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ABSTRACT

Article History:

The package which is often seen as the “silent Salesman” plays a vital role in the marketing of a
product. Packaging refers to all activities in the product planning that involves designing and
producing the container or wrapper that holds the product. This study critically examined the effect of
repackaging on sales volume/turnover of some selected food and confectionary companies in Nigeria.
A two-stage purposive sampling technique was used in the selection of the sample size for the study.
Published reports of selected firms and oral interview were the major sources of data Data collected
were analyzed using inferential statistics (correlation and, t-test). It was discovered in the course of
this study that there was negative (inverse) relationship at 10% level of significance in the sales
volume/turnover of the two companies (Cadbury Nigeria Plc and Nestle Nigeria Plc) between their
pre and post packaging periods. This shows that the repackaging of products done contributed to the
increase witnessed in the company’s turnover. Therefore it can be said that repackaging of products
leads to an increase in a company’s turnover. Based on the findings of this study, we recommend that
companies should from time to time so as to disband the counterfeit companies that produce their
products in unsolicited ways. Companies should follow the trend of technological improvement and
innovations in carrying out their repackaging activities. Equally, it is recommended that product
repackaging should be considered as companies thrust or major policy issue that should be reviewed
in tune with the detects of the changing marketing environment from time to time.
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INTRODUCTION
The fate of a business organization operating in a market
environment is ruled by its customers. If customers value the
goods and services more than their costs of production, the
business thrives, otherwise it needs external support or goes
bust (Michael and Kostas, 2013). The packaging of a product is
an important part of its branding process. It plays a role in
communicating the image and identity of a company
(Sajuyigbe 2013). Packaging refers to all activities in the
product planning that involves designing and producing the
container or wrapper that holds a product. Repackaging could
be regarded as putting or modifying a product in a form from
its original form to attract or appeal to more customers.
Repackaging could also be referred to as a means of re-casing a
product into a new package using boxes, bags and/or other
types of containers and provides a brand new product to the
market. The basic function of product repackaging is to
modify an already existing pack of a product range which
enhances continuous patronage and competitive edge above
competitors (Stewart, 1995). Lewis (1991) explains that a good
packaging is far more than a “salesman”; it is a flag of
recognition and symbol of values. The original purpose of
packaging is protection against risks such as damage while on
transit, spoilage or expiration, decay and theft.
*Corresponding author: Maria-Stella Njoku,
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Repackaged packs help to sell a product more, as they are
made more attractive and appealing to consumers. The need for
an organization to properly repackage its products for delivery
to consumers in order to deliver a clear, consistent, credible
and competitive offering has become a challenge for every
result oriented firm (Nto, 2015). Business organizations are
constantly seeking ways to enhance their performances in order
to compete actively and aggressively in the market. Profitoriented organizations have long recognized the importance of
creating value in the products and services they offer to the
customers, all in the common objective to deliver commercial
goods efficiently in order to keep the current customer-base
satisfied. The use of sales growth as a measure of firm’s
performance is generally based on the belief that growth is a
precursor to the attainment of sustainable competitive
advantages
and
profitability
(Abu-Aliquah,
2012).
Organizational growth has been often associated with
entrepreneurship (Chan et al., 2012). Aremu and Lawal (2012)
stated that while growth has been considered the most
important measure in small firms, it has also been argued that
financial performance is multidimensional in nature and that
measures such as financial performance and growth are
different aspects of performance that need to be considered.
PROBLEM STATEMENT
The constant cry by consumers for safe products that will not
affect their health adversely or that of their families can only be
assured through the repackaging of products.
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This will ensure that fake and adulterated products are
eliminated from the market. (Silayoi and Speece, 2007). There
is problem of high cost of some beverages, which has made
pertinent the role of repackaging towards making products in
small packs and, sachets that are affordable to meet the
requirements of different classes of consumers. Repackaging
becomes necessary to address these issues. According to
Barney (1991), companies are aware of the need to widen and
extend the reach of the company’s products and services to
new markets in order to increase its share and customers.
Strategies, plans and techniques in the areas of operations,
communication and marketing, sales, supply chain, logistics,
research and development, performance measurements as well
as social and corporate obligations and responsibility are
continuously improved all for the benefit of the target market.
Justin and Hansen (2003) pointed out that firm’s growth is not
static in nature and there may be considerable variation in firm
growth over time.
As such, the dynamic nature of growth is an area worthy of
investigation. Furthermore, they stressed the various
performance measures and suggested that if only one indicator
had to be chosen as a measure of firm growth, then the
preferred measure of growth should be sales. Sales figures are
relatively easy to obtain and reflect both short term and longterm changes in the firm. Firms engage in the repackaging of
their products in order to gain dominance in the market. This
dominance is often shown by their increase in sales volume.
Researches have for long focused on the profitability of firms
without adequately looking at their sales volume. This
necessitated the need for this study. This study therefore sought
answer to the question: does repackaging have any effect on
the sales volume of companies?
OBJECTIVE OF THE STUDY
The objective of the study was to examine the effect of
repackaging on sales volume of food and confectionary
companies in Nigeria: a case study of Cadbury and Nestle
Nigeria Limited.
HYPOTHESIS
The hypothesis of the study was stated in null form.
H0: Product re-packaging activities do not have significant
effect on sales volume of companies

RESEARCH METHODOLOGY
The research area comprised of all food and confectionary
companies in Nigeria. A two-stage purposive sampling
technique was used in the selection of the sample size for the
study. The first stage comprised of the selection of all food and
confectionary industries enlisted on the floor of the Nigeria
Stock Exchange who have their designated corporate
Headquarters resident in Nigeria. The second stage involved
the selection of two major contenders in the market: Cadbury
Nigeria Plc and Nestle Nigeria Plc. The major source of data
was from published reports of selected firms in the industry of
study. Data was also collected by the use of oral interview to
establish facts there were not clear. Data were analyzed using
inferential statistics (correlation and, t-test).
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Their formulas are below:
The Pearson correlation coefficient R mathematical model is
represented in notation 1 given as:

rxy=

∑( -  ) (y-y)
nSx . Sy

Where: X and Y are each values of variables as represented by
X and Y.

X and Y are mean values of X and Y
Sx and Sy are standard deviation of X and Y and
n is the number of paired values.
The t-test statistics for Difference of mean is represented as
notation 2 shown as:
t=

(1 - 2 )
S12 .+ S22
n1
n2

Where,

X 1= mean of the first set of values
X 2 = mean of the second set of values
n1= sample size of the first set of values
n2 = sample size of the second set of values

S12 = variance ( S12 ) or standard deviation (S1) of the first set
of values
S22= variance (S22) or standard deviation (S2) of the second set
of values.

RESULTS AND DISCUSSION
The analysis is billed at determining the relationship between
product pre-repackaging and post-repackaging performance of
companies in the food industry in Nigeria. The basis of
assessment was their turn over. They are shown in tables
below:
Turnover of Cadbury Nigerian plc and Nestle Nigerian plc
Table 1. Shows the Turnover of Cadbury plc and Nestle plc
for operational periods before product repackaging

Source: Annual account of Cadbury Nigerian PLC and Nestle
Nigerian PLC 1989-1993

Table 1 shows the Turnover of Cadbury Nigeria PLC and
Nestle Nigeria PLC for operational periods before product
repackaging. The results clearly indicate that Cadbury Nigeria
PLC had the highest turnover for the operational periods before
the product repackaging.
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Table 2 shows the turnover of Cadbury and Nestle for the post
product Re-packaging period
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Table 5. t-test of the turnover of Nestle Nigeria Plc
(before and after repackaging)

Source: Annual Reports of Cadbury Nigerian PLC and Nestle Nigerian
PLC 2007 - 2011.

Table 3. Turnover Differential Factor (a)

Source: Field data, 2016.

This shows that the repackaging of products done contributed
to the increase witnessed in the company’s turnover. Therefore
it can be said that repackaging of products leads to an increase
in a company’s turnover.
Source: Derived from Table 1-3

Table 2 above shows the turnover of the two firms understudy
for the post product repackaging periods 2007 -2011. Table 3 is
the determination of turnover differential of Cadbury Nigeria
PLC and Nestle Nigeria PLC as period of pre –product
repackaging is compared with period of post product
repackaging. This is the test for relationship (strength of
association) between the market share of the companies before
and after the repackaging of products.
The hypothesis was stated thus
Ho: Product re-packaging activities do not have significant
effect on sales volume of companies
HA: Product re-packaging activities have significant effect on
sales volume of companies

Source: Field data, 2016.

Figure 1. Graphical representation of the turnover of Cadbury
Nigeria Plc Pre-packaging and post-packaging periods

Decision rule: we accept the hypothesis as stated above if the
analysis is positive but we reject the stated and adopt the
alternative. In this case, the alternative is HA.
Analysis is based on t-test statistics represented by the
mathematical notation above.
The results are explained below
Table 4. t-test of the turnover of Cadbury Nigeria
Plc (before and after repackaging)

Source: Field data, 2016.

Figure 2.Graphical representation of the turnover of Nestle
Nigeria Plc Pre-packaging and post-packaging periods

Source: Field data, 2016.

Table 4 shows the t-test result of sales volume of Cadbury
Nigeria Plc pre-packaging and post packaging periods. The
result showed that there was negative (inverse) relationship at
10% level of significance in the sales volume of Cadbury
Nigeria Plc between their pre and post packaging periods. This
shows that the repackaging of products done contributed to the
increase witnessed in the company’s turnover. Therefore it can
be said that repackaging of products leads to an increase in a
company’s turnover. Table 5 shows the t-test result of market
share volume of Nestle Nigeria Plc pre-packaging and post
packaging. The result showed that there was negative (inverse)
relationship at 10% level of significance in the sales
volume/turnover of Nestle Nigeria Plc between their pre and
post packaging periods.

Figure 1 shows the graphical representation of the sales volume
of Cadbury Nigeria Limited. From the Figure, we noticed the
slight increment in the turnover of Cadbury Nigeria Plc in the
pre-packaging period of between 1989 and 1993. After the
repackaging of products was done, the company witnessed an
up soar in its turnover, from about 1.5 million points in 2007 to
about 3 million points in 2011. Figure 2 shows the graphical
representation of the sales volume of Nestle Nigeria Limited.
From the Figure, we noticed the slight increment and then a
sharp decline in the turnover of Nestle Nigeria Plc in the prepackaging period of between 1989 and 1993. After the
repackaging of products was done, the company a steady
increase in its turn over from 2007 to 2011. Figure 3 shows the
turnover of the two (2) companies under review. Here we
noticed that the two firms (Cadbury Nigeria Plc and Nestle
Nigeria Plc) witnessed up soar in their turnover after they
carried out the repackaging of their products.
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Conclusion and Recommmendations
This study critically examined the effect of repackaging on
sales volume of some selected food and confectionary
companies in Nigeria.
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Companies should follow the trend of technological
improvement and innovations in carrying out their repackaging
activities. Equally, it is recommended that product repackaging
should be considered as companies thrust or major policy issue
that should be reviewed in tune with the detects of the
changing marketing environment from time to time.

REFERENCES

Source: Field data, 2016.

Figure 3. Graphical representation of the turnover of Cadbury
and Nestle Nigeria Plc Pre-packaging and post-packaging periods

Packaging refers to all activities in the product planning that
involves designing and producing the container or wrapper that
holds the product. A significant improvement in packaging
(repackaging) of a product can even create a new product by
expanding the ways in which it can be used, and thus its
potential markets. Packaging and repackaging of products help
to stabilize the influence of the product in the market. It
equally helps ensure that the product retains its viability in the
market. It was discovered in the course of this study that there
was negative (inverse) relationship at 10% level of significance
in the sales volume/turnover of the two companies (Cadbury
Nigeria Plc and Nestle Nigeria Plc) between their pre and post
packaging periods. This shows that the repackaging of products
done contributed to the increase witnessed in the company’s
turnover. Therefore it can be said that repackaging of products
leads to an increase in a company’s turnover. Based on the
findings of this study, we recommend that companies should
from time to time so as to disband the counterfeit companies
that produce their products in unsolicited ways.

Abu Aliqah, K. M. 2012. Differentiation and Organizational
Performance: Empirical Evidence from Jordanian
Companies. Journal of Economics, 3 (1) 3-8
Aremu M.A and Lawal A.T. 2012. Exploring marketing
strategy as a catalyst for performance in Nigerian
telecommunication industry. IJMBS 2 (4), 65 – 71
Barney, J. B. 1991. Firm resources and sustained competitive
advantage. Journal of Management, Science, .17, ( 1). 99–
120.
Chaneta, I. 2012. Marketing: Packaging and Branding. Journal
of Comprehensive Research,12(4) 34-38
Justin, H., Hansen, E. 2003. Strategic Marketing in the Global
Forest Industries, Authors by Academic Press, Corvallis.
Lewis, M. 1991. Understanding Brands, Kogan Page, London.
Nto, C.P.O 2015. Evaluation of the effects of product
repackaging on the performance of selected firms in
Nigeria. A case study of Nestle Nigeria Plc and Cadbury
Nigeria Plc. An M.sc thesis submitted to the Department of
Marketing, Michael Okpara University of Agriculture,
Umudike.
Sajuyigbe, A.S., Ayanleke, S.O. and Ola O.S. 2013. Impact of
packaging on organizational sales turnover: a case study of
Patterson Zoconist Cussons (pz) Plc, Nigeria.
Interdisciplinary Journal Of Contemporary Research In
Business. 4 (11), 497 – 508.
Silayoi, P. and Speece, M. 2007. The importance of packaging
attributes: a conjoint analysis approach: European Journal
of Marketing, 41 (11) 1495–1517
Stewart, B. 1995. Packaging as an Effective Marketing Tool,
Pira International, Surrey. ijcrb.webs.com

*******

