BRANDING AS A TOOL FOR INCREASING SALES VOLUME OF AN ORGANIZATION

ABSTRACT

This study was carried out to find out the impact of branding as a tool to increase sales volume of an organization. Specifically, the study identified methods of marketing branded  products in an organization,  found out different styles of branding used by organization and, found out the impact of branding on the increase in sales volume of Nestle foods Nigeria Ltd. The study employed the survey descriptive research design. A total of 259 responses were validated from the survey. The study adopted the Classical and Modern. From the responses obtained and analysed, the findings revealed that branding is necessary because it highlight advantages in a classy way, helps convey your ideas and views to the world, facilitates purchasing of products and Helps in market segmentation. Furthermore, the study also analysed the the different styles of branding used by organization and the conclusions were product branding, online branding, offline branding, geographical branding and Service branding. The study recommend branding should be imbibed by organizations as this impacts on the sales of products.
CHAPTER ONE
INTRODUCTION
1.1   BACKGROUND TO THE STUDY
Adeleye (2003) describes a brand as the name attached to a product or service. The author added that a brand upon close inspection represents many more intangible aspects of a product or service: a collection of feelings and perceptions about quality, image, lifestyle and status. Other researchers argued that a brand creates in the mind of customers and prospects the perception that there is no product or service in the market that is quite like yours (Keller, 2006; Ajagbe, 2007; Solomon et al., 2012). In short, a brand offers the customer a guarantee and then delivers on it. Kotler (2000) stressed that branding is more than just a business buzzword. For Keller (2003), the concept of brand name has become the crux of selling in the new economy. The author added fur old marketing mantra was," Nothing happens until somebody sells something," the new philosophy could be" Nothing happens until somebody brands something" (McCarthy, 2002).
Branding is a major issue in product strategy, perhaps the most distinctive skill of professional marketers in their ability to create, maintain, produce and enhance brand. Branding is the art and corner stone of marketing. The American marketing association defines a brand as a name, term, sign, symbol or design, or a 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. Thus a brand identifies the seller or maker. The brand name and trademarks provide legal protection of improving product features which will otherwise be copied by competitors. Moreover, branding gives the seller the opportunity to attract a loyal and profitable set of customers and also gives sellers some protection from competitor’s greater control in planning their marketing mix. All these make companies to spend a lot on branding with the sole aim of product differentiation and identification thereby changing the taste of customers as a result, making good sales branding.
Branding has become an essential motivating factor in the area of sales branding in any organization, whether manufacturers of industrial or consumer products.
The researcher choice of the subject matter was as a result of the keen interest he has on sales increase especially on branding involves to identify the level of dependence of customers to this effort and to the organizations. Hence, the impact of branding on sales increase, of Nestle foods Nigeria Ltd.
The researcher also deliberated on the effectiveness, achievement and the results that branding has brought to the organization in terms of sales volume and profitability.
Nestle Plc began simple trading operation in Nigeria in 1961 and ha today grown into a leading food manufacturing and marketing company. It is a publicly quoted company listed, since 1978, on the Nigeria stock exchange (now known as Lagos stock exchange) the main production units were designed in line with modern manufacturing method which ensure efficient production of the following products. NESTLE NUTREND, NESTLE  CERELAC MAIZE AND NESTLE CERELAC CHOCOLATE, NESTLE GOLDENMORN, NESTLE MILO, CHOCOMILO, MAGGI CUBES, etc. nestle Nigeria Plc has its regional sales office in Lagos region, east region North-West region and north east region. It has its depot in Ibadan, Benin, Kaduna, Makurdi Kano, Aba and Jos.
Branding has nothing to do with the design of a product which include both the intrinsic and extrinsic qualities of a product that is branding, textile, color, names tastes and so on.
Branding is in fact the composite of activities in establishing brand names, brand mark, copyright and the like. In the absence of branding, there cannot be any better described marketing situation than confastic marketing.
Francis and Stephen (2003) perceive branding as the creation of three dimensional characters of a product, defined in terms of name, branding, colors and symbols. The authors posit that branding aids to differentiate particular product from its competitors. They also added that branding helps the customers to build a relationship with the products. Bearden and Ingram (2007) elucidated that branding is the use of a name, term, symbol or design- or a combination of all to identify a product. McCarthy (2002) believed that branding is the process by which a company employs marketing strategies to get people to easily remember their business and products over another. He mentioned that a brand promises to consistently deliver specific set of features, benefits and services to consumers. Worlu et al. (2007) also refer to branding as the use of a name, symbol or design or a combination of these to identify products and services. In short, it can be viewed as a conscious and planned process undertaken to align business processes with the brand identity and values. In the opinion of Batra and Homer (2004), branding is an activity in which organizations use a name, phrase, design or symbol or a combination of these to identify its products and distinguish them from those of competitors. Palmer (2000) highlighted that branding is the process of creating a distinctive identity for a product which differentiates it from its competitors. Branding is the process of creating distinctive and durable perceptions in the minds of consumers (Johnson and Russo, 1984; Blythe, 2001; Ajagbe et al., 2015).
1.2     STATEMENT OF THE PROBLEM
The issue of branding of food products in the Nigeria context cannot be over emphasized, some are of the view that food product branding and will constitute a problem to the society at large while other disagree with this issue. To be more precise, an example is that we have different types of soft drinks which, when consumed by the customers will give the same satisfaction, but the issue is, these products have to be branded so as to give each and every product its own identity that will differentiate it from others or rather its competitors. It is however the interest of this research to find out the impact of branding in the increasing sales volume of an organization.
1.3  OBJECTIVES OF THE STUDY
The main objective of this study is mainly to find out the impact of branding as a tool to increase sales volume of an organization, specifically the study intends to:
1.     Identify method of marketing branded  products in an organization
2.     Find out different styles of branding used by organization
3.     Find out the impact of branding on the increase in sales volume of Nestle foods Nigeria Ltd.
1.4     RESEARCH QUESTIONS
1.     What methods can be used to markets branded products in an organization?
2.     What are the different styles of branding used by organization?
3.     What is the impact of branding on the increase in sales volume of Nestle foods Nigeria Ltd.?
1.5     RESEARCH HYPOTHESIS
Ho: there is no significance impacts of branding on the sales increase of Nestle foods Nigeria Ltd
Hi: there is a significance impacts of branding on the sales increase of Nestle foods Nigeria Ltd
1.6     SIGNIFICANCE OF THE STUDY
Similar studies might have been carried out in this area of human endeavor, however, the simple fact that business environment is never static, a lot of changes might have rendered parts of the result of these findings obsolete.
This research work will be beneficial to the organization under review (Nestle Nig Ltd) as the researcher will search into various aspects of marketing branded food products within the organization to ascertain whether the huge amount of money spent to brand food products is justified.
The study is also expected to serve as a reference material for future research work in this important aspect of business administration as it can be consulted as a reference material especially if there is the need to improve on the study.

1.7 SCOPE OF THE STUDY

This study will be focused on the impact of branding as a tool for increasing sales volume of an organization. It will also be focusing on identifying methods of marketing branded  products in an organization, finding out the different styles of branding used by organization and finding out the impact of branding on the increase in sales volume of Nestle foods Nigeria PLC.

This study will be using the management and staff of Nestle Nigeria Plc, Lagos State as enrolled participants for this study. 

1.8 LIMITATIONS OF THE STUDY

This study will be limited to the impact of branding as a tool for increasing sales volume of an organization. It will also be limited to identifying methods of marketing branded  products in an organization, finding out the different styles of branding used by organization and finding out the impact of branding on the increase in sales volume of Nestle foods Nigeria PLC.

This study will be using the management and staff of Nestle Nigeria Plc, Lagos State as enrolled participants for this study and this will serve as a limitation to this study.

1.9 DEFINITION OF TERMS

Branding: the promotion of a particular product or company by means of advertising and distinctive design
Tools: implements used to carry out a particular function

Sales volume: the number of units sold within a reporting period.

CHAPTER TWO

REVIEW OF LITERATURE

INTRODUCTION

Our focus in this chapter is to critically examine relevant literatures that would assist in explaining the research problem and furthermore recognize the efforts of scholars who had previously contributed immensely to similar research. The chapter intends to deepen the understanding of the study and close the perceived gaps.

Precisely, the chapter will be considered in three sub-headings:

Conceptual Framework and
Theoretical Framework 

2.1
CONCEPTUAL FRAMEWORK

Concept of Branding

The relative significance of product branding as a means of enhancing a product‟s sales performance varies with the product and company. It functions to bridge the gap between the manufacturer‟s promotional program and consumption of sales to final buyers. Most manufacturers are unaware of the significant importance of product branding. However, the idea of improving the company‟s corporate images as well as its brand has been growing.

Kotler (1997) defines a brand as a name, a team, a symbol or a design or a combination of these to identify goods and services of one seller and to distinguish them from those of competitors. It is however observed that the definition is a brand term that includes the use of brand names, trademarks and particularly all other means of identification.

Brand identification has the highest potential payoff where it is possible to differentiate the product effectively in terms of features that consumers consider important. But it also has payoff potentials where present products have the features that shoppers look for – brand identification reduces the searching time that shoppers have to spend in finding products with the desired features Kotler(1997).

For example, the word “Volkswagen” can be used to illustrate this distinction. The Santana and Audi cars are branded under the name “Volkswagen” whether it is used orally or printed in any manner. When Volkswagen is printed in a certain kind of script, however, it is because of trademark. A trademark needs not to be attached to a product. It may not even be a word because a symbol can be used e.g. the familiar script of Coca- Cola is an example of brand name and trademark.

Kotler (1997) defined a brand as a name, term, sign, symbol or design or a combination of these which is intended to differentiate them from those of other competitors. Thus, a brand identifies the maker or seller of product. Stanton (1964) defined a brand as a comprehensive term, which includes “ a name, term, symbol, or design, or a combination of them which is intended to identify the goods or services of one seller and to differentiate them from those of competitors. Schoell and Gultinan (1990) describe a brand as a name, term, design, symbol or any other feature that identifies one seller‟s goods or services as distinct from those of other seller. This in reality means that the brand name is that part of a brand that can be spoken - letters, numbers or words. Mc Donald‟s is a brand name. They further contend that the brand mark or logo is that part of a brand that cannot be spoken and is most commonly a symbol, picture, design, distinctive lettering, colour or a combination of these. It is recognizable by sight but is not pronounceable.

McCarthy (1981) maintained that the distinction may seem technical, but they are very important to business firms that spend much money to protect their brands. He further maintained the idea behind choosing and protecting a brand name. Developing multiple manufacturer brands and distribution systems has been an effective means of combating the increased competition. In his argument, he stated that brand-name selection is still an art and that management‟s judgement may still have to come in because of its importance. He contended that it is difficult to pinpoint what constitutes a brand name because some of the successful good brand names seem to defy even the brims news, and that many of these names came to being when there was relatively little market competition. However, he agreed that a good brand name could make the difference by helping to commit something of importance about a company or its product. He went further to suggest that a brand name should have the following qualities: Short, simple and easy to spell and read e.g. Bic, Van, vano.

Branding is a general term for describing the establishment of brand names. A brand can be defined as a name, term, or symbol or a combination of them which is intended to identify the goods or services of one seller or group of sellers and to differentiate them from those of competitors.

Kotler (2001), similarly defined branding as a name, word, mark, term, symbol, letter, device or some combination thereof that is used by manufacturers or merchants to identify their goods and services and to distinguish them from those of competitors.

From the above definitions, branding can be seen as the means through which a firm identifies itself to its customers.

Branding and its Importance

Many products offered to the market have to be branded, and branding is one of the elements in the product planning activities of a firm. It has to do with the efforts a firm makes in choosing, developing, projecting and establishing its own brand(s) of products. Branding has emerged as a top management priority in the last decades due to the growing realization that brands are one of the most valuable intangible assets that firms have. Companies are realizing the power of good branding (brand name) to create instant consumer recognition of the company‘s product. For example, in an average Supermarket, which stocks 15,000 to 17,000 items, the typical shopper passes by some 300 items per minute, and 53 percent of all purchases are made on impulse (Abrams, 2002). In this highly competitive environment, branding (brand name) may be the sellers‘ last chance to influence buyers. Many definitions of branding have been offered by different authors and a lot of reasons have also been deduced by different authorities as justifications for the adoption of branding as a marketing strategy.

What is more, the popularity of a brand has often been said to be a direct push for sales turnover (Ogbuji, 2008: 247). Not minding the vagaries of definitions of branding, the fact still remains that it is an important aspect of every firms marketing activity that cannot be over looked. Branding has been said to be as important as a child‘s naming ceremony and as old as man/creation (Okpara 2002: 160). According to Kotler and Keller (2009: 276) a brand is thus a product or service whose dimensions differentiate it in some way from other products or services designed to satisfy the same need. The differences may be functional, rational, or tangible or intangible related to what the brand represent. It involves decisions that establish an identity for a product with the goal of distinguishing it from competitors offering. Branding is a fixation of special and unique image or attribute to a particular product which makes it to be exceptional among other products in the eyes and minds of consumers. (Ehikwe 2005: 176).From the above definition of branding, it means that a brand has an added value to the physical product beyond the core product. These may be aesthetic, emotional, psychological and philosophical values that are embedded in the minds and hearts of consumers. Based on the definition, a brand is a product and the value-added which personifies it beyond the core product. Onah and Thomas (2004: 239) identified the various types of brands as manufacturer‘s brand and private brands. They posited that branding helps to facilitate the performance of the various other Marketing Management functions like New Product Introduction, Advertising and other Promotions, Pricing etc. It is strongly speculated that most times, what consumers buy is name and not quality or functionality or performance.

Mccarthy and Perreault (1985) as captured in Anyanwu (1999: 160), commenting on branding said that it is the use of a name, term, symbol or design or a combination of these to identify a product. This statement infers that branding identifies the product for the consumer and relates it to branding and product design. Obiesie (2003: 41) captured the very essence of branding when he described it as an integral and intimate part of a product strategy. This suggests that a product is not complete until it is given a name, mark or symbol. He went further to describe branding as a name, term, sign, symbol, or design or a combination of these which is intended to identify the goods or services of one seller or group of sellers and distinguish them from those of its competitors.

Okpara (2002: 160) defined branding as ―the imaginative process of creating a unique, relevant and  harmonious name,  term,  sign,  symbol,  or  its  combination to identify a company‘s product and to differentiate them from those of the competitors‖. From the foregoing discussions, it is obvious that the essence of branding is to aerate a distinctive and unique product whose name rings a bell and commands ‗the influence of  consumers  positively  in  terms  of  one‘s purchase behaviour. This against the backdrop that for a bigger and more resonating name, for a better perceived name, certain consumers will be willing to pay a little more.

Anyanwu (2003: 18) defined branding as the use of a name, term, symbol, design or combination of these to identify a product. It also includes the use of brand name, brand mark and trademark. He also opined that branding is very essential for advertising effectiveness because it is branding that distinguishes similar goods of different manufacturers. The above definition explained that branding is a major product strategy in that it helps to position the product in the minds of the consumers. It is a major determinant of how consumers react to both the promotional activities of firms and actual purchase.

Brand according to Anozie (2006: 35) is a long-term profitable bond between an offering and a customer. This relationship is based on economic, emotional, and/or experiential value, backed by everyday operational excellence and consistently measured for accountability, usually by customer profitability. The above definition of a brand has several key concepts. One is profitability. For businesses, the only purpose to branding is to increase profitability. It is not to generate great creative or catchy taglines or win awards. If any branding tactic does not contribute to greater profitability, it is not worth it, such is the case of biscuits. Again, the definition also stresses that brands require a relationship. Anyone can sell a product once but what is required for profitability is repeat sales. It is only after those repeat sales that a brand relationship is formed (Juwah, 2011).

The  next  key component  is value  can be  related  to price, an  experience or feeling  ,  but  no  one  buys  anything  unless  value  is  seen.  Every   day operational excellence is viewed as the ability to consistently fulfill a brand promise. Without the ability to ship on time ensure quality and provide service, no brand can succeed. ―In many ways, the organization is the brand. Finally, measurement is key. Measurement enables benchmarks, which in turn ensures accountability. Measurement let you know what is working in terms of ROI, and what isn‘t. Measurement ensures better decision-making. Without data, it is just guessing. It is consequently safe to extrapolate that branding distinguishes the product or service of a manufacturer(s) from that of other manufacturer(s) of the same or similar products. This distinctive element is particularly crucial for the repeat purchasers and first- buyers or prospects of malt drinks.

American Marketing Association (2011: 9) defines a brand as a name, term, design, symbol or device, or any combination thereof which is adopted and used by a manufacturer or merchant to identify his goods and to distinguish them those sold by other manufacturers, or in the case of  services performed by others. A brand can take many forms, including a name, sign, symbol, color combination or slogan. For example, Coca Cola is the name of a brand make by a particular company. The word branding began simply as a way to tell one person's cattle from another by means of a hot iron stamp. The word brand has continued to evolve to encompass identity — it affects the personality of a product, company or service. It is defined by a perception, good or bad, that your customers or prospects have about you. Therefore it makes sense to understand that branding is not about getting your prospects to see you as the only market to choose you over the competition, but it is about getting your prospects to see you as the only one that provides a solution to their problem.

Juwah, (2011) stated that the objectives that a good brand will achieve include:

Delivers the message clearly

Confirms your credibility

Connects your target prospects emotionally

Motivates the buyer

Concretes user loyalty

To be successful in branding, you must understand the needs and wants of your customers and prospects. You do this by integrating your brand strategies your company at every point of public contact. Your brand resides within the hearts and minds of customers, clients, and prospects. It is the sum total of their experiences and perceptions, some of which n influence, and some that you cannot. A brand is the one thing that you can own that nobody can take away from you,‖ say Howard Kosgrove, Vice Principal of Marketing at Lindsay, Stone and Briggs Advertising in Madison. Everything else, they can steal. They can steal your secrets. Eventually, your patent will expire. Your physical plant will wear technology will change. But your brand can go on and live. It creates a last value above and beyond all the other elements of your business (Keller, 2003). A strong brand is invaluable as the battle for customers intensifies day by  day. Important to spend time investing in researching, defining, and building your brand After all, your brand is the source of a promise to your consumer. It‘s a foundational piece in your marketing communication and one you do not want to without.

Van Auken (2007), sees a brand as the personification of a product, services or organization. It is also the source of a relationship with customers. Like a person, it must have human qualities and possesses a soul. He  further suggested the following attributes of a brand;

•As a person-possessing core values and a personality.

•The brand is the source of the organizations relationship with people.

•Strives to create an emotional connection with your consumer.

•The most successful brands tap into deeply felt human needs.

•Commands positive perception among consumers or customers.

•A brand must possess integrity; that is, it must deliver what it promises always.

Van Auken (2007), compiled a list of characteristics of leading brands as follows;

-Has very high awareness.

-Increases customer loyalty.

-Decreases price sensitivity.

-Results in increased market share, especially for the target customers. Of great importance in this list of characteristics is that it reduces price sensitivity, commands customer loyalty and commands positive perception among consumers or customers. This goes to suggest probably, why branding may influence consumer purchase behaviour.

Levitt (1981) opined that branding is usually a way of distinguishing a company‘s product from those of competing products. It should be an assumption that companies, particularly those starting new and who are not sure of what consumers reaction to their products would be, would approach the branding exercise with a lot of ambivalence.  The resultant  name, term, sign, symbol or any combination is what comes out as the brand. This means that a brand can come in form of a name or mark. (Brassington  and Pettitt,1997: 267).

Ifezue (1990: 143) stated that branding helps to supplement advertising and personal selling. Branding seeks to provide a prospect that has been notified through advertising, the means of identifying the product in the market place. Therefore, brand name is another product attribute that can contribute to consumer acceptance of a product. It can be extended to refer to the visual features such as package, colour, typography design, slogan, which  should assist in stimulating and maintaining demand. A branded product once acceptable to the consumer can lead to brand loyalty, good brand image and thus, greater market acceptance of such product.

Branding is defined as a way in the product planning activities of a firm. It has to do with the efforts a firm makes in choosing, developing, projecting and establishing its own brand(s) of products.

Because branding adds to value of products, market acceptance and achieve competitive edge over others market, designation of branding include brand name, brand mark, trade mark copyright, family branding, individual branding, manufacturers brand, distributor‘s brand, primary brand, secondary brands etc. Olakunle K. Olakunori (1999: 185).

It is the need for differentiation that gives rise to the branding  of  products  as mark of identification, differentiation and  recognition  in  the  presence  of  so many products that have similar outlook. (Anyanwu, 1993: 22).

Kinds of Branding

Ehikwe, (2005) noted that a brand cannot be all things to all people. By definition, no one brand is going to appeal to all customers. On the contrary, branding is based on the concept of singularity — targeting individuals in a personal manner. A product may possess more than one, out of the numerous types of branding we have today.

National or manufacturer brand: As  the  name  implies,  manufacturer brands are initiated by the producers which make it possible for their names to be identified at the point of purchase. The manufacturer brands are  the  best known brands in any product category. The marketers of these brands stress quality and rely heavily on advertising and sales  promotion  (Anyanwu  2000: 109).

Private or customer brand: Private brands are initiated and owned by resellers. A brand is exclusive to a man, a distributor, a store and a private individual or customer. A brand that is localized (Ehikwe, 2005: 177). Example of this type of brand is where are made in Aba, Lagos or even U.K., for boutique stores such as ―Emphasis‖ etc. It is worthy to note that most popular  stores abroad such as Penny, Saks, Marks and Spencer etc, all have their wears made in their name by designers elsewhere.  (Okpara  2002:  161).  This  type  of branding is not so common in Nigeria.

It is expected that with time, the environment will be conducive for private brands. Essentially, the arrangement involves the manufacturers and resellers. The manufacturer will supply goods manufactured by him but labeled with the reseller‘s own brand. These products may be the same with the one the manufacturer sells or of different specifications and quality. (Anyanwu 2000:109).

The reasons why distributors may want to develop their own brands include:

-A desire to limit the control of the manufacturer.

-A desire to create a store or company identity and loyalty.

-A desire to introduce greater price variation.

-A desire to protect margins which may fall as a result of competition among powerful manufacturers. (Anyanwu, 2000:110).

Licensed brand: This is where a company gets a license from the owner to produce or market a brand. Example is the Tura (UK), marketed by J. Udeagbala Holdings, or say, Presidential Tailors licensed to adopt ―Bill Blass‖ or ―Gucci name on its wears (Okpara 2002: 161).

Co-branding: This is where two companies or more use their different: established brand names on a new product. Gazie S. Okpara (2002: 161). Co- branding is a way for businesses to extend their brand‘s identity and cut expenses by partnering with compatible products and services. On the web, Co- branding or what is better known as strategic relationships are rampant. Besides content swaps, companies invite branded products and services to be sold from their sites in what are known as affiliate programs.

Co-branding works because it creates new excitements for the brands involved. One brand teams with another to offer a product with an enhanced (or seemingly so) benefit. However, before one jumps into co-branded relationship, he must ask himself if the excitement that the deal will bring will build the brand or sabotage it. Sometimes, a co-branding strategy isn‘t advantageous as it may seem, particularly for small companies that oftentimes get overshadowed by larger partners.

 Base (Primary) Brand

A brand that is existing as the main and only brand from where other brands take roots in an organization. (Ehikwe, 2005: 178). It is also the brand that a company gives extensive promotion and emphasis to, such as Maltina. (Olakunle, 1999: 187). This is a company‘s core brand or umbrella brand. Primary brands typically garner a large percentage of a company‘s revenue potential and therefore need to be given priority and have a sufficient amount of advertising in order to root them firmly.

Brand Extension

This is an additional brand or brands to the base brand which is the use of the same brand name for new products in the same production organization. (Ehikwe, 2005: 178). This is also a situation where existing strong brand name can be used as a vehicle for new or modified products.

Branding Strategy

According to Wilson (1992), “brands are designed to enable customers to identify products or services which promise specific benefits”. As such, they are a form of short hand in that they create a set of expectations in the minds of customers about purpose, performance, quality and price. This in turn allows the strategist to build added value into products and to differentiate them from competitors.

In an attempt to establish brand strategy, pride and farewell (1989) stated that the first decision to be made is whether the firm should brand its product at all.

Corporate Branding

Keller, (2003) wrote that corporate branding can be used in one of two ways; either as a lead name such as Nestle’s or as a supporting brand name such as Allied-Lyions. In the case of Nestle’s for example, umbrella is used to cover a wide variety of chocolate and sweets including cream eggs, flakes, diary milk etc.

Family branding:

The family branding strategy on the other hand is where the marketer who handles more than one item often uses the same brand name “(family name) for all their products; Example, Marks and Spencer with its St. Michael‟s brand, which is use for food, clothing and household textiles. Here, if the entire line of product has a good reputation, each product can benefit from the general approval. If one product is advertised, the entire products that the family name share the benefits. In addition, a well-established family name is an advantage in promoting a new product or line. The common links exist in terms of the quality, style and packaging. Range brand are use product that have clearly identifiable links in particular market. An example of this is the lean cuisine ranges of low calories foodstuffs (Keller, 2003).

Individual Branding:

The fourth strategy, which is the individual branding, mentioned an approach in which each product is named something different. Examples are close-up, Omo, key soap, and Astra by Unilever Nigerian Plc. It is typically used to cover one type of product in one type of market, possibly with different combination of size, favor and service option or packaging formats.

Pride and Farewell (1989) in their contribution said that individual branding strategy facilitates the use of market segmentation when a firm wishes to enter many segments in the same market because unrelated names can be used and a specific brand could be aimed at a specific segment. As stated earlier, Unilever uses an individual branding policy for its line products. Where these products are varying in quality of type, marketers often use an individual brand for each item; each brand name is applied to only one product and brand. With this policy, the reputation of the company does not suffer if any of the product or brand fails.

McCarthy and Perreault (1990), posit that branding means “the use of a name, term, symbol or design- or a combination of these to identify a product and that it includes the use of brand names, trademarks and practically all other means of product identification. Explaining further, they say a brand name has a narrower meaning and that a brand name is a word, letter, or group of words or letter. They assert that trademark is a legal term and it includes only those words, symbols or marks that are legally registered for use by a single company.

According to Keller, (2003), branding started during the middle ages when craft guilds and merchant guilds were formed to control the quantity and quality of production. Early trademarks were also a protection to the buyer who could then know the source or the product. They give additional conditions favourable to successful branding such as:

When the product is dependable and has widespread availability

The demand for the general product class is large.

The demand is strong enough so that the market price can be high enough to make the branding effort profitable.

There are economies of scale. If the branding is really successful, cost should drop and profits should increase.

Favourable shelf locations or display space in store will help.

Bovec and Arens (1992) view branding as a fundamental differentiating device for all products. They elaborates further that, without brands, consumers really would not know one product from another and advertising them would be a nearly impossible task.

McCarthy and Perreault point out five levels of brand acceptance to consumers and middlemen (retailers), namely:

I.The first is the brand non-recognition when the consumers are not aware of the brand

II.The second is brand recognition when they are aware of it or recognize it in the store.

III.The third is brand rejection and this is when they have tried it and will not do so again unless it changes it quality and image.

IV. The fourth level is brand preference when people usually chose the brand over that of competitors.

V.The fifth is brand insistence-when they will not accept substitute

School and Gultiman (1989), observed that a brand offers consumers protection when it identifies the seller because poor product quality damages both brand and company image.

Kotler and Amstrong (1977), elaborates further that a brand is a seller‟s promise to deliver consistently a specific set of features, benefits and services to buyers. The best brands convey a warranty of quality.

Importance of Branding

A product is something made in a factory, a brand is something that is bought by the customer. A product can be copied by a competitor; a brand is unique. A product can be quickly outdated; a successful brand is  timeless."-  Stephen King, WPP Group, London. The importance of branding a product lies in the fact that branding means recognition and an identity. Branding is an important marketing function. When it comes to the actual word 'branding', its origins can be connected to the activity of branding of milk giving animals (Adrian, 2002). Farmers animal owners often branded their cows and buffaloes with their signature brands. The milk of animals that were taken better care of were always in demand and of course, costly. Though many of us may feel that this kind of branding does not have any connection to the modern corporate branding, I definitely have to disagree. This is probably the pioneer branding process.

Since the milk was from a family of very well cared and well tended animals, it was recognized to be of very high quality and people were ready to pay more for it. The same principle of branding  is  applied  today (Adrian, 2002).  A  set  of  related  products that are manufactured by a  company  and  are  sold  as  a  family  of  products under the marquee or banner of a brand has a certain recognition and a place of respect within that very market. Branding the product thus, is a means of creation of identification and recognition in the market. It is not just a process of getting a trademark and logo, but it is process of evolving as a well reputed name on the market and field. Belk, (2001) observed that a very well-known brand that has become the identity of the market itself  is  the  office  equipment  manufacturer  'Xerox'. Though it is  a company's name, the act  of photocopying is termed as 'Xeroxing'. Let    look    at    the    importance    of    branding    from    different    perspectives.

Important of branding to business: From the point of view of a business, the process of branding involves making of a trademark and a good name. A registered trademark and a name ensure individuality and uniqueness of a particular product or family of products.  The  lawful  registration  of  the trademark means that any competitor cannot copy any  of  the  elements  and names of the products. Branding  can  be  done  for  anything  that  can  be promoted in the consumer's market, may it be a  simple  label,  a  family  of products or an umbrella brand. People can also have a personal brand (Belk, 2001).  The primary advantage of branding is that it is safeguarded from unlawful activities and at the same time, it is also a way of developing a good reputation  in  the market. Often you might see  some  new  product  carry  the  tag  that  says  'from the makers of ...brand', well this is another advantage of branding.  When  a business who owns an already famous brand wants to launch a new brand in the market, they can use the pre-earned goodwill and reputation for the new launch. The advantage is that, people are bound to purchase the new products out of curiosity (Brassington, & Pettitt, 1997).

Importance of branding in marketing: according to Chaudhuri, (1995), marketing primarily involves  the study of demand in a market and creating a response in the form of supply. In the field of marketing, the brand name plays an important role as it helps the people to promote the brand name and its merits quite easily. Apart from that, it also becomes possible for the marketing people to generate intelligence information about the brands popularity  and  also  what  people  exactly  want from the brand owning company. As a result of  a  brand  loyal  group  of consumers, it also becomes easier  for  marketing  department  to  asses  regular and promised demand. Apart from  that,  schemes  such  as  free  gifts  and discounts often boost the  sales  as  the  brand  is  an  important  icon  of  the market (Chaudhuri, 1995).

Importance of branding in advertising: Advertising is often considered to be a part of marketing however; branding a particular product helps the advertisers to provide catchy logos and advertisements. As a brand name can never be copied, advertisers face lesser heat from unauthenticated advertisements, effectively, their advertisement creation gets protected. Apart from that advertisers can initiate fearless and independent  advertising as due to the process of branding, the consumers are already well aware of the product, its identity and nature. In short, the importance of branding can be summed up in simple words 'successful branding is a process that generates revenue that cannot be counted, it creates a reputation that is felt not seen, it is an asset that one cannot show on a balance sheet (Scholasticus K, 2011)
Role of the Brand

Chaudhuri, (2001) stated that in the technique of branding first started, it was meant to make identifying and differentiating a product easier. Over time, brands came to  embrace  a performance or benefit promise, for the  product,  certainly,  but  eventually  also for company behind the brand. Today, brand  plays  a  much  bigger  role.  Brand has been co-opted  as  powerful  symbols  in  lager  debates  about  economics, social issues, and politics.

The power of brands to communicate a complex message quickly and with emotional impact and the ability of brands to attract media attention, make them ideal tools in the hands of activists. Brand identify the source or maker of a product and allow consumers to assign responsibility for its performance to a particular manufacturer or distributor (Kotler and Keller,2009: 277).Consumers learn about brands through past experiences with the product and its marketing programs, finding out which brands satisfy their needs and which do not. Brands also perform valuable functions; first they simplify product handling or tracing. It also helps to organize inventory and accounting records. It offers the legal protection for unique features or aspects of the product. Brands signal a certain level of quality so that satisfied buyers can easily choose the product again. A strong brand will provide a reassurance that can have an enormous impart when a buyer has to choose between two objectively fairly similar offers, for example in Nigeria, MTN has capitalized on its brand image carried over from its successful operations in African countries to be the leading GSM service provider in Nigeria. Brand loyalty provides predictability and security of demand for the firm, and creates barriers to entry that make it difficult for more firms to enter the market, example Microsoft and its market dominance in the software industry has created a huge barrier for other software companies. Loyalty can translate into customer willingness to pay a higher price, often 20% to 25% more than competing brands.In implementing branding strategy, branding is considered sometimes risky. However, it is pursued because the firms believe that its benefits will outweigh added cost of developing  the  brand  through  promotion and risks and responsibility assumed in maintaining its quality image (Anyanwu, 2003).

The crucial role of branding according to (Okpara 2002) can be captured from three perspectives‖ Consumers, Manufacturers and Intermediaries.

a.Consumers: For consumers, product branding does the followings;

i.
Facilitates the identification and purchase of preferred product choices. ii
Enthrones some status symbols on users of the product.

iii.    Especially for new products, they can help in the first-hand evaluation of the products‘ likely suitability and quality, judging from who is the owner of the brand.

b.
Manufacturers: Product branding to the manufacturers is vital the following ways;

i.It affords a manufacturer on exclusive legal protection for his unique efforts and product features, from competitive parody.

ii.It is vital in differentiating and serving market segments of various purses, purposes and personalities.

iii.It facilitates the identification of a manufacturers‘ product on the retail shelves.

iv.It can provide a manufacturer with an avenue to escape the travails of price related competition,

Intermediaries: These include the wholesalers, retailers, agents, jobbers etc. A typical store, supermarket or distributor benefits from branding in the following ways; 

i.The brands are usually advertised by the manufacturers, thereby making sales easier for intermediaries.

ii.It makes description and location of needed products by shoppers much easier.

It Promotional materials based on product brands are usually given as gifts to intermediaries (Anyanwu, 2003).

Benefits of Branding

Pride: A professionally designed logo and Brand will show that you are committed to presenting your company as a major contender in your market.

Visibility: Most prospective consumers look for highly visible, well-defined businesses, and the "look and feel" of your identity plays a major role in their decision making process.

Credibility: Establishing credibility with a strong visual message in a professionally developed Brand, used throughout all of your business and marketing communications, will keep you a step ahead of your competition.

Appearance: A professionally developed Brand positions your company to work with larger organizations and increases your margins by allowing you to set premium rates for your products and / or services.

Retention: Most people remember what they see much better than what they hear or read. Having a consistent visual identity throughout all of  your business and marketing communications will keep you at the forefront of existing and potential clients‘ minds when they have a need for your products and or services.

Differentiation: When partnered with a strategic marketing program, a well- designed logo and a strong identity system will position your business  far above the competition in your market.

Stability: Even if you are unable to claim that you‘ve been in business for over 30 years‖, having a functional Brand / Identity  system  gives  the impression that your business is dedicated to the industry you serve.

Support: When you present  a  well-rounded  business  package,  your business goals and objectives are more clearly  defined  and  this  will  improve your chances of getting venture capital or other forms of financial assistance (Anyanwu, 2003).

EFFECTS OF  BRANDING ON SALES PERFORMANCE

Aminu, & Olayinka, (2006) noted that firms enjoy several benefits from branding which in turn helps to increase sales, sales performance and return on investment. Some of these benefits are:

Market control

Pricing interdependence

Promotional advantage

Expansion of product mix

New product introduction

Branding can significantly help an organization in increasing its own share of the market for its product. A manufacturer who advertises his branded product is enhancing the industry in general but is not helping the product to increases it own share of the market. Also branding helps the brand owners to stimulate repeat sales and avoid product substitution and when sales are repeated, there is increase in profit and return investment.

Consumers will often buy well established brands even when their prices are higher than those of less publicized competitors. And when there is awareness and trust about the particular brand of product, promotional campaigns can become effective and less expensive.

If a firm has one or more lines of branded goods, it can add a new item to it product mix much more easily than a company selling unbranded merchandise.

A new product is more favourable received by both the dealers and by consumers if it is linked to a respected brand name (Aminu, & Olayinka, 2006).

Principles Of  Branding

A brand name means a part of the firm‟s brand which can be spoken. These may be in words, letters or numbers. Some well known brand names in Nigeria include: Coca

– Cola, Seven-Up, Lux, omo etc.

A brand mark on the other hand is a symbol, mark, coloured closely identify with a product or distinctive colouring of lettering. It is commonly recognized by sight but not expressed. This means that brand marks can only be seen, examples are Elephant in elephant blue detergent, Nigerian Brewery Industry which is always Coca-Cola, package and red star of Texaco petroleum (Agbo O., 2000).

Finally, a trademark is a special legal designation in form of symbol or terms indicating that the owner as an exclusive use of a brand of part of a brand. This means that the law prohibits other firms or individuals from using it. All trademarks are brands and this includes the words, letters or numbers that can be pronounced and may also include in a pictorial design – (brand mark) simply put. Trademark is a legal name of a company. Examples of trademark are Lever Brothers in Nigeria Plc, Patterson Zochonis (PZ),

All these aforementioned terms are associated with branding. Thus, we can see that branding or the word brand is the comprehensive term that is done with clarity of dimension with which it is associated (Alozie, 2006).

2.2 THEORETICAL FRAMEWORK

The Innovation Adoption Theory (IAT)

This theory was propounded by Roger (1995) when he integrated 508 studies that necessitated the adoption of innovation among individuals and businesses (Lai, 2017). Generally, individuals and groups initially possess latitude of rejection (Nwosu and Nkamnebe, 2006) of a new innovation. They may not adopt it until sometimes it might take very long. They suffer from undue perceived risk but ironically at times, it may have been worthwhile as many innovations didn‟t stand the test of time. Perhaps it might be regrettably sometimes to start late after some few companies may have harvested all it needed to secure a market leadership of being an innovator (Belch and Belch, 2012). Diederen, Meijl, Wolters and Bijak (2003) concurred with this view and respond that farmer do not adopt innovations in agricultural sector as they evolve in the market. For them, it even takes a longer period for certain segment of the farming population to key into a new innovation. Though, some choose to be the first to adopt an innovation and they are called the innovators while others follow the innovators as the early adopters, late adopters, or non-adopters.

CHAPTER THREE

RESEARCH METHODOLOGY

3.1
INTRODUCTION


In this chapter, we described the research procedure for this study. A research methodology is a research process adopted or employed to systematically and scientifically present the results of a study to the research audience viz. a vis, the study beneficiaries.
3.2
RESEARCH DESIGN

Research designs are perceived to be an overall strategy adopted by the researcher whereby different components of the study are integrated in a logical manner to effectively address a research problem. In this study, the researcher employed the survey research design. This is due to the nature of the study whereby the opinion and views of people are sampled. According to Singleton & Straits, (2009), Survey research can use quantitative research strategies (e.g., using questionnaires with numerically rated items), qualitative research strategies (e.g., using open-ended questions), or both strategies (i.e., mixed methods). As it is often used to describe and explore human behaviour, surveys are therefore frequently used in social and psychological research.
3.3
POPULATION OF THE STUDY


According to Udoyen (2019), a study population is a group of elements or individuals as the case may be, who share similar characteristics. These similar features can include location, gender, age, sex or specific interest. The emphasis on study population is that it constitute of individuals or elements that are homogeneous in description. 


This study was carried out to examine the impact of branding as a tool for increasing sales volume of an organization. Selected management and staff of Nestle Nigeria Plc, Lagos State form the population of  the study.
3.4
SAMPLE SIZE DETERMINATION

A study sample is simply a systematic selected part of a population that infers its result on the population. In essence, it is that part of a whole that represents the whole and its members share characteristics in like similitude (Udoyen, 2019). In this study, the researcher adopted the convenient sampling method to determine the sample size. 
3.5
SAMPLE SIZE SELECTION TECHNIQUE AND PROCEDURE

According to Nwana (2005), sampling techniques are procedures adopted to systematically select the chosen sample in a specified away under controls. This research work adopted the convenience sampling technique in selecting the respondents from the total population.

In this study, the researcher adopted the convenient sampling method to determine the sample size. Out of all the entire population of the management and staff of Nestle Nigeria Plc, the researcher conveniently selected 266 out of the overall population as the sample size for this study. According to Torty (2021), a sample of convenience is the terminology used to describe a sample in which elements have been selected from the target population on the basis of their accessibility or convenience to the researcher.
3.6 
RESEARCH INSTRUMENT AND ADMINISTRATION

The research instrument used in this study is the questionnaire. A survey containing series of questions were administered to the enrolled participants. The questionnaire was divided into two sections, the first section enquired about the responses demographic or personal data while the second sections were in line with the study objectives, aimed at providing answers to the research questions. Participants were required to respond by placing a tick at the appropriate column. The questionnaire was personally administered by the researcher.
3.7
METHOD OF DATA COLLECTION

Two methods of data collection which are primary source and secondary source were used to collect data. The primary sources was the use of questionnaires, while the secondary sources include textbooks, internet, journals, published and unpublished articles and government publications.
3.8
METHOD OF DATA ANALYSIS

The responses were analysed using the mean and standard deviation, which provided answers to the research questions. 

In analyzing data collected, mean score was used to achieve this. The four points rating scale will be given values as follows:

SA = Strongly Agree

4

A = Agree


3

D = Disagree


2

SD = Strongly Disagree
1

Decision Rule:

To ascertain the decision rule; this formular was used

	4+3+2+1 =10

      4           4


Any score that was 2.5 and above was accepted, while any score that was below 2.5 was rejected. Therefore, 2.5 was the cut-off mean score for decision taken.


The hypothesis test was conducted using the Chi-Square statistical tool, SPSS v.23
3.9
VALIDITY OF THE STUDY

Validity referred here is the degree or extent to which an instrument actually measures what is intended to measure. An instrument is valid to the extent that is tailored to achieve the research objectives. The researcher constructed the questionnaire for the study and submitted to the project supervisor who used his intellectual knowledge to critically, analytically and logically examine the instruments relevance of the contents and statements and then made the instrument valid for the study.
3.10
RELIABILITY OF THE STUDY

The reliability of the research instrument was determined. The Pearson Correlation Coefficient was used to determine the reliability of the instrument. A co-efficient value of 0.68 indicated that the research instrument was relatively reliable. According to (Taber, 2017) the range of a reasonable reliability is between 0.67 and 0.87.
3.11
ETHICAL CONSIDERATION

he study was approved by the Project Committee of the Department.  Informed consent was obtained from all study participants before they were enrolled in the study. Permission was sought from the relevant authorities to carry out the study. Date to visit the place of study for questionnaire distribution was put in place in advance.
CHAPTER FOUR

DATA PRESENTATION AND ANALYSIS

INTRODUCTION

This chapter presents the analysis of data derived through the questionnaire and key informant interview administered on the respondents in the study area. The analysis and interpretation were derived from the findings of the study. The data analysis depicts the simple frequency and percentage of the respondents as well as interpretation of the information gathered. A total of two hundred and sixty-six (266) questionnaires were administered to respondents of which only two hundred and fifty-nine (259) were returned and validated. This was due to irregular, incomplete and inappropriate responses to some questionnaire. For this study a total of 259 was validated for the analysis.

4.1
DATA PRESENTATION
Table 4.2: Demographic profile of the respondents

	Demographic information
	Frequency
	percent

	Gender

Male
	
	

	
	72
	27.8%

	Female
	187
	72.2%

	Age
	
	

	20-25
	33
	12.7%

	25-30
	56
	21.6%

	31-35
	87
	33.6%

	36+
	83
	32.0%

	Marital Status
	
	

	Single 
	71
	27.4%

	Married
	102
	39.4%

	Separated
	67
	25.9%

	Widowed
	19
	7.3%

	Education Level
	
	

	WAEC
	56
	21.6%

	BS.c
	62
	23.9%

	MS.c
	67
	25.9%

	MBA
	74
	28.6%


Source: Field Survey, 2021

4.2
DESCRIPTIVE ANALYSIS
Research question 1

What methods can be used to markets branded products in an organization? 

Table 1: Mean Responses on methods that can be used to markets branded products in an organization.

	S/N
	ITEM STATEMENT
	SA

4
	A   3
	D   2
	SD  1
	X
	S.D
	DECISION

	1
	Highlight advantages in a classy way 
	200
	30
	15
	14
	4
	2.57
	Accepted

	2
	Offer special promos
	150
	79
	25
	5
	3.4
	2.55
	Accepted

	3
	Offer loyal customers an exclusive preview
	175
	79
	5
	-
	3.9
	2.74
	Accepted

	4
	Offer a complimentary upgrade 
	155
	70
	24
	10
	3.4
	2.56
	Accepted

	5
	Advertise the product to reach a wider audience 
	125
	75
	35
	24
	3.2
	2.47
	Accepted


Source: Field Survey, 2021

In table above, item1 with mean response of 4 accepted that highlight advantages in a classy way. Item 2 with mean score of 3.4 also accepted that offering of  special promos. Item 3 with mean score of 3.9 accepted that offering loyal customers an exclusive preview. Item 4 with the mean score of 3.4 also accepted that offering a complimentary upgrade. Item 5 with the mean score of 3.2 accepted that advertising the product to reach a wider audience. Item 1,2,3,4 and 5 have mean scores above 2.50. This indicates that respondents accepted in all the items that these are some of the methods that can be used to markets branded products in an organization

Research Question 2:  What are the different styles of branding used by organization?

Table 2: Mean responses on the different styles of branding used by organization.

	S/N
	ITEM STATEMENT
	SA

4
	A

3
	D

2
	SD

1
	X
	S.D
	DECISION

	6
	Product branding
	170
	60
	20
	9
	3.7
	2.63
	Accepted

	7
	Online branding 
	259
	-
	-
	-
	4
	2.82
	Accepted

	8
	Offline branding  
	230
	20
	9
	-
	3.8
	2.76
	Accepted

	9
	Geographical branding
	160
	60
	20
	19
	3.2
	2.50
	Accepted

	10
	Service branding
	200
	30
	19
	10
	3.8
	2.65
	Accepted


Source: Field Survey, 2021
In table above, item 6 with mean response of 3.7 accepted that product branding. Item 7 with mean response of 4accepted that online branding. Item 8 with mean response of 3.8 also accepted that offline branding hard. Item 9 with mean response of 3.2 accepted that Geographical branding. Item 10 with mean response of 3.8 agreed that Service branding. Item 6, 7, 8, 9 and 10 all have mean scores above 2.50. This indicates that respondents agreed on item 6 to 10 are the different styles of branding used by organization.

Research Question 3

What is the impact of branding on the increase in sales volume of Nestle foods Nigeria Ltd.?
Table 3: Mean Responses on impact of branding on the increase in sales volume of Nestle foods Nigeria Ltd.
	S/N
	ITEM STATEMENT
	SA

4
	A

3
	D

2
	SD

1
	X
	S.D
	REMARK

	11
	It helps you convey your ideas and views to the world
	160
	80
	19
	-
	3.4
	2.59
	Accepted

	12
	It facilitates purchasing of products
	50
	150
	40
	19
	3.1
	2.42
	Accepted

	13
	Customer franchising
	170
	70
	12
	7
	3.8
	2.62
	Accepted

	14
	Helps in market segmentation
	160
	60
	15
	24
	3.3
	2.49
	Accepted


Source: Field Survey, 2021
In table above, item 11 with mean score of 3.4 accepted that it helps you convey your ideas and views to the world. Item 12 with mean score of 3.1 also accepted it facilitates purchasing of products. Item 13 with mean response of 3.8 accepted that customer franchising. Item 14 with mean response of 3.3 accepted that it helps in market segmentation. Item 11, 12, 13, and 14 all have mean scores above 2.50. This indicates that respondents accepted in item 11 to 14 that these are the impact of branding on the increase in sales volume of Nestle foods Nigeria Ltd.

Question 4: Is there any significant impact of branding on the sales increase of Nestle foods Nigeria Ltd?
Table 4:  Respondent on question 4
	Options
	Frequency
	Percentages

	Yes
	141
	54.4

	No
	89
	34.3

	Undecided
	29
	11.1

	Total
	259
	100


Source: Field Survey, 2021

From table 4.3 above, 54.4% of the respondents said yes, 34.3% of the respondents said no, while the remaining 11.1% of the respondents were undecided.
4.3
TEST OF HYPOTHESIS 

H0: there is no significance impacts of branding on the sales increase of Nestle foods Nigeria Ltd. 
H1: there is a significance impacts of branding on the sales increase of Nestle foods Nigeria Ltd. 
Table 1: there is no significance impacts of branding on the sales increase of Nestle foods Nigeria Ltd.
	Options
	Fo
	Fe
	Fo - Fe
	(Fo - Fe)2
	(Fo˗-Fe)2/Fe

	Yes
	141
	86.3
	54.7
	2992.09
	34.6

	No
	89
	86.3
	2.7
	7.29
	0.08

	Undecided
	29
	86.3
	-57.3
	3283.29
	38.0

	Total
	259
	259
	
	
	72.68


Source: Extract from Contingency Table




Degree of freedom = (r-1) (c-1)






(3-1) (2-1)






(2)  (1)






 = 2

At 0.05 significant level and at a calculated degree of freedom, the critical table value is 5.991.

Findings

The calculated X2 = 72.68 and is greater than the table value of X2 at 0.05 significant level which is 5.991.
Decision

Since the X2 calculated value is greater than the critical table value that is 72.68 is greater than 5.991, the Null hypothesis is rejected and the alternative hypothesis which states that there is significance impacts of branding on the sales increase of Nestle foods Nigeria Ltd.

CHAPTER FIVE

SUMMARY, CONCLUSION AND RECOMMENDATION

5.1
Summary


In this study, our focus was to examine branding as a tool for increasing sales volume of an organization. The study specifically aimed at identifying method of marketing branded  products in an organization,  finding out different styles of branding used by organization and, find out the impact of branding on the increase in sales volume of Nestle foods Nigeria Ltd. This study was anchored on the Innovation Diffusion Theory and Labour process Theory.

The study adopted the survey research design and conveniently enrolled participants in the study. A total of 259 responses were validated from the enrolled participants, who where all management and staff of Nestle Nigeria Plc.

5.2
Conclusion

This study has systematically inquired and analyzed on methods that can be used to markets branded products in an organization. Based on the findings of this study, the following conclusions were made:

Highlight advantages in a classy way.
Offer special promos. 
Offer loyal customers an exclusive preview

Offer a complimentary upgrade

Advertise the product to reach a wider audience.

The study also analyzed on the different styles of branding used by organization. The following conclusions were made.

Product branding 

Online branding.

Offline branding
Geographical branding and 
Service branding
5.3
 Recommendations
In the light of the findings and conclusions, the following recommendations are hereby proposed: 

Branding of products should be imbibed by organizations as it 

Helps convey your ideas and views to the world

Facilitates purchasing of products

Helps in customer franchising and 

Helps in market segmentation
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APPENDIXE

QUESTIONNAIRE

PLEASE TICK [√] YOUR MOST PREFERRED CHOICE(s) ON A QUESTION OF YOUR CHOICE

SECTION A

PERSONAL INFORMATION

Gender

Male

[  ]

Female

[  ]

Age

20-24

[  ]

25-30

[  ]

31-35

[  ]

36+

[  ]

Marital Status

Single

[  ]

Married
[  ]

Divorced
[  ]

Widowed
[  ]

SECTION B
Please indicate the extent to which you are satisfied with the following items by ticking in any of the boxes represented by strongly agree (SA), agree (A), strongly disagree (SD) and disagree (D).

Question 1: What methods can be used to markets branded products in an organization? 

	S/N
	ITEM STATEMENT
	SA


	A   
	D   
	SD  

	1
	Highlight advantages in a classy way 
	
	
	
	

	2
	Offer special promos
	
	
	
	

	3
	Offer loyal customers an exclusive preview
	
	
	
	

	4
	Offer a complimentary upgrade 
	
	
	
	

	5
	Advertise the product to reach a wider audience 
	
	
	
	


Research Question 2:  What are the different styles of branding used by organization?

	S/N
	ITEM STATEMENT
	SA


	A


	D


	SD



	6
	Product branding
	
	
	
	

	7
	Online branding 
	
	
	
	

	8
	Offline branding  
	
	
	
	

	9
	Geographical branding
	
	
	
	

	10
	Service branding
	
	
	
	


Research Question 3: What is the impact of branding on the increase in sales volume of Nestle foods Nigeria Ltd.?
	S/N
	ITEM STATEMENT
	SA


	A


	D


	SD



	11
	It helps you convey your ideas and views to the world
	
	
	
	

	12
	It facilitates purchasing of products
	
	
	
	

	13
	Customer franchising
	
	
	
	

	14
	Helps in market segmentation
	
	
	
	


Question 4: Is there any significant impact of branding on the sales increase of Nestle foods Nigeria Ltd?

	Options
	Please tick

	Yes
	

	No
	

	Undecided
	


=  2.5








