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ABSTRACT

In the market place, no company can win if its market offering resembles every other company’s product. Companies must pursue relevant positioning and differentiation. As part of branding strategy, a company and its offering must represent a distinctive big idea in the mind of the target market. Once a company has decided which segments to enter, it must decide on its differentiation and positioning strategy, a company can differentiate its offering between segments and within each segment it can differentiate its offering from the competition. By creating a differential advantage over the competition, a company is giving the customer a reason to buy from them rather than from the competition because a company with a differentiated marketing strategy can produce more sales. The differentiation concept must be understood for effective positioning of a company’s offering. The differentiation and positioning task consist of three steps;  identifying a set of possible differentiations that create competitive advantage, choosing the right competitive advantages, and selecting an overall positioning strategy. A company may choose to differentiate its product in terms of durability, price, quality, or in relation to a competitor. Success in positioning requires a well researched plan.This research is aimed at identifying the various strategies which firms can use in other to gain maximum competitive advantages while differentiating and positioning its product in the market place. The objective of the study is as follows; to determine the effect of brand differentiation on a company and on its product, to identify how a company differentiates and positions its product against that of competitors, identify the best differentiation and positioning strategy for greater competitive advantage and to identify whether there is an increase in sales volume of a well differentiated and positioned product. The research questions to be adopted in this research work are as follows; to what extent does brand differentiation and positioning affect a company and its product? How does a company differentiate its product from that of competitors? What differentiation and positioning strategy will give a company maximum competitive advantage? Does differentiation and positioning increase the sales of a company? The significance of this research work will be to benefit the company in identifying the most effective differentiation and positioning strategy for increasing sales performance.This research is focused on brand differentiation and positioning for maximum competitive advantage in the market place using as a case study, Dangote Noodles limited. In conducting this research, the survey method, use of questionnaire to gather data from respondents in some of the departments in Dangote Noodles Limited Ebute Ikorodu town of Lagos, while the secondary sources of data will include instruments such as review of past projects, relevant journals, textbooks and materials from the internet.  
CHAPTER ONE

INTRODUCTION

1.1 
BACKGROUND TO THE STUDY

Branding has been around for centuries as a means to distinguish the goods of one producer from those of another producer. To firms, brands represent enormously valuable pieces of legal property that can influence consumer behaviour, be bought and sold as well as provide the security of sustained future revenues of their owner. Well- recognized brands make shopping easier. Brand promotion has advantages for branders as well as customers. A good brand reduces the marketer’s selling time and effort and sometimes a firm’s brand name is the only element in its marketing mix that a competitor cannot copy. Also good brands can improve the company’s image- speeding acceptance of new products marketed under the same name. Thus branding can be seen as a powerful means to secure a competitive advantage.

Beyond deciding which segments of the market it will target, the company must decide on a value proposition, that is, how it will create differentiated value for targeted segments and what positions it wants to occupy in those segments. Companies must pursue relevant differentiation and positioning, each company and its product must represent a distinctive big idea in the mind of the target market. Given the many brands available in the market place, a company must carefully consider both the strengths and the weaknesses of competitors when developing marketing strategy; this is to aid the product positioning task. 

The differentiation and positioning task consists of three steps: Identifying a set of possible differentiations that create competitive advantage, choosing the right competitive advantages and selecting an overall positioning strategy. In essence, product positioning extends market segmentation by defining the market target that management intends the firm to penetrate. It establishes the segments at which the firm intends to focus its marketing efforts; this is the segments where the firm is most likely to have a competitive advantage.

Consumers are overloaded with information about products and services, to simplify the buying process, consumers organize products, services and companies into categories and “position” them in their minds. But marketers do not want to leave their product’s position to chance, therefore, they must plan positions that will give their products the greatest advantage in selected target markets and they must design marketing strategies to create these planned positions.

The key to superior performance is to gain and hold a competitive advantage. Firms can gain a competitive advantage through differentiation of their product offering which provides superior customer value or by managing for lowest delivered cost. These two means of competitive advantage when combined with the competitive scope of activities (broad or narrow), result in four generic strategies: differentiation cost leadership, differentiation and cost focus.

Differentiation strategy involves the selection of one or more choice criteria that are used by many buyers in an industry. The firm then uniquely positions itself to meet these criteria. Differentiation gives customers a reason to prefer one product over another. In order to create a differentiated position, a firm needs to understand the nature and location of the potential sources of competitive advantage. The nature of these sources are the superior skills- distinctive capabilities of key personnel that set them apart from the personnel of competing firms and the superior resources of a firm- tangible requirements for advantages that enable a firm to exercise its skills, it includes the number of sales people in the market, expenditure on advertising and sales promotion, distribution coverage, expenditure on research and development, financial resources, brand equity and knowledge. These skills and resources are translated into a differential advantage when the customer perceives that the firm is providing value above that of the competition. 

The objective of positioning is to create and maintain a distinctive place in the market for a company and its products, but to compete successfully in a target market involves providing the customer with a differential advantage. This differential advantage can be created using the marketing mix; 

Product: brands were differentiated based on product performance in areas of speed, comfort and safety levels, capacity and ease of use or improving taste or smell. Product development was a cornerstone of corporate activity, and continual product improvement was an acknowledged objective for any brand marketer. However, while companies still invest heavily in research and development and still seek a product performance edge wherever it can be found, it is a marketing maxim that differences in performance now are often minimal at best.

Distribution: Lacking meaningful product performance differences, marketers have traditionally emphasized another marketing resources; wide distribution coverage and or careful selection of distributor location to provide convenient purchasing for customers. In other words, products that are conveniently available will all other things being equal be chosen most often.

Promotion: The most commonly pursued marketing solution lies in the area of brand communications, advertising and promotions.

At a time when products perform in similar ways when availability differences are often minimal and when price differentiation may be only temporary, powerful advertising messages, creatively carving a sustainable and unique position in the minds of a receptive audience.

Price: Pricing has been another marketing tool often used to establish differentiation. The challenge, however, is how to “own” a real (or perceived) long-term price advantage. Short-term offers, deals, and price promotions can provide a brand an apparent price advantage and the appearance of differentiation. However, as the acknowledged goal of brand marketing is to build customer loyalty (i.e. not just trial, but repeat business), a short-term advantages or a temporary point of differentiation is simply not sufficient. Sustainable differentiation is required. If the sustainable differentiation is to be based on price, and is to be owned over time, the marketer must occupy the “low-cost provide” position. Thus, price as well as product performance is not what differentiates these brands. So, price is what keeps customers coming back or keeps them from leaving. The end result of differentiation and positioning is however, the successful creation of a market focused valued position.

1.2 
STATEMENT OF THE PROBLEM

A wide variety of brands that are similar in performance can make a company to find its brand in a difficult position in the market place. For companies, differentiation and positioning are seen as major methods of gaining competitive advantage over competitors. 

The purpose of this research is to identify the various strategies employed by a company in the differentiation and positioning of its product that gives it a competitive advantage over competitors.

1.3 
OBJECTIVE OF THE STUDY

The study will address the following;

To identify the effect of brand differentiation on a company and its product.

To identify the effect of positioning on a company’s product.

To identify how a company differentiates and positions its brand against competition.

To identify the differentiation and positioning strategies that gives the greatest competitive advantage.

To identify how differentiation and positioning affect sales of a firm.

1.4 
RESEARCH QUESTIONS

Does differentiation and positioning increases a company’s sales revenue?

Does competition affect brand preference of consumers of noodles?

Which of the differentiation strategy gives a company the greatest competitive advantage?

How does a firm differentiate it product from that of competitors?

Does brand differentiation affect a company’s image?

1.5 
RESEARCH HYPOTHESIS

H01: A company’s sales revenue is not affected by its differentiation and positioning strategies.

H11: A company’s sales revenue is affected by its differentiation and positioning strategies.

H02: Competition does not affect consumer’s brand preference.

H12: Competition affects consumer’s brand preference.

H03: Brand differentiation has no impact on a company’s image

H13: Brand differentiation has an impact on a company’s image.

1.6 
SIGNIFICANCE OF THE STUDY

A number of significant changes have occurred over the past several years to identify the impact of brand differentiation and positioning in the market place. Brand differentiation and positioning today, has aided companies effectively enjoying maximum competitive advantage against its competitors in the market place.

The significance of this study is to benefit both the consumers and companies in identifying effective differentiation and positioning strategies that will lead to increase in sales revenue.

1.7 
SCOPE AND LIMITATION OF THE STUDY

This research is focused on brand differentiation and positioning for maximum competitive advantage in the market place.

This research is limited to Dangote Noodles Limited, Ebute Ikorodu a subsidiary of Dangote Group.

1.8 
DEFINITION OF TERMS

BRAND: This is a name, term, sign, symbol or design or a combination of these that identifies the goods or services of one seller or group of sellers and differentiates them from those of competitors.

DIFFERENTIATION: This is defined as the act of designing a sort of meaningful differences to distinguish the company’s product from products of competitors.

It involves actually differentiating the product to create superior customer value.

POSITIONING: Is defined as the act of designing the company’s product and image so that it occupies a meaningful and distinct competitive position in the target customers mind.

A product’s position is the way the product is defined by consumers on important attributes; the place the product occupies in consumers mind relative to competing products.

COMPETITIVE ADVANTAGE: This refers to a company’s ability to perform in one or more ways that competitors cannot or will not match.

It can also be defined as an advantage over competitors gained by offering consumers greater value, either through lower prices or by providing more benefits that justify higher prices.

CHAPTER TWO

LITERATURE REVIEW

2.1 
HISTORICAL BACKGROUND

Markets are not homogeneous. A company cannot connect with all customers in large, broad or diverse markets. Customers vary on many dimensions and often can be grouped according to one or more characteristics. A company needs to identify which market segments it can serve effectively.

Marketers have not always had this view of marketing as their thinking passed through three distinct stages; mass marketing (undifferentiated marketing), product variety (product differentiation marketing), and target marketing.

(A) MASS MARKETING/UNDIFFERENTIATED MARKETING:

Here, the seller engages in the mass production, mass distribution and mass promotion of one product for all buyers. The firm ignores segment differences and goes after the whole market with one offer. It designs a product and a marketing program that will appeal to the broadest number of buyers. It relies on mass distribution and advertising and aims to endow the product with a superior image. Typical examples are Henry Ford motor company and the model T car in only one colour and coca-cola company when it sold only one kind of coke in one bottle size and taste. The apparent appeal of this strategy is cost economies resulting into lower prices to customers enabling it to win the price sensitive segment of the market.

(B) PRODUCT VARIETY/ PRODUCT DIFFERENTIATION MARKETING:

In differentiated marketing, the firm operates in several market segments and designs different products for each segment. Sellers produce products that exhibit different features, styles, qualities and sizes etc. These products are supposed to offer variety to buyers, rather than appeal to different segments of the market with products with real differences. Cosmetics firm Estee lauder appeal to women and men of different taste: Clinique was for middle-aged women, M.A.C for youths and origins for customers with taste for natural ingredients. This strategy is based on the premise that customers have different tastes which change overtime and that these customers need variety.

(C) TARGET MARKETING:

Here, the seller distinguishes the major market segments or groups, selects one, two or more of these as intended customers and develops offering and marketing programs packaged to suit each selected group or segment. Target marketing is the basis of niche marketing. It recognises the existence of “multiple group of needs” within a market and focuses on specific group or groups. This strategy helps companies to better identify opportunities, mass markets are being selected as mini-markets requiring different product features, distribution channels, promotion and pricing inputs for efficient-effective performance. Target marketing requires three major steps. The first is market segmentation, the act of dividing a heterogeneous market into homogenous subsets, that is, distinct groups of buyers who might require separate products or marketing mixes. The second step is market targeting, the act of measuring the attractiveness of the different segments and selecting one or more segments to attack. The third step is product differentiation and positioning, the act of establishing a viable competitive positioning of the firm and its products on the selected target market.

MARKET SEGMENTATION:
A market segment consists of a group of customers who share a similar set of needs and wants. Markets consist of buyers, and the buyers differ in one or more ways. Through market segmentation, companies divide large heterogeneous markets into smaller segments that can be reached more effectively and efficiently with products and services that match their unique needs. The bases for segmenting a consumer market are; geographic- region/state, country size, city size, density and climate. Demographic segmentation- age, gender, family size, family life cycle, income, occupation, education, religion, race, generation and nationality. Psychographic segmentation- social class, lifestyle and personality. Behavioural segmentation- occasions, benefits, user status, user rates, loyalty status, readiness stage and attitude toward product.

MARKET TARGETING
Market segmentation reveals the firm’s market segment opportunities after which the firm must now evaluate the various segments and decide how many and which segment it can serve best. In evaluating different market segments a firm must consider three factors; segment size and growth, segment structural attractiveness, and company objectives and resources. After evaluating different segments, the company must now decide which and how many segments it will target.A target market consists of a set of buyers who share common needs or characteristics that the company decides to serve. However, although some companies do attempt to serve buyers individually, most face larger numbers of smaller buyers and do not find individual targeting worthwhile. Market targeting can be carried out at several different levels. Companies can target very broadly (undifferentiated marketing), very narrowly (micro marketing) or somewhere in between (differentiated or concentrated marketing).

Companies need to consider many factors when choosing a market targeting strategy, when the firm’s resources are limited, concentrated marketing is the best, as regards product variability, undifferentiated marketing is more suitable, the product’s life cycle stage must also be considered, in introducing a new product, undifferentiated or concentrated marketing may make the most sense. Another factor is market variability for which undifferentiated marketing is appropriate.

DIFFERENTIATION AND POSITIONING:
Beyond deciding which segments of the market it will target, the company must decide on a value proposition- on how it will create differentiated value for targeted segments and what positions it wants to occupy in those segments.

According to Philip Kotler and Gary Armstrong (2008), differentiation involves actually differentiating the firm’s product to create superior customer value. To be branded products must be differentiated and at one extreme we find products that allow little variation; steel, noodles and air-conditioners. Yet, even here some form of differentiation is possible; Dangote Noodles, Indomie Noodles, and Golden Penny Noodles etc. At the other extreme are products capable of high differentiation such as mobile phones, electronics and automobiles, here, the seller faces an abundance of design parameters, including form, features, performance quality, conformance quality, durability, reliability and reparability style. The obvious means of differentiation and often the most compelling ones to consumers relate to the aspect of product and service.

According to Kotler and Keller (2006), the other dimensions a company can use to differentiate its products are personnel, channel and image.

Product Differentiation: brands can be differentiated on the basis of a number of different product or service dimensions, such as product form, features, performance, conformance, durability, reliability, reparability, style and design as well as such service dimensions as ordering ease, delivery, installation, customer training, customer consulting, and maintenance and repair. Apart from all these, one more positioning for brands is as “best quality”. The strategic planning institute studied the impact of higher relative product quality and found a significantly positive correlation between relative product quality and return on investment (ROI). High quality business units earned more because premium quality allowed them to charge more; they benefitted from more repeat purchase, consumer loyalty and positive word of mouth; and the cost of delivering more quality were not much higher than for business units producing low quality. Quality depends on actual product performance but it is also communicated by choosing physical cues and signs such as, a car manufacturer makes sure its car doors make solid sound when slammed shut because some buyers in the showroom slam the door shut to test the cars’ built. Quality is also communicated through other marketing elements. A high price usually signals premium quality, quality image is also affected by packaging, distribution, advertising and promotion, a manufacturer’s reputation also contributes to the perception of quality.

b) 
Personnel Differentiation: companies can gain a strong competitive advantage through having better trained people. Better trained personnel exhibit six characteristics; competence, courtesy, credibility, reliability and communication. IBM enjoys excellent reputation because the people there are professionals. 

c) 
Channel Differentiation: firms that practice channel differentiation gain competitive advantage through the way they design their channel’s coverage, expertise and performance. Caterpillar’s success in the construction equipment industry is based on superior channel development. It dealers are renowned for their first rate services.

d) 
Image Differentiation: Buyers response to company or brand images differs. Companies must work hard to develop distinctive images for their brands. Identity and images needs to be distinguished. Identity is the way a company aims to identify or position itself or its product. Image is the way the public perceives the company or its products. An effective identity establishes the product’s character and value proposition, conveys this character in a distinctive way and delivers emotional power beyond a mental image. This image must be supported by everything the company says and does.

After a company has discovered several potential differentiations that provides competitive advantages, it must now choose the ones on which it will build its positioning strategy. It must decide how many difference to promote and which ones.

How Many Differences To Promote: Ad man Rosser Reeves said a company should develop a unique selling proposition (USP) for each brand and stick to it. Each brand should pick an attribute and tout itself as “number one” on that chosen attribute because buyers tend to remember number one better especially in this over communicated society. Other marketers think that companies should position themselves on more than one differentiator which may be necessary in a situation where two or more firms are claiming to be best on the same attribute. However, as companies increase the number of claims for their brands, they risk disbelief and loss of clear positioning.

Which Differences to Promote: not all brand differences are worthwhile or meaningful. Each difference has the potential to create company costs as well as customer benefits. A difference is worth promoting if it is important, distinctive, superior, communicable, pre-emptive, affordable and profitable. Thus, choosing competitive advantages upon which to position a product or service can be difficult, yet such choices may be crucial to success.

If a company does a poor job of positioning, the market will be confused but if a company does a good job of positioning, then it can work out the rest of its marketing planning and differentiation from its positioning strategy.

Kotler and Keller (2006), defines positioning as “the act of designing the company’s product and image to occupy a distinctive place in the mind of the target market.” The goal is to locate the brand in the minds of the consumers to maximize the potential benefit of the firm. A good brand positioning helps guide marketing strategy by clarifying the brand’s essence, what goals it helps the consumers achieve and how it does so in a unique way. The result of positioning is the successful creation of a customer focused value proposition- which according to Kotler and Armstrong (2008) is the full mix of benefits upon which the brand is differentiated and positioned. The positioning strategies are; more for more, more for the same, the same for less, less for much less and more for less.

Company and brand positioning should be summed up in a positioning statement- a statement that summarizes company or brand positioning. Once it has chosen a position, the company must take strong steps to deliver and communicate the desired position to the target consumers. 

All the company’s marketing mix efforts must support the positioning strategy. After building the desired position, a company must take care to maintain the position through consistent performance and communication, a product’s position should evolve gradually as it adapts to the ever-changing marketing environment.
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Steps in market segmentation, targeting and positioning source: Philip Kotler & Gary Armstrong “principles of marketing” 12e ch.7 pp185-206
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2.3 
CURRENT LITERATURE BASED ON THE MODELS
Figure 2.2.1 shows the four major steps in designing a customer- driven marketing. In the first two steps, the company selects the customers that it will serve while the last two deals with differentiation and positioning.

SEGMENTATION:

Companies today recognize that they cannot appeal to all buyers in the market or at least not to all buyers in the same way. Buyers are too numerous, too widely scattered and too varied in their needs and buying practices. Moreover, the companies themselves vary widely in their abilities to serve different segments of the market. Instead like Dunkin’ Donuts, a company must identify the parts of the market that it can serve best and most profitably. Thus most companies have moved from mass marketing and towards target marketing – identifying market segments, selecting one or more of them, and developing products and marketing programs tailored to each. Instead of scattering their marketing efforts (the “shotgun” approach), firms are focusing on the buyers who have greater interest in the values they create best (the “riffle” approach). Market segmentation involves dividing a market into smaller groups of buyers with distinct needs, characteristics or behaviours who might require separate products or marketing mixes. Through market segmentation, companies divide large heterogeneous markets into smaller segments that can be reached more efficiently and effectively with products and services that satisfy their various needs. There is no single way to segment a market. The variables that might be used in segmenting consumer markets are; geographic, demographic, psychographic and behavioural variables.

Geographic Segmentation: According to Kotler and Armstrong (2008), geographic segmentation calls for dividing the market into different geographical units such as nations, regions, states, countries, cities or even neighbourhoods. A company may decide to operate in one or a few geographical areas, or do operate in all areas but pay attention to geographical differences in needs and wants. Many companies today are localizing their products, advertising, promotion and sales efforts to fit the needs of individual regions, cities, and even neighbourhoods. For example, coca-cola developed four ready-to-drink canned coffees for the Japanese market, each targeted to a particular geographic region and other companies are seeking to cultivate untapped geographic territory. In contrast, retailers are developing new store concepts to enable them have access to higher-density urban areas.

i) 
Demographic Segmentation: Here, the market is divided into groups based on variables such as age, gender, family size, family life cycle, income, occupation, education, religion, race, generation and nationality. Demographic factors are the most popular bases for segmenting customer groups because consumer needs, wants, and usage rates often vary closely with demographic variables, also demographic variables are easier to measure than other types of variables. Consumers needs and wants change with age, hence the use of age and life cycle as a bases for segmenting the market. Some companies use age and life cycle segmentation, offering different products or using different marketing approaches for different age and life cycle groups. Marketers must be careful to guard against stereotypes when using age and life cycle segmentation. For example while some 70-years olds require wheelchairs others play tennis. Similarly, whereas some 40-year-old couples are sending their children off to college, others are just starting new families. Thus, age is often a poor predictor of a person’s life cycle, health, work or family status, needs and buying power. Gender segmentation has long been used in clothing, cosmetics, toiletries and magazines. An example is Procter & Gamble been among the first with secret, a brand designed for women and packaged and advertised to boost the female image. But recently, many mostly women’s cosmetics maker have begun marketing men’s lines, also some companies catering to men exclusively have stepped up its efforts to capture the women’s market. An example is Nike opening Nike-women stores in several major cities. Income segmentation has long been used by the marketers of products and services such as automobiles, clothing, cosmetics, financial services and travel. Many companies target customers that are rich with luxury goods and convenience services. Other companies that use income segmentation target low and middle income groups and these low income strategies have made companies successful such that giant discounters are taking notice. An example is supermarkets such as Kroger to A & P launching “10 for $10” promotions.

ii) 
Psychographic Segmentation: involves dividing a market into different groups based on social class, lifestyle or personality characteristics. (Kotler & Armstrong, 2008. P188). Marketers often segment their markets by consumer life styles and base their marketing strategies on lifestyle appeals. For example, American Express promises “a card that fits your life.” Marketers also have used personality variables to segment markets. For example the marketing for Honda motor scooters appears to target hip and trendy youths but it is actually aimed at a much broader personality group.

iii) 
Behavioural Segmentation: divides buyers into groups based on their knowledge, attitudes, uses or responses to a product. Buyers can be grouped according to occasions (occasion segmentation) when they get the idea to buy, actually make their purchase or use the purchased item. It can help build up product usage. Benefit sought is a powerful form of segmentation that groups buyers according to the different benefit that they seek from the product. It requires finding the major benefits people look for in the product class, the kind of people who look for each benefit and the major brands that deliver each benefit. Thus, companies must target the benefit segment that it can serve best and most profitably using appeals that match each segment’s benefit preferences. Markets can also be segmented into; non-users, ex-users, potential-users, first time users, and regular users of a product (user status). An example is P&G seeks out parents-to-be and gives them product samples of it pampers and other baby products so as to capture a share of their future purchases. Markets can also be segmented into; light, medium, and heavy product users (usage rate segmentation). A market can also be segmented by consumer loyalty (loyalty status). Consumers can be loyal to brands, stores and companies. Buyers can be divided into groups according to their degree of loyalty. Some consumers are completely loyal- they buy one brand all the time, others are somewhat loyal- they are loyal to two or more brands of a given product or favour one brand but sometimes buys others. Some buyer show no loyalty to any brand, they either want something different each time or they buy whatever is on sale. A company can learn a lot by analyzing loyalty patterns in its market.

TARGETING

According to Kotler and Keller (2006), the target market is the part of the qualified available market the company decides to pursue. After dividing up the market into segments, a marketer identifies and profile distinct groups of buyers who might prefer or require varying products and services mixes by examining demographic, psychographic and behavioural differences among buyers. The marketer then decide which segment present the greatest opportunity- which are its target markets. Companies do best when they choose their target market carefully and prepare tailored marketing programs.

Market segmentation reveals the firm’s market segment opportunities after which the firm must evaluate the various segments and decide how many and which of the segment it can serve best. In market segment evaluation, firms consider three factors; segment size and growth, structural attractiveness and company objectives and resources. A company should enter into only segments in which it can offer superior value and gain advantages over competitors. Once segments have been evaluated, a firm then decide which and how many segments it will target. Seller can give each buyer as a separate target market due to the uniqueness of buyers’ needs and wants and then the seller many design a separate marketing program for each buyer. Market targeting can be carried out on four different levels:

i) 
Undifferentiated marketing- when a firm targets the whole market with one offer. Most modern marketers have strong doubts about this strategy because difficulties arise in developing a product or brand that will satisfy all consumers and besides mass marketers have trouble competing with more focused companies that satisfy needs of specific segments.

ii) 
Differentiated Marketing- is another level of market targeting which firms that decides to target several market segments with separate offers for each employs. Here companies hope for higher sales and a stronger position within each market segments.

iii) 
Concentrated Marketing- a market coverage strategy in which a firm goes after a large share of one or a few segments or niches. Firms using this strategy achieve strong market position due to its knowledge of consumer needs in the niches it serves. This strategy can be highly profitable but involves higher-than-normal risks because if the segment turns sour, companies practising this strategy will suffer greatly or big competitors may decide to enter the same segment with greater resources. Therefore companies tend to diversify in several market segments to avoid these pitfalls.

iv)
Micro-Marketing is the practice of tailoring products and marketing programs to the needs and wants of specific individuals and local customer groups. Micro-marketers see the individual in every customer.

After evaluating different segments, the company can consider five patterns of target market selection, shown in figure 2.2.2

a) 
Single-Segment Concentration: Through concentrated marketing, the firm gains a strong knowledge of the segment’s needs and achieves a strong market presence. Furthermore, the firm enjoys operating economies through specializing its production, distribution and promotion and if it captures segment leadership, the firm can earn a high return on its investment. However, there are risks. A particular market segment can turn sour or a competitor may invade the segment; when digital camera technology took off, Polaroid’s earnings fell sharply. Companies can try to operate in super-segments rather than in isolated segments. A super-segment is a set of segments sharing some exploitable similarity.

b) 
Selective Specialization: a firm selects a number of segments each objectively attractive and appropriate. There may be little or no synergy among the segments but each promise to be source of revenue. This multi-segment strategy has the advantage of diversifying the firm’s risk. An example was when P&G launched crest white-strips; initial target segments included newly engaged women and brides-to-be as well as gay males.

c) 
Product Specialization: The firm makes a certain product that it sells to several different market segments. An example would be a microscope manufacturer who sells to university, government, and commercial laboratories. The firm makes different microscopes for the different customer groups and builds a strong reputation in the specific product area. The downside risk is that the product may be supplanted by an entirely new technology.

d) 
Market Specialization: the firm concentrates on serving many needs of a particular customer group. An example would be a firm that sells an assortment of products only to university laboratories. The firm gains a strong reputation in serving this customer group and becomes a channel for additional products the customer group can use. The downside risk is that the customer group may suffer budget cuts or shrink in size.

e) 
Full Market Coverage: the firm attempts to serve all customer groups with all the products they might need. Only large firms such as IBM (computer market), General Motors (vehicle market), and Coca-Cola (non-alcoholic beverage market) can undertake a full market coverage strategy. Large firms can cover a whole market in two broad ways: through undifferentiated marketing- the firm ignores segment differences and goes after the whole market with one offer. It designs a product, and a marketing program that will appeal to the broadest number of buyers and relies on mass distribution and advertising and aims to grant the product with a superior image. Or the second way, which is through differentiated marketing- firms operate in several market segments and designs different products for each segment. Differentiated marketing typically creates more total sales than differentiated marketing but it increases the cost of doing business.

DIFFERENTIATION AND POSITIONING 

After deciding on the segments of the market it will target, the company decides on how it will create differentiated value for targeted segments and the positions it intends to occupy in those segments. For each chosen target market, the firm develops a market offering, the offering is positioned in the minds of the target buyers as delivering some central benefit(s). Companies address needs by putting forth a value proposition, a set of benefits they offer to customers to satisfy their needs. Consumers are loaded with information about products and services, thus, to simplify the buying process, consumers organize products, services and companies into categories and “position” them in their minds with or without the help of marketers. Therefore marketers must plan position that will give their products the greatest advantage in selected target markets. Figure 2.2.3 shows the possible value propositions upon which a company might position its products. In the figure, the five cells that contains more-for-more, more-for-the-same, more-for-less, the-same-for- less, and less-for-much-less represent winning value propositions- differentiation and positioning that gives the company competitive advantage. The cells which contain lines drawn across them represent losing value proposition. The centre cell represents at best a marginal proposition. The following is the discussion on the five winning value propositions upon which companies can position their products: more for more, more for the same, the same for less, less for much less, more for less.

i) 
MORE FOR MORE: “more-for-more” positioning involves providing the most upscale product or service and charging a higher price to cover the higher costs. Consumers are sometimes surprised, even delighted, when a new competitor enters a category with an unusually high-priced brand. In general, companies should be on the lookout for opportunities to introduce a “more-for-more” brand in any underdeveloped product or service category. More-for-more brands can be vulnerable because they are sure to invite imitators who claim the same quality but at a lower price.

ii) 
MORE FOR THE SAME: companies can attack a competitor’s more for more positioning by introducing a brand offering comparable quality but at a lower price. An example is when Toyota introduced its Lexus line with a “more for the same” value proposition versus Mercedes and BMW. 

iii) 
THE SAME FOR LESS: offering “the same for less” can be a powerful value proposition- everyone likes a good deal. For example, Dell offers equivalent quality computers at a lower “price for performance” other companies develop imitative but lower-priced brands in an effort to lure customers away from the market leader. 

iv) 
LESS FOR MUCH LESS: A market almost always exists for products that offer less and therefore cost less. Few people can afford “the very best” in everything they buy. “Less-for-much-less” positioning involves meeting consumer lower performance or quality requirements at a much lower price. 

v) 
MORE FOR LESS: the winning value proposition would be to offer “more for less”. Many companies are known to claim that is what they do and in the short run, some companies can actually achieve such lofty positions. But in the long run, companies will find it very difficult to sustain such best-of-both positioning. Offering more usually costs more thereby making it difficult to deliver on the “for less” promise.

Each brand must adopt a positioning strategy designed to serve the needs                                            and wants of its target markets. “More for more” will draw one target market; “less for much less” will draw another and so on. Thus, in any market, there is usually room for many different companies, each successfully occupying different positions with each developing its own winning positioning strategy, one that makes it special to its target customers. 

CHAPTER THREE

RESEARCH METHODOLOGY

3.0 
INTRODUCTION

This chapter will analyse the various methods used in gathering data needed for this research work. The research study of this project was carried out at Dangote Noodles Limited, Ikorodu Lagos state to know the impact of brand differentiation and positioning for competitive advantage in the market place. In this chapter, I intend to show the type of research design I used, and also show the characteristics of my study population, sampling design and procedures along with the instruments used.

3.1 
RESTATEMENT OF THE RESEARCH QUESTION AND HYPOTHESES

RESEARCH QUESTIONS:

Does differentiation and positioning increases a company’s sales revenue?

Does competition affect brand preference of consumers of noodles?

Which of the differentiation strategy gives a company the greatest competitive advantage?

How does a firm differentiate it product from that of competitors?

Does brand differentiation affect a company’s image?

RESEARCH HYPOTHESIS

H0: A company’s sales revenue is not affected by its differentiation and positioning strategies.

H1: A company’s sales revenue is affected by its differentiation and positioning strategies.

H0: Competition does not affect consumer’s brand preference.

H1: Competition affects consumer’s brand preference.

H0: Brand differentiation has no impact on a company’s image

H1: Brand differentiation has an impact on a company’s image.

RESEARCH DESIGN

For this research work, I have chosen the non-experimental research design, the case study designs because it is appropriate for studying the problem of an individual organization.
3.3 
CHARACTERISTICS OF THE STUDY POPULATION

Nigerians have come to love eating noodles; as snacks and as full meals. Though Dangote Noodles is all over the Nigerian market, I have chosen to give out the questionnaires to 25 consumers in Ikorodu town, 25 sales and marketing staffs and 25 to the production department staffs of Dangote noodles limited. This will comprise of both male and female of different ages, income levels, and educational backgrounds.

SAMPLING DESIGN AND PROCEDURES

For this research work, I am using a sample size of 75 people representing 35.7% of the sampling frame chosen using the probabilistic sampling design- the simple random sampling method.
3.5 
DATA COLLECTION INSTRUMENTS

The instrument for the collection of primary data is questionnaire distribution. The primary data would be measured using correlation. There are two variables involved, the independent variable; brand differentiation and positioning and the dependent variable; competitive advantage.

3.6 
ADMINISTRATION OF DATA COLLECTION INSTRUMENT

The already prepared questionnaire would be distributed by me to both male and female respondents of the sample.

3.7 
PROCEDURES FOR PROCESSING AND ANALYSING COLLECTED DATA
Non-parametric test- Chi square will be used for hypotheses testing and analyse the collected data. The frequency percentage shall be used to present the various data gathered.

Chi-square formula

[image: image4.bmp]
3.8 
RESEARCH LIMITATIONS

Among the hindrances faced by the researcher are; the time set out to conduct this project work been short, and lastly the uncooperative attitude of some of the staffs of  Dangote Noodles and refusal to release the necessary sales data needed for this research work.

CHAPTER FOUR

PRESENTATION AND ANALYSIS OF DATA

4.0
INTRODUCTION

The aim of this chapter is to analyse and interpret all the data gathered in the course of this study. The total population sample was two hundred and ten (210) while the sample size was eighty (75), the responses recorded through the questionnaire have been grouped and are analysed using the correlation coefficient.

4.1 DATA ANALYSIS

TABLE 1: Age of respondents

	Age
	Frequency
	Percentage

	20-29 
	25
	33.3

	30-39
	34
	45.3

	40 and above
	16
	21.3

	TOTAL
	75
	100


Source: Field Questionnaire

TABLE 2: Educational qualification

	Qualification
	Frequency
	Percentage

	SSCE 
	29
	38.7

	OND/NCE
	12
	16

	HND/BSC
	25
	33.3

	MSC
	9
	12

	TOTAL
	75
	100


Source: Field Questionnaire

TABLE 3: Years of experience

	Years
	Frequency
	Percentage

	1 
	24
	32

	2
	18
	24

	3 and above
	33
	44

	TOTAL
	75
	100


Source: Field Questionnaire

TABLE 4: respondent indication on whether differentiation strategies increases a company’s sales revenue

	Alternative responses
	Frequency
	Percentage

	Yes 
	75
	100

	No
	-
	-

	Undecided
	-
	-

	TOTAL
	75
	100


Source: Field Questionnaire

In table 4, all the respondents indicate that differentiation strategies increase a company’s sales revenue.

TABLE 5: whether competition affects consumer’s brand preference

	Alternative responses
	Frequency
	Percentage

	Yes 
	49
	65.3

	No 
	26
	34.7

	Undecided 
	-
	-

	TOTAL
	75
	100


Source: Field Questionnaire

 Table 5 shows that 65.3% of the respondent’s response indicates that competition affects consumer’s brand preference while 34.7% of the respondents do not think that competition affects brand preference.

TABLE 6: whether brand differentiation affects a company’s image

	Alternative responses
	Frequency
	Percentage

	Yes
	                  62
	82.7

	No
	-
	-

	Undecided
	13
	17.3

	TOTAL
	75
	100


Source: Field Questionnaire

In table 6, it is shown that 82.7% of the respondents think that brand differentiation affects a company’s image while 17.3% of the respondents are undecided as to whether brand differentiation affects a company’s image.

TABLE 7: whether consumers encourage sales persons to approach them

	Alternative responses
	Frequency
	Percentage

	Yes
	19
	76

	No
	6
	24

	Undecided
	-
	-

	TOTAL
	25
	100


Source: Field Questionnaire

Above, 76% of the consumers do encourage sales persons to approach them face to face, while 24% 0f the respondents do not encourage sales persons to approach them.

TABLE 8: whether the price of a new product should be low

	Alternative responses
	Frequency
	Percentage

	Yes
	63
	84

	No
	12
	16

	Undecided
	-
	-

	TOTAL
	75
	100


Source: Field Questionnaire

In the above table, 84% of the consumers believe that the price of a new product upon introduction should be low while the remaining 16% do not agree that the price of a new product should be low.

TABLE 9: whether consumers buy only products that are readily available 

	Alternative responses
	Frequency
	Percentage

	Yes
	11
	44

	No
	14
	56

	Undecided
	-
	-

	TOTAL
	25
	100


Source: Field Questionnaire

Table 6 shows that 44% of the consumers purchase products that are readily available while 56% of the respondents do not. 

TABLE 10: whether consumers buys a product because of the brand

	Alternative responses
	Frequency
	Percentage

	Yes
	14
	56

	No
	                   5
	20

	Undecided
	6
	24

	TOTAL
	25
	100


Source: Field Questionnaire

Here, 56% of the population sample buys a product because of the brand, 20% do not while 24% are undecided.

TABLE 11: whether production capacity was high with the company’s initial high price

	Alternative responses
	Frequency
	Percentage

	Yes
	-
	-

	No
	                  25
	100

	Undecided
	-
	-

	TOTAL
	25
	100


Source: Field Questionnaire

In the table above, all the respondents from production department indicated that production capacity was low when the company’s price was high.

TABLE 12: whether production increased when prices were reduced

	Alternative responses
	Frequency
	Percentage

	Yes
	25
	100

	No
	-
	-

	Undecided
	-
	-

	TOTAL
	25
	100


Source: Field Questionnaire

In the table above, all the respondents from production department indicated that production capacity increased when the company’s prices were reduced.

TABLE 13: whether production do increase during promotion periods

	Alternative responses
	Frequency
	Percentage

	Yes 
	25 
	100

	No 
	-
	-

	Undecided
	-
	-

	TOTAL
	25
	100


Source: Field Questionnaire

The table above shows that during promotion periods, production capacity increases. 

TABLE 14: whether the workers think that their company’s product is of the best quality

	Alternative responses
	Frequency
	Percentage

	Yes 
	25
	100

	No 
	-
	-

	Undecided
	-
	-

	TOTAL
	25
	100


Source: Field Questionnaire 

Table 14 show that all the respondents believe their company’s product is the best in the market.

TABLE 15: whether a new product’s price should be lower than that of competitors

	Alternative responses
	Frequency
	Percentage

	Yes 
	46
	48

	No 
	9
	26

	Undecided
	20
	26

	TOTAL
	75
	100


Source: Field Questionnaire

In the above table, 48% of the respondents feel that a new product’s price should be lower than that of competitors, 26% do not think that a new product’s price should be lower than that of competitors, while 26% of the respondents are undecided.

TABLE 16: whether the company’s brand makes the product stand out in the market

	Alternative responses
	Frequency
	Percentage

	Yes 
	50
	100

	No 
	-
	-

	Undecided
	-
	-

	TOTAL
	50
	100


 Source: Field Questionnaire

Above, all respondents (consumers and sales persons) agree that the company’s brand makes the product stand out in the market.

TABLE 17: whether the company has well trained sales persons

	Alternative responses
	Frequency
	Percentage

	Yes 
	25
	100

	No 
	-
	-

	Undecided
	-
	-

	TOTAL
	25
	100


Source: Field Questionnaire

Table 17 above shows that the company has well trained sales persons. 

TABLE 18: whether the company’s advertisement messages are powerful 

	Alternative responses
	Frequency
	Percentage

	Yes 
	49
	65.3

	No 
	15
	20

	Undecided
	11
	14.7

	TOTAL
	75
	100


Source: Field Questionnaire

Table 18 shows that 65.3% of the respondents believe that the company’s advert messages are powerful, 20% do not think so, while the remaining 14.7% are undecided in their opinion. 

TABLE 19: whether the company’s brand position increases sales

	Alternative responses
	Frequency
	Percentage

	Yes 
	14
	56

	No 
	-
	-

	Undecided
	11
	44

	TOTAL
	25
	100


Source: Field Questionnaire

In table 19 above, it is shown that 56% of the respondents believe that the company’s brand position help increase sales, while 44% of the respondents are undecided. 

TABLE 20: whether the company’s promotion offer increases sales volume

	Alternative responses
	Frequency
	Percentage

	Yes 
	25
	100

	No 
	-
	-

	Undecided
	-
	-

	TOTAL
	25
	100


Source: Field Questionnaire

According to table 20, all the respondents indicate that the company’s promotion offer increases sales volume.

4.3 
TESTING OF HYPOTHESIS 

The null hypothesis (Ho) is the assumption that there is no difference between the formulated hypothesis and the result, while the alternative hypothesis (H1) indicates that there is a significant difference. It should be noted that the values used while testing the hypothesis is determined and based on the assumption of a number of responses available.

Therefore, the three hypotheses formulated earlier on in chapter one shall be tested using chi-square analysis.

HYPOTHESIS I 

A company’s sales revenue is not affected by its differentiation and positioning strategies.

Table 4 shall be used to test this hypothesis.

Using Chi-Square analysis     

	Response alternative
	Frequency observed
	Frequency expected
	Fo-Fe
	(Fo-Fe)2
	(Fo-Fe)2/Fe

	Yes
	75
	25
	50
	2500
	100

	No
	0
	25
	-25
	625
	25

	Undecided
	0
	25
	-25
	625
	25

	Total 
	75
	
	
	
	150


X2cal=150

X2tab (0.05, df=2) =5.99

Decision: there is a significant difference between the X2cal and the X2tab. Therefore the H0 (null hypothesis) is hereby rejected and the H1 is accepted and concluded that A company’s sales revenue is affected by its differentiation and positioning strategies.
HYPOTHESIS II

H0: Competition does not affect consumer’s brand preference.

Table 5 shall be used to test this hypothesis

Chi-Square 

	Response alternative
	Frequency observed
	Frequency expected
	Fo-Fe
	(Fo-Fe)2
	(Fo-Fe)2/Fe

	Yes
	49
	25
	24
	576
	23.04

	No
	26
	25
	1
	1
	0.04

	Undecided
	0
	25
	-25
	625
	25

	Total 
	75
	
	
	
	48.08


X2cal=48.08

X2tab (0.05, df=2) =5.99

Decision: there is a significant difference between the X2cal and the X2tab. Therefore the H0 (null hypothesis) is hereby rejected and the H1 is accepted and concluded that Competition affects consumer’s brand preference.

HYPOTHESIS III

H0: Brand differentiation has no impact on a company’s image

Table 6 shall be used to test this hypothesis

Chi-Square

	Response alternative
	Frequency observed
	Frequency expected
	Fo-Fe
	(Fo-Fe)2
	(Fo-Fe)2/Fe

	Yes
	62
	25
	37
	1369
	54.76

	No
	0
	25
	-25
	625
	25

	Undecided
	13
	25
	-12
	144
	5.76

	Total 
	75
	
	
	
	85.52


X2cal=85.52

X2tab(0.05,df=2)=5.99

Decision: there is a significant different between the X2cal and the X2tab. Therefore the H0 (null hypothesis) is hereby rejected and the H1 is accepted and concluded that Brand differentiation has an impact on a company’s image.

CHAPTER FIVE
SUMMARY OF FINDINGS, RECOMMENDATION AND CONCLUSION

5.1 
SUMMARY OF FINDINGS

The study of brand differentiation and positioning for maximum competitive advantage in the market place is seen to be of relevance to an organization as a determining factor for differentiating the product of a producer from that of other producers.

The most distinctive skill of professional marketers is their ability to build and manage brands. Consumers view a brand as an important part of a product and branding can add value to a product. Differentiating a product helps a consumer to identify products that can benefit them, it also says something about product quality and consistency, branding also gives sellers several advantages. The brand name becomes the basis on which a whole story can be built around a product’s special qualities. The seller’s brand name and trademark provide legal protection for unique product features that otherwise might be copied by competitors. It also helps the seller to segment markets.

But marketers were formerly into mass marketing, undifferentiating marketing, differentiating marketing and target marketing. Target marketing requires four major steps; market segmentation, market targeting, positioning and differentiation. A company can differentiates products, personnel, image and channel and having done this, a company must decide how many differences to promote and which ones to promote. The positioning are more for more, more for same, the same for less, less for much less and more for less.

The basis for segmentation is geographic segmentation, demographic segmentation, psychographic segmentation, behavioural segmentation. Target marketing consists of five (5) patterns; single segment concentration, selective specialization, product specialization, market specialization and full market coverage.

The first, second and third null hypotheses that was tested in the study was rejected because it has been established that there is significance between a company’s sales revenue, competition, image and its differentiation and positioning strategies. Brand differentiation and positioning was considered as a variable that would have an effect on a company’s sales revenue.

We can conclude (at 0.05 significant level) that a company’s sales revenue is affected by its differentiation and positioning strategies, also that competition affects consumers brand preference and lastly that brand differentiation has an impact on a company’s image.

5.2 
RECOMMENDATIONS

Generally, in developing marketing strategy for Noodles products, the relative elements of brand differentiation and positioning should be blended to reflect the importance attached to having maximum competitive advantage in the market place that is; product differentiation, personnel differentiation, channel and image differentiation, for positioning we have; more-for-more, more for the same, more for less, the same for more and less for much less.

This means that for a brand to be successful it must out performs other brands quality wise in the market, its price must be competitive and it must be reasonably available in important distribution outlets. Since there is a high level of brand preference in the market, effective branding is critical to the success of a brand in the market.

Thus effective competitive advantage will be achieved through distinctiveness in its differentiation and positioning and to achieve such distinctiveness, significant marketing resources will have to be employed so as to create distinct brand personalities, awareness and loyalty for the product.

5.3 
CONCLUSION

The influx into the Nigerian market of different brands of Noodles was followed by an awareness of the need for greater economic consideration by the consuming population in their demand pattern. This phenomenon has brand as a non-easy job for the marketers to sell the product in question especially as they are substitutes.

Different market differentiation and positioning strategies are being adopted by the firms and their marketers to make their various brands acceptable to the consumers, but more aggressive marketing devices need to be adopted by those concerned with manufacturing and marketing of this product so as to meet the ever-changing buying motives and pattern of the consumer. Neglect of this by any firm and its marketers may lead to loss of patronage for the particular brand and eventually to complete extinction from the market.

In a nutshell, if all the recommendations are implemented by producers of Noodles products, their goals and objectives will be achieved. That is to say, the relative element of differentiation and positioning should be blended.
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APPENDIXE

QUESTIONNAIRE

PLEASE TICK [√] YOUR MOST PREFERRED CHOICE(S) ON A QUESTION.

SECTION A

PERSONAL INFORMATION
	Age
	Please Tick

	20-29 
	

	30-39
	

	40 and above
	

	Qualification
	Please Tick

	SSCE 
	

	OND/NCE
	

	HND/BSC
	

	MSC
	

	Years of experience
	Please Tick

	1 
	

	2
	

	3 and above
	


SECTION B:

Does differentiation strategies increases a company’s sales revenue?
	Alternative responses
	Please Tick

	Yes 
	

	No
	

	Undecided
	


Does competition affect consumer’s brand preference?
	Alternative responses
	Please Tick

	Yes 
	

	No
	

	Undecided
	


Does brand differentiation affect a company’s image?
	Alternative responses
	Please Tick

	Yes 
	

	No
	

	Undecided
	


Does consumers encourage sales persons to approach them?
	Alternative responses
	Please Tick

	Yes 
	

	No
	

	Undecided
	


Should the price of a new product be low?
	Alternative responses
	Please Tick

	Yes 
	

	No
	

	Undecided
	


Does consumers buy only products that are readily available?
	Alternative responses
	Please Tick

	Yes 
	

	No
	

	Undecided
	


Does consumers buy a product because of the brand?

	Alternative responses
	Please Tick

	Yes 
	

	No
	

	Undecided
	


Was the production capacity high with the company’s initial high price?

	Alternative responses
	Please Tick

	Yes 
	

	No
	

	Undecided
	


Did production increased when prices were reduced?

	Alternative responses
	Please Tick

	Yes 
	

	No
	

	Undecided
	


Do production increase during promotion periods?

	Alternative responses
	Please Tick

	Yes 
	

	No
	

	Undecided
	


Do you think that your company’s product is of the best quality?

	Alternative responses
	Please Tick

	Yes 
	

	No
	

	Undecided
	


Should a new product’s price be lower than that of competitors?

	Alternative responses
	Please Tick

	Yes 
	

	No
	

	Undecided
	


Does company’s brand make the product stand out in the market?

	Alternative responses
	Please Tick

	Yes 
	

	No
	

	Undecided
	


Do your  company have well trained sales persons?

	Alternative responses
	Please Tick

	Yes 
	

	No
	

	Undecided
	


Is your company’s advertisement messages are powerful?

	Alternative responses
	Please Tick

	Yes 
	

	No
	

	Undecided
	


Do your company’s promotion offer increases sales volume?

	Alternative responses
	Please Tick

	Yes 
	

	No
	

	Undecided
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Fig 2.2.2


Five patterns of target market selection.


Source: Adapted from Derek F. Abell, Defining the business. The starting point of strategic planning (upper saddle river N.J. Prentice Hall 1980), ch8 pp192-196.
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Possible Value Propositions


Source: Kotler Philip and Armstrong Gary, Practice of marketing (upper saddle River, Pearson International Education 2008) ch.7 pp208-210
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