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Abstract 
This work is on consumers’ perception of product packages and sales volume of 

consumer products. The writers intend to focus on the sales of cosmetic products 

as a yardstick to establish whether there is relationship between sales volume and 

consumer perception of product value, know the impact that such perception has 

on the sales volume of goods and draw conclusion on the study. This study adopts 

survey design, the population of the study is made up of customers that use Rexona 

Deodorant, a cosmetic product of Unilever Nigeria Limited, who are estimated to 

be nine hundred and seventy-seven 977. The sample size of the study is 284, which 

was determined by Taro Yamane’s formula. In a major finding, majority of the 

respondents strongly agreed that product packaging significantly changes the 

perception of consumers and sales volume of cosmetic products. In conclusion, 

evidences show that printed information on product packages and colour are 

significant influencers of consumers’ purchase decisions. It was therefore 

recommended that marketers and producers should also ensure that their product 

packages are not deceptive and also ensure that printed information on products 

are correct and real. 
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Introduction 
Consumers make a purchase decision of 

a product or service based on satisfying 

their needs that they have recognized. 

The motive behind this decision to buy 

the product to satisfy their respective 

unique needs depends on the perception 

of the consumer about the  

quality of the product which can satisfy 
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those needs. Consumers perceive product from the viewpoint of quality and 

satisfaction factor it provides. Consumers’ product purchase decision is influenced by 

the attribute which the successful marketer can give, lend or portray through the 

product advertisement, packaging, manufacturing, and country of origin and other 

promotional techniques which determines product quality to a large extent (Arun, 

2018). 

Generally, Consumer behaviour refers to customer approach, inclinations, intents, and 

choices regarding a specific product or service in the market while making the 

purchase.  

Consumers deploy various variables to perceive the quality of a product. This quality 

rests in the eyes of the consumers who perceive these qualities. Products that seem of 

higher quality to one consumer may seem subservient to another. Perception plays a 

vital role in mind of the consumer. Business environment around us is filled with 

countless stimuli attempting to attract our attention. Our perception quality depends 

on the way we process and evaluate the stimuli or the information that reaches our 

senses. The process through which one selects, processes, and interprets information 

received to create purposeful picture of the world is called perception (Kotler, 2019). 

Consumer perception can be formally defined as a marketing theory that incorporates 

a customer’s thoughts, product knowledge and consciousness about a company or 

products/services it offers (Arens, 2019). Branding is providing different products and 

services with the power of a brand (Kotler, 2019). In simpler terms, it is to make a 

particular good or service distinctive, big or small, in all competitions. More often than 

not, consumers lack knowledge regarding the differences between the choices of their 

brands.  

Packaging is the science, art, technology of enclosing or protecting of products for 

distribution, storage, sales and use. Packaging also refers to the process of design, 

evaluation and production of packages. Packaging can be described as a coordinated 

system of preparing goods for transport, warehousing, logistics, sale and end-use. 

Packaging also refers to the process of design, evaluation and production of packages 

(Carsrud, 2019) 

Smith (2019) pointed that packaging contains, protects, preserves, in forms and sells. 

In many countries it is fully integrated into government, business, industrial, 

institutional and personal use.  

Cosmetics fall under the category of health and beauty products. Apart from improving 

the physical appearance and personal hygiene, cosmetics take care of our personal well 

beings too. The cosmetic industry is one of the leading industries in the world. 

According to Carsrud (2019) the global cosmetic industry was worth approximately 

USD 334 Billion at the time of the study. Like most countries of the world, Nigeria 

also has a huge demand for cosmetics. The demand varies based on the personal needs 
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and purchasing power of the customer. There are numerous local companies actively 

manufacturing cosmetics to satisfy the demand but over time the demand for cosmetics 

from leading foreign brands has increased significantly. This study will focus on 

Consumers’ Perception of Product Packaging and its Impact on Sales Volume of 

Cosmetic Products. 

 

Statement of the Problem 

Packaging has become itself a sales promotion tool for the organizations. The 

consumer’s patronage also is stimulated by the packaging quality, color, wrapper, and 

other characteristics of packaging. Packaging is a whole package that becomes an 

ultimate selling proposition, which stimulates impulse buying behaviour. Packaging 

increases sales and market share and reduces market and promotional costs. According 

to Rundh (2018) package appeals consumer’s attentiveness towards a certain brand, 

increases its image, and stimulates consumer’s perceptions about product. 

Previous researches show that there is no agreement on overall classification of 

packaging material and package elements. There is also disagreement regarding the 

methods of packaging impact on consumer’s patronage. In order to increase sales and 

improve competitive advantage, these companies have been using various products 

packaging mix (Elliot and Gregory, 1997). However, factors have been identified in 

literature to contribute to the frequent review of products packaging so as to be in tune 

with the changing society (Rundh, 2018). However, each packaging tools has 

advantages and disadvantages, it is therefore expedient for every organization to 

continue to review their packaging techniques (Lynsey, 2018). 

 

Objectives of the Study 

The main objective of this study is mainly to know how consumers’ perception of a 

product’s package can influence the sales volume of such product with particular 

reference to cosmetic products which will be used as the yardstick to draw conclusion 

in the study. Specifically, the study intends to: 

1. To establish whether there is relationship between sales volume and consumer 

perception of product value. 

2. To know the impact that consumer’s perception has on the sales volume of 

goods and draw conclusion on the study. 

 

 

Research Questions 

1. Is there relationship between sales volume and consumer perception of product 

value? 

2. Is there any impact of consumer’s perception on the sales volume of goods? 
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Hypotheses 

H1: There is no relationship between sales volume and consumer perception of 

product value   

H2: There is no any significant impact of consumer’s perception on the sales volume 

of goods  

 

Contributions to Knowledge 

Expectedly, the findings of this study will benefit the following stakeholders: 

The government: This may aid in formulation of policies and regulations that can help 

improve product safety, protect consumers, increase profitability and market share and 

by extension, increase job creation. Companies may benefit from the study as they 

could better understand the underlying product packaging activities, better product 

protection and they may be better placed to deal with hurdles that impede successful 

packaging performance. Based on these observations, this study may perhaps propose 

to directors in order to make made in Nigeria products competitive with imported 

goods and in line with world class best practices. The study could also benefit the 

academic community as it will contribute to the increasing body of literature on 

product packaging and consumer decision making. 

 

Literature Review 

Packaging has been defined by many authors in the literature and the various 

definitions are given in this study According to Keller (2019), packaging involves the 

activities of designing and producing containers or wrappers for a product. He 

concludes that packaging like other elements, must achieve a number of objectives 

from the perspective of both the firm and consumers namely, identity of brand; convey 

descriptive and persuasive information; facilitate product transportation and 

protection; assist at-home storage and aid product consumption. “To achieve the 

marketing objectives for the brand and satisfy the desires of consumer, the aesthetic 

and functional components of packaging must be chosen correctly” (Keller, 2019). 

According to Smith (2019), packaging is part of the product which encloses and 

protects. It is the final stage of production. 

Packaging helps consumers to choose from a wide range of similar products; and that 

it also stimulates customers buying behaviour (Wang, 2019). Product packaging is an 

essential aspect of projecting a firm’s brand’s image, which is sometimes designed to 

convey images of high quality, while at other times signaling affordable price (Singh, 

2019). In the self-service world today, packaging has become a major communication 

medium from manufacturer or retailers to consumers (Smith, 2019). It communicates 

certain quality image to consumers. 
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Packaging is an important part of the branding process as it plays a role in 

communicating the image and identity of a company. “Packaging is the container for 

a product – encompassing the physical appearance of the container and including the 

design, color, shape, labeling and materials used. 

 

Theoretical Frame Work 

Several Theories can be used to explain consumer perception of product packages but 

for the purpose of this study, the writers will limit focus on just two Theories of 

Consumer Buying Behaviour and Theory of Product Packaging 

 

Theory of Consumer Buying Behaviour  

Consumer behaviour is the study of purchasing units and exchange processes included 

in the purchase, use, and disposal of goods, services and ideas. The authors (Oaya, 

Newman, and Obumneke, 2017) consider consumer behaviour as physical, emotional 

and mental activities which people are engaged with when choosing, purchasing, using 

and disposing goods and services to satisfy their needs and desires”. Consumer 

behaviour are involves activities in which people are engage in actual or potential uses 

of market different items including products, services, ideas and stores environments 

(Oaya, Newman, and Obumneke, 2017).  

They also define consumer behaviour as Physical, emotional and mental activities that 

people are involved with it when choosing, purchase, using and disposing of products 

and services in the order to satisfy of their needs and desires. 

The decision making steps in consumer buying behaviour shows that packaging should 

not only gain consumer attention or persuade a consumer to buy a product, rather it 

should get some positive evaluations after purchase and should function well in terms 

of its convenience and carrying so that consumers would be willing to make repeated 

purchases. It was also suggested in the studies by authors in (Metcalf, 2019) that 

packaging should be designed for consumer convenience, ease-of-use and ease of 

carrying the product.  

 

Theory of Packaging  

The theoretical analysis of package elements and their impact on consumers’ purchase 

decisions empirically reveal the elements having the ultimate effect on consumer 

choice. The author in (Kuvykaite, 2019) offers six variables that must be taken into 

consideration by producers and designers when creating efficient packages: form, size, 

colour, graphics, material and flavour. The research result of the author in (Kuvykaite, 

2019) shows the impact of package elements on consumer purchase decisions can be 

stronger.  
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Packaging includes design and production of container or wrapper for a product 

(Kotler and Armstrong, 2019). In the view of Ampuero and Vila (2018), packages are 

in direct contact with product, maintain and protect the product and prevent it from 

being spoiled, cause it to be identified, and facilitate its transport in addition to granting 

commercial aspects to the product (Ampuero and Vila, 2018). The authors in (Lee and 

Lye 2018) have defined packaging as the science, art and technology of protecting 

products to control, transport, and store them and to display information.  

According to the authors in (Kotler and Armstrong, 2019), product packaging includes 

all design and manufacturing activities of a container or wrapper for a product, which 

have three major duties: protecting the contents of package, providing information and 

differentiating the product from other brands via attracting consumer attention. 

Packaging as art, science and industry of preparing goods for transport and sales, and 

as a tool for product development is a vital component of product which causes its 

more flexibility and ease of use. Just as branding, packaging could affect customers' 

attitudes regarding the product.  

 

Methodology 

This research adopts a survey design with the objective of knowing how consumers’ 

perception of a product’s package can influence the sales volume of such product with 

particular reference to cosmetic products which will be used as the yardstick to draw 

conclusion in the study. The population of the study is made up of customers that use 

Rexona Deodorant of Unilever Nigeria Limited, who are estimated to be nine hundred 

and seventy-seven 977. The sample size of the study is 284, which was determined by 

Taro Yamane’s formula. Sample was picked using simple random sampling method 

which gave every respondent that uses Rexona Deodorant product the equal 

opportunity to be included in this study. Both primary data in questionnaire to Rexona 

Deodorant users and secondary data in published materials like books, internet facility 

and journals were also used to obtain data for the study. Data were analyzed with tables 

and percentage for clarity of information while SPSS, also known as IBM, is software 

package used for the statistical analysis of the data. 

 

Test of the Hypotheses 

The decision rule in testing the formulated hypotheses for this study is to: Accept the 

stated hypothesis if the calculated Chi-square value (Zcal) is less than the critical value 

of the Chi-square distribution table otherwise, reject the stated hypothesis. That is, 

reject H1 if P value ≤ 0.05, otherwise do not reject. 

 

Hypothesis 1: 

H1: There is no relationship between sales volume and consumer perception of product 

value 
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Chi-Square Test Frequencies 

There is no relationship between sales volume and consumer perception of 

product value 

 Observed N Expected N Residual 

Strongly Agree 29 62.5 -33.5 

Agree 31 62.5 -31.5 

Strongly disagree  100 62.5 37.5 

Disagree 90 62.5 27.5 

Total 250   

 

Test Statistics 

 There is no relationship between sales volume and consumer 

perception of product value 

Chi-

Square 

22.63a 

Df 4 

Asymp. 

Sig. 

.000 

a. 0 cells (0.0%) have expected frequencies less than 5. The minimum expected cell 

frequency is 62.5 

 

Having tested the hypothesis, the result shows a Chi-Square value of 22.63a and critical 

value of 0.000. Since P value 0.000 < 0.05. We reject the stated hypothesis and accept 

alternative hypothesis and further conclude at 5% level of significance that there is 

relationship between sales volume and consumer perception of product value. 

Hypothesis 2: 

H2: There is no any significant impact of consumer’s perception on the sales volume 

of goods  

 

Chi-Square Test Frequencies 

There is no any significant impact of consumer’s perception on the sales volume 

of goods    

 Observed N Expected N Residual 

Strongly Agree 9 62.5 -21.5 

Agree 54 62.5 -50.5 

Strongly disagree  111 62.5 54.5 

Disagree 76 62.5 17.5 

Total 250   
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Test Statistics 

 There is no any significant impact of consumer’s perception on 

the sales volume of goods 

Chi-Square 24.60a 

Df 4 

Asymp. Sig. .011 

a. 0 cells (0.0%) have expected frequencies less than 5. The minimum expected cell 

frequency is 62.5. 

 

Having tested the hypothesis, the result shows a Chi-Square value of 24.60a and 

critical value of 0.011. Since P value 0.011 < 0.05. We reject the stated hypothesis 

and accept alternative hypothesis and further conclude at 5% level of significance 

that there is significant impact of consumer’s perception on the sales volume of 

goods. 

 

Findings 

The following are the summary of the findings: 

Product packaging significantly changes the perception of consumers. Customer will 

buy a product because of the colour of it package. The package colour should relate 

the product it contains. A package design/shape that is decorative appeals to 

customers’ buying instincts and that package design/shape is an indicator of the value 

of a product. 

There is significant factor that affects sales volume. Packaging size and shape affects 

customer judgment and decision and thus sales values of cosmetics. The more 

interesting the design of package is; the more reason why a customer will purchase the 

product in it. This is a factor that marketers should consider in product development. 

Customers consider if the design of a product package is functional before they 

purchase it 

There is significant impact of packaging on product sales. Customers agreed that 

product labels can assist in determining the quality of the product in a package. 

Packaging helps in launching new brands and builds customer loyalty. Packaging 

stimulates consumers buying decisions in products and it promotes and reinforces the 

purchase decision not only at the point of purchase. 

 

Conclusion 

This study examined consumers’ perception of product packages and sales volume of 

consumer products. Evidences showed that there is relationship between sales volume 

and consumer perception of product value. It was also evident that there is significant 

impact of consumer’s perception on the sales volume of goods. Printed information on 
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product packages and colour are significant influencers of consumers’ purchase 

decisions for most consumer products. This implies that producers of cosmetic 

products like Rexona Deodorant pay more attention to these major factors when 

designing the package for their products.  

 

Recommendations 

Based on the study’s findings, the following recommendations are made:  

It is therefore recommended that marketers and producers should also ensure that their 

product packages are not deceptive and also ensure that printed information on 

products are correct and real. Producers of cosmetic products like beauty care 

cosmetics will continue to ensure that the printed information, package materials and 

colour of the package will keep attracting consumers by maintaining their current state 

of packaging and improve on it when necessary through proper market investigation. 

They should also pay attention to printed information and type of material use in 

packaging. However, from the result of this study, producers of beauty care cosmetics 

are advised not to pay less attention to graphics but to through market survey identify 

proper graphical designs for packaging cosmetic products.  

It was recommended that organizations will pay attention to the information used. It 

must also be more useful technically. Management should ensure that their product 

package is not also deceptive. 
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