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ABSTRACT

Saleratioisvividly dictated by equal open product exposureto consumer attention.
In these situations, the determining factor of saleis the quality of packaging. On
the market where local products stand in contrast with foreign ones, packaging
deficiencies of local product stand out. Packaging automatically influences
consumer decision and biases. Micro packaging constituents like colour, design
and shape play on the psycho-emotional intellect of the consumer and persuade
the consumer to buy a product that the consumer may not even readily need. The
ultimate goal of increasing sale is however achieved. On the contrary, for local
products, packaging may dissuade the consumer from buying a product that may
be readily needed, thus, sale drops. This work seeks to find the details existing
between local and foreign products that determine the rate and frequency of
consumer attraction. Both qualitative and quantitative data collection methods
were used from September to October 2009, using cross-analysisresearch design
(Obeesi, 2012). Interviews were conducted using a combination of probability
(the cluster sampling techniques) and non-probability sampling methods (the
accidental sampling technique). Major road corridors in Kumasi served as the
basis for clustering while the accidental sampling technique was used for the
selection of the shopping malls interviewed because there was no reliable
information on the number of malls in the Kumasi Metropolis and also their
locations. Differences existed between local and foreign packaging in the areas
of design, aesthetics and product i nformation. Twenty-one percent of respondents
confirmed that foreign products were well packaged, attractive and colourful.
Hundred percent of respondents indicated that foreign products contained
adequate information on product usage and instructions. The study recommends
a packaging regulatory body to oversee and ensure standardsin local packaging
to the level of foreign product packaging.
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INTRODUCTION
Recent marketing trendshaveled companiesto devisedl kindsof Strategiestoincreaseor
sustain market sharemostly through marketing communicationin general and advertisng
in particular where packagingispivota (Brassington and Pettit, 2000), thus, theredlisation
of the need for communi cation to convince and attract the consumer. This, most times
involves huge capital outlaysand isan added cost to the aready high production cost.
However, proper packaging isseen asan eas er and lessexpens vemeansof communicating
and convincing consumers. Thus, thetruisminthedefinition of packaging by Judd, Adders
and Mdlis(1989) and Silayoi and Speece (2004) “ salesman onthe shelf” cannot be over-
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emphasized. Packaging raisesproducts appeal through promotion and advertising with
desired sdlesincrement and aresultantincreasein profit margins, whichistheultimateaim
of every producer (Ditcher, 1981; Meyersand Gerestman, 2005). For packaging to play
thisimportant role, it must beattractive, informative, and clearly identify with the product.
Thus, accentuating Dichter’s(1981) view that consumerstend to view aproduct and its
packaging asone. Theuse of packaging asamarketing and sales promotional tool has
been well-devel oped in the advanced countries, with devel oping countries such as Ghana
lagging behind. In Ghana, many productstend to be poorly |abelled in terms of concept
and appedl including colour, typography, photography, illustration and layout. Thisstudy,
consumers' perception about packaging of Made-in-Ghanaproductstherefore sortsthe
viewsof sdllersabout the packaging of Made-in-Ghanaproductsand how they compare
withimported ones.

PACKAGING OF PRODUCTS

Thedefinition of packagingissubjectiveandisbased onits perceived numerousfunctions.
Soroka (1996) describesit asaco-ordinated system of preparing goodsfor transport,
distribution, storage, sde, and use. To him, itisacomplex, dynamic, scientific, artistic, and
controversia businessfunction, whichinitsmost fundamental form contains, protects/
preserves, provides convenience, and informs/sells, within acceptable environmental
congraints. Thisdefinitionisbroad and thefocusisonwhat redlly goesinto packaging the
product. Here, packaging is seen asaservice function that cannot exist by itself; it does
need aproduct. Thus, oncethereisno product, then, thereisno need for apack. Packaging
iscomplex in nature given that, thereisawaysthe need for harmony amongst numerous
agpects. For instance, manufacturersshould not concern themsel veswith only the container
that issupposed to protect the product sincethe concernison getting the product to the
find consumer asawhole. They needto consider thelabelling, shapeand structura aspects
of packaging, etc. Packaging is seen to be dynamic becauseit deal swith human beings
whosetastes keep changing and scientific because thereischemical interaction between
the container and the contents. It isal so artistic because theright colours must beused to
attract the consumer and al so thelabel must communicateto theultimate consumer. Thisis
theholistic approach to packaging. However, care should be taken not to put too much
focus on one aspect to the neglect of the others, because aperfect blendisneededif the
product isto performall theright functions. Also, without the proper packaging mix, the
needed or expected increasein the salestrend would not berealized. Again, regardlessof
the attractive nature of the packaging, it hasto communicate the right message so asto
sustainitsmarket share and possibly increaseit. William and Weilbercher (1979) define
packaging as, * A broadcast commercial opportunity offered for saleat aparticular time
for aparticular price’ . Thisdefinitionisskewed by justlooking at packagingas‘ Advertisng'.
Theemphasisisonthefina product sinceit would besold for apricewithout takinginto
consderationitssafe delivery. However, how it would attract and sustain consumption
and even whether consumers are prepared to buy at that price were not considered.
Hanlon, Kelsey and Forcinio (1971) support thiscritic by saying thisabout packaging:
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“In its more familiar forms, it is the box on the grocers shelf and the

wrapper on a candy bar. It can also be the crate around a machine or

a bulk container for chemicals. It is an art and sciences...”

Hefurther grouped packaging into three broad categoriesrequiring different technologies
and talentsfor their accomplishment. Category one, which includes consumer packaging
concernssmall unitsinlargenumbersand often decorated in an attractive manner. Category
two, being industria packaging usually made up of larger and heavier unitsand category
three, covering military packagingwhichishighly influenced by thegovernment to document
itinamoreintricateway (suchasusing military codes). Milton (1991) looksat packaging
asnot just asupport for advertising but advertisngitself and that * ...whileadvertisng may
alert alargenumber of potential consumersto aproduct’sexistence, itisonly at the point
of purchasethat the promotion story and the productsimage cometogether’ (Milton,
1991). Milton’sview to some extent has been generalized and equated packaging to
advertising but then the product should be packed before advertising setsin.

Paine (1996) and Davis(1967) define packaging by focusing on thedistributive
process. Packaging asameans of ensuring the safe delivery of aproduct to the ultimate
consumer in sound condition at theminimum overal cost (Paine, 1961). Thisdefinition
takesinto consideration only the protectivefunction and the cost. Thislineof argumentis
supported by Davis (1967) who sees packaging as a collective term for all kinds of
containersinwhich goods are packed for saleto the consumer. Thus, dwelling much on
the container inwhich the product ispacked and forgetting all the other important functions
that apackage performs.

Theabovedefinitioniscriticized onthebas sthat in asmuch asgetting the product
safely delivered to the shelvesisimportant; the product should spesk for itself whileonthe
shelvesin order for it to be purchased. Consumers must be ableto distinguish the product
from other competing onesand also know exactly how to usethe product so that it does
not cause any unintended harm. According to Judd, Aaldersand Melis(1989), packaging
asasaesagent or asilent salesman or adispenser after it has completed itsfunction of
delivering theproduct iswell placed. Thisdefinitionismoreappropriatefor manufacturers
sncethe profit maximizationisthekey businessprinciple.

Hanlon, Kelsey and Forcinio (1971) also consider packagingin the sense of the
container. To him packagingisany structurethat containsor limitsitscontent. Thiswould
include crates, netsand cocoons, aswell asdisplays, utensilsand conveyance. Hanlon
looks at packaging only asastructural thing with or without any visual appeal and also
takesinto consideration the type of materials used in the manufacture. However, the
advertisement or promotiona function, distributionto thefina consumer andlawsgoverning
the packaging industry arenot considered. Packaging isindeed thephysical container that
is able to conveniently protect the product contents through the transportation and
distribution stagesand hasawel |-designed labe which givesdl vita information about the
product and most importantly very attractive. Theimportance of the packageleading to
thesdeof theproduct isthefocusof thisstudy. Packaging isasotheinterface betweenthe
product and the consumer. It isthe expression of the brand identity of the product, its
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intrinsic qualities, and its* philosophy” Packaging isthevoice of the product, itsdress-
senseandits“look”. Itistheproduct’sfirst salespitch, whichisof key importancefor its
market positioning. Packaging representsthelooksthat aproduct wears, thusmaking it
atractive, gppeding and tantaizing. It doesnot excludethequdlity of durability, transferability
and quest for patronage. It hasstrong inviting tendencies. Packaging' sphysical proximity
bringsit closer to consumerswho look at it, lift it up for acloser look, read it, handleit,
takeit homeand useit. Theform, coloursand texture of packaging provoke sensationsin
the consumer, thus, it acts asthe spokesperson for the product. Advertisers use packaging
asasdlling point and asameansof creating abrandimage. Anal-embracing definitionis
theoneby Leonard (1980) ‘ A package congstsof both structure and gppearance . Clearly
speaking, packaging as defined here considers both the structural aspect thuswhatever
containsthe product aswell asthe appearance of the product. Thisdefinition by Leonard
has been adopted for the study since the structure and thelabelling of packaging hasnot
beentotally realized intermsof Ghanaian productsreaching theright standards.

Constituentsof Good Packaging

Inmany cases, the packaging industry respondsto new demandswhich arisefor specificaly
packaged products. Hanlon, Kelsey and Forcinio (1971) writing under the function of
packaging, also made this comment about the need and importance of using the shape,
colour and decoration on the container to identify the contents of apackage. Hefurther
went onto say that thisquality of the package has been realized and exploited to avery
high degree. Manufacturers and merchandisers are constantly learning new and better
waysto take advantage of thisvalue of the packagetoimprove sales.

Thus, packaging isseen to have acquired animportant and indispensablerolein
marketing. A role that determines the difference between success and failure in any
commercial enterprise. Judd, Aa dersand Melis(1989) makeagood point inthisdirection
when saying: ‘the package or itslabel isthe silent salesman and theway inwhich we
present itsproposition and theintd ligibility of itsargument isthe difference between sde
andnosde, lifeand death.” A good packagewill havethefollowingingredients: adequate
capacity (volume) to hold the content; compatible with the content (inert) and should not
causeany deteriorationintheintegrity of product/or beaffected by content; Have adequate
strength to withstand the weight of the content as well as other stresses that may be
encountered during transportation and handling; Attractive to enhance marketability of
product; Informative; providing information on product identity and its use and disposal
precaution in the event of accident or misuse as appropriate; Safe to handle and use
convenience; Containing products, defining the amount the consumer will purchase;
Protecting productsfrom contamination, environmental damage and from theft and quality;
Facilitatetransportation and storing of products; and Carry information and colourful designs
that make attractive displays (http: //imww.fao.org).

METHOD

The study focused on Kumas because of its geographic advantage asanodal town and
theintensecommercia activities. Both quditative and quantitative data collection methods
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were used from September to October 2009, using cross-anaysisresearch design (Obees,
2012). Interviewswere conducted using acombination of probability (thecluster sampling
techniques) and non-probability sampling methods (the accidental sampling technique).
Major road corridorsin Kumasi served asthe basisfor clustering whilethe accidental
sampling techniquewas used for the sel ection of the shopping mallsinterviewed because
therewasno reliableinformation on the number of mallsinthe Kumas Metropolisand
asotheir locations. For thisstudy, ashopping mall wasdefined asany retail outlet. Hence,
any shop within the study areathat wasresponsive to the researcher was sel ected and
interviewed. Another criterion wasthe density of shopsavailableaong aparticular road
corridors. A sample of 100 retail shops was taken based on random accessibility. To
ensureinternal validity of the questionnaire, apre-test of 10 shopswas done and the
resultsused to review and modify the questionnaire (Babbie, 1992). Dataobtained were
edited, and presented for easy understanding.

RESULTSAND DISCUSSION

Factors Considered by Consumers before Buying Products. Before a consumer
buysaproduct, certain factors might have been considered. Thisisproportionateto the
choice and selection of a product. Whereas others consider the need and desire for
consumption, the satisfaction of beauty inwhich the product ismade of and not necessarily
the need is the focus of other consumers. For the purpose of this study, the need to
understand and appreciatethefactorsthat consumer’slookout for when making adecison
to purchase aproduct cannot be overemphasi zed. Thisisbecause packaging designers
need such knowledge to understand what consumers expect to see on the packaging.
Manufacturers also, need to appreciate these factors so that they can demand from the
designerstheright packaging to maketheright salesand profits. Consumerswho arethe
fina usersof al productswould aso bewell equipped so that they maketheright choices.
Table 1 elaboratesonthe different scenarios.

Themost critical factor considered by the sampled consumersinthe choiceand
selection of aproduct istheneed for that particular product. The necessity for the product
isthemajor priority issue considered by most consumers before purchasesaswas stated
by 34% of the consumerswhile 29% considered the content of the product first before
any other reasons. M ost importantly, asection of the consumers considered the beautiful
nature of the package asakey factor to purchasing aproduct. Thisview shared by this
group of consumersisin conformity with thisresearch. Thisis 76 respondentscongtituting
13% of theoverd| distribution. A further investigation wasundertaken to ascertain whether
consumersredly consider packaging asadeterminant intheir purchasing decisionandthe
Figure 1 indicatestheresponse of the consumers. Indeed Figure 1 confirmsthe strong
influence packaging has on the purchasing decision of consumers. Out of the overall
respondents, 65% confirmed that they areinfluenced by the packaging while 35% declined.
For further clarity, the study sought to ascertain thereasonswhy packaging influencestheir
purchasing decision. Thiswasaimed at validating theissuesraised from the problem
statement and the literature reviewed and investigating the depth and spread of these
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factorsaswell asunearthing whatever new and unknown factorsthat existed and which
had someinfluenceno matter theextent. Theanalyssontable2 revea sthat most consumers
wereenticed to do someimpul se buying because of the attractive nature of the product’s
package. Thisreason isshared by morethan half of the overall respondents constituting
51.7%. Respondents a so affirmed the unsci entific conceptionsthat the nature of aproducts
packaging to alarger extent determinesthe qudity of that product hencethey areforcedto
buy. It accountsfor 22.3% from the views of 62 respondents (Table 2). Other opinions
shared included the presentation of good impression about the product quality and the
provisonof al necessary information. They congtitute 11.9% and 4.7% respectively (Teble
2). Theabove analysis confirmsthe assertion made by Judd, Aaldersand Melis(1989)
that, packaging isthe silent salesman and that with 75% of the purchasing decisionsare
made at the shop, all attention need to be directed at making the productsvery attractive
intermsof colour, shape, sizeetc. while providing all the needed information such as
manufacturing and expiry dates, instructionsfor usage, care and storageinstructions. It
should equally contain information on the disposal of the package after exhausting the
contents. It should be noted that some product containersor packages serve other purposes
like shopping bags, storage packs, waste bins, etc. Contrary to thosewho expressed their
opinionson theinfluence of packaging ontheir purchasing decision, below arethereasons
from consumerswho do not attach priority to packaging before buying any product.
: Theneedfor theproduct iswhat isimportant

We believe packaging increases production cost

Theattention ison the product and not the packaging

We believethe packageisnot all that necessary

We believethe content iswhat matters and not the package

Webelieveit doesnot add any valueto the product.

Extent to which Packaging Determine the Purchasing Decision of Consumers:
Thepackaging of aproduct sdllsit by attracting attention aswel | ascommunicating emotions,
asitisbelieved that 75% of the purchasing decision of consumersismade at the point of
purchase(TIEPIK, 2005). From the study, 56% of the respondentsadmit that consumers
wereto alarge extent influenced by the packaging of aproduct in making their purchasing
decisionswhile 21% state that theimpact of aproduct packaging on consumer decisions
wasminimal. However, 16% of consumersdo not consider the packaging of productsbut
the content of the product (table 3). These group of people areinfluence by packaging
when the purchaseisfirst time. A small section of respondents (7%) could not make an
informed decision about the Situation.

Packaging of Made-I n-Ghana Products. About 31% of the respondentsreveal that
local productswere shabhbily packaged. Moreover, they assert that inadequateinformation
provision especially on usage and instructions were among several reasonswhy local
productswere not competitive. Otherswho think the unattractiveness of local products
and thelack of Ghanaian culture asareflection of product packaging accounted for 22%
(Table4). Corrective measures are therefore needed to amend the situation and increase

patronage.
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Reasonsfor the Low Patronage of Made-I n-Ghana Product: Thefact that patronage
of Made-in-Ghanaproductsisreducing cannot be overemphasi zed. Hence, it wasnecessary
to validate someof thereasonsfound from literaturethrough thefield survey. Here, the
opinionsand viewsof the consumersregarding thefactorsfor the declining patronage of
locally-manufactured and | ocally-packaged productswere analyzed. A combination of
factorswasresponsiblefor the above state of affairs. The absence of expiry datesand
manufacturing dates deter consumersfrom buying aproduct because expired products
areharmful for consumption. Another 27% of the respondentsbelievethat the compostion
of packagelike plastic bottlesand paper bagsareinferior, hence not appedling to theeyes
and a so sometimesresultsin leakage of liquid products. Contents of the productswere
reduced by silage and did not correspond to theweight listed on the package. During the
survey, exampleswerefound in productslike shito and herbal medicines. Again, 24% of
the participantsindicatethat faded | abdl s preventsthem from making apurchasing decison
onalocal product. Thisisbecauselabelsarerelevant for theright use of theproduct. The
study discoversthat thereisastrong influence of packaging on the purchasing decision of
consumers. Out of theoverall respondents, 65.4% confirmethat they aremosily influenced
by the packaging of aproduct in buying them.

Additionally, theanaysi sreveal sthat most consumerswereenticed to buy certain
products which hitherto are not planned for as aresult of the attractive nature of the
package. Mgjority of them were of the notion that, the nature of the packaging to alarger
extent determinesthe quality of the product hence they areforced to buy them. This
should be acluetoloca manufacturersand designersthat consumer attention can be
captured through colourful and attractive packaging. About 94% of the sampled consumers
patronized locally made products. However, most of them indicate purchasing locally
manufactured productsout of convenience or at timesdueto their monopolistic nature,
thus, they haveno subgtitutes. Therewasno mention of purchasing Made-in-Ghanaproducts
because they were more attractive. Thefact remainsthat packaging of most made-in-
Ghana products was adeviation from the constituents of agood packaging and hence,
consumerswould reject such productsfor the more attractiveforeign ones. Interestingly,
all incidentsof product rejection were dueto the poor packaging and these productswere
al localy manufactured and packaged. Concerning consumers: perceptionsof the packaging
of foreign products as compared to their local ones, the responsesfor the packaging of
foreign productswere positive whilethosefor thelocal oneswere mostly pessimistic.
Consumerswereof theopinionthet, foreign productsarewe | packaged, thus, the packaging
protectsthe product content very well aswel | asproviding needed and adequateinformation
of the product which makesthese products seem very presentable.

Also, fromthe study, most peopleindicate that most Ghanaian made productsare
shabbily prepared which doesnot take into consideration theinterest of the consumers
and thisaccounted for the reasonswhy morethan half of the customersindicated having
rejected products on the account of poor packaging. In finding out the reasons behind
why they do sometimesreect locally made products, they were of the opinion that:

[ Most Made-in-Ghanaproductsnormally lack important informationincluding
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manufacturing and expiry date aswel| asinstructionson usage and storage of the

products.

i Inferior materia sare used for the packaging of some Made-in-Ghanaproducts,
somemanufacturersdo thisin order to reducethe cost of production and maximize
profit

i Mostly, some of the productsmay have expired already.

Theproduction processisnot completeuntil the product getsto thefina consumer.
Thispresupposesthat, product would haveto be aesthetically appealing and needed by
the consumer for it to be purchased. It is clear that the need for a product isthe first
consideration but when aconsumer isfaced with the choice of two productswhich are
substitutesthen other consideration cometo play. Thefirst factor considered hereisthe
aestheticsvalue of the packaging (how attractiveitis). Thisattractionwould lead tothe
choiceof oneproduct over the other even though they might solvethesameproblem. Itis
only after achoice has been madethat, the consumer would then check thelabd to find
theinformation such asmanufacturing and expiry dates, weight, storage and usage etc.

Therefore, therearedifferent level sof factor consideration and itisimportant for
manufacturers and packaging designersto admit and appreciatethisso that they can take
full advantageof it. Theaboveana ogy showsthat it isessentid for aproduct to bettractive
asif itisto haveahigh probability of being purchased. Therefore, in asmuch as packaging
isimportant, its aesthetic value comesfirst beforethevital information that needsto be
provided are considered. Consumersassoci ate the beauty (aesthetics) of apackagetothe
quality of the product. Thiswasvery interesting, asit defieslogic and rationality. One
cannot determinethequality of aproduct by thelevel of attractivenessof itspackaging.

Interestingly, mgjority of Ghanaiansare known to do impulsebuying (purchasing
wantsand not needs) therefore, manufacturers of Made-in-Ghanaproductscanincrease
their salestrendsby making consciouseffort to ensurethat, the packaging of their products
arevery colourful and attractiveto entice consumersand increasetheir desireto purchase
the productseven though they might not need them. I nterestingly, even though about 94%
of consumers purchased M ade-in-Ghana products, none of them did so becauseit was
attractive, had aestheticsand portrayed Ghanaian cultural values. Thisisaclear indication
that had M ade-in-Ghanaproductsbeen aesthetically attractive and portrayed somed ements
of Ghanaian culture, the patronage would haveincreased. The other sideof theissueis
that themajor reason for purchasing foreign productswasthat they werewel | packaged,
beautiful intermsof colour and shape (aesthetically pleasing) and provided al the needed
information. Theseinherent qualities of the products give them the edge over thelocal
ones. They arethus, purchased when the consumer hasto makeachoice. Theimpressions
of consumers about the packaging of Made-in-Ghanaproducts arethat it isnot well
packaged, not attractive and mostly the designs are shabbily doneand do not reflect any
Ghanaian culture. Thisisthereasonwhy anincreasing number of Ghanaiansare purchasing
ChineseProducts (especidly medicind ones) tothedetriment of thelocal ones. Itistherefore
not surprising that theincident of product rejection by consumersishigh for Made-in-
Ghanaproductsthan theforeign ones.
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Table 1: Factors Considered by Consumers before Buying Products

Factors Frequency Per centage
Beautifully Packaged 76 131
Need for the Product 20 A4
Manufacturing and Expiry Dates n7
Contents of the Products 168 289
Cultural elements 14 24
Packaging Providing the Needed Information 5% 96

Total 582 100

Source: Obeesi, 2012.

Table 2: Reasonswhy Packaging Influences Purchasing Decision

Reasons Frequency Per centage
Good packaging do attract me to buy a product PA] 83
It determines the quality of the product & 23
It gives good impression of the product quality <] 119
Nice colours mostly influence my decision 3 11
It Providesall necessary information 13 47
Product’s beauty attracts my attention to buy 144 517
Total 278 100
Source: Obeesi, 2012.

Table 3: Influence of Packaging on the Purchasing Decision of Consumers

Extent of Packaging Frequency Per centage
Very Influential 5% 5%

Minima Influence 2 2

Not Considered 16 16

Do not know 7 6

Total 100 100

Source: Obeesi, 2012.

Table 4: Impressions of Packaging of Locally Manufactured Products

I mpression of Packaging Frequency Per centage
Not Attractive 2 2
Shabbily Done 3 K1
Inadequate I nformation Provided ) o)
DoesNot Reflect Ghanaian Culture 2 2
Total 100 100

Source: Obeesi, 2012.

Table 5: Reasonsfor the Low Patronage of Made-1n-Ghana Products

ReasonsFor Low Patronage Frequency Per centage
Poor material composition of package 2 z

Lack of Expiry Date 3 K1
Labelsthat are Fading 24 24

Poor Design of Packaging 18 18

Total 100 100

Source: Obeesi, 2012.
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INFL UENCE OF PACKAGING ON PURCHASING
DECISION
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Figure 1: Influence of Packaging on Purchasing Decision Source: Obeesi, 2012

CONCLUSIONAND RECOMMENDATIONS

Theanalysisconfirmsthat to avery large extent purchasing decisonsare mostly made at
thepoint of saleand that the aestheti c value and the adequacy of information provided on
thelabd of theproduct arekey influencing factorsin choos ng which product to purchase.
Until and unless, alocal manufacturer is* pushed” by thedtrictimplementationof dl existing
laws on packaging and labeling to ensure that the right professionalsare employed to
packagethe productsin away that attractsthelocal consumers, they would continueto
strugglewith reduction in sales. To ensureincreasein thedemand of locally manufactured
and packaged goods, thefollowing suggestionsare made:

Educate manufacturerson packaging and itseffectson salesof the product:
Thefirst mgor step is to educate manufacturers on the need to have agood
packagefor aproduct. Thefact that packaging isthe silent salesman should be
hammered to manufacturers.

Srict Measurefromthe Ghana Sandard Board: Asaninstitution in charge of
standards, Ghana Standard Board should put in place systemsthat will provide
standardsfor localy manufactured and packaged goods. Pendtiesmust bedirected
at companiesthat do not meet the standards. Penalties can include: Sanctions,
seizureof operation license, finesand barring of productsfrom the market.

Employment of Packaging Designers. One major factor to the poor nature of
packaging of local productsistheunavailability of professiona designersinthe
local manufacturing companies. Hence, it isrecommended that the services of
such professionals should be engaged to hel p design attractive and appealing
packagesfor local products. Suchinvestmentswill berecouped when salesrise
or ismaximized.

TheUseof Durable Materialsfor Packaging: Asaready noted, the packaging
of the product cannot beisol ated from the product itself. Hence, theuse of durable
materialsfor packaging should be encouraged. Thiswill allow for easy storage,
clear label, no leakages and consumer friendly products. This makes the
entrepreneur reach theaim of consumer satisfaction and hencemaximize sales.
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