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ABSTRACT

This study investigates the relationship between packaging attributes and consumers’ perception in six selected fast food service industry in Lagos state. In today’s competitive marketing environment, consumers’ behaviour differs in many ways, consumers have varying ways of making decision because of differences in perception, and how one gathers and interprets information determines how the individual acts or reacts to product/service. Therefore consumer perception of packaging attribute has a strong relation with consumer judgment of whether the product/service will satisfy the need. A survey design was used for the study; data were collected through questionnaire method using 5-point likert scale statement from 300 subjects of 20 Local Government Areas of Lagos State. An exploratory factor analysis was conducted to find out the latent constructs of fast food packaging attributes which reflect consumers’ common idea of attribute category, seven factors, accounting for 65.88% of the total variation were identified. The attribute factors can be used as a basis for understanding of product packaging attributes and its influencing factors. Results provide information about what consumers are concerned about when they evaluate products and when making purchase decision.
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