineral water the company package wild not encaurthg customers to purchase it
which results in the decrease of companies mahaterofitability.

Iltem 2 shows respondents level of agreement tostaeement “the package of the
company informs how to use the product.” From thi&ltrespondents only a total of
36(19%) chose above neutral, the majority i.e. 8% chose below neutral, the rest
72(38%) chose neutral. This indicates the watekage is not informative enough for
customers. This implies the customers couldn’t krabeut the benefits from using that
particular product how to store the product, howcimof the product does the customer

has to use.

The color of the company’s package is likeable isagteed by a total of 87(46%) of
respondents shown on item 3.the rest 68(36%) wengral and 33(18%) of the
respondents replied agree. This implies that nigjai customers does not favor the
color of the package. This means that the customéght give a wrong interpretation

about the company product.

The likability of the company’s package size shawnthe last item is agreed to be at a
good rate since 42(20%) of the total respondensagideed and 35(19%) of the
respondent strongly disagree to the statement r&$te74(39%), and 37 (20%), chose
neutral and agree, respectively. This informs thatcompany’s package is not convent
to its customers. This depicts that the custortigrk they couldn’t the product where

ever they went as a result they won't be intendgoutrchase the product.
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Table 4. Package’s Handling Convenient

The following questions are rated 5-1, 5 being vergood 1 being very bad
Percentage
No Item Scale Frequency
(%)
5 20 11
4 12 6
How do you rate the water package
. 3 73 39
1 | of the company conveniences for
: 2 44 23
handling?
1 39 21
Total 188 100
18 10
4 32 17
76 40
2 | How do you rate the image of the 45 24
company? 1 17 9
Total 188 100
19 10
4 31 16
3 | How do you rate the water package 77 41
of the company compared @ 44 23
competitors? 1 17 o}
Total 188 100

As it is indicated in item 1 of the above table 2Z2%p) of respondents gave the water
package of the company 2, 44(23%) 3, 73(39%) 5119 2. The majority of the
respondents 83(44%) gave the water package ofampany not convent to handling.

This indicates the company’s water package is adaple for customers.
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In item 2 of the same table respondents were askeate the company’s image. Out of
the total 188 respondents, 45(24%) rated it as 18(10%) rated it as very high,
32(17%) rated it as high, 76(40%) rated it as nmedioe rest 17(9%) rated it as very low.
The evaluation made by the majority of respond@il0%) as medium implies, the

company'’s image is not good enough.

As it is shown in item 3 of the same table, evevugh the difference is not much the
sum of respondents that rated the company’s packagwared to competitors below

medium (61 in number 32 in percent) is still gredkmn respondents that rated it to be
above medium i.e. 50(26%), the rest 77(41%) of aedpnts rated the level of the

company's package compared to competitors as mediins indicates the company

does lacks competitive advantage. This means tsmers doesn't differentiate the

product from its rival.

28



Table 5. Package Disposability

Percentage
No Item Scale Frequency
(%)
Strongly agree 28 15
Agree 32 17
1 | The water package of theNeutral 76 40
company is easy tpDisagree 52 28
dispose. Strongly disagree - -
Total 188 100
Strongly agree 43 23
5 The water package SAgree 10 >
' convenient for handling. Neutral 69 37
Disagree 28 15
Strongly disagree 38 20
Total 188 100
Strongly agree - )
Agree 21 11
3. | The package ensures saf ”fﬁleutral 73 39
of the product. Disagree 56 30
Strongly disagree 38 20
Total 188 100

On item 1 of table 6, 28(15%) strongly agreed, 32¢] agreed, 76(40%) chose to be
neutral, the rest 52(28%) disagreed to the stateffiénve water package of the company
is easy to dispose.” Summing up the respondenttizse agree and strongly agree (60
in number and 32 in percent) implies that the camfsgapackage is indeed easy to
dispose and can also be used for post purchasstiasti Meaning customers use the

package for other purpose.
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On item two respondents were asked to show thenextke their agreement to the
statement “The water package is convenient for livajnd From the total respondents,
the majority of respondents i.e. 69(37%) chosedmeéutral, a total of 66(35%) chose
disagree and strongly disagree, and a total of @8Jj2chose agree and strongly agree.

This indicates that the package of the company®iconvenience for handling.

Similarly the company’s package effectivenessdsuang the safety of the product is
not well implemented as disagreed by a total 060%{) of the total respondents.

Table 6. Package’s Graphics

Percentage
No Item Scale Frequency
(%)
Very high 19 10
High 28 15
1 |How do you rate the i
_ Medium 73 39
graphics of the companyls
Low 46 24
water package?
Very low 22 12
Total 188 100
Very high 15 8
High 37 20
2 How do you rate the i
. | Medium 69 37
company’s ackage |
p- Y P _ J Low 47 25
creating a good image of
Very low 20 11
the company’s product?
Total 188 100

Item 1 of table 7 shows how respondents rated taphics of the company’s water
package. As per this, the majority of responder@8%%) chose medium, a total of
47(25%) respondents chose above medium, the ré36%3 chose below. This indicates

the graphics of the company’s water package idikettle by customers.
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On item 2 of the same table respondents were askeate the company’s package in

creating a good image of the company’s producbtAl tof 67(36%) of respondents rated
it below medium, 69(37%) rated it as medium, thet &2(28%) rated it above medium

indicating the company’s water package does notribmte enough to create a good

image for the company product.

Table 7. Package’s Attractiveness

No Item Scale Frequency| Percentage (%)
Strongly agree 24 13
Agree 30 16
Neutral 75 40
1 | The water package of tl ®isagree 49 26
company is attractive. Strongly disagree 10 5
Total 188 100
Strongly agree 17 9
Agree 26 14
2 | The water package Shaaﬁleutral 75 20
IS in my interest Disagree 29 6
Strongly disagree 21 11
Total 188 100
Strongly agree - )
Agree 28 15
3 |1 have purchased the
Neutral 81 43
company’s product on
the bases of its package. Disagree 52 28
Strongly disagree 27 14
Total 188 100
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On item 1 even though the difference is small tina ®f respondents that chose above
neutral (54 in number and 29 in percent) is leas that of respondents that chose below
neutral (59 in number and 31 in percent) this iegplhat water package of the company

is not attractive enough for prospects.

Similarly shown on item 2, the water package shapead as disagreed by a total of
70(37%) of the total respondents to the statem&htis one can conclude that the

package shape is not fulfill the interest of custom

On item three, 79(42%) disagreed to the statemeh@ate purchased the company’s
product on the bases of its package.” Only 28(1%¥)eed. This means that the
customers has purchased the product either theldrcodind any other product or

because of its price.
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3.3. Analysis of Interview Questions

As viewed by the marketing manager of origin mihevater replied that the company
undertaken a roughly and kindly examined every @spliethe spring water industry so as
to come up which a unique package that would diffgate it from the rest of respective
firms /companies. Hence, the current package ottmepany water stands as pinnacles

of unigueness.

According to the marketing manager aspects alwaygsedirst the company as far as the
packaging side is concerned additionally he respdnithat to satisfy the customers’
needs and to meet their expectations the compaey to personalize the packaging
color, shape and size. To make the packaging coewvefor handling our organization

based customers’ needs looking and competitorsaggckl o make the product package
attractive we strive to do attractive color andpdpias. With reference to the interview
the manager clarifies that customers are satigfiethe packaging and they do not have
compliant regarding packaging. Also he emphasitted the products are available

everywhere to meet customers want.

Regarding product image, our product is strong ghom creating a good company

image in the minds of customers and it is good ghda dispose after consumption.
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CHAPTER FOUR

SUMMARY, CONCLUSION AND RECOMMENDATIONS

From the analysis and interpretation made in tleeipus chapter the following summary

conclusion and recommendations were drawn up.

4.1.

Summary of Major Findings

From the finding the total 188 customers 98 (52%ihe respondents are male.
90 (48%) female and from 31-40 ages group and #reyabout 63 (28%).and
most of the customers 78 (41%) hofdl degree. Likewise majority of the
customer 91(48%) are private employees. Howevet ofahe customers stayed

from 1-2 years and they are about 79 (42%).

Majority of the customer 62 (32%) are negativelgp@nded that the company
water package conveniences for handling, on therdtand more than half of
respondents who negatively they satisfaction alFau¢38%).and with regard to

the colorfulness of package is not liked by mos{2&26) of the customer.

When asked if the packaging of the company encesragrchasing the product
the majority of the customer negatively they ra88, (47%). Regard to the
company inform to use the product of negatively(3@%) And 79 (42%) of the

customers disagreed they have purchased the comapganogluct on the bases of
its package. However the number of respondentsredymonded negatively about

the package of the company compared to competithi.is 77 (41%).

The customer who disagreed about the size of thgpany’s package is greater
than agreed. They are about 77(41%).Regarding peshthe customers who
disagreed they have a shape interest are greaerwho agree. They are 70

(37%).in the other hand 73 (39%) of the customespaondent negatively that the
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graphics of water package. All most all the cust@mdisagreed about the
package safety of the product. This is 94 (50%).

» The respondents who negatively for question abdwipackage to the company’s

easy to dispose are about 76 (49%).

* The customers who disagreed about the attractiseobgpackage. That is 59
(31%)and concerning the image of the company, thgrmnty of the customer
answered negatively. They rate 76 (40%).
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4.2. Conclusions

Depending on the findings discusses above thewollp concussions are made as

follows.

» From the data the size of the company’s packageti€onvenient its customers
and the package is not convent for handling andndb much customers
expectation.

» With reference to the findings customers do nobfawhe color of the package.
And the packaging is not designed to motivate eusts to purchase the product.
Here can conclude that customers are not very nsatisfied by the product
package.

 The company's package compared to competitors aiumethis means the
company does lacks of competitive advantage. Amdbidikable by customers

» The company’s packages are easy to dispose andargmokt purchase activities.

* Most of the customers are said the company’s wadekage does not contribute
enough to create a good image for the company ptodulditionally it is not
attractive enough for prospects.

* From the research findings, the company water pgehka not shine out from
competitor’s product in the same shelf.

» Can conclude that the package shape is not folfilthe interest of customers.
And the package does not create desire to purchase.

* Most of customer does not prefer company’s watekage over others as well
as the water package does not increase impulskaosig and purchasing the
company’ product and beyond, attracting the congrsticustomers and they

need to switch to another brand.
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4.3. Recommendation

After analysis of the finding conclusions are mael the study has forwarded the
following recommendations for the company to avibiel problems and corrective action
apply the following things recommend.

» The company should undertake a package and custdmand awareness and
with other competing mineral waters. Package canact the customers’
attention, communicate company’s name and imadkereintiate the brand from
competitors, and enhance the product’s functionatihd now a day in the world
of globalization packages are playing a very imgairtole in getting competitive

advantage in a competitive market. So the Comphayld create a better image.

» The water package of the company’s not conveniericeshandling so the
company creates a better package. A product patkagay be changed to make
it easier to handle.

* The company should have a plan to improve becaatsfaction of customers
and look likes by customers very attractive.

* The company should design a package which is unigpura the competitor’s
package in a form of shape, size, color of packagehat it could shine out in the

prioritized as the first in the mind of customers.

 The company should encourage purchasing the pratwctigh the package.
Consumers are willing to pay a little more for tbenveniences, appearance,

dependability and prestige of better packages.

* The company should be give information to use tteelpct. So as to create a
better labeling. The packaging label informs thgdsuabout inner contents and

how to use them, and it's the biggest advertisimg) gromotion tool.
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 The company should develop a package strategy figinomineral water.

Through planning and coordination of packaging tiguaent activates.

» The company makes improvement on its water paclsaget is establish a
separate packaging department which is fully resjpten of the packaging
activities of the firm with in the marketing depadnt. Because. Packaging is a

major instrument in modern marketing activities.
* The company has to conduct a research on the cesti@aling, need demand,

purchasing behavior and its competitor's package @me up with the water
package that can create a motivational appeas migtomer.
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Appendix A
St. Mary’s University

Faculty of Business
Department of Marketing Management

Questionnaire to be filled by customers of ORIGIN Mneral Water
Dear respondents;
This questionnaire is prepared by graduating stiiden the field of marketing
management at St. Mary’s University, for the paridfillment of research paper. The
main purpose of the questionnaire is to assessagauk practice of ORIGIN mineral

water.

Your answers have great impact on the researchresult | would like to ask with due
respect to give me the right response. All theaasp you provide is strictly confidential.
Thank you in advance for your cooperation!!

Instruction
» Writing names is not necessary
» Put " mark on the box of your choice

» Write your additional answer at the space provided.

General Characteristics of Respondents

1. Gender
A. Male (] B. Female
2. Age
A. Below 20 year ) B.21-30 year( ) C. 31-40 year )
D. 41-50 years () E. 51 and above
3. Education background
A. 12" completeD) B. Certificate C. Diploma(]

D. Degree (] E. Post Graduaté )



l.
SA=Strongly Agree; A=Agree; N=neutral, DA=Disagree,;SDA=Strongly Disagree

Occupation
A. Government Employee)
D. Other Please Specify

For how long you have been customer of the @nyp
3-4 years)

<1 year) 1-2 years)

Questions Directly Related to the Study

B. privet Employeé)

C. Student™

> 4 years)

Item

o, Description SA A | N| DA | SDA

Q1.Basic Elements of Packaging

1. The water packaging of the company
encourage me to purchase the product

2. The water packaging of the company
conventional me how to use the product

3. | like the color of the water package

4. | like the size of water package

Q2 .Customers Interest Over Company’s Package

5. The water package of the company is easy to
dispose

6. The water package is convenient for handling

7. The package product always available| in
market

8. The packageafety to the product and to the

users

Q3. Major features of the package that attract consmers

9. The water package of the company| is
attractive to me

10. The water package attractiveness to the other
mineral water

11. | have purchased the company’s product on

the bases of its package




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

Item
No.

Description VH H N L VL

12. How do you rate the company's waler

package conveniences for handling?

13. How do you rate the satisfaction that the

company’s water package creates on you?

14. How do you rate theolors and graphics otine

company’s water package?

Q4.Packages in Developing Company’s Brand

15. How do you rate water package in creating a

good image of the company’s product?

Rate the following 1 being very good to 5 being veibad

Item
No.

Descriptions 1 2 3 4 5

16. How do you rate the water package of |the

company?

17. How do you rate the image of the company?

18. How do you rate the package product of [the

company  develop other brand?

19. Other Customer Suggestions (if any)




Appendix B

St Mary University

Faculty of Business

Department of Marketing Management

Interview Questions for the Marketing Manager ofIGRON mineral water

Dear Manager,

| am a prospective graduate student at St Mary's/ddsity in the department of Marketing

Management.

I am working on the practice of packing in your gamy. The information that you are going to

provide will be treated as confidential and usely éor the research purpose.

Thank you, in advance for giving me your time andrgy to answer the following questions.

10.

What standards’ does the company deliberate irgdegj the package?

What does the company’s package give safety tpribaduct? Please explain

How does the company’'s package look like based aar,cshape, and size? Please
explain.

Is that the company package easy to handle? Rigatsn

How do you understand company’s packaging in géingrahe company’s
image?

How does the company’s package is attractivenesbemther mineral water? Please
explain.

Is that any complaints do the custorhaxge concerning the package? Please explain.
Is the water package product alwayslalvia in market?

If water package in creating a good imagehef company’s product? If yes, please
explain.

Do you believe the water package is easydjpodie the consumer?
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