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Abstract

Branding and packaging are communicable marketogjst that marketers use through their efforts to
disseminate information to the general public.ah ®e inferred that branding and packaging plaite role in
the consumer’s decision to purchase a particuladymt of their choice, since they are able to ifierihe
products through its branding and packaging.

This paper sought to investigate into how branding packaging influences consumers’ decision amd iho
influences them to be loyal to a particular brahgroduct (toothpaste).

Data was collected by administering questionnaes sample size of 130 out of which 100 were coress of
the various tooth paste and 30 were toothpastédemstén the Techiman Municipality. Accidental asrovenient
sampling method, under the non-random samplingiigak was used.

The study revealed that branding and packagingniessential tool that influences consumers purogasi
behavior in their decision to purchase a particlleand of toothpaste. It was also realized thathipaste
manufacturers use branding and packaging to diffexte their products from that of their compettor
Keywords. Branding, Innovation, Packaging, Loyalty

1. Introduction

In the past, customers did not have several optimradioose from different goods or services whic@denthem
to take any product or service they laid their lsaod. This attitude cui@cross the various markets of which the
toothpaste market was no exception.

Toothpaste is a paste or gel dentifrice used withoghbrush, an accessory to clean and maintaiadkéhetics
and health of the teeth (www.answers.com).

Toothpaste is not a relatively modern phenomenorfatt, as long ago as 3000-5000 BC Egyptians naade
dental cream by mixing powdered ashes of oxen toavith myrrh, burned egg shells, pumice and water.
Unfortunately, these early Egyptians did not hamethbrushes but used chewing sticks to apply ttental
cream. (Wwww.saveyoursmile.com)

In 1000 AD Persians added burnt shells of snaits @ysters along with gypsum. Unfortunately at {isnt,
toothpaste was still reserved for the rich. In 188 century in England, a tooth cleaning “powder” @ning
borax was sold in ceramic pots. One of the probjevhéch lasted well into the twentieth century, what they
were often very abrasive, causing damage to t@etlw(saveyoursmile.com)

Apparently, today, there have been recent produnbviations and specifications which have contrithuie
competition in recent times; the toothpaste maikeémbarking on Unique Selling Proposition (U.St®)
differentiate their product from each other whics hresulted in the use of branding and packaginanding
and packaging seems to be the heart and soul dfpraducts.

Once consumers find the brand they like most, tieey to be loyal and turn down any marketing effort
change their mind-set towards a brand.

According to Perreault and McCarthy (1993), bragdsia symbol, a hame, signs, designs or a conibmaf
this that identifies the maker or seller’s product.

According to Agyemang (2009), consumers view a thras an important part of a product and so brandimgy
add value to a product. That is why most consurperseive toothpaste in a marked tube as high-guatit the
same toothpaste in a different and unmarked tulbewses quality.

Branding has become so important in recent yeaishads a result have prompted many buyers to ba lay
the purchase of a particular brand of toothpaste.

Nevertheless, packaging is another force to recidm in the toothpaste market. According to Kot{#p99),
packaging is all the activities of designing anddarcing the container or wrapper for a product. paekage
may have a primary package (e.g. the tube holdimegdose up toothpaste) and the shipping package fo
identification, description, protection, promotiand other wise make the product marketable and kexgan.

In recent years, many factors have made packagimg@ortant marketing tool.

Packaging creates a connection with the consumtetie point of purchase as it can very well chatige
perceptions they have for a particular brand. Adpod has to draw the attention of the consumersutiir an
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exceptional packaging design.

In the past years companies did not take muchesten the branding and packaging of their prodimte the
toothpaste companies were not many but with thergenee of several manufacturers, it has presented
consumers with several options to choose from. Naith the intense competition in the toothpaste kegrit
has triggered toothpaste manufacturing companiepato attention to the branding and packaging ofrthe
products. This paper therefore focuses on the bodding and packaging play in the creation of oomer
loyalty.

The motive that has called for the research ineottitothpaste market has been that today in Ghhaeeg are
several foreign brands of toothpaste (e.g. Colgatpia fresh) to locally manufactured toothpasteo§€tUp,
Pepsodent, Choice, Yazz) which are almost of sincit@mical content and consumers are likely tocwitom
one brand to another easily and this has madeotin@etition very intense.

With the increase of competition due to improvednols and packaging, customers are faced with iefini
choices to satisfy their needs and wants. Retaiterst therefore critically understand the effedtsranding and
packaging of toothpaste products and their infleeapon customer satisfaction in order to improve aeet
customer’s expectation.

This paper therefore seeks to investigate into boanding and packaging of the various toothpasbelymts
affect consumers’ decision to purchase toothpasewahether such brands have compelled them to yz 1o

it.

The main objective of this study was to discover thle that branding and packaging play in the toreof
customer loyalty specifically to determine how higay and packaging influence the choice of custenudr
tooth paste; to discover how branding and packpghelps to distinguish one product from anothethia
Techiman Municipality.

2. Definition of Branding

The word “brand” has its origin from a Scandinavignm "branna" which means to burn, in the English
language. Therefore it refers to when a manufactuues some kind of mark or symbol to its produicserves
the purpose of product identification and diffefatibn from competitors, so qualifying the preregitgés of a
brand (Nilson 1998. Actually, it was mainly through burning that aewi men stamped ownership on their
cattle, and then the customers used it for diffégaéing the cattle of one seller from others. Aseault sellers
with better quality of livestock would find manystomers readily as compared with sellers of leegautation
(ibid).

According to Blosis (2000), “a brand is a name sigymbol, or design or a combination of manufactarel to
differentiate them from competitors™.

Baker (1994) stated that “a successful brand iaraen symbol, design or some combination which itleat
product or a particular organization as having staspable differential advantage”. Churchill andt& (1995)
also defined branding as a name, design, term, aglyorbany other feature that identifies one seilegydods or
services as distinct of those of other sellersnBirgg identifies and helps differentiate the goadd services of
one seller from those of another. It consists pame, sign symbol, or some combination thereof.

From the definitions above, it can be deducedtti@idea of branding is to select a unique termafproduct so
that customers will be able to identify the itenddimd it in the marketplace. Also, a brand namattached to
products to help sell them to consumers and it mislndes summation of consumer’s perceptions aetinfgs
about a product attribute. In addition, the deifiims also suggest that branding have the powenftoence
consumers in marketing activities. Lastly, a powkerbrand has high brand equity. Brand equity is the
commanding differential effect that knowing thedmtaname has on customer response to the prodsetvice.
2.1 Concepts of Branding

There are several concepts of branding which a&idaad to be successful in the industry it findglftsThese
features in a more serious minded brand managemesttbe associated with a particular product tdkenia to
achieve its ambition within the market it find<eitfs Below are the various concepts:

2.1.1 Brand Name

According to Kotler(1997), “a brand name is thengdat of a brand that can be vocalized, includitigtewords
or number”. Forexample pepsodent, aqua fresh, close up, choic&etty branded goods rely heavily on some
symbol for identification. He further explained tipsioducts with a powerful brand name usually sedcgince it
carries its identity along the ranks of competingrials found within the industry the product thrived

2.1.2 Brand Mark

According to Bovée and Thill (1992), “a brand miskhe portion of brand that cannot be expressedally”.
For instance packaging, design or symbols are tasitkntify a product easily when it finds itseifthe midst of
similar products. The symbol should be unique father products. The brand mark must be protecgalliein
order to become the company’s property and henowanies that will try to use it to sell their pratican be
sued at any legal court of law.
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2.1.3 Brand Image

Brand image is the present view of the customeutah brand. It can be said to be a unique bunélle o
associations within the minds of target customéignifies what the brand presently stands for.

The way customer’s perceive a product can seftla lnore than the anticipated volume of saless Thbecause
the belief that customers place on a product tetisextent to which they are willing to stick tethroduct and
this comes as results of the image it portrayfiénrharket place. For example, the image of CoalgadeAqua
fresh let most customers go for it even at a highiee than the rest of the toothpaste on the marke

2.1.4 Brand Loyalty

Brand loyalty has risen in spite of the continueasry of new products hitting the market. This phr@enon can
be accredited to the consumer becoming more awahe @advantages of well-known brands, like thedfiés of
saving time searching for products. Yet there difference in brand loyalty between age groups. I&V6b
percent of over 65 — year olds stay loyal to theands, only 27 percent of the 20 to 24 year oluishé same
thing (Catlin, 2004).

Brand loyalty is closely connected to brand egbitgause all the more loyal the consumers are tbréoed, the
higher the value of the brand can be estimatectceSbhrand loyalty can be considered the core ofaadis
equity, extra emphasis is to be put on this pdnand loyalty can qualitatively be distinguishedrfr the other
dimensions of brand equity because it is attachesec to the experience factor. Although purchase @se
experience are basic factors in brand loyalty |algalty of a customer is also influenced by theeottiimensions
of brand equity (Aaker, 1991). The market placesists of brands with different amounts of powed aalue,
depending on the customer’s attitude towards thacdr

Aaker categorizes the loyalty of the consumer ire fdifferent levels, which are illustrated in thaldwing
pyramid:

Commited
Buyver

LiKkes the Brand - \
Considers it a friend
Satisfied Buyer
With Switching Cost

Satisfied/habitual Buyer
No Reason to Change

Switchers/Price Sensitive
Indifferent - No Brand Loyalty

Source: Aaker 1991 Figure 2.0

Different methods of measuring brand loyalty extbist are either based upon the actual purchashguour
of the consumer or upon the loyalty constructswifching costs, satisfaction, liking, and commitrhen
If brand loyalty is properly managed, it represemtstrategic asset for the company and can beinsssleral
ways to provide a certain value for the companykekastates that the most important effects of biagelty
are: reduced marketing costs, trade leverage, ttrecing of new customers through created brandremess
and reassurance to new customers, as well as ithedg@me to respond to threats by the competition.
2.1.5 Brand Familiarity
It is how well customers recognize and accept apamy's brand. The degree of brand familiarity afethe
planning of how the product should be offered ahétypromotion is needed, (McCarthy and Perrea@83)L
They further suggested five levels of brand famitijawhich are useful for strategic planning;
Brand rejection which means that potential custeméh not buy a brand when its image is changed.
Rejection may suggest a change in the product idrape only a shift to target customers who have a
better image of the brand. Overcoming a negatiaggris difficult and can be very expensive.
Brand non-recognition; this means final consumgos’'t recognize a brand at all even though
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middlemen use the brand name for identification @mdentory control. Examples include school
supplies, pencils, and inexpensive dinnerware.
Brand recognition means customers remember thedbiaven if consumers can't recall the brand
without help, they may be reminded when they saeatstore among other less familiar brands.
Brand preference means that target customers ystladiose the brand over other brands because of
habit or a favorable past experience.
Brand insistence means customers insist on firmed®d product and willingly search for it. Thisais
objective for many target marketers. A good braach@ can help build brand familiarity because it can
help tell something important about the companigsoproducts.
2.1.6 Brand Evaluation
Kotler (1997) regards brands as key assets fonbases which are protected by copy right, desagistration
and trade mark. Registration therefore enables thdme sold and bought by businesses.
Brand value is generally referred to as brand gaalthough this term is also applied to the extenivhich a
brand has gained recognition and trust in the matkeessence the two meanings are similar as Hotly
represent the practical worth of brand as a meassauring a security sales revenue margin. Furthey said
the value brand would depend mainly on the streagthextent of awareness of brand in the market.
2.1.7 Brand Equity
Brand equity can be defined as “a set of assetdialnitities linked to a brand, its name and symtialt add to
or subtract from the value provided by a producsemvice and/or to that firm’'s customers” (Aake®91). The
effects of brand equity can be seen in the custemesponse , for example showing a certain praferdor one
product over another that are basically identicgab@ing willing to pay more for one particular bda(Kotler,
2003). Brand equity is likely to be higher if masgtisfied customers insist on buying the brandifretailers
are eager to stock it. That alImost guarantees aggwiofits from the brand and increases brand’sezal
Measurement of brand equity is the extent to wiigstomers are willing to pay more for a brand. Antgr with
strong equity is very valuable asset and high bregdity provides a company with many competitive
advantages.
A powerful brand enjoys a high level of consumeriat awareness and loyalty:-
Because consumers expect stores to carry the tf@dpmpany has more leverage in bargaining weithilers.
Because the brand name carries high credibiligyctimpany can easily launch line and extensions.
Above all, a powerful brand forms the basis forlding strong and profitable customer relationshifiserefore
fundamental asset underlying brand equity is custamquity.
2.2 Conditions Favour able to Branding
Most marketing managers accept branding as desieatd are primarily concerned with assuring thessg of
the brand name of the product(s) they are markeTihg following conditions would be favorable taceessful
branding:
These conditions are favorable for successful branChaneta, 2010).

* The demand for the general product class or irsékected target market(s) should be large enough to
support a profitable marketing plan.

e The demand should be sufficiently strong so thatrtiarket price will offer a large enough marginrove
additional promotion cost to make the effort worltile.

e Constant and wide-spread availability is necesdaityen customers start using a brand, they should be
able to continue finding it in their stores.

* There are economies of scale. If branding is reallycessful, cost should drop and profit should

e increase.

* Brand promotion will be more successful if the lot@ncan be assured of favorable positioning in
stores. For some manufacturers, this is just a bopegoal for their sales people. But when whadérsa
and retailers brand their own products, this isething they can control.

2.3 Branding Strategies

Some manufacturers and retailers use a marketirgstrategy to sell their products. A mixed brangtsgy is
one based on the simultaneous of national, priwaté generic product. A mixed brand strategy allows
businesses to reach several target markets, maimtand loyalty and increase the overall product affered
by the producers. A product for which a consumer developed a brand loyalty falls into category mwheand
loyalty is strong, consumers see the product derdifit from its competitors and therefore will ramtcept a
substitute and vice versa. Agyemang (2009).

2.4 Brand Extensions

According to Aaker (1991), “Brand extension isngian established name of one product categorgritaring
another product category.” While according to Kot(@997), "Brand extension is the strategy of using
successful brand name for introducing a new protitartman, Price and Duncan (1990) calls it frasicig
strategy and define it as ‘utilizing a popular litarame to launch new products or services intcodymt class
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that is new for the company’.
According to Kotler (1997), successful brands agarded as the most valuable intangible assefiohas they
represent the space occupied by a firm’'s productenvices in a consumer’s mind and retail shedfcep The
strength of brand name offers a company opportunitynter new product categories through brandneidas
(Chernatony, 2005).
2.5 Brand Development
According toArmstrong and Kotler (1996), a company has fourcf@ices when it comes to developing brands.
It can introduce line extension, brand extensiomjtinbrands and new brands. The figure below itatsts
different stages of brand development.
Line extension- Line extension is when a company introduces &t items in a given product
category under the same brand name, such as newd]dorms, colors, ingredients or packaged sizes.
Brand extension- A brand extension involves the use of a succéésind name to launch new or
modified product in a new category.
Multi brands- Companies often introduce additional brands engame category.
New brands- A company might believe the power of its exitimgnd name is fading and a new brand
name is needed.

Product Category

New Existing
Line Extension Brand Extension Existing
Brand
Name
] New
Multi Brands New Brands
Source: Kotler and Armstrong 1996 figure 1.0

2.6 Brand Decisions
In coming out with brand decision, the first thithgat comes to mind is whether the company showeldp a
brand name for its product. In the past, most pctxlwere not branded. Today branding is a strorgefdhardly
does anything go unbranded. Even though brandprgduct is costly, if the product is able to satiffe user it
has its advantages. Brand names provide legal giimteto unique product features which can be itedaby
competitors.
Brand name makes it possible for sellers to proa@sler and track down problem
2.7 The Four Csof Branding
In their book “strategic marketing communicatio8mith, Berry and Pulford (1998), said branding diecis are
made based on the four Cs of branding. These feuwill help the organization to make a brand susftés
within the industry.
2.7.1 Clarity
Brand value must be easily understood. Smith €8P8) explained that consumers of a product bagkt the
clear meaning of the value they are heading toeaehin order to satisfy their needs that has prethgtem to
choose that particular brand over other competirandis. Because of technology firms are able to ampy
imitate easily hence has been contributing to tiwetdife cycle of most brands in the market. Iroiang these
obstacles, managers need to put particular empbagrade properties.

« Trademarks must be recognized easily by customers.

< Brand value should highlight consumer benefits.
2.7.2 Concise
Simple messaging of brand, this explains the gbdftthe product to sell itself without much promoot The
brand activity of a product conveys the massage reegls to offer to the market which will tend telgli
positive results by way of increasing the salesiva, hence making customers loyal to the produtds @lso
influences consumers by way of helping them to wstded the information the product intends to cgrteethe
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consumers

. The brand should have a meaning to specific tangetp.
. Brand value should be able to stand out against @thmpeting brands.
These are likely to show the conciseness of a mtodu
2.7.3 Consistent
The emotional benefit of the brand must be reliaivle constant as the rational benefits.
Because customers are abreast with up to datematan, they seem to seek and expect more of thefibe
that they could derive from consuming a produobtfipaste). This means if consumers notice a stighnge in
the product in question, they will turn from patizing the product. In order to ensure consistenayé benefits
derived from the product, the company should caontistdbackup the perception of the brand. Also comius
advertising and other forms of promotion shouldabeay to ensure consistency.
2.74  Competitive
A brand should be distinctly positioned in orderb® able to compete with other brands. It shouldspss
certain features that will stand out among othenmeting brands in the market place.
In an industry with intense competition, brand dgasand Trademarks should be protected in the presah
potential market and brand value should be developenake the imitation of products difficult.
2.8 Choosing a Brand Name
Choosing an effective brand name is an importaoisim for both manufacturer and distributors. Trand
name contributes a great deal in affecting brandremess and image. An effective brand should stigges
something about the product benefits, pronounceablenly one way, easy to recognize and remember,
adaptable to packaging or labeling requirements Rrmhounceable in all languages. Ideally, a braachen
should help to communicate to consumers the magoefits of the product. If this is achieved, tharal name
will help to create brand awareness with the briamee as consumers become aware of the brand nheme;
they begin to associate it with specific benefésgrden, Ingram and Laforge, 1995).
2.9 The Role of Branding
The process of branding is the heart of the orgaioia’s efforts to remove themselves from fiercenpetition
between generic products.
Summarizing previous research, Doyle (1989), dbssrbrand building as the only way for a firm tdaldha
stable long term demand at profitable margins. Ghoadding values that will attract customers, figns able
to provide a base for expansion and product dewastmp and to protect themselves against the streoigth
intermediaries and competitors (Palmer and Hartl®@9). Branding simplifies the decision makingqass by
providing buyers with a sense of security and ciascy which distinguishes a brand from genericroodity.
The traditional role of branding has been to défdrate products, but brands have been increasapplied to
organizational images too. This has occurred padity with services where the intangibility of tipeoduct
causes the credentials of the provider to be aoitapt choice.
2.10 Reasonsfor Branding
Branding has assumed a great importance in thdiggaaf marketing. With many authors of this didicip
believing that brand knowledge has some differémtfect on the consumer’s response to the mangetih
brands (Aaker, 1991, Churchill and Peter 1995 aelieK 1993).
e They aid shoppers in moving quickly through a somaket, discount house or other retail stores and i
making purchasing decision.
e Brands also help assure consumers that they wit@gsistent quality when they re-order.
* For sellers, brand can be promoted, that is theyeasily recognized when displayed in a store or
included in advertising
« Branding helps customers to make branding decision.
* Brand reduces price comparison. This is becausedbrare considered during the purchase decision
when it is based solely on price.
The reputation of brand also influences customgalty among buyers of services as well as business
and consumer’s goods (Etzel, Walker and Stanto®7)19
2.11 Consumer Behavior
Consumer behavior has always been of great inteyastarketers. The knowledge of consumer behawétpsh
the marketer to understand how consumers thinkafed select from alternatives like products, beaadd the
like and how the consumers are influenced by theuironment, the reference groups, family, andsgaesons
and so on. A consumer’s buying behavior is infleehby cultural, social, personal and psychologiaators.
Most of these factors are uncontrollable and beybachands of marketers but they have to be comsidehile
trying to understand the complex behavior of thestmers.
In recent times consumers have cultivated the habfinding information about most products befahey
decide to purchase. This makes them behave infdstimpted way. And in this sense producers ofviméous
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products must follow their dynamics to producetih the changing trend of consumer.

Brand manufacturers and retailers will be affedigdchanging consumer behavior which will better laikp
consumer dynamics in other for them to make betieices. (Kumar, 2009).

This means that the theory of consumer behavioriges the foundation for the study of consumer daina
According to Peter and Olson (1996), consumer hbehasould be defined as the dynamic interaction of
affection and cognition behavior and environmeptant by which human beings conduct the exchangecas
of their lives.

2.12 FactorsInfluencing Buyer Behavior on Branding and Packaging

According to Kotler (1996), consumers face a nuntdfdarand choices which is influenced by the folioge

2121 Cultivated Factors:

These pose the broadest and deepest influencensoroers. It includes sub culture and culture. Seowgeties
are cultivated with the habit of too much cultusgntiment which has made them more attached to thei
primitive ways of thinking and hence has led theniite the formal ways according to the traditiafstheir
fore fathers. They may rather prefer using plansé&m with charcoal to brush their teeth rathen thhsing tooth
paste and tooth brush.

2.12.2 Personal Factors:

Buyer decisions to purchase are also affected leyprsonal characteristics, especially the buyags,
occupation, lifestyle, life cycle stage, economiccumstance and self-concept. Some people within
Ghanaian society consider some brands to be feilqgéed people hence if the need arises for theohtmse a
product; they become a little skeptical about timel lof choice to be made to fulfill their persoeglo and desire.
2.12.3 Social Factors:

Consumer behavior is influenced by the social fiactehich include family and status. The family éafuence
the consumer’s behavior towards the decision t@s@a@ certain type of product or service. The $ctidus of
the consumer can prevent him/her from patronizieigain products. For instance, it is believed teple of
low class go in for toothpastes like pepsodentjaghetc. and aqua fresh, coalgate are reservatidqrivileged
class in the Ghanaian society.

2.12.4 Environmental Factors:

Consumer behavior towards the package of a pradualso influenced by the environmental attributisice
human beings do not live in isolation but rathee lin a society they need to consider the varigpgets of the
environment and consider whether the packagingeptoduct will be friendly to the environment.

2.125 Psychological Factors:

A consumer purchasing decision is also affectedoly psychological factors such as motivation,cpetion,
learning and beliefs and attitudes.

2.13 Definition of Packaging

The wrapping material around a product that costaidentifies, describes, protects, displays, ptesi@and
makes the product marketable and keeps it free é@mmeamination.

Packaging is more than just your product's prettef The package design may affect everything tlenrate
at which it gets damaged during shipment to whestames will be willing to stock it.

Perreault and McCarthy(1993), also defined packagm“involving the promotion and protecting theduct”.
This tells that in the era where consumers havesacto information regarding their choice of prdditchas
become essential that; in order to over ride otleenpeting brands the company has to take a critoil at the
packing of the product of which tooth paste iseroeption.

Turkson (1997), said, packaging is regarded ahiheein which a product is to be carried and sold.

Kotler further said that rising consumer influermoeans that consumers are willing to pay a littlenore for
convenience, appearance, dependability and prestidéetter packaging.

In addition, Saunders, Kotler, Wong and Armstroh§96) said that innovative packaging can give apamy
advantage over its competitors.

2.14 Types of Packaging

According to Turkson, (1997), types of packagingiréo the three levels of materials used to paek@gducts.
The following are three main types of packagingmary, Secondary, and Shipping packaging.

2141 Primary Package

Primary package refers to the immediate containexrapper in which a product is carried. For examphe
milk tin, the small box containing sticks of mateshand the close up tube that holds the core proarect
examples of primary package.

2.14.2 Secondary Package

Secondary package refers to the container whictegtothe primary package. The rubber that coverpacked
boxes of matches, the carton containing bottldseef and the box that contains the tube which hiblegooth
paste are examples of secondary package.

—
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2.14.3 Shipping Package

The shipping package is a type of package necefsasyorage identification, and transportationgEgate is a
shipping package because it assists to transpgg eger a long distance with minimum damage if prbp
handled.

2.15 Packaging Strategies

There should be a strategy in place when managiegutives are strategizing on the best way to pgekiaeir
product for sale since it will yield results if thigght methods are adopted. Below are some of #eésibns
managers should embark on when packaging a product.

2151 Packaging the Product Line.

Sales executives must decide whether to develamdyf form of packaging. This family packaging usgther
similar packages for all products or packages witmmon and clearly noticeable features. Family pgiig
will be favorable, when the products are of simdaality and have a similar use.

2.15.2 Multiple Packaging.

The practice of placing several units of a prodtmbthpaste, tooth brush, soap, shampoo, etc)éncontainer
when offering them for sale in order to increadaltsales, to help introduce a new product or te @@nsumer
acceptance

Tests have proved that multiple packaging incre#se total sales of an organization.

2.15.3 Changing the Package.

For competitive reasons packaging strategies astit$aare reviewed on annual basis. This meansattiam
needs to monitor and consider continuing developmdrich will ensure their packaging surpasses ttfiats
competitors. For instance, new package developrirerdyative closures and other new features.

2.16 Packaging Decision

Research has proved that, after selecting a nemv @drpackage, launching and introducing it to tharket,
there is the need to check on it on regular basessure the product is updated and meets the iclptagte of
consumers and technological changes.

Maintaining a particular package of a product fdorzg time without changing it can drive the consuraway
to purchase that of your competitor’s product ttiety believe to be fascinating because of its pgiokg
without considering the benefits they are seekinghfthe product thus the satisfaction derived framsuming
a product.

Keeping the package of a product (toothpaste) wpate usually requires only minor but regular clemghe
changes may be subtle that they go unnoticed byt swsumers. It is noted however that some packagin
changes involve complex decisions, drastic actibigd) costs and risks.

Based on the views and researches done by numeesesrchers and academicians, it can be said that
packaging and branding can create a new total ptodariations in packaging can make a productatdéein
various target markets. Branding can be used byndmeter in creating and building a customer frése for a
given product.

A specific package must be developed for each mtod®oth under-packaging and over packaging can be
expensive. Although the final customer remainsuttienate factor, the packager also must remembendeds
of wholesalers and retailers. A small retailer mighefer smaller package units that a supermargetator
would resist. Both promotional and protective payikg can cut total distribution costs. To customére main
significance of brands is an assurance of qualitys confidence leads to repeat purchasing. Foketars, such
“routine” buying means reduced promotion costs ianteased sales.

A thorough examination of the basic aim of findswjutions to the relationships that exist betwesméing and
packaging in creating customer loyalty underpinnihig particular research study depicts clearlyt thés a
causal research design.

As confirmed by Dillon, Madden and Firtle (1993pusal research design generally involves the attéonp
determine the extent to which changes in one vigriedin cause changes in some other variables.

The population of the study consists of consumadsratailers of tooth paste within the Techiman Mipality.
The study considered males and females in the freshiMunicipality, aged from 18 years and abovehbot
literates and illiterates, because they are pewhteare able to make their own decisions. These wensidered
in order to obtain accurate and applicable inforomafor the study.

Respondents were selected out of the numerous mmmsuof tooth paste in the Techiman Municipality to
constitute the sample size of the study. A sampl&30 units were chosen, consisting of 30 retaitard 100
consumers of tooth paste in the Techiman Munidipali

In order to obtain correct and appropriate infotioratfor the study, the non-random sampling methab w
appropriate. Under the non-random sampling, actad@n convenient sample was the basis to selectaiget
units for the study. The technique used in gatlgettile data was personal structured interview
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3. Data Presentation and Analysis

3.1 Branding and Packaging I nfluence

A table illustrating the number of respondents wiege influenced by the branding and packaging efvidrious
brands of toothpaste.

Tablel: Branding and Packaging I nfluence

Brandingand Packaging No. of Respondents Percentage (%)
Branding and packaging influence 60 60
Non-branding and packaging influence 5 5
Branding influence 25 25
Packaging influence 10 10

Total 100 100

Source: Research field work September, 2013

Reference to the table 1 above, branding and paukaggems to have greater influence on the pumsbasi
behavior of customers. The above table 4.5 shoats dhgreater section of the consumers were infle@iby the
packaging and branding of the toothpaste. 60 ofréspondents representing 60% admitted that theg we
influenced by the packaging and branding of thehjpaste before they make the decision to purchagdes af
the respondents constituting 5% said they wereinfatenced by the branding and packaging of a paldr
toothpaste when making a purchase since what tieeneally after is the toothpaste.

In the same way, 10 respondents representing 18kaied that they were influenced only by the pguoia of
the toothpaste and 25 respondents also said tim& Im@me alone influenced them to purchase the pasth
representing 25% out of the100%.

3.2 Brand Loyalty

An analysis of respondents who are loyal to theéind of toothpaste and those who are not loyahdsve on
table 2 below.

Table 2: Brand L oyalty in Relation to Gender

Indicators Male Female Total Percentage (%)
Brand and Package Loyalty 34 53 87 87
Non-brand Package Loyalty 6 7 13 13

Total 40 60 100 100

Source: Research field work September, 2013

Considering table 2 above, it can be interpretatl 87 respondents are loyal to their brand of {oaste. Out of
the 87 respondents, 53 of them were females anckthaining 34 respondents were males which repr&sén

in the table above as compared to the 13 respanaemd were not loyal to the brand which compriské$ o
males and 7 females as indicated in the table atepresenting 13% out of 100%.

3.3 Brand Awareness

Below is the table of the number of respondents taedmeans through which they were made awareedf th
brands of toothpaste.

Table 3: Brand Awareness

Indicators No. of Respondents Percentages (%)
Television 78 78
Radio 10 10
Bill board 5 5
Newspaper 0 0
Others 7 7
Total 100 100

Source: Research field work September, 2013

With reference to the table 3, it can be seen lgldéhat out of the 100 respondents who took padriswering
the questionnaires 78 respondents got to know thainds through television advertisement which esgp
represented by 78%. 10 respondents became awdheioforand of toothpaste through radio advertisgme
which represents 5%. Respondents who stated thgtcdime to know of their brand through bill boardse 5
which represent 5%. From the table 3 it is obvitha no respondent selected newspaper. The rergaffitnof
the respondents stated that they got to know aheirtvarious brands through recommendations frtmers.

3.4 Price Sensitivity

The price sensitivity of respondents towards thednd of toothpaste is shown in table 4 below.
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Table 4: Price Sensitivity

Indicators No. of Respondents Percentage (%)
Price sensitivity 13 13
Non- Price sensitivity 87 87
Total 100 100

Source: Research field work September, 2013

Table 4 reveals that 87 respondents which repré&s&ntwere not price sensitive, which means thttdfbrand
manufactures were to increase the price of th@dyct they would still buy it. The remaining 13 regenting
13% were price sensitive that is; they would switcm their current brand of toothpaste, if thesan increase
in price.

3.4 Why Consumers Choose a Particular Brand of Toothpaste.

The 100 respondents were made to give reasonshmrsing their brand of toothpaste. This is showrttan
table 5.

Table 5: Why Consumers Choose a Particular Brand of Toothpaste

Indicator No. of respondents Percentage (%)
Toothpaste Quality 42 42
Fresh Breath 18 18
Protection of their Gum and Teeth 12 12
Brand Name 10 10

Past Experience and Recommendations 5 5
Satisfaction derived from using the toothpaste 13 13

Total 100 100

Source: Research field work September, 2013

The analysis showed that, 42 respondents (42%)these brand of toothpaste because of its qualiy. 1
respondents (18%) chose their brand of toothpaseetd the freshness of their breath after brustiiegr
teeth.12 respondents (12%) out of the 100 respasgeafer to use a particular brand of toothpastabse of
the protection it gives to their gum and teeth.

10 of the respondents (10%) also declared thatidlseggn and how the product is being packagedctdtidghem
to purchase the toothpaste. 5 respondents (5%)staat they decided to patronize their brand oftipaste as a
result of their past experience and also recommntenmtamade by their friends and relatives.

Lastly, the analysis showed that 13 respondent)Xfcided to purchase the brand because of tisfassibn
they derived from the toothpaste after using ittfar first time and its availability on the market.

3.6 How Consumer s | dentify their Brand of Toothpaste

Table 6 shows how consumers identify their brantbofhpaste.

Table 6: How Consumers Identify their Brand of Toothpaste

Indicator No. of Respondents Per centages (%)
Brand Name 38 38
Brand Name and Packaging 35 35
Quality of Toothpaste 3 3
Packaging 22 22
Undecided 2 2

Total 100 100

Source: Research field work September, 2013

Table 6 indicates that 38 respondents (38%) puectiesr toothpaste by using the brand name ofdbthpaste.
35 respondents (35%) also search for their brartdaih paste by identifying brand name and paclggirthe
toothpaste. 3 respondents (3%) stated that theglséleir brand of toothpaste by its quality. 22p@ndents
(22%) purchase their toothpaste brand by identfghre packaging. 2 of the respondents (2%) didnitate
how they identified their brand of toothpaste.

3.7 How Consumer s | dentify their Brand of Toothpaste at the Retail Shop

Table 7 shows the number of respondents who idetht#ir brand of toothpaste.

Table 7: How Consumers Identify their Brand of Toothpaste

Indicator No. of Respondents Percentage (%)
Brand name 22 73.3
Packaging 8 26.7
Total 30 100

Source: Research field work September, 2013
As indicated in table 7, it can be seen that 22ilms said customers most often identify theirnbraf
toothpaste by its brand name and 8 retailers cthimestomers mostly identify their toothpaste braydits
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3.8 Degree of Consumer Loyalty
The degree of loyalty consumers have towards theds of toothpaste has been illustrated in the @&itdelow.
Table 8: Degree of Consumer L oyalty towardsthe Product

Toothpaste Brand Degree of Loyalty
Pepsodent High

Close up High

Yazz Average
Choice Low

Source: Research field work September, 2013

Based on what was observed at the various retagsshnd stands it can be said that the degreeyaltyofor
both Pepsodent and Close up were very high. Whéfeas and Choice had average and low degree oftjoya
from the consumers respectively.

4. Discussion of Resear ch Findings

4.1 To know how branding and packaging influence the choice of customers of tooth paste.

One of the objectives of the research was to findvehether branding and packaging had an influendée
customer’s choice of toothpaste. It became evitieatt a greater portion of the respondents indicétat they
were influenced by the branding and packaging ef titothpaste before making a decision to purch@se i
whereas smaller portion of the respondents werénfloenced by the branding and packaging of tlethpaste
they purchase. This was made possible because a@fotbd perception branding and packaging of tlelymt
had created and thus, had successfully pulled comsuto patronize it.

Berkowitz, et al (1994), asserted that a good pgiokgphelps to position a product in the minds ofisuamers.
This boosts their impressions about the productuestion. The legacy created by the brand fostess t
decisions to choose the brand over competing brdrds statement is seen to be true given that rityajof the
respondents indicated that they were influencethbyranding and packaging of their brand of toaste.

4.2 Toidentify how branding and packaging help retailersto sell their products.

The research has revealed that majority of thehfzastte consumers identify their brand of toothpastéts
brand name. And other consumers identify their thraihtoothpaste by its packaging. Kotler (1997padtated
that a product with a powerful brand name usuallgceeds since it carries its identity along theksaof
competing brands found within the industry the picidhrived. And this has proven to be right sinuest of the
consumers of toothpaste were identifying their brahtoothpaste by its brand name.

4.3 To discover how packaging and branding helpsto distinguish one product from another.

A personal interview with consumers as well asiletarevealed that branding and packaging playapnrole
in differentiating the various brands of toothpastethe market. Since it helps them identify tHmiand of
toothpaste from the lot.

Apart from the core benefit derived from consumihg toothpaste, consumers look further to get anggde
attributes that makes the toothpaste stand out gnitencompetitors. These attributes such as brandimd
packaging become the basis for producers to diffexe their products and make them unique inrdestry.

5. Conclusion

In conclusion the research discovered that majaitthe respondents in the study confirmed thay there
influenced by the brand name and packaging of thraind of toothpaste.

It was also verified that a greater number of #spondents were not price sensitive meaning thewiling to
buy their brand of toothpaste regardless of pricegase.

The main conclusion drawn from the study was thdeéd branding and packaging influence the consamer
choice of toothpaste as well as their price indiityi towards their brand of toothpaste leads tstomer
loyalty.
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