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CHAPTER ONE
1.0	INTRODUCTION
	One of the major problem in marketing management policies is the debate on standardization or adoption of brand names in consumer goods depend not only on cultural and economic differences between home country market and most country’s but also in multinational product policies. Branding is an important decision in domestic market just as it is international marketing.
	The ascription to a product or services of a name other than the producing company’s full name, in order to effectively identify it and to differentiate it from other similar goods and services is a brand.
	A craft man who was ever producing could be discouraged from further production until supply and demand were brought back into balance. The system also gave the guide a degree of control over the making of interior goods. Hence these two goals of branding, identification and control are still important today.
Term: A brand is a term chosen by a firm to identify its products. But the process of selecting an effective brand name is also trademarks; they fit the Nigeria Department of Commerce.       
	As it is with most goods or services, it may become the genuine term for describing the category to which it belongs e.g. as however did for vacuum cleaners. Such as high level of awareness can create an instance by customers which can force distribution in consumer markets.

1.1	BACKGROUND TO THE STUDY
	A name, term, sign, symbol or design or a combination of these which is intended to identify the goods service of one sector or group of sellers and to differentiate them from those alternative that we (some) brand name include coke, peak milk, nutmeat etc.
Characteristic topics “branding” as an effective tool of product determination of the consumer product, remains relevant in today’s ever changing competitive environment and indeed ready to be remarked with in marketing discipline.
	In the course of insulting effective and efficient marketing activities of any profit oriented organization, the necessity of effective branding in the course of ensuring efficient product differentiation can never be over handled.
	Hence in modern day marketing branding remain a tool in which the firm could use to build good image around its products and the company.
1.2	STATEMENT OF THE PROBLEM
	Brand management is a revealing and continuous exercise which companies are supposed to undertake in their day to day marketing operations.
	The problem now is to ascertain whether the company under study is consciously and actually differentiating its products from that of the competitors in the same industry with it.
	What marketing problems are encountered during the process of brand repositioning?
 What marketing strategies are employed by the company they tally with those found in many marketing literature? If they do not what can be responsible for those variations?
	This study will also proffer solution to the following likely problems, how to reduce if not eliminate problems in choosing brand name. what factors influence choice of brand name and hour to thank these factors.
 It also blended solution to the difficulty in differentiating between branding and packaging as promotional tools.
1.3	AIMS AND OBJECTIVE OF THE STUDY
	This project work, apart from begin particularly useful in itself in showing how the attributes of a product help in promoting the product, the study is also meant to verify the possible need for full scale research by investors, producers or manufacturers both new and old in designing their product for the market and form a base for strategic planning for a new product design.
	The objectives of the study go further to include the following.
1. To analyze and conclude whether brand by helps in promoting sales of consumer goods.
2. To obtain information on how people choose their brand name, what factors influence their choice and how to rank these factors?
3. To analyze and confirm whether branding serves consumer as promotional tool.
4. To know the effectiveness of branding on consumer goods
5. To shows how branding create repeat purchase in customer
6. To obtain information on buyer attitude towards brand at these consumer product in Dangote.
The researchers work is designed to look into branding as an effective tool for product differentiation in marketing of three common consumer products. 
1.4	SIGNIFICANCE OF THE STUDY
	This study well afford manufacturers the economies justification of branding product, also the different methods that can be used to distinguish a product from another in the same class/industry will be highlighted.
	Business will be enlightened on why consumers are loyal to specific product and not others. Also, it will be source of knowledge for students who are studying business and in particular marketing on why companies brand their product. 
	It will also be of great assistance to potential manufacturer in future; this is because branding can make the difference between success and failure or profit and losses.
1.5	SCOPE OF THE STUDY
	The intention of this research work is to see how branding serves as a means for product differentiation in marketing there common consumer products and its effectiveness in creating repeat purchase.
	The study also intend to analyze and confirm the different roles that branding perform in Dangote company. 
	The study intend as well as to obtain information on how people choose their brand, what factors influence their choice and how to rank these factors influence their marketing problems.
	This project should considered from one perspective only; that being purely academic and making findings based on the responses of the respondents
1.6	LIMITATION AND CONSTRAINTS OF THE STUDY
	The major problems and constraints encountered during the course of this research can be grouped into finances, access to data and time factor.
	Financial problem is the major problem encountered in writing this project research work. For instance, the money needed for the printing of questionnaire, photocopies and moderately to places where the data were constituted a challenge.
	Another problem is the access to data. These in two forms, the primary sources of data needed were gathered through the use of questionnaires.
	One thing is to distribute questionnaires out. Another thing for the respondent to title the questionnaires appropriately, even most educated members of the respondent intentionally refused to fill the questionnaire which some failed to answer some question posed to them.
	To get the relevant textbook for the research work also made me face some challenges.
	The problem of time is another problem faced during the writing of this project. The time limit was too short and a lot was to be done within the short period. Many academic works complete with this work and other interested with it while many other changes were abandoned for this research work.
1.7	DEFINITION OF RELATED TERMS
	To clarify meaning, it is pertinent to present and explain some terms used in the study to the level that will facilitate understanding of the inherent ideas. The terms include the following: 
Community Relations: It is a public relations activity that tends to create and sustain environmental friendly programmes and actions of mutual benefits to both the organizations and its host community. It fosters and nurtures good neighborliness in a reciprocal interest of both parties. 
Corporate Identity: This means and also includes the totality of what an organization stands to its public and host community, how it does that, its communication process and environment, It serves as the forerunner to corporate image, it hits the soil for corporate image to grow without problem. This is seen by the physical manifestation of good deeds the organization does. 
Corporate Image: This is the public perception of the organization. This sums up the impressions formed about an organization based on its corporate identity and general relationship with its public. It goes with mental perception. 
Corporate Social Responsibility: This is a business philosophy which of the view that organization in the pursuance of their profit motive ought to be responsive to the needs of the society, socially and economically. 
Branding: The process involved in creating a unique name and image for a product in the consumers mind mainly through advertising campaigns with a consistent theme. 
Economic recession: Is a period of general economic decline and is typically accompanied by a drop in the stock market, an increase in unemployment and a decline in the housing market.


















CHAPTER TWO
2.1	CONCEPTUAL  REVIEW
	According to David D. Schwartz (2021) “Branding is the practice of identifying a product by a special name, or symbol which dates back at least to the middle ages. Branding may be done by producers or middleman and has both advantage and disadvantages. In the olden days, individual craft men used special marks to identify their goods. This helped to trace the maker of what they brought.
	Another advantage of the mark or brand was that the guild? Could use them to balance the supply and quality of goods decision to make is whether the firm should brand its product at all. If an organization product is homogeneous and is similar to competitors product, it may be difficult to brand raw materials such as coal, sand and also because of their physical characteristics. Individual which each product is names something different. The authors inter in their contribution that individual branding policies facilitate the use of market segmentation where a firm wishers to enter many segment of some market because a specific, unrelated names can be used Dangote. Nigerian Limited used an individual branding policy for it’s products. White in family branding, all firms products are branded with the same name or at least part of the name.
Other area is the branding policies are concerned with the decision of a firm. 
 
	


A craft man who was ever producing could be discouraged from further production until supply and demand were brought back into balance.
This system also gave the guilds a degree of control over the making of interior goods. Hence these two goals of branding, identification and control are still important today. 
Term: A brand is a term chosen by a firm to identify its products. But the process of selecting an effective brand name are also trade marks, they fit the Nigeria. Department of commerce definition of a trade mark as a symbol or device or any combination of a particular product. The brand name “Dangote” is a trade mark because itx identifies a particular product and manufacturer at the same.
	The term sole is generic referring to a type of soft-drink. Trade marks are not only legally projected in the usual? since ownership is acquired only through usage. A trade mark may be registered with the Nigeria trade mark office if the firm can prove that it is the first to use it. But the firm itself must see to it that no one else uses it to produce or trade. Firms often must resort to filling suits in civil courts. Some trade mark are so commonly used that they pass into the courage as a new word.
“Celophone” is an outstanding example of a trade mark that lost its exclusiveness because consumers begin to use it to describe all brands of transparent tape, some firms that market products of this nature attempt to protect their trade mark by educating the public to recognize their legal right to the name. 
There are however some instances that a manufacturer needs to consider whether to adopt a branding policy or not marketing managers should carefully weigh the advantages branding or not branding the firms products keeping in view the company’s goals and resources, before decision which course to follow family and individual brand names.
	Markets of numerous products who decides to follow a policy of branding must eventually decide whether to identify complete product roped by the same brand or use different brand name for each item, both strategies have been highly successful. 
Although the firms markets several detergents, their brand name, come, lux, key soap. Cite buy etc) are quite different and the company’s name can be found in the small print on the package label. One reason for following this strategy is that these products are designed for virtually the same purpose and target market. But there are other same customers who cannot identify these products with the company name, but there are other manufacturer who eliminate the risk of a consumer being dissatisfied with one refusing to buy another in the series. 
	The manufacturers on the other hand uses name known as a family of brand. The “family” is identified by the prominent placement of a common name on each of the company’s product.
	A word of caution, however is in order about the decision use family brand since brand name have come to imply a high degree of consistency in quality in all products bearing a single brand name should be comparable. If there are significant differences in product quality, some means must be sound to inform consumers on this. However, products meeting carrying standards of quality were labeled and advertised as Good” Better” and Best”.
2.1.1	CONCEPT OF BRANDING
	Importance and advantage of branding is recognized by Jerome, Mc Cartly as marketing? consumer shopping feasible a modern economy.
	He indicated the example of the consumer who had to consider seriously the advantages and disadvantages of each item every time he or she is willing to pay a premium for brand with which he or she had a favorable experience.
	In conclusion, MC Carty maintains that clear recognition and respect for a brand must be earn by means of a good product and persistant production from the customers stand point, branding is helpful in at fast four ways. This could be inferred from scheme and summit view:
a. Well organized brands are easily identified which makes shoppers in a departmental store try to evaluate item without hanging information a brand name provides.
b. A brand also assures customers or consumers of comparable quality no matter where a product is purchased one sonny television set should all have the same quality whether bought in case N carry store in logos or cycle electronic stores in Ilorin.
c. Brand may provides psychological satisfaction not otherwise available (often status is associated with a brand name)
They further noted another disadvantages that branding is for marketer to be that branding requires product to be consistent, in quality while this is an advantage to the consumer, They believe that it often technically difficult, for marketers to ensure a constant quality. In an attempt to establish brand polices, pride and fared, state that the first decision to make is whether the firm should brand it’s product at all. If an organization product is homogenous and is similar to competitors product, it may be difficult to brand raw materials such as coal. Sand and also because of their physical characteristics. Individual which each product is names something different. The authors inter in their contribution that individual branding policies facilitate the use of market segmentation where a firm wishers to enter many segment of some market because a specific, unrelated names can be used Dangote. Nigerian Limited used an individual branding policy for it’s products. White in family branding, all firms products are branded with the same name or at least part of the name.
Other area is the branding policies are concerned with the decision of a firm. 
2.1.2	TYPES OF BRANDS 
However, product branding can be divided into different categories depending on the number of productive a particular company or firm engages in and the type of brand to adopt whether it should go on family brand individual brand or unbranded product.
1. FAMILY BRAND: This is the name attached to most of the firm’s product. This is means that almost of the firms product bear the same brand name the family brand is again divided into three different types namely.
a. OVERALL FAMILY BRAND: This occurs when all the product of a firm bear the same name for example in the case of Nigeria Brewery all the product from the company bears the same root name which include Martina exotic fruit, strawberry and natural brand at the bottom by Nigeria brewery limited.
b. LINE FAMILY BRAND: An organization or a firm use one of its existing brand names as a brand name for an improved or a new product that may be in the same product category as the existing brand. For example the new Schweppes pineapple drink that was introduced derived it’s name from the existing brand name of the various brand of existing Schweppes. 
2. INDIVIDUAL BRAND: This is a brand policy whereby each product of a firm is given different brand name. this type of branding policy is important because of negative attitude associated to one of the product of a firm cannot be extended to other. It is also important for effective market segmentation.
3. UNBRANDED PRODUCT: These are products that are not branded at all by the manufacture or producer but may be done by the marketing intermediaries on them free-will which will not increase the cost of the product. This leads us into categories of brand which are:
i. Manufacturer brand 
ii. Private distributor’s brand 
Manufacturer brand could also be referred to as national brand. This is the brand name given by manufacturers themselves to their product it makes it possible for the producer to be identified with their product at the point of purchase and to involve in the distribution and promotion mix of the product. Private distributors brand also know as private brand are the brand name attached to the product by the reseller to be recognized with the product instead of the manufactures because of the fact that they are closer to the final consumers than the manufacturer them selves 
There are various reasons for branding and reasons for not branding a product.
2.3 BRANDS BUILDING 
REASONS FOR BRANDING A PRODUCT 
i. It guides against substitution: A branded and well registered product has a legal standing for which the owners can sue and be used.
ii. Branding Simplifies Sales promotion: A product whose brand is well known by consumer may not need much advertisement e.g brand like king way.
iii. It affords great price stability: As branded merchandized are preferred by many middlemen e.g. especially good.
REASONS FOR NOT BRANDING 
i. Branding discourage repeat sales 
ii. Different design of similar product may be developed to meet want of specific segment of the markets.
iii. The downfall of the entire brand may lead to the discourage of the consumer toward company. 
SELECTION OF THE BRAND NAMES 
The choice of the brand name is a critical decision because brand name affects consumer’s image and the attitudes toward a product and sometime a firm as a whole which will ultimately affect the aim summers purchasing decisions. The choice of a brand name contributes in determining the success or failure of a product in the market. This is because the negative or positive action of consumer toward a product qualities and feature are enhancing by the use of the brand name. Therefore, they are important factor the manufactures have to put into consideration in selecting brand names. There includes
i. Easiness of pronunciation 
ii. Appropriateness for the product 
iii. Distinctiveness 
iv. It should be suggestive 
v. It should be easily to remember 
IMPORTANCE OF BRAND NAME 
a. It aids memory recall 
b. It enhances self selection 
c. It assures consumer of quality uniformity 
d. It brings about quicker sales 
e. It makes segmentation easier 
In advertising campaign planning and execution” by Olu Arowosegbe. He started by saying advertising department within a functional organization is structured along specialized action structure to be shown. This various marketing managers, sales manager and research manager report to the marketing director who coordinates their activities” this type of organization is appropriate for companies that have relatively simple product line with only a few items that the sold to relatively few markets. Brand management with a relative simple product that are sold to few market are affected by advertisement advertising promote company as a whole rather than it product or services in a case where the company’s product is branded and there are same criticism outside the advertising of the product is also affected and this cruel contribute to its downfall because people who have not noticed it will be told when advertising it. Criticism of advert also affect product branding in that what is being advertised does not connote what the products.
2.4 BRAND MANAGEMENT
In marketing brand management is the analysis and planning on how that brand is perceived in the market. Developing a good relationship with the target market is essential for brand management. Tangible elements of brand management include the product itself.
Look, price the packaging, e.t.c the intangible elements are experience that the consumer has had with the brand and also the relationship that they have with that brand.
   	A brand manager would over see all of these things branding as the process of creating a relationship or a connection between a company’s product and emotional perception of the customer for the purpose of generating segregation among competition and building loyalty among customers. In 2004 and 2008. Kapperer and keller respectively defined it as a fulfillment in customer expectation and consistent customer satisfaction.
	Brand management is a function of marketing that uses special techniques in order to increase the perceived value of a product  (see brand equity) based on the aims of the established marketing strategy. Brand management enables the price of product to grow and bullels loyal customers through positive association and images or a strong awareness of the brand management.
	Brand management is the process of identifying the core value of a particular brand and reflecting the core value among the targeted customer in modern terms. Brand could be corporate product service or person. Brand management bulled brand credibility and credible brands only can brand loyalty bounce back from circumstantial erlsi and can benefit from price-sensitive customers.
	Brand orientation refers to the degree to which the organization values brand and its practices are oriented towards building brand capabilities it is a deliberate approach to working with brand both internally and externally. The most important driving force behind this increased interest in strong brand is the accelerating pace of globalization this has resulted in an ever tougher competitive situation on many markets.
	A products superiority is in itself no longer sufficient to guarantee its success. The past pace of technological development and the me eased speed with which limitations turn up on the market have dramatically sharpened products lifecycles. The consequence is that product related completive advantages soon risk being transformed into competitive pre requisites for this reason increasing number of companies are looking for other more enduring competitive tools such as brand.

	Brand management includes managing the tangible characteristic of brand in case of product brand. The tangibles include the product itself: price, packaging, e.t.c. while in case of service brand the tangibles include the customers experience. The intangibles include emotional connections with the product/service.
2.5 CHALLLENGES OF BRANDING IN A RECESSED ECONOMY 
A film can survive turbulence and even proper from it by developing an effective	 value marketing plan value marketing can be defined as marketing customer needs by providing as much  value possible in order to retain customer loyally with such loyal customers a company should be able to whether economic turbulence however. This is not a simple task as emerging or prevailing turbulence causes fluctuating and unpredictable customer need and wants.
Marketers therefore require a marketing strategy look it to enable them to be proactive in their marketing allowing their companies to keep ahead of market changes and developments in such a way that they will not only survive but also proper.
The following section of this chapter provides variety of strategic options available to marketers as ammunition against recessionary forces.
Effective pricing strategies 
Determining how to price a product is one of the hardest decisions management has to make. The price of a product is too high. Then the company will lose customers to the competition if the price is too low. It is in danger of leaving money on the table for the customer and is potentially denigrating the product by placing it beneath comparative products in the market place.
Effective marketing strategies for a recession 
Reducing prices
   	Many companies choose the option to reduce prices in order to stimulate sale and to retain competitive against their rivals who are also reducing prices.
	However, it is crucial to reduce prices with minimal effect to margins for it is impossible to be profitable in the medium to long term if prices are slashed without consideration to profit margin.
	As discussed above reducing prices is most effective in markets where customers are sensitive to price.
	Reducing prices is more of a short-term tactic than a medium-to long term strategy. 
2.6 PROSPECTS FOR IMPROVED BRAND MANAGEMENT IN NIGERIA
Despite the numerous problems confronting marketing in developing countries. There exists prospects and opportunities for future growth and development of marketing as the pivot of developing economic these prospect are explained as follows:
Growing population: Before multinational companies establish their hold in any country they expect to have a ready market for their products and services. No business flourishes where people are not living or where it is not habitable by people. Developed countries with their small population and saturated domestic markets prefer marketing their products and services to emerging markets in developing countries Nigeria being one of the most populous nation (about 120 million people) in Africa is a ready market for both domestic products and foreign brands. This is because marketing does not operate in a vacuum but requires a larger population of people with the willingness to do business and patronize business. Therefore, the high and growing population of developing countries is an attractive incentive as they represent large potential markets.
Attractive government incentives: Trade policies in most developing countries are becoming quite favourable to both local and foreign investor.
	These incentives include profit tax holidays reduced or even free customers and exercise duties. Liberalization of immigration and profit repatriation laws for foreign investors. There are also improvement in infrastructural facilities that will ginger the performance of marketing in these economics. According to pearce (1998) liberalization encourages the adoption of policies that promote that greatest possible use of market forces and competition to coordinate both marketing and economic activities.
Rapid economic development: Quoting olakunori (2002). The economics of developing nations are growing rapidly as a result of the efforts being made by their various governments and the development agencies of the united nations toward this direction. 
	This result to income re-distribution and increased purchasing power and discretionary income are also enhanced. Thus it is expected that the demand for products to satisfy higher  order needs will increase and the general atmosphere of business in the continent will become more conducive and all these mean well for marketing in sub-saharan Africa and Nigeria in particular.                
          



















CHAPTER THREE
3.0	RESEARCH METHODOLOGY
	The study is basically on descriptive research to obtain information from a representation, sample killing from Dangote noodles most of the material used were from both primary and secondary sources of data collection such as questionnaire interview.
	This is done with a view of making the study move concrete, the study earlier mentioned way designed to survey the impact of employee appraisal system on a approach to the use of product differentiation by means of branding.  
3.1	RESEARCH DESIGN
	The approach to be adopted for the research design of this study is called descriptive research.
DESCRIPTIVE RESEARCH: It will be important to note that descriptive research is the basis for all types of research which is aimed at assessing the situation as a pre-requisite for making inference and generalization. Descriptive research consists of a set of gathered Data or information analyzed. Summarized and interpreted along certain line of thoughts for the pursuit of a specific product or purpose of study, but only from random functional part of all the respondents which respondent. The total populations of sellers and the buyers of the identified three common consumer products.


3.2 RESEARCH POPULATION AND SAMPLE
	Hence, since all customers can not be sampled or measured a sample way selected those who purchase noodles at sales outlets. In Ilorin capital city of Kwara State. The researcher therefore selected twenty (20) sales outlets where the products are mostly purchased at random. The sales outlets shall consist of regular bunger of the common consumer products noodles from the selected cutlets, however the number of customer to be chosen will not be more than two person per outlets making a grand total of fourthly (40) people customers from twenty outlets. Staff making a total of sixty and when summed up together would give us a total of one hundred (100) people as the sample population total and an average of five (5) people per outlets.
3.3 SAMPLING METHOD 
	It is not possible to employ all the population members. This is as a result of the fact that it is not convenient, economical and hypothetical. The sampling method used is the simple random sampling in which members of the staff of some specific departments were randomly selected putting into consideration on the fact that the population is a homogeneous one. The departments are production, accounts, marketing, stores, engineering departments. Since they are interested with the material cost control function. 




3.4 DATA COLLECTION METHOD
	The basic method of data collection for solving research problem falls into the following categories.
TYPES OF DATA COLLECTION
· PRIMARY DATA:- The primary data collection was used in collecting raw data for this study were persional interview and questionnaires were used.
· SECOUNDARY DATA:- It is obtained by examination of internal record/and report of the research previosly carried out on the company.
The data from both; internal sources and external sources of the organization the information from the internal source of the organization are obtained from the company’s Journal information staff handbooks and document from the company finance or account department.
The external information is the one in which data are collected from various text book/journal magazines and newspaper etc.    









CHAPTER FOUR
4.0	DATA PRESENTATION AND ANALYSIS
This chapter show the presentation of data rather in the cause often research work. Both descriptive and statistic method of analysis to the employed. This include the percentage tabulation and frequently for the purpose of its study 155 questionnaire out 150 that were properly full return would serve as basis of statistical analysis some of the polapsed that is, they are either-on Yes/No categories the total number of Yes/No in particular question is place on percentage in order to determine it. Percentage contribute in the same vein, however other question tendency before one can arrive at a dependable conclusion. 
Therefore, my analysis is based on 155 questionnaires that were completely filled. The questionnaires are as follows. 
TABLE ONE 
OCCUPATION OF RESPONDENT?
	Respondents 
	Frequency 
	Percentage %

	Students 
	73
	47.1

	Civil servant 
	23
	14.8

	House wife 
	20
	12.9

	Self employed 
	39
	25.2

	TOTAL 
	155
	100


 Source: Research field work 2025
The table above shows that out of the total respondent of 155, 47% were student, 14.8% civil servant 12.9% housewife and 25% self employed. 
For the analysis it shows that the larger percentage of shoppers of dangote noodles product in the city of Ilorin, Kwara State capital which is the geographical area that its research work cover and concentrates on that student are more concern about brand get product than others. 
TABLE TWO 
MARITAL STATUS OF RESPONDENTS? 
	Respondent 
	Frequency 
	Percentage %

	Single 
	100
	64.5

	Married 
	55
	35.5

	TOTAL 
	155
	100


Source: Research field work 2025
The table above shows that 100% respondent representing is single while 64.5% respondent presenting is married. For the analysis it shows that female shows more interesting in branding of product than the married.










TABLE THREE 
AGE DISTRIBUTION OF RESPONDENTS? 
	Respondents 
	Frequency 
	Percentage %

	20-25 years 
	60
	38.7

	25-30 years 
	35
	22.6

	30-35 years 
	25
	16.1

	35-40 years 
	20
	12.9

	40-above 
	15
	9.7

	TOTAL
	155
	100


Source: Research field work 2025
The table above show that 60% respondent representing are age range of 20-25years, while 38.7% respondent representing 25-30 years, while 22.6% respondent representing are age range 30-35 years and 16.1% respondent representing 35-40 years, while 12.9% respondent representing are age range between 50 and above. 
For the analysis it shows that the age range between 20-25 years are more concern about branding of product than others.
SECTION B
This section, the researcher through this questionnaire want to get more detailed information which would be useful in Determine the behavioral pattern of respondents in the process of buying DANGOTE NOODLES product 


TABLE ONE 
DID YOU HAVE PREFERENCE FOR A BRAND?
	Respondents 
	Frequency 
	Percentage %

	Yes 
	100
	64.5

	Partially 
	-
	-

	No 
	55
	35.5

	TOTAL 
	155
	100


Source: Research field work 2025
The table above shows that 100% respondent representing said that they have preference for a brand while 65.5% respondent representing said they don’t have preferred for brand. 
For the analysis it show that female shows that majority of respondents have preference for a brand. 
TABLE TWO 
4.2: DID YOU USE BRAND NAME TO IDENTIFY YOUR CHOICE OF PRODUCT?
	Respondents 
	Frequency 
	Percentage %

	Yes 
	135
	87.1

	No 
	20
	12.9

	TOTAL 
	155
	100


Source: Research field work 2025
The table above shows that 87.1% respondent representing said that they used brand name to identify their choice of product while 12.9% respondent representing said they don’t used brand name to identify their choice of product. 
For the analysis it shows that female shows that majority of respondent used brand name to identify their choice of product. 
TABLE THREE 
ARE YOU LOYAL TO ANY BRAND WHEN IT COMES TO THE PURCHASE OF THE DANGOTE NOODLES PRODUCT?
	Respondents 
	Frequency 
	Percentage %

	Yes 
	145
	93.5

	No 
	10
	6.5

	TOTAL 
	155
	100


 Source: Research field work 2025
The table above shows that 93.5% respondent representing said they are loyal to Dangote noodles brand while 6.5% respondent representing said they are not brand loyalties when it comes to purchase of the Dangote noodles product. 
For the analysis it shows that female shows that majority of respondent are loyal to Dangote noodles product. 






TABLE FOUR 
WHAT FACTORS DID YOU NORMALLY USE IN DIFFERENTIATING SIMILAR PRODUCT THAT YOU FROM DANGOTE NOODLES PRODUCT? 
	Respondents 
	Frequency 
	Percentage %

	Brand name 
	73
	47.1

	Company logo
	20
	12.9

	Color 
	23
	14.8

	All of the above 
	39
	25.2

	TOTAL 
	155
	100


Source: Research field work 2025
The table above show that 47.1% respondent representing used brand name only, 12.9 used company logo only, 14.8 used color only while 25.2% of the total respondent used all of the above i.e. brand name, company logo, color to differentiate similar product before purchase. 
For the analysis it shows that female shown that majority of respondent used brand name to differentiate similar product from Dangote noodle product. 







TABLE FIVE 
HOW OFTEN DID YOU CHANGE BRAND?
	Respondent 
	Frequency 
	Percentage %

	Very often 
	33
	21.3

	Frequently  
	50
	32.3

	NA frequently 
	72
	46.4

	TOTAL 
	155
	100


Source: Research field work 2025
The table above shows how often that consume change brand was tested and 46.4% of the total respondent do not change brand frequently while 40% change frequently and 32.3% change very often.
 For the analysis it shows that female shown that majority of respondent do not change their brand frequently. 
TABLE SIX 
 DO YOU NORMALLY BOARD IN MIND WHENEVER YOU WANT TO BUY ANY PRODUCT WITH BRAND? 
	Respondents 
	Frequency 
	Percentage %

	Yes 
	135
	87.1

	Frequently 
	20
	12.9

	TOTAL
	155
	100


Source: Research field work 2025
The table above shown that 87.1% respondent representing said that they put a board in mind whenever they want to buy any product with brand while 12.9% put brand in mind frequently whenever they want to buy product with brand. 
For the analysis it shows that females shown that majority of respondent put ward in mind whenever they want to buy product with brand. 
TABLE SEVEN 
WHAT FEATURE OF THE BRAND YOU BUY MAKES YOU PREFER IT TO ANOTHER BRAND? 
	Respondents 
	Frequency 
	Percentage %

	Attribute 
	40
	23.1

	Benefit 
	55
	34.6

	Value 
	60
	42.3

	TOTAL 
	155
	100


Source: Research field work 2025
The table above want to know what feature brand consumer buy make him/her it to another brand and 40% of the total respondent want for the attributes brand while other 55% want for the benefit of the brand while remaining 60% of the respondent want for the value of the brand.
For the analysis it shown that female showns that majority of respondent use value.





TABLE EIGHT 
IF A COMPANY CHOOSES TO CHANCE YOUR PREPARED BRAND, WILL YOU STILL BY THE FIRMS PRODUCT?
	Respondents 
	Frequency 
	Percentage %

	Yes 
	100
	64.5

	No 
	55
	35.5

	TOTAL
	155
	100


Source: Research field work 2025
The table above show that he researcher want to know if a company choose to change your consumer preferred braid, will be consumer still buy this product 64.5% of the total respondent said yes that they would still buy the firm product while 35.5% want the opposite direction that they will not still buy the firm product. 
For the analysis it shown that female shown that majority of the respondent will still buy the firm product. 









TABLE NINE 
DOES PRODUCTS BRAND NAME, COLOR, PACKAGE INFLUENCE YOUR DECISION TO BUY? 
	Respondents 
	Frequency 
	Percentage %

	Yes 
	65
	41.9

	Partially 
	50
	32.3

	No 
	40
	25.8

	TOTAL
	155
	100


Source: Research field work 2025
Finally, the table above wants to know what influence the buying decision. It shown that 65% of the total respondent was influenced in their decision to buy by certain element. 50% were partially influenced while 40% were not influenced by anything in their buying decision. 
For the analysis it show that female shown that majority used product brand name, color, package to influence their decision buying Dangote noodles product. 








4.1	BRIEF HISTORY OF DANGOTE NOODLES 
The Dangote Flour Mill manufacturing company limited came into existence in 1955. It has ownership structure of 100% shareholder all in Nigeria. Dangote Noodles manufacturing company limited in the leading manufacturing of packing noodles. It material management, standing mainly for obtaining the right quality materials from the right sources in the right quality, at the right price, delivery at the right time. 
Functional value: function value as used is simply that which enables an 
item or product to fulfill its stated function it can also be called used value.
Esthetic value: This simply the measure of value of beauty you scribe to an item that increase the desirability of an item or product. 
Analysis: Is the detoured study of examination of something in other to understand more about it or what it consist. 
Exchange value: Is the systematic study of product or materials with a view to reduce their cost by redesigning to climate design feature which add to cost but not contribute to value. 
Value engineering: Value engineering is the application of value analysis techniques in the production or product development stage. 
Re-design: This entails the process of designing a product or material again in a different way. It is an adjustment on a product design by eliminating certain features of the product. 
Produces innovative high qualities and string packaging flour mill for household and manufacturing companies. 
The company has an employment capacity of over 30 people and it managed by the board of director. 
4.2	DATA ANALYSIS
TABLE ONE 
SEX OF RESPONDENT?
	Option 
	No of respondent 
	Percentage %

	Male 
	70
	45.2

	Female 
	85
	54.8

	TOTAL 
	155
	100


Source: Research field work 2025
The table shows that 70 respondent representing 45.2% are female while 85 respondent representing 54.8% were male. For the analysis it show that female show more interest in branding of product than male. 
TABLE TWO 
DO YOU KNOW DANGOTE NOODLES PRODUCT? 
	Option 
	No of respondent 
	Percentage %

	Yes 
	135
	87.1

	No 
	20
	12.9

	TOTAL 
	155
	100


Source: Research field work 2025
The table above shows that they know Dangote Noodles product while 20 respondent representing 12.9% said they do not know Dangote Noodles product. 
For the analysis it show that majority of respondent know Dangote noodles product. 
TABLE THREE 
DO YOU EAT DANGOTE NOODLES.? 
	Option 
	No of respondent 
	Percentage %

	Yes
	140
	92.3

	No 
	15
	7.7

	TOTAL
	155
	100


Source: Research field work 2025
The table above shows that 140 respondent representing 92.3% said that they eat Dangote Noodles, while 15 respondent representing 7.7% said they don’t eat Dangote noodles.
For the analysis it show that majority of respondent eat Dangote Noodles.
TABLE FOUR 
IF YES HOW OFTEN DO YOU EAT DANGOTE NOODLES?
	Option 
	No of respondent 
	Percentage %

	Often 
	40
	25.8

	Very often 
	55
	35.5

	Occasionally 
	60
	38.7

	TOTAL 
	155
	100


Source: Research field work 2025
The table show that 60 respondent representing 25.8% said that they eat Dangote noodles, while 55 respondent representing 35.5% said they eat is very often while 40 respondent representing 28.8% said they eat it often.
For the analysis it show that children show that majority of respondents eat.
TABLE FIVE 
WHAT TYPE OF DANGOTE NOODLES PRODUCT DO YOU EAT?
	Option 
	No of respondent 
	Percentage %

	Yes 
	100
	64.5

	No 
	55
	35.5

	TOTAL 
	155
	100


Source: Research field work 2025
The table above show that 100 respondent representing 64.5% said they eat while 55 respondent representing 35.5% said they do eat.
 For the analysis it show that majority of respondent prefer. 
TABLE SIX 
DO YOU TAKE ANY OTHER OR IF YOU DON’T SEE YOUR PREFER BRAND?
	Option 
	No of respondent 
	Percentage %

	Yes 
	90
	58.1

	No 
	65
	41.9

	TOTAL
	155
	100


Source: Research field work 2025
	Sending 58.1% said they take any other product, if they don’t see prefer brand, what 65 respondent representing 41.9% said they don’t take another product, if they don’t see their prefer brand.
In the analysis it show that female shows that majority of respondent take another product, if they don’t see their prefer brand.
TABLE SEVEN 
IS IT ALWAYS ANALYSIS?
	Option 
	No of respondent 
	Percentage %

	Yes 
	120
	77.4

	No 
	35
	22.6

	TOTAL 
	155
	100


 Source: Research field work 2025
The table above shows that 120 respondent representing 77.4.3% agreed that it is always available while 35 responded representing 22.6% disagreed that is not always available. 
For the analysis it shows that Dangote Noodles product a always available. 
4.3	DISCUSSION OF FINDINGS 
	For the data collected presented and analyzed in the course of the research I was able to discuss benefit and challenges of branding strategies adopted by consumer product in manufacturers in Nigeria. The raw data collected in the course of the research were presented in tabular form and results from the data presented were as follows	
From the data collected and analyzed, it reveal that female shows more interest in branding of product than male this main that female consider branding when purchase product than male. 
From the data presented it shows that single people are more concern about product branding than the married respondent. 
From the data analyzed it shows that youth shows more interest in product branding than old people respondent in the age range of 20-23 years are the set of people that shows more interest in branding.  
Data analyzed shows that majority of respondent know Dangote Noodles product.
 This means that Dangote Noodles is brand which is popular among Nigerian brand of food processing company. 
Also, the data analyzed that majority of respondent eat Dangote Noodles product. Dangote Noodles is a product which is very popular and most respondent said they do eat Dangote Noodles product. 
From the data presented and analyzed it shows that most respondent take Dangote Noodles product oftenly respondent said that they only take it often basis. 
From the data analyzed and presented it was reveal that among all the variety of Dangote Noodles product available in the market.
It was also reveal that most of the respondent was single i.e. not married female and student. 
It is also worthy to note that the research reveal that most consumer are greatly influenced by branding in their buying decision. 

CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS 
5.1	SUMMERY OF FINDINGS
	As started in chapter one, the study is aimed at examine and concluding whether branding is a product differentiation tool.
	From the result of the research conducted and analyzed the researcher hereby summarizes as follows: Today, branding is such a strong force that hardly anything goes unbranded. The supermarkets and departmental stores under study shows that branding is a key factor in other sales of consumer goods such a detergent, toothpaste and body cream. The investigation also shows that consumer respond to brand preference over time and that consumers are loyal to product with high brand attribute benefit and value.
5.2	CONCLUSION
	An assessment of Branding on the image and performance of product and the company in a recessed economy, is now a great importance, customers can easily recognized their favourite products by brand name also preference and repeat purchase habits are formed through the aid of product Branding. 
	Conclusively, Branding is the ingredient that would have to be included in the marketing strategies of the management of companies in order to spice up other promotional tools in promoting sales. 


5.3	RECOMMENDATIONS 
	Consequently upon my findings, the following recommendations are considered suitable for successful Branding of a company product. Companies should ensure easy identification of their product through effective branding If the table, mark or any other Branding tool is inconspicuous them much of the brand prestige value is lost, brand identification will not only attract or comment a customer to a product but will equally stimulate repeat purchases.
	 The product quality being offered should be the best for the price in the market being secured consistent availability of such product is necessary when customer are brand loyal they express continuous availability of such product, their choice of market brand promotion will more successful if customer are assured of frequent supplier.
	Brand-name should be promote often enough for customer to be familiar and easily to identify of the objective is to develop brand loyalty, such a name should be unique, suggest product quality, benefit uses etc.
Effort should be made to monitor products preferences continuously through research and development, the marketing implication of this is that error could be identified in no time and efforts of limitation” which could have mined the reputation of the brand, he put under control through legal action. If this is not done the reputation of the brand and the company are likely to be ruined. 
	However, there responsible for their programme should have the proper skill and the diligent enough because poor Branding can lead to the failure of company’s marketing objective.





















REFERENCES
Adeynaju, 0. (2012) The Foundation Modem Marketing, 2nd  Edition, Lagos 	New African Publishing Company Ltd. 
Johnson, J.T (2014). Branding and Packaging as a Tool for Product 	Differentiation,  Lagos, M and A Publisher. 
Kotler, P (2018) Marketing Management Analysis Planning Implementing 	Control, 4th Edition, New Jesey, Prentice Hall Inc. 
Kotter, P (2010) Marketing Management 6th  Edition. New Jessey. Prenftice 	Hall Inc. 
Sanusi, M.0 (2016) Fundamentals of Marketing Offa Ham by Trends	 C	omputers. 
Olorunlambe, G.A (2019) Produce Development and Management, Ilorin	 	Olad Publisher. 
Burton. P and Ryman W. (2020): What an Agency, Force in International 	Scene, Advertising Fundamentals, New York, GRIB Publishing Inc. 	Company.
Giles G.B (2013); Marketing Research. London, McDonald and Event.
Hawking 0.I and Tull O.S. (2013): Marketing Research Measurement	and Method (2nd Edition. New York Macmillan Publisher.
Hisnail M.P (2019) Marketing Research Analysis. Measurement (2ndEdition)	New York, McGraw Hill. Book 4th  Edition, London Prentice Hall Inc.




10

