[bookmark: _Hlk190074559]
IMPACT OF PRODUCT BRANDING ON SALES PERFORMANCE IN THE NIGERIAN BREWERY INDUSTRY 
BY

SAADUDEEN TOBA TOHEEB
HND/22/BAM/FT/0522


BEING PROJECT WORK SUBMITTED TO THE DEPARTMENT OF BUSINESS ADMINISTRATION & MANAGEMENT, INSTITUTE OF FINANCE AND MANAGEMENT STUDIES, KWARA STATE POLYTECHNIC, ILORIN.



IN PARTIAL FULFILMENT OF THE REQUIREMENT FOR THE AWARD OF HIGHER NATIONAL DIPLOMA IN BUSINESS ADMINISTRATION AND MANAGEMENT



MAY, 2025
CERTIFICATION
This is to certify that this project was carried out by SAADUDEEN TOBA TOHEEB, with Matric No HND/22/BAM/FT/0522 and has been read, corrected and approved as meeting the part of the requirement for the award of Higher National Diploma (HND) in Business Administration and management, in the department of Business Administration and Management, Institute of Finance and Management Sciences, Kwara State Polytechnic, Ilorin, Nigeria. 

________________________						_______________
MR. KUDABO, M. I								DATE
Project Supervisor




________________________						_______________
MR. ALIYU, B. U								DATE
Project Coordinator




_________________________				 		_______________
MR. ALAKOSO, I. K								DATE
Head of Department



_________________________						 _______________
										DATE
(External Examiner)

DEDICATION
Giving thanks to almighty Allah for his blessing and mercy with divine Favour in my life. This project is dedicated to my parents mr and mrs Saadu and my late step mother mrs Saadu Fatimoh and my family’s, Ahmed Andulafeez Nuhudeen Lawal for their finance , support, sponsorship and guidance in my life.














ACKNOWLEDGEMENT
I wish to acknowledge my profound gratitude to member of people who make my long awaited dream come true.
 First of all, am using this medium to express my gratitude and grateful expression towards almighty allah for his showers of blessing upon my higher national diploma in business administration , thank you almighty Allah and I appreciate you and will always give u praise.
 My gratitude goes to my project supervisor mr kudabo moses and all member of staff in department of business administration that have help me in one way or the other to make my dream to come to a reality.
 I am indebted to my parent mr and mrs Saadu Enukoroyin and my late step mother mrs Saadu Fatimoh Enukoroyin for their numerous contribution both financially and morally throughout my academic pursuit all odds, they put in their best to see that I have a good and sound education.
   I will be incomplete if I fail to thank my families Ahmed Afeez, Nuhu Lawal, Saadu Dayo,Dare Qudri and Dare Muiz.
   I also acknowledge my friends , Ashonibare Timileyin Boluwatife, Mudashiru Kaosarat, Abdullahi Aliyat, Rasheed and others . You all are the once that made my life easy in Kwara state polytechnic.
 I Saadudeen Toba Toheeb cares and will always love you  .




ABSTRACT
This research was carried out with the objective of determining the impact of product branding on sales performance in manufacturing sector. A case study of Nigerian Brewery Industry. Data for the study was collected from both primary and secondary sources. Table was used to present the data and percentage was used to analyze the data. The result revealed that branding enhances sales performance in Nigerian Brewery Industry. The study recommends that management should ensure that good branding strategies should be adopted to enhance sales performance and sales volume
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CHAPTER ONE
INTRODUCTION
1.1 Background to The Study
Brands and branding are by no means a new phenomenon, neither for academics nor the business world. It is possible to trace back the use of brands to the Stone Age, when hunters used weapons of specific “brands” to succeed in the hunt Almquist and Roberts: (1995). It was during the 16th century, however, that brands similar to those we see today have started to take shape. Some of the earliest-known brands were established by the English ceramist Josiah Wedgwood and the French fashion designer Rose Bertin Burke (1996); de Paola (1985). Since the 18th-century England and France, there has been a massive development of the knowledge, procedures, and theories within branding. Contemporary branding theories have their origin and evolutionary starting point in the mid-20th century, primarily due to the development of commercials in mass mediaFarquhar(1995).
One of the most recent ideas in the history of exchange relations is the marketing concept. The marketing concept is a management orientation that holds that the key task of the organization is to determine the needs and wants of target markets and to adapt the target organization to delivering the desired satisfaction more effectively and efficiently than its competitors. The relationship between the consumer and the brand – consumer's perception of that brand – is the key to brand acceptance. The strength of the relationship between the consumer and the brand will reflect the fit between the consumers own physical and psychological needs and the brand's functional attributes and symbolic values, as perceived by the consumer Hankinson and Cowking, (1993)
It has been shown that consumers define the brand relationship from their own individual perspectives and the brand relationship and relational value are very much personalized in the minds of consumers. Customers generate individual relationships based on their individual perception of brand value, brand meaning and their experiences. That is, customers seem to personally create the brand through their communications across multiple contexts. Lindberg-Repo,Kirsti,(2001).
Fournier (1998) argues that brands could be seen as a relationship partner, and a way to legitimize the brand-as-partner view is to highlight ways in which brands are animated, humanized, and personalized. Fournier reveals in her research that consumers are of the opinion that they have several relationships with different brands. Consumers feel that such relationships add value and purpose to their existence, and these extra values could be both functional and emotional by nature.
The concept of brand identity has received much attention, and today the majority of marketing companies have specified their brand identity in corporate documents. Brand identity has grown to become a wide concept, now encompassing many of the earlier discussed theories, e.g. positioning, relationship, and brand personality. According to Kapferer (2008) the brand identity gives guidelines to what parts of the brand should be kept the same and what elements can be modified, allowing brands to evolve in time.
Economic  history is well stocked with enough insight into the humble beginnings of present-day great corporations. Evidence abounds that about all of the multi-national giant corporations in America, Europe and Nigeria were once cottage enterprises that grew as a result of the sheer ability and especially the marketing skills and efforts to produce and reproduce existing products better and cheaper.
The adoption of a customer orientation, which forms the basic assumption of the marketing function of a firm, places a high premium on customer satisfaction. This of course has very wide applications for all areas of the organization. One major implication is that if the firm or organization has to manage its limited financial resources profitably, there is an acute need to identify consumers’ needs and wants before actual production or provision of the goods is undertaken. In the absence of this, the company may be faced with the threat of product failure in thefaceofmorecompetitivebrands.
One of the most frequently used means for identifying consumers’ needs and wants is the study of brands and brand preference patterns. Brand preference consists of a customer’s perception of a brand’s ability to satisfy his prescribed set of needs more than similar brands in the product class. A consumer’s preference for a particular brand among alternative brands is an indication that ceteris paribus, he will translate this preference to a purchase action when the situation arises. Consumer preference therefore is a crucial factor for management consideration especially in an attempt to implement the marketing concept. Since modern marketing holds the consumer as the center-piece of all marketing actions, it appears logical to state that no fruitful marketing programme can be formulated and implemented without vigorously attempting to identify the tastes and preferences of the target market. The need for this becomes even more crucial in a developing economy like Nigeria’s at the threshold of technological take-off.
An understanding and determination of consumer preference and the factors that give rise to them ultimately become highly fundamental in planning and implementing the company’s marketing strategies. Brand and brand preference do result from both the nature of the product, the characteristics of the producer, the seller and the consumer as well as the prevalent situation. In an attempt to understand consumer preference on the basis of the nature of the product, one basic approach is consumer attitude measurement. For that reason, marketing academicians and practitioners see the symbolic image of products or services as more important in their success than their physical characteristics and attributes Aaker, (1991).
It therefore becomes imperative to embark on this research to explore ways of solving the problem and restoring confidence. This is the essence of this study with a particular focus at the impact of product branding on sales performance in the Nigeria brewery. 
1.2 Statement Of The Problem
Branding is an important issue in any organization. This is because without a proper branding of a firm’s products, it’s difficult for the firm to run its operation smoothly for profit. As consumer become more sophisticated, manufacturers place more emphasis upon promoting their brands directly to consumers (rather than to distributors) spending considerable sums on advertising the high quality of their products thus sales performance.
Furthermore, branding has been a major issue especially in developing countries. As a result, in order to explain the relationship between branding and sales performance in developedcountries.
However, despite the above importance this issue failed to attract the attention of researchers in Nigeria. Thus, while searching on internet, browsing through the books and journals the researcher didn’t find directly related research topics carried out in Nigeria.
Manufacturers also believe that they will be less susceptible to demand from distributors for extra discount to stock their brands. For some products (e.g.) perfumes and alcoholic drinks), considerable effort has been devoted to promoting brands to reflect the personality of their likely purchasers.
Marketing research has indeed shown that for these products consumers can be persuaded to buy brands that enhance the image they have of themselves.
Manufacturers believe that if they invest in the quality of their brands, they will build up a brand image to which consumers will respond by asking for their foods by their brand names and by being willing to pay a premium for them.
Therefore, the researchers believed that the problem is almost untouched and there is a knowledge gap on the area. It is against this background that the research seeks to investigate whether branding adds to the sales performance of manufacturing company.

1.3 Objective Of The study
1. To evaluate the different branding strategies adopted affect sales performance
2. To find out the extent to which brand name has influence on consumers purchase decisions.
1.4 Research Questions
1. To what extent does different branding strategies adopt affect sales performance?
2. Does brand name influence consumer purchase decisions?
1.5 	Research Hypothesis
HO1:		Different branding strategies adopted has no significant effect on the sales performance of Nigerian Brewery Industry.
HO2:	Brand name has no significant influence on consumers purchase decisions.
1.6	Significance Of The Study
This study by its substantive examination of past literature has contributed to the richness of the past studies. Furthermore, it has reinforced some past knowledge, updated information in studies relating to branding and how it enhances sales performance in a manufacturing industry. However, it does not pretend to be a new breakthrough in the frontier of knowledge. This work can be retrieved for use by other researchers and writers particularly in related fields such as the social science and psychology. For these stated reasons, it is hoped that the effort and time expended on this study has been worthwhile.
1.7	Scope Of The Study
The study limits its scope on the manufacturing sector of Nigeria only and precisely on how branding in a manufacturing sector enhances sales performance (case of Nigerian Brewery Industry). Here, attempts are made to look at concept of product branding, product branding, branding strategy, effects of product branding or their significant contribution on organizational sales performance.
1.8	Definitions Of Terms
Profit: this is the money made in business or by selling things especially after paying the cost involved. It could also be seen as inflow of assets into the firm as a result of sales of goods and or service by such firm.
Brand: brand is defined as the totality of product features such as a name, term, symbol, color, design, mark or combination of things that
distinguish it from other products or a means by which the firm identifies it to consumers.
NBI: Nigerian Brewery Industry.

CHAPTER TWO
LITERATURE REVIEW

2.1 Concept Of Product Branding
The relative significance of product branding as a means of enhancing a product’s sales performance varies with the product and company. It functions to bridge the gap between the manufacturer’s promotional program and consumption of sales to final buyers. Most manufacturers are unaware of the significant importance of product branding. However, the idea of improving the company’s corporate images as well as its brand has been growing.
Kotler (1997) defines a brand as a name, a team, a symbol or a design or a combination of these to identify goods and services of one seller and to distinguish them from those of competitors. It is however observed that the definition is a brand term that includes the use of brand names, trademarks and particularly all other means of identification.
Brand identification has the highest potential payoff where it is possible to differentiate the product effectively in terms of features that consumers consider important. But it also has payoff potentials where present products have the features that shoppers look for – brand identification reduces the searching time that shoppers have to spend in finding products with the desired features Kotler(1997).

For example, the word “Volkswagen” can be used to illustrate this distinction. The Santana and Audi cars are branded under the name “Volkswagen” whether it is used orally or printed in any manner. When Volkswagen is printed in a certain kind of script, however, it is because of trademark. A trademark needs not to be attached to a product. It may not even be a word because a symbol can be used e.g. the familiar script of Coca- Cola is an example of brand name and trademark.
Kotler (1997) defined a brand as a name, term, sign, symbol or design or a combination of these which is intended to differentiate them from those of other competitors. Thus, a brand identifies the maker or seller of product. Stanton (1964) defined a brand as a comprehensive term, which includes “a name, term, symbol, or design, or a combination of them which is intended to identify the goods or services of one seller and to differentiate them from those of competitors. Schoell and Gultinan (1990) describe a brand as a name, term, design, symbol or any other feature that identifies one seller’s goods or services as distinct from those of other seller. This in reality means that the brand name is that part of a brand that can be spoken - letters, numbers or words. Mc Donald’s is a brand name. They further contend that the brand mark or logo is that part of a brand that cannot be spoken and is most commonly asymbol, picture, design, distinctive lettering, color or a combination of these. It is recognizable by sight but is not pronounceable.
McCarthy (1981) maintained that the distinction may seem technical, but they are very important to business firms that spend much money to protect their brands. He further maintained the idea behind choosing and protecting a brand name. Developing multiple manufacturer brands and distribution systems has been an effective means of combating the increased competition. In his argument, he stated that brand-name selection is still an art and that management’sjudgment may still have to come in because of its importance. He contended that it is difficult to pinpoint what constitutes a brand name because some of the successful good brand names seem to defy even the brims news, and that many of these names came to being when there was relatively little market competition. However, he agreed that a good brand name could make the difference by helping to commit something of importance about a company or its product. He went further to suggest that a brand name should have the following qualities: Short, simple and easy to spell and read e.g. Bic, Van,vano.
PRODUCTBRANDING
Branding is a general term for describing the establishment of brand names. A brand can be defined as a name, term, or symbol or a combination of them which is intended to identify the goods or services of one seller or group of sellers and to differentiate them from those of competitors.
Kotler (2001), similarly defined branding as a name, word, mark, term, symbol, letter, device or some combination thereof that is used by manufacturers or merchants to identify their goods and services and to distinguish them from those of competitors.
From the above definitions, branding can be seen as the means through which a firm identifies itself to its customers.

BRANDINGSTRATEGY
According to Wilson (1992), “brands are designed to enable customers to identify products or services which promise specific benefits”. As such, they are a form of short hand  in  that  they  create  a set  of  expectations  in the minds of  customers  about  purpose, performance, quality and price. This in turn allows the strategist to build added value into products and to differentiate them from competitors.
In an attempt to establish brand strategy, pride and farewell (1989) stated that the first decision to be made is whether the firm should brand its product at all. They are of opinion that if a firm chooses to brand its products, it can peruse one of these four strategies:
· Corporate umbrella branding  strategy
· Family umbrella branding  strategy
· Range branding  strategy
· Individual branding strategy
They are of the opinion that if a firm chooses to brand its product, it brands based on:
· The nature of the product
· The product lines
· Promotional strategy and demand market penetration
Corporate branding can be used in one of two ways; either as a lead name such as Cadbury’s or as a supporting brand name such as Allied-Lyions. In the case of Cadbury’s for example, umbrella is used to cover a wide variety of chocolate and sweets including cream eggs, flakes, diary milk  etc.
The family branding strategy on the other hand is where the marketer who handles more than one item often uses the same brand name “(family name) for all their products; Example, Marks  and Spencer  with its St. Michael’s brand, which  is use for  food,  clothing and household textiles. Here, if the entire line of product has a good reputation, each product can benefit from the general approval. If one product is advertised, the entire products that the family name share the benefits. In addition, a well-established family name is an advantage in promoting a new product or line. The common links exist in terms of the quality, style and packaging. Range brand is  using product that have clearly identifiable links in particular market. An example of this is the lean cuisine ranges of low calories foodstuffs.
The fourth strategy, which is the individual branding, mentioned an approach in which each product is named something different. Examples are close-up, Omo, key soap, and Astra by Unilever Nigerian Plc. It is typically used to cover one type of product in one type of market, possibly with different combination of size, favor and service option or packaging formats.
Pride and Farewell (1989) in their contribution said that individual branding strategy facilitates the use of market segmentation when a firm wishes to enter many segments in the same market because unrelated names can be used and a specific brand could be aimed at a specific segment. As stated earlier, Unilever uses an individual branding policy for its line products. Where these products are varying in quality of type, marketers often use an individual brand for each item; each brand name is applied to only one product and brand. With this policy, the reputation of the company does not suffer if any of the product or brand fails.
McCarthy and Perreault (1990), posit that branding means “the use of a name, term, symbol or design- or a combination of these to identify a product and that it includes the use of brand names, trademarks and practically all other means of product identification. Explaining further, they say a brand name has a narrower meaning and that a brand name is a word, letter, or group of words or letter. They assert that trademark is a legal term and it includes only those words, symbols or marks that are legally registered for use by a single company.
According to McCarthy and Perreault, branding started during the Middle Ages when craft guilds and merchant guilds were formed to control the quantity and quality of production. Early trademarks were also a protection to the buyer who could then know the source or the product. They give additional conditions favorable to successful branding such as:
· When the product is dependable and has widespread availability.
· The demand for the general product class is large.
· The demand is strong enough so that the market price can be high enough to make the branding effort profitable.
· There are economies of scale. If the branding is really successful, cost should drop and profits should increase.
· Favorable shelf locations or display space in store will help.
Bovec and Arens (1992) view branding as a fundamental differentiating device for all products. They elaborate further that, without brands, consumers really would not know one product from another and advertising them would be a nearly impossible task.
McCarthy and Perreault point out five levels of brand acceptance to consumers and middlemen (retailers), namely:
I. The first is the brand non-recognition when the consumers are not aware of the brand
II. The second is brand recognition when they are aware of it or recognize it in the store.
III. The third is brand rejection and this is when they have tried it and will not do so again unless it changes it quality and image.
IV. The fourth level is brand preference when people usually chose the brand over that of competitors.
V. The fifth is brand insistence-when they will not accept substitute
School and Gultiman (1989), observed that a brand offers consumers protection when it identifies the seller because poor product quality damages both brand and company image.
Kotler and Amstrong (1977), elaborates further that a brand is a seller’s promise to deliver consistently a specific set of features, benefits and services to buyers. The best brands convey a warranty of quality.
EFFECTS OF PRODUCT BRANDING ONSALES PERFORMANCE
Firms enjoy several benefits from branding which in turn helps to increase sales, sales performance and return on investment. Some of these benefits are:
i. Market control
ii. Pricing interdependence
iii. Promotional advantage
iv. Expansion of product mix
v. New product introduction
Branding can significantly help an organization in increasing its own share of the market for its product. A manufacturer who advertises his branded product is enhancing the industry in general but is not helping the product to increases its own share of the market. Also branding helps the brand owners to stimulate repeat sales and avoid product substitution and when sales are repeated, there is increase in profit and return investment.
Consumers will often buy well established brands even when their prices are higher than those of less publicized competitors. And when there is awareness and trust about the particular brand of product, promotional campaigns can become effective and less expensive.
If a firm has one or more lines of branded goods, it can add a new item to it product mix much more easily than a company selling unbranded merchandise.
A new product is more favorable received by both the dealers and by consumers if it is linked to a respected brand name.
PRINCIPLES OF PRODUCT BRANDING
A brand name means a part of the firm’s brand which can be spoken. These may be in words, letters or numbers. Some well-known brand names in Nigeria include: Coca
– Cola, Seven-Up, Lux, Omo etc.
A brand mark on the other hand is a symbol, mark, colored closely identify with a product or distinctive coloring of lettering. It is commonly recognized by sight but not expressed. This means that brand marks can only be seen, examples are Elephant in elephant blue detergent, Nigerian Brewery Industry which is always Coca-Cola, package and red star of Texaco petroleum (Agbo O., 2000).
Finally, a trademark is a special legal designation in form of symbol or terms indicating that the owner as an exclusive use of a brand of part of a brand. This means that the law prohibits other firms or individuals from using it. All trademarks are brands and this includes the words, letters or numbers that can be pronounced and may also include in a pictorial design – (brand mark) simply put. Trademark is a legal name of a company. Examples of trademark are Lever Brothers in Nigeria Plc, Patterson Zochonis (PZ),All these aforementioned terms are associated with branding. Thus, we can see that branding or the word brand is the comprehensive term that is done with clarity of dimension with which it is associated.
PROBLEMS ENCOUNTERED IN ENHANCING SALES PERFORMANCE IN NIGERIAN BREWERY INDUSTRY
Just like any other human endeavor Nigerian Brewery Industry has been encountering some difficulties since its inception of operation. Respondent to in-depth interview conducted in the course of this research work identified two basic areas, which in turn have affected sales performance of the company. These are:
1. competitors
2. Power needs
COMPETITORS: Activities of competitors have affected the sales performance of Nigerian Brewery Industry because so many substitute goods are available in the market now unlike those days that it was only Nigerian Brewery Industry that produces Eva water, five alive and other drinks. We have Dangote drink now called dansa which is competing seriously with five alive and also, we have so many other drinks in the market now, in this case the demand which Nigerian Brewery Industry would have gotten from the market has been shared by it and competitors which as affected the demand for their product and also the profit
POWER NEEDS
The heavy technical infrastructures needed to run Nigerian Brewery Industry successfully could only be sustained by constant supply of power. The epileptic nature of power supply in Nigeria, power failure, fluctuations and outages affect the production of goods at times and result in loss of profit for the company. Even if the companies decided to adopt other power alternatives like heavy duty generator or solar energy, the cost, maintenance and quality of diesel consumed on a daily basis add to their running or operating cost which is transferred ultimately to consumers (Hudson1998)
IMPORTANCE OF PRODUCT BRANDING
1. It creates brand loyalty among customers. Customers who frequent purchase of a particular brand are most likely to become BRAND LOYAL. The ultimate reward for successful marketers is the habit of cultivating brand loyalty among customers. This important since these customers are far less to be persuaded to switch to other brands as compared to non-loyal  customers.
2. Brand provides stability to the company because managers are more confident in forecasting future income streams through respected relationship with customers. High calibers of company’s employees are attached to companies with powerful brands and they like to be associated to prestigious brands.
3. Product positioning effort becomes more effective with well-developed they form mental image or feelings or the benefits they receive from using the brand; it is invariably means that the brand may have attained a considerable competitor advantage.
4. Brand provides the basis for restricting firms. Brands provide the basis for structuring companies. With brand portfolios, they facilities the allocation of resources. It also acts as resources identification, cost & revenue. This makes it easy to understand the data when it is presented in terms of brand performance among customer groups.
5. Brand provides easy identification to company’s products. Brand enables a company to identify its products. This does not only aid in the fulfillment of marketing strategies but also help customers to make a prudent buying decision.
Specific Importance of product branding
a. To the consumers/customers
1. It provides identification to the source of the product.
2. Assignment of responsibility to the product maker
3. Risk reducer
4. Signal of quality
5. Search cost reducer
b. To the manufacturer(company)
1. Means of identification to simplify handing and tracing.
2. Means of legally protecting unique features
3. Signal of quality level of satisfied customers
4. Source of competitive advantage.
5. Source of financial returns
2.1.2 	CONCEPT OF SALES PERFORAMNCE
Performance   is   sometimes   substituted   for   productivity.   However, Rooney (2015) mentions that there was a variation between productivity and performance. He said that productivity was a ratio representing the amount of work done in a given time frame. Performance is a broader indicator which includes productivity and quality, consistency and other factors. In oriented evaluation results, productivity procedures were generally considered. Rooney (2015) says that the results-oriented behavior (based on criteria) and relative (normative) measures concepts and instruments, education   and   training, management development and leadership training are needed skills and attitudes for  building performance. Therefore, from the above, performance must be defined in a broader view to include economy,  customer satisfaction, profitability, effectiveness, quality, efficiency, consistency behavior and normative measures (Rooney, 2015).
Omoregie (2005) suggests that management is saddled with the task of defining who determines and relates the tone of work motion. They should be able to guide employees on the areas of the organization that will create a difference as a real competitive advantage. Thompson (2004) mentioned three important measures of performance: economy, efficiency, and effectiveness.
When organizations set performance standards, this enables them to determine and define standards and deviations. the measurements and review of performance not only clarify how well an organization is doing, the processes in firms and guides change, both continuous and improvement,  emergent and discriminates change to new paradigms.
2.2 Theoretical Review
This study anchored on choice and rational choice theories.  Choice theory emphasizes the individual’s control over his or her own feelings and actions and teaches the concept  that all behavior is chosen. It was created by Dr. William Glasser. The theory states that all human behavior is driven by the desire to satisfy five basic human needs: the need to be loved and accepted, the need to be powerful, the need to be free, the need to have  fun and the need to survive. Conflict arises because humans can only control their own  behavior. Another offshoot of choice theory, rational choice theory states 
that people make  decisions based on analyzing the pros and cons ofa situation. This means that people weigh the costs and benefits of potential choices before settling on a course of action. Originally conceived as an economic theory, it was a way to understand how people make decisions to maximize their money. As time has passed, however, rational choice theory has evolved to include all areas of human decision making, including sociology and political science.  Under this assumption, all human behavior can be seen as a way to meet individual   needs.   According   to   rational   choice   theory, human   interaction   is   a transactional process where the perceived gain is emphasized over other motivations.
2.3 Empirical Review
 Muhammad & Muath (2018) investigated the impact of brand elements on creating brand equity in Jordanian corporations, and a quantitative approach was adopted in this research. A questionnaire was developed and administered to collect data from the sample. 160 copies of the questionnaire were distributed using the cluster sampling method to the marketing officers of the corporations that appeared in the sample,138 copies were retrieved, while 131 were accepted for analysis. Data analysis took place to examine the study variables and test hypotheses using the Statistical Package of Social Science (SPSS).
After conducting the analysis of study data and hypotheses, the study found that Jordanian corporations most frequently used brand elements:  name, logo, symbol, packaging, or signage, and these have positive  impact on creating and sustaining brand equity. Based on the findings, it was recommended that Jordanian corporations pay more attention to branding and brand elements due to the positive influence that they have on brand equity.
Asaad & Serdar (2015) carried out an analytical study on improving brand awareness and its impact on consumer behavior via media in North Cyprus (A Case Study of Fast-Food Restaurants). However, this study aimed at discovering among these three dimensions (brand image, brand  loyalty, and consumer behavior) which seems to have the slightest brand equity in restaurants and to find out whether customer-based brand equity differs between fast food restaurants with respect to each characteristic of brand awareness, brand image, consumer behavior, and brand loyalty. Brand awareness was treated independently from different dimensions because of the difference in scale, and moreover, media and sorts of media affect consumer behavior. An organized survey was constructed to provide answers to research questions. In this study, one hundred and fifteen questionnaires on facilities available in society and technology were distributed. The research studied four dimensions of consumers' brand equity: brand awareness, brand image, perceived quality, and brand loyalty.  Among the three dimensions, brand loyalty seems to have the minimum brand equity rating among consumers compared to the other three dimensions. Although the dimension seems to have impact on consumer perceptions of brands. This paper likewise provides a solution to brand awareness via media store sellers, which may help the sellers promote their products in light of consumer behavior.
Anjum & Anwar (2016) did a study examining the effects of marketing and branding on sales performance via the mediation of employee training in the telecom industry in Pakistan. The data was collected from 384 employees and customers in the telecom sector through self-administered questionnaires through convenience sampling. The data was further analyzed by using multivariate statistical analysis to get either the  acceptance or rejection of the hypotheses. The results showed that marketing and branding practices significantly predict sales performance in the telecom sector, and employee training significantly mediates the relationship between marketing skills and sales performance and branding and sales performance, respectively.
So, the employee who enters a company at the start shall be given either on job or off-the-job training to make him or her a worthy and efficient player in the field. This will save lots of effort and money for the company afterwards, as these employees will be well-furnished with marketing skills and branding practices and can bring bountiful sumptuousness and triumph to the company.
Fatima & Muhammed (2014) did a study on the impact of branding on consumer behavior. Brand knowledge is a very important factor. As the  consumer is more aware of the brand and has all the knowledge about its price, quality, etc.; the more he will be attracted to that brand, the higher his loyalty level increases with age. The family is the most influential reference group. Consumers who are more social are affected by their friends, like on Facebook. The consumers who are more status-conscious are more conspicuous than those who are not status-conscious. According to the research, all the factors are statistically significant, but gender is the only variable that is not statistically significant, and its value is different from  the 0.05 In the reliability table, it was calculated that the research validity and reliability are 89.6%, which is great. In the end, it was concluded that branding impacts consumer behavior in relation to the different dependent and independent variables.
Jewel et al. (2018) conducted a study on the effect of branding on marketing performance of companies in the mobile phone industry (Case Study of Techno Ghana, Accra). The purpose of this study was to analyze the impact of marketing mix elements on brand loyalty. The present study is applicable in terms of an objective and descriptive survey in terms of data collection. To identify the challenges associated with branding at Techno Ghana, identify the importance of branding in the marketing of Techno products, determine the branding strategies adapted by Techno Ghana, and ascertain the relationship between branding and the performance of Techno products in Ghana, a descriptive research design was used, and data was collected from a sample size of 50 with the aid of questionnaires. The convenience sampling method was used for the selection of the respondents. Results revealed that a lack of branding know-how and insufficient branding guidance for entrepreneurs are major challenges in techno-Ghana.
Also, the results indicated that brand impacts on the purchase decisions of customers helpcustomers to identify the source of products and communicate features and benefits while developing and maintaining branding activities through both internal and external agencies. Techno Company utilized brand extension and multiple branding as its primary branding strategies. Finally, the findings showed that the company employs logos, jingles, and packages and communicates them through TV campaigns and events.
.






CHAPTER THREE
[bookmark: _TOC_250012]RESEARCH METHODOLOGY
3.1 [bookmark: _TOC_250010]Research Design
This study used both exploratory and descriptive design. The exploratory and descriptive research design is flexible and accurate when applied on a wide range of issues. The exploratory and descriptive researches are also very important in the identification of variables by interpreting and analyzing existing conditions.
3.2 Source Of The Data
The primary and secondary sources of data were used for the study. Richard U. Uche (2006) defines a primary data as those data which are supplied by actual eye witness or a participant. They are obtained from representative samples by means of direct observation of events, manipulation of variables, resourceful plan of research situations and also performing experiments as well as responses to questionnaires. Awotunde, (2002) says “primary source of data contains eye witness account of events” the primary data involves the administration of well-structured questionnaire to some selected groups of respondents. It was used to gather information from the distributors of products of Nigerian Brewery Industry within Kaduna state and personal interview was also used to collect primary data from employees of the company.


3.2.2 Secondary Source Of Data
Richard U Uche (2006) defines a secondary data as a data which are recorded, reported or supplied by someone else who is not directly present at the actual place of occurrence, however, the facts still remains that no researcher working on this nature of research problems can afford to ignore secondary information. It is therefore used in this research work as a background and general reference material. The secondary source of information involves extracts from text books, journals and other relevant publications on the topic under consideration. The source of which have already been acknowledged by means of foot notes.
3.3 [bookmark: _TOC_250009]Instruments Of Data collection
The instruments to be used or employed for data collection shall be questionnaire that is well designed and distributed to randomly to consumers and distributors as well as staffs of Nigeria breweries. Personal interview shall be used to supplement the information generated from the questionnaire.
3.3.1 Questionnaire
According to Awotunde, (2002) a questionnaire can be referred to as a set of questions that can be related to the purpose of study to which the respondents are expected to respond to in writing. There are two types of questionnaires namely; closed and open-ended questionnaire. A closed ended questionnaire or fixed response type restricts a respondent to some response option whereas am open ended or free response type questionnaire does not provide response option for the respondents. In this type of questionnaire relevant questions are provided for the respondents to supply necessary answers in their own way.
3.3.2 Personal information
Awotunde, 2002) defines personal interview as face-to –face interpersonal role situation in which one person, (the interviewer) asks another person (the interviewee) questions that are responded to orally. Interview allows the researcher to obtain firsthand information about a person’s knowledge, values, experience, preference as well as attitude and beliefs.
3.4 [bookmark: _TOC_250008]Population Of The study
Ezejule and Ogwo (1990) defines a population of study as that group usually of people or things, set of individuals, objects of measurements about whom you want to be able to draw conclusion. The study population here comprises of selected distributors, consumers and staffs of Nigerian Brewery Industry. The study population is 80 broken down.
3.5 [bookmark: _TOC_250007]Sample Size
Sample is a subset of a population you are studying. According to Ezejule and Ogwo (1990) a sample size is the total number of elements of the population that are selected for a closer study. In this research, a total of 60 persons which are broken down into 15 distributors, 35 consumers and 10 staffs of the company will constitute the sample size. Apart from the criterion of adequate representative there is a need to avoid large sample size so that repetition of respondent’s answers will be guided against.
A total of 40 questionnaires shall be administered. 10 questionnaires to the distributors of products of Nigerian Brewery Industry,15 questionnaires to the consumers of this products and 25 questionnaires to the employees of the company.
3.6 [bookmark: _TOC_250006]Methods Of Data Analysis
In order to analyze the data collected effectively, a simple method of tabulation and percentage will be employed also the chi square method of statistical analysis would be used for analysis and interpretation.

[bookmark: _TOC_250005]CHAPTER FOUR
[bookmark: _TOC_250004]DATA PRESENTATION ANDANALYSIS

Table 4.1 is there a Marketing Department in Your Organization?
	Option
	No of Respondents
	Percentage

	Strongly Disagree
	0
	00.00%

	Disagree
	0
	00.00%

	Agree
	15
	100.00%

	Strongly Agree
	0
	00.00%

	Indifferent
	0
	00.00%

	Total
	15
	100.00%


Source: field work 2024
Table 4.1 shows that 100% of the total respondents is of the view that there is a marketing department in the organization.


Table 4.2 Branding in your Organization Affects its Sales performance
	Option
	No of Respondents
	Percentage

	Strongly Disagree
	0
	00.00%

	Disagree
	0
	00.00%

	Agree
	12
	80.00%

	Strongly Agree
	3
	20.00%

	Indifferent
	0
	00.00%

	Total
	15
	100.00%


Source: field work 2024
Table 4.2 shows that 12 which represents 80% of the total respondents is of the believe that branding affects sales performance in Nigerian Brewery Industry while 3 respondents representing 20% of the total respondents strongly agree that branding affects sales performance of NBI.



Table 4.3 The Problems Faced in Trying to Increase Profit  in your  Organization  
	Options
	No of Respondents
	Percentage

	Improper financial Planning
	6
	40%

	Insufficient Sales
	3
	20%

	Producing badly Made product
	2
	13.333%

	Poor Branding Strategy
	2
	13.333%

	Indifferent
	2
	13.333%

	TOTAL
	15
	100.00%


Source: field work 2024
Table 4.3 shows that 6 which represents 40% of the total respondents believed that improper financial planning is a problem faced by NBI in trying to increase sales performance, 3 which represent 20% of the total respondents is of the view that insufficient sales is a problem faced in trying to increase sales performance in NBI, 2 respondents which represent 13.3333 believes that producing badly made product reduces sales performance. 2 which represent 13.3333% of the total respondents believe that poor branding strategy is a problem faced by NBI while trying to increase sales performance and 2 respondents representing 13.333% areindifferent.
Table 4.4 Branding Enhancing Sales Volume
	Options
	No of Respondents
	Percentage

	Strongly Disagree
	0
	00.00%

	Disagree
	0
	00.00%

	Agree
	10
	66.67%

	Strongly Agree
	5
	33.33%

	Indifferent
	0
	00.00%

	Total
	15
	100.00%


Source: field work 2024
Table 4.4 shows that 10 which represent 66.67% of the total respondents believe that branding enhance sales volume. While 5 which represents 33.33% of the respondents strongly agree that branding of Nigerian Brewery Industry products enhances sales volume.



Table 4.5 Branding of NBI Products is one of the Determinants of Sales
	Option
	No of Respondents
	Percentage

	Strongly Disagree
	0
	00.00%

	Disagree
	0
	00.00%

	Agree
	5
	33.33%

	Strongly Agree
	10
	66.67%

	Indifferent
	0
	00.00%

	Total
	15
	100.00%


Source: field work 2024
Table 4.5 shows that 5 which represents 33.33% of the total respondents strongly agree that branding is one of the determinants of sales while 10 respondentsrepresenting66.67%strongly agree that branding of NBI products is one of the determinants of sales inNBI.
Table 4.6 Companies Succeed Without Branding their Products
	Option
	No of Respondents
	Percentage

	Strongly Disagree
	0
	00.00%

	Disagree
	15
	100.00%

	Agree
	0
	00.00%

	Strongly Agree
	0
	00.00%

	Indifferent
	0
	00.00%

	Total
	15
	100.00%


Source: field work 2024
Table 4.6 shows that 15 which represents 100% of the total respondents sees the companies cannot succeed without branding their product.
The following questionnaires were administered on customers;
Table 4.7 Change in Branding Impact the Demand of Customers
	Option
	No of Respondents
	Percentage

	Strongly Disagree
	0
	00.00%

	Disagree
	0
	00.00%

	Agree
	25
	55.00%

	Strongly Agree
	15
	33.00%

	Indifferent
	5
	12.00%

	Total
	45
	100.00%


Source: field work 2024
Table 4.7 shows that 25 which represent 55% of the total respondents are of the opinion that branding as impact on NBI products 15 which represents 33% of the total respondents strongly agree that branding impacts on demand of NBI products 12 which represents 12% of the total respondents are indifferent.
Table 4.8 Does branding enhance the sales performance of Nigerian bottling company
	Options
	Number of respondents
	Percentage %

	Yes
	22
	63%

	Partially
	5
	14%

	Fairly
	5
	14%

	No
	3
	9%

	Total
	35
	100%


Source: field work 2024
Table 4.8 shows that 22 which represents 63 of the total respondents are of the opinion that branding enhances the sales performance of NBI products 5 which represents 14% of the total respondents are partial in their judgment that branding enhances sales performance.5 which represents 14% of the population are still fair while 3 which represents 9% of the total respondent believe that branding as no significant effect on the sales performance of NBI.
Table 4.9 Customers Relate Branding to Product Quality
	Option
	No of Respondents
	Percentage

	Strongly Disagree
	0
	00.00%

	Disagree
	0
	00.00%

	Agree
	32
	71.11%

	Strongly Agree
	6
	13.33%

	Indifferent
	7
	15.56%

	Total
	45
	100.00%


Source: field work 2024
[bookmark: _TOC_250001]Table 4.3.10 show that 32 which represents 71.11% of the total respondents is a strongly agree that customers relate branding to product quality 6 which represents 13.33% of the respondents strongly agree that customers relate branding to product quality 7 which represents 15.56%% of the respondents are indifferent if customers relate branding to product quality.
4.2 Hypothesis Testing
H0:		Branding has no significant effect on the sales performance of Nigerian Brewery Industry.
H1:	Branding of products has a significant effect on the sales performance of Nigerian Brewery Industry.
Table 4.10 Does branding enhance the sales performance of Nigerian Brewery Industry
	Options
	Number of respondents
	Percentage %

	Yes
	22
	63%

	Partially
	5
	14%

	Fairly
	5
	14%

	No
	3
	9%

	Total
	35
	100%


Computation of expected frequency (E) E=N/n
Where;
N = Total Number of Respondents N = number of options available Therefore, E = 35/4 = 8.75
From the value obtained in the observed frequency and expected frequency, the value of the Chi-Square will be obtained using the formula below
X2 =
Where:
O = observed frequency E =expected frequency X2 = Chi –square
Table 4.10 Chi-square evolution
	Options
	Number of
Respondents
	E
	[O-E]
	[O-E]2
	[O-E]2
E

	Yes
	22
	8.75
	13.25
	175.56
	20.06

	partially
	5
	8.75
	-3.75
	14.06
	1.60

	Fairly
	5
	8.75
	-3.75
	14.06
	1.60

	No
	3
	8.75
	-5.75
	33.06
	3.77

	Total
	35
	35
	
	
	27.03


X2 = 20.06+ 1.60+1.60+3.77= 27.03
In order to test the hypothesis, the degree of freedom has to be calculated using this formula
DF = (c -1)(r-1)
Where:
c = number of Column r = Number of rows Which is
c = 4 and r =2
Therefore, (4-1)(2-1) = (3)(1) = 3
Level of significance of the study is 5% which is equal to 0.05
From the critical value table, the degree of freedom of 3 under 0.05 = 7.81
We now compare the value of X2 which is equal to 27.03 and that of the critical value table which is 7.81
The decision rule states that if the calculated value of X2 is greater than the table value, then the study will accept the formulated hypothesis which is the alternate hypothesis and reject the null hypothesis, while if the table value is more than X2 then we accept the null hypothesis and reject the alternate(Lucey,1996)
Hence, in this situation, X2 value which is 27.03 is higher than that of the table value which is 7.81 as a result, we accept the alternate hypothesis and reject the null.
4.3 [bookmark: _TOC_250000]Discussion Of Findings
From the analysis carried out on the data collected and personal interview, it was discovered that branding of organizations product increases sales performance
Other findings of the study include the following:
4.3.1 The organization view brandings of its products as essential.
4.3.2 The company’s branding objectives is for satisfaction of consumers
4.3.3 The company distributive network system is excellent
4.3.4 The company relationship as it affects the consumers satisfaction is excellent
4.3.5 The company’s distributor receives their products mainly byroad
4.3.6 Consumers are attracted to the company’s product because of its brand name
4.3.7 Distributors receive their order from the company few days of placements

CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATION
5.1 Summary
This research project has continuously tried to emphasize the fundamental essence of enhancing sales performance through product branding among manufacturing companies in Nigeria. In the course of this study, NBI was adopted as the case study with the aim of trying to analyze its product brand in enhancing profit and increase in sales. The study findings clearly indicates that branding of NBI product is one of the determinates of sales and continuous increase in return on investment and among the company’s product, five alive, sprite, fanta, coke etc.
In chapter one, the research topic was thoroughly introduced giving an insight into the nature of the study. Chapter two contains reviewed literature and text written by scholars and researchers relating to the study. The historical background of NBI in Nigeria Chapter three focused on research methodology where the research design  which involves research for solution to problem through planned and systematic approach was discussed. For this work, the exploration and descriptive research design were used also primary sources of data which involves the use of firsthand information and secondary sources which uses information that already exist were used to source for information. The research instruments used for data collection was personal interview and the administration of questionnaire. the sample size used for the work is 60 comprising of 10 staffs of Nigerian Brewery Industry, 15 distributors of the company’s product and 35 consumers of the company’s product. Finally, the percentages and Chi- Square was used in analyzing and presentation of data
Chapter four presented the data collected from the administered questionnaire which were then interpreted and analyzed using the percentage and Chi- Square method. After the interpretation and analysis, the alternate hypothesis was accepted while the null hypothesis was rejected since the value which is 27.03 is larger than the table value.
5.2 CONCLUSIONS
From the research, it is evident that principles of enhancing sales performance tools and techniques are quite applicable and have been used in Nigerian Brewery Industry (NBI) companies in Nigeria like any other industry that deals with tangible and intangible products. Market has been segmented so also the customers and products were differentiated to the target markets that results into different brands both heavy customers and light customers with the aim of increasing profit among manufacturing industry.
Nigerian Brewery Industry PLC has been able to retain and motivate its channel members thereby increasing the market position of the organization. The company management has been able to improve its knowledge of the needs of its consumers and fine turning its strategies to quickly adjust to changes in the environment. To  a large  extent  the  company  has  been  in  a fairly  good  position  to  withstand the threats of competitors within the industry like 7up bottling company, Chi Nigeria limited, Nigerian brewery just to mention a  few.
1. The company should refrain from loading the distributors with excessive inventories but providing adequate sales potential, monitoring distributors profits to ensure that their channels remain financially  viable
2. 	The company should embrace the marketing strategies of constantly innovating and improving their products to increase consumers  satisfaction
3. 	A strong intelligence network should be maintained to enable the company monitor the activities of competitors in the industry on regular  basis
4. The management of the company should explore every opportunity possible to create innovation which motivates its distributors and consumers of its  products with a view of having competitive  advantage.
5.3 Recommendations
Based on the researcher’s findings, branding is one of the determinants of sales in NBI. Because of this, competitors may want to imitate the brand of NBI in order to:
1. To forestall the occurrence of competitors imitating the brand of NBI. The branding should be done in such a way that it cannot be imitated.
2. The researcher also observed that the problem of improper financing, planning, poor branding  and insufficient sales can  be revered. This can be achieved  through  proper allocation and use of funds and accurate planning and forecasting techniques to be used by management.
3. Good branding strategies should be adopted to enhance sales performance and sales volume.
4. Finally, employees‟ loyalty should be maintained by adequate monetary and non- monetary rewards. The company should keep abreast of developments in the labor market as a means of ensuring rewards viz-a-viz other manufacturing companies. This is because, equipment no matter how sophisticated they are must be operated by people and finally frustrated employees are a threat to a company’s profit enhancement.
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QUESTIONNAIRE
Dear Respondent,
I am JAMIU ABDULLAHI carrying out a research on the topic “The Impact of product branding on Sales performance in Nigerian Brewery Industry”.
It is purely an academic exercise as such, all information will be treated confidentially.
Please answer the question as applicable.

Yours faithfully, 
JAMIU ABDULLAHI
ND/22/BAM/PT/603




STAFF QUESTION
1. How do you view branding in your organization
Good()   Very Good (   )  Excellent   (   )   Not Good   ( )
2. What is the company branding strategy objective?
Meet Competition ( ) Consumers satisfaction ( ) sales performance ( ) all of the above ( )
3. To what extent has branding enhance sales performance in the company ?
Partially achieved ( ) Fairly achieved ( ) Fully achieved  (   )  Not get achieved ( )
4. Has the company branding objective help in achieving sales performance? Yes ( ) Partially ( ) fairly  ( )No ( )
5. What do you think of your companies distribution network system
Good ( ) very good   (   )  excellent  (   )   not good ( )
6. Do you think that an improved relationship between your company and it distribution will increase consumer satisfaction
Yes ( ) Partially ( ) Fairly ( ) No ( )
7. Are you satisfied with the performance of your distributors?
Yes ( ) Partially ( ) fairly ( ) No ( )
DISTRIBUTORS QUESTIONS
1. What type of customers are you with NBI? 
Distributor ( ) Sub-Distributor ( )   Merchant company  (   )  all of the above   ( )
2. How long have you been customer of NBI Plc?
Less than 2 years (   )  two to 5yrs( ) 5 to 10 yrs ( ) 11yrs and above ( )
3. Are you satisfied with the company “product?
Yes ( ) Partially ( ) fairly ( ) No ( )
4. How do you get products from NBI?	
By road (  )  By air  (  ) By rail ( ) By sea ()
5. Are you satisfied with the distribution system adopted by NBI Yes ( ) Partially ( ) fairly ( ) No ()
6. Do you agree that prompt delivery by NBI will increase consumers satisfaction of the product? Yes ( ) Partially ( ) fairly ( ) No ()
