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[bookmark: _GoBack]ABSTRACT
The purpose of this study is to highlight the strategy on how different product enhance sales performance in communication industries especially (GLO NIG LTD) and the general public.
The most obvious problems of telecommunication service like GLO (NIG) LTD is how to provide effective service to the nation has been yearning for an improved telecommunication service for a long period of time; Also, the methodology adopted for this research includes the area of study, population, sample and sampling techniques, method of data collection, instrument used for the data collection, validation of the instrument data analysis  and techniques. It is evidenced that GLO NIG LTD has implement product differentiation as a strategy to effectively achieve pre-determined objective of customer satisfaction on sales performance of communication firm (GLO NIG LTD). After much consideration to the leads to operation of business and considering the environment forces came out with the following suggestions that will help to solve some of the obstacles the organization is facing.


CHAPTER  ONE
1.0 INTRODUCTION
The World is fast becoming a global village and a necessary tool for this process is communication of which communication is a key player.
The development in the telecommunication industry all over the world is very rapid as one innovation replaces another in a matter of weeks.  A major breakthrough is the wireless telephone system which comes in either fixed wireless telephone lines or the global system of mobile communication (GSM) communication without doubt is a major driver of any economy. Emerging trends in socio economic growth shows a high premium being placed on information and communication technology (ICT) by homes, organization and nations.
Nigeria is not left out in this race for rapid development as the nations economy has been subject to years of economic reversal via mismanagement and bad leadership. The Nigeria telecommunication  sector was grossly underdeveloped before the sector was deregulated under the military regime of General Ibrahim Babagida in 1992 with the establishment  of a regulatory body; the Nigeria Communication Commission  (NCC). So far the NCC has issued various licenses to private communication operators this include (7) seven fixed telephone providers that have activated 90,000 lines; 45 Internet Service Providers with a customer of about 17,000. Several VSAT service providers are in operations and have improved financial intermediation by providing on-line banking services to bank in Nigeria. These licenses allowed Private Telephone  Operators ( PTOs)  to roll out both fixed wireless telephone lines and analogue mobile phones. The return of democracy in 1992 paved the way for the granting of GSM license to (3) three service providers: MTN NIGERIA, CELTEL WIRELESS NIGERIA AND NITEL PLC  now TRANSCORP in 2001.


1.1 BACKGROUND OF THE STUDY
The journey to success in Nigeria’s telecommunication industry has been long and tortuous facilities in Nigeria were first established in 1886 by the colonial administration. At independence in 1960, with a population of roughly 40 million people. The country only has about 18,724 phone lines for use. This translated to a tele density  of about  0.5 telephone network consisted of 121 exchange of which 116 were of the manual (magneto) type and only 5 were automatic.
Between 1960 and 1985, the telecommunication sector consisted of the department of Post & Telecommunication ( P&T) in charge of internal network and a limited liability company, the Nigeria External Telecommunication NET Limited is responsible for the external telecommunications (Services) NET provides the gateway to the outside world.  The installed switching capacity at the end of 1985 was about 20,000 lines as against the planned target of about 460,000. All the exchanges were analogue, telephone penetration remained poor equaling 1 telephone  line to 440 inhabitants well below the target of 1 telephone to 100 inhabitants recommended by ITU for developing countries. The quality of services was largely unsatisfactory.
1.2 STATEMENT OF THE PROBLEM
The most obvious problems of telecommunication service like GLO (NIG) LTD is how to provide effective services to the nation has been yearning for an improved telecommunication services for a long period of time. In response to that, the Federal Government provided for the creation of a company that will function purely on commercial basis.
1.3 OBJECTIVE OF THE STUDY
The purpose of this study is to highlight the strategy on how different product enhances sales performance in communication industries especially (GLO LTD) and the general public.

It will also enhance the efficiency in the organization as the study will be of great benefit to the management and staff of the company and the public in general.  The researcher was of the view that through this strategy we can enhance sales performance on different product and also it will benefit the citizens and generate more revenues for the development of communication in Nigeria and also generate more revenues for the economy of the nations. Also, the organization that could not be able to research on the impact of product differentiation strategies on sales performance especially those who are in communication business.
1.4	STATEMENT OF THE HYPOTHESIS
The formation of which leads to the structuring of questionnaire to asses the new of subsidiaries consumers of communication services.
H0: Product differentiation strategy does not have impact on the sales performance of Globacom Nig ltd.
H1: Product Differentiation strategy has impact on the sales performance of Globacom Nig Ltd.
1.5 SIGNIFICANCE OF THE STUDY
The importance of this study is to enhance sales performance in communication industries especially Glo Nigeria Ltd and also it help other section who have different product to enhance their sales performance. In addition it will generate revenue for the organization and also help in developing the communication industry.
1.6	SCOPE AND LIMITATIONS OF THE STUDY
It will not be easy for student to conclude a research work without encountering one problem or the other. One of such problem is lack of finance that is there was no adequate fund at the time the researcher was carrying out this research work.
Another problem faced by the researcher is from the staff of Glo who are suppose to give you information in regards to the research work telling you to come tomorrow.
Another problem faced by the researcher is time factor at the period of the project, lecture continue going on in class, also the semesters examination was fast approaching thereby know extra time to cover many notes at the expenses of the project. The time set for the submission of the project work was too short which made the researcher to be extra busy in this period.
Because of the time constraint we decided to focus this researcher on the activities of the North – West zone (NWZ) comprising of Kaduna, at it’s headquarter, Kano, Sokoto, Katsina, Jigawa, Kebbi and  Zamfara States. In spite of all the problem mentioned above, the research  work was strictly based  by moving about from one sections to other of the company to collect all these data used for this project work.
1.7 BRIEF HISTORY OF GLO
Since GLO mobile launched its services on August 29, 2003, it has been at the forefront of revolutionary changes in the GSM sector of Nigeria, offering both prepaid and contract packages along with a range of value added services.
In it’s first year of operation, GLO Mobile became the fastest growing GSM network in Africa, achieving a record one million subscribers and covering over 87 towns in just nine month. The subscriber figure at the moment stands at over 9 million with coverage extending to over 40,000 cities, towns, communities and major roads. Thus, making the company the second largest operator in Nigeria while vigorously pursuing it earned the identity of the Nigerian Innovator. This is because it boasts a wide variety of innovative packages and tariff plains designed to fulfill the needs of a broad spectrum of market segments in Nigeria. Prominent among the innovation, GLO Mobile has introduced are the per second Billing, Blackberry, Multimedia Messaging Service (MMS), Magic Plus, Glo Direct, GLO Mobile Internet, Glo Fleet. Manager, M – banking and Glo Mobile office while competition argued that per second Billing (PSB) was not possible until 2007 and that no network in the world has been able to launch with PSB, Globacom introduced the billing platform at launch. This caused a stir in the industry and is regarded as the most   innovative landmark in the communications industry. Since the introduction of GSM services in Nigeria in 2001.
In addition, Glo mobile provides the subscriber high speed access to all popular sites which have been customized for mobile phone browsing,  while GLo Direct is an advanced wireless internet access service that allows subscribers to stay connected to the world wide web, using their phones as a modem for devices such as laptop and smart phones.
Glo M – Banking is a new product which gives customers swift and easy access to their bank accounts from their mobile phones. The launch of Glo – M – Banking makes it the first time in Nigeria that one single application will provide a uniform interface to a multitude of banks.
Glo fleet manager is a revolutionary vehicle tracking solution which enables the subscriber to track, locate and communicate with a vehicle by utilizing the Glo mobile network.
Glo mobile office is a GPRS based service that allows the subscriber to access his Microsoft exchange mail, appointments calendar and tasks directly on his mobile phone. The service can also allow him to use his corporate applications like sales force automation and customers’ relationship management systems directly from the mobile phone. The service revolutionizes the way Microsoft office is accessed across the country over Glo – mobile’s GRRS coverage area. It also offers other advance mobile services.
1.8 DEFINITION OF TERMS
GLO (NIG) LTD: Global Communication Nigeria Limited.
NET :-	   Nigerian External Communication Limited
PET:-      Post and Telecommunications Department 
Over a long distance through electrical impulses communication system today sends and receives sounds, printed materials called text massages or sound and visual images within fraction of a sound. And it includes telephone, GSM handsets, Television Set, Radio and  Teleprinter  machines. GSM Global System of mobile is an instrument that transmits and receives sound especially human speech, text messages (GSMs) wireless cable by means of electricity.
TELEGRAPHY:-    It  is a firm of communication by electronic involving the transmission over a distance of graphic in coded materials P. T. O Private Telecommunication Operates.   


CHAPTER TWO
LITERATURE REVIEW
INTRODUCTION
Our focus in this chapter is to critically examine relevant literature that would assist in explaining the research problem and furthermore recognize the efforts of scholars who had previously contributed immensely to similar research. The chapter intends to deepen the understanding of the study and close the perceived gaps.
Precisely, the chapter will be considered in two sub-headings:
· Conceptual Framework
· Theoretical Framework
· Chapter Summary
[bookmark: _Toc43312040]2.1	CONCEPTUAL FRAMEWORK
Marketing Mix
The marketing mix is the term used to describe the appropriate combination in a particular set of circumstances of the variable that are at the heart of a companies marketing programmed will fast and the company will not make profit from the operation as it should. There are actually a great number of marketing mix variable. Fortunately they can be classified into a few major groups. One of their most popular classifications has been proposed by Jerome E.  McCarthy (1971) and is called the four (4) PS, product, place, price and promotion. Philip Kotder sees marketing mine as a particular blend of controllable marketing variable that the firm uses to achieve its objective in the target market. 
The Product
Different people have different view about product depending on how they look at it or perceive it. This therefore means that the survival or progress of any firm depend solely on the ability develop product or service that consumer is able to buy or patronize. This may be a new product entirely or an existing product with it  the modification either to color package size e.t.c. having known this the existence of a company   or firm depend on the demand for its product or service it is generally proved that the consumer is one of the major source of new product idea. Garlah and Wright (1968 p 135) tested that a survey revealed that 88% of new product idea come from customers, consumers are after studied using depth and focused group interview to find opportunities for new product. Meidan (19845, P44) also state that the first step in the organizational marketing programme is identifying needs of the market. This conducted through a programme of market research.
According to Kotler (1972, P315) the product strategies suggest that consumers needs and want are logical staring point in the search for new product idea. Other activities that are carried out testify that product development requires customers consideration to ensure that physical characteristic of product are acceptable by consumers reaction to description of new product once a product strategy is well designed and accepted by the consumer a real product is developed to go with strategies.
Price    
Price as out of the marketing mix variable and as a tool to product differentiation is decided based on the overall objectives and goals of the firms the product segment served competition market environment, cost product and many other variables. The impact or what you give in order to get the product  or service you want represent the price of the product on the other hand, it is the value expressed in naira and kobo or monetary value used as means of exchange in other word the pricing objective influence the final decision maker always determine what the consumer can pay for a given product or services. Producers should also consider what would be the reaction of the wholesaler and retailers to the price before on product price is fixed. Most consumers tend to rely on the service.


Promotion
Promotion as a marketing mix variable is a means by which communication is spread to the target market. Therefore, it is any method or process of communication with the target indigene through well co-ordinated element of promotional mix. Promotion is use as competitive edge of information, persuading re-informing  an identified or potential buyer and numbers of the good public so that attitude and behaviours of consumers toward product or services can change if there are no information regarding not likely to go for the purchase of such product. According to Michael (1980, P 50). This view stated clearly that the basic purpose of promotion is to disseminate information. Therefore, service industries like Glo Nig. Ltd should not rely on heavy patronage by ignoring this aspect. A continuous promotion, more customers and the existing customers will have confidence in patronizing the organization.
The component of promotional mix are sale promotion, advertising, personal selling and public relation etc. Each element of promotion has specific objective which are measured in term of contribution rather than direct effect on sale.
a.	Sale Promotion: Consumers usually perceive mix previous knowledge before they can buy such product they seek information about them to avoid such doubt, marketing give free sample to customers. Sale promotion is therefore used as an end to stimulate purchase through the following means. Display shows exhibition and various other non-selling effort Kotler (1998) viewed “Sale Promotion to consist of a wide variety of promotion e.g. sample coupons money refund offers price-off contest and sweet state” trade promotional tools are used by most organization which includes manufacturer distributions.
b.	Advertising:   Advertising is communication of information of a product or service idea in any non-personal form. But in his own contribution, Baker (1979) sees advertising and promotion of ideas, good or services by identified sponsor through any of the following media. Newspapers, Magazine, Radio, Television, etc which are paid for” the primary rule of advertising is to .persuade middle men to stock the product and to develop consumer loyalty from the perspective advertising enable exchange transaction that satisfied people needs in summary it adds value to product by telling people what the product can be used for and were it is available Kotler (1980 P450) is not in the same opinion with Baker as regards to the definition and importance of advertising. 
c.	Publicity:- Publicity is one of the major variable of promotion tools. It involves security additional space, as divorced from paid space in all media read viewed and heard by company’s customer prospect for the specific purpose of assisting in the meeting of sales goods. According to Kotler (1998) publicity is used to promote brand places idea activities or organization and even nations. In trade association of poor image and attention by organization has been achieved through other effective utilization of publicity to attract more twist foreign investment and international support publicity according to Hygties (1979) it is the reality of free promotion. It consist primarily of new business is opening for business” publicity appears with local news papers informing the public generally on the new business venture.
d.	Public Relation:- Public relation has been defined by the British institute of public relation (1978) as establish and  maintain mutual understanding between an organization and its public” public relation work is often carried out internally by specialized employed of the company sometime outside specialist may be employed and these men can come from an agency which is strictly concerned  with public relation activities. Public relation officer carry net job like relations, product, publicity corporate communication, lobbying and counseling.
Place
Place (distribution) as an element of marketing mix and a tool to product strategies deals with the movement of goods and services from the producer to the consumers. The work of production is not complete until the goods and services are in hand of final consumer. Therefore in the service industry both direct and indirect channels if distribution are used. Mc Cathy (1979) emphasized that” product or service will not be much important to the consumer if it is not available and where it is needed” Also Kotler (1998) viewed distribution as” a set of task involved in planning and implementing the physical flow of materials and final goods from place of origin to point of use or consumption meet the need of consumers at profit. 
Conceptualization of Product 
Product according to Kotler can be defined as any thing that cannot be offered for attention appreciation used or consumption that satisfied a need. The concept includes physical object, service, places person organization and ideas. It is not the product as such that customers are interested in but what the customer  buy is a set of satisfaction and that satisfaction  are the product. Product are not based mainly on the engineering techniques but in term of design presentation packaging branding image and all the  attribute which together give the customer the quality chocolate, an expensive  perform or fashion shirt can not be divined from packaging it presentation and atmosphere created around it by advertising and other forms  of display. These entire things together make up a product, according to Williams J. Stratton product is a set of tangible and intangible attribute including packaging color, price, manufacturers prestige net prestige and manufacturer retailer service.
Classification Of Product
Marketing have traditionally classified product on the basis of characteristic, durability, tangibility and use consumer or industrial). Each product type has an appropriate marketing mix strategy. Philip Kotler (1998 p 373) Durability and tangibility product can be classified into three groups according to durability and tangibility.
a.	Durable good:- Are tangible goods that normally serve many users refrigerator machine  tools and clothing durable product normally require more personal product selling and service, command a high or margining and require more seller guarantees.
b.	 Non Durable Goods:- Are tangible goods normally consumed in one or a few users like beer and soap. Because these good are consumed quickly and purchased frequently the appropriate strategy as to make them available in many locations  charge only a small mark up, and build preference.
c.	Service:- Are intangible, inseparable, variable, and perishable product. As a result they normally require more quality control, suppliers’ credibility and acceptability. 
	Examples include hair cuts, legal advice and appliance repairs.
d.	Consumer Goods:- The vast array good consumers buy can be classified on the basis of shopping habits we can distinguish among convince, shopping specialty and unsought goods.
(i)	The consumer usually purchases convenience good frequently immediately, and with minimum effort. Examples include Table products, soap and Newspapers. Convenience good can further divided into
(a)	Staples goods:- Consumer purchase in a regular basis. A buyer might    purchase Heinz Ketchup. Crest tooth plast, and crackers.
b.	Impulse good are purchase without any planning or sacred effort candy bars land magazine are impulse goods.
c.	Emergency goods:- are purchase when a need is urgent umbrellas during a rain stream , boots and shovel during the first winter snow storm manufacturers of impulse and emergency good will place them in those out let when consumers are likely to experience an urge or compelling need to make a purchase.
(ii)	Shopping goods:-  are goods that are consume in the process of selection and purchase characteristically compares on such bases as suitability, quality, price and style.  Examples include furniture, Clothing, used car, and major appliance. Shopping good can be further divided into Homogenous good are similar in quality but different enough in price to justify shopping comparisons. Homogenous good differ in product feature service that may be of more important than price. The seller of homogenous shopping good carries a wide assortment to satisfy individuals’ testes and must have well trained sale people to inform and advise customers.
(iii)	Specialty goods:-  have unique characteristic or brand   identification for which a sufficient member of buyer are willing to make a special purchasing effort.
	Examples include cars, stress component photographic equipment and mans suit. A  Mercedes use a specialty good because interested buyers will travel far to buy one specialty goods do not involve marketing comprise and buyer invest time only to reach dealers carrying the wanted products dealers do not need convenient locations although they must let  prospective buyers know their location.
(iv)	Unsought goods:-  are those that consumer does not know about or does not normally think of buying like smoke detected. The classic example of known unsought good requires advertising and personal selling support.
©`	Industrial good:-   Industrial good can be classified in term of how they enter the production process and their relative cost illness. We hereby distinguish three groups of industrial good are material and land part capital and supplies and drossiness service.
(i)	Material and part:-   Are goods that enter the manufacturers product completely . they fall intuitive major class, raw materials and manufacturer materials and parts raw materials fall into two major group farm product leg wheat, cotton, invest etc and material product e.g. fish, iron ore, rubber, crude  petroleum etc farm product are supplied  by any producers, who turn them over to marketing intermediaries who provide as empty by grading storage, transportation and selling service their commodity character result in relatively little advertising and promotional activities with stone exceptions. At times commodity group will campaign to promote the product potatoes cheese and its self etc natural product are limited in supply. They usually have great bulk and low unit value and must be moved from producer to users because the users depend on those materials, long term supply contract are condition. The homogeneity of demand creation activities.
(ii)	Suppliers and business service:-  Are short term good and service that facilitate developing or managing  the finish product suppliers good. They are usually purchased with minimum effort on a straight duly basis. They normally market through intermediaries because of their low unit value and the great number of geographic dispersion of customers price and service are important consideration because suppliers are standardized and brand preference is not high business advisory service legal management, consulting, advertising maintenance and repair service are usually supplied under contract by small producer or available from the manufacturers of the original equipment business advisory are usually purchase on the basis of supplier reputation and staff.
(iii) Capital Items:- Are long lasting good that facilitate developing or managing the finish product. They include two group installation and equipment. Installation consist of building (factories offices) and heavy equipment generators, dull presses  mainframe, computer, elevators installation are major purchase. They are usually bought directly from producers with the typical sale proceeded by a long negotiation period. The producer, sale force include technical personal producers have to be willing to design to specification and to supply past sale service. Advertising is much less important than personal servicing.
Stage In New Product Development 
To develop new product marketers must go through the following systematic strategies:
a. Idea Generation:-  New product development start on idea which may come from sale men, or servicemen non marketing employees, consumers, or industrial users, middle men, governmental agencies trade association, private research and development etc. the generation of new product idea is a continuity prices.
b. Idea Screening:-  This is the stage were new product ideas that have been generated at the previous date are examined weather they are  viable. The examination of the new product idea screening should be done thoroughly to avoid the too common error at these stages that is to error drop error. A drop error is considered when a viable new product idea is considered been unviable while go error is commuted when you consider unviable new product idea as been viable.
c. Business Analysis:-  As the name suggest this is the stage were business infliction of the consideration through the assessment or estimation of market  potential expected sale, expected cost and expected profit. The result of business analysis should be encouraged enough before you are to produce next stage.
d. Product Development:- This is the stage were product idea is transformed into the fiscal product for the first time it is important because is from these stage we start committing the organization resources into that particular product production. The product is produce for the first time as sample is known as pilot product.
e. Test Marketing:- Is the process of taking the sample of pilot product into sample market for the purpose of testing customers  acceptance or rejection of the product in test marketing customers reaction either positive or negative about the product quality quantity should be taking into consideration. However test marketing should not be the long for competitors not to stall the product idea from the organization land be the first to produce to the market.
f. Commercialization:- Is the process of producing and distributing in large quantity of the new product into the market for the first time. However marketing are expected to make four (4) strategic dictation of the stage.
(i) Were distribution:- This has to do with area of coverage or target market for the  product. To know whether the product should be introduced into single market regional market or international market. 
(ii) When Decision::- These has to do with the timing or time of introducing the produce to the market.
(iii) To whom the target customers and were guided where be consumers adoption theory
(iv) How decision:- It has trade with the effort in coordinating the remaining 3 ps in production (price, place and promotion).
Product Strategies 
As a style of marketing where the seller produce two ore more product designed to look different from each other and competitors product. In doing this a number of strategies are available to the market for exploitation; branding packaging and labeling.
1. Branding: In developing a marketing strategy for individual products. The marketing is confronted with the issues of branding is a very important aspect of product strategy because it adds value to the produce. The marketer faces number of challenging decision if he makes up his mind to brand his products. The key decision area are:-
(i) Whether brand names should be used on product.
(ii) Whether brand name should be those of their  firms for manufacturer  or those of varies distribution ( or intermediaries)
(iii) Whether the brand of the company should to under. One name, a few names or many individual name some definition become imperative.
a. Brand According to Kotler (1980) he define brand as a name term, sign, symbol, or design a combination of them which is intended to identify the goods and service of one seller or group of sellers and to differentiate them from these competitors.
b. Brand names consist of words, letter or number or that part of a brand which can be vocalized for example close up, 7up etc.
c. Brand market is that part of a brand which can be recognized but is not alterable such as a symbol, design or distinctive coloring or differ for example include the red cross for and ambulance, Nigerian airways eagle, the lion for Peugeot Automobiles etc.
d. Trade name is the actual legal name of a company. It might help to identify its produce in the market but it does not refer to any specific product of the company example Peugeot Automobile  (Nig) Ltd produce 607, 406, 306, 505, etc Peugeot automobile (Nig) Ltd is a trade name while 607, 406, 306, 505 and others are the brands.
e. Trade mark is a brand or part of a brand that is given illegal recognition or protection because, under the law, reclusively one seller has appropriated it. A trade mark can include both the brand name and the pretrial design. It protect the sellers exclusive right to use the brand name and for brand mark. This Peugeot Automobile has the sole (exclusive) control over the brand 607, 406, 306, etc.
Sometime a brand name becomes so well known and is so mush associated with a particular use that is becomes a generic name a term associated with the product class and not with a  particular brand for example, Omo is used for all detergent and Coke for soft drinks.
Classifying brand: One major way of classifying brand is on the basis by who owns them. That is whether they are owned by producers (National brand) or by intermediaries ( Private brand).
1.	Manufacturers Brand: These also called a national brand. It is owned   and controlled by a firm whose primary economic activity is production. Have the manufacturer is recognized as the producer of the product for example the Nasco brand of product.
2.	Private brand also referred to as middlemen brand distributors brand or clearer brand. It is the one that is owned and controlled by a firm, whose primary economic activity is distribution and not production. Here,   the manufacturer sells the product in bulk to its middlemen who put on a private brand. Example, carrier air conditioners whose owners has a primary commitment to distribution. 
Benefits Of Branding
a.	To the consumer;-  Buyers want branding because it is an important information source and create a number of buyers benefit.
1.	Well organized brand are easily identified. They contribute to increase shopping efficiency since it provide more information about the product and where to buy it. It is far more efficient to communicate in brand names than in general product descriptions 
2.	The Brand protects consumers by assuring them of consistent quality consumers used branding as a way to determine the quality of different product example such names as Sharp, Casio, Sony and Okirika or Tokumbo tell the probable quality and reliability of the different product. Marketers of branded product, therefore, insist on good quality control.
3.	A brand also assures consumers of comparable quality, no matter where a product is purchased for example Casio calculator should all have the  same quality, whether bought in the open market or in a departmental store.
4.	Brand may provide that increment of psychological satisfaction not other wise available often status is associated with a brand name.
5.	With brand product there tend to be improvement in quality because of competition brand owners constantly modify product to ensure a stranger market standing for their brand.
6.	Brand name have drawn consumer attention to new product that might benefit them 
b.	To The Marketers/ Sellers
	From the marketers / Sellers point of view branding also offer a number of benefit which includes:
1.	A brand affects marketers in term of product differentiation, by giving them some thing different to advertising and promote. A company image is obtained built around it brand name, which can pre-sell product to consumers and stimulate sale 
2.	Promotion of a particular brand allows marketers to control the market or increased their shares of the market. The promotion of unbranded product leads to sales increases for all products in that category.
3.	Brand Loyally:-  Result in less price  competition since the brand itself create a different between two product. When brand loyalty has been developed, consumers are obtained willing to pay extra for the particular brand they want.
4.	Brand has assisted its owners to stimulate repeat sales and build brand loyalty. Consumers insist of having that particular brand 
5.	A brand can help marketers to expend the product line. The quality associated with an establish brand name will be attributed to new product that are marketed under that brand 
6.	 The marketing brand name had trade mark give its legal protection when their is a unique product feature which would otherwise be easy to copy the product when unbranded. 
Criticism Of Branding 
1.	Branding lead to false and unnecessary differentiation of goods especially in homogeneous product categories 
2.	Branding lead to higher consumer price:-  This is because brands have to be supported by a lot of advertising, packaging and other cost which are ultimately passed on to customers.
3.	Brand increased the status consciousness of people who buy certain brands to impress other people.
Characteristics Of Good Branding 
1.	A brand name should bring to mind the product benefit or use it characteristics quality, functions, or action.
2.	It should be easy to produce, spell, recognize and remember short  snappy names like  BIC, VAN, VONO are quite  in place. 
3.	It should be distinctive. A good brand name has an early visualized  image for example Rainbow, 3 – rings, etc .
4.	It should be suitable for international trade. The name must be one that foreigner can pronounce and it should not have unclear meaning  in order languages e.g. Aids.
5. 	It should be adoptable to any advertising medium especially bill boards and television.
6.	It should be pleasing when pronounces out loud.
7.	 A brand should be pronounceable in only one way.
Brand Selection Strategies 
Here four brand name strategies can be distinguished.
1.	Individual brand name :-  When product are of varying quality or type marketers often use an individual brand name for each item,   each brand name is applied to one product or brand   example include Coca-cola which manufactures Coke, Sprite, Fanta  etc. Lever brothers which manufacture key soap, Omo, Pepsodent  etc. With this strategy, the reputation of the company does not suffer if any of the product or brand falls.
2.	Blanket family name :- This where marketers who handle more  than one item often use the same brand name (family name) for their product example General Electronic, Phillips. Here, if the entire line of product has a good reputation, each product can benefit from the general approved if one product is advertised, all product that bear the family name share the benefit. In addition, a well established family is an advantage in promoting new product line.
3.	Separate Family Name:- Here, each line of product has its own distinctive name and image. The advantage is that confusion is avoided, example sears company produce Kenmore  for appliances, Kerry book  for women clothing and homart  for major home installation, PZ manufacture deep freezers and refrigerators for home use, detergent and toilet soap for individual use.
4.	Linking a companies trade name with individual product name:-  This policy is follow by NASCO  (Nasco biscuits, Nasco wafers, Nasco complakes, Nasco carpet ect.) Here, their reputation of the company combined with the specific image of the product.  
Other related strategies include 
1.	Brand Extension Strategy:- This means using an established brand name is develop (or lunch) product modifications or new product;   example Peugeot 607, 406,306,505. A brand may be extended by new package designed or sizes, flavor or models or the manufacturer may present entirely a new product line based on the original brand name.
2.	Multi Brand Strategy :- Here, the company developed or places two or more brand in competition with each other, example 406 and 306 cars of Peugeot Automobile. The combined effort of the brand  will increase the sales of the company, for example when 505 salon was introduced, 504 sales dropped slightly, but the combine sales of 504 and 505 exceeded the previous level reached by 504 alone.
The market should, however, note the following conditions before dividing to brand a particular product
a. Strong consumer demand for the product and clear conditions before dividing to brand a particular product.
b. There must be a way to differentiate the product and clear evidence that the demand is temporary.
c. Middlemen must be willing to distribute the new brands.
Packaging 
Packaging is one of the marketers must vital tool for selling packaging is the general group of adversities in product planning which involves designing and producing the container or wrapper for a product. Many product have a distinct image in the consumers mind through their packaging thus, creating awareness, e.g. Imperial  Leather. The package attracts, communicates, present an  attractive visual appeal and serves as the vehicle by which the brand is carried through to the consumer.
Types Of Packaging
The package may include up to three levels of material
1.	The Primary Package:- Refers to the products immediate  container, in some cases, the primary package will remain with the product  until the consumers is ready to use it e.g. Toilet soap, Chocolate, in other cases the primary package is retained throughout the entire life of the product e.g. Vaseline, Perfume.
2.	The Secondary Package:- This refers to additional layers of materials that protect the primary package and which are discarded when the product is about to be used. Example, the cardboard box containing the bottle of perfume is a secondary package and provide additional protection and promotion opportunity.
3.	The Shipping Packaging:-  Refers to further packaging necessary for storage, identification, or transportation, e.g. cartons, creates etc
Objective Of Packaging
Packaging is a major element in the marketing mix for a product. The traditional functions of a packaging are product protection and facilitating handling and storages of the produce. But in recent time, packaging is receiving increasing recognition as an effective (or potent) marketing tools. When design packaging can create convenience value for the consumer and act as an effective promotional media for the manufacturer various factor account for the growing recognition of packaging as an independent and extra-ordinary marketing tools 
1.	Self - Service: - An increasing number of product are sold in a self service basis as   a result of growth of super-markets and discount houses. Thus, a consumer confronts a packaging instead of confronting the salesman. It is the package, which must perform many of the sale tasks. It must attract attention describe the product feature, give the  consumer confidence and make a favourable overall impression of the product .
2.	Consumer Affluence:-   The steady rise in consumer affluence means that consumers are willing  to pay a little more for the convenience, appearance, dependability and prestige of better  packaging. Packaging is essential to satisfy the consumer demand. 
3.	Company and Brand Image:-  Well develop packaging contribute to instant consumers effort to build distinctive product and company image. Packaging  is a tool only in product ( or categories) identification but also in carrying out the brand position concept in terms of quality, cost and other factor. 
4.	Innovation Opportunity:- Innovation packaging can bring about large benefit to consumers and profit to manufacturers.
Packaging Decision
Developing the package for a product required a large number of decisions. The first task is to establish the packaging concept. The packaging concept is a definition of what the package should basically be or for a particular product. Should the main faction or factions of the package to be offer superior product protection,   product identification, introduce a novel dispensing method, and suggest certain qualities about the product or the company or something else.
After defining the packaging concept, the package design decisions are made. This  involve technical decision about size strength and cost of material, color, shape, text and brand mark  the package design must be related to the text and preference of the target market.  The promotional aspect of packaging also must be giving due emphases. Package should early attract the consumer attention, arouse is desire and stimulate him into action. The (packages) should also provide the shopping public we answer to question about the product such as what the product is, what it will do, how long it we last, how easy to operate and maintain, how much it cost and who made it. 


Importance Of Packaging
1.	Product Identification and Differentiation:-  The package help to identify the product of a particular manufacturer and also to differentiate them from those of its operators.  Many of the consumer questions about the product are answer on the package. Such information include the brand name , product content  and ingredient, instructions or direction for use, application of the product  or safety warning.
2.	Connivance:- The package enhance  ease of carrying or handling product. The shape, the size, use or reuse and the disposability of the package are taking into consideration for the purpose of convenience.
3.	Protection:-  The package offer the protection to the product e.g. unbreakable plastic bottle or styrophone encasement for television. If the package is not good, the product can spill, leak or spoil, or can be tempered with. 
4.	Prestige:- The materials and design of packaging communicate the status of the product especially for cosmetics jewelry and dresses. Consumers have the feeling that high quality and expensive products should be found in elaborate cost packaging, while low cost product should be found in simple packages if the package does not suit the product, consumer may be disenchanted.
5.	Economy:-  Acceptable package should be economical to the manufacturer or marketer and also the consumer. Example most beverage manufacturer are now changing from wooden create and   paper cartons to plastic create because of the long run economy for  using plastic creates.
6.	Promotion:-  Well designed packaging act as an effective promotion  of tool for the manufacturer or marketer.
The package provides the “extra push” often required propelling consumers into buying. It may be the most important sale man a product has.
Labelling 
The label is that part of the product which carries information about the product or the seller (i.e. the manufacturer or middlemen). A label may be printed as part of packaging or it may be an attached to the product.
Types Of Labels
There are three basic kind of label 
1. Brand labels:- This is simple the brand along applied to the product or products.
2. Grade label:- Identified the quality of the product be a letter, number or word  example  Dutch wax,  Grade label are required on meats and many food product 
3. Descriptive / Informative label:- This label give writing or illustrative objectives information about  the catachrestic or benefit, use, construction, care performance  or other picture of the product .
Importance Of Labelling
1. Information:- The main purpose of labeling is to provide information. Although  some products can be identified  by brand name along, many required more complete identification and their nature and use for instance, processed food, patient drugs, some cosmetic textiles and many other product are required by law. They carry fairly complete list of their ingredient. In addition, many company provide information on labels because pressure from consumer groups and competitor  
2. Instruction:-   Label give instruction about out to use product such instruction include washing instruction for garment , storage and dosage requirement of drugs. They also point out any safety hazard that a product may have. They specify the presence of poison and tell what to do if the products are use improperly.
3. Promotion:-  In addition to providing information about the product, label can provide promotional  assistant.  They are important opportunities for point of purchase promotion 
2.6  		Origin Of Product Strategies 
Product  probably convey to customer more about the company than any other form of marketing activities and not only  they are  the source of revenue  and profit today, but as   they  point out new product we also be one of the most important factors in terms of success in the feature.  As we shall see a product can be a piece of heavy machinery with physical characteristic or it can be service with intrinsic characteristic such as management  consultancy. The common the nominator between all product whether physical or intangible service is that they need to meet the need and the requirement of the customer and supply the customer with satisfaction.    Product decision effectively determine the upper limit to company profit potentials, the rest of the marketing mix determine the extent to which this potentials is achieved. It is essential   therefore, to effectively manage the whole of a company product mix. In the current highly competitive market place however, companies are under increasing pressure to continuously develop new product and service that are both timely and responsive to customers needs. Most successful business must have the ability to develop new product and service to meet the changing need of dynamic market place. To meet the demand of the customer therefore, more emphasis is being placed on the development of new product and hence it is this aspect of product management which is particularly stressed.
1. Element Of Product Strategy: Marketing planning and product policy Adcock et al suggest that product policy is a key area of corporate and operational decision making. In order to illustrate the range of decision which this key area encompasses, it is useful to consider product strategy as a hierarchy of related decisions ranging from product item to product mix elements. We shall also briefly consider the nature and importance of service product, though a more detail discussion of service product characteristic and the marketing of service product.
2. Product Item Decision:  The first level of product decision concerns individual product or service which a company manufactures and markets. Of course, some companies produce only one product, but increasingly most companies are multi-product. A product item is by definition, any item that can be considered as a separate product entity and that may be distinguished in some way from other products.  A product item will normally have a separate designation in the sellers list provided that any product differs in some ways from another, either through modification to market application, it may be regarded as a product item. At the product item level, product decisions include, for example, design quality, features, packaging and branding. 
3. Product Line Decision: Individual product items that are closely related in some ways to one another are classed as product lines. The relationship could be, for example, include different variations of marks and Spencer sandwiches-the product line. Also a range of industrial and domestic air-conditioning filter as two product lines contain item for different and use application product line decision involve the market planner in considering in particular the number of product item in a selected product line.  For example Ford Motor Company must determine how many models on the focus line they should ideally offer and what the nature of these variation should be e.g. Engine variations, Trim variations and applications.
4. Product Mix Decisions:  A product mix constitutes the same trial of individual product items and product line which the company markets.  It is common to describe the product mix with the terms width and depth. This enable an analysis of the constituency of the product mix to be made. This situation is typically of many defied companies with multiple product lines.
Implementing Product Strategies
It is now necessary to consider the way in which the decision to choose, recognizing also the absolute necessity for new product if at any time, the rate of new product development and launch is not equal or superior to the rate of product deletion or obsolescence, the company will lose profits rapidly and ultimately will be unable to survive. A long term view of product strategy must, therefore, be taken. 
As  O. Shaughnessy point out, product strategy is central to all company decisions and should emanate from and support the overall objectives of the company because organizations have different and often multiple objective product strategy which according to the objective(s) might be selected to support them. 
Service Product: In recent years, in many economies, we have seen the growth of service industries and indeed in some economies the service sector is now the largest sector. As we have already seen, there is no difference between the more tangible physical product and their service product counterparts with respect to their importance in overall marketing strategy, or in the need for both physical and service product to meet customer requirements. The term “Service Product” encompasses a myriad of different type of  product and markets in which they are sold, but essentially  a service is an intangible product involving some deed, performance or effort that cannot be physically possessed by the customer.
Product Differentiation Strategies
As competitors intensify cost rises production strategies service, quality degenerate and patronage decline as increasing number of service of product is to find ways of increasing productivity. There are however, five major approaches to improving service firm productivity.
1. The first is to have service producer skillful can occur through better selection and training producer.
2. The second  is to increase the quality
3. To add capital intensive equipment to increase service delivery capabilities.
4. To reduce the absolute need for service by increasing a service substitutes (like new product line)
5. To design a more effective service that climate or reduce the need for class effective service.
As earlier mentioned prior to the insulation of management by objective (MBO) in any organization there is a product standing customer service. According to Druker (1955) Product standing has to be measured against the performance of suppliers of competing product/service.  To be able to set product standing objective, a business must first find out what its markets is, who is customer and what its unsatisfied wants are. The most popular function of the product manager is that of stimulating demand for companies’ service or product. The task of these professionals is  regulating the level of training and character of demand in a way that will help the organization achieve its objective put simple product management in demand management at any time, the desired demand level. This brought about some specific which each case try to modify the situation as required by the organization.  Glo Nig Ltd provides telecommunication service to the nation. The service provided by this organization is having more patronage. This is due to promotion which is going on and quality service are also competing with them e.g. telegraphy  and text message telex like International Service Direct Dialing (I.D.D) mobile, telephone service (cellular)  alternative voice data up in the market among the number of product adopted by telecommunication service so as to improved are:-
1. Stimulation Product:- This is product which aims at stimulating need and wants for a service or product in some people who initially have no knowledge or interest in the product. Telecommunication  service  situation in most rural exchange call for this effort in most rural, the exchange are under subscribed hence under utilization of  the installed capacity. This might be due to ignorance of the equipment on the part of local community. The only way of improving the product situation is by applying this product effort. 
2. Development Product:- This is a task of trying to developed a new service in the market place, which meet a particular product need Glo Nig Ltd introduce various type of service at various times e.g.  Glo  Business Service, easy talk, profit max, classic plus etc. for that reason it is quite relevant to enhance product penetration of the respective service line.
3. Product Marketing:- This is an effort to build the interest of the customers in a state, service is a lot unrehearsed reason stagnant and service. Typical product situation which demand for this action G.S.M service. The market for product is a lot of unrehearsed reasons. The situation got worse with the introduction of facsimile service industries. Hence, there is an immediate step which is to   adopt a specific product action which will put a half to the worsening situation of the market.
4. Product   Synco-Marketing:- This is a task that tries to look after the time pattern of demand so that it will match the time pattern of supply. This is another method by which Glo Nig Ltd used to decongest urban exchange particularly during the day time by discouraging business transaction. This can be done by educating the public to know that call between 10:00pm to 6:00 am of the next morning attracts less charge so any customer when to stay long on social discussion with a distinct partner.
Criticism Of Product Strategies 
Nwokoye (1984, p 10) observed that manufacturers are not more customer oriented rather the retailer are more customer oriented than the manufacturer. From this issues customers are completely ignored and given rude reception or been cheated in one way or the order. This attitude is common in service industries as one can whether receive insult from a cashier out of monetary transaction. Johnson (1978) said product strategies is entirely durational and the purpose of orientation is to improve the form of selling effectiveness through customers satisfaction. But in trying to be active in this, it is added that companies refuse to protect the welfare of consumers. The process of receiving the service, which vary either the existence or the completion of a service Shastah (1982) she further classified physical evidence into two categories namely peripheral evidence  and essential evidence.
1.	Peripheral Evidence:- Is usually possessed as part of the purchases of a service but it has little or no independent value she cites the example of a cheque book which is not of any  use without the fund transfer and storage service that represents.
2.	Essential Evidence :- Its unlike peripheral evidence can not be possessed by the customer. How ever Shastah believes fault essential evidence may be so dominant in it impact or service purchase and use that which must be considered virtually element in its own right. She cite the example of a customer who purchase transportation in the form of an air line ticket (peripheral evidence) who will probably have been influenced by the typed of air craft that facilitate the service it will have strong impress on service perception and event purchase.
2.2 THEORETICAL FRAMEWORK
The study adopted the Strategic Balance Theory as propounded by David Deephouse (1999). The theory suggests that intermediate levels of differentiation where organizations balance the benefits of reduced competition against the costs of reduced legitimacy will improve organization’s performance. Deephouse recognized a trade-off between differentiation and conformity: strategic differentiation reduces competition which increases performance; but strategic conformity increases legitimacy which increases performance as well. Being different lowers competition and increases competitive advantage, but being too different creates legitimacy issues, which have a negative impact. The theory predicts that the intensity of competition among organizations is directly related to the distribution and availability of the resources. With finite resources, the competition will be intensified especially for the scarce resources. Higher rivalry usually leads to lower performance, because organizations must expand resources to compete more intensely. The increase in cost for getting the scare resources will eventually lead to rational differentiation to reduce competition of similar resources to the extent of their realized strategic (Baum & Mezias, 1992). Deephouse recognized that organizational performance is how a firm negotiates unavoidable institutional pressures and unavoidable competitive environments that there is value for organizations to be both the same and to be different. Compared to the partisan “sociologist vs strategist” views of writers like Barney, Porter, and Reuf, Deephouse is aware that competition and legitimacy are equally important and valid organizational concerns (“the need for a firm to be different and the need for a firm to be the same”) that are strategic in the appropriate context, creating a tension firms must negotiate to develop strategy. This differentiation strategy underpins a series of widely held beliefs, which can be broadly summarized as the following: A brand must be perceived as different in order to win market share (i.e. customers must have a reason to start buying the brand); A brand must be perceived as different in order to maintain market share. This means that customers must have a reason to prefer the brand in the face of competition from other brands and new entrants; some brands are much more differentiated than others, meaning that their customer base is more loyal and less sensitive to actions of competitors. This may result in greater profitability. However, the highly differentiated brand may suffer from constraints on market share because it is only a select group of people, or only in a specific situation that it is preferred. Efforts to differentiate often result in higher costs. Profitable differentiation is achieved by either keeping the cost of differentiation below the price premium that the differentiating features command, or by offsetting the lower profit margins through more sales volumes. Kotler (2002) insists that anything that a firm can do to create buyer value represents a potential basis for differentiation. Once it finds a good source of buyer value, it must build the value, creating attributes into its products and service at an acceptable cost. These attributes may raise the product and service performance or make it more economical to use. Differentiation possibilities can grow out of possibilities performed anywhere in the activity cost chain. Therefore, the challenge in differentiation is that its benefits are offset by its disadvantages; in other words, the benefits of differentiation are limited. Subsequent studies acknowledge these limitations in the benefits of differentiation and suggest a range of differentiation levels in which the benefits exceed the disadvantages. Incorporating both the advantages and disadvantages of differentiation, Deephouse (1999), for example, proposes a strategic balance theory in which the gains and losses from differentiation are well balanced at intermediate levels of differentiation; that is, an intermediate level of strategic similarity ensures optimal performance. Manufacturing industries operate in a profitable market but they are confronted with the problem of high competition both locally and globally and this creates the necessity of the adoption of appropriate differentiation strategy practices (Bordes, 2009). In the differentiation strategy, firm aims to differentiate within just one or a small number of target market segments using various differentiation practices. Differentiation is perceived to be a source of competitive advantage. Although research in a niche market may result in changing a product in order to improve differentiation, the changes themselves are not differentiation. Marketing or product differentiation is the process of describing the differences between products or services, or the resulting list of differences. This is done in order to demonstrate the unique aspects of a firm's product and create a sense of value.
The figure below illustrates the relationship between product differentiation and performance as conceived in the study. could help predict the relationship between differentiation strategy and organizational performance.
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2.3 REVIEW OF RELEVANT LITERATURE
The development of product differentiation strategies started as the society and its economy developed before the advent of industrial revolution people struggled what there could produce and consume with, their family. As a result they have no supplies and all that they needed were food, shelter and anything. But with this movement from agricultural land self sufficiency situation to an economic emerged. This resulted in producing more products that can be consumed there by creating problem for possible advantages 
From the production orientation, manufacturers moved to the next stage sale orientation that is how to save the output at the expenses of the consumer in to consideration given rise to marketing concept all-coding to Philip Ketter (1972 P30) This third stage of production management evolution product orientation stresses on consumer need.
Also other writers that shored this view with them are Scranton (1981, P10) Datrumple and person (1984,P5) and Genfight (1980,P16) Nicle  (1980, P55) on the other hand accepted that product differentiation started its operation in 1950 when producers stated recognizing the needs and want of consumers rather than just producing and selling. But smith (1937, P325) in his early economic theory and advocated for consumer sovereignty  that is consumption is role and purpose of all production and the interest of producer ought to be attended to only  so for as it may be necessary for pronging that Bell ( 1960, P70) share similar view with smith but however agreed that this differentiation  was ignored not until early twenties when it was put into operation or practice if the product differentiation  is genuine reflected recognition of bask economic malion  stated try Adam Smith almost two countries ago.
2.3 CHAPTER SUMMARY
In this review the researcher has sampled the opinions and views of several authors and scholars on the concept of marketing mix, the concept of products and product differentiation etc. The works of scholars who conducted empirical studies have been reviewed also. The chapter has made clear the relevant literature.



CHAPTER THREE
RESEARCH METHODOLOGY
3.1 INTRODUCTION
In this chapter, we described the research procedure for this study. A research methodology is a research process adopted or employed to systematically and scientifically present the results of a study to the research audience viz. a vis, the study beneficiaries.
3.2	RESEARCH DESIGN
Research designs are perceived to be an overall strategy adopted by the researcher whereby different components of the study are integrated in a logical manner to effectively address a research problem. In this study, the researcher employed the survey research design. This is due to the nature of the study whereby the opinion and views of people are sampled. According to Singleton & Straits, (2009), Survey research can use quantitative research strategies (e.g., using questionnaires with numerically rated items), qualitative research strategies (e.g., using open-ended questions), or both strategies (i.e. mixed methods). As it is often used to describe and explore human behaviour, surveys are therefore frequently used in social and psychological research.
3.3 POPULATION SAMPLING SIZE:
The population for the study will consist of executives and their subordinates in the organization which is charged with the application of management by objectives to attain organizational goals in the organization.
The executive are 15 and the subordinates are 35.  Due to the large number of population the research resolved to use 100% of the total population of the study. The responses were analysed for easy analysis and clear understanding.


3.4      INSTRUMENT USED FOR COLLECTION OF DATA
A set of questionnaire is designed for both the executives and their subordinates and is tagged A and B respectively for identification.  This was done to enable the researcher sample opinion of the executives and their subordinates alike from different perspective on similar questions. These questions were divided into four (4) sections A-E respectively.  Section A has questions concerning the personal data of the respondents while the other sections contained questions of relevance to the research questions formulated by the researcher.
3.5 VALIDATION OF INSTRUMENT:
In order to ensure the validity of the questions, they are structurally and technically checked for the study. It was submitted to be vetted by the supervisor and two others in other department of the college. Comments and corrections made were incorporated into the instrument before its administration to the respondents.
3.6  ADMINISTRATION OF THE INSTRUMENTS:
The researcher personally administered the questionnaire to the respondents and they were allowed few days only to complete the filling and filling of the questionnaires after which the researcher received the questionnaires.
The researcher was able to collect back 40 out of the 67 questionnaires distributed.
3.7 STATISTICAL TECHNIQUES USED:
The statistical techniques used for the data analysis is simple percentage and chi-square used to test the hypothesis.
The study used chi-square X2 to test whether the observed value (i.e. the opinion of the respondents) differs significantly from what was expected and whether it is large enough to reject the null hypothesis. Thus, the formula for computing it is :
X2  = ( 01 – E1)
                 E
Where :
             01   =  Observed   Frequency
             E1   =  Expected    Frequency
In order to compute the value so obtained, the appropriate number of degree of freedom must be determined and this is given by the formula below:
                                                  ( C – 1 ) ( r – 1 )
Where :
		C = Number of columns
		R = Number of rows
With this figure of comparative value is found in the chi-square table, which is significant for the purpose of this research at 95% confidence level where there is a significant difference between the  table value  and the chi-square calculated, the alternative hypothesis ( H1) is accepted while the null hypothesis (H0) is rejected.   
3.8	VALIDITY OF THE STUDY
Validity referred here is the degree or extent to which an instrument actually measures what is intended to measure. An instrument is valid to the extent that is tailored to achieve the research objectives. The researcher constructed the questionnaire for the study and submitted to the project supervisor who used his intellectual knowledge to critically, analytically and logically examine the instruments relevance of the contents and statements and then made the instrument valid for the study.
3.9	RELIABILITY OF THE STUDY
The reliability of the research instrument was determined. The Pearson Correlation Coefficient was used to determine the reliability of the instrument. A co-efficient value of 0.68 indicated that the research instrument was relatively reliable. According to (Taber, 2017) the range of a reasonable reliability is between 0.67 and 0.87.


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


CHAPTER FOUR
DATA PRESENTATION AND ANALYSIS:
4. 1 INTRODUCTION
This chapter deals with the data gathered from investigation through the use of questionnaire administration and can thus be analyzed and interpreted using tabulation and percentage.
The analysis presented in this chapter covers questionnaire from the management staff and subsidiaries (customers) of the organization under research.  Opinions and views are duly reflected in the table that follows each question.
For the purpose, comprehensive result through the sample size selected for the findings was 50 management staff from Glo Nig. Ltd . Thirty (30) questionnaires have required sample size which was a success.  Therefore the analysis and interpretation  in this chapter on management staff is based on the (30) thirty questionnaires and administered.
Table 4.1: Demographic data of respondents
	Demographic information
	Frequency
	percent

	Gender
Male
	
	

	
	12
	40%

	Female
	18
	60%

	Age
	
	

	20-30
	14
	46.67%

	30-40
	10
	33.33%

	41-50
	06
	20%

	51+
	0
	0%

	Education
	
	

	HND/BSC
	20
	66.67%

	MASTERS
	5
	16.67%

	PHD
	05
	16.67%

	Marital Status
	
	

	Single
	15
	42%

	Married
	25
	83.33%

	Separated
	0
	0%

	Divorced
	0
	0%

	Widowed
	0
	6%


Source: Field Survey, 2021
ANSWERING OF RESEARCH QUESTIONS
The following analyses were made from the response of the management staff of Glo Nig. Ltd.
Question 1:  Do you agree that customers are satisfied with different products?
Table 4.2:  Respondent on question 1
	Variables
	Frequency
	Percentage
	Weight Average

	Strongly agreed
	3
	15
	15

	Agreed
	5
	25
	25

	Undecided
	6
	15
	15

	Disagreed
	7
	20
	20

	Strongly disagreed
	9
	25
	25

	TOTAL
	30
	100
	100


 Source: Field Survey 2007
The above analysis illustrated in the above table, is the opinion of management of staff of Glo based on the question above. The motive being understood is whether services rendered by their organization leads to the customer’s satisfaction with their different products.  With regard to the analysis, 25% strongly disagreed, 20% disagreed, 15% undecided, 25% agreed while 15% strongly agreed that customers are satisfied with different products.
Question 2: Do you agree that good product research is useful for the forecast of the future in Glo?
Table 4.3:  Respondent on question 2
	Variables
	Frequency
	Percentage
	Weighted Average

	Strongly agreed
	15
	50
	50

	Agreed
	15
	50
	50

	Undecided
	-
	-
	-

	Disagreed
	-
	-
	-

	Strongly disagreed
	-
	-
	-

	TOTAL
	30
	100
	100


Source:  Field Survey 2007
The table above represents the opinion of the management and staff based on the question if product research is useful for the future. The management and staff Glo indicated that the strongly agreed is 50%, undecided to strongly disagree is non. Which the total response percentage is 100% as regards to the usefulness of product research is useful for the forecast of the future in Glo.
SUBSCRIBERS/ CUSTOMERS QUESTIONNAIRE
Question 3: To what extent has product differentiation impacted on the sales performance on Global com Nig. Limited.
TABLE 4.4: Respondent on question 3
	Variables
	Frequency
	Percentage
	Weighted Average

	To a Very Great Extent
	15
	37
	37

	To Great Extent
	08
	30
	30

	To Little Extent
	05
	10
	10

	To Very Little Extent
	02
	16
	16

	To Very Little Extent
	30
	100
	100


Source: Field Survey 2007
The table above represents that 37% is to a very great extent that product differentiation has a very great impact on the sales performance on Global Com Nigeria Limited, 30% is to great extent, 10% is to little extent while 16% is to a very little extent.
TEST OF HYPOTHESIS
The following hypothesis is tested in this section.
H0: Product Differentiation strategy does not have impact on the sales performance of Global Com Nigeria Limited.
H1: Product Differentiation strategy has impact on the sales performance of Global com Nigeria limited.
The level of significance is 0.05. The degree of freedom must be determined and this is given by the formular below:
	Df =(C -1) (r - 1)
Where Df = Degree of Freedom
	C = Number of Column
	R = Number of rows 
Thus Df = (3 – 1) (2 – 1) 2
Using the level of significance of 0.05 in X2 distribution table under                                                                                                2 degree of freedom, the % value is 5.991  
The test statistic is X2
X2  = ( 01 – E1) 2
                 E
	 Where  01  = Observed frequency
E1  = Expected  frequency
		X2   = 0.05
		0.05 ( C-1) ) (r-1)
		0.05 (2) (1)
		0.05(2)
Df = 0.1


Table 4.5: Contingency table showing the effect of application of product differentiation on sales performance of communication firm
	
	Effective Supervision
	Incentives
	Effectiveness
	Total

	
	O1                        E1
	O1                        E1
	O1                        E1
	
52                 
98

	Management
Staff
Total
	15                16
	27                21
	10                16
	

	
	35                34
	23                17
	40                34
	

	
	50
	50
	50
	150



Table 4.8
	O1
	E1
	O1          _             E1
	(O1      _       E1)2
	(O1     _     E1)2
         E1                               

	15
	16
	-1
	1
	0.06

	35
	34
	1
	1
	0.02

	27
	21
	6
	36
	1.71

	23
	17
	6
	36
	2.11

	10
	16
	-6
	36
	2.25

	40
	34
	6
	36
	1.05

	
	
	
	
	X2=7.2



Decision 
Since the calculated X2 is greater than the critical value (Table Value), we reject H0 and accept H1 and therefore conclude that the application of product differentiation strategy has impact on the sales performance of Globacom Nigeria Limited.


CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.1 Summary
Based on the above discussed findings of the investigation, it is evidenced that GLO NIG LTD has implemented product differentiation as a strategy to effectively achieve pre-determined objective of customer satisfaction on sales performance of communication firm (Glo Nig Ltd). 
As a product differentiation strategy, the company appreciates promotions, not only during service decline but also the introduction of new product becomes imminent. Thus, the employment of promotional tools as sponsorships of sports, best customer demands and common features of reaching customers. Glo Nig. Ltd carries out research into customer needs and monitors their reaction to the offering which is very important for survival of the organization. 
5.2 Conclusion
The investigation has attempted to demonstrate product strategies and impact to its sales performance on customer satisfactory in communication business. Glo Nig. Ltd appreciates product strategy in the conduct of business because the organization defines customer satisfaction and sales performance as the objective it appraised and implements the product strategy in its business undertaking.
5.3 Recommendations
After much consideration to the leads to operation of business and considering the environment forces came out with the following suggestions that will help to surmount some of the obstacles the organization is facing.
The management should first and foremost employ the service of experts who are specialized in the field. Marketing of product is a Herculean task because of the characteristics of service. Therefore, efficiency in carrying their task depends on the experience, energy and mental alertness of the personnel involved in the services of the sales. Forces should be employed by the organization because personal selling is very essential when developing close relationship between buyers and sellers.
It would be wise to suggest that the organization should increase or improve and control services quality. That can be achieved through personal training and research and development. This will go a long way also to improve client confidence.  Emphasis should be made laid on the benefit of the customer’s will, derived rather than the services itself. This will stimulate more demand for new services introduced.
Customers’ satisfaction should also be made intensively monitored. Through suggestion, complaint and client surveys because this is very essential to the organization growth and survival though claimed, to be embraced by the management. It would be wise also to emphasis that product differentiation strategy philosophy should be translated into practice by achieving been more organized, coordinated and properly managed by competent personnel. 
The organization should apply manufacturing concept to increase productivity. This could be done by consideration i.e. where the organization will produce most of their spare parts and cables and hand-sets to its service mix.
To crown it all, advertising which is an element of promotion mentioned earlier should extensively carry out reputation and correct the old impression on the old image for the organization because this is very critical to the organization survival. 
The advertising campaign should stress the dependability of the services, its consistent high quality and also emphasis on the courteous friendly and efficient services.
The organization should design good credit scheme for the customers from investigation, the main purpose of GLO NIG LTD exercise is to induce productivity where credit worthy subscribers need not have their lines tossed. 
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APPENDIXE
QUESTIONNAIRE
PLEASE TICK [√] YOUR MOST PREFERRED CHOICE(S) ON A QUESTION.
SECTION A
PERSONAL INFORMATION
Gender
Male [  ]	Female [  ]
Age 
20-30	[  ]
31-40	[  ]
41-50   [  ]
51 and above [  ]
Educational level
BSC/HND	[  ]
MSC/PGDE	[  ]
PHD		[  ]
Others……………………………………………….. (please indicate)
Marital Status
Single	[  ]
Married [  ]
Separated [  ]
SECTION B:
Question 1: To what extent does your organization use product differentiation strategies?
	Variables
	Please Tick

	To a Very Great Extent
	

	To Great Extent
	

	To Little Extent
	

	To Very Little Extent
	

	To Very Little Extent
	



Question 2: To what extent does your organization use service differentiation strategies?
	Variables
	Please Tick

	To a Very Great Extent
	

	To Great Extent
	

	To Little Extent
	

	To Very Little Extent
	

	To Very Little Extent
	



Question 3: To what extent does your organization use service differentiation strategies?
	Variables
	Please Tick

	To a Very Great Extent
	

	To Great Extent
	

	To Little Extent
	

	To Very Little Extent
	

	To Very Little Extent
	



Question 4:  Do you agree that customers are satisfied with different products?
	Variables
	Please Tick

	Strongly agreed
	

	Agreed
	

	Undecided
	

	Disagreed
	

	Strongly disagreed
	



Question 5: Do you agree that good product research is useful for the forecast of the future in Glo?
	Variables
	Please Tick

	Strongly agreed
	

	Agreed
	

	Undecided
	

	Disagreed
	

	Strongly disagreed
	



Question 6: To what extent has product differentiation impacted on the sales performance on Global com Nig. Limited.
	Variables
	Please Tick

	To a Very Great Extent
	

	To Great Extent
	

	To Little Extent
	

	To Very Little Extent
	

	To Very Little Extent
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