THE IMPORTANCE OF BRANDING AND PACKAGING AS A MEANS OF SALES PROMOTION IN AN ORGANIZATION IN NIGERIA
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[bookmark: _GoBack]ABSTRACT
This study was carried out to examine the importance of branding and packaging as a means of sales promotion in an organization in Nigeria  using Coca-Cola Company as case study. To achieve this 4 research questions and 2 research hypothesis were formulated.  The survey design was adopted and the simple random sampling techniques were employed in this study. The population size comprise of the entire staff of Coca-Cola Company Lagos State. In determining the sample size, the researcher purposively selected 60 respondents and all respondents were validated. Self-constructed and validated questionnaire was used for data collection. The collected and validated questionnaires were analyzed using frequency tables and percentage while the hypothesis were tested using Chi-square statistical tool. The result of the findings reveals that; the striping away of branding can not uncover the effectiveness of packaging, the organization runs sales promotion, internally or externally, the branding and packaging technique adopted by the organization maintains high quality, the organization has been able to satisfy the need’s and wants of the consumers, low standard of packaging has a negative impact on sales promotion, and  inadequate packaging has a negative impact on sales promotion. Based on the above findings, the researcher recommended that Coca Cola should utilize strategic capabilities such as offering superior practice and products and also by allegiances or accessing of complimentary products through network building on a need-to-win capabilities; Branding should be part of the organizations strategy aimed at creating, developing and sustaining a competitive advantage that will attract the customer and sustain his patronage; Effective sales promotion, brand should always respond to a level of demand estimate and also packaging should be charming, attractive, be easy to handle, protect and help in storage; the effective of branding and packaging a new product and the factor that influence branding and packaging in an organization are for suggestion for further studies; and Packaging technology continues to change and marketing managers must be aware of the opportunities for increased effectiveness and efficiency which these developments present if they are to remain competitive in the market place. It is important for the company to develop innovative packaging strategies that will attract customers in an exceptional way.


CHAPTER ONE
INTRODUCTION
1.1      Background to the Study
The study of the importance of branding and packaging as a means of sales promotion in a business organization can be traced to various issues highlighted below.
The importance is conspicuously apparent to the fact that the physical product will not be at test without these two aspects of it. Though branding and packaging an individual can make easy choice of the desired product he/she tend to go for.
Also, branding and packaging as a means of sales promotion helps to boost the product effectively. The aspects of consumer interest and their satisfaction were apparently observed and the market environments were also given very closed consideration where the sales promotion does exist.
Branding and packaging are two of the most important components of marketing in an organization. Branding is a term used to describe the name, description and design of a product. Branding differentiates a company’s product from their competition. Packaging is a marketing tool used to reflect the brand. A company uses packaging to sell the product inside.
Branding and packaging are created by a company while these efforts are used to markets products, they in turn market the company itself. Branding reflects the image that the company seeks to project and identify as target customers.


1.2      Statement of the Problem
There are many problems that affect branding and packaging during sales promotion era in an organization. Today’s organizations are characterized by complex relationship and a high degree of interdependent tasks that can occur. People also have different vales and perceptions towards different product for instance.
A production manager might decided to change the method of packaging and still retain its brand name in order to stream line few products which eventually might not be satisfactory and acceptable by the consumers.
1. The problem also confirms to the fact that their consumers needs might not be melt due to the time and cost its will cause the organization to meet the demand.
2. The welfare to the work force inquired by the organization is another vital part to be at due to the process of performing their assigned duties.
3. The socio-economic system of the consumers if not observed carefully can also be a problem during sales promotion.
4.  Another problem that can encounter is during the area of branding and packaging under which the market environment can be control.
5.  Problems can also emerges between the organization and the customers, when the taste and desire to conform with the customers value and attitudes towards buying the product was not duly melt.
1.3 Purpose of the Study
The study will find out whether Coca-Cola Company has wholly of partially adopted a standard branding and packaging system visa vis its strategies of exhibiting products during sales promotion. The work reveals the increasing importance of its products in the national business environments.
The study will also highlight some of the important factors that guide the company’s branded and package product in the market environment. Effort rendered by the company through various innovation and tactic of captivating the customers interest towards the regular purchase of their product.
At the end, the organization/management will become aware that through the importance of branding and packaging as a means of sales promotion system, the firm is not only doing the consumer a favour but on the contrary they are survive in a buyers market.
1.4   Research Questions
In pursuance of the study, the following research questions are put together for possible treatment.
1. Can the organization strip away branding and uncover packaging effectiveness?
2.  Is the organization running sales promotion, internally or externally?
3. Is the branding and packaging technique adopted by the organization maintain high quality?
4. Is the organization able to satisfy the need’s and wants of the consumers?  
1.5 Research Hypothesis
The following hypotheses will guide the research work. These include:
Hypothesis One
Ho: Low standard of packaging has a negative impact on sales promotion.
HI: Low standard of packaging does not have a negative impact on sales promotion.
Hypothesis Two
Ho:  Inadequate packaging has a negative impact on sales promotion.
HI: Inadequate packaging does not have a negative impact on sales promotion.
1.6 Significance of the Study
The study is beneficial and important with respect to the problems under study. The researcher is intended to examined the problem and prospects of sales promotion of an organization branded and package product.
Since the ultimate foal of any business organization is to optimize profit by minimizing cost; management should know how to tackle sales promotion in their organization.
Organization other than those located in Lagos who are into sales promotion of their branded and packaged product will benefit generously from the study of better performance.
It is therefore hope that the result of the study, if properly implemented will enable the organization improve their customers better and attract new ones. The consistent improvement of their quality of the product and services based on the findings of this study will help gain a sustainable customer confidence and patronage and hence improve productivity, profit and growth of the country’s economic development.


1.7  Scope of the Study
The coverage of this project examine the extend to which Coca-Cola Company applies the means of sales promotion in their business operation. Also realizing the financial and time constraints to associate with the type of study. The study will therefore explore the business activities and operation of the organization with a view to determining the extend to which they have applied branded and package product as a means of sales promotion in their organization.
The study will also look into its market environment, marketing activities like buying, pricing, customer service and any other areas that may be deemed necessary to look into in order to achieve the aim as the research.
1.8  Limitations (to be written after the completion of the study)
The limitation of the research study range from various challenges faced by the researcher.
First and foremost the study has to be carried out under great pressure to meet the need of other courses. The gathering of relevant information required for this study was almost impossible as the staff of Coca-Cola drink Company Lagos State, were reluctant to furnish the researcher with relevance and viral information.
In fact the reluctance exhibited by the staff of Coca-Cola drink Company led to delay in sourcing crucial information needed for this research work.
1.9  Operational Definition of Terms
Brand: This is a name seen as an integral re-enforcer of a product concept (Paul Ndubuisi; 2002).
Brand Mark: A brand mark is that which can be recognized, spoken or pronounced (Fuller R. M., 2006).
A Trade Mark: A legal name of a company it helps to identify its product at the market (Marcus Okafor, 2001).
A Sales Promotion: Strategy for selling a product (Philip Kotler, 2003).
Exhibition: A public place where you put things so that people can go to see them (Peter Anderson, 2005).
Organization: A group such as a club or business that are from or for a particular purpose (Agnes Jones, 2000).
Customer: Someone who buys goods and services from a shop (Mark Peterson, 2004).
Strategy: A well planned series of action for achieving an aim (David O. Ogie, 2003).
Literature: The production of written works having excellence of forms or expression and dealing with ideas of permanent interest (McCarthy E. J. et al, 2006).
Hypothesis: Assumption made in order to test its logical or empirical consequences (David O. Ogie, 2003).
Appendix: Supplementary matter added at the end of a book (Thomas Davis, 2000).
Uniqueness: Being the only thing of its kind (Macular Jones, 2001).
Authenticity: Something genuine or real (Fuller R. M, 2006).


CHAPTER TWO
LITERATURE REVIEW
INTRODUCTION
Our focus in this chapter is to critically examine relevant literature that would assist in explaining the research problem and furthermore recognize the efforts of scholars who had previously contributed immensely to similar research. The chapter intends to deepen the understanding of the study and close the perceived gaps.
Precisely, the chapter will be considered in two sub-headings:
· Conceptual Framework
· Chapter Summary
[bookmark: _Toc43312040]2.1	CONCEPTUAL FRAMEWORK
PACKAGING 
Packaging is the act of designing and creating the container and wrapper for the product. Package is the cover of the product that is used for storing, handling and protecting the product from external factors like sunlight, moisture, breakage etc. Packaging makes the product attractive and acts as an important tool of sales promotion. Attractive packages allure the customers to buy the product. Packaging performs the basic function of holding the product, protection, handling, storage, convenience in usage. Packaging may be an art or science concerned with the development and use of materials, methods and equipments for applying a product to a container or vice versa designed to protect throughout the Packaging which is an important part of the product-offer has also received lot of attention in the recent years. Packaging can be a major component of the marketing strategy – giving a product a competitive advantage.(Mugge, 2010)
Packaging can be defined as an art, science or technology of preparing goods for transport and sale.various stages of distribution. Thus, a package is a container or a wrapper of a product in which it is wrapped of packed so that it may safely reach the consumers without losing its utility. Packaging is the act of designing and creating the container and wrapper for the product. Package is the cover of the product that is used for storing, handling and protecting the product from external factors like sunlight, moisture, breakage etc. Packaging makes the product attractive and acts as an important tool of sales promotion Elkington, J. (1999). Attractive packages allure the customers to buy the product. Packaging performs the basic function of holding the product, protection, handling, storage, convenience in usage
Primary Packaging  
Packaging may be primary packaging that is required to hold the product like the toothpaste tube that carries the toothpaste.
Secondary Packaging  
Secondary packaging is the outer wrapper that performs the function of sales promotion by displaying the brand name, features, price, and quantity. Like the outer wrapper of the toothpaste tube. Lloyd, P. (2003).
Transport Packaging  
Transport packaging is the carton or crates that facilitates transportation and avoids damages in transit. The types of packaging depend upon the nature of the product. Products like soft drinks, beverages are available in bottles and tetra packed containers, which is the primary package and does not have any secondary packaging. Marketers are designing and creating innovative packages that are unique, attractive and distinct so that it can be easily identifiable from its competitor.
THE PROMOTION PRODUCT PACKAGING FUNCTION
The Promotion Function Power Packaging could be use to give Production favourable
Product Identification:
Packaging serves as an identification of the product  Forty, A. (1986).
. A product is packed in special sized, coloured and shaped container for keeping its difference from the products of competitors. For example, the yellow and black coloured pack of KODAK ROLL tells itself of its producer.
Product Protection:
The main function of packaging is to provide protection to the product from dirt, insects, dampness and breakage. For example, the products like biscuit, jam, chips, etc., need to be protected from environmental contact. That is why they are tightly packed.
 Convenience:
Packaging provides convenience in the carriage of the product from one place to another, in stocking and in consuming. For example, the new pet bottles of COKE makes the carriage and stocking easier. Similarly, the pack of FROOTI provides convenience in its consumption Akao, Y. (1994)
Product Promotion:
Packaging simplifies the work of sales promotion. Packing material in the house reminds the consumers constantly about the product. In this way, the packaging performs the role of a passive salesman. Consequently, it increases the sales.
[bookmark: schutz]Protective function
The protective function of packaging essentially involves protecting the contents from the environment and vice versa. The inward protective function is intended to ensure full retention of the utility value of the packaged goods. The packaging is thus intended to protect the goods from loss, damage and theft. In addition, packaging must also reliably be able to withstand the many different static and dynamic forces to which it is subjected during transport, handling and storage operations. The goods frequently also require protection from climatic conditions, such as temperature, humidity, precipitation and solar radiation, which may require „inward packaging measures“ in addition to any „outward packaging measures“.Suri, J.F. (2005) The outward protection provided by the packaging must prevent any environmental degradation by the goods. This requirement is of particular significance in the transport of hazardous materials, with protection of humans being of primary importance. The packaging must furthermore as far as possible prevent any contamination, damage or other negative impact upon the environment and other goods.The inward and outward protective function primarily places demands upon the strength, resistance and leak proof properties of transport packaging.
The Nature Of Packaging And Branding 
According to the American marketing association (1994) a brand is a name, term sign, symbol or design, or a combination of them in tented to encourage prospective customers to differentiate a producer's products from those of competitors.Murphy (1997) defines a brand as a trademark which comes into the mind of the consumer to embrace a particular and appending set of values and attributes, both tangible and intangible, it is therefore much more than the product itself, it is much more than merely a label. To the consumer it represents a whole host of attributes and a credible guarantee of quality and origin. To the brand over it is in effect an annuity, a guarantee of future cash flows.Murphy views branding as the output of a commitment by management to invest in the product management. For example, most farmers would perceive Monsanto's herbicide brand Roundup as a quality from a reliable company, but the same chemical formulation is an unmarked drum is unlikely to gain the same level of farmer confidence. Branding can also provide the basis for non-price competition.Murphy (1994) views branding as the output of a "commitment by management to invest in the development of an asset. In some parts of the world, established brands are appending as assets on balance sheets and are being assessed for their profit earning capability.Branding can add value to a product and is, therefore, an important aspect of product management, for example, most farmers would perceive Monsanto's herbicide brand Roundup as a quality product from a reliable company; but the same chemical formulation in an unmarked drum is unlikely to gain the same level at farmer confidence. Branding can also provide the basis from non-price competition.The initial decision is weather to brand or not. Historically, most unprocessed agricultural outputs have been sold as generic products i.e. unbranded. Agricultural product is frequently marketed as a commodity where within particular grade bands a product from one source is considered identical to that from another source. This is true, for instance, of black tea and green coffee beans. Blue Mountain Arabica from Kenya is a perfect substitute from Blue Mountain from Colombia, and vice versa. Similarly, the same grades of B.O.P (Broken Orange Pekoe) from Srilanka and from India are ready substitutes for another. Until relatively recently, most fruits and vegetables were largely unbranded. The exceptions have been fruits and vegetables marketed by multinational companies like united fruits and the Chiquita brand and Geest. Some country exporters such as South Africa (Cape brand) and Israel (Jaffer and Carmel brands) broke from tradition at early stage and adopted a strategy. Recently there has been a remarkable increase in the interest in branding amongst exporting countries(Kotler, 1988).
The Significance Of Branding And Packaging Design 
Consumers’ intentions to buy depend on the degree to which they expect the product to satisfy their expectations about its use Silayoi and Speece, (2007). However, Rettie and Brewer, (2000); Rundh, (2005) are of the opinion that packaging is a primary vehicle for communicating and branding of products to consumers and plays an important role in the branding strategy of fast moving consumer goods. Packaging being a basic function of preservation of product integrity by protecting the actual food product against potential damage from climatic bacteriological and transit hazards (Wells et al., 2007), however, this function has been expanded as packaging’s whole features can largely influence quality judgements about the product characteristics and play par of formation of brand preferences (Silayoi and Speece, 2007). Underwood et al., (2001) assert that package has become a symbol that communicates favourable or unfavourable of a product. Also, packaging can attract consumers’ attention, transform the message of the product and distinguish one product from another (Wang and Chou, 2010). Now powerful brand names have consumer franchise to demand strong consumer loyalty hence a lots of consumers demand for these brands by declining substitutes even when the substitutes are offered at lower prices. In marketing parlance, packaging can communicate and reinforce brand values (Lofgren, 2005). It is expedient for organisations to communicate their brands through packaging so as to gain a competitive edge in the marketplace by engaging the audience to embrace the brand in a new dimension. The communication of a new offer clearly positions the organisation as a brand in a revitalizing way; however, innovative differentiation makes the brand stick out amongst competitors which brings new outwork podium for the brand. It is accepted of any organisation to design a new platform through consistent communication which should operate as the compass to communicate the new identity and stimulate the audiences’ interest. Every brand is shaped to bring enduring feeling on the minds of the target audiences.
Sales Promotion 
The American Marketing Association as cited in Zekeri (2004) defines sales promotion as those Marketing activities other than personal selling, advertising and publicity that stimulate consumer purchases and dealer effectiveness. They are important because they increase the likelihood that buyers will try products, they also enhance product recognition and can increase purchase size and amount. Sales promotion includes displays, exhibitions and administrations. There is often a direct link between sales promotion and short term sales volume. It is different from advertising in that it offers the consumers an incentive to buy, whereas advertising merely offers a reason to buy, as such sales promotion can be particularly useful in inducing trials by consumers of rival products. Brown (2002) investigated on the problems created by a promotional culture, and opined that the pressure to run promotions can have an impact on overall marketing performance. A review by major consumer goods companies indicated that a great deal of time was required to design, implement and oversee sales promotion efforts. Brown added that this accounted for 25% of sales forces time and 33% of brand manager’s time.
Effects of Sales Promotion on Organizational Performance
According to, (Gwangwava et al., 2013, p.12) the followings are effects of sales promotion in organizational performance.
-Encourage purchase of large size: Sales promotion consists of diverse collection of incentive tools, mostly short term designed to stimulate quicker or greater purchase of products or services by consumer.
-Generating trials amongst non-users.
-Encouraging off season buying.
-Persuading retailers to carry new items and higher level inventory.
-Building brand loyalty.
Sales Promotion Tools
Promotion refers to the mix of promotional elements a firm uses to communicate with its current or potential customers about its product or services. A very important decision firms face in relation to their promotional effort, is whether to focus on a ‘push’ or a pull strategy. According to (Asemah, 2013) in a ‘push’ strategy a firm promotes the product to wholesalers, the wholesalers to retailers and retailers to final consumers. In a pull strategy the promotional effort are directed to the end consumers in such a way that they demand the product/services from the intermediaries thereby pulling it through the distribution system.
According to (Kotler,2014) a good promotional strategy should encompass sales promotion, public relations, advertising and personal selling in order to communicate with their present and potential consumers. Promotion is responsible for moving demand curve upward and to the right by utilizing some or all of the elements of the promotional mix. (Ferrel et al., 2013) grouped sales promotion methods into two. Consumer sales promotional method are directed towards consumers and they include coupons, contents, bonuses, vacations, shopping, gifts, free products and services and free samples. Trade sales promotion methods focus on wholesalers, retailers and sales person. This includes free merchandise, demonstrations, point of purchase and displays (Ferrel et al., 2013). Several authors have identified different categories of consumer oriented sales promotion. According to the International Chambers of Commerce and International Code of Sales Promotion Practices, consumer oriented sales promotion encompasses the following tools:
Free samples: This entails giving consumers’ samples of product to try. Most often than not, it is used to test the acceptability of new products and consumers acceptance of the product.
Coupon: This is a promotional tool whereby consumers use tickets, leaflets or vouchers distributed, either by mailing flyers to them or through newspapers and magazines to purchase items at cheaper rates (Asemah, 2013) e.g. raffle competition.
Premiums: A premium is an offer of merchandise or services either free or at a low price that is used as an extra incentive for buyers (Belch et al., 2015). The three types of premium offers identified are: free in the mail premiums, in and or pack premiums and self-liquidating premiums.
Price off: Here the retail price of a products is reduced (often indicated on the pack) by the seller to encourage purchase, especially where competitors offer products at the same price.
Bonus pack: (Cravens, 2013) sees it as extra quantities of a product that a company offers to a consumer at the regular price by providing larger containers or extra units. This offers lower costs per unit for consumers and provides extra value as well as more products for the amount of money paid. This technique is usually useful while introducing new products in the market.
Contest: This enables consumer induce skills or creativity and analytical abilities to win a prize. This tool can increase consumers’ involvement with the product.
Fairs and exhibitions: This are organized at local, regional, national or international level to introduce new products, demonstrate the products and explain special features and usefulness of the products.
Money back offer and scratch and win offer: Customers are assumed here that the full value of the product will be returned to them if they are not satisfied after using the product. Here a customer scratch a specific marked area on the package of the products and gets the benefit according to the message written there.
Influence Of Product Packaging On Sales Promotion
Nowadays competitive environment through product package has changed due to increasing self-service and changing consumers’ lifestyle. Firms’ interest in package as a tool of sales promotion is growing increasingly. Package becomes an ultimate selling proposition stimulating impulsive buying behavior, increasing market share and reducing promotional costs
(According to Rundh, 2015) package attracts consumer’s attention to particular brand, enhances its image, and influences consumer’s perceptions about product. Also package imparts unique value to products ( Speece et al, 2014), works as a tool for differentiation, i.e. helps consumers to choose the product from wide range of similar products, stimulates customers buying behavior (Wells et al, 2015). Thus package performs an important role in marketing communications and could be treated as one of the most important factors influencing consumer’s purchase decision. In this context, seeking to maximize the effectiveness   of   package   in   a   buying   place, its elements and their impact on consumer’s buying behavior became a relevant issue. Literature analysis on question under investigation has shown that there is no agreement on classification of package elements as well as on research methods of package impact on consumer’s purchase decision. Some of researchers try to investigate all possible elements of package and their impact on consumers purchase decision (Silayoi et al., 2014) while others concentrates on separate elements of package and their impact on consumer buying behavior (Ampuero et al, 2015). Moreover some researchers investigate impact of package and its elements on consumer’s overall purchase decision (e.g., Underwood et al., 2001), while others – on every stage of consumer’s decision making process e.g., (Butkeviciene et al., 2014). Furthermore the abundance of scientific literature on this issue do not provide unanimous answer concerning impact of package elements on consumer’s buying behavior: diversity of the results in this area depends not only on research models constructed and methods employed, but on the context of the research too. All above mentioned confirms the necessity to investigate this issue in more detail. In the light of these problematic aspects, research problem could be formulated as following question: what elements of a package have an ultimate effect on consumer purchase decision? The aim of this paper – basing on theoretical analysis of package elements and their impact on consumer‘s purchase decision empirically reveal the elements having the ultimate effect on consumer choice in a case of different products. Packaging can be defined quite simply as an extrinsic element of the product. Packaging is the container for a product.
(Ricardo et al., 2014) worked on Product Characteristics and Quality Perception, according to him when they choose among competing products consumers are faced with quality and product performance uncertainty, hence, they rely on cues as extrinsic attributes, for instance brand, price, package and warranty, as signals of perceived quality. Little research has been done on packages as extrinsic attributes used by consumers as signs of perceived quality, thus this study is a small contribution to that lack of scholarly research on packages. Colors and shapes are important elements of marketing strategies, and they are both essential features of packages, especially in product labels. Labels are one of the most important features of product packaging, and they are designed to communicate a message. The model proposed in this study builds on previous models of consumer quality perception and signals of quality from product cues. In this research, colors and shapes combinations in labels are considered as the extrinsic attributes used as signals of quality by consumers. Liang Lu (2014) worked on a paper: Packaging as a strategic tool University of Halmstad school of Business and Engineering. Packaging is an important part of the product that not only serves a functional purpose, but also acts as a mean of communicative information of the products and brand character. Packaging must be functional; it must protect the products in good storage, in shipment and often in use. Besides, it has also the function that can give customers the ease of access and use on the purpose of convenience. After looking at Kolter theory about packaging, we will turn to different theory relating to packaging design and its important elements in order to help us to solve the first research question.
 Objectives of product Packaging and Package Labeling 
Packaging and packaging labeling have several objectives which includes: 
• Physical Protection – Protection of the objects enclosed in the package from shock, vibration, compression, temperature, etc. 
• Barrier Protection - A barrier from oxygen, water vapor, dust, etc. 
• Containment or Agglomeration - Small objects are typically grouped together in one package for transport and handling efficiency. Alternatively, bulk Commodities (such as salt) can be divided into packages that are a more suitable Size for individual households. 
• Information transmission - Information on how to use, transport, recycle, or Dispose of the package or product is often contained on the package or label.
Reducing theft  
Packaging that cannot be re-closed or gets physically damaged 
• (Shows signs of opening) is helpful in the prevention of theft. Packages also provide opportunities to include anti-theft devices. 
• Convenience  
Features which add convenience in distribution, handling, display, Sale, opening, reclosing, use, and re-use. 
• Marketing  
The packaging and labels can be used by marketers to encourage Potential buyers to purchase the product. Packaging may be looked at as several different types. For example a transport package or distribution package can be the shipping container used to ship, store, and handle the product or inner packages. Some identify a consumer package as one which is directed toward a consumer or household. Packaging may be discussed in relation to the type of product being packaged: retail food packaging, like spaghetti, noodles and indomie etc.
Problems Of Product Packaging
Sustainability
Sustainability in packaging is even more important now with a world overwhelmed by pollution. According to the Environmental Protection Agency (EPA), 29.9% of the contents of municipal solid waste landfills are product packaging, which equals 80.1 million tons of garbage. Companies today must become more aware of how their packaging affects the environment. Sustainable packaging that uses fewer raw materials, produces less waste and encourages recycling is the way of the future.Reinecke, J. (2010). At the Packaging Innovations 2020 conference, experts noted the importance of finding ways to properly dispose of plastics to reduce pollution. Attendees also heard about the need for packaging to become “carbon zero” by 2050. Doing so requires businesses to invest in deposit systems and choose packaging that encourages consumers to recycle it. Some companies have a firm grasp on these innovations. For example, Evian reached a carbon-neutral status at some of its sites in 2020. The company used changes in bottle design to reduce packaging weight and use more recycled plastic. Their changes between 1993 and 2018 reduced the 1.5-liter bottle’s carbon footprint by 17%. In addition, choosing recycled plastic cut carbon emissions by 50% compared to using new plastic in their bottles. By 2025, the company wants to use completely recycled materials and not produce new plastic for their bottled water. These types of packaging changes make Evian’s products more sustainable and less wasteful. In the United States, Keurig, Dr Pepper, Coca-Cola and PepsiCo came together at the end of 2019 to announce a joint effort to increase awareness of the recyclability of their containers and to reduce plastic waste. To educate consumers about their Every Bottle Back Initiative, the companies will add information to their packaging to remind users to recycle the containers after use. By promoting recycling, these companies reduce the need for costly virgin plastic while encouraging an increase in recycled plastics, which they use in their packaging production. With many well-known companies investing in sustainability and advertising their efforts on their containers, packages that don’t meet these needs may lose favor with environmentally conscious consumers. Preston, B. (2000).
Protection of Goods
While sustainable packaging helps protect the planet, ultimately, your packaging must first protect the goods inside. Depending on the nature of your product, you may require more rigid containers compared to what other items need. Delicate products, such as baked bread, may require sturdy exterior packaging to prevent crushing the products inside. Air cushions and multiple packaging layers, commonly used with potato chip packaging, are two options to consider for protecting your goods from damage 
Recognition
Consumers must know what your product is from the packaging alone. Making the package design or graphics too similar to another product could create confusion. For instance, in 2010, the U.S. Food and Drug Administration sent out a safety announcement on Benadryl’s topical skin gel. The bottle and package design for the gel closely resembled that of Benadryl’s oral medication. The warning prompted the company to repackage the skin gel into a tube to distinguish it from its oral product.
Brand recognition is also crucial in the packaging. Consistent branding increases a product’s worth by 20% compared to goods that do not maintain a recognizable brand. Old Spice felt the negative effects of inconsistency when they changed their cologne packaging. For years, Old Spice cologne had a glass container. To reduce packaging weight and prevent shattering, the company switched to plastic containers. Consumers, however, did not appreciate the change. The plastic no longer matched the old-fashioned branding of the fragrance. Some likened the change to boxed wine.
Criticisms Of Product Packaging
Waste
We’ve all purchased an item and then marveled sadly at the excessive and unnecessary packaging surrounding it. It’s not exactly a rare occurrence. But, why does this happen? My marketing brain almost understands it. It’s important to communicate your message effectively on product packaging. And, the more space you have to do that, the easier it is to communicate. But, it’s more important not harm the environment by wasting  packaging materials – not to mention bumming out your customers with that waste. Today’s consumers are more environmentally aware than ever before. And, they’re willing to use their spending power to reward the businesses that are helping rather than hurting. Preston, B. (2000).
Misrepresentation
Some packaging deliberately creates the impression that a product provides more than it really does. And, while some businesses may think it’s worth it to mislead customers in order to earn a quick sale, it’s an ill-advised practice in the long run.
Tricking (or outright lying to) your customers is a great way to eliminate their trust in your business. And, with that trust broken, they’re unlikely to ever buy from you again. Not to mention that you can be sued over misleading packaging. So, whether the packaging physically makes a product look larger than it is, or your copy makes promises the product won’t deliver, dishonesty of any kind is always a bad idea.
As tempting as it may seem, never over-promise. Avoid This Mistake: Always be honest with your customers. You’ll create a better user experience if you under-promise and over-deliver. So, set realistic expectations with your packaging and then exceed them if you can. Make it your goal to build trust through honest, authentic packaging design choices. Arnold, T.J. (2003). If you find yourself wanting to overcompensate for a product, go back to the drawing board and fix it. When you have products to be proud of, there’s no need to misrepresent anything.
Errors
Professionalism breeds trust. But typos, misspellings and questionable design layouts will leave your potential customers wondering about your company’s professionalism.
And, sadly, once an obvious packaging error is out in the world, it’s a tough thing to take back. It’s costly to recall the product. For example, in our smartphone culture, pictures of your packaging mistake will inevitably start circulating the internet. The damage is done. Consumers will not want to risk paying their hard-earned money for a product or service provided by a company that can’t even get their packaging design act together. They are already grammar critics. And, they’re becoming more design savvy every day. Don’t let them be the ones to discover a faux pas. Avoid This Mistake: Don’t rush the proof process In any custom design process, you’ll be given proofs to review. For example, in all custom design projects on crowd spring, we specifically include a proof step during project wrap-up so that you can carefully review the copy, design, and everything else and make sure it’s all perfect before the designer provides the final, print-ready files. Don’t waste this opportunity. Check and double-check everything.  Arnold, T.J. (2003). Take the time to verify spelling. Read your copy aloud to make sure it makes sense. And, look at the design layout in relation to the packaging it will be printed on. Finally, make sure that more than one person reviews proofs before they’re approved and the final files are sent to be printed. A second proof-reader with a fresh perspective may catch things that were overlooked.
Impossible to Open
In some ways, humans are simple creatures. We like things to be easy. And yet, some packaging designs ignore this cardinal rule of human nature by being outrageously difficult to open. You know the ones  and you hate them. There’s even a name for the feeling consumers experience when they encounter one of these hard-to-open packages: “wrap rage.” But, as fun as “wrap rage” is to say, it’s not fun to experience. And, even if you’re not a master of marketing psychology, it should be fairly clear that making your customers feel rage is a bad way to encourage repeat business. Making it easy for customers to remove your packaging and access the product inside is an important part of creating a positive user experience. Avoid This Mistake: Being mindful of the customer experience from the beginning of the decision-making process. As we point out in our guide on how to start a business, give consumers a reason to remember your brand and seek you out. Csikszentmihalyi, M. (2007). 
Test out packaging options before committing to a full run. And choose a packaging option that will protect your product while still allowing consumers to open it without a rage-induced melt-down.
2.2THEORETICAL FRAMEWORK 
Theoretical frame-work focuses on the relationship between the dependent and independent variables. The distinction between dependent and independent variables is as important in a comparative study as in a regression analysis. Dependent variable in case of a comparative study is the one which we aim to predict and independent variables here are the ones who are used to predict the dependent variable.  a) What is packaging? The definitions of ‘packaging’ vary and range from being simple and functionally focused to more extensive, holistic interpretations. Packaging can be defined quite simply as an extrinsic element of the product (Olson et al., 2014) - an attribute that is related to the product but does not form part of the physical product itself. “Packaging is the container for a product – encompassing the physical appearance of the container and including the design, color, shape, labeling and materials used” (Arens, 2013).
Independent Variable Packaging color
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CHAPTER SUMMARY
In this review the researcher has sampled the opinions and views of several authors and scholars on branding, packaging and sales promotion. The works of scholars who conducted empirical studies have been reviewed also. The chapter has made clear the relevant literature.


CHAPTER THREE
RESEARCH METHODOLOGY
3.1	AREA OF STUDY
The Coca-Cola Company is an American multinational beverage corporation incorporated under Delaware's General Corporation Law and headquartered in Atlanta, Georgia. The Coca-Cola Company has interests in the manufacturing, retailing, and marketing of nonalcoholic beverage concentrates and syrups.
3.2	RESEARCH DESIGN
Research designs are perceived to be an overall strategy adopted by the researcher whereby different components of the study are integrated in a logical manner to effectively address a research problem. In this study, the researcher employed the survey research design. This is due to the nature of the study whereby the opinion and views of people are sampled.
3.3	POPULATION OF THE STUDY
According to Udoyen (2019), a study population is a group of elements or individuals as the case may be, who share similar characteristics. These similar features can include location, gender, age, sex or specific interest. The emphasis on study population is that it constitute of individuals or elements that are homogeneous in description. 
This study was carried out on the importance of branding and packaging as a means of sales promotion in an organization in Nigeria  using Coca-Cola Company as case study. Respondents for this study were obtained from staff of Coca-Cola Company Lagos State. Hence all the staff of Coca-Cola Company Lagos State form the population of the study.
3.4	SAMPLE SIZE DETERMINATION
A study sample is simply a systematic selected part of a population that infers its result on the population. In essence, it is that part of a whole that represents the whole and its members share characteristics in like similitude (Udoyen, 2019). In this study, the researcher adopted the simple random sampling (srs.) method to determine the sample size. 
3.5	SAMPLE SIZE SELECTION TECHNIQUE AND PROCEDURE
To determine the sample size of this study, the researcher adopted the purposive sampling techniques. Therefore, the researcher purposively selected 60 respondents comprising of  60 staff from the marketing, sales and packaging department of Coca Cola company as sample size.
3.6	SOURCES OF DATA COLLECTION
The research instrument used in this study is the questionnaire. A 14 minutes survey containing 10 questions were administered to the enrolled participants. The questionnaire was divided into two sections, the first section enquired about the responses demographic or personal data while the second sections were in line with the study objectives, aimed at providing answers to the research questions.
3.7	METHOD OF DATA ANALYSIS
The responses were analyzed using the frequency tables, which provided answers to the research questions. While the hypothesis were tested using Chi-square statistical tool.


3.8	VALIDITY AND RELIABILITY OF THE STUDY
The reliability and validity of the research instrument was determined. The Pearson Correlation Coefficient was used to determine the reliability of the instrument. A co-efficient value of 0.68 indicated that the research instrument was relatively reliable. According to (Taber, 2017) the range of a reasonable reliability is between 0.67 and 0.87.
3.9 ETHICAL CONSIDERATION
The study was approved by the Project Committee of the Department.  Informed consent was obtained from all study participants before they were enrolled in the study. Permission was sought from the relevant authorities to carry out the study. Date to visit the place of study for questionnaire distribution was put in place in advance.


CHAPTER FOUR
DATA PRESENTATION AND ANALYSIS
4. INTRODUCTION
This chapter presents the analysis of data derived through the questionnaire and key informant interview administered on the respondents in the study area. The analysis and interpretation were derived from the findings of the study. The data analysis depicts the simple frequency and percentage of the respondents as well as interpretation of the information gathered. A total of sixty (60) questionnaires were administered to respondents of which fifty (50) were returned and validated. This was due to irregular, incomplete and inappropriate responses to some questionnaire. For this study a total of  50 was validated for the analysis.
4.2	DATA PRESENTATION
The table below shows the summary of the survey. A sample of 60 was calculated for this study. A total of 50 responses were received and validated. For this study a total of 50 was used for the analysis.
Table 4.1: Distribution of Questionnaire
	Questionnaire 
	Frequency
	Percentage 

	Sample size
	60
	100

	Received  
	50
	90

	Validated
	50
	90


Source: Field Survey, 2021


Table 4.2: Demographic data of respondents
	Demographic information
	Frequency
	percent

	Gender
Male
	
	

	
	18
	46%

	Female
	32
	64%

	Age
	
	

	20-30
	24
	48%

	30-40
	26
	52%

	41-50
	0
	0%

	51+
	0
	0%

	Education
	
	

	HND/BSC
	31
	62%

	MASTERS
	19
	38%

	PHD
	0
	0%

	Marital Status
	
	

	Single
	25
	50%

	Married
	25
	50%

	Separated
	00
	00%

	Divorced
	00
	00%

	Widowed
	00
	00%


Source: Field Survey, 2021


4.2	ANSWERING RESEARCH QUESTIONS
Question 1: Can the organization strip away branding and uncover packaging effectiveness?
Table 4.3:  Respondent on question 1
	Options
	Frequency
	Percentage

	Yes
	15
	30

	No
	25
	50

	Undecided
	10
	20

	Total
	50
	100


Field Survey, 2021
From the responses obtained as expressed in the table above, 30% of the respondents yes, 50% respondents said no, while the remaining 20% were undecided.
Question 2: Is the organization running sales promotion, internally or externally?
Table 4.4:  Respondent on question 2
	Options
	Frequency
	Percentage

	Yes
	46
	92

	No
	0
	0

	Undecided
	4
	8

	Total
	50
	100


Field Survey, 2021
From the responses obtained as expressed in the table above, 92% of the respondents yes, while the remaining 8% were undecided. There was record for no.
Question 3: Is the branding and packaging technique adopted by the organization maintain high quality?
Table 4.5:  Respondent on question 3
	Options
	Frequency
	Percentage

	Yes
	50
	100

	No
	0
	0

	Undecided
	0
	0

	Total
	50
	100


Field Survey, 2021
From the responses obtained as expressed in the table above, all the respondents constituting 100% said yes. There was no record for no and undecided. 
Question 4: Is the organization able to satisfy the need’s and wants of the consumers?
Table 4.6:  Respondent on question 4
	Options
	Frequency
	Percentage

	Yes
	40
	80

	No
	0
	0

	Undecided
	10
	20

	Total
	50
	100


Field Survey, 2021
From the responses obtained as expressed in the table above, 80% of the respondents yes, while the remaining 20% were undecided. There was record for no. 
Question 5: Does low standard of packaging have a negative impact on sales promotion.
Table 4.7:  Respondent on question 5
	Options
	Frequency
	Percentage

	Yes
	25
	50

	No
	14
	28

	Undecided
	11
	22

	Total
	50
	100


Field Survey, 2021
From the responses obtained as expressed in the table above, 50% of the respondents said yes, 28% of the respondents said no, while the remaining 22% were undecided.
Question 6: Does inadequate packaging have any negative impact on sales promotion?
Table 4.8:  Respondent on question 6
	Options
	Frequency
	Percentage

	Yes
	24
	48

	No
	15
	30

	Undecided
	11
	22

	Total
	50
	100


Field Survey, 2021
From the responses obtained as expressed in the table above, 58% of the respondents yes, 30% of the respondents said no, while the remaining 22% were undecided.
Test Of Hypothesis
Ho1: Low standard of packaging has a negative impact on sales promotion.
Ho2:  Inadequate packaging has a negative impact on sales promotion.
Hypothesis One
Level of significance: 0.05
Decision Rule: 
In taking decision for “r”, the following riles shall be observed;
i) If the value of “r” tabulated is greater than “r” calculated, accept the alternative hypothesis (H1) and reject the null hypothesis (H0).
ii) If the “r” calculated is greater than the “r” tabulated, accept the null hypothesis (H0) while the alternative hypothesis is rejected
Hypothesis One
Low standard of packaging has a negative impact on sales promotion.
	Response 
	Observed frequencies
	Expected frequencies (E) 
	O-E
	(O-E)2
	(O-E)
  E

	Yes
No
Undecided

	25
14
11
50
	16.66
16.66
16.66
	8.34
-2.66
-5.66

	69.56
-7.08
-32.04

	6.99
-0.04
-1.9

5.05



Degree of freedom =	(row-1) (column-1) 
= (3-1) (2-1)
= 3*1
=2
At 0.05 level of significance, given the above degree of freedom, table value of X2 (ie X2t) = 5.991.
The decision rule is
Accept Ho if X2t>X2cal, and
Reject Ho if X2t<X2cal
Thus, since the X2t (5.991) > X2cal (5.05), we reject alternate and accordingly accept null hypothesis which state that  low standard of packaging has a negative impact on sales promotion.
Hypothesis Two
Inadequate packaging has a negative impact on sales promotion.
	Response 
	Observed frequencies
	Expected frequencies (E) 
	O-E
	(O-E)2
	(O-E)
  E

	Yes
No
Undecided

	24
15
11
50
	16.66
16.66
16.66
	7.34
-1.66
-5.66

	59.88
-2.76
-13.4

	6.04
-0.15
-0.80

5.09



Degree of freedom =	(row-1) (column-1) 
= (3-1) (2-1)
= 3*1
=2
At 0.05 level of significance, given the above degree of freedom, table value of X2 (ie X2t) = 5.991.
The decision rule is
Accept Ho if X2t>X2cal, and
Reject Ho if X2t<X2cal
Thus, since the X2t (5.991) > X2cal (5.09), we reject alternate and accordingly accept null hypothesis which state that inadequate packaging has a negative impact on sales promotion.


CHAPTER FIVE
SUMMARY, CONCLUSIONS AND RECOMMENDATIONS:
5.1 Introduction
This chapter summarizes the findings into the importance of branding and packaging as a means of sales promotion in an organization in Nigeria  using Coca-Cola Company as case study. The chapter consists of summary of the study, conclusions, and recommendations. 
5.2 Summary of the Study
In this study, our focus was on the importance of branding and packaging as a means of sales promotion in an organization in Nigeria  using Coca-Cola Company as case study. The study specifically was aimed at finding out whether Coca-Cola Company has wholly of partially adopted a standard branding and packaging system visa vis its strategies of exhibiting products during sales promotion, revealing the increasing importance of its products in the national business environments, effort rendered by the company through various innovation and tactic of captivating the customers interest towards the regular purchase of their product.
The study adopted the survey research design and purposively enrolled participants in the study. A total of 50 responses were validated from the enrolled participants where all respondent are active staff of Coca-Cola Company  Lagos State.
5.3 Conclusions
Based on the findings of this study, the researcher made the following conclusion.
1. The strip away of branding can not uncover the effectiveness of packaging.
2. The organization runs sales promotion, internally or externally.
3. The branding and packaging technique adopted by the organization maintains high quality.
4. The organization has been able to satisfy the need’s and wants of the consumers.
5. Low standard of packaging has a negative impact on sales promotion.
6. Inadequate packaging has a negative impact on sales promotion.
5.4 Recommendation
The following recommendations are made wit respect to the findings;
1. Coca Cola should utilize strategic capabilities such as offering superior practice and products and also by allegiances or accessing of complimentary products through network building on a need-to-win capabilities.
2. Branding should be part of the organizations strategy aimed at creating, developing and sustaining a competitive advantage that will attract the customer and sustain his patronage.
3. Effective sales promotion, brand should always respond to a level of demand estimate and also packaging should be charming, attractive, be easy to handle, protect and help in storage. 
4. The effective of branding and packaging a new product and the factor that influence branding and packaging in an organization are for suggestion for further studies.
5.  Packaging technology continues to change and marketing managers must be aware of the opportunities for increased effectiveness and efficiency which these developments present if they are to remain competitive in the market place. It is important for the company to develop innovative packaging strategies that will attract customers in an exceptional way.
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APPENDIXE
QUESTIONNAIRE
PLEASE TICK [√] YOUR MOST PREFERRED CHOICE(S) ON A QUESTION.
SECTION A
PERSONAL INFORMATION
Gender
Male [  ]	Female [  ]
Age 
20-30		[  ]
31-40		[  ]
41-50   	[  ]
51 and above [  ]
Educational level
WAEC		[  ]
BSC/HND	[  ]
MSC/PGDE	[  ]
PHD		[  ]
Others……………………………………………….. (please indicate)
Marital Status
Single		[  ]
Married 	[  ]
Separated 	[  ]


SECTION B
Question 1: Can the organization strip away branding and uncover packaging effectiveness?
	Options
	Please Tick

	Yes
	

	No
	

	Undecided
	



Question 2: Is the organization running sales promotion, internally or externally?
	Options
	Please Tick

	Yes
	

	No
	

	Undecided
	



Question 3: Is the branding and packaging technique adopted by the organization maintain high quality?
	Options
	Please Tick

	Yes
	

	No
	

	Undecided
	



Question 4: Is the organization able to satisfy the need’s and wants of the consumers?
	Options
	Please Tick

	Yes
	

	No
	

	Undecided
	



Question 5: Does low standard of packaging have a negative impact on sales promotion.
	Options
	Please Tick

	Yes
	

	No
	

	Undecided
	



Question 6: Does inadequate packaging have any negative impact on sales promotion?
	Options
	Please Tick

	Yes
	

	No
	

	Undecided
	




