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ABSTRACT

The project work is designed to give insight to branding's influence on product marketing and distribution.  This is to enable the reader to appreciate the contributions of branding to business and the successful operation of development of such firms and industries. Branding is essential for advertising effectiveness.  This is because it is branding that distinguishes similar products of different manufacturers.  It helps consumers to establish the brand identity of various producers. Branding can be defined as of a name, a term, symbol or design or a combination of these to identify for the consumer and relates it to brand and product for the consumer and relates it to brand product design. The hope of the marketing is to find or develop a brand name that strongly relates to the personal value structures of a large segment of the market.

The research work consists of five chapters.

 CHAPTER ONE

INTRODUCTION

Background of the study

Prior to the country's independence in 1960, the majority of Nigeria's population relied heavily on imported commodities, particularly domestic items made accessible by the country's colonial authorities and Western merchants (Kuratko et al., 2021). As a result, there were not many local alternatives available, and those that did exist could not compete with the imported items in terms of quality; hence, many people opted to buy products from other countries. The year 1960 was the year when freedom was finally won, and with it came the need for a different sort of independence: economic independence (Lawrence, & Chad, 2022). The goal of being self-sufficient was included in both the third and fourth national development plans. In order for the nation to become economically self-sufficient, imports have to be reduced as much as possible. A significant amount of work has been put into the marketing of products that were manufactured in Nigeria (Love & Roper 2022). To make products using local raw materials, which was supported by the implementation of Structural Adjustment Programme (SAP), which focused on local procurement of raw resources, food self-sufficiency, and stimulating investment in growth. To produce goods using local raw materials. It is common practise to create marketing programmes such as trade fairs in order to promote and bring attention to local producers (Kuratko et al., 2021). It raises more people's consciousness about the items. The chamber of business and industry has been responsible for organising it.

Unilever Nigeria Plc, Patherson and Zochoms (PZ), UAC, and International Equitable Association were some of the companies that operated in the product industries (IEA). They create items that are near equivalents for one another, but in order to differentiate themselves and gain a better position in the market, they employ their brand names (Lawrence, & Chad, 2022).

The success of advertising is directly correlated to good branding. This is due to the fact that branding is what differentiates otherwise comparable items made by various producers. Consumers are able to have a better understanding of the brand identities of diverse manufacturers because to this. One way to define branding is as the process of identifying a product by utilising a name, word, symbol, or design, or any combination of these elements (Love & Roper 2022). It identifies the product for the customer and ties it to the design of the brand as well as the product. Promotion of a brand offers benefits not just to consumers but also to the brand's owners. The customer's purchasing experience is improved by a reputable brand, which in turn decreases the amount of time and effort that must be spent marketing the product. In addition, when consumers consistently buy a certain brand, that brand is shielded from the threat posed by competition from other companies. This has the potential to raise the total volume of sales while lowering the expenses of promotion. The image of a corporation may be improved by the use of product brands, which can also hasten consumers' adoption of new items sold under the same name (Kuratko et al., 2021).

The Unilever Nigeria PLC is a marketing company that is responsible for marketing over 40 distinct products in 82 various pack sizes. These brands fall into the areas of home care, personal care, and food. In order to guarantee that it is successful in its marketing endeavours, the firm adheres to a strict policy of keeping the high quality of its products, which is appreciated across the country (Lawrence, & Chad, 2022).

The organization's commitment to these criteria was outlined in the quality policy that the corporation has in place. The company is committed to meeting the needs of consumers in terms of product performance and her quality standards to meet the needs better than competitors. It ensures that the quality standards satisfy brand advertising claims and, in general, are supportive of overall brand positioning, and it maintains regular contact with the market, the distribution chain, the trade, and the consumers for close monitoring of product performance and quality in comparison to other competitors (Love & Roper 2022). The Unilever Nigeria PLC competes well with companies from different industries. Their goods are designed, manufactured, marketed, and distributed with the express purpose of satisfying the requirements that customers have articulated (Kuratko et al., 2021). This is the reasoning behind the tagline "A visible buddy in every household." The researcher has a vested interest in determining the impact that product branding has on sales and distribution of those items.
1.2 STATEMENT OF THE PROBLEM

Today, competitive conditions characterize practically every market in Nigerian’s manufacturing industry; there is a great variety in the quality between competitive products. Every human being by human nature always like to appear best of all, so does every industry want to have the best of products.  This is a general feeling that some materials are inferior and preference is shown on products with more superior quality.  In some cases some products sell more than others not because they are better in quality, but because of the name it has made or the level of advertisement made on it.  The problem of this study is therefore to find out what roles product branding has helped in the marketing of Unilever PLC products.

OBJECTIVE OF THE STUDY

The general objective of this study is to find out branding's influence on product marketing and distribution.

Specific objectives of the study are;

To ascertain whether branding has influence on choice of products.
To ascertain whether  branding has advantage in competition
To find out whether  branding contribute in profit making
To ascertain whether the nature of product determines the brand name.
1.4 RESEARCH HYPOTHESES
For the successful completion of the study, the following research hypotheses were formulated by the researcher;  

H0:  Branding of Unilever products does not influence choice of products by consumers
H1: Branding of Unilever products do influence choice of products by consumers 
H02:   Unilever product branding also does not have advantage in competition.
H2:   Unilever product branding also do have advantage in competition.
SIGNIFICANCE OF THE STUDY

 The findings of this study will be very useful to the department of marketing and of much private and public organization in making decision on marketing strategies. Again, the findings of this study will provide additional knowledge to students who are aspiring to become great marketers. Also, the findings of this study will help consumers to differentiate between product name and product quality. Furthermore, the findings of this study will provide the basis for further studies.

SCOPE AND LIMITATION OF THE STUDY

The scope of the study covers branding's influence on product marketing and distribution. The researcher encounters some constrain which limited the scope of the study;

 a) AVAILABILITY OF RESEARCH MATERIAL: The research material available to the researcher is insufficient, thereby limiting the study


b) TIME: The time frame allocated to the study does not enhance wider coverage as the researcher has to combine other academic activities and examinations with the study.

c) Organizational privacy: Limited Access to the selected auditing firm makes it difficult to get all the necessary and required information concerning the activities.   

DEFINITION OF TERMS

PRODUCT

A product refers to those physical goods, services, experiences, events, persons, places, properties, organizations and idea that can be offered to a target market for the purpose of satisfying a want and need.

BRAND

It is a product strategy referring to a symbol or design or a combination of them for the purpose of product identification and differentiation from other.

MARKETING

It is a societal process through which individuals and groups obtain what they need and want by creating offering, and freely exchanging products and services for a value with other people.

TRADE MARK

Is a part of brand that is given legal protection because it is assigned exclusively to the company.

TRADE NAME

Is the legal name of an organization as in case of Unilever Nigeria PLC and Nigeria Breweries PLC

 1.8 ORGANIZATION OF THE STUDY

This research work is organized in five chapters, for easy understanding, as follows 

Chapter one is concern with the introduction, which consist of the (overview, of the study), historical background, statement of problem, objectives of the study, research hypotheses, significance of the study, scope and limitation of the study, definition of terms and historical background of the study. Chapter two highlights the theoretical framework on which the study is based, thus the review of related literature. Chapter three deals on the research design and methodology adopted in the study. Chapter four concentrate on the data collection and analysis and presentation of finding.  Chapter five gives summary, conclusion, and recommendations made of the study     
CHAPTER TWO  

 REVIEW OF RELATED LITERATURE

  2.1 PRODUCT 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 32 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 33 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. 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. 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. 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: 94) 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. 37 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, 1999).

 2.2 ROLE OF THE BRAND  

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 itsbenefits will outweigh added cost of developing the brand through promotion and risks and responsibility assumed in maintaining its quality image. 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, 

c. 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. 

iii. It Promotional materials based on product brands are usually given as gifts to intermediaries.

2.3 BENEFITS OF BRANDING 

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

ii 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. 

iii 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. 

iv 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. 

v 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. 

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

vii 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. 

viii 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.

2.4 BRAND LOYALTY 

Customer loyalty is one major thing that brands need to thrive in the market place. When customers are loyal to a brand, they become ambassadors by mouthing good stories about the brand. It is a basic truth that when customers are happy, they go to a large extent to promote a good image for the brand. Customer loyalty is all about relevance and meaning throughout every customer touch point. It is all about making the brand experience more intimate relationship with the customers. Brand loyalty is a result of consumer behaviour and is affected by a person‘s preferences. Loyal customers will consistently purchase products from their preferred brands, regardless of convenience or price. Companies will often use different marketing strategies to cultivate loyal customers, be it is through loyalty programs (i.e. rewards programs) or trials and incentives (ex. samples and free gifts). Companies that successfully cultivate loyal customers also develop brand ambassadors – consumers that will market a certain brand and talk positively about it amongtheir friends. This is free word-of-mouth marketing for the company and is often very effective. The American Marketing Association defines brand loyalty as: 1. "The situation in which a consumer generally buys the same manufacturer-originated product or service repeatedly over time rather than buying from multiple suppliers within the category" (sales promotion definition). 2. "The degree to which a consumer consistently purchases the same brand within a product class" (consumer behavior definition). In a survey of nearly 200 senior marketing managers, 69 percent responded that they found the "loyalty" metric very useful. Brand loyalty, in marketing, consists of a consumer's commitment to repurchase or otherwise continue using the brand and can be demonstrated by repeated buying of a product or service, or other positive behaviors such as word of mouth advocacy. There are many operational definitions of brand loyalty. In general, brand loyalty can be defined as the strength of preference for a brand compared to other similar available options. This is often measured in terms of repeat purchase behaviour or price sensitivity (Brandchannel.com, 2006). However, Bloemer and Kasper (1995) defined true brand loyalty as having six necessary conditions which are: 1) the biased (i.e. non-random); 2) behavioural response (i.e. purchase); 3) expressed over time; 4) by some decision-making unit; 5) with respect to one or more alternative brands out of a set of such brands; and 6) a function of psychological processes. True brand loyalty exists when customers have a high relative attitude toward the brand exhibited through repurchase behaviour. This type of loyalty can be a great asset to the firm: customers are willing to pay higher prices, may cost less to serve and can bring in new customers to the firm (Reichheld and 51 Sasser, 1990). Simply chooses the familiar brand on the basis of some overall positive feelings towards it. This overall positive evaluation stems from past experience with the particular brand under consideration. Amine (1998) in her literature distinguishes two main approaches to define the loyalty construct: the behavioural one suggests that the repeat purchasing of a brand over time by a consumer expresses their loyalty, and; the attitudinal perspective which assumes that consistent buying of a brand is a necessary but not sufficient condition of ‗true‘ brand loyalty and it must be complemented with a positive attitude towards this brand to ensure that this behaviour will be pursued further.

  CONCEPT OF BRANDING

Since marketing is an intricate phenomenon, impacted by society, business environment, customer conduct, an institutionalized worldwide way to deal with marketing may not generally be relevant for a brand's local attractiveness. The responsibility of global marketing and maximizing items' business and helpful quality to build marketing and effectiveness are still restricted to pharmaceutical organizations (Delagneau, 2004). In many businesses, branding is an instrument that passes on item advantages to clients as names or images to which interesting and persuading affiliations are appended. Aside from the many-sided quality of the items, the part of branding in pharmaceutical industry is imperative and complex because of the official assignment in the item's profile, the naming, the avoidance of direct promoting of moral medications to the patients, and short item life cycles (Lim et al., 2010).

CHAPTER THREE

                         RESEARCH METHODOLOGY

3.1 RESEARCH DESIGN
The researcher used descriptive research survey design in building up this project work the choice of this research design was considered appropriate because of its advantages of identifying attributes of a large population from a group of individuals. The design was suitable for the study as the study sought to the effect of branding on product marketing

SOURCES OF DATA COLLECTION 

Data were collected from two main sources namely:

Primary source and 

Secondary source 

Primary source: Personal interview was conducted with the staff of first bank of Nigeria plc.

Secondary source: The secondary formed the major theoretical part that was derived through critical review of library and also other related literature (material written by others researchers).

POPULATION OF THE STUDY 

Population of a study is a group of persons or aggregate items, things the researcher is interested in getting information on the effect of branding on product marketing.   200 staff Unilever Nigeria PLC, Lagos state were selected randomly by the researcher as the population of the study. 

SAMPLE AND SAMPLING PROCEDURE

Sample is the set people or items which constitute part of a given population sampling. Due to large size of the target population, the researcher used the Taro Yamani formula to arrive at the sample population of the study.

n= N

    1+N(e)2

n= 200

1+200(0.05)2
= 200

1+200(0.0025) 

= 200               200

1+0.5      =      1.5       = 133.

3.5 INSTRUMENT FOR DATA COLLECTION 

The major research instrument used is the questionnaires. This was appropriately moderated. The branch manager was administered with the questionnaires to complete, with or without disclosing their identities. The questionnaire was designed to obtain sufficient and relevant information from the respondents. The primary data contained information extracted from the questionnaires in which the respondents were required to give specific answer to a question by ticking in front of an appropriate answer and administered the same on staffs of the organization: The questionnaires contained about 16 structured questions which was divided into sections A and B. 

VALIDATION OF THE RESEARCH INSTRUMENT

The questionnaire used as the research instrument was subjected to face its validation. This research instrument (questionnaire) adopted was adequately checked and validated by the supervisor his contributions and corrections were included into the final draft of the research instrument used.

METHOD OF DATA ANALYSIS

The data collected was not an end in itself but it served as a means to an end. The end being the use of the required data to understand the various situations, it is with a view to making valuable recommendations and contributions. To this end, the data collected has to be analysis for any meaningful interpretation to come out with some results. It is for this reason that the following methods were adopted in the research project for the analysis of the data collected. For a comprehensive analysis of data collected, emphasis were laid on the use of absolute numbers frequencies of responses and percentages.  Answers to the research questions were provided through the comparison of the percentage of workers response to each statement in the questionnaire related to any specified question being considered.
Frequency in this study refers to the arrangement of responses in order of magnitude or occurrence while percentage refers to the arrangements of the responses in order of their proportion. 
The simple percentage method is believed to be straight forward easy to interpret and understand method.

The researcher therefore chooses the simple percentage as the method to use.

The formula for percentage is shown as. 
% = f/N x 100/1 

where f = frequency of respondents response 

N = Total Number of response of the sample 

100 = Consistency in the percentage of respondents for each item contained in questions.

 CHAPTER FOUR

 PRESENTATION ANALYSIS INTERPRETATION OF DATA 

4.1 INTRODUCTION

Efforts will be made at this stage to present, analyze and interpret the data collected during the field survey.  This presentation will be based on the responses from the completed questionnaires. The result of this exercise will be summarized in tabular forms for easy references and analysis. It will also show answers to questions relating to the research questions for this research study. The researcher employed simple percentage in the analysis. 

DATA ANALYSIS 

The data collected from the respondents were analyzed in tabular form with simple percentage for easy understanding. 

A total of 133 (one hundred and thirty three) questionnaires were distributed and 133 questionnaires were returned.

Question 1

Gender distribution of the respondents.

 TABLE I 

	Gender distribution of the respondents

	

	Response
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Male
	77
	57.9
	57.9
	57.9

	
	Female
	56
	42.1
	42.1
	100.0

	
	Total
	133
	100.0
	100.0
	


From the above table it shows that 57.9% of the respondents were male while 42.1% of the respondents were female. 

Question 2

The positions held by respondents

TABLE II

	The positions held by respondents

	Response
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	HRM 
	37
	27.8
	27.8
	27.8

	
	IT personnel
	50
	37.6
	37.6
	65.4

	
	Senior staff
	23
	17.3
	17.3
	82.7

	
	Junior staff  
	23
	17.3
	17.3
	100.0

	
	Total
	133
	100.0
	100.0
	


The above tables shown that 37 respondents which represents 27.8% of the respondents are human resource management, 50 respondents which represents 37.6 % are IT personnel, 23 respondents which represents 17. 3% of the respondents are senior staff, while 23 respondents which represent 17.3% of the respondents are junior staff. 

TEST OF HYPOTHESES ONE

Branding of Unilever products do influence choice of products by consumers 

Table III

	

	Branding of Unilever products do influence choice of products by consumers

	Response 
	Observed N
	Expected N
	Residual

	Agreed
	40
	33.3
	6.8

	strongly agreed
	50
	33.3
	16.8

	Disagreed
	26
	33.3
	-7.3

	strongly disagreed
	17
	33.3
	-16.3

	Total
	133
	
	


	Test Statistics

	
	Branding of Unilever products do influence choice of products by consumers

	Chi-Square
	19.331a

	Df
	3

	Asymp. Sig.
	.000

	a. 0 cells (0.0%) have expected frequencies less than 5. The minimum expected cell frequency is 33.3.


Decision rule: 

There researcher therefore reject the null hypothesis that Branding of Unilever products does not influence choice of products by consumers as the calculated value of 19.331 is greater than the critical value of 7.82  
Therefore the alternate hypothesis is accepted that Branding of Unilever products do influence choice of products by consumers 

  TEST OF HYPOTHESIS TWO

Unilever product branding also do have advantage in competition 
Table IV

	Unilever product branding also do have advantage in competition 

	Response 
	Observed N
	Expected N
	Residual

	Agreed
	40
	33.3
	6.8

	strongly agreed
	50
	33.3
	16.8

	Disagreed
	26
	33.3
	-7.3

	strongly disagreed
	17
	33.3
	-16.3

	Total
	133
	
	


	Test Statistics

	
	Unilever product branding also do have advantage in competition

	Chi-Square
	19.331a

	Df
	3

	Asymp. Sig.
	.000

	a. 0 cells (0.0%) have expected frequencies less than 5. The minimum expected cell frequency is 33.3.


Decision rule: 

There researcher therefore reject the null hypothesis which states that Unilever product branding also does not have advantage in competition as the calculated value of 28.211 is greater than the critical value of 5.99 
Therefore the alternate hypothesis is accepted that states that Unilever product branding also do have advantage in competition  

CHAPTER FIVE 

SUMMARY, CONCLUSION AND RECOMMENDATION

5.1 Introduction

It is important to ascertain that the objective of this study was on the branding's influence on product marketing and distribution. In the preceding chapter, the relevant data collected for this study were presented, critically analyzed and appropriate interpretation given. In this chapter, certain recommendations made which in the opinion of the researcher will be of benefits in addressing the challenges of branding on product marketing 

Summary

This study was on branding's influence on product marketing and distribution. Four objectives were raised which included: To ascertain whether branding has influence on choice of products, to ascertain whether  branding has advantage in competition, to find out whether  branding contribute in profit making, to ascertain whether the nature of product determines the brand name. In line with these objectives, two research hypotheses were formulated and two null hypotheses were posited. The total population for the study is 200 staff of Unilever Nigeria PLC, Lagos. The researcher used questionnaires as the instrument for the data collection. Descriptive Survey research design was adopted for this study. A total of 133 respondents made civil servants, youths, married men and married women were used for the study. The data collected were presented in tables and analyzed using simple percentages and frequencies 

 5.3 Conclusion

Many studies have investigated into impact of branding through its aspects like brand name, logo, trademarks and brand awareness on company’s performance, this study has shown that branding (trademarks and brand awareness) significantly have long run positive impact on sales in Unilever Companies which create and effectively manage their brand stand to gain more sales in the long run and the focus should not be on immediate impact of branding but its long run impact. Product branding is increasingly important in the phase of increasing competition in product market.

Recommendation

Unilever (Lagos.) Limited should continue to improve its product brand to ensure sustainable increasing sales revenue Unilever. Unilever Plc could adopt trademarks or packaging best packaging strategies such as green packaging, tiered branding, feel-good factor, adding personality, speed to shelf and multisensory packaging. 

2. Unilever Plc should continue to use appropriate advertising medium to reach Nigerian market. The company should constantly consider TV stations and Radio stations with wider listeners in their advertising drive to reach more consumers for improved long run sales.
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QUESTIONNAIRE 

INSTRUCTION

Please tick or fill in where necessary as the case may be. 

Section A

Gender of respondent

A 
male

{  }

B 
female
{  }

Age distribution of respondents

15-20 {  }

21-30  {  }

31-40   {  }

41-50  {  }

51 and above { }

Marital status of respondents? 

married [   ]

 Single [   ] 

        Divorce [  ]

Educational qualification off respondents

SSCE/OND  {  }

HND/BSC    {  }

PGD/MSC    {  } 

PHD            {  }

Others……………………………….

How long have you work in the Unilever Plc? 

0-2 years   {  }

3-5 years   {  }

6-11 years  {  }

11 years and above……….

Position held by the respondent in Unilever Plc

HRM




{  }

IT personnel


{  }

Senior staff



{  }

Junior staff 


{  }

How long have you work as an IT personnel in Unilever Plc

0-2 years   {  }

3-5 years   {  }

6-11 years  {  }

11 years and above……….

SECTION B

There is a significant relationship between branding and customers patronage?

Agrees


{  }

Strongly agreed

{  }

Disagreed 


{  }

Strongly disagreed
{  }

Branding does not have any impact on consumer’s preference of bear?

(a) Agrees



 {  }

(b) Strongly agreed

 {  }

(c) Disagreed               
 {  }

(d) Strongly disagreed

{  }

There is no significant relationship between branding and customers patronage?

Agreed 


{  }

Strongly agreed 

{  }

Disagreed 


{  }

Strongly disagreed 
{  }

Branding does have an impact on consumer’s preference of bear? 

Agreed 


{  }

Strongly agreed 

{  }

Disagreed 


{  }

Strongly disagreed 
{  }

(12) Is there any effect of branding on sales volume?
Agreed 


{  }

Strongly agreed 

{  }

Disagreed 


{  }

Strongly disagreed 
{  }

Does branding constitute part of sales promotion?

Agreed 


{  }

Strongly agreed 

{  }

Disagreed 


{  }

Strongly disagreed 
{  }

Does branding enhanced increase in sales volume?

Agreed 


{  }

Strongly agreed 

{  }

Disagreed 


{  }

Strongly disagreed 
{  }

Is there any relationship between branding and consumers patronage?

Agreed 


{  }

Strongly agreed 

{  }

Disagreed 


{  }

Strongly disagreed 
{  }

