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New Consumer Products Branding, Packaging and
Labeling in Nepal
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ABSTRECT

This paper focuses on existing practice of branding, packaging and labeling of new products
in consumer product manufacturing units . Product identification is not possible without brand name.
Protection of product is also equally important to provide quality product for consumer satisfaction.
Information regarding the product such as: ingredents, guidelines to use, price, produced and expiry
date etc. are also concerned subject of the potential buyer. All these aspects have to be considered
for effective promotion of product. It is useful for immediate introduction and recovery in the market

by a new product.
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Background

Market is a prime challange to a manufacturer in this competitive environment.
Consumer needs are changing continuously. Buyers are in search of useful products to satisfy
their needs and wants. Companies are continuously trying to offer more valuable unique
products to the potential buyers. In this context, to offer a useful new product that can be
easily identified in the market is possible through suitable brand name. Besides this consumer
awareness is increasing, they like to know other information regarding the quality and use of
products. Similarly product success and effective promotion is not possible without proper
packaging. Quality products have to be delivered safely to the buyers in convenient market
place. Many consumer products are produced and commercialized in Nepal. Manufacturing
units are using the brand name, packaging and labeling. Real practice on these aspects was

unknown. Factual findings can support to take better decision for effective use of them.

Study Methods
Descriptive presentation of facts collected through questionnaire survey concerned
with different section of consumer new products (soap, biscuit, noodles, cigarettes and

cold drinks) is the methodiology followed in the study. The survey covered thirty-two new
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products of different eighteen manufacturing units. The respondents sampled to fill-up the
questionnaire were eighteen line managers taking the responsibility of marketing including
new product planning and development. Besides this, thirteen top level management

authorities of the units were also interviewed to achieve the objectives of the study.

The Theory

Abrand is a name, term, sign, symbol or design or combination of them, intended to
identify the goods or services of one seller or group of sellers and to differentiate them from
those of competitors (Kotler, 1996:444). Main reasons of branding are product identification,
quality consistency, promotion, efficiency, legal protection, social well-being, value building,
product image/personality development, product positioning, brand loyalty, line addition,
prestige and status etc. But high cost, low quality, perishable products, homogeneous products
and legal formalities may be the causes of not branding the product (Koirala, 2006 : 6-8).
Further more, a brand may be manufacturer’s brands, distributor’s or private brands, licensed
brand on the basis of ownership but it may be individual brand names, a blanket family
names , separate family names and company trade name combined with individual product
names on the basis of product line. It should have the features as brevity, distinctiveness,
adaptable to new products, reflect product attributes, capable of legal protection, relevant
and appropriate for product positioning (Agrawal, 2004:195-201).

As a fifth p of marketing, packaging refers to the activities of designing and
producing the container or wrapper for a product. It may be primary, secondary, and
shipping to perform the objectives as containment, protection, identification, communication,
promotion and product differentiation. Good packaging also provide information based on
truth, it must be economical, attractive, convenient, protective and transparent (Koirala,
2005: 8-11).

A label is a simple tag attached to a product or an elaborated designed graphic that
is the part of the package. It identifies, grade, scribe and promote the product by providing
the information to the buyer. It may be brand labels, grade labels and descriptive labels
(Kotler and Armstrong 2005: 316).

The Research
Branding Practice of New Products
The research mainly focused on brand strategy, planning, use of brand, perceived
value of brand, considerations to use the brand and other aspects of brand utility. It provides
the knowledge about the situation of brand name using practice and perception by Nepalese

consumer goods manufacturing units.
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New consumer product industries (81.25%) have brand strategy. They think and
plan for brand. This indicates that manufacturers perceive the value of a brand name. They
use the brand for product identification, promotion, product positioning, to create brand

loyalty, quality assurance etc. It help to achieve the recovery in the market rapidly.

Table 1
Types of brand used
S.N Types of Brand Soap | Biscuit | Noodles | Cigarette C(?Id Total
Drink
a. Individual brand name 2 6 4 5 2 19
(20) | (75) (50) (62.50) | (66.67) | (51.35)
b. | Ablanket family name of 4 - - - - 4
all product (40) 0) 0) 0) 0) (10.81)
c. |Separate family name of all| - - - 3 - 3
products 0) 0) 0) (37.50) 0) (8.10)
d. Company trade name 4 2 4 - 1 11
combined with individual | (40) | (25) (50) (0) (33.33) | (29.72)
products names
e. Distributor’s brand - - - - - -
© | © | © © | © | ©
f. No brand is used - - - - - -
10 8 8 8 3 37
Total
(100) | (100) | (100) (100) (100) | (100)

Above table 1 shows that most of the soap industry uses a blanket family name of
all products and company trade name combined with individual products name. But most
of the biscuit, cigarette, and cold drink industries use individual brand name. It is also seen
that most of the noodles industry use individual brand name as well as company trade name
combined with individual products name.

In total also individual brand name (51.35%) and company trade name combined
with individual products name (29.72%) are seen mostly used by consumer product industries

of Nepal. It indicate that all the types of brands are not in balanced use.
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Table 2
Value of brand to the company

Scale
- Weighted
SN. Strongly | Disagree | Agree Strongly Total mean
Product Group | disagree agree value Rank
1 2 3 4
- - 4 6 10
1. Soap 0) 0) (40) (60) (100) 3.60 2
2 Biscuit . . ¢ 4 8 3.50 3
' (0) 0) (50) (50) (100) '
- - 5 1 6
3 Noodles (0) (0) (83.33) | (16.67) | (100) 3.16 4
. - - - 5 5
4. Cigarette 0) 0) 0) (100) (100) 4.00 1
. - - - 3 3
5. Cold Drink 4.00 1
(0) (0) 0) (100) (100)
Total - - 13 19 32
0) (0) (40.62) (59.37) (100)

According to above table 2, most of the consumer product industries agree that brand is
valuable for a company for brand equity, product differentiation, market segmentation, new
product introduction, pricing, promotion, distribution etc., because the mean value of all
products is above the average level.
Considerations for effective branding of new products responsed by respondents
are:
SOAP: (a) suitable to quality (b) Consumer awareness (c) Easy to advertise
(d) Effective and unique name (e) Brand name easy to say & ask (f) Easy to
communicate (g) Referential (h) Peculiar name (i) Socially acceptable.
BISCUIT: (a) Short name in one word (b) Common to all customer (c) Product
differentiation (d) Easy in publicity (e) Easily communicable and referential
(f) Socially acceptable.
NOODLES: (a) Easy for advertisement and publicity (b) Easy to remember (c) Attraction
to customer (d) Different from other competitive brand (e) Creation of prestige
(f) Easily pronounceable (g) Famous word (h) Consumer acceptable.
CIGARETTE: (a) Good name (b) Good image (c) Respect to social norms and values (d)
Good effect on society (e) Culturally adjustable (acceptance).
COLD DRINK: (a) Creation of company’s image (b) referential to product (c) effectively
communicative to target group (d) consumer’s choice (e) easy to advertise (f)

acceptable in market by society.
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Table 3
Poor packaging is one of the cause of product failure
Scale
SN Strongly | Disagree | Agree | Strongly Weight-ed
Product Group | disagree agree Total |mean value| Rank
1 2 3 4
- - 1 9 10
1. Soa 3.90 2
P (0) 0) (10) (90) (100)
. - - 3 5 8
2 Biscuit (0) © | 37.50) | 62.50) | 100y | 62 4
- - 1 5 6
3 Noodles (0) © | aeen | 333 | ooy | > 3
. - - - 5 5
4. Cigarette 4.00 1
£ (0) (0) (0) (100) (100)
_ - - 2 1 3
5. Cold Drink 0) 0) 66.67) | (3333) | (100) 3.33 5
- - 7 25 32
Total
(0) (0) (28) (72) (100)

According to above table 3, all the sampled consumer product industries agree
that poor packaging is one of the causes of product failure, because the mean value of all
products is above the average level.

All the respondents (100%) of the consumer product industries agree that packaging
should attract attention, describe the product features, create consumer confidence and make
a favorable impression, protection of the product, offers convince to the consumer and helps

on company’s promotional effort.

Table 4
Percent of packaging cost with compared to total cost
S.N. Product Group Response percent N:éoorfsree- 1;:525:
1. Soap 8+8+10+10+10+3+3+5+5 9 6.88
2. Biscuit 15+15+15+15+15 5 15.00
3. Noodles 10+10+8+8+16+5 6 9.50
4. Cigarette 20+20+20 3 20.00
5. Cold Drink 30+35+40 3 35.00
Total 26

Note : Av. Percent = Response Percent/No. of Response
According to above table 4, the average packaging cost of soap is 6.88%, biscuit
15%, noodles 9.50%, cigarette 20% and cold drink 35% of total cost. The packaging cost
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of cold drink, cigarette and biscuit is higher respectively with compared to noodles and

soap.

Packaging & Labeling Status of New Products

The study further investigates the new consumer product packaging and labeling
status in manufacturing units. They are aware about the value of packaging and labeling.
They use these aspects for protection, promotion, guidance and so on.
As per the information found from the sample respondents all the consumer product industries
(100%) pay attention for effective packaging of new products. Majority of the consumer
products 84.37% (27 out of 32 responses) are using product label as a simple tag attached
to the product or an elaborately designed graphic that is part of the package.

Table 5
Description (subject matter) of product label
Responses
S.N. Product Group Total
Yes No.
1 S 10 - 10
' oap (100) (0) (100)
L 8 - 8
2. Biscuit (100) 0) (100)
3 Noodl 0 ) 6
' oodies (100) (0) (100)
. 5 - 5
4. Cigarette (100) 0) (100)
. 3 - 3
5. Cold Drink (100) 0) (100)
32 - 32
Total (100) 0) (100)

According to above table 5 all the consumer products are using product label to
describe that who made it, where it was made, when it was made, what it contains and how
to use it. Sampled consumer product manufacturing units (81.25%) agree that the consumers
are guided by the label to use the new product. It is helping to the buyers to know about

the ingredents, price, manufacturing and technical informations.

Results and Implications
New consumer products branding, packaging and labeling are important aspects
for market success. The status of Nepalese manufacturing units and required implication

regarding these aspects are as follows:
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1. Brand is important and its strategy is in consideration in the units. Product branding
is valuable for brand equity, product differentiation, market segmentation, new product
introduction, pricing, promotion etc. Brand name using plan implementation must be
effective in the units.

2. So far use of brand name is concerned, majority manufacturing units are using individual
brand name. Company trade name combined with individual products name is found in
second highest use. Brand suitability judgment must be based on scientific approach.

3. Main considerations for branding the products are referential, unique, culturally acceptable,
short, different from the competitors, easily communicable, able to create good image etc.
Brand name has to be chosen on the basis of nature of products to be offered to the market
and understanding/perception level of potential buyers.

4. All the marketing units pay attention for good packaging. They accept that poor packaging
is one of the causes of product failure in the market. Generally packaging cost of cold drinks
and cigarettes is higher with compared to other sampled products. It is necessary to set the
packaging standard and to implement accordingly for better protection and promotion of
a product.

5. Consumer new product manufacturers mostly use the label in their products. Basically they
describe that who made it, where it was made, when it was made, what it contains, how to
use it etc. Further more they believe that the consumers are properly guided by label to use
the products. The information given in the label and its value have to be highlighted while

promoting the product in the market. It must also be more useful technically.
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