THE IMPORTANCE OF BRANDING IN THE MARKETING OF UNILEVER PRODUCTS IN ENUGU STATE

ABSTRACT 


This research work examined the importance of Branding in the marketing of Unilever products with special reference to Toiletries such as soap and toothpastes.  The study made use of primary and secondary data primary data was sourced from questionnaire and oral interview while secondary data came from textbooks, magazines, newspapers and journals.  The research instrument used in gathering the data was the questionnaire, which was distributed to 200 consumers of toiletries brands of Unilever products in Enugu metropolis out of the 200 copies of the questionnaire issued to the consumers 190 were returned and used for analysis. 

The data collected were analyzed using tables, frequencies and percentages.   After data analysis I discovered that:

Brand name makes it for the consumers to recognize Unilever Products. 

Branding helps in advertising and promoting Unilever products

Branding helps the consumer to repeat purchases. 

Branding enhances the quality of Unilever products. 

Branding increases the product image of Unilever products.

Based on the above findings, recommendations were made which the researcher feel will go a long way in helping Unilever to market its products. 
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CHAPTER ONE

INTRODUCTION 

BACKGROUND OF THE STUDY


Perhaps the most distinction skill of professional marketing is their ability to create, maintain, protect and enhance brands.   Marketers say, “Branding is the art and cornerstones of marketing”.   The American Marketing Association define branding as a name, term, sign, symbol or design or a combination of them, intended to identify the goods or services of one seller or group of sellers.  


In essence, a brand identifies the seller or maker.  It can be a name, trademark or other symbol. 


Brand name is a name given to a product which can be vocalized or pronounced and services to distinguish it from others.   Brand mark is that part of a brand show in front of sign, symbol, letter, design which are not alterable.   A trademark is a brand mark or a brand name with legal protection.   No other seller is given the right to use a trademark except the registered owner. 


For trademark law the seller is granted exclusive right to use of the brand name in perpetuity.   These brands differ from other assets such as patents and copyright which have expiration data. 


A brand is essentially a seller’s promise to consistently deliver a specific set of features, benefits and services to the buyers.   The best brand conveys a warranty of quality.  But a brand is even a more complex symbol.  A brand can convey up to six levels of meaning.   

ATTRISUTES:
   A brand first brings to mind certain attributes. 

BENEFITS:
A brand is more than a set of attributes customers are not buying attributes; they are buying benefits. 

VALUES:
   The brand also says something about the producer’s values. 

CULTURE:
The brand may represent a certain culture. 

PERSONALITY:
The brand can also project a certain personality. 

USER:
The brand suggests the kind of consumer who buys or uses the product. 

If a company treats a brand only as a name, it misses the point of branding.   The challenge in branding is to develop a deep set of meanings for the brand.   When the audience can visualize all six dimensions of brand is deeps otherwise it is shallow. 


Given the six level of a brands meanings marketer must decide at which level(s) to deeply anchor identify.   One mistake would be to promote only the brands attributes.   Firstly, the buyer is not interested in the brand benefits. Secondly, competitor 45 can easily copy the attribute.   Third, the current attributes may become less valuable later, hunting a brand that is too tried to specific attributes.  


Brand identification has certain advantage.   It enables the seller to build a consumer following and identify a given level of quality with a product from competitions. It expedites the process of communicating to buyers.   Thus, it is impossible to identify some products as those of a particular manufactures without the aids of a brand name.  Moreover, brand identification enables the manufacturer to communicate to buyers not only a point of purchase but through the medium of advertising and occasionally through publicity.   Finally, branding may enable the firm to communicate psychological as well as material values. 

STATEMENT OF THE PROBLEM 


Despite the importance of branding and its un-preventing role and its restrictive (legal) measures on the product policy copy right and patent right, people still devour in product imitation, refinement and passing off image in order to project their product image in the market place.   That is, non-original and unbranded product are placed headlong with the original in the market place committing for the same market share. 


In view of these, branding is important in considering these statements. 

Whether branding creates impulse purchase. 

Whether branding helps Unilever Brother Nigeria Plc in segmenting their market. 

Whether it has been enhancing Unilever Brother Nigeria Plc sales volume buyer’s motives. 

Whether it has improving the company profit margin. 

If branding has any impact in determining the distribution channels of Unilever Products. 

OBJECTIVES OF THE STUDY 


Brand as the name implies could be seen as a name, term, symbol, design or a combination of them which is intended to identify the goods or services of one seller or group of sellers and also shows the distribution from those of competitors. 


This study therefore, seeks to know the effectiveness of branding on manufactured products with a view to establish the extent to which it has helped in the manufacturing companies like Unilever products.  

To identify how the consumer of the entire public react to branding and the impact and impressions it creates in them. 

To find out if a well planned branding strategy can make a product of Unilever Brothers Nigeria Plc to lead the market and suppose it’s competitors. 

To determine the problems that are association within branding as a strategy and the panacea to it. 

To examine the importance of branding as a promotional tools to the Unilever products.   

To examine critically Unilever products. 

RESEARCH QUESTIONS


The aiding research question used is intended to achieved following:

To find out how branding decision is users and producers. 

To asses the knowledge of Unilever Brothers towards their product. 

To find out possible strategy towards the branding of Unilever product.

To determine the response of people towards the branding of toiletries.

To find out the factors that influences of branding consumers. 

SIGNIFICANT OF THE STUDY


This research work has significant for both the companies and their consumes it affords the searcher an insight into the role it could play in any firm.   It will bring to the knowledge to the Nigeria entrepreneurs and companies who produce toiletries to appreciate the use of branding of consumers product. Also that they could locate adequate finance of their budget on any major branding decision. 


It is now a common practice that consumers buy most of their product its because of good branding and packaging.   It therefore go along way to suggest the priority that should placed on it by the firm.  

SCOPE AND LIMITATIONS OF THE STUDY


The survey covers the important role that branding plays in marketing of Unilever Brothers products.


However, it focuses only on four areas that are stated here. 

The objectives of branding

Problems of branding 

Sources of fund for branding 

Significant of branding. 

CHAPTER TWO

REVIEW OF RELATED LITERATURE


The study of consumers behaviour is consumed with these statements, why consumers behave the way they do consumers learn about new products, how consumers opinions and impression are modified. 


Understanding consumer’s behaviour can enable manufacturers to better how the needs and meet consumers groups which is been attempted to serve.   However it is quite difficult to study and understand consumer behaviour because it cannot be subjected to scientific proves or tests.   The only alternative often used by deductive scientists have been the use of deductive reasoning or judgments made from past experiences of constant exhibition of any particular behaviour.     Marketing executives on their own part have often sought to understand the concept of consumer behaviour by carrying out research into knowing what is the wants of the consumers and, why they need these products.   The gathered information is analyzed and integrated into the alternative marketing programmes, which are aimed at certify the needs of the consumer, profitably.  Let us now consider and see some author’s views on the consumer’s behaviour.   


Brand as defined by Encyclopedia Britannica or service of the seller(s) and to differentiate in then from good of competitors.   A brand aids consumers in differentiating between items of different manufacturers of trademark. 


Brand is the act of identifying a products of service with a names sign, a symbol or design or combination of these which is intended to distinguish the product or service or one seller or group of sellers from these of competitors. 

BRAND POLICIES


Branding of products is necessary for purpose of identification and differentiation.   For example, one advertisement of manufactures and middlemen can be easily identified and differentiated from others through one use of brand names.   According to Ifezue (1991, et al. 142).  “A brand offers some protections to one consumer through identification of the company behind facilitates the buying problems of the customer by making it easier for the consumer to identify the products of their choice”.


According to Michael Baker (1985 P. 54).   “Branding is now standard practice for one majority of goods, although it is most frequently association with product purchased for person consumption”.


From both the consumer’s and producer’s point of view the brand serves as a useful short hand expertise associated with a given product.


Moreover, it helps consumers to distinguish fakes from the authentic when buyers are either satisfied or dissatisfied with a product, branding makes it easier for them to trace the product to the maker so as to either make a repeat purchase if satisfied to avoid the product, return the produce tell these not to buy it or seek redress it not satisfied.   It also facilitates the introduction of new product. 


He further says that “brand enables the purchaser to obtain products which satisfy highly specific wants, without having to restore to a detailed description of them.  According to Bulk (1985:46) branding of products is necessity in highly competitive market to ensure customer recognition and for the protection of the company’s product image. 


Kotler (1997:442) says, “Brand is a major issue in product strategy”.   On the one hand developing a branded product required a great deal of long-term investment spending, especially for advertising, promoting and packaging.   In developing a market strategy for individual product, the sells have to confront the branding decision. 


Schewe and Smith (1980:100) conclude, “Branding is the basis of pull marketing”.   Through branding, it is stable continues market and market share is established and cashier sales relationship, easier sales forecasting and easier production and purchasing to schedule. 


To be successfully, a brand needs three sets of attributes.    

It has to be a coherent totality not a lot of hits.   The physical product, the pack and all the element of communication must be blended into a single personality. 

It has to be unique and constantly developing to stay unique, it is through this that, the brand can offer functional and now functional appeal to the senses emotions and the reason.   

This blend of appeal must be clearly relevant to people’s need desire; it must stand out from the “crowed” and spring to the mind. 

A brand plan should include the statement of objectives, policies and procedures regarding the selection of brand names and trademark.   Brand name according to Baker may be given to individual products or a generic, or family, brand may be used for a firms complete products line.   Individual brand names are expensive to establish, and usually require a large investment in advertising and sales promotion. 

BRANDING DECISION 


This decision is made because a firm could brand it products or decide not to so the decision may be on, whether a brand name should be develop for the product?  It is yes the decision stage come in. 

BRAND SPONSOR DECISION 


According to Kotler (1990:463) “Several option are available to brand to product.   The product may be launched as manufacturers owned brand, or may be launched as a licensed name brand. The manufacturer may be also sold the products to middlemen who put on a private brand. The middlemen bother their own brands because they have to limit down their private label. 

BRAND EXTENSION 


This is any effort to extend a successful brand name to launch a new product.   As a strategy, brand extension appears to give a new product instant recognition.   It saves all the advertising cost involved in familiarizing consumers with a new name. 

MULTI BRAND DECISION 


Kotler (1990:460) says, “In this strategy, the seller develop two or more brand in the same product category.   This practice is apotted for several reasons.   Manufactures can gain more shelf space on the products and it will create excitement and efficiency within the manufacturer organization. 

COMBINATION BRAND STRATEGY


The words Buell (1985:35) “Diversification has forced companies to reexamine their brand strategies”.   A brand image is often the deciding factors as to whether to apply it to other products.   Gillets, for examples, features the co-operate brand name in its writing instrument and it uses individual brand name or toiletries.  
  

CHARACTERISTICS FOR SELECTING A GOOD BRAND NAME.


Viewing on the importance of name as an integral reinforce of the product concept of the Unilevers Brothers Nigeria Plc, which posses the following quantities. 

The brand name should suggest something about the product benefits, use or action.   It should be a symbol that is telling about the product e.g baby pear, close up toothpaste. 

The brand name should be easy to pronounce, recognize where ever or when you see it, you will recognize the product, it will be easy to spell and even be remade.   Brand name should not bear sophisticated name but it will be the pronouncing of the name will scare you from the product. 

It should be distinctive from others competitors brand name.   Brand with name line 4 maggi cubes. 

The brand name should be adaptive to any new product that may be of the same type like coke, fanta, sprit e.t.c.

A brand name should be powerful so as to have consumers fantasia, it will be a lot to have consumers franchise, it will be along lasting name, even when the companies can no longer afford to manufacture in their home land, the name will continue to command consumers loyalty, such names like Toyota, Mercedes, IBM, Coke etc.

TYPES OF BRANDING STRATEGIES. 


Different tends of brands are developing and are acceptance to its actual and potential consumers.   For instance, in Nigeria manufacturing industries producer launching soaps and cleaning agent in our market while is witnessing multiple brand of soap with different quantities.


There are some of the types of brands. 

i)
Multi-product brand-where this or “family” brand are used one or a limited number of brand name is associated to a verity of products.   Example, IBM computers, general electric company with its kitchen appliances.    


Family brand have a promotional advantages of creating awareness and reputations over a whole range of products may be more speedily find trade consumer acceptance, as long as the market perceives the product as being appropriate to the brand range, whereas, a poor product can have a disproportionate effect in damaging the reputation of the brand.   Other brand names that are associated to the family brand names are as followings:-

A blanket family name of all products.  

Separate family names of all products. 

Company trade name combined with individual product names. 

ii.
Brand Quantity-
first and foremost, qualities is said to be, the rated ability of the brand to perform its functions.   


Here the producer establishers the brands quantity lever and other attributes for effective brand or product positioning in the market place.   Some of the attributes evaluated objectively are standing on development.  


Battle of branding:  It could be seen as competition between manufacturers (national) brands and the retailed (private) brands can compete with the national brands and have often succeeded in causing price reductions on the national brands to make them more competitive. 

iii)
Brand-Extension:-
  It is calculated effort adopted for a successful brand name to launch product modifications or additional products.   It is well pronounced in the detergent industries and breweries with brands like one, elephant, appolo, gulder, respectively. 


Brand extension also covers the introduction of new package sizes, flavours and models.  More interesting is use of successful brand name to launch new products.   Again, the products name assists the capacity of the brand name to steep they would be buyer through the purchase decision process.  Thereby developing loyalty towards a named product which can be easily recognized and selected from amongst the whole lots of the completing product, the selective treatment will be encourages where the product name establishes a specific image to the customer.   Since name of the Unilever Brothers Nigeria Plc product bears its name, it therefore shows that it does not adopt independence staff and liquid valued by the community has led her to great height of independence, flexibility and control by marketing her range of products under family brand extension which establishes objectively the product prestige derivability reliability, precision, style and standard for the segments they appeal to.  Te Unilever Brothers Products brands are important because they can be transferred intentionally and with them, the perception of the quality of the product can often be maintained.   Consumers allover the world wants quantity products will enhance their personal prestige at an affordable price.


However, all these brand strategies give the consumer a vacating wide range of choice to buy any of the series in case of the dissatisfaction at once.    

BRANDING AS AN EFFECTIVE MARKETING STRATEGY FOR TOILETRIES. 


In developing a marketing strategy for individual products, the seller has to comfort the branding decision, branding is a major issue in product strategy.   On the one hand, developing a brand product requires a great deal of long term investment spending, especially for advertisement promotion and packaging. 


A manufactures or retailers may take years and spend millions to develop a new brand name or it can “rent” names that already hold magic for consumers or symbols created by other manufacturers or well known people, characters from popular movies and books for a fee, any of this can give product an instant and familiar brand name.   Unilever Brothers Products spent liberally to build up brand names such as “Lux” soap with colour varieties, green, white, pink and lemon.   This is to suit consumer fact.   Today lux soap has consumer’s franchise name and character licensing had become a big business in recent years.   Manufacturers pay out almost twenty billion naira each year to use popular names and characters on their products and these products generate almost forty billion each year in retails sales.  A brand extension strategy is any effort to extend a successful brand extension offers a number of advantages.   A strong brand name given to a new product instant recognition.   The company saves all the advertising cost involved in familiarizing consumer with a new name.  This people will ordinary respond positively to pears baby soap or close-up toothpaste. 

THE IMPORTANCE OF BRANDING IN MANUFACTURING INDUSTRIES.    


Branding is the method adopted by organizations to help them position and differentiate their environment.   Branding as part of marketing programmes and survival of an organization in the marketing in the environment. The Unilever Brothers Nigeria Plc has grown adversely in the market because of the acceptance of its brand name and brand loyal.   Different kinds of brands are developed and are acceptable to its actual and potential consumer by Unilever Brothers Product. 


Finally, the importance of branding in manufacturing industry should be seen as the heart of a company.  Branding has helped in Unilever Brothers Product to the extent that over the years, the company diversified and marketing of the above state thirteen (13) product line which had lead to the operation of the company with four factories at Apaper and about two cargo ships that conveys some of its products across the national facilities. 


Moreover, it turns out that branding can perform a number of useful functions for Unilever Brothers Product which are stated below:

Unilever Brothers Product wants a brand mark for identification to simplify handling or tracing. 

Unilever Brothers Product wants a legal trademark and patent to protect unique product features from brand limited. 

Unilever Brothers Product wants to emphasize a certain quantity level in the offer and make it easy for satisfied customers to find the product again.  

THE IMPACT OF BRANDING ON CONSUMER BUYING DECISION 


The impact of branding on consumers buying decision are affected by many things.   This decision made by the consumer with regards to identifying the branded products of a particular company for example (Unilever Brothers Product) is affected by some or all of these branding. 

CONSUMER PURCHASE DECISION 


Prior to making a purchase, a consumer must have gone through several mental purchase which often he may not have been conscious of these stage through which a buyer passes in making a decision about which products or service to buy to known as the purchase decision process.  Five stages are identified in this process. 

Problem recognition:  This is the initial step in the purchase decision process. It is perceiving a difference between a person’s ideal and actual situation big enough to trigger a decision (Engel et al, 1986).   Advertisement and sales people are used in market to advert a consumer’s decision-making process by showing the inadequacies of competing (currently owned) products for example problem recognition e.g a product like joy soap being product by Unilever Brothers Product.  

Information search:
Having become aware that a problem exist, the consumer then begin to search, that is scanning your memory for previous experience with products are brands, so as to know its important of that branding. 

Also, a consumer on the other hand may undertake an external search for information if the past experience of knowledge is sufficient, the risk of making a wrong purchase or decision is high and the cost of gathering information is low (Robertson TDS ET AL (1985) external information can be obtained from:-

Personal source (such as realties and friends trusted by the consumer).

Public sources, including various products rating organization, government agencies, consumer affairs, page in newspaper, television consumer programmes e.t.c.

Market dominated sources, such as information from that include advertising sales people and point of purchase display in stores. 

Therefore, (Unilever Brothers Product) use all phase strategies so as to show the importance of a branding of product and its effectiveness when used.   That is to say before a consumer will have the decision of buying, he or she must have known the important in regards with products and brands before the interest could be stimulated.   Because, a consumer will not first go directly to the market and buy a particular product without knowing its effectiveness and important with regards to brands and products. 

Finally, the extent of a consumer’s search for information depends on the percentage risk and uncertainty, the greater the search.

Alternative evaluation: When a consumer has obtained enough information, the next logical step is the evaluation of these alternatives consumers often have several criteria in evaluating brands.  With this knowledge, (Unilever Brothers Product) seeks or usually seek identify white evaluative criteria is more important for consumer when judging brands. This evaluation will crystallize in best two or three alternative.  The chosen alternatives are called evoked set which a consumer seeks a solution to a problem.  

Purchase decision: once a consumer has external the alternative in evoked set, he then makes a purchase decision on the other hand, he may decide not to buy as when non of the alternatives appears to help in the solution of this problem satisfactorily or if the purchase would simple lead to another problem.   The consumer may decide to seek for more information when there is uncertainty and there is no pressure to make a decision now. 

Post purchase behaviour:  Consumer rely stop with the purchase decision itself.   Having purchase a product, the consumer compares it with his or her expectations and is either satisfied or distillates.   Consumers experience are generally the strongest influence on what believe about the product or brand and its attributes.    

BRANDING AS A TOOL FOR PRODUCT POSTING 


Branding gives a product an image that distinct from the summer competitor, that is to say product positioning goes beyond image making.   The image making product seeks to cultivate an image in the customer’s mind as a larger friendly or efficient product, it often develop a symbol, such as star, lion to dramatize its personality in a distinctive way yet the customer may see the competing product as basically a like, except for chosen symbol. 


Branding as a tool for product positioning is an attempt to distinguish the product from its competitors along real dimension in order to be the preferred product for certain market segments. 


Banding gives a product an image that distinct it from the simpler competitors. Brand name contributes to instant recognitions of the company and its product.  The brand name of a product provides the buyers first encounter with the product and is capable of turning the buyer’s “on” or “off”.   

CHAPTER THREE

RESEARCH METHODOLOGY

SOURCE OF DATA


Primary and secondary data sources were used by the research.

PRIMARY DATA SOURCES


Here, the researchers used oral interview, direct and questionnaire in gathering primary data. 


In oral interview involved a face-to-face question and answer method using brand of toiletries randomly selected from Unilever Brothers Nigeria Plc, Products while direct observation approach was based on what the researchers saw in the branding of toiletries.   

SECONDARY DATA SOURCES


The researcher could not lay hand on material relating to this chosen topic. However, the researcher got information from textbook, journals of marketing research works and magazines. 

POPULATION OF THE STUDY


As the researcher has earlier stated the population of interest in consumers of branded toiletries produced by Unilever Brothers Nigeria Plc in Enugu Metropolis.   Their selection for interview was by choice and not statistically defined. 

SAMPLE SIZE DETERMINATION 


The researcher chooses 200 consumers of toiletries as the sample size.


The sample size was based on the researchers convenience. 

SELECTION AND CONSTRUCTION OF THE RESEARCH INSTRUMENT


The questionnaire and interview guide were the primary instrument used in gathering the data.   The questions as used in the questionnaire are:

Multiple-choice questions: offering the respondents various possible answers to choose from e.g A, B, C, D, E.

Open – Ended questions:
This is the type of question which is used when the alternative question is not exhaustive.   The respondent has the privilege to express herself in her own words.  

Dichotomous question:
These are structured questions, which restricts the respondent to two alternative answers only. 

Liket summated rating techniques.   These involve rating of scores such as from five to one or from highest positive response to lowest negative response.   E.g excellent, very goods, good, fair, bad and very bad.

Questions are also designed to cover the four vital components of marketing which are of immense help to any marketing research these are product, price, promotion, distribution and place. 

SAMPLING PROCEDURE


A non-probability sampling method was used throughout in selecting, deciding or choosing the respondents who filled the questionnaire. 


The research specifically used judgmental, convenience and volunteer approaches in doing this. 

ADMINISTRATION OF THE RESEARCH INSTRUMENT


The questionnaire was administered by the researchers themselves. 


Two hundred copiers of the questionnaire were used and efforts were made to interpret some questions in the questionnaire to those who were not literate or could not understand the importance of such questions. 


In some other cases, outright interview was done and cored. 


Serious efforts were persuaded to complete the questionnaire on the spot.   The place of contract were the supermarkets, open market places, residential buildings, commercial houses and in different streets of the sampled area.   The area sampled in Enugu Metropolis were Abakpa, Uwani, Trans-Ekulu, Ogui New Layout, Independence layout New haven and Emene. 

DATA ANALYSIS METHOD 


The data obtained from the questionnaire as regards their individualistic respondents were tabulated and explained in percentages, pie charts and chi-square approach was used to analyze the data after application of the test of hypothesis. 

CHAPTER FOUR

DATA PRESENTATION AND ANALYSIS 


In this chapter, the data gathered will be analyzed.  One of the analysis will be used i.e tabulation (percentage) method.   It will be necessary to state that the data presented and analyzed have direct relationship with the objective and hypothesis of the study. 

ALLOCATION AND RETURN OF QUESTIONNAIRES 

	Alternative response 
	No. of issued
	No. Return
	Percentage
	Return with error
	Percentage

	Consumers 
	200
	200
	100
	10
	5

	Total 
	200
	200
	100
	10
	5


ANALYSIS OF DATA COLLECTED FROM CONSUMER QUESTIONNAIRE 

TABLE 4.1

THE MEAN THROUGH WHICH CONSUMERS RECOGNIZE UNILEVER PRODUCTS. 

	Alternative response 
	Frequency
	Percentage

	Brand name 
	120
	63.16

	Trade mark 
	70
	36.84

	Total 
	190
	100


Source:
Field survey, 2005.


From the table above, it is clearly stated that 120 respondents representing 63.16% said that they recognized the product through brand name while 70 at rate 36.84% said that they recognized their product through trademark.

TABLE 4.2

CUSTOMERS SOURCE OF AWARENESS OF UNILEVER PRODUCTS

	Alternative response 
	Frequency
	Percentage

	Friends  
	30
	15.79

	Advertising 
	90
	47.37

	Brand name 
	70
	36.84

	Total 
	190
	100


Source:
Field survey, 2005.


The table above shows that 30 respondents represent 15.79% said that they knew about the product through friends, 90 at rate 47.37% said that they knew about the product through advertisement, while the remaining 70 at rate 36.84% said they knew that the product through brand name. 

TABLE 4.3

 WHETHER THERE IS ANY PROMOTION ON THEIR PRODUCT 

	Alternative response 
	Frequency
	Percentage

	Yes
	180
	94.73

	No 
	10
	5.27

	Total 
	190
	100


Source:
Field survey, 2005.


From the above table 180 respondents representing 94.73% said that there is any promotion on their product due to advert while 10 respondents at rate 5.27% said that no promotion on the advert. 

TABLE 4.4

 CONSUMERS RATINGS OF PRODUCT BRAND NAMES 

	Alternative response 
	Frequency
	Percentage

	Very good 
	110
	57.89

	Good 
	70
	36.84

	Very bad 
	4
	2.11

	Bad 
	6
	3.1

	Total 
	190
	100


Source:
Field survey, 2005.


From the above 4.4 shows that 110 respondents represent 57.89% said that the evaluation of their product through brand name is very good, 70a t rate 36.84% said it is good, 4 of them at rate 2.1 said it is very bad while the remaining 6 at rate 3.16% said that it is bad.

TABLE 4.5

HOW FREQUENT CUSTOMERS USE THE PRODUCT

	Alternative response 
	Frequency
	Percentage

	Very often 
	100
	52.63

	Often 
	60
	31.58

	Occasionally 
	20
	10.53

	Rarely 
	10
	5.26

	Total 
	190
	100


Source:
Field survey, 2005.


The table above 4.5 shows that 100 respondents at rate 52.63% said that they use the product very often, 60 at rate 31.58% said that they use the product occasionally while 10 of them at rate 5.26% said that they use it rarely.  

TABLE 4.6

WHETHER RESPONDENTS THE ACTUAL USER OF THEIR PRODUCTS 

	Alternative response 
	Frequency
	Percentage

	Yes 
	160
	84.21

	No 
	30
	15.79

	Total 
	190
	100


Source:
Field survey, 2005.


From above 4.6, it is clearly stated that 150 respondents representing 78.95% said that they were actual user of their product while 40 at rate 21.05% said that they were not users of the product. 

TABLE 4.7

THE BENEFIT DERIVED FROM THEIR PRODUCT 

	Alternative response 
	Frequency
	Percentage

	Yes 
	160
	84.21

	No 
	30
	15.79

	Total 
	190
	100


Source:
Field survey, 2005.

The analysis of above table 4.7 shows that 160 respondents represent 84.21% said that they derived benefit from using the product while 30 respondents represent 15.79% said that they don’t benefit any thing from the product. 

TABLE 4.8

THE BRAND OF PRODUCTS OF TEN USED 

	Alternative response 
	Frequency
	Percentage

	Toilet soap 
	70
	36.84

	Fat 
	10
	5.26

	Detergent 
	90
	47.37

	Total 
	190
	100


Source:
Field survey, 2005.


From the above table, it is clear that 90 respondents out of 190 representing 47.37% said that they use detergent often, 70 at rate 36.84% said that they use toilet soap often, 20 of them at rate 10.53% said that they use cream often while 10 at rate 5.26% said that they use fat often. 

TABLE 4.9


CONSUMER LIKES ABOUT UNILEVER PRODUCTS 

	Alternative response 
	Frequency
	Percentage

	Quality 
	150
	78.95

	Perfume 
	40
	21.05

	Total 
	190
	100


Source:
Field survey, 2005.


The above table 4.9 shows that 150 respondents or 78.95% said that they prefer their product because of its quality, while the remaining 40 respondents at rate 21.05% said that is because of their perfume. 

TABLE 4.10

WHETHER CONSUMERS ARE SATISFIED WITH THE PRODUCTS  

	Alternative response 
	Frequency
	Percentage

	Yes 
	160
	84.21

	No 
	30
	15.79

	Total 
	190
	100


Source:
Field survey, 2005.


The above table shows that 160 or 84.21 said yes in the sense that, there is an effect why using a product while 30 or 15.79% said “No” that there is no effect. 

TABLE 4.11

TYPE OF EFFECT PRODUCTS HAS THE USERS. 

	Alternative response 
	Frequency
	Percentage

	Good 
	160
	84.21

	Bad 
	30
	15.79

	Total 
	190
	100


Source:
Field survey, 2005.


The analysis of the table above shows that 160 or 84.21% said good effect of a product while 30 or 15.79% said bad effect on using the products. 

CHAPTER FIVE

SUMMARY OF FINDINGS, RECOMMENDATIONS AND CONCLUSIONS 

SUMMARY OF FINDINGS 


After data analysis, the researcher discovered the following:

Brand name makes it easy to recognize a product. 

Brand name helps to promote a product by making. 

Consumers to identity the product 

It is also make them to use the product often branding makes consumer to use the product often.   

Branding makes consumer to use the products more than unbranded products. 

Unbranded product has negative effect on the user. 

Banding enhance product quality. 

RECOMMENDATIONS 


The researcher recommended the following:

Manufacturers should try its best to the best branding strategy that will be suitable for it target market. 

These branding strategies will help Unilever product to attract more customers. 

Best quality product should by the consumers 

Manufacturers should register their brand name in corporate affairs commission to avoid copying by competitors. 

Promotion also should be put in practice to help increase sales on branded products. 

Unilever products should insist on branded products for easy identification. 

The company brand product should be a available at the right time and at the right place to enhance customer patronage and satisfaction. 

CONCLUSION 


If the above mention recommendation were well utilized they would go along in helping the company to achieve success and growth in the market. 
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APPENDIX 

CONSUMER QUESTIONNAIRE

Department of Marketing 

Institute of Management 

And Technology Enugu. 

Dear Respondent, 

REQUEST TO COMPLETE QUESTIONNAIRE 

I am final year student of the above-mentioned school.   I are currently carrying out study on the importance of branding in the marketing of Unilever products, in Enugu State, Enugu Metropolis.   The questionnaires are designed to collect information that will enable us give a sound conclusion on the impact of the studies. 

I wish to solicit your assistance in answering the questions as objectively as possible undertake that any information given will be treated with strict confidentially and will purely for the purpose of this academics research work. 

Thanks  

Yours faithfully, 

Solomon Austin Imade 

INSTRUCTION:
Please tick (() in the option that best answer the question asked vise fill the space provided. 

1.
How do you recognize the product of Unilever Brothers’ products?

(a)
Brand name 
[     ]

(b)
Trade mark 
[     ]

2.
How do you know of Unilever product?

(a)
Friends 

[     ]


(b)
Advertising 
[     ]


(c)
Brand name 
[     ]

3.
If through advert, is there any promotion on their product?


(a)
Yes 
[     ]


(b)
No 
[     ]

4.
If through brand name how do you evaluate their products?


(a)
Very good 
 [     ]


(b)
Good 

 [     ]


(c)
Very bad 

 [     ]


(d)
Bad


 [     ]

5.
How often do you use their product?


(a)
Very often  
   [     ]



(b)
Often 

   [     ]


(c)
Occasionally 
   [     ]


(d)
Ravel

   [     ] 

6.
Do you actually using their product?


(a)
Yes 
[     ]


(b)
No 
[     ]

7.
Is there any benefit you receive from their product?


(a)
Yes 
[     ]


(b)
No 
[     ]

8.
Which brand of their products of you use often?


(a)
Toilet soap [      ]


(b)
Fat 

  [      ]


(c)
Detergent  [      ]


(d)
Dream 
  [      ]

9.
Why do you choose or prefer the use of their brand than other complementary products?


(a)
Quality 
[      ]


(b)
Perfume  [      ]

10.
Is there any effect, why using their product?


(a)
Yes 
[     ]


(b)
No 
[     ]

11.
If yes to question 10 which type of effect? 


(a)
Good [      ]


(b)
Bad
 [      ]
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