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ABSTRACT 

 

The general objective of the study was to analyze the contribution of product packaging 

on consumer buying behavior in Rwanda. Specific objectives were to analyze the 

determinants related to product packaging that influence consumer buying behavior in the 

brewery industry; to determine the benefits related to consumer buying behavior brought 

by product packaging in brewery industry and to establish the relationship between 

product packaging and consumer buying behavior in brewery industry. Other sectors in 

Rwanda should use the results and recommendations to make decisions concerning 

product design and consumer behavior. This study was of descriptive, comparative and 

correlational design. The total population was 2081 bars including 920 from Gasabo, 568 

from Kicukiro and 593 from Nyarugenge district, the sample size of the study was 95 

respondent. This study employed the stratified random sampling technique. The major 

sources of data in this study was primary source of information. This research used 

inferential statistics (correlational statistics) to establish relationship between variables 

under study, while descriptive statistics frequency and percentage were used to indicate 

how was the understanding of respondent in this study. Statistical Packaging for Social 

Sciences (SPSS) version 16 was used to analyze the data. The data were presented into 

tables and figures. In relation to first research objectives, on wrapper and the importance 

of design in packaging, out of 95 respondents, 58 respondent strongly agreed and11 

respondent agreed. In relation to quality of design, 25 respondents strongly agreed and 43 

respondents agreed. In relation to the second research objective, the study analyzed 

increase on purchasing decision, out of 95 respondent 58 respondent strongly agreed and 

25 respondents agreed. It also indicates perceptions of respondent on increase in 

purchasing power, 27 respondents strongly agreed and 43 respondents agreed. According 

to the third research objective, Pearson correlation coefficient (r) was0.977. This was 

confirming that there is a significant and positive relationship between product packing 

and consumer buying behavior in brewery industry. It is finally recommended that the 

marketers of the industry should not consider the packaging as the solely factor for the 

success of any product, therefore, they should also take up other important factors of the 

marketing while they are launching new products or revitalize old products. 
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DEFINITIONS OF KEY TERMS 

Behavior: The way in which one acts or conducts oneself, especially towards others 

Consumer: An individual who buys products or services for personal use and not for 

manufacture or resale. A consumer is someone who can make the decision whether or not 

to purchase an item at the store, and someone who can be influenced by marketing and 

advertisements. 

Consumer Buying Behavior: Consumer buying behavior refers to the buying behavior 

of the ultimate consumer. A firm needs to analyze buying behavior for: Buyers reactions 

to a firm’s marketing strategy have a great impact on the firm’s success. 

Product: In marketing, a product is anything that can be offered to a market that might 

satisfy a want or need. In manufacturing, products are bought as raw materials and sold as 

finished goods.  

Product Packaging: Packaging is the process of enclosing, or containing the product in 

bottles. Packaging serves different functions for products. Packaging serves a practical 

purpose of helping to store, handle, transport and display the product. Packaging is the 

technology of enclosing or protecting products for distribution, storage, sale, and use.  
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CHAPTER ONE: INTRODUCTION 

1.0 Introduction 

This chapter presents the background to the study, the statement of the problem, 

objectives, and research questions, significance of the study, limitations, scope and 

organization of the study. 

1.1Background of the study 

Globally, packaging has become itself a sales promotion tool for the organizations. The 

consumer’s buying behavior also 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 behavior. Packaging 

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

appeals consumer’s attentiveness towards a certain brand, increases its image, and 

stimulates consumer’s perceptions about product (Rizwan, Vishnu, Parmar & 

Muhammad, 2014). 

Packaging has become significant factors in the marketing of diverse business and has a 

main role in communicating product benefits to the consumer in Finland. Product 

packaging is connected to other variables in the marketing mix(Ksenia, 2013). Consumer 

preferences and consumer buying behavior were the major issues that should be taken 

into account when designing a new package in United Kingdom. In spite of factors such 

as new technology or material development, consumer’s choices and desires should be 

the important elements that drive the marketing process. Consumers are the key actors in 

planning and implementing packages. Hereby, the key issue for packaging design in 

United Kingdom is to understand the consumer (Stewart 2004).Consumer identifies needs 

and desires, afterwards makes a purchase. The process of identification includes the 
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process of consumption where consumer sets the product within three stages: pre-

purchase, purchase, and post-purchase activity. Therefore, the perception and the 

evaluation of the product, in this case product package, assist consumer to make a 

purchasing decision in Malaysia. 

In Nigeria companies are more concerned on individual consumer behavior. This helps 

them to yield information about how the consumers think, feel and choose their 

products(Gizaw, 2014). Consumers have been changing on the way they purchase, use 

and dispose different products and services. Marketers had long noted that consumer 

market was vast and constantly expanding. Billions of dollars are spent on goods and 

services by establishments due to consumer preferences that change and become more 

diversified. By this way in Kenyan brewery indusry, it has created immense challenges 

for organizations to understand what consumers really need in order to satisfy them. 

Consumers appear often to indulge in rationalizations of the past decision to buy some 

products. They may tend to feel the need for reasons of self prestige and also, buyers 

frequently search for acceptable motivation which would enable them to demonstrate . 

 Many current organizations in East Africa are faced with difficulties in retaining the 

current consumers and satisfying their diverse needs. Organizations of all types consume 

products, services, industrial and technical supplies, and professional service and should 

therefore develop their marketing skills since they all use their scarce finite resources 

which should be organizedefficiently in order to provide their consumers with acceptable 

products and services. However,fast improved modern technology has brought 

competitors near to each other and access to market(Jacqueline,Kimeli, Joseph, & Barno, 

2012).Moreover, nowadays in competitive environment the role of 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 
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ultimate selling proposition stimulating impulsive buying behavior, increasing market 

share and reducing promotional costs (Mitul & Bhavesh, 2012). 

Consumer behavior is the study of the processes involved when individual or groups 

select, purchase, use, or dispose the product, service, ideas or experiences to satisfy needs 

and desires. The expand view of consumer embrace much more than the study of why and 

what consumer buy, but also focuses on how marketer influence consumers and how 

consumers use the products and services (Ampuero & Vila, 2006). Individuals have 

exposed to different window of information and varieties of products; many great deal of 

choices and options available in the market place impulse their purchase decision. 

However the interpretation and decision making is different among individuals and also 

influenced by internal consumer behavior (perception, attitude, and motivation) and 

external factors (family roles, peer influence and group influence) (Seyed & Mohammad, 

2014). 

According to theEconomic Development And Poverty Reduction Strategy (2013), 

Rwanda progressed from 58th to 45th position in the ease of doing business rankings 

worldwide. This performance makes Rwanda the second most reformed economy in the 

world  and the third easiest for doing business in Africa, as well as being the first in the 

East African Community (EAC).The continued reforms in the doing business 

environment has laid the foundations for Rwanda to develop into a top investment and 

trade destination within Africa. The prolonged period of peace and stability also provides 

a reassurance to investors. Bralirwa Ltd continues to invest in building strong active 

brands to appeal to a wide range of consumers. New billboard and broadcast media 

campaigns for Turbo King, in 2013 built further brand equity and strengthened lasting 

consumer appeal. Moreover Turbo King continued its strong volume growth(Bralirwa 

Annual Report,2013,). 
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1.2 Problem statement 

One of the marketing tools that have become popular and important is packaging which 

allows companies to be different from each other and to have more priorities among 

competitors(Ksenia, 2013). According to Karisimbi business partners (2013) packaging is 

a large and complex global industry which meets the needs of other industries through the 

provision of packaging materials and related services. Furthermore, Rwanda is dependent 

on regional and international suppliers for nearly 100% of its packaging needs. 

Specifically, demand for packaging has continued unabated along with overall national 

consumption. Rwanda imports approximately around $27.6 million United State Dollar in 

packaging products in every year, hence this should affect the cost of products packaging 

and price of the product on the competitive market.AsTurbo Kingchanged packaging; 

supported by a strong brand campaign; continued its rapid growth and Turbo King is now 

BralirwaLtd’s second largest beer brand by call and develops strong consumer connection 

in Rwanda (Bralirwa Annual Report , 2013). The researcher has been motivated to 

analyze the contribution of product packaging on consumer buying behavior in Rwanda, a 

case study of Turbo King 50 Cl. 

1.3 Objectives of the Study 

1.3.1 General Objective 

The general objective of the study was to analyzethe contribution of product packaging 

on consumer buying behavior in Rwanda. 
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1.3.2 Specific Objectives 

i. To analyze the determinants related to product packaging that influence consumer 

buying behavior in  brewery  industry; 

ii. To determine the benefits  related to consumer buying behavior brought by product 

packaging in brewery industry; 

iii. To establish the relationship between product packagingandconsumer buying 

behavior in brewery  industry 

1.4 Research Questions 

i. What are the determinants related to product packaging that influence 

consumer buying behavior in brewery industry? 

ii. Is there any benefit related to consumer buying behavior brought by product 

packaging in brewery industry? 

iii. To what extend product packaging is related to consumer buying behavior in 

brewery industry? 

1.5. Significance of the Study 

Through this study, the researcher’s skills and knowledge increased in the field related to 

the project under study. Other researchers who could need to carry out studies related to 

this topic should use it to get a useful literature review. Therefore, this study should 

increase the resources related to marketing research in the University library. Other 

sectors in Rwanda should use the results and recommendations to make decisions 

concerning product packaging and consumer behavior. 
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1.6. Limitation of the Study 

During this research, the researcher met the following challenges. Respondent were 

doubtful of researchers who may be carrying out commercial research under the cover of 

academic research. However, the researcher convinced respondents beyond doubt that the 

research is purely academic by showing them letter from University until they gave the 

required data.  

1.7Scope of the Study 

This study was conducted on product packaging and consumer buying behavior in 

BRALIRWA Ltd, especially on Turbo King 50 Cl and 72 Cl. The researcher chose this 

field, because companies spend a lot of money in packaging, but few studies carried out 

before and after the investment in product packaging. This research focused on the period 

of2010up to 2015. The researcher has chosen 2010 up to 2015, because Turbo King 

continued its strong volume growth during these period.The research was conducted into 

bars located Gasabo, Kicukiro and Nyarugenge District in Kigali City-Rwanda. 

1.8 Organization of the Study 

The first chapter of the study introduces background of the study, problem statement, 

objectives of the study, research questions, significance of the study, limitations of the 

study, scope of the study and then organization of the study. The second chapter talks 

about the introduction to literature review, theoretical literature, empirical literature, 

critical review and research gap identification, theoretical framework, conceptual 

framework and then summary of literature review. The third chapter  talks about the 

introduction to the research methodology, research design, target population, sample 

design, sample size, sampling techniques, data collection methods, data analysis 

procedures and then ethical consideration. The fourth chapter is composed by research 
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findings and discussion, lastly the fifth chapter is composed by summary, conclusions and 

recommendations. 
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CHAPTER TWO: REVIEW OF RELATED LITERATURE 

2.0 Introduction 

This chapter reviews necessary literature related to product packaging and consumer 

buying behavior. This chapter consists of introduction to the literature review, theoretical 

review, empirical review, critical review and research gap identification, theoretical 

framework,conceptual framework and the summary of the chapter. 

2.1 Theoretical Literature 

This part consists of different theories related to product packaging and consumer buying 

behavior. The main elements focused on in this subsection are packaging color, material, 

shape, size, innovation and literature related to consumer buying behavior . 

2.1.1 Concept of Product Packaging 

In marketing literature, packaging is considered to form part of the product and the brand. 

So, for example, for Evans and Berman (1992) packaging is a product property or 

characteristic, whereas for Olson and Jacoby (1972) packaging is an extrinsic element of 

the product, that is to say, it is attribute that is related to the product but that does not 

form part of the physical product itself. Price and brand are also extrinsic elements of the 

brand and according to Underwood (2003); these are the most important extrinsic values 

when it comes to deciding whatproducts to buy. Keller (1998) also considers packaging to 

be an attribute that is not related to the product. For him it is one of the five elements of 

the brand together with the name, the logo and/or graphic symbol, the personality and the 

slogans. Packaging is presented as part of the buying and consuming process, but often it 

is not directly related to the ingredients that are essential for the product to function.  

The view of Underwood (2003) lies halfway between two positions. He considers 

packaging to be both an extrinsic and intrinsic attribute. From the consumer perspective, 
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packaging also plays a major role when products are purchased: packaging is crucial, 

given that it is the first thing that the public sees before making the final decision to buy 

(Vidales, 2005). 

This function has increased with the arrival and popularization of self-service sales 

systems which have caused packaging to move to the foreground in attracting attention 

and causing a purchase. Prior to this, it had remained behind the counter and only the 

sales attendant came between the consumer and the product (Cervera, 2003). According 

to Sonsino (1990), self-service has transferred the role of informing the consumer from 

the sales assistant to advertising and to packaging. This is whypackaging has been called 

the “silent salesman”, as it informs us of the qualities and benefits that we are going to 

obtain if we consume a certain product. 

 In the current self-service economy, packaging provides manufacturers with the last 

opportunity to persuade possible buyers before brand selection. Therefore, all the 

packaging elements, including texts, colors, structure, images and people/personalities 

have to be combined to provide the consumerwith visual sales negotiation when 

purchasing and using the product (McNeal  & Ji, 2003). Packaging has become itself a 

sales promotion tool for the organizations. The consumer’s buying behavior also 

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 behavior. Packaging increases sales and market share 

and reduces market and promotional costs. According to Rundh (2005) package appeals 

consumer’s attentiveness towards a certain brand, increases its image, and stimulates 

consumer’s perceptions about product. Furthermore, packaging conveys distinctive value 

to products (Underwood, 2003), packaging works as an instrument for  differentiation, 

and helps consumers to decide the product from wide range of parallel products, 
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packaging also stimulates consumer’s buying behavior (Wells, Farley & Armstrong, 

2007). 

Today, packaging is one of the necessities of human life. Different types of packaging 

plays a vital role in the production, storage, distribution and marketing of consumer and 

non-consumer. For some companies, packaging could cause differentiation from 

competitors and be considered as a competitive advantage. Packaging is also one of the 

most important factors that influence the buying decision at the point of sale that’s where 

it turns into an essential part of sales process. Different brands of products use a wide 

range of packaging features such as colors, designs, shapes, symbols and messages. This 

attract and strengthen consumer attention and helps the product identification via the 

image provided (Seyed, & Mohammad, 2014). 

2.1.2 The Major Elements of Product Packaging 

This subsection focuses on the major elements of product packaging such as packaging 

color, packaging shape and size, packaging material and packaging innovation 

 

The first color function is that of catching the attention of consumers, especially at the 

pointof purchase, where it has been proven that particularly vibrant colors, such as red 

and yellow attract attention. According to (McNeal & Ji, 2003), red makes people excited 

while blue calms people, and this is because each color has its own meaning. Warm 

colors suggests fire and sun (both very progressive) and cool colors imply air and water 

(giving a tranquil feeling). 

The use of colors play a big part in creating an aesthetic experience as they can reflect 

different characteristics, moods and temperaments(Arnorld, 2005). The moods associated 

with colors are advantageous if a brand needs a fresh beginning as a new package whose 
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color is very different to a brand's original package color, will attract the consumer's 

attention. This makes the product more probable for purchase than a package whose color 

is moderately different (Rizwan, Vishnu, Parmar & Muhammad, Ahmed , 2014). Package 

color as a communication function is used to evoke expectations about a product, telling 

the consumer beforehand what the experience will be; in addition to brand and 

productquality and package colors serve as cues of product-related information and 

consumption-related information (for instance, quality, trustworthiness, bodily imagery). 

It is important, as with all the design elements of packaging, to remember that package 

color semantics is also affected by social settings, cultural settings, and trends. 

Designers need to appreciate how visual elements communicate and create abstract 

perceptions in the consumer's mind. So within the design process, designers should 

convey various feelings according to the shapes of different objects. For instance, square 

shapes give a sense of stability while circular shapes are perceived more as complete or 

perfect (Blackwell, 2001). Another thing to consider is that larger portions are often 

associated with higher social status and people may choose larger portions when they feel 

powerless and want to affirm themselves. 

With other things the same packages that appear larger will be more likely to be 

purchased, that is if the consumer does not read the information provided on the package 

concerning volume. Both consumer perceptions and volume have many connotations for 

package shape decisions (Mitul & Bhavesh, 2012). Especially, the height of a container is 

considered an important dimension that consumers commonly use as guidance to make 

volume judgment. 

Consumers cluster most existing standard packages into four shape categories, these are 

cylinders, kegs, bottles, and speculates, and each of these shape-types present 
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characteristic effects on volume appearance, accordingly. Also, for packages that have 

compound complex forms that are composed of noticeable joining of two or more parts 

(including necks, shoulders, bodies, and feet), consumers tend to look at the body of the 

package to determine the volume(Ahmed,Vishnu & Muhammed, 2014). It is also 

important to note that cultural differences do effect preferences in package design 

elements and so does practical limits on how large or how miniature a package can be. 

Material semantics of package design describes the communication of materials, texture 

and the fabric information of products and as the packaging market is a highly 

competitive place, the actual packaging has become as significant to success as the 

product it is wrapped around. Developing and selecting the right container that 

successfully markets a product, especially foods, requires an understanding of packaging 

materials. Packaging professionals need to understand the advantages and disadvantages 

of particular materials and how they can be used to differentiate the product(Rangsan , 

2011).  

The most used materials in packaging are today classified into plastic, paper, metal and 

glass (Hsu, 2013). Plastic started to be used for packaging in the beginning of the 20th 

century and has become the most economically popular packaging material. Paper 

packing is also a very fashionable choice because of its formability and low cost. 

Aesthetically it is also a great marketing choice as beautiful pictograms can be directly 

printed onto the package. Metal packaging materials are known for being especially 

useful for protecting food during long periods of time, especially at war, during the 19th 

century. Today metal is still going strong due to its protecting character. But what has 

really made metal a favorite among packaging professionals is the ability to shape it into 

many different forms, and designers canget very creative with the shape and size of their 

containers with the use of metal(Gizaw, 2014). 
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Finally, glass is another favorite among producers as it also can form into various shapes. 

It is hard, transparent, and heat-resistant and can be easily cleaned. It is primarily used for 

oil, alcoholic drinks, beverages and cosmetics. What might be considered as a negative 

aspect of glass as a packaging material is that it is fragile, relatively heavy and the cost of 

transporting and storing the material is rather high. But going back to the semantics of 

materials; different materials can provide various feelings of quality and experience. 

Metal, for instance, gives a high-tech experience and can also be associated with pride. 

Also (referring to a material that we did not mention above) different kinds of wood such 

as bamboo, rattan and other natural materials give consumers a nature sensation 

(Ampuero & Vila, 2006). 

As technology evolves, more materials are created that not only give designers additional 

choices but leads to possibilities for new combinations and solutions that fit a certain 

experience that consumers are looking for. New material combinations also make it easier 

to differentiate products, and have become an important tool that helps expand design 

thinking (Dmitrovic & Vida, 2013). 

Innovation has come to characterize and define the packaging industry’s approach to 

meeting society’s needs. New materials, designs and technologies enable packaging to 

respond to the rapidly evolving demands of modern consumer lifestyles. Packaging’s role 

in preventing and reducing product waste is often taken for granted but, in recent years, 

its valuable contribution to reducing food waste has begun to be recognized. As the term 

innovation is clearly defined, one should focus on the factors influencing the evolution of 

the new financial developments(Ossisanwo& Atanda, 2012).  

Theorists distinguish two situations in which the packaging innovations are created and 

implemented.  Firstly packaging innovation is applied when the traditional packaging 
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solutions are no longer profitable in the industry.  And secondly – when the costs 

connected with the introduction of the developments are lower than the costs connected 

with the usage of the old, traditional solutions. The demand-side theory of the packaging 

innovations indicates that the main reasons for the new developments are the 

imperfections of the market due to consumers’ behavior(Fasua, 2006). These 

imperfections create demand for the solutions that enable the market participants to 

reduce their negative consequences.  

2.1.3 The Determinants of Consumer Buying Decision 

If marketing has one goal, it’s to reach consumers at the moments that most influence 

their decisions the decision-making process is a more circular journey, with four primary 

phases representing potential battlegrounds where marketers can win or lose: initial 

consideration; active evaluation, or the process of researching potential purchases; 

closure, when consumers buy brands; and post purchase, when consumers experience 

them (Rangsan , 2011). 

Consumers are targeted by mass media and they change the consumers' way of thinking 

through emotions, needs, wants and demands. Market researchers and organizations spent 

billions of dollars on consumer research to identify important factors that influence on 

consumer decisions. The analysis of consumer behavior is effective in detecting the 

orientation of consumers’ behavior(Thapa, 2011). 

The market for any product category is made up of consumers who differ in their 

responsiveness to deals. Some consumers are loyal to a single brand in a category and buy 

only that brand(Ahmed,Vishnu & Muhammed, 2014). These on-and off-deal consumers 

fall into two general categories, loyalists and switchers. Loyalists are consumers whose 

purchase patterns reflect that they buy the same brand over and over when no brands are 



15 
 

on deal (when the category is off promotion). Switchers are the consumers who even 

when all brands in acategory are off promotion nonetheless switch among different 

brands. Consumers have varying degrees of loyalty to specific brands stores, and other 

entities (Kotler, 2005).  Brand switching means that a consumer is induced to purchase a 

brand other than the one that would have been purchased had the promotion not been 

available. Purchase acceleration means that a consumer’s purchase timing or purchase 

quantity is influenced by promotion activities.Consumers to purchase some goods don’t 

need to pass during all stages of the buying decision(Gizaw, 2014).  

However, some purchases are so important that the consumer is forced to do all these 

steps carefully and meticulously, these steps include identifying the problem as the first 

stage of the decision-making process is that people can feel the difference between 

current and desired situation, so trying to resolve these differences.  Data collection as 

second stage for solving this problem collects information. This information can be 

internal(experiences) and external (family, exhibits, etc.),However after gathering 

information, the consumer is ready to make a decision ,at this point, he should be able to 

evaluate different options and choose products that meet the demands of him as fourth 

stage. Finally this stage is the stage that all marketing activities are the result. Consumer 

at this stage, according to the information already obtained, Select a product that feels 

satisfy his need and buys it. 

A lot of decision consumers exercised by purchasers can be different from one individual 

to another because consumersmay use different approaches to make their choices rather 

only using mathematical modeling, however price is an important variable, but other 

variables such as product and service quality are important in the process of consumers’ 

purchase decision (Giovanis, 2013). 
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Purchasing is defined as all activities associated with identification and specification of 

needs, identification of decision criteria, initial screening of preferred suppliers, selecting 

suppliers, and monitoring performance (Kakouris, 2006). Management literature has 

widely suggested that purchasing strategies are set to absorb or change power constraints 

(Cox, 2004). Purchasing power is a measure of what can be bought in the territory in 

which that money is earned and measures the value of goods that can be bought with a 

specific amount of a currency. Purchasing power is a relative measure that is most 

relevant when analyzed for changes over time. Purchasing power is the amount of goods 

and services that can be bought with a unit of currency or by consumers (Pazirandeh , 

2014). 

There are differences factors that can affect consumer purchasing power among of them 

there is inflation, as it is the number-one enemy of economy-wide purchasing power. 

Inflation is the process whereby prices slowly rise throughout all sectors in an economy, 

effectively reducing the purchasing power of fixed assets and current income levels.  

Second is Employment levels and average salaries can have a tremendous effect on 

economy-wide purchasing power (Jacqueline,Kimeli, Joseph& Barno, 2012). 

Marketing mix is the combination of different marketing decision variables being used by 

the firm to market its goods and services. After identifying the market and gathering the 

basic information about it, the next step is the direction of market programming, is to 

decide upon the instruments and the strategy to meet the needs of the consumers and the 

challenge of the competitors. It offers an optimum combination of all marketing 

ingredients so that companies can realizegoals. The marketing mix is grouped under four 

elements such as, Product, Price, Place, Promotion(Singh, 2012).  
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A profitable formula of marketing operations is that mostly marketing mix changes as per 

marketing conditions and also with changing environmental factors. The marketing mix is 

a set of controllable variables that the company can use to influence the buyers responses. 

Thus marketing manager decides the level of marketing expenditure in order to achieve 

marketing objectives of the firm and after finalizing the market budget it is decided that 

how to divide total marketing budget among various tools in the marketing mix(Abrams, 

2000). 

2.1.4Consumer Purchase Decision Process 

 

The process begins with the stimulation of a need where the consumer is faced with an 

imbalance between the actual and desired states of a need, which may be sufficiently 

large to stimulate search. After identifying the need, the consumer searches for 

information about the various alternatives available to satisfy the need. The consumer’s 

information search eventually and generate a set of preferred alternatives. The consumer 

will use the information stored in memory and those obtained from outside sources to 

develop set of criteria (Thompson & Yon,  2013).  

Purchase is made based on the chosenalternative. Post-purchase evaluation is carried out 

with a view to aid future decision-making. Good experience with a brand will provide 

information that may lead the consumerto that brand when a similar product is to be 

purchased. Dissatisfaction may result in post-purchase dissonance. In this study, we focus 

on the core decision-making process(Arnorld, 2005). Consumers can purchase different 

products and this difference because that different buying decisions buying process 

consists of several steps, these steps include: 

The first stage of the decision-making process is that people can feel the difference 

between current and desired situation, so trying to resolve these differences. The need 
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recognition is the first and most important step in the buying process. If there is no need, 

there is no purchase. This recognition happens when there is a lag between the 

consumer’s actual situation and the ideal and desired one (Shahrzad & Hossein, 

2013).However, not all the needs end up as a buying behavior. It requires that the lag 

between the two situations is quite important. But the way to obtain this ideal situation 

has to be perceived as acceptable by the consumer based on the level of importance 

attributes to the need.  

In addition to a need resulting from a new element, the gap between the actual situation 

and the ideal situation may be due to three cases. The current situation has not changed, 

but the ideal situation has. Or, the ideal situation is still the same but it’s the actual 

situation has changed. Or finally, the two situations have changed. The recognition of a 

need by a consumer can be caused in different ways. Different classifications are used: 

Internal stimuli (physiological need felt by the individual as hunger or thirst) which 

opposes the external stimuli such as exposure to an advertisement(Arnorld, 2005). 

For solving the problem collect information, this information can be internal and external. 

Once the need is identified, it’s time for the consumer to seek information about possible 

solutions to the problem. He /She will search more or less information depending on the 

complexity of the choices to be made but also his level of involvement. Then the 

consumer will seek to make his opinion to guide his choice and his decision-making 

process with: Internal information: this information is already present in the consumer’s 

memory. It comes from previous experiences he had with a product or brand and the 

opinion he/she may have of the brand. Internal information is sufficient for the purchasing 

of everyday products that the consumer knows – including Fast-Moving Consumer Goods 

(FMCG) or Consumer Packaged Goods (CPG)(Dmitrovic & Vida, 2013).  
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When it comes to a major purchase with a level of uncertainty or stronger involvement 

and the consumer does not have enough information, he must turns to another source: 

External information: This is information on a product or brand received from and 

obtained by friends or family, by reviews from other consumers or from the press. Not to 

mention, of course, official business sources such as an advertising or a seller’s speech. 

During his decision-making process and his consumer buying decision process, the 

consumer will pay more attention to his internal information and the information from 

friends, family or other consumers. It will be judged more objective than these from an 

advertising, a seller’s speech or a commercial brochure of the product(Bray, 2008). 

After gathering information, the consumer is ready to make a decision. At this point, 

he/she should be able to evaluate different options and choose products that meet the 

demands of him / her. Once the information collected, the consumer will be able to 

evaluate the different alternatives that offer to him, evaluate the most suitable to his needs 

and choose the one he think it’s best for him/her(Gizaw, 2014). 

In order to do so, he/she will evaluate their attributes on two aspects. The objective 

characteristics (such as the features and functionality of the product) but also subjective 

(perception and perceived value of the brand by the consumer or its reputation). Each 

consumer does not attribute the same importance to each attribute for his decision and his 

consumer buying decision process. The consumer should then use the information 

previously collected and his perception or image of a brand to establish a set of evaluation 

criteria, desirable or wanted features, classify the different products available and 

evaluate which alternative has the most chance to satisfy him/her. The higher the level of 

involvement of the consumer and the importance of the purchase are stronger, the higher 

the number of solutions the consumer will consider will be important. On the opposite, 
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the number of considered solutions will be much smaller for an everyday product or a 

regular purchase (Blackwell, 2001). 

This stage is the stage that all marketing activities are the result. Consumer at this stage, 

according to the information already obtained, select a product that feels satisfy his need 

and buys it. The consumer evaluates the different solutions and products available for 

respond to his/her need, he/ she will be able to choose the product or brand that seems 

most appropriate to his needs. Then proceed to the actual purchase itself. His/her decision 

will depend on the information and the selection made in the previous step based on the 

perceived value, product’s features and capabilities that are important to him/her(Gizaw, 

2014). 

But consumer buying decision process and consumer decision process may also depend 

or be affected by such things as the quality of his/her shopping experience or of the store, 

the availability of a promotion, a return policy or good terms and conditions for the sale. 

A consumer committed to the idea of buying a product of a well-known brand could 

change his/her decision if he/she has an unpleasant experience with sellers in the store.  

Consumer compare purchased products with ideas, products, competitors, perceptions and 

expectations of the product and two satisfactions and dissatisfaction, which may appear 

different reasons. Once the product is purchased and used, the consumer evaluates the 

adequacy with his/her original needs. And whether he/she has made the right choice in 

buying the product or not. He/she feels either a sense of satisfaction for the product. Or, 

on the contrary, a disappointment if the product has fallen far short of expectations. An 

opinion that influences his/her future decisions and buying behavior. If the product has 

brought satisfaction to the consumer, he/she will then minimize stages of information 
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search and alternative evaluation for his/her next purchases in order to buy the same 

brand, which should produce consumer loyalty (Thompson & Yon, 2013). 

On the other hand, if the experience with the product was average or disappointing, the 

consumer is going to repeat the five stages of the consumer buying decision process 

during his/her next purchase but by excluding the brand from his evoked set. The post-

purchase evaluation may have important consequences for a brand. A satisfied consumer 

is very likely to become a loyal and regular consumer. Especially for everyday purchases 

with low level of involvement – such as Fast-Moving Consumer Goods (FMCG) or 

Consumer Packaged Goods (CPG). A loyalty which is a major source of revenue for the 

brand when you combine all purchases made by consumer throughout his/her entire life 

(Shahrzad & Hossein , 2013).  

Positive or negative, consumers should also be able to share their opinion on the brand. 

Whether in their family or by word-of-mouth. That’s why that’s important for companies 

to have awareness of that matter. In addition to optimizing the consumer experience, a 

guarantee, an efficient consumer service and a specific call center are some of the assets 

that can be developed to improve post-purchase behavior if there is any trouble with the 

product (Bray, 2008). 

2.1.5 Factors that affect Consumer Buying Behavior 

This subsection focuses on cultural factors, social factors, personal factors and 

psychological factors as indicated in the following subtitles. 

Culture is the complex of values, ideas, attitudes and other meaningful symbols that 

allows human to communicate, interpret and evaluate as members of society. It is the 

primary reason behind a person’s wants and behavior. Although, different societal groups 

have their own culture that affects consumers buying behavior, the extent to which it 
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influences the behavior might vary from country to country. Each cultural group can be 

divided into groups consisting of people with common life experiences and situations, 

also known as subcultures (Cervera, 2003), such as nationality, racial groups, religion, 

and geographical areas. The third cultural factor is social class, which is constituted of 

other variables: occupation, income, education, and wealth (Zinkhan, 1992). 

The knowledge and belief are important parts of culture, in Denmark it is common 

believe that person with quick learning ability and sharp brain will do better in study, 

similarly hardworking and a skilled guy will be successful while, in most of the Asian 

countries luck is believed as important as hard work. The culture varies with region and 

religion; people of Punjab wear turbans, in middle east majority of women use head scarp 

whenever they are at common place. Every culture has smaller groups with shared values 

and beliefs due to common life experience and situations. These groups are very 

important to marketers since many of these subcultures make up important market 

segment (Evans & Berman, 1992).Every society has some form of social class structure; 

this class system is different for every country in point of distribution and ratio. Income 

point of view, every society is divided into three classes; rich, poor and middle, hence, 

every class has its own values, interests and behavior. 

The second classification of factors affecting consumer behavior is social grouping, 

which is composed of small groups, social roles and status. Some of these groups have a 

direct influence on a person, i.e. Membership groups, groups that a person can belong to 

(Dmitrovic & Vida, 2013), and reference groups which  serve as direct  or indirect points 

of comparison or reference in forming a person’s attitudes or beliefs (Ahmed,Vishnu & 

Muhammed, 2014). However, some people are affected by groups in which they do not 

belong to; these reference groups include aspirational groups, groups that a person desires 

to belong to and a fan’s admiration for an idol, etc. Wife, husband or a child have strong 
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influences on a consumer and thus the family is the most vital consumer buying 

organization in the society. Membership groups are group of people that have a direct 

effect on a person’s behavior. Reference groups are groups that have a direct or indirect 

influence on a person’s attitude and behavior. Aspirational groups are groups that a 

person wishes to belong to. It is important for the marketer to try and identify the 

different reference groups of their target market since they affect the consumer in 

different ways(Keller, 1998). The influence from groups tends to be higher when 

purchasing an expensive product that stands for luxury and is going to be seen by a lot of 

friends and other people.  

Every person plays multiple roles in their daily life, professional role, family or social 

role, and each of these roles have a certain effect on consumers buying behavior,, for 

instance if someone is a marketing manager in an organization and at the same time he or 

she has a particular role in the family. Each role has a particular status in society, and 

consumer behavior is considerably depended on this status factor, and will choose 

products which can be part of their status (Evans & Berman, 1992). 

Buyer’s decision is also influenced by personal characteristics such as buyer’s age, 

occupation, economic situation, lifestyle, personality and self-concept. A person’s 

demand for products shifts is depending on occupation and financial situation, as well as 

the stage in the life. A person’s lifestyle affects his/her activities, interests, and opinions 

and also affects the choice of products (Zinkhan, 1992). Moreover, all people are 

individual; hence have a unique personality of different characteristics, which is often 

portrayed with traits, such as self-confidence, dominance, sociability, autonomy, 

defensiveness, adaptability, and aggressiveness. Consumers change goods and services 

they buy over their lifetimes. The product like food, clothes and furniture are age related 

and consumer’s choice varies over the time. Person lives in particular society and works 
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in particular class. S/he prefers the product as per surrounding. Even a person’s economic 

situation has considerable impact on buying behavior (Barry, 2007).  

The discussion covers personal factors and it is significant to discuss about personal 

values, as each and every consumer possesses life goal and they purchase product to 

achieve value related goals. According to Nicholson, values are belief that describe 

preference and suggest choice between appropriate and inappropriate behavior. Foxall 

(1990)has developed List Of Values (LOV) which consist of total nine internal and 

external values possessed by consumers; external values:- sense of belonging, being well 

respected, security, Internal values :- self-fulfillment, excitement, sense of 

accomplishment, self-respect, fun and enjoyment, warm relationships. 

Lifestyle is pattern of living as expressed in his or her activities, interests, and opinions. 

Lifestyle varies from individual to individual. People coming from the same subculture, 

social class, and having the same occupation may have different lifestyles. The behavior 

and practices within lifestyles are a mixture of habits, conventional ways of doing things, 

and reasoned actions. A lifestyle typically also reflects on an individual's attitude, values, 

or Worldview. It profiles a person’s whole pattern of acting and interacting in the world. 

Lifestyle also has a major impact on daily activities, eg: a carrier woman has different 

roles in routine life, how she blends these roles expresses her lifestyle. At the same time, 

the buying behavior also gets changed in relation to her lifestyle. In terms of clothing she 

would like to buy clothes which are more comfortable and takes less time in selecting. 

Most of these consumers are loyal to particular brand or style. Values of a consumer also 

get distinguished in two types; traditional values (emphasizing hard work, thrift, religion, 

honesty, and obedience) and material values (concerned with possession and need for 

security). Studying the target group lifestyle is very important as it emphasizes product 

development and advertising (Blackwell, 2001).  
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Four objects constitute this group of factors, namely motivation, perception, learning, and 

beliefs & attitudes. When a person is motivated, he/she acts accordingly and the actions 

taken are affected by the person’s perception of the situation. Perception is an individual 

selection, organization and interpretation of the information which flows through person’s 

senses, and consequently a meaningful picture of the World is formed. When person 

experience new things, changes take place in the behavior. As a result, new beliefs and 

attitudes are acquired and hence affect the buying behavior (Arnorld, 2005). Consumer 

motivation, ability and opportunity consumer behavior is greatly affected by the amount 

of effort consumers put into their consumption behavior and decisions. Consumer efforts 

in searching for information are greatly affected by following three factors; when 

motivation is high, consumers are willing to do things which are closely related to their 

goals, if one has aim to be buy clothes which can be fashionable as well as give 

confidence to wear at work place and when such a style comes in front of her then they 

immediately go for it. Highly motivated people pay more attention and think about their 

goals, they evaluate the information critically relevant to it and try to remember the 

information for later use. Consumers are motivated when they feel processed information 

or things are personally relevant. Health product or ladies cosmetics are best example of 

product to get broad view on motivation with respect to personally relevant products.  

2.1.6Consumer relationship management (CRM) 

Consumer relationship management (CRM) is well-known term during past decade. 

Brought by academics and implemented into the business by practitioners, it is nowadays 

well-used in many companies from different industries. The purpose of this section is to 

compare the CRM approach between Business-to business (B2B) and Business-to-

consumer (B2C) relationships. Relationships between the company and consumer are 

usually categorized by types of subjects on the consumer side of the relationship. 
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Therefore the categories could be distinguished into Business-to-business (B2B), 

Business-to-consumer (B2C), or Business-to Government (B2G) (Payne &Frow 2013). 

This section will is focusing on the B2B and B2C environment. 

Business to Business (B2B) is described as the form of relationship with the company on 

the side of supplier and another business company on the consumer side. This business 

company could be represented by sole trader, company, or institution (Kumar 

&Reinartz2012). B2B market includes big number of transactions, and is usually more 

complex (Hutt&Speh 2012). The complexity leans on number of people responsible for 

the transaction and number of steps in these transactions (Payne &Frow 2013, 56). The 

complexity is higher also because of number of people involved – seller has to identify 

and understand their needs and motivation. According to Davis, Golicic and Marquardt 

(2012) the number of people in the buying center varies depending on the importance of 

the transaction, its stage and character.  

Business-to-consumer (B2C) relationships could be described as a relationship with 

businesses on the side of supplier and consumers on the other side. The differences to 

B2B are described in following part. CRM Building a relationship with consumers is an 

important issue both for B2B and B2C. Campbell, Wells and Valacich (2009)see 

consumer relationship consisting from two perspectives: relationship breadth and 

relationship depths. Breadth represents phases or evolution of the relationship. 

“Organizations develop strategies for moving relationships to a desired phase”. By 

strategies Campbell et al. mean for example loyalty programs. CRM as a process of 

developing a relationship with consumers which makes them more loyal. They also state 

that loyal consumers are more profitable than non-loyal. 
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According to Kumar and Reinartz (2012), the transaction volume on B2B market is much 

greater than on B2C market.  They also stated that there are fewer subjects on B2B 

market, therefore the value of each transaction and amount in purchase is much bigger. 

Gummesson (2008) sees the biggest difference in B2B and B2C in “the greater degree of 

independence between buyers and sellers in the former”. Saini et al. (2010) show the 

evidence that the CRM technology leads to higher performance in B2B than in B2C 

relationships. Saini, Grewal and Johnson (2010) add another difference: in B2C 

relationship consumers are less loyal and therefore more likely to switch. Davis et al. 

explain the bigger loyalty in B2B relationships by need of bigger reliability among 

trading partners. Because pure and discrete transactions are rare in B2B, the importance 

in B2B is not only about the product or service, but also in the consumer relationship 

(Davis et al., 2012). 

2.2 Empirical Literature 

Rizwan, Vishnu, Parmar and Muhammad, Ahmed  (2014) analyzed the impact of product 

packaging on consumer’s buying behavior in Pakistan.The objective of the study was to 

determine role of packaging on consumer’s buying behavior. The other objective was  to 

examine the essential factors, which are driving the success of a brand. This research also 

identified the relationship between the dependent and independent variables. This was the 

primary research and data has been collected through questionnaire and for analysis 

purpose SPSS software has been used. In this study samples of 150 respondents has been 

collected and tested the reliability of the model. According to the finding of the research 

study, it has been observed that the packaging is the most important factor. It is further 

concluded that the packaging elements like its Colour, Packaging material, Design of 

Wrapper and innovation are more important factors when consumers making any buying 
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decision. Finally it has also been concluded that the Packaging is one of the most 

important and powerful factor, which influences consumer’s purchase decision. 

Mitul and  Bhavesh (2012) analyzed the role of packaging on consumer buying behavior–

patan District in India. The aim of the study was to analyze the role of packaging on 

consumer buying behavior and then how was  the relationship between independent 

variable and dependent variables. Packaging elements like Packaging color, background 

Image, Packaging Material, Font Style, design of wrapper, Printed Information and 

Innovation weretaken as predictors. Due to increasing self-service and changing 

consumers’ lifestyle the interest in package as a tool of sales promotion and stimulator of 

impulsive buying behavior is growing increasingly. So package performs an important 

role in marketing communications, especially in the point of sale and were treated as one 

of the most important factor influencing consumer’s purchase decision. 

 

Olga (2006) discussed the need to understand consumer perceptions in order to correctly 

design product packaging and to achieve the desired position in the mind of consumers in 

Spain. Data collection was divided into two phases and 83 respondents were contacted, 

where multidimensional scaling was used. Four maps were obtained related to: alternative 

packaging colors; alternative packaging typography; alternative packaging graphical 

forms; alternative packaging images. The study found that each positioning strategy 

appears associated with particular packaging dimensions. 

Seyed and  Mohammad ( 2014) examinined the relationship between packaging and 

consumer buying behavior (case study: comparison of pasteurized 1.5l milk of brands 

roozaneh and mihan) in India. The population of the survey includes consumers of Mihan 

brand 1.5L milk and Roozaneh brand 1.5 L milk across a number of grocery stores in 

Shiraz city. The number of sample being analyzed was 193 individuals and the data 
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collection tool was questionnaire. For analysis of the information, statistical tests of 

correlation, Spearman and regression were used via SPSS software. The results of the 

study indicate that packaging elements such as color, context image, packaging material, 

style of writing, cover design, printed information and innovation have positive and 

significant relationship with consumer buying behavior. 

 

Mariëlle (2005) carried out the different roles of product appearance in consumer choice. 

The purpose of this study was to identify the different ways in which the appearance of a 

product plays a role in consumer product evaluation and hence, choice. In addition, they 

listed the implications for product design of each role, and gave managerial 

recommendations for optimizing the appearance of products. They discover six different 

roles of product appearance for consumers were identified: communication of aesthetic, 

symbolic, functional and ergonomic information, attention drawing and categorization. 

By using SPSS with the sample size (n) of 142 consumers through to the questionnaire  

and they found that the distinguishing these six appearance roles will help product 

development managers to better optimize the product appearance to market needs, as the 

roles have different and sometimes even conflicting implications for the design of the 

product appearance. 

Mirela (2006) carried out on buying behavior and consumption: social class versus 

income case study Zagreb city and Split city in Croatian. The purpose and goal of this 

paper was to determine which of the two analyzed concepts social class or income had a 

greater influence on buyers' behavior in Croatian consumers, i.e. their consumption of 

certain products and services. The research was conducted on a sample of 270 

respondents. The questions used were structured as multiple choice questions by keeping 

in mind the research goals, three hypotheses were set. The results confirmed two of them 
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entirely and one partly, showing that both social class and incomes significantly influence 

buying behavior. 

Olaf , Sarat , Stephen and Andrew (2010)carried out the Tools for Sustainable Product 

Design:: Additive Manufacturing case study Centre for Rapid Product Development in 

Auckland, New Zealand with the aim of examining how aspects of additive 

manufacturing, from a sustainable design perspective could become a useful tool in the 

arsenal to bring about the sustainable design of consumer products, they found that the act 

of additive manufacturing technologies presents a number of opportunities that had the 

potential to greatly benefit designers, and contributed to the sustainability of products.  

Mitul and Bhavesh(2012)carried out the Role of Packaging on Consumer Buying 

Behavior case study was Patan District of Gujarat (India).The basic purpose of this it was 

to find out how such factors are behind the success of packaging and also was to know 

the relationship between independent variable and dependent variables by using 

questionnaire they discovered that consumer buying behavior was dependent on the 

packaging and on its features. Packaging elements like Packaging color, Background 

Image, Packaging Material, Font Style, Design of wrapper, Printed Information and 

Innovation is taken as predictors and they concluded that packaging performs an 

important role in marketing communications, especially in the point of sale and could be 

treated as one of the most important factors influencing consumer’s purchase decision. 

Hsu (2013) carried out the research for exploring product design characteristics by SEM 

via Correlated Innovation and Design Strategy case study Department of Industrial 

Design, Ming Chi University of Technology, and Taipei, Taiwan. Managers at 

departments of Taiwan consumer electronic industry were interviewed to explore the 

effects innovation strategy (IS) has on design strategy (DS) and finally on product design 
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characteristics (DC). The fitness of theoretical models and the observed data was 

examined. A questionnaire survey was conducted. 1300 enterprises in Taiwan consumer 

electronic industry were randomly selected as the survey pool. At last, 370 effective 

questionnaires were collected. Their responses on the questionnaires were analyzed to test 

the fitness of the model with Structural Equation Modeling analysis (SEM). A proper 

fitness was found for the correlation theoretical model of IS, DS, DC, and the observed 

data. In enterprises, IS will influence product DC, and at the same time, IS will influence 

product DC through DS. Among these three variables, DS serves as an independent 

variable and intervene variable to DC. 

Jacqueline,Kimeli, Joseph and Barno (2012) analyzed the determinants of consumer 

purchase decisions in zero rated hotels in Kenya. The objectives were to find out how 

tangible and intangible aspects of products influence consumers purchase decision. 

Descriptive survey research design was used. Data was collected through administration 

of questionnaires to a sample of 176 consumers. It is evident that tangible aspects of 

products influence consumer purchase decisions with regard to the quantity of food 

offered and the accessibility of the hotels which could have been because the hotel was 

located within the consumer’s place of work therefore the friendly proximity. 

2.3 Critical Review and research gap identification 

Mariëlle (2005) carried out the Different Roles of Product Appearance in Consumer 

Choice. Even though their study used by policy-makers and academicians, their study did 

not show how product design influences consumer buying behaviouer  for private 

companies. Mirela (2006) carried out a study on buying behavior and consumption: social 

class versus income case study Zagreb city and Split city in Croatian. The results 

confirmed two of them entirely and one partly, showing that both social class and 

incomes significantly influence buying behavior. They did not assess the challenges 
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concerning product design and consumer buying behiviouer and then, he did not establish 

relationship between variables under study. 

Olaf , Sarat , Stephen and Andrew (2010)carried out a study on the tools for sustainable 

Product Design. Although, their findings contribute to the existing gaps related to 

consumers behavior. They did not analyze the main challenges cause the failure of 

product design using both qualitative and quantitative methods.Mitul & Bhavesh(2012) 

carried out a study on the role of packaging on consumer buying behavior. They 

discovered that consumer buying behavior was dependent on the packaging and on its 

features and their concluded that package performs an important role in marketing 

communications, especially in the point of sale and could be treated as one of the most 

important factors influencing consumer’s purchase decision. Their study contribute to 

several decision makers, but it did not analyze the cost of designing product among the 

factors that can affect consumer buying behaviouer. 

 

Researchers like Hsu (2013)Ahmed,Vishnu and Muhammed(2014)carried out study 

related to product packaging on consumer’s buying behavior. Their studies used by 

different academicians, researchers and policy makers; unfortunately, they did not assess 

the drivers related to consumer satisfaction as among  the determinants that should affect 

the consumers buying behavior. Therefore, the research found a gap, whereby even if the 

above researchers carried out their research related product design and consumers 

behavior, they did not analyzecost of product design and quality of design, time-to-market 

as among the determinants that should affect product design using both descriptive and 

inferential statistics. Hence, this study needs to brigde this gap using both quantitative and 

qualitative approach through  inferential and descriptive statistics to establish relationship 

between the variables under study. 
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2.4 Theoritical Framework 

This study was guided by Theory of Planned Behavior ( TPB) , it is a theory that links 

beliefs and behavior of consumers. The concept was proposed by Icek-Ajzen in 1980 to 

improve on the predictive power of the theory of reasoned action by including perceived 

behavioral control. The Theory of Planned Behavior (TPB) started as the Theory of 

Reasoned Action in 1980 to predict an individual's intention to engage in a behavior at a 

specific time and place. The theory was intended to explain all behaviors over which 

people have the ability to exert self-control. The key component to this theory is 

behavioral intent; behavioral intentions are influenced by the attitude about the likelihood 

that the behavior will have the expected outcome and the subjective evaluation of the 

risks and benefits of that outcome.  The TPB has been used successfully to predict and 

explain a wide range of health behaviors and intentions including smoking, drinking, 

health services utilization, breastfeeding, and substance use, among others. The TPB 

states that behavioral achievement depends on both motivation (intention) and ability 

(behavioral control)(Bray, 2008).  
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2.5 Conceptual Framework 

A conceptual framework is an analytical tool with several variations and contexts. It is 

used to make conceptual distinctions and organize ideas. 

Independent  Variables     Dependent Variables 

 

 

 

 

 

 

 

 

 

Figure 2.1: Conceptual Framework 

Source: Researcher  

 

Figure 2.1 indicates relationship between variables understudy, such as product packaging 

and consumer buying behavior. The elements which study will focus on are packaging 

color, packaging material, design of shape and size and packaging innovation. On the 

other side Complex buying behavior, variety seeking behavior, dissonance buying 

behavior and habitual buying behavior are the variables that should be influenced by 

product packaging in brewery industry. There are other variables believes and 

government policies that should influence the variables under study. 

Product Packaging 

Packaging Color  

Packaging Material 

Design of shapes and size 

Packaging Innovation 

Consumer Buying Behavior 

Complex buying behavior 
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 Dissonance buying behavior 
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Packaging color: Color plays an important role in a potential consumer’s decision-making 

process, certain colors set different moods and can help to draw attention. Color of 

packaging is important and apart one company product from other. Packaging color draw 

attention of the consumers the more the color attractive the more consumer will like it.  

Packaging Material: Any material used especially to protect something- packing, 

wadding. Consumer can change its decision regarding Packaging material. High quality 

Packaging attract consumer then low quality Packaging demotivate. So packaging 

material has strong impact on buying behavior. Material of packaging is important 

element which prevents the product from loss. High quality material attracts consumer 

then low. 

Design of shapes and size: The overall design also plays a vital role in attracting the 

consumer. Mostly people are so sensitive to the design of product. The companies try 

their best to create attractive design of packaging.  Packaging is used for identification of 

the product.  

Packaging innovation: Innovative packaging actually add value to the product if it meets 

a consumer expectation such as quantity control, easy-open, easy- store, easy-carry, and 

non-breakability. Bringing innovation in the packaging design also increase the value of 

the product in the consumer mind. 

Complex buying behavior: When the consumer is highly involved in the buying and there 

are significant differences between brands then it is called complex buying behavior. So 

in this case the consumer must collect proper information about the product features and 

the marketer must provide detailed information regarding the product attributes.  

  Variety seeking behavior:- in this case consumer involvement is low while buying the 

product but there are significant differences between brands. Consumers generally buy 
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different products not due to dissatisfaction from the earlier product but due to seek 

variety.  

Dissonance buying behavior: Consumer is highly involved in the purchase but there are 

few differences between brands.  

Habitual buying behavior: In this case there is low involvement of the consumer and there 

are few differences between brands. The consumer buys the product quickly. 

2.6 Summary 

Having a correct understanding of consumers and their buying behavior is of numerous 

advantages. By understanding consumers, managers and marketers of a company could 

make the best decisions to meet consumer needs and achieve the company goals. In 

marketing literature, packaging is considered to form part of the product and the brand. 

Packaging is an important component of the marketing system of product either at 

domestic or foreign level which has a very active role in increasing sales, inventory 

turnover in the company's warehouse and is also responsible for maximizing the revenue 

of producers. 

Active manufacturers have long had a special look at this concept in order to increase 

their competitiveness in national and international markets and step in the course of 

increasing their market share by the aid of factors such as graphic design and the use of 

best quality of raw materials. It is important to know how consumer reacts towards 

different product features, price, and advertisement, in order to ensure strong competitive 

advantage. The four P's, product, price, place and promotion are all part of consumer 

incentives. Other events and forces in the consumer environment, such as change in the 

economy, technology, politics, and culture should affect their buying incentives. 
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The research found a gap, whereby even if the above researchers carried out their 

researches relatedto product packaging and consumers behavior, they did not analyzecost 

of product packaging, design of wrapper, packaging innovation, quality of packaging 

materials, time-to-market and packaging colors among the determinants that should affect 

consumer buying behavior. Hence, this study needs to brigde this gap using both 

quantitative and qualitative approach through  inferential and descriptive statistics to 

establish relationship between the variables under study. 
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CHAPTER THREE: RESEARCH METHODOLOGY 

 

3.0 Introduction 

This chapter sets out and describes the methodology that was used in this study. It 

includes the design of the study, the target population, sample design, data collection 

procedures and instruments, study reliability and validity, data analysis and ethical 

consideration. 

3.1 Research Design 

This study was descriptive, comparative and correlational design, whereas a descriptive 

research also called statistical research the main goal of this type of research is to describe 

data and characteristics of what is being studied, it is used because the researcher want to 

gain a better understanding of the topic while analytical research is a specific type of this 

research that will  involve in critical thinking skills and evaluation of fact and information 

relative to the research being conducted. This research used both a qualitative and 

quantitative. As regards the quantitative data, it includes the statistical expressions. This 

study compared two kinds SKUs of turbo king beer (Turbo King 72 cl and Turbo King 

50cl). 

3.2 Target Population 

The population referred as a target and also a set of elements that the research focused 

upon and to which the results obtained by testing the sample which should be generalized. 

Before conducting this research, the researcher intends to examine total population in 
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order to draw relevant and reliable information for the success of this study. The total 

population was 2081 included 920 bars from Gasabo, 568 bars from Kicukiro and 593 

bars from Nyarugenge District(Bralirwa Annual Report ,2015). 

3.3 Sample Design 

In the theory of finite population sampling, a sampling design specifies for every possible 

sample its probability of being drawn. 

3.3.1 Sample Size 

Although the whole population is appropriate to provide relevant information,   it seems 

to be more complex because of limited finance and time. The researcher calculated 

sample size by using the formula of Yamane. The sample is depicted from that 

population; the basic population is 2081.The researcher applies the appropriate formula 

given by Taro Yamane in order to obtain the corrected sample. A sampling error of 10% 

with confidence level of 90% is used.The said formula is the following by Yamane 

(1967) 

𝑛 =  
𝑁

1+𝑁∗𝑒2 =  
2081

1+2081∗0.12 = 95 Consumers 

Where n= 95 is sample size 

N= 2081 bars is population size 

e=0.1 : sampling error 

Therefore the sample size for the study will be: n= 95 consumers 

Hence, the sample size of the study will be 95 respondents (consumers),  

Table 3.1: Population under study 

District Target   Percentage Sample size 

http://en.wikipedia.org/wiki/Sample_(statistics)
http://en.wikipedia.org/wiki/Probability
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Population(Bars) 

Gasabo 920 

 

44.21 42 

Kicukiro 568 

 

27.29 26 

Nyarugege 593 

 

28.50 27 

Total 2081 

 

100 95 

Source: BRALIRWA, 2015 and Researcher Computation  

3.3.2 Sampling Technique 

 This study employed the stratified random sampling technique because the study 

population was not homogeneous.  Therefore, the researcher first classified population 

into three strata according to their characteristics such as, Kicukiro District, Nyarugenge 

District and Gasabo District. As it is represented in Table 3.1, after grouping respondents, 

respondents were selected, such that everyone has the probability of being selected to be 

in the sample. The Simple random sampling method was given each bar an equal 

opportunity of being chosen.  The choice of any respondent did not affect the chance of 

another.  

3.4 Data Collection Methods 

A source is one of the materials that the researcher has to use for collecting information 

during the investigation. The major sources of data were primary source of information. 

Primary data come straight from the people or workers to be studied and therefore the 

most kind of information to be collected  came from the consumers under study.Primary 

data is considered to be the first hand data the researcher gather himself as result of his 

investigation.  

3.4.1 Data Collection Instruments 

 

In order to collect data, the main methods that were used are questionnaires. 

Questionnaire isa type of data collection instrument whereby a set of questions is given to 

respondents and written in the same nature. A questionnaire is an instrument for data 



41 
 

collection consisting of a set of questions and which is sent out by researcher with hope 

that the recipient filled it and return it. This technique tries to get the information from the 

respondents who are expected to have more required data.  

3.4.2Administration of Data Collection Instruments 

The researcher distributed the questionnaires to the respondents and wait for them for two 

days. And then the researcher made sure the number of questionnaire distributed has been 

filled by all respondents. 

3.4.3 Reliability and Validity 

In dealing with reliability, the researcher wanted to ensure the degree of consistency   and 

stability of the instrument; hence the research examined several times by checking for 

reliability in relevance, clarity and ambiguity of items in the instrument. For achieving 

this, a pre-test was carried out. A total number of 10 respondents was used for the 

pretesting. The research instruments for both independents and dependents variables was 

considered reliable where a Croanbach coefficient was 89.0%. 

3.5Data analysis Procedure 

Having conducted the processes of editing, tabulation, the researcher continued to analyze 

the data. Actual statistical tasks were taken and frequency distribution of each major 

variable was done. For this study, both qualitative and quantitative data analysis 

techniques were applied. Qualitative data attributes have labels or descriptive names 

rather than numbers assigned to their respective categories. With this study, the researcher 

classified the existing phenomenon to respondents. This research used inferential 

statistics (correlational statistics) to establish relationship between variables under study, 

while descriptive statistics (mean, standard deviation, frequency and percentage) used to 

indicated how is the understanding of respondents in this study.  
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3.6 Ethical Consideration 

With regard to this study, the aim and objectives were conveyed to all the relevant 

authorities during the process of acquiring permission to do research, and to the 

employees and managers involved during the data collection stage. Respondent’s 

participation was voluntary and they were informed of  their right to withdraw from the 

study at any time if they want, both confidentiality and community based participation 

was considered in this research. 
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CHAPTER FOUR: RESEARCH FINDINGS AND DISCUSION 

4.0 Introduction 

This chapter focuses on discussion of research findings obtained from data collected.  It 

deals with the analysis and interpretation of the data collected for the achievement of the 

study objectives. In this chapter the researcher presented the findings which were 

collected from the field by using the questionnaires. The questionnaires were 

administered to the respondents whereby they were required to fill in their information 

based on their understanding. The questionnaire response rate was 100 per cent. 

4.1 Demographic Characteristics of Respondent 

In this part, the researcher analyses the age of respondents, gender of respondents and 

level of education according to the degree they have. The accurate and useful information 

concerning research objectives were obtained. 

Table 4.2:Age of respondents 

  Frequency Percent 

 Between 20 and 30 years 
34 35.8 

Between 30 and 40 years 
42 44.2 

Between 40 and 50 9 9.5 

Above 50  years 10 10.5 

Total 95 100.0 

Source: Primary Data 
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Table 4.2 indicates perceptions of respondents on age of respondents. Out of 95 

respondents 34 respondents had between 20 and 30 years,42 respondents had between 

30and 40 years, 9 respondents had between 40 and 50 years,10 respondents were above 

50 years. After taking into consideration of different age the researcher realized that the 

contacted respondents were of reasonable age and in position to give careful and well 

analyzed information that could facilitate making of necessary and relevant conclusions. 

Table4. 3:Gender of Respondents 

  Frequency Percent 

 Male 68 71.6 

Female 27 28.4 

Total 95 100.0 

Source: Primary Data 

 

Table 4.3 shows perceptions of respondents on gender out of 95 respondents 68 

respondents were male while 27 respondents were female. Hence, the number of male is 

greater than the number of female. This implies that the number of female that you can 

find in the bars are still low comparing to the number of male.  
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Table 4.4: Level of education 

  Frequency Percent 

 Master’s degree 10 10.5 

Bachelor’s degree 
15 15.8 

Secondary 49 51.6 

vocational/adult education 
21 22.1 

Total 95 100.0 

 

Source: Primary Data 

Table 4.4presents perceptions of respondents on level of education of respondents, out of 

95 respondents 10 respondents hold master’s degree, 15 respondents hold bachelor’s 

degree 49 respondents finished secondary while 21 respondents hold vocational/ adult 

education. Hence, the level of education indicates that the respondents were able to deal 

with product packaging and the consumer buying behavior whereby they gave accurate 

information regarding research questions and objectives. 

4.2 Presentation of findings 

This section focuses on the analysis and interpretation of research findings according to 

the research objectives, such as the determinants related to product packaging that 

influence consumer buying behavior in  brewery  industry; the benefits  related to 

consumer buying behavior brought by product packaging in brewery industry and the 

relationship between product packaging and consumer buying behavior in brewery  

industry. 
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4.2.1 The Determinants Related to Product Packaging that Influence Consumer 

Buying Behavior in Brewery Industry 

This section analyze the determinants related to product packaging that influence 

consumer buying behavior in brewery industry in relation to Turbo King 50 Cl and Turbo 

King 72 Cl. 

 

Figure 4.2: Determinants Related to Product Packaging 

Source: Primary Data 

Figure 4.2 indicates perceptions of respondents on packaging color, out of 95 

respondents, 63 respondents selected 50 Cl while 32 respondents selected 72 Cl. This 

implies that packaging colors are one of the elements that should set the business apart 

from others and the choice of colors should set the product apart from the competitors' 

products. The colors choose should send the right subliminal messages to inspire any 

potential consumer to buy the product. Moreover, color is the best way to reflect and 

enhance a unified image and branding of the product as it is such a visual medium. In 

relation to packaging material, out of 95 respondents 51respondents chose 50 Cl while 44 

respondents selected 72 Cl. Aesthetically in relation to packaging material is also a great 
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marketing choice as beautiful pictograms can be directly printed onto the package But 

what has really made packaging material among professionals is the ability to shape it 

into many different forms, and designers can get very creative with the shape and size of 

their containers with the use of metal 

Figure 4.2 also presents perceptions of respondents on design of wrapper, out of 95 

respondents 82 respondents selected 50 Cl while 13 respondents selected 72 Cl. The study 

also analyzed innovation and revealed that out of 95 respondents, three respondents 

selected 72 Cl while 92 respondents selected 50 Cl. This implies that today's companies 

gain their competitive advantage and economic benefits largely from innovation. 

Therefore, product innovation's contribution to company output can be measured by sales 

and profits contributed by new products/ services, change in market and share.  Finally 

the study analyzed background image, out of 95 respondents 72 respondents selected 50 

Cl while 23 respondents selected 72 Cl. In relation to font style, out of 95 respondents, 8 

selected 72 Cl while 87 selected 50 Cl. This implies that, image on of 50 Cl is important 

so that it increased the attention and increased familiarity. Background image of 50 Cl 

created in the mind of the consumer which help to identify the brand of the product. 

The study also analyzed the other determinants related to product packaging that 

influence consumer buying behavior on Turbo King 72 Cl and 50 Cl; in relation to the 

level of perception through five points of Likert Scale; 
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Table 4.5: Color of Packaging matters in purchasing a product 

  Frequency Percent 

 Strongly agree 65 68.4 

Agree 21 22.1 

Undecided 1 1.1 

Disagree 3 3.2 

strongly disagree 
5 5.3 

Total 95 100.0 

 

Source: Primary Data 

Table 4.5 indicates perceptions of respondents on if color of  packaging matters in 

purchasing a product,  out of 95 respondents 65 respondents chose strongly agree, 21 

respondents chose agree, one respondents undecided, three respondents chose disagree 

while five respondents chose strongly disagree. Therefore, 68.4% strongly agreed, this 

implies that packaging is important because it shows how the brand presents its products 

to the world. Through a combination of colors, fonts, design, and functionality, the 

packaging makes a statement about the product and the brand.  
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Table 4.6:Wrapper Design is important in Packaging 

  Frequency Percent 

 Strongly agree 58 61.1 

Agree 11 11.6 

undecided 10 10.5 

Disagree 7 7.4 

strongly disagree 9 9.5 

Total 95 100.0 

Source: Primary Data 

Table 4.6 presents perceptions of respondents on wrapper the importance of design in 

packaging, out of 95 respondents 58 respondents selected strongly agree,11 respondents 

selected agree, 10 respondents undecided, seven respondents selected disagree while nine 

respondents selected strongly disagree. This implies that packaging should be used for 

identification of the product and it plays an important role in attracting the consumer. 

Packaging also refers to the container or wrapper design that holds a product or group of 

products. If the product is not well designed or if the manufacturing process is not true to 

the product design, the quality of the product may suffer. Further,the product has to be 

manufactured using materials, equipment, and labor skills that are efficient and 

affordable; otherwise, its cost will be too high for the market.  
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Table 4.7:Creative font style in packaging products 

  Frequency Percent 

 Strongly agree 27 28.4 

Agree 43 45.3 

Undecided 2 2.1 

Disagree 21 22.1 

strongly disagree 2 2.1 

Total 95 100.0 

Source: Primary Data 

Table 4.7 presents perceptions of respondents on creative font style in packaging 

products, out of 95 respondents 27 respondents ticked strongly agree, 43 respondents 

ticked agree, two respondents undecided, 21 respondents chose disagree while two 

respondents chose strongly disagree. Majorities of respondents confirm that there is font 

style in packaging of BRALIRWA products. Hence, font style is important element of 

packaging which attracts the consumer attention. Packaging information can create 

contrary results. It can lead to misleading or inaccurate information through small fronts 

and dense writing styles which are used on the package. 
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Table 4.8: Innovation of product attract consumers in purchasing 

  Frequency Percent 

 Strongly agree 71 74.7 

Agree 6 6.3 

Undecided 8 8.4 

Disagree 2 2.1 

strongly disagree 8 8.4 

Total 95 100.0 

Source: Primary Data 

 

Table 4.8 presents perceptions of respondents on innovation of product and attraction of 

consumers in purchasing, out of 95 respondents 71 respondents chose strongly agree, 

6respondents chose agree, 8 respondents undecided, two respondents chose disagree 

while eight respondents chose strongly disagree. Majorities of respondents confirms that 

innovation of product attract consumer in purchasing. Hence, Bringing innovation in the 

packaging design also increase the value of the product like easy open, recyclable, easy 

store, breakability, child proof and eco-friendly in the consumer mind. 
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Table 4.9: Factors influencing consumer behavior for Turbo king products 

  
Frequency Percent 

 Cultural factors (Culture and 

societal environment, Social 

classes and Cultural trends). 
14 14.7 

Social factors (Family, Social 

roles and status) 31 32.6 

Personal factors (Age, income, 

Lifestyle and Personality and 

self-concept0 
13 13.7 

Psychological factors 

(Motivation, Perception, 

Learning, Beliefs and attitudes) 
37 38.9 

Total 95 100.0 

Source: Primary Data 

Table 4.9 shows perceptions of respondents on factors influencing consumer behavior for 

Turbo king  products (50 Cl and 72 Cl),out of 95 respondents 14 respondents selected 

cultural factors (Culture and societal environment, Social classes and Cultural trends), 31 

respondents selected Social factors (Family, Social roles and status), 13 respondents 

selected Personal factors (Age and way of life, income, Lifestyle and Personality and self-

concept while37 respondents selected Psychological factors (Motivation, Perception, 

Learning, Beliefs and attitudes).Hence, packaging is used primarily to surround and 
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protect products during storage, transportation, and distribution. This increased attention 

to packaging coincided with socioeconomic changes. As consumers became better 

educated and more affluent, their expectations of products and their reliance on them 

increased as well.  

4.2.2 The Benefits related to consumer buying behavior brought by product 

packaging in brewery industry 

This section focuses on the benefits related to consumer buying behavior brought by 

product packaging in brewery industry 

 

Source: Primary Data 

Figure 4.3: Benefits of product packaging related to consumer buying behavior 

Figure 4.3 indicates perceptions of respondents on significant profit, out of 95 

respondents 63 respondents selected 50 Cl while 32 respondents selected 72 Cl. This 

implies that, packaging has an extraordinary effect on the achievement of the organization 

in the substantial competitive environment. In this competitive environment, the role of 

packaging has evolved with the increased need for self service and the need to stand out 

in business. Hence, packaging is a sales promotion tool for many companies, the 
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consumers buying behavior influence by packaging wrapper, quality, color and other 

characteristic of packaging supplies.  Figure 4.3 also indicates perceptions of respondents 

on product differentiation,out of 95 respondents 37 respondents chose 50Cl while 58 

respondents chose 72 Cl. Hence,product differentiation creates value because a 

manufacturing company uses a differentiation strategy that focuses on the cost value of 

the product versus other similar products on the market, it creates a perceived value 

among consumers and potential consumers.  

According to attraction of consumers, out of 95 respondents 19 respondents selected 72 

Cl while 76 respondents selected 50 Cl.This implies that, many companies that produce 

packaged goods consider packaging sustainability as part of broader sustainability 

initiatives. Hence, packaging can be viewed as an icon of consumption. Figure 4.3 

continue to indicate perceptions of respondents on discourage competitors, out of 95 

respondents 57 respondents chose 57 Cl while 38 respondents chose 50 Cl.This implies 

that, efficient and fair markets are essential for catalyzingmanufacturing company’s 

development and economic growth. Yet, while markets work fairly well much of the 

time, effective competition is not automatic, and can be harmed by inappropriate policies 

and legislation, and by the anti-competitive conduct of firms. 

Moreover, Figure 4.3 presents perceptions of respondents on sales promotion tool 

purchase, out of 95 respondents 14 respondents selected 72 Cl while 81 respondents 

selected 50 Cl. Therefore, packaging is very important in the sales promotion of a 

product. Good packaging and interesting aesthetics should attract the attention of 

potential consumers. Hence, good packaging is influential in the decision to purchase a 

product. Packaging in combination with an advertising campaign and the right price, a 

product can be successful. In relation to increases sales, out of 95 respondents 13 

respondents chose72 Cl while 82 respondents chose 50 Cl. In relation to reduction of 
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promotional cost, 79 selected 50 cl while 16 selected 72 cl, finally, out of 95 respondents, 

in relation to increases in inventory turnover, 72 selected 50 cl while 23 selected 50 Cl. 

Therefore, a unique packaging approach can be a valuable weapon in the battle for 

consideration and recognition at the point-of-sale and market share, a new structure that 

provides functional benefits can lead to an improved usage experience, increased 

consumer satisfaction and ultimately to stronger brand preference and loyalty.  

This subsection focuses on the major issues that was taken into account when packaging 

both Turbo King 50 Cl and 72 Cl to increase benefits 

Table 4.10:Consumer buying behavior 

  Frequency Percent 

 72Cl 37 38.9 

50 Cl 58 61.1 

Total 95 100.0 

Source: Primary Data 

Table 4.10 indicates perceptions of respondents on consumer buying behavior, out of 95 

respondents 37 respondents chose72 Cl while 58 respondents chose 50 Cl. Hence, as the 

consumers has the power or ability to choose one thing over another with the anticipation 

that the choice should result in greater satisfaction, greater capability or improved 

performance.Therefore, packaging play important role for attracting consumer 

preferences and it is a serious issue nowadays because it can influence buying decision of 

consumer.  
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Table 4.11:Product protection 

  Frequency Percent 

 72Cl 76 80.0 

50 Cl 19 20.0 

Total 95 100.0 

Source: Primary Data 

Table 4.11 indicates perceptions of respondents on product protection out of 95 

respondents 76 respondents chose72 Cl while 19 respondents chose 50 Cl. Hence, In 

today‘s constantly changing business environment and consumer purchase desires, 

packaging plays an important role.  

Table 4. 12:Add value of product 

  Frequency Percent 

 72Cl 9 9.5 

50 Cl 86 90.5 

Total 95 100.0 

Source: Primary Data 

Table 4.12 indicates perceptions of respondents on add value of product out of 95 

respondent’s 19 respondents selected 72 Cl while 76 respondents selected 50 Cl.It is also 

important to step back and recognize that consumers buy products not packages. Having 

said that, the package is the primary communicator of the product inside and it provides 

the key shelf impact that consumers and shoppers need to be able to make their product 

choice. This is another way packaging provides value. Price, benefits and competition are 
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key and need to work together to get to the right overall product value. Both packages 

provide value in different ways.  

Table 4.13:New technology 

  Frequency Percent 

 72Cl 21 22.1 

50Cl 74 77.9 

Total 95 100.0 

Source: Primary Data 

Table 4.13 indicates perceptions of respondents on new technology out of 95 respondents 

19 respondents selected 72 Cl while 76 respondents selected 50 Cl. Hence,the 

continuance and the persistence of any company depends on its capacities to maintain its 

market place and face the competition which spreads rapidly and aggressively with the 

globalization and the expansion of the new technologies, and while product reflects the 

company's image its whole success depends also on the product success through realizing 

consumers desires and needs, and developing new products. 

Table 4.14:Material development 

  Frequency Percent 

 72Cl 9 9.5 

50Cl 86 90.5 

Total 95 100.0 

Source: Primary Data 
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Table 4.14 indicates perceptions of respondents on material development, out of 95 

respondents, 47 respondent’s chose72 Cl while 48 respondents chose 50 Cl. means that 

the material development for Turbo king of 50Cl is more than for Turbo king of 72 

Cl.Thisimplies that,any material used especially to protect something packing, wadding 

and consumer can change its decision regarding packaging material. Hence, high quality 

packaging attract consumer, so packaging material has strong impact on buying behavior. 

Table 4.15: Increase in purchasing decision 

  Frequency Percent 

 Strongly agree 58 61.1 

Agree 25 26.3 

Disagree 3 3.2 

Strongly disagree 9 9.5 

Total 95 100.0 

Source: Primary Data 

 

Table 4.15indicates perceptions of respondents on increase on purchasing decision, out of 

95 respondents 58 respondents selected strongly agree, 25 respondents selected agree, 

three respondents disagree, while nine respondents selected strongly disagree. This means 

that there is an increase of purchasing decision 50 Cl. Hence, package design is one of the 

most significant parts of product strategy. Approximately all purchase decisions of goods 

are made at the point of purchase. 
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Table 4.16: Increase in Purchasing Power 

  Frequency Percent 

 Strongly agree 27 28.4 

Agree 43 45.3 

Undecided 2 2.1 

Disagree 21 22.1 

Strongly disagree 2 2.1 

Total 95 100.0 

Source: Primary Data 

 

Table 4.16 indicates perceptions of respondents on increase in purchasing power,out of 95 

respondents, 27 respondents selected strongly agree, 43 respondents selected agree, two 

respondents undecided, 21 respondents selected disagree while two respondents selected 

strongly disagree. 45.3% of respondents agreed, this implies that the majorities of 

respondents confirm that there is increase of purchasing power for Turbo king of 50 Cl. 

Therefore, these are connected to the purchase power in the environment and the 

organization culture 
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Table 4.17:Improved consumption satisfaction 

  Frequency Percent 

 Strongly agree 6 6.3 

Agree 77 81.1 

Undecided 2 2.1 

Disagree 6 6.3 

strongly disagree 4 4.2 

Total 95 100.0 

Source: Primary Data 

Table 4.17 indicates perceptions of respondents on improved consumption satisfaction, 

out of 95 respondents six respondents selected strongly agree, 77 respondents selected 

agree, two respondents undecided, six respondents selected disagree while four 

respondents selected strongly disagree. The majorities of respondents confirm that there is 

an improve of consumption satisfaction for Turbo king of 50 Cl. 
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4.2.3 The relationship between product packaging and consumer buying behavior in 

brewery industry 

 

This section focuses on the relationship between product packaging and consumer buying 

behavior in brewery industry using Statistical Packaging for Socio Sciences;  

The relationship between product packaging and consumer buying behavior in 

brewery industry 

  

Product 

Packaging      

consumer buying 

behavior  

Product Packaging      Pearson Correlation 
1 .977

**
 

Sig. (2-tailed)  .000 

N 95 95 

consumer buying behavior  Pearson Correlation 
.977

**
 1 

Sig. (2-tailed) .000  

N 95 95 

**. Correlation is significant at the 0.01 level (2-tailed). 

Source: Primary Data 

Table 4.18indicates relationship between product packaging and the consumer buying 

behavior using Pearson correlation coefficienty.  This research used SPSS programm and 

found that the coefficient r equal to 0.977. The variation of Pearson Coefficient 

correlation is between -1 and 1. According to Pearson, the correlation of 0.977 (97.7%) is 

categorized as positive correlation and this leads to confirm that there is significant 

relationship between product packaging and consumer buying behavior. 
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CHAPTER FIVE: SUMMARY, CONCLUSIONS AND 

RECOMMENDATIONS 

5.0 Introduction 

In this chapter, the researcher summarized the findings based on respondents’ opinions 

and perception of respondents. The summary of the findings is presented in line with the 

objectives of the research. The researcher also presents the conclusion of the study, gives 

the recommendations and suggests the possible areas for the future researchers. 

5.1 Summary of Findings 

This subsection focuses on the summary of findings according to the research objectives, 

such as the determinants related to product packaging that influence consumer buying 

behavior in  brewery  industry; the benefits  related to consumer buying behavior brought 

by product packaging in brewery industry and the relationship between product 

packaging and consumer buying behavior in brewery  industry. 

5.1.1 The determinants related to product packaging that influence consumer 

buying behavior in brewery industry 

In relation to first research objectives,the determinants related to product packaging that 

influence consumer buying behavior in brewery industry,  the study shows the proceeds 

from respondents, on packaging color out of 95 respondents, 63 respondents selected 50 

Cl while 32 respondents selected 72 Cl. The study also revealed the proceeds from 

respondents on packaging material, out of 95 respondents, 44 respondents chose 50 Cl 

while 51 respondents selected 72 Cl. The study also analyzed the design of wrapper , out 

of 95 respondents, 82 respondents selected 50 Cl while 13 respondents selected 72 Cl.  
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5.1.2 The benefits related to consumer buying behavior brought by product 

packaging in brewery industry 

In relation to the second research objective, the benefits related to consumer buying 

behavior brought by product packaging in brewery industry,the study showed the 

information from respondents, according to packagingbring in significant profit, out of 95 

respondents, 63 respondents selected 50 Cl while 32 respondents selected 72 Cl. 

According to attraction of consumers, out of 95 respondents 19 respondents selected 72 

Cl while 76 respondents selected 50 Cl. The study continues to indicate perceptions of 

respondents on discourage competitors, out of 95 respondents 57 respondents chose 57 Cl 

while 38 respondents chose 50 Cl. 

5.1.3 The relationship between product packaging and consumer buying behavior in 

brewery industry 

According to the third research objective, the study used SPSS and found that the Pearson 

correlation coefficient (r) equals to 0.977, this implies that correlation coefficient r = .977. 

As well as P-value equals to 0.00 and correlation is significant at the 0.01 level and r is 

positive, this is confirming that there is a significant and positive relationship between 

product packing and consumer buying behavior in brewery industry.  

5.2 Conclusion 

According to the first research question, the study indicated that packaging color is one of 

the elements that set the business apart from others and the choice of colors should set 

product apart from the competitors' products. In relation to the second research question, 

the study concluded that product differentiation creates value because a manufacturing 

company uses a differentiation strategy that focuses on the cost value of the product 

versus other similar products on the market. Packaging is very important in the sales 

promotion of a product. Moreover, good packaging could be influential in the decision to 



64 
 

purchase a product. In relation to the third research question, even though Rwanda 

imports approximately around $27.6 million USD in packaging products in every year as 

indicated in problem statement and this should affect the cost of products packaging and 

price of the product on the competitive market, the study concluded that most consumers 

like the product quality after they purchased their desired packaged product. Based on 

these facts, the study found that  there a strong and positive  relationship between good 

package and consumer behaviour as the study indicates that product packaging 

contributed positively to the consumer buying behaviour on the rate of 97.7%. 

5.3 Recommendations 

 

It is recommended to the marketing and business units that they should pay proper 

attention for good packaging. If they accept or introduce the poor packaging then it could 

be one of the causes of product failure in the market. It is necessary to set the packaging 

standard and to implement strategy accordingly for better protection and promotion of a 

product. 

The study also recommended that brewery industry should analyzed the benefits of 

product differentiation, because product differentiation through packaging creates value 

to manufacturing company uses a differentiation strategy that focuses on the cost value of 

the product versus other similar products on the market.  

It is finally recommended that the marketers of the industry should not consider the 

packaging is the solely factor for the success of any product, therefore, they should also 

take up other important factors of the marketing while they are launching new products or 

revitalize old products. 
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5.4 Suggestions for Further Studies 

 

It is also recommended to other researchers when they take up packaging then they 

should also consider other factors and dimensions of marketing as well. Future 

researchers should analyze the role of product packaging on consumer buying behavior 

for all manufacturing companies in Rwanda. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



66 
 

REFERENCES 

Acharya, B. (2010). Questionnaire design.Sanothimi, Bhaktapur : University Grants 

Commission. 

Adegbaju, A. & Henry, O. (2008). The role of the Nigerian stock market . Lagos Journal 

of Banking, Finance & Economic Issues, 2(1), 194 - 206. 

Ahmed, K. Vishnu, L.& Muhammed, H. (2014). Impact of Product Packaging on 

Consumer’s Buying Behavior. European Journal of Scientific Research, 120(2), 

145-157. 

Alfred, N. (2013). Equity Market Performance and its Effect on Economic Growth af a 

Country- Rwanda Stock Exchange. International Journal of Economics, Finance 

and Management, 2(3), 261 - 265. 

Ampuero, O., & Vila, N. (2006). Consumer perceptions of product packaging. journal of 

consumer management, 4(2), 100-102. 

Arnorld, J. (2005). A History of field research in industrial design in United StateS. 

Columbus (USA): Ohio states University. 

Barry, K. (2007). History of industrial design. California (USA): California college of the 

arts. 

Blackwell, R. (2001). Consumer Behavior. Orlando: Harcourt. 

Bone, P. F, & Corey,R.J. (2000). Packaging ethics: perceptual differences among 

packaging professionals, brand managers. Journal of Business Ethics, 4(1),  199 - 

204. 

Bralirwa Annual Report 2013. (2013). Annual Report And Accounts 2013. Kigali - 

Rwanda: Bralirwa. 

Bray, J. (2008). Consumer Behaviour Theory: Approaches and Models. Buckingham: 

Open University Press. 

Camp, W. G. (2001). Formulating and evaluating theoretical frameworks for career and 

technical education research. Journal of Vocational Education Research, 26(9),  

11 - 24. 



67 
 

Campbell, D., Wells, J. & Valacich, J.S. (2009). Diagnosing and Managing Online 

Businessto-Consumer (B2C) Relationships: Toward an eCommerce B2C 

Relationship Stage Theory. AIS Transactions on Human-Computer Interaction, 

1(1), 108–132. 

Cervera, F. A. (2003). Envase y embalaje.Madrid: A venta silenciosa. 

Cheng, M., Tzeng, Z., & Kang, W. (2011). Impact of Nonmacroeconommic events on 

Taiwan Electronic Industry Stock Returns. Global Economy and Finance Journal,  

3-21. 

Corrado, C.J. & Jordan, B. D. (2002). The Fundamentals of Investments Valuation and 

Management. USA / New York: McGraw-Hill Companies Inc. 

Cox.M. (2004). The art of the possible: relationship management in power regimes and 

supply chains”,. Supply Chain Management An International Journal,,  9( No.5),  

346-356. 

Daferighe, E. E. & Charlie, S.l S. (2012). The impact of inflation on stock market 

performance in Nigeria. American Journal Of Social And Management Sciences, 

3(2), 76-82. 

Danson, K. K. & Cyrus, M. M. (2013). Inflation Dynamics On The Overall Stock Market 

Performance: The Case of Nairobi Securities Exchange in Kenya. Economics and 

Finance Journal, 2(11),  01 – 11. 

Davis, D.F., Golicic, S.L. & Marquardt, A. (2012). Business-to-business Marketing 

Management: Strategies, Cases, and Solutions. Bingley, West Yorkshire/ 

England: Emerald Group Publishing. 

Dmitrovic & Vida. (2013). Consumer behaviour induce by nationality:The evaluation of 

the field and its theoretical antecendents. Transformation in business and 

economic, 9(1), 145-165. 

Dobson, P. (2003). Voices from the supermarket shelves, The language of competition. 

London: British Brands. 



68 
 

Dubravka, B., & Petra, P. (2010). Do macroeconomic factors matter for stock returns? 

Evidence from estimating a multifactor model on the Croation Market. Zagreb: 

University of Zagreb. 

Economic Development And Poverty Reduction Strategy. (2013). Economic 

Development And Poverty Reduction Strategy II 2013 – 2018. Kigali - Rwanda: 

Republic of Rwanda. 

Evans, J. & Berman, B. (1992). Marketing, Macmillan Publishing Co. New York: NY. 

Ezeoha A., E. O. (2009). Stock Market Development and Private Investment Growth in 

Nigeria. Journal of Sustainable Development in Africa , 11(2),  14 - 31. 

Ezeoha, A. (2009). Stock Market Development And Private Investment Growth In 

Nigeria. Journal of Sustainable Development in Africa, 11(2),  20 - 35. 

Fasua, K. (2006). Entrepreneurship Theory, Strategy and Practice. Abuja: Bee Printing & 

Publishing Co. 

Foxall, G. (1990). Consumer Psychology in Behavioural Perspective. London: Routledge. 

Geetha, C., Mohidin, R., Chandran, V.V., & Chong, V. (2011). The Relationship between 

Inflation and Stock Market: Evidence from Malaysia, United States and China,. 

International Journal of Economics and Management Sciences,, 1(2),  01-16. 

Giovanis, T.Z.. (2013). Suppliers Logistics Service Quality Performance and its Effect on 

Retailers’ Behavioral Intentions. In 2. nd (Ed.), International Conference on 

Integrated Information Social and Behavioral Sciences, 73,   302 – 309. 

Gizaw, A. (2014). Factors that influence consumer purchasing decisions of Private Label 

Food Products. Lagos: University of Nigeria. 

Gummesson, E. (2008). Quality, service-dominant logic and many-to-many marketing. 

The TQM Journal, 20(2), 143–153. 

Howard University. (1973). Theory of Buyer Behavior. Foresman: Glenview IL. 

Hsu, Y. (2013). The Research for Exploring Product Design Characteristics by SEM via 

Correlated Innovation andDesign Strategy. American Journal of Industrial and 

Business Management, 3(5), 8-16. 



69 
 

Hunt, S. D. (1972). A Crucial Test for the Howard-Sheth Model of Buyer Behavior. 

Journal of Marketing Research, 9, 346-348. 

Hutt, M.D. & Speh, T.W. (2012). Business Marketing Management. USA/Boston: 

Cengage Learning. 

Jacqueline,K.,Kimeli, K.Joseph, M. & Barno, W. (2012). Determinants of Consumer 

Purchase Decisions in Zero Rated Hotels in Eldoret Town, Kenya. International 

Journal of Business and Social Science, 3(21), 158 - 163. 

Joseph, M. W., George, O., Samuel, O. & Amos, N. (2013). The Effect Of Initial Public 

Offer Announcements On Market Returns Of Listed Stocks At The Nairobi Stock 

Exchange . International Journal of Research in Management, 3(2), 84 - 119. 

Joshua, M. A. (2011). Factors Influencing Stock Prices For Firms Listed In The Nairobi 

Stock Exchange. International Journal of Business and Social Science, 2(20),  304 

- 311. 

Kakouris, P. B. (2006). Outsourcing decisions and the purchasing process: a systems-

oriented approach. Marketing Intelligence & Planning, 24(7),  708-22. 

Karisimbi Business Partners. (2013). Based on the Feasibility study” Packaging Plant in 

Rwanda” by Karisimbi Business Partners. Kigali - Rwanda: Rwanda 

Development Board [RDB]/ Trade & Manufacturing Department. 

Keller, K. (1998). Strategic Brand Management. Upper Saddle River: Prentice-Hall. 

Kolapo F. T. & Adaramola,A. O. (2012). The Impact of the Nigerian Capital Market on 

Economic Growth International Journal of Developing Societies. International 

Journal of Developing Societies, 1(1), 11-19. 

Kolapo, F. T, & Adaramola, A. O. (2012). The impact of the Nigerian Capital Market on 

Economic Growth. International Journal of Development Societies, 1(1), 11-19. 

Kothari, C. (2004). Research Methodology Methods & Techniques. (S. Edition, Ed.) New 

Delhi: New Age International publisher. 

Kotler, P & Armstrong, G. (2010). Principles of Marketing. New Jersey: Pearson Prentice 

Hall. 



70 
 

Kotler, P. & Armstrong, G. (2008). Principles of marketing. New Jersey: Prentice Hall. 

Kotler, P. (1999). Gary Armstrong "Principles of Marketing". Tehran (Iran): translates 

Ali ParsaeianTehran, Press Adabestan. 

Kotler, P., &Armestrong,G. (2005). Principle of Marketing. India: Prentice-Hall, Inc. 

Ksenia, P. (2013). Packaging design as a Marketing tool and Desire to purchase. 

Lappeenranta: Saimaa University of Applied Sciences. 

Kumar, V. & Reinartz, W.,. (2012). Consumer Relationship Management: Concept, 

Strategy, and Tools. London: Springer. 

Lai-Ching, H. (2000). Asian Product Design And Its Development. Singapore: Temasek 

Polytechnic School of Design. 

Lawal, N. A. & Okunola, O. E. (2012). Stock Prices, Stock Market Operations and 

Nigerian Economic Growth: A Granger Causality Modelling. Journal of 

Management and Business Studies, 1(10),  375-383. 

Lee, S.G. & Lye, S.W. (2003). Design for manual packaging. nternational Journal 

Physical Distribution & Logistics Management, 9,  16 - 43. 

Loudon, D. L. (1993). Consumer Behaviour Concepts and Applications. United State of 

America: McGraw Hill. 

Mariëlle, J. (2005). The Different Roles of Product Appearance in Consumer Choice. 

Mekelweg(Netherlands): Delft University of Technology. 

Markowitz, H. (1952). Portfolio Selection. Journal of Finance, 7(1), 77-91. 

McNeal, J.U. & Ji, M.F. (2003). Children’s visual memory of packaging. Journal of 

Consumer Marketing, 20(3),  400-27. 

Mirela, G. (2006). Buying behaviour and consumptionSocial class versus income. 

Management, 11(2), 77-92. 

Mitul, M. D. & Bhavesh, J. P. (2012). Role of Packaging on Consumer Buying Behavior–

Patan District. Global Journal of Management and Business Research, 12(10), 49 

- 68. 



71 
 

Monther, C., & Kaothar, G. (2010). Macroeconomic and institutional determinants of 

Stock Market Development. The International Journal of Banking and Finance, 

7(1), 139-140. 

Muhammad, S., Nadeem, A. & Liaquat, A. (2008). Stock Market Development and 

Economic Growth: Ardl Causality in Pakistan. International Research Journal of 

Finance and Economics,6 (9)183 - 195. 

Musonera, E. (2008). Establishing a Stock Exchange in Emerging Economies. The 

Journal of International Management Studies, 3(2), 62 - 68. 

Ogiji, F. O. (2013). An empirical analysis of the effect of broad money supply on the 

stock market returns in Nigeria. Prime Journal of Business Administration and 

Management, 3(8), 1132-1138. 

Olaf ,M. Sarat ,T. Stephen,K.& Andrew,E.. (2010). Tools for Sustainable Product Design: 

Additive Manufacturing. Journal of Sustainable Development , 3(3), 1-6 

Olga, A. &. (2006). Consumer perceptions of product packaging. Journal of Consumer 

Marketing, 23(2), 102–114. 

Olson, J.C. & Jacoby, J. (1972). Cue utilization in the quality perception process”, in 

Venkatesan. New York: Association for Consumer Research. 

Olweny, T.O. & Kimani, D. (2011). Stock Market Performance and Economic Growth: 

Empirical Evidence from Kenya using Causality Test Approach. Journal of 

advances in Management & Applied Economic, 1(3), 153-196. 

Osisanwo, B. G. & Atanda, A. A. (2012). Determinants of Stock Market Returns in 

Nigeria: A Time Series Analysis. African Journal of Scientific Research, 9(1), 478 

- 496. 

Panwar, J. (2004). Beyond Consumer Marketing: Sectoral Marketing and Emerging 

Trends", . New Delhi: Tejeshwar. 

Payne, A. & Frow, P. (2013). Strategic Consumer Management: Integrating Relationship 

Marketing and CRM. Cambridge: Cambridge University Press. 



72 
 

Pazirandeh , N. (2014). An interrelation model of power and purchasing strategies A 

study of vaccine purchase for developing countries. Journal of Purchasing and 

Supply Management, 20(No.1),  41-53. 

Plessis, D. (1991). Consumer Behaviour: A South African Perspective. Pretoria: Sigma. 

Rangsan, T. (2011). The influence of sale promotion factors on purchase decisions a case 

study of portable PCs in Thailand. Internation conference on financial 

management and economics ( 130-134). Singapore: IACSIT Press. 

Rizwan, R. A., Vishnu, Parmar & Muhammad, Ahmed ,A. (2014). Impact of Product 

Packaging on Consumer’s Buying Behavior. European Journal of Scientific 

Research, 120(2), 145-157. 

Rousseau, P.L. & Wachtel. P. (2000). Equity Markets and Growth; Cross Country 

Evidence on timing and outcomes. Journal of Banking and Finance, 24, 1933-

1957. 

Rundh, B. (2005). The multi-faceted dimension of packaging. British Food Journal, 

107(9), 670-684. 

Rundh, B. (2005). The multi-faceted dimension of packaging. British Food Journal, 

107(No.9),  670-684. 

Saini, A., Grewal, R. & Johnson, J.L. (2010). Putting market-facing technology to work: 

Organizational drivers of CRM performance. Journal of Marketing Letters, 21(4), 

365–383. 

Seyed, A. M., & Mohammad, M. J. (2014). Examining The Relationship Between 

Packaging And Consumer Buying Behavior (Case Study: Comparison Of 

Pasteurized 1.5l Milk Of Brands Roozaneh And Mihan). Indian Journal of 

Fundamental and Applied Life Sciences, 4(1),  1038-1044. 

Shahrzad, Z. M. ,Arman, H. (2013). Consumer behavior and Consumer buying decision 

process. International Journal of Business and Behavioral Sciences, 3(No.5), 20-

23. 

Silayoi, P. & Speece, M. (2007). The importance Of Packaging attributes: a conjoint 

analysis approach. European Journal of Marketing, 9(4), 1495-1517. 



73 
 

Silayoi.P & Speece,M. (2004). Packaging and purchase decisions. British Food Journal, 

106(8), 607-628. 

Singh, M. (2012). Marketing Mix of 4P’S for Competitive Advantage. Journal of 

Business and Management, 3(6), 40-45. 

Solomon,G. (1995). Consumer Behaviour. (3. Ed, Ed.) New Jersey.: Prentice Hall 

Stayman. 

Sonsino, S. (1990). Packaging. Disen˜o, materiales y tecnologı´a. Barcelona: Gustavo 

Gili. 

Stewart, B. (2004). Packaging Design Strategies. London: Pira International Ltd. 

Thang, F. Z. (2009). Impact Of Interest Rate And Exchange Rate On The Stock Market 

Index In Malaysia: A Cointegration Analysis .Malaysia: Universiti Sains 

Malaysia. 

Thapa, K. (2011). Consumer switching behaviour a study of shampoo brands, national 

monthly refereed. journal of reasearch in commerce & management, 1(.9), 34-46 

Thompson S.H. & Yon, D. (2013). Assessing the consumer decision process in the digital 

marketplace. International journal of management sciences, 31, 349 – 363. 

Underwood, R. (2003). The communicative power of product packaging: creating brand 

identity via lived and mediated experience”. Journal of Marketing Theory and, 8(1),  62-

76. 

United Nations Development Programme . (2005). international cooperation at a 

crossroads: aid, trade and security in an unequal world. New York: Hoechstetter 

Printing Co. 

Usman, A. U. & Abdulmumini, B. A. (2013). Nigeria Stock Exchange Market And 

Economic Growth: A Johansen Cointegration And Causality Approach. 

International Journal of Advanced Research in Management and Social Sciences, 

2(1), 74 - 83. 



74 
 

Vidales, G. M. (2005). El mundo del envase. Manual para el disen˜o y produccio´n de 

envases y embalajes.Mexico: Gustavo Gili. 

Yamane, T. (1967). Statistics: An Introductory Analysis. New York: Harper and Row. 

Wang, L. (2010). Empirical Analysis of Macroeconomic Factors Affecting Stock Prices. 

Orient Academic Journal,4(2), 132-133. 

Wells, L.E., Farley, H., & Armstrong, G.A. (2007). The importance of packaging design 

for own-label food brands. International Journal of Retail & Distribution 

Management, 35(9), 677-690. 

Westfall, L. (2009). Sampling Methods. London: The Westfall Team. 

Zinkhan, G. M. (1992). Human Nature and Models of Consumer Decision Making. 

Journal of Advertising, 4(21), 1 - 12. 

 

 

 

 

 

 

 

 

 

 

 



75 
 

 

 

 

 

 

 

APPENDICES 

 

 

 

 

 

 

 

 

 

 

 

 



76 
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APPENDIX 3: QUESTIONNAIRE TO TURBO KING CONSUMERS 

Dear respondents, you have been selected to participate in this study. This study is called 

Product Packaging and Consumer Buying Behavior in Brewery industry, Rwanda. This 

research is purely for academic purposes. The information provided will be treated with 

highest confidentiality. Respond by ticking the most appropriate response. 

Joseph Uwimana 

Instructions 

Tick the collect answer of your choice for the alternative (multiple choice) questions in 

the box provided and for non-multiple choice (detailed) questions; you are kindly 

requested to give your view, option or perception in the space provided. If the space is not 

enough, you write behind the page. 

Part A: Questions related to demographic characteristics 

1. How old are you? (Tick only one ) 

a. Between 20 and 30 years  

b. Between 30 and 40 years 

c. Between 40 and 50 

d. Above 50  years 

 

2. Gender (Tick only one ) 

a. Male  

b. Female 

3. What is your level of education?(Tick only one ) 

a. Doctorate 

b. Master’s degree 

c. Bachelor’s degree 

d. Secondary 

e. vocational/adult education 
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Part B: Questions related the research objectives 

Questions related thedeterminants related to product packaging that influence consumer 

buying behavior in  brewery in industry 

4. The determinants related to product packaging that influence consumer buying 

behavior on Turbo King 72 Cl and 50 Cl. Please, tick the best in each column. 

Determinants related to product packaging 72 Cl Tick 50 cl Tick 

Packaging Color     

Packaging Material     

Design of Wrapper     

Innovation     

Background image     

Font style     

Others , specify and explain 

………………………………………………………………………………………………

………………………….. 

5. The following are the other determinants related to product packaging that 

influence consumer buying behavior on Turbo King 72 Cl and 50 Cl; in relation to 

your level of perception, fill the following Table using strongly agree = 1, agree = 

2, Undecided = 3, Disagree = 4 and Strongly disagree = 5.  Please, tick the best in 

each column. 

 1 2 3 4 5 

Color of  Packaging matters  in purchasing a product 

 

     

Wrapper Design is important in Packaging      

Design of product wrapper influences consumer buying 

behavior 
     

 Creative font style in packaging BRALIRWA products      

 Innovation of product attract consumers in purchasing 
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6. Factors influencing consumer behavior for Turbo king products (50 Cl and 72 Cl). 

Tick only one; 

a) Cultural factors (Culture and societal environment, Social classes and Cultural 

trends). 

b) Social factors (Family, Social roles and status) 

c) Personal factors (Age and way of life, income, Lifestyle and Personality and self-

concept 

d) Psychological factors (Motivation, Perception, Learning, Beliefs and attitudes) 

e) Others , specify and explain 

………………………………………………………………………………………

………………………………….. 

7. Tick on the benefits brought by Turbo King packaging to BALIRWA (Both 72 Cl 

and 50 Cl):.Please, tick the best in each column. 

Benefits 72 Cl Tick 50 cl Tick 

 Bring in significant profit     

 Product differentiation     

Attract consumers and encourage purchase     

Discourage competitors     

Sales promotion tool     

Increases sales and market share      

Reduces promotional costs     

Increase inventory turnover     
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8. The major issues that was taken into account when packaging both Turbo King 50 

Cl and 72 Cl to increase benefits:Please, tick the best in each column. 

Major issues that was taken into account 72 Cl Tick 50 cl Tick 

Consumer preferences      

 Consumer buying behavior     

Competitors’ products quality      

Product protection     

Add value of product     

 

9. The important elements that drive the turbo king packaging process.  Please, tick 

the best in each column. 

The important elements : 72 Cl Tick 50 cl Tick 

New technologydrives the turbo king packaging 

process 

    

 Material developmentdrives the turbo king packaging 

process 

    

Consumer’s choices and desiresdrives the turbo king 

packaging process 

    

 

The following are thebenefits related to consumer buying behavior brought by product      

packaging in brewery in industry, fill thefollowing Table using strongly agree = 1, agree 

= 2, Undecided = 3, Disagree = 4 and Strongly disagree = 5 . Please, tick the best in each 

column. 
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10. The benefits related to consumer buying behavior brought by turbo King 

packaging for   TK 50 Cl in BRALIRWA 

 1 2 3 4 5 

 Purchasing decision increased       

 Purchasing Power increased      

Improved consumption satisfaction      

 

 

 


