
337   africanscholarpublications@gmail.com                                                                              
 2021 

  

 

 

 

 

Introduction  
Consumer’s persistence and 

consistent patronage on product and 

services is as a result of satisfaction 

drive from the consumable, such 

satisfaction come in various forms 

such as emotional and psychological 

satisfaction. Nigerians are mostly 

attracted in various forms in order to 

win their loyalty, however I 

concentrate on price and packaging as 

one of the major element that attract 

customers and also  a strong force for 
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Abstract 
The consumable businesses have been thriving for many years in Kebbi 

State. This study will examine the impact packaging and price on 

consumable product and services in Kebbi State, with define purpose to 

understand how consumers in Kebbi State re-act to packaging and price of 

consumable items. Sample of 613 questionnaires were distributed to the 

various shop owners in Kebbi State ultra model market. Therefore, 400 

registered responses were obtained from the total population. Data were 

collected using questionnaire and was analyzed using multiple regressions.  

This study revealed that, all the independent variables has a significant 

positive relationship on consumables construct. The study recommends that 

a suitable price and appropriate packaging is the key for successful sales 

and turn over for any consumables in kebbi state considering the micro and 

macro environment of marketing.     
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customer attraction and loyalty. Packaging and price are very important 

marketing strategies that yield effective and efficient result in price stability and 

consumers patronage on product. Packaging and price glamorize product in 

order to attract customers attention (Sajuyigbe,Ayanleke,Ola, 2013).  The basic 

functions of packaging are to preserve product integrity by protecting the actual 

food product from potential damages which might occur as a result of handling 

as the case may be, (Stewart 1995). Packaging and price are powerful 

promotional tools, they provide not only safety to product but it is also a source 

of communication of the product affordability (Naeem,Ijaz,Hafiza,Ali,Junaid 

2016).  Consequently in competitive marketing environment the role of 

packaging and price has changed due to increasing in self-service and changing 

consumers’ lifestyle. Firms’ interest in package and price as a promotional tool 

is growing increasingly. Packaging and price becomes an ultimate selling 

preposition stimulating impulsive buying behavior, increasing market share and 

reducing promotional costs. According to Rundh (2005) package and price 

attracts consumer’s attention to particular brand, enhance its image, and 

influences consumer’s perceptions about product. Also proper packaging and 

adequate price impacts unique value to products and works as a tool for clear 

differences, i.e. helps consumers to choose the product from wide range, 

similarly products packaging stimulates customers buying behavior whereas 

affordable and stable price also does. Qualitative and attractive packaging might 

increase the rate of turn over due to patronage (Wells, Farley & Armstrong, 

2007). However, packaging and price performs an important role in marketing 

and could be treated as one of the most important tools of promotion.  It could 

be stating that in length of time, a function of identification and communication 

became of vital and importance especially for consumable products in the group 

of convenience goods. Packaging and price may be the only communication 

between a product and the final consumers in order for consumer to patronize 

consumable product and services.  

 

STATEMENTOFTHE PROBLEM 

Despite the increasing popularity of packaging and price in the promotion of 

goods and services, one cannot, but agree that there are area of problems which 

need to be studied. Though some business organizations are now using 

packaging and price to promote their much business organization in Kebbi State 

and concentrate their marketing effort on the traditional elements in the 
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marketing mix in the performance of their marketing activities. The rate at which 

wares or products are being advertised, one may be forced to ask questions 

bothering on the use of packaging and price. 

In the application of price, and packaging, many organizations are faced with 

packaging and price problems. Some of the packaging and price problems 

include; the need to know whether packaging and price are good promotional 

tools. In this regard, packaging and price alone are not enough for promotion of 

goods and services. There is a great need to look at other element which usually 

comes first before packaging and price, despite the fact that good packaging and 

price promotes sales, and stable and prompt patronage. Wrong packaging and 

price can lead to the total rejection of goods. However, packaging and price 

affect consumer buying decision, because good packaging and adequate price 

can make a consumer to buy a particular product. In this aspect packaging and 

price needs to be suitable for each product in order to attract the attention of the 

consumers and also make them buy. Good packaging and price also protects the 

image of the organization, but some organizations do not have good packaging 

system, thereby making their products to appear cheap and of low quality and 

less patronage. 

 

OBJECTIVESOFTHESTUDY 

The main objective is to assess the impact of promotional marketing tools on 

patronage of consumable product and services in Kebbi State. The specific 

objectives are to: 

i.  Analyze the impact of tools on price on consumable product and 

services in Kebbi State. 

ii. Analyze the impact of packaging on consumable product and services 

in Kebbi State. 

 

LITERATURE REVIEW 

Consumer patronage is the degree to which a buying and concentrated purchase 

over time to a particular product or services, consumer patronage is develop 

through positive  reinforcement and repetition of buying behavior (oliver 1997). 

However huge competition in business locally and globally and businesses are 

competing with other businesses consumers, therefore organizations engage in 

good packaging and reputation of their product and fixing price upon price of 

their product making it difficult for consumers to make choice among different 
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product in the market. Product packaging in general is intended to protect the 

product but as at now it goes hand in hand with price so as to increase sales and 

maintain customer services and patronage in order have a sustainable price for 

product. However human consumption pattern can be measured within maslows 

hierarchy of needs which are psychological, social, safety, esteem and self 

actualization. 

PACKAGING: packaging is considered as the fifth p of marketing after 

product, price, promotion and place (schrawet et al 2007). Packaging has 

develop into one of the most sophisticated intermediates for selling product 

from manufacturers to the end users( nayyar 2012), packaging have many 

variables that attracts customers in order to purchase product among which are 

colour, labels, images, typography etc (wells et al 2007). Packaging has various 

roles which are protection, preservation, market appeal, convenience and help 

in identification. Therefore, proper packaging yield fruitful sales in marketing 

and yield patronage. 

PRICE:  price as a key of marketing tool has been widely conceptualized by 

different scholers. While kotler 2012 describe price as the only element of 

marketing mix that generate revenue when other generate cost. Al salamin & al 

Hassan 2016 see it as the most recognizable element of marketing mix that help 

evaluate the success or failure of a given product or services . olajide,lizan and 

olajide 2016 define price as the payment made in exchange for goods and 

services measured in numbers and is determine by price policies. However in 

devising price traders must be guided by cheaper price of product that attract 

more turnover and sales but that does not guarantee quality. Therefore any 

consumable product with a average quality and affordable price attract more 

sales , turnover and profit. Moreover high and low price basically thrives on the 

strength of perceived values consumer attach to a particular product. The price 

may be high if the perception is high and the price may be low if the consumers 

perception of the product or services is low (dudu & agwu 2014). 

 

Research Framework 

Several studies have explored on the relationship between packaging, price of 

consumables in kebbi state (Gbolagade et al 2013; Kotler 2007; kola et al 2010; 

Walker et al 2004). Moreover. Empirical evidence indicates a relationship 

between packaging, price, of  consumable product in kebbi state. Based on the 

literature discussed earlier, a conceptual framework is suggested as presented 



341   africanscholarpublications@gmail.com                                                                              
 2021 

  

below that show the relationship between packaging, price, and consumable 

product in Kebbi State. 

 

IV        

 DV 

 

 

 

 

 

 

 

 

 

 

Conceptual Framework 

 

METHODOLOGY 

The survey research design was adopted for this study. The population for the 

study is 1682 (SMEDAN, 2020). The sample size is 613 according to Krejne 

and Morgan (1989) table of sample size determination. The sampling technique 

adopted for the study is the convenient sampling technique. Packaging, price 

and performance 7 items each, and 7 items for performance on consumables of 

small scale industries respectively. Due to the composition of the independent 

variables into two components and one dependent variable, multiple regression 

was used to analyze the data. 

 

Demographic characteristics 

Variables    Frequency  percent (%) 

Gender: 

Male 

Female 

Business Sector: 

Goods 

Services 

Price 

Consumables 

Packaging 
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Years of Business Operation: 

1-5 

6-10 

11-15 

16 and above 

 

Regression Analysis 

Table 1:Model Summary 

Model R R 

Square 

Adjusted R 

Square 

Std. Error of 

the Estimate 

Durbin-

Watson 

1 .887a .786 .783 .213 2.008 

a. Predictors: (Constant), Packaging, price. 

b. Dependent Variable: Consumables 

 

Multiple regression analysis was conducted in determining the effect of 

Packaging, Price. As per the results in table 4.1 the R2 value of 0.786 meaning 

that, 78.6% of the variation in the dependent variable is explained by the 

independent variables while 21.4% is explained by other variables outside the 

model. This indicated that our model is a strong predictor. The R-value of 0.887 

indicated 74% which is a strong positive correlation between the dependent 

variable and the set of independent variables. 

 

Table 2:ANOVAa 

Model Sum of 

Squares 

Df Mean 

Square 

F Sig. 

1 Regression 51.340 4 12.835 283.005 .000b 

Residual 13.969 308 .045   

Total 65.309 312    

a. Dependent Variable: consumables 

b. Predictors: (Constant), Packaging, price. 

The above ANOVA shows that the overall model is significant. The level 

of significance is .000 which shows that the analysis of variance for the 
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study has fallen within the acceptable standards. This shows that the 

model is good and fit for the study. 

 

 

Table 2: Coefficient 

Model Unstandardized 

Coefficients 

Standardized 

Coefficients 

T Sig. 

B Std. 

Error 

Beta 

 (Constant) 1.114 .124  8.969 .000 

Packaging .189 .027 .190 6.913 .000 

Price .086 .017 .142 5.218 .000 

      

      

a. Dependent Variable: consumables 

Y = 1.114 + 0.189Packaging + 0.086Price+ εi 

 

The regression equation above shows that the performance of consumables will 

depend on a constant factor of 1.114 regardless of the existence of other 

determinants. Every unit increase of packaging will increase performance by a 

factor of 0.189. On the other hand, every unit increase of Price will increase 

performance by a factor of 0.086. 

Above table 2 shows the contribution of independent variables (packaging, 

price). The results show that product has a positive and significant effect on the 

performance of consumables with a p-value of 0.000. This indicates that there 

is a direct relationship between packaging and the consumables. Similarly, the 

price also has a positive and significant effect on the performance of 

consumables with a coefficient of 0.086 which is statistically significant at .000 

P-values.   

 

Empirical studies     

Femi seun Benjamin et al 2019. Observed product packaging and it effect on 

consumer patronage of Cadbury plc Nigeria. The study use primary source of 

data collection simple random techniques was also used in selecting 

management staff, data was analyze using simple percentage, frequency 
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distribution, mean, standard deviation and multiple regression analysis. The 

finding shows significant relationship with all variables. 

Nurudeen adeyinka oyewale 2020 discuss in price and consumers patronage of 

food type groceries in dubling super market, primary source of data collection 

was use in capturing data , responses were refine with the use of spss data was 

analyze using cross tabulation chi square, simple percentage analysis 

techniques, data visualization element such as pie chart histogram and  the 

findings has proven that price instability can sway purchase pattern in some 

cases’ 

Molokwu, Cynthia 2013 observed influence of packaging on consumer choice 

of beauty product, survey research design was adopted and primary source was 

adopted to capture data’s  and multiple regression was used to analyze the data’s 

and the findings reveals that the functional value of cosmetic product is 

determining factors for consumers choice the study recommend that audience 

research should guide the designing of packages for cosmetic product  

Mahera et al 2015 discuss impact of product packaging on consumer buying 

behavior. Datas were collected through primary source and were analyze 

through multiple regression by use of sppss and the fidings of the research 

reveal that the packaging is the most important factor in purchase decision 

Naeen akhtar et al 2016 discuss on the impack of packaging , price and brand 

awareness on brand loyalty, a researcher perspective in mobile sector of 

Pakistan. Datas were collected through primary source and analyze through 

correlation and regression analysis and the findings was packaging and brand 

awareness has strong positive and significant relationship with brand loyalty. 

Dudu, oritematosan faith, agwu m, Edwin 2014. Discuss on the review of the 

effect of pricing strategies in the purchase of consumer goods, the research 

utilize a descriptive and historical method and basically secondary data as the 

source of data collection  and the findings indicate that consumers have a 

perception of values reflected in process of firm product’   

 

SUMMARY  

This study is on impact of packaging and price on consumable product and 

services in Kebbi State, this investigation is premised in the general belief that 

packaging and price of a product have tendency to influence choice and 

patronage, it is found out what is actually responsible for buyers patronizing 

consumable in Kebbi State among competitors, the findings were explained 
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using consumer buying behavior theory and other scholarly submission on the 

relationship between packaging, price and patronage of consumables in Kebbi 

State. 

 

CONCLUSSION 

The finding have been examined and packaging and price conveys not just 

aesthetic but communicate the symbolic and functional value of a product and 

it is influence by consumer choice of quality and value of consumables in Kebbi 

State, therefore a price is not what consumer look out for in making a choice. 

 

RECOMMENDATION 

Having considered the findings and conclusion of this study, audience research 

should be considered before designing a package for a product to ascertain the 

predominant factor that influence consumer choice, furthermore SMEs should 

not sacrifice quality at the expense of affordability, must consumers would not 

mind buying a quality product than being expensive  therefore price has to be 

reasonable. 
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Questionnaire 

TITLE:  Impact of packaging practice on price and patronage by consumers. 

INSTRUCTIONS: When answering questions in section A please tick the appropriate answer 

provided. 

When answering all the remaining questions on sections B to C, kindly tick the appropriate 

response by rating how strongly agree or disagree with the statements regarding Price and 

patronage. 

 

SECTION A 

Demographic Data 

1. What is your gender? 

a. Male [ ] 

b. Female   [     ] 

2. What is your marital status? 

a. Single   [     ] 

b. Married [     ] 

3. What is your highest educational qualification? 
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a. SSCE   [     ] 

b. Certificate/OND/NCE  [     ] 

c. HND   [     ] 

d. Graduate   [     ] 

e. Postgraduate   [     ] 

4. Are you an academic or non-academic staff? 

a. Academic   [     ] 

b. Non Academic   [     ] 

 

SECTION B 

Please rate to what extent you agree with each statement below by ticking (√) one option only. 

Impact of packaging practice on price and patronage by consumers. 

KEYS:- SA=Strongly Agree, A=Agree, ASW=Agree Somewhat, UD=Undecided, 

DSW=Disagree Somewhat, D=Disagree, SD=Strongly Disagree 

S/No STATEMENT SA A ASW UD DSW D SD 

1. Packaging product influence sales.        

2. Packaging  product encourage profit        

3. Packaging  product influence purchase        

4. Packaging product promote scarcity        

5. Packaging product promote 

competition 

       

6. Low quality packaging yield more 

profit 

       

7. High quality packaging yield more 

profit 

       

 

SECTION C 

KEYS:- SA=Strongly Agree, A=Agree, ASW=Agree Somewhat, UD=Undecided, 

DSW=Disagree Somewhat, D=Disagree, SD=Strongly Disagree 

S/No STATEMENT SA A ASW UD DSW D SD 

1. Patronage is attracted by relationship        

2. Patronage yield productivity        

3. Patronage is determine by proximity        

4. Patronage is attracted by quantity        

5. Incentive yield patronage        

6. Poor quality determine profit        

7. Quality determine patronage        

 

 

SECTION D 

KEYS:- SA=Strongly Agree, A=Agree, ASW=Agree Somewhat, UD=Undecided, 

DSW=Disagree Somewhat, D=Disagree, SD=Strongly Disagree 

S/No STATEMENT SA A ASW UD DSW D SD 

1. Price is determinant of survival        

2. Price maintain customers        

3. Price destroy business        

4. Price promote sustainability        



348   africanscholarpublications@gmail.com                                                                              
 2021 

  

5. Price attract customers        

6. Price encourage sales and profit        

7. Price is key to any business survival        

 

 

 


