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Abstract 

In an increasingly competitive marketplace, product advertising which 
forms one of the powerful medium of advertisement has gone beyond 
merely introducing a wide range of goods with less concerned about the 
essential information of the goods and services. Whilealso, the product 
package design which often serve as an indispensable form of 
communication in persuading the public on the right choice due to its 
various branches combined to create advertising effectiveness dose not 
portral expected appeal. This paper discusses product packaging from global 
dimension as well looked into the inter role of brand images on product 
packages as agent for advertising interaction. It also provides the 
understanding of the various explorations of visual surface designs on 
product packages that enriches life as well promotes the increasing 
production of goods and service in Nigeria. 

 
Introduction 
     Traditionally, product advertising in Nigeria was prominently done through direct contact. Its 
processes involve physical or personal contact with the prospective buyers through street hawking, 
sales canvassing, bus-selling. As time passed by, the use of motorbikes and cars were deployed in 
advertising consumers’ products. This was done by using the public address system firmly attached to 
the bounty or roof of the car with the advert blowing his vocal-cord with loudspeaker to reach out to 
prospective buyers. With time, the media became a means of indirect advertising. This means proved 
relatively effective since unlike direct advertising it has the advantage of reaching more people in a 
short period of time and space without heavy investment on labor. 
 

      Product advertising has gone through a lot of evolutionary processes but it suffices to say that 
the development of packaging cannot be discussed fully without the consideration of the technological 
and social conditions to modern advertising since they are interwoven. Hence, it has become 
necessary to understand the general conception of advertising and its meaning which has been defined 
and interpreted as a complex discipline in several ways. According to Jefkins (1973), people advertise 
because they have something to sell or someone else has something that others want to buy. While 
Wright  (1977) saw advertising as a powerful communication force and vital marketing tool for 
promoting the sales of goods, services, and ideas (or ideals) through persuasion. Klepner (1952) 
further defined advertising as the vehicle that moves a product along the journey from the point at 
which it was made to the point at which it is bought by its user / consumer. Britannica Encyclopeadia 
(1987) defined advertising as ‘a form of communication intended to promote the sales of a product or 
service, to influence public opinion, to gain political support, to advance a particular cause or to elicit 
some other response desired by the advertiser. In the same vain, Encarta Encyclopeadia (2003) 
described advertising as, ‘collective term for public announcements designed to promote the sale of 
specific commodities or services. Lears (1994) in a poetic form defined advertising by saying ‘they 
urge people to buy goods, but they also signify a certain vision of the good life. In a broad sense, 
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advertising can be defined as a form of mass selling employed when the use of direct, person to 
person selling is impractical, impossible, or simply inefficient. Advertising being an indispensable 
crucial form of communication, has been in use to enrich lives, increase production of goods and 
services, create employment for people and pave way for national prosperity.  
      Sociologists also admit that advertising has substantial influence on the behaviour of people 
and on the lifestyles that they live as Dyer (1982), declared that: 
 
 Although the goods on display in shops and markets do not   usually relate to our 

urgent needs, we nonetheless desire them. Advertising’s central function is to 
create desires that previously did not exist. Thus advertising arouses our interests 
and shaped by the demands of the system of production, not by the needs of the 
society or the individual. It is thus the advertiser’s task to try to persuade rather 
than inform. 

  
    The consideration in this paper, however, falls on the use of package situation where its 
design really serves as agent in the advertising interaction.       
 
Product Packaging Across Ages 
     Packaging is an age long practice of man as it touches several spheres of human life; from the 
preservation of his food to products made for sales. However, packaging is that part of product 
planning and development which relates to the design of products container, or wrapper whose 
purpose, is both to protect the item and enhance its value to the consumers. It is therefore safe to say 
that “the pack protects what to sell and what it protects”. Moreover, packaging provides a good basis 
for the effective distribution of the product and this adds a third dimension to the economic values. 
According to Stanton and Futrell (1987), the term Packaging is an activity that is involved in the 
designing, developing and producing containers or wrappers for products. The container of the 
wrapper is called the package. Gardner, (1981) defined packaging as “a creatively conceived  part of a 
product planning and development, aesthetically attractive, yet simple container or presentation 
device that can be produced, stored, physically handled and marketed for the least cost”. It can take 
any form such as metal, plastic, glass, paper, calabash, wood, leaves, leather, ceramic, palm basket, 
cane basket etc.    In the beginning, natural containers such as gourds, animal bladders, leaves and 
skins were used as packages. Although this practice had been on with mankind, it was only during the 
second half of the nineteenth century that design and production of packages became a more serious 
business (Davis 1969). However, certain conditions have to be met before goods could be packaged 
for sale. Firstly, there must be a trading community, coupled with the existence of persons with ability 
to design containers with readable labels for easy identification of the product being put up for sale. 
The Germans fulfilled this condition in the 1550’s when they wrapped their products with well printed 
designs papers. Although the original motive behind packaging was not the advertisement of goods 
per say but to prevent them form being damaged when they are in transit, and from deterioration when 
stored (Davis, 1969). These roles over the years have been developed to what is known today as 
package communication (Meyers, 1981). The development of package design with specific functions 
in modern marketing has gradually developed. In respect of this, Larrabow stated that: 
 

As modern merchandising developed, the package took over from the   
manufacturer, and buyer yet another. Manufacturers discovered that 
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packaging could be made a sales asset. They discovered further that by the 
proper use of design, and through clever fusion of lines and colour, 
their packages were given beautiful appeal which caused consumers to pick 
their products over these competitors (Larrabow, 1935). 

   
     The availability of paper in large quantity and the discovery of lithographic printing made the 
production of packages in large quantities to meet the needs of goods manufacturing industries 
possible. Developments in printing has equally led to the reproduction of package design with lesser 
labour, printing also revolutionized package labeling. This assertion was noted by Davis (1969:89) 
when he wrote: 

The influence of developments in printing and typography on nineteenth 
century package design can hardly be overestimated. Besides all the packs 
which were wholly printed – wrappers, bags and fancy tins-the surface 
design of most others was printed applied to packaging with the paste-brush 
most wooden boxes, cardboard boxes, bottles and poster the  cheaper tins, 
relied largely for character on printed paper labels. 

 
    It must be recognized that a package performs two major functions: serving as a container for 
the product and as a product identification medium that could influence the purchaser at times 
(Gardner, 1981). The package must be able to protect the product; it should equally be convenient for 
shipping, handling and distribution. It should also communicate a piece of visual information to the 
buyer of the product. If a product fails to sell, it could be due to bad marketing policies or bad 
advertising. If the package does not reflect the actual attributes of the product, it may not equally sell 
(Larrabbe, 1935).      The position above revealed that packaging has gone beyond protective devices 
as it serves efficaciously to execute advertising processes. 
 
Packaging in Nigeria 
      Having discussed briefly the history and development of packaging globally, there is need for 
us to examine the Nigerian situation which is the focus of this paper. Prior to contact with Europeans, 
different types of leaves were used for the packaging and preservation of food and other delicate 
commodities in the traditional African setting. African contact with European education brought a 
change in the taste and patterns of African ways of life. Foreign goods flooded the market most of 
which came in beautiful packs and labels. As the taste and buying habits of Nigerians changed, other 
industrialized countries turned the country into a dumping ground for consumable products as a result 
of competition in the products imported into the country. The competition was propelled by the 
various attractive design used for launching them into the market. No doubt, the increasing level of 
education led to more awareness which equally influenced the psyche of the middle class. They 
obviously took to that (products) which was well packaged instead of patronizing good packaged in 
the erstwhile manner.  
    Around the independence period, advertising agencies were established although their number 
was relatively few while European artists were employed for the production of the designs.  Most of 
the product advertisements prior to the sixties and proceeding years were European in outlook. A 
reflection on the past three decades reveals that advertising and packaging in Nigeria have been 
completely revolutionized. There is also a proliferation of manufacturing industries working side by 
side with the packaging sector to meet the demands of indigenous factories which make products for 
the consumption of the industrialized ponety. In nowadays competitive environment the role of 
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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 ultimate selling 
proposition stimulating impulsive buying behaviour, increasing market share and reducing 
promotional costs. According to Rundh (2005) package attracts consumer’s attention to particular 
brand, enhances its image, and influences consumer’s perceptions about product. Also package 
imparts unique value to products as well works as a tool for differentiation, i.e. helps consumers to 
choose the product from wide range of similar products, stimulates customers buying behaviour 
(Gonzalez., Thorhsbury, & Twede  2007). Thus package performs an important role in marketing 
communications and could be treated as one of the most important factors influencing consumer’s 
purchase decision. In this context, seeking to maximise the effectiveness of package in a buying place, 
the researches of package, its elements and their impact on consumer’s buying behaviour became a 
relevant issue. 
       Traditional African packages primarily keep different items together and help to identify 
them; thus performing similar function that the foreign influenced packages performs in contemporary 
time. They are cheap in price and are convenient for storage, sales and handling. Even though these 
traditional forms of packaging perform the storage, protection, retailing, transportation and 
promotional functions for agricultural products and valuables, they are not suitable for prolong 
storage because of inadequate power to provide protection against moisture. With the passage of time, 
packaging went beyond being mere container for storage and transportation to a specialized marketing 
tool for product advertising, promotion and sales. Various branches of knowledge are combined to 
make packaging an effective marketing tool. Acknowledging this Burg (1975: 85) wrote that:- 

 
Packaging of merchandise is as much a science as it is on art. It uses the 
corpus of knowledge, with its depended on specialized  branches of physics 
and chemistry, biology and engineering graphic design and marketing, 
statistics and operational research growing all the time as we develop new 
materials, new markets  and more advanced methods of construction and 
manufacture.   

 
    The importance of packaging in the modern advertising is summed up by Wright et al (1977:98) 
who noted that: 

All the this discussion adds up to the observation that packaging is the 
biggest advertising medium of all. It has been estimate that a typically 
grocery product may get more than 15 billion potential exposures to the 
public in a year. This will cost nearly 50 million if conventional media were 
used. The package had evolved from a protective device into an extremely 
important sale tool. In some product categories, packaging innovations is 
an crucial as product development in itself......... packaging is                     
also becoming increasingly important to marketing success of                    
industrial – goods manufacturers. (p. 98).   
 

Package Design Development Considerations 
      Package design developments are often thought of as an integral part of the few product 
process. Package design globally and in Nigeria particularly has gone beyond being mere container 
for storage and transportation. It has been playing a leading role with very strong impact on the 
behaviours and choices among the consumers. Some of its elements as a marketing tool that gain 
increasing importance are the aesthetic quality, the ability of giving information and seductions and 
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the positive contribute hold by the prestige of the product. At the first glance, package design should 
be able to communicate not only the characteristics of the product but even its story, taking advantage 
of the emotional values. With the gradual trend in package design, it has revealed that packaging is no 
longer considered a container anymore as it represents an instrument through which it is possible to 
communicate with the consumer, who is always greedier of information that can capture his curiosity 
and stimulate him. We cannot ignore that after the development of the commerce, often the consumer 
has to choose the product through the monitor on line, and therefore, it is important to look always for 
better graphic solutions that would be able to arouse consumer’s interest.        
      It is against this background that this paper narrowed down its scope on visual 
communication of product packages in question.  Therefore, we shall extend the frontiers of this paper 
to certain package design concepts which aid marketing products. Within the approach of marketing, 
advertising creates identity for the product so that it can sell and be demanded over and over again by 
the consumers. Davis (1975) noted that advertising are practiced in many different forms one of 
which is package design.  Package design is a specialized art that is founded and sustained on display 
mentality. It is an interesting communication which thrives on undue romantization of the ordinary. 
This is done through the employment of carefully crafted visual designs deliberately aimed at 
translating the latent ‘desire instinct’ in targeted audience into an acute acquisitive impulse of an 
unrepentant hedonist. It is this acquisitive instinct induced through package design slogans that was 
noted by Gardner and Mayers (1981) when they revealed that package design mainly convinces most 
people psychologically to buy their choice among various products. 
        Packaging has developed from containers of products into vehicles for communicating visual 
messages already articulated by those responsible for the marketing of products to the consumer. The 
aesthetic factor which form the most significance aspect of product design can probably afford the 
designer the greatest scope of artistic ability and originally. The designer need to consider the 
preferences and prejudices of prospective customers; for example, colors and designs which appeal to 
women might not appeal to men. He should also bear in mind the designs and colors used by the 
makers of rival products so that there is no chance of confusion in the customer’s mind. Here again 
the need of the export market have to be borne in mind, as a design or colour which is quite 
acceptable in this country could prove to be offensive in some overseas market. Packages frequently 
carry important information such as warnings about the misuse of the contents, how to open, reclose 
and store the package, how to obtain the best use of the contents and so on. The designer must allow 
for this item in his overall design, the text should be bold and readable and not too lengthy. 
Alternatively, development of a package (or component) can be a separate process, but must link 
closely with the product to be packaged. Package design starts with the identification of all the 
requirements: structural design, marketing, shelf life, quality assurance, logistics, legal, regulatory, 
graphic design, end-use, environmental, etc. The design criteria, time targets, resources, and cost 
constraints need to be established and agreed upon. 
       According to Rettie, & Brewer, (2000), in the recent years, package design has increasingly 
become one of the most important elements in the marketing mix and equaling surpassing importance 
for product advertising and sales promotion. Rettie, & Brewer,’s statement proves the fact that while 
advertising and sales promotion can stimulate the consumer to look for the product, it is the package 
which strikes the consumer first at the point of purchase that makes the most impact, (Wright , 1977). 
If the consumer purchases the product, it means the design package has succeeded in communicating 
the marketing objectives to him. Designed packages serve as vehicle for identification by carrying the 
manufacturer’s name, trade mark and the brand name. It provides information about the product along 
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with instruction for the consumer.    For example, “Super Blue Omo Detergent” in its package design, 
the use of its quality effects on cloth if used compared to other detergents. The indication of its 
cleaner effect and other qualities as shown on its design reflects on consumer’s appeal. In another 
package design piece, where each package has different captions and images, most especially the 
Tooth-Paste package, “Macline tooth-paste” and “Close-Up Tooth-Paste that gained market attraction 
in Nigeria in recent time were as a result of the physical attractive qualities of their package. This is in 
response to the need for quality projection through its package. It is this need for quality projection 
that has led to the general tendency towards exploitation as much of these are evident in package 
design. Most often, generally, ladies features are usually seen a strong metaphor for beauty and the 
gender delicacy were deliberately used for package design for some specific goods or products such 
body perfume/ creams, toilet soaps etc. to smooth the masculine ego of men. More also, the 
contention here in the use of famine features should be guided by the nature of the goods being 
promoted rather than the target audience. It is important to note that the bottom –line in this choice 
and use of package design pieces is the heightening of deriving instinct in the audience. 
 
Conclusion 
      The foregoing has ostensibly revealed that packaging is a most effective advertising medium 
in the global and national term. For a package to attract consumers to a product and also build a 
positive image for the product, it is essential for manufacturers or producers (industrial or small-scale, 
traditional or modern) to constantly evaluate the effectiveness of its packages design. This would 
enable them to know if the package is still pulling the punch in terms of visual strength, emotive 
message and competitiveness, in order to meet with the current environmental condition, requirement 
of convenience economy and safety. Therefore, issues of its aesthetics in terms of patterns, choice of 
colour, size and wrapping formats or styles must be taken into consideration for effective 
communicative appeals, since package is the first contact the consumers will have with product. The 
paper therefore recommends that for effective advertising product, package design must be given 
good consideration, especially in good production, where appeal has to be made to the aesthetic, 
attractive and comely appreciative sense of the prospective buyer. Effective communication and 
packaging in the future should be relevant to the needs and desires of those persons with whom the 
seller wishes to communicate. 
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