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ABSTRACT

The objective of this study is focused on the impact of positioning strategies on consumer products  in Nigeria with reference to Unilever Nigeria Plc. The study seeks to find out how product positioning helps the firms in achieving greater part of its sales objectives. In an attempt to carry out the study effectively, a total sample of seven firms was judgmentally selected. This sample random sampling technique and chi-square statistical tools was used for this study. From the analysis of the data, it was deduced that the selected firms consider the application of product positioning as very important part of firm’s sales objectives, the selected firms also used product positioning to achieve their aims, the firms marketing operations are regionally structured.  However, it was noted that the firms is selling to all the customers. The study therefore recommends that there should be adequate provision of funds., the firm should engage more effort to train their sales executives, they should improve on advertising and other sales promotion mix and lastly, the issue of transportation and distribution facilities should be improved.

CHAPTER ONE

INTRODUCTION

Background of the study
Globally in marketing field, positioning has evolved to refer to the process through which marketers attempt to build an image or identity for their product, brand, or organization in the minds of their target market. It is the relative competitive comparison in a certain market that their product occupies as viewed by the target market. What we must agree on is that positioning occurs in the brains of the target market. It is the market's overall view of a specific business, product, or service in comparison to their perception of rivals in the same category. This will occur regardless of whether firm management is productive, reactive, or inactive in the ongoing process of changing a position as stated by Ehow (2018). According to Shaw (2017), while positioning starts with a product, the notion is truly about positioning that thing in the mind of the buyer. This technique is required since customers are constantly assaulted with advertising; the quickest method to enter into someone's consciousness is to be first. It is quite easy to recall who is first, but much more difficult to recall who is second. Even if the second entrant provides a superior product, the first mover has a significant advantage that can compensate for other inadequacies. Product placement refers to the position an offering has in the minds of customers regarding significant features related to competitor goods. The essence of positioning is to sell consumers something unique, different, or distinctive about our product that is different from what the competitor offers. We want our target segment to think of our total product occupying a distinct or different position, as athletes do in a race and are positioned in which competitor must strive to occupy or attain rewarding position. Position is a marketing approach in which the marketer links his product with distinctive and unique benefits that he wants consumers to view as distinct and superior to those of his rivals. According Youjae (2018), positioning must exist in the view and mind of his rivals; if the customer does not have this impression in his mind, there has been no positioning. For positioning to occur, the target group must see the company's product as being distinct in what it offers them in comparison to rivals' products.
Statement of the Problem

Generally a great number of problems confront the application of product positioning.  To desirable product positioning does not seem different but to put the description into practice is not easy.  Some of the problems however are particularly about product positioning in Unilever Nigeria plc.  Some of these problems are stated in the work with the purpose of finding solution to them.  The ability of the firm  to classify these customers group.  According to the uniqueness in purchases.  The company based their positioning on their product rather their based on customers/ consumers and their needs.  The company also goes about boasting about being number one and by doing so the customer will think that the firm is insecure in its position if it must reinforce it by saying so.  The company don’t know what that change is inevitable and a leader must be willing to embrace to carryout marketing survey and research because there is not provision to know how effective their strategy is and how customers responded to their products.

1.3 Objective of the Study
Like the marketing philosophy pointed, out, every marketing oriented firm organization has the primary duty of not only making sales for the company but for the identification  of customers need and planning to satisfy their customer need at a profit to the firm. For the purpose of this work, it is therefore very important to review the strategy and offering of organization with a view to finding how effective such strategy and offering are meeting the objectives of the organization that is applying them.  If is the light of this that this work outlines the following:

i. To known what product positioning is all about as if involves the companies under study.

ii. To know actually the company or organization actually applies positioning in the sales of its product.

iii. Also, to know how the company’s sales is structured.  This could be geographically, regionally  or customer structured and if it can determine or know its target customers.

iv. The other objective of this study is also to know the method or strategy the company actually uses in performing its functions.

v.Also the evaluation of product positioning strategies is achieving the firms goals as well as host of the others.

Formulation of the Hypothesis
 For the purpose of this work, the following research hypothesis are formulated and need adequate attention hence, they will be subject to test to reliability and authority.

HYPOTHESIS I
H0i:    The firm does not use positioning to achieve greater part of their objectives.

Hn2:    The firm uses positioning to achieve greater part of her objectives.

HYPOTHESIS II
H02:     The firm marketing operations are not regionally structured.

H02:     The firm marketing operations are regionally structured.

1.5 Significance of the Study

They study on the positioning is very significance because many companies and organization have had of the lack of ideas to produce positioning. This work would provide marketing / sales managers of companies and organizations in the state and country at large, with the useful tools for designing and accessing the efficacy of their positioning programmes. This study is very significant and justifiable in that product positioning and identification target markets by organization realization turnover ratio of organization as well as development sales.  Finally, this research in this direction thereby lagging foundation for other resources.

1.6 Scope and Limitation of the study
The study covers all aspect of product positioning as an instrument for achieving organizational objectives as a whole.  The population of this study is all Unilever Nigeria Plc.  However due to time and financial constraints, a survey of selected and financial constraints, a survey of selected branch in Enugu will be conducted. Therefore, the study sample has narrowed to Unilever Nigeria Plc in Enugu, which the research believes is representative of the entire population. 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.

 1.7 Definition of terms

 PRODUCT: In marketing, a product is anything that can be offered to a market that might satisfy a want or need. In retailing, products are called merchandise. In manufacturing, products are bought as raw materials and sold as finished goods.

Positioning strategy: An effective positioning strategy considers the strengths and weaknesses of the organization, the needs of the customers and market and the position of competitors. The purpose of a positioning strategy is that it allows a company to spotlight specific areas where they can outshine and beat their competition.

Consumer product: A consumer good or final good is any commodity that is produced or consumed by the consumer to satisfy current wants or needs. Consumer goods are ultimately consumed, rather than used in the production of another good.

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 Aspect of Market Strategy

This section covers the aspects to take into account when analysing strategic marketing. Is really important to follow some key aspects or elements expressed like having a deep understanding of the market and its environment. (Drummond, Graeme, Ensor, John, & Marketing, 2001). In this case, the marketing manager will have to delimitate the relevant market, to develop market segmentation, to evaluate segments: size, growth of demand, and to develop a competition analysis based in the competitive positioning. Also is important in strategic marketing to follow a deep internal analysis in order to see tangibles and intangible factors and resources. (Accountants., McShane, P., & Accountants., 1988). Both resources are really important to take into account in marketing strategies, some aspects are related to evaluating the importance of the intellectual capital, for example. The distinctive capacities and skills and organization routines (Prahalad et al., 2004) are also crucial in order to determine future strengths (key term in marketing strategy) or weaknesses (very widely used term too) and their impact on future business success. (Kotler 2000) The formulation of objectives and strategies oriented to market ( thinking in customers and competitors instead in manufacturing capacities, or in what the company can do) are also important and are help to define competitive advantage. Strategic marketing holds different perspectives from those of marketing management. (Jain 1993) Its salient features are described in the paragraphs that follow.

Emphasis on Long Term implications. Strategic marketing decisions usually have far-reaching implications. In the words of one marketing strategist, strategic marketing is a commitment, not an act. These long term implications affect to the balance and the account of operation of the company of important way since they are connected to decisions key. For example, a company must decide where it will be in a term of 3 or 5 years. (Lambin et al., 1993)

  Corporate inputs. Strategic marketing decisions require inputs from 3 corporate aspects: corporate culture, corporate publics, and corporate resources. Corporate culture refers to the style, whims, fancies, traits, taboos, customs and rituals of top management that over time have to come to be accepted as intrinsic to the corporation. ( Strategies and marketing actions are affected directly by this factor). Corporate publics are the various stakeholders with an interest in the organization. For example, stakeholders, shareholders, employees, etc.. ( they impact directly or indirectly in the marketing strategy) and corporate resources which include the human, financial, physical and technological assets/ experience of the company, also key in the process of analysisng possible weaknesses and strenghts. Corporate inputs set the degree of freedom a marketing strategist has in deciding which market to enter, which business to divest, which business to invest in , etc…. “The use of corporate wide inputs in formulating marketing strategy also helps to maximize overall benefits for the organization” (Jain 1993)

Varying roles for different Products / Markets. Strategic marketing starts from the premise that different products have varying roles in the company. For example product life cycle, each position in the life cycle requires a different strategy and affords different expectations. The lead in this regard was provided by the Boston Consulting Group, which developed a portfolio matrix in which products are positioned on a two-dimensional matrix of market share and growth share, both measured on a continuous scale from high to low. The portfolio matrix essentially has 2 properties: a) it ranks diverse business according to uniform criteria b) it provides a tool to balance company’s resources by showing which businesses are likely be resource providers and which are resource users.
Organizational level. Strategic marketing is conducted primarily at the business unit level in the organization. (Lambin et al., 1993; Larrâechâe & Jean-Claude, 1998) 

 Relationship to finance. Strategic marketing decisions is closely related to the finance function. The importance of maintaining a close relationship between marketing and finance and for, that matter with other functional areas of a business is nothing new. (Jain 1993)

2.2 ELEMENTS OF MARKETING STRATEGY

A marketing strategy is made of several interrelated elements. The first and most important is market selection. (Brown, A., Sommers, & E., 1982) which is directly related to choosing the markets to be served. Product planning includes the specific products the company sells., the make-up of the product line, and the design of individual offerings in the line. Another element is the distribution system: the wholesale and retail channels through which the product moves to the people who ultimately buy it and use it. The overall communications strategy, employs advertising to tell potential customers about the product trough radio, television, direct mail, and public print and personal selling to deploy a sales force to call on potential customers, urge them to buy, and take orders. Finally , pricing, is an important element of any marketing program and is one of the most directed marketing elements in the creation of value for shareholders ( Doyle, 2000). The company must set the product prices that different classes of customers will pay and determine the margins or commissions to compensate agents, wholesalers , and retailers for moving to product to ultimate users. 

2.3 Marketing Strategy

In 2004, the American Marketing Association (AMA) adopted the following as its official definition of marketing (Marketing News 2004, p. 1): “Marketing is an organizational function and a set of processes for creating, communicating and delivering value to customers and for managing customer relationships in ways that benefit the organization and its stakeholders.” In 2007, the AMA adopted the following as its new official definition of marketing (Marketing News 2008, p. 28): “Marketing is the activity, set of institutions, and processes for creating, communicating, delivering, and exchanging offerings that have value for customers, clients, partners, and society at large.” These definitions were preceded during the past century by four other official definitions of marketing that were adopted by the AMA in 1935, 1948, 1960 and 1985 (Gundlach 2007). A special section of the Fall 2007 issue of the Journal of Public Policy and Marketing was devoted to a series of articles focusing on issues relating to the definition of marketing—articles advancing alternative definitions of marketing and critiques and commentaries on extant definitions of marketing. While, over the years, the AMA has devoted considerable thought and attention to revisiting and revising its official definition of marketing, definitions of related constructs such as marketing strategy and marketing management have not received similar scrutiny. Against this backdrop, a second objective of this paper is to provide a review and critique of extant definitions of marketing strategy and propose a definition of marketing strategy. The importance of the above objective is also highlighted by the diverse and contradictory points of view evidenced in literature regarding the conceptual distinction between (1) marketing strategy and marketing tactics, and (2) marketing strategy and marketing management. Consider, for instance, the distinction between marketing strategy and marketing tactics. An examination of journal articles and marketing textbooks (textbooks on principles of marketing, marketing management and marketing strategy) reveals diverse points of view including the following: (1) the marketing behaviors of firms in the realm of the 4Ps (product, promotion, price and place/distribution) are characterized as marketing strategy in some sources and as marketing tactics in other sources; in sources in the latter category, marketing behaviors pertaining to segmentation, target market selection and positioning are considered as the domain of marketing strategy and behaviors pertaining to the 4Ps as the domain of marketing tactics; (2) in yet other sources, some elements of the 4Ps are characterized as pertaining to marketing strategy (product and place/distribution) and others as pertaining to marketing tactics (price and promotion); and (3) in still other sources, certain marketing behaviors in the realm of each of the 4Ps are characterized as marketing strategy (e.g., promotion—push versus pull strategy; price—market skimming price strategy versus market penetration price strategy) and others as marketing tactics (e.g., promotion tactics and pricing tactics). Three representative quotes (one each from the 1980s, 1990s, and 2000s) are presented next to highlight this point. In regard to the distinction between marketing management and marketing strategy, in an editorial essay, Cunningham and Robertson (1983, p. 5) stated: “As presented in marketing literature today, marketing management is concerned with target market selection and the design of the marketing program. The marketing management literature addresses issues at the level of the individual product or brand.... Marketing strategy, on the other hand, addresses issues of gaining long run advantage at the level of the firm or strategic business unit.” A potential problem with distinguishing between “marketing strategy” and “marketing management” along the above lines is that at the most fundamental level, while the former pertains to the marketing behavior of organizations, the latter pertains to managing the marketing behavior of organizations. However, both an organization’s decisions concerning target market selection (choice of where to compete) and design of the marketing program (choice of how to compete) are primarily concerned with its present and/or planned marketing behavior and not with managing marketing behavior. In regard to the distinction between marketing strategy and marketing tactics, Webster (1992, p. 10) states: “To consider the new role of marketing within the evolving corporation, we must recognize that marketing really operates at three distinct levels, reflecting three levels of strategy. These can be defined as the corporate, business or SBU and functional or operating levels.... In addition to the three levels of strategy, we can identify three distinct dimensions of marketing—marketing as culture, marketing as strategy and marketing as tactics.... Marketing as strategy is the emphasis at the SBU level, where the focus is on market segmentation, targeting, and positioning in defining how to compete in its chosen businesses. At the operating level, marketing managers must focus on marketing tactics, the ‘4Ps’ of product, price, promotion, and place/distribution, the elements of the marketing mix.” In a more focused context (new product launch), Crawford and Di Benedetto (2008, p. 372) state: “No matter how new-to-the-world the product is, the firm should think of product commercialization in two sets of decisions. Strategic launch decisions include both strategic platform decisions that set overall tones and directions, and strategic action decision decisions such as communication and promotion, distribution, and pricing that are typically made after strategic launch decisions and define how the strategic decisions will be implemented” (italics and bold font in original source). The characterization of marketing decisions pertaining to segmentation, target market selection and positioning as “strategic marketing decisions” and those pertaining to product, promotion, price and distribution as “tactical marketing decisions” is arbitrary and conceptually flawed. Some marketing decisions made by organizations in every one of the above realms are bound to be strategic and others non-strategic. Also, given the dynamic and evolving nature of the field, circumscribing the scope of strategic marketing decisions as pertaining to specific issues (e.g., three— segmentation, target market selection and positioning; seven—segmentation, target market selection, positioning, product, promotion, price and distribution) is inherently problematic. Drawing attention to the problem with the strategy versus tactics dichotomy, Mintzberg (1987b, p. 14) notes: “The point is that these sorts of distinctions can be arbitrary and misleading, that labels should not be used tos that define to whom we are going to sell and how. Tactical launch decisions are marketing mi  imply that some issues are inevitably more important than others. ... Thus there is good reason to drop the word ‘tactics’ altogether and simply refer to issues as more or less ‘strategic,’ in other words, more or less ‘important’ in some context, whether as intended before acting or as realized after it.” In the remainder of the paper, marketing decisions are broadly distinguished as strategic versus non-strategic (for simplicity of exposition, more strategic versus less strategic marketing decisions are referred to as strategic versus non-strategic marketing decisions).2 Understandably, the characterization of marketing decisions as strategic versus non-strategic (i.e., more strategic versus less strategic) is essentially transformation of an intrinsically continuous variable (i.e., marketing decisions that are strategic to varying degrees) into a categorical variable. Issues fundamental to the field of strategic marketing Extant literature provides valuable insights into issues that are fundamental to marketing as a field of study. For instance, Hunt (1983) describes marketing science as the behavioral science that seeks to explain exchange relationships and focuses on four inter-related sets of fundamental explananda: (1) the behaviors of buyers directed at consummating exchanges, (2) the behaviors of sellers directed at consummating exchanges, (3) the institutional framework directed at consummating and/or facilitating exchanges, and (4) the consequences on society of the behaviors of buyers, the behaviors of sellers, and the institutional framework directed at consummating and/or facilitating exchanges. Day and Montgomery (1999) delineate the following as issues fundamental to the field of marketing: (1) How do customers and consumers really behave? (2) How do markets function and evolve? (3) How do firms relate to their markets? (4) What are the contributions of marketing to organizational performance and societal welfare? Teece, Pisano and Shuen (1997) note that the fundamental question in the field of strategic management is how firms achieve and sustain competitive advantage. In a similar vein, enumeration of certain issues that are fundamental to strategic marketing as a field of study constitutes a third objective of this paper. Foundational premises of marketing strategy Kotler (1997, p. xxxii) notes: “Marketing is not like Euclidean geometry, a fixed system of concepts and axioms. Rather, marketing is one of the most dynamic fields within the management arena. The marketplace continuously throws out fresh challenges, and companies must respond. Therefore, it is not surprising that new marketing ideas keep surfacing to meet the new marketplace challenges.” Similar sentiments have also been voiced by other marketing scholars. For instance, Sheth and Sisodia (1999) point out that due to the contextual nature of marketing as a field of study, in the face of major contextual discontinuities, there is a need for a critical reassessment of the field’s law-like generalizations. They note that when one or more of the numerous contextual elements surrounding it (e.g., economic forces, technological forces, societal norms, and public policy) change, it can have a significant impact on the nature and scope of the discipline. Case in point is the impact of the Internet on marketing education, practice and research. The nature and scope of the marketing discipline has been significantly impacted by the large body of research published during the past decade that focuses on myriad facets of firm behavior and customer behavior in an Internet-enabled market environment. Similarly, the current high level of interest among marketing academics and practitioners in sustainability-related issues is destined to have a significant impact on the nature and scope of the marketing discipline. Notwithstanding the contextual nature of the field, the marketing discipline is not completely void of generalizations that transcend different types of products (e.g., goods, services, ideas, experiences, and places), markets (e.g., consumer markets and institutional markets), and time horizons (e.g., pre-Internet and post-Internet). Against this backdrop, the fourth objective of this paper is to enumerate certain foundational premises of marketing strategy 

2.4 Domain of strategic marketing

Any attempt to set limits to a field of intellectual endeavor is inherently futile. Whatever boundaries we set will inevitably omit men whose work should be included. Yet when we stretch the boundaries to bring these men and these works within the field, we inevitably incorporate some we otherwise would have excluded. And what seems to us today firmly entrenched as part of our little community, may yesterday have been an alien enclave and tomorrow may have set itself outside our walls as an independent discipline trying to define its own boundaries. ... To define the limits of a field of inquiry may prove, in the long run, to be only a gesture, but for a start, delimitation, however tentative, is indispensable. The danger is not too great if we keep in mind that any boundaries we establish are an aid to understanding. (Inkeles 1964, p. 1) Inkeles’ above observations serve to highlight (1) the need for and the importance of delineating the domain of any field of study, (2) the attendant challenges and limitations of any such endeavor, and (3) the need for periodically revisiting the issue, given the evolving nature of any field of study. Against this backdrop, the remainder of this section is organized as follows. First, the question of what distinguishes strategic marketing decisions from those that are not strategic is addressed. Next, a representative list of broad streams of research that provide a perspective into the evolution of the field of strategic marketing is presented. Third, a domain statement for the field of strategic marketing is proposed. Fourth, that provides additional insights into the proposed domain statement is presented Strategic marketing decisions: some distinguishing characteristics Strategic marketing decisions can be viewed as an organization’s decisions in the realm of marketing that are of major consequence from the standpoint of its long-term performance (decisions that can have a major impact on an organization's long-term performance for better or for worse—ranging from positive impact to adverse impact on performance). Chief among the distinguishing characteristics of strategic marketing decisions that stem by virtue of their long-term performance implications are the following. Strategic marketing decisions:

entail resource commitments that are either irreversible or relatively difficult to reverse (see Ghemawat 1991); &
 entail resource commitments that are relatively larger in magnitude; &
 entail resource commitments that are made with a relatively longer term outlook; & 
entail resource commitments that are spread over a relatively longer time period; &
 entail resource commitments that are made with a relatively greater emphasis on the achievement of a competitive cost and/or differentiation advantage; &
 entail tradeoffs (i.e., pursuing course of action A implying that courses of action B, C and D must be foregone, in light of the relatively large resource outlays that pursuing any of these courses of action would entail); & 
are made in the context of other strategic decisions, in light of inter-dependencies between them; and & 
are made at higher levels in an organization (e.g. the top management level—the CEO and executives directly reporting to the CEO), and/or at higher levels within the marketing function (e.g. the CMO and executives directly reporting to the CMO).
Strategic marketing decisions, actions, activities and behaviors Although the foregoing discussion is framed in the context of an organization’s marketing decisions, it also holds in regard to its marketing actions, activities or behaviors. To elaborate, a cursory examination of marketing strategy and business strategy literature is indicative of extensive reference to an organization’s decisions, actions, activities and behaviors. For instance, Mintzberg (1987a) points out that while a statement of strategy that is future focused is an explicit guide for consistent future behavior of the firm, one that is past focused describes consistency in past behavior. Porter (1996) views the essence of strategy as activities—a business’ decision to perform different activities (choice of activities to perform) and/or perform specific activities differently (the manner in which specific activities are performed) relative to its competitors. He points out that competitive cost advantage is the result of a business’ performing specific activities more efficiently than competitors, and competitive differentiation advantage is a consequence of a business’ choice of activities to perform and the manner in which they are performed. Day et al. (1990) note that marketing strategy focuses on marketing activities and decisions that are related to building and maintaining a sustainable competitive advantage. Within reason, the terms actions, activities and behaviors can be used interchangeably. An organization’s marketing decisions specify the marketing actions or marketing activities or marketing behaviors to engage in (in the marketplace). While a number of marketing related activities may occur within the boundaries of an organization (e.g., new product development related activities), customers respond to and competitors react to an organization’s marketing actions, activities or behaviors in the marketplace (e.g., actions such as the distinctive features of a firm’s product offering, the channels through which the product is made available, and the price of the product offering). Illustrative examples that provide insights into some of the distinguishing characteristics of strategic marketing decisions are presented next. 

2.5 CONCEPTUALIZATION OF NEW PRODUCT

A new product concept as defined by (Crawford and Benedetto, 2003), is “a statement about anticipated product features (form or technology) that will yield selected benefits relative to other products or problem solutions already available”. According to Belliveau, et al (2002), a new product is defined as “a product (either a good or service) new to the firm marketing it. It excludes product that are only changed in promotion”. Cooper, (2001), explains that a new product is defined as new if it has been on the market for five years or less, and includes extensions and major improvements. (Booz-Allen, 2005) have identified approximate percentages of new product types and they are outlined and discussed as follows:

1. New-to-the-world Products: Products that are innovations “New-to-the-world products revolutionize existing product categories, or define wholly new ones” (Crawford et al., 2003). These new products may include an innovative technology and require consumer instruction. Cooper, (2001) states that these new products are the first of their kind and create an utterly new market. This category represents only 10 percent of all new products. For example, new-to-the-world products are Polaroid camera, Rayon fiber, and Sony Walkman.

 2. New category entries (New product lines): Products, not new to the world, that take a firm into a new category. The new category is an imitation of an existing product (me-too”) and provides entrance into new markets for a company. Even though the product already exists in the market, if a firm introduces the identical product into the market, it can be considered a new product. About 20 percent of all new products fit into this category (Cooper, 2001). This category, for instance, includes Procter and Gamble’s first shampoo, Hallmark gift items, AT&T Universal card and Luvs® diapers.

 3. Addition to product lines: Products that are line extensions: According to Cooper, (2001), these categories are new items to the firm, but they fit within an existing product line that the firm already produces. Kumar and Phrommathed (2005), report that these categories are the new products that supplement the firm’s established product lines. Thus, this category contains products that are line extensions or flankers such as TideTm liquid detergent, Bud LightTm , Apple’s Mac llsi and DKNY (Crawford et al, 2003). This category is one of the largest categories of new products and accounts for approximately 26 percent of all new product launches in the nineties (Cooper, 2001; Im, et al, 2003).
4. Product improvements: Current product made better: Practically, every product on the market today has been improved. These ‘not-so- new” products can be replacements of existing products in a company’s product line. However, they provide enhanced performance or greater perceived value over the old product (Crawford, et al, 2003). These products make up 26 percent of all new products (Cooper, 2001) and examples include Honda Civic Hybrid, Microsoft (Window) XP, Netzero high-speed 3G, and Shima Seiki’s First seamless knitting machine. 

5. Repositioning: Products that are targeted for a new use or a new application: Repositioning, a new application for an existing products, is selecting a new market place, solving a new problem and/or serving another market need. Aspirin, for instance, was the standard headache and fever reliever. However, since a new medical benefit was discovered for aspirin, aspirin is now positioned as a headache reliever as well as a preventer of blood clots, strokes and heart attacks (Cooper, 2001). As one example in the textile field, the American Fiber & Yams Company applied polypropylene fiber, whose main application has been upholstery and industrial textiles, into new market segment, the knitted apparel market. This repositioned category accounts for about 7 percent of all new products (Cooper, 2001). 

6. Cost Reductions: Products that are designed to replace existing products at lower cost: New products that provide a cost reduction, can replace existing products in the line, but can offer similar benefits and performance at a lower cost. They represent 11 percent of all new product launches in the late nineties (Cooper, 2001). Examples of this category are eMachines desktop computer, Flying Tiger hand knitting machine, and acrylic. For instance, acrylic fiber that approximates the hand of wool can replace wool (Im et al 2007) and is offered at a lower cost in the market.  

2.6 MARKETING PERFORMANCE

The use of the term performance in this sense, according to some scholars is not uniform. This is based on the fact that some authors use productivity and performance interchangeably. Others suggest a number of criteria for evaluation Mentzer (1991). For instance, Kearney suggests that the evaluation of marketing functions may be divided into three areas: productivity, utilization, and performance, where productivity is the ratio of real output to real input, utilization is the ratio of capacity used to available capacity, and performance is the ratio of actual output to standard output. In essence, performance measurement is an analysis of both effectiveness and efficiency in accomplishing a given task that promotes the marketing performance of firms in terms of sales volume, sales growth, and profitability (Konrad, 1991). All evaluation is in relation to how well a goal is met, A goal is composed of both future attainments and allocation of currently generated efforts. Establishing and accomplishing marketing goals is a basic function of marketing management as well as other functional elements of the firm. Also, overall goals of a company must be reconciled with the sub-goals of the individual departments (Konrad, 1991). Alluding to the views of these researchers, are the notion that there is no clear consensus on an appropriate definition of output (Triplett 1990, as quoted by Oster and Antioch, 1995). For instance, the concept of productivity is also used interchangeably with performance when comparing logistics performance which in our view is a subset of marketing performance. Other scholars have also used effectiveness and efficiency while measuring firm’s distribution performance. This study would center on sales volume, sales growth and profit (Lopez, 2002; and Seligman,1998). The researchers also advanced the opinion that there is input efficiency and output efficiency, with input efficiency focusing on the degree of efficiency with which firms combine their inputs to produce a given level of output at minimum cost, and output efficiency focusing on efficiency in pricing and achieving levels of output measurable in terms of sales volume, sales growth and profit. As an insight to the achievement of firm’s marketing objective, Zeller (1998) opined that Firms should expand marketing strategy to include the seller’s development in the course of optimizing performance. This was suggested as yielding positive impact on firms’ performance. It was also revealed in the study that when firms expand their market study to include identification and meeting the needs of consumers, following up with consistent executive business plans might give the firm superior advantage in terms of sales volume, growth and profit which will move in the upward direction. Performance behaviour is evaluated based on the contributions it is capable of bringing about in the realization of organization’s goals (Asiegbu et al, 2011, Johnson and Marshal, 2003, Dalrymple et al., 2004). Marketing performance is a measure of contribution of an organization’s marketing functions to its corporate goals and objectives (Jackson et al., 2004). The appropriate way of measuring marketing performance has for long remained a matter of controversy in the literature, and as such, scholars were of the view that performance measurement ought to be evaluated based on its relevance to the achievement of corporate objectives in direct proportion to firm’s expressed strategy (Asiegbu et al., 2011, Maskell (1994). In view of the divergent opinions of many researchers, which point to the fact that there are several marketing scales of measurements/variables that could be used to measure, performance, we base our choice of measuring tools on the statements of Spegel, (2004), that specific variables that could be applied as measurement instruments for variables should be relevant in measuring what it is supposed to measure. On this basis, marketing performance measuring tools need to be determined based on the formulated framework for the study, as well as the direction of the research. Since we are at liberty due to availability of choices to select some marketing performance measuring instruments, we therefore selected three among marketing performance variables to test the extent of relationship between our predictor variable which is Brand Extension Strategy against our criterion variable which is Marketing Performance. The selected variable for marketing performance are; sales volume, sales growth and profitability. While the predictor variables indicators are Product Category similarity and Brand Image similarity. This section therefore examines how brand extension strategy affects marketing performance. Extant literature have suggested some potential performance benefits that might accrue to firms where consumers perceive the firms brand as being of high quality and transferring sufficient fit perception to the extended brand (Keller, 1998). However, achieving significant result through higher sales volume, sales growth and profit is said to be difficult for most firms, in that, consumers often use price as quality cue. This makes it difficult to achieve perception of both high quality and low price that have direct bearing with volume of sales, growth in sales and profit (Karmani and Rao, 2000). In addition, achieving superior quality perception in the mind of target consumers is often high in cost. Because, such may involve using higher quality raw materials or better trained service operatives, superior manufacturing or operations technologies and greater marketing communication expenditure in deriving organizations objectives (Keiningham et al, 1995). Such additional cost can increase the challenge of selling firm’s extended brands at prices that consumers may perceive as reasonable (Morgan and Rego 1994). 

CHAPTER THREE

RESEARCH METHODOLOGY

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 an evaluation of product positioning strategies in the consumer products industries in Nigeria

Sources of data collection 

Data were collected from two main sources namely:

(i)Primary source and 


(ii)Secondary source 

Primary source:

These are materials of statistical investigation which were collected by the research for a particular purpose. They can be obtained through a survey, observation questionnaire or as experiment; the researcher has adopted the questionnaire method for this study.

Secondary source:

These are data from textbook Journal handset etc. they arise as byproducts of the same other purposes. Example administration, various other unpublished works and write ups were also used. 

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 an evaluation of product positioning strategies in the consumer products industries in Nigeria. 200 staff of Unilever Nig Ltd, Enugu 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 secretaries were 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 staff of the two organizations: The questionnaires contained structured questions which were 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 was 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
	Administrative staff
	37
	27.8
	27.8
	27.8

	
	HRMs
	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 represents27.8% of the respondents are administrative staff 50 respondents which represents 37.6 % are human resources managers 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

The firm does not use positioning to achieve greater part of their objectives.

 Table III

	The firm does not use positioning to achieve greater part of their objectives.

	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

	
	The firm does not use positioning to achieve greater part of their objectives. 

	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 the firm does not use positioning to achieve greater part of their objectives as the calculated value of 19.331 is greater than the critical value of 7.82  
Therefore the alternate hypothesis is accepted that state The firm does use positioning to achieve greater part of their objectives. 

TEST OF HYPOTHESIS TWO

The firm marketing operations are not regionally structured

 Table V

	The firm marketing operations are not regionally structured 

	Response 
	Observed N
	Expected N
	Residual

	Yes
	73
	44.3
	28.7

	No
	33
	44.3
	-11.3

	Undecided
	27
	44.3
	-17.3

	Total
	133
	
	


	Test Statistics

	
	The firm marketing operations are not regionally structured 

	Chi-Square
	28.211a

	Df
	2

	Asymp. Sig.
	 .000

	a. 0 cells (0.0%) have expected frequencies less than 5. The minimum expected cell frequency is 44.3.


Decision rule: 

There researcher therefore reject the null hypothesis that state the firm marketing operations are not regionally structured as the calculated value of 28.211 is greater than the critical value of 5.99 
Therefore the alternate hypothesis is accepted that state that the firm marketing operations are not regionally structured 
CHAPTER FIVE 

SUMMARY, CONCLUSION AND RECOMMENDATION

5.1 Introduction

It is important to ascertain that the objective of this study was to ascertain the impact of product positioning strategies  on consumer products in Nigeria. 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 product positioning strategies in the consumer products industries in Nigeria

 5.2 Summary

This study was on an evaluation of product positioning strategies in the consumer products industries in Nigeria.  Four objectives were raised which included: To known what product positioning is all about as if involves the companies under study, to know actually the company or organization actually applies positioning in the sales of its product, also, to know how the company’s sales is structured.  This could be geographically, regionally  or customer structured and if it can determine or know its target customers, the other objective of this study is also to know the method or strategy the company actually uses in performing its functions, also the evaluation of product positioning strategies is achieving the firms goals as well as host of the others. 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 Nig Ltd, Enugu. 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 up administrative staff, human resource managers, senior staff and junior staff was used for the study. The data collected were presented in tables and analyzed using simple percentages and frequencies.

 5.3 Conclusion

Unilever Nig ltd products are some of the leading products in Enugu, Enugu  State and are doing well in the market. The effective marketing strategies used by the company have made a great impact on the success of their products. The research findings indicated that consumers will continue to buy these products as a result of their good quality and moderate prices. The company should endeavour to adopt efficient and effective marketing strategies to ensure that the successes of their products are maintained.

5.4 Recommendation

The company should engage in periodic market research to add more value to its products and ascertain whether its products performance in the market is up to consumer’s satisfaction.  In addition, the company should improve more on its overall promotional programmes through the advertising of its products to stimulate consumers through the advertising of its products to stimulate consumers buying action and create more awareness, sales promotion thereby increasing its products sales above its existing level. Personal selling should be employed to counter consumers’ cognitive dissonance, and public relations/publicity used to create good image and public acceptance.
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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 been in unilever Nig Ltd

0-2 years   {  }

3-5 years   {  }

6-11 years  {  }

11 years and above……….

Position held by the respondent in unilever Nig Ltd

Director 

{  }

Administrator   

{  }

Senior staff

{  }

Junior staff


{  }

How long have you been in unilever Nig Ltd

 0-2 years   {  }

3-5 years   {  }

6-11 years  {  }

11 years and above……….

SECTION B

 The firm does use positioning to achieve greater part of their objectives?

Agrees


{  }

Strongly agreed

{  }

Disagreed 


{  }

Strongly disagreed
{  }

 The firm marketing operation are regionally structured? 

(a) Agrees



 {  }

(b) Strongly agreed

 {  }

(c) Disagreed               
 {  }

(d) Strongly disagreed

{  }

   The firm cannot find a way to position itself in relation to the market leaders. 

Agreed 


{  }

Strongly agreed 

{  }

Disagreed 


{  }

Strongly disagreed 
{  }

 The firm must be willing to embrace change rather than resist it

Agreed 


{  }

Strongly agreed 

{  }

Disagreed 


{  }

Strongly disagreed 
{  }

Does the price of their products measured with its quality

Agreed 


{  }

Strongly agreed 

{  }

Disagreed 


{  }

Strongly disagreed 
{  }

 Are you satisfied with the availability of unilever Nig Ltd products?

Agreed 


{  }

Strongly agreed 

{  }

Disagreed 


{  }

Strongly disagreed 
{  }

Does the advertising copy used by unilever Nig Ltd helped you to remember their advert message?

Agreed 


{  }

Strongly agreed 

{  }

Disagreed 


{  }

Strongly disagreed 
{  }

There is nothing like consumer product

Agreed 


{  }

Strongly agreed 

{  }

Disagreed 


{  }

Strongly disagreed 
{  }

Are you satisfied with the availability of your company’s products in market?

Agreed 


{  }

Strongly agreed 

{  }

Disagreed 


{  }

Strongly disagreed 
{  }

