CHAPTER ONE
1.0 INTRODUCTION 
This chapter gives a general introduction to the research topic. It vividly present the basic background needed to fully understand the research topic. The chapter also present statement of the research problem, aims and objectives of the study, research questions, significance of the study and the scope of the study. 
1.1	STATEMENT OF THE PROBLEM 
There is a vast responsibilities that are accorded to a secretary in any service industry, therefore it has become very important that a secretary ensures that such numerous responsibilities are being executed one after the other in order to ensure organizational development. The failure observed in some of the service industries that has folded up are due largely to management failures in which a secretary plays vital roles. 
This research therefore focuses on the various functions of a secretaries, how can such function be met at the speculated time and to what extent can failure to execute the function can be prevented. This study therefore is an eye opener to secretaries and fresh graduates of secretarial profession on the need to execute the various functions of a secretary in service organization. 

1.2	OBJECTIVES OF THE STUDY 
Hotel industry in Nigeria has been challenged with widespread upspring of smaller hotels this has, therefore increases the number of hotels and thus increased competitions in the industry. The general objective of this study is to examine how branding and customer loyalty can enhance the development of the hotel industry in Nigeria. 
This project is therefore needed to sensitize entrepreneurs in the hotel industry on the need to effectively develop their branding and enhance their customer loyalty in order to have an edge in the competitive market. 
1.3	RESEARCH QUESTIONS 
This project will attempt to find answers to the following 
research questions; 
1.  What is Branding?
2.  What is Customer loyalty? 
3.  To what extent can Branding and Customer loyalty enhance Customer patronage? 
4. Do you believe that the establishment of new firms will increase Competition in the hotel industry? 
5.  To what extent is the exertion that branding and customer loyalty can best be achieved through ICT is correct? 
1.4	SIGNIFICANCE OF THE STUDY 
A study of this nature at this time is very important because of the vast up ore serve as an eye opener to the already established hotels and also the newly established ones. The study will categorically state how branding can best be done in order to enhance customer loyalty thereby giving competitive advantage to hoteliers. The study will also examine therefore Nonchalant attitude of secretary due to inefficient perform of function may lead to termination of employment. A Secretary therefore needs to fully perform her functions to the best of ability. The study therefore serve as an eye opener for secretaries on the need to fully perform their function efficiently in any organization. 
1.5	SCOPE OF THE STUDY 
This research project focuses on the effect of Branding and Customer Loyalty on Hotel Industry in Nigeria. The Scope of the study will be limited to the following variables; the background of the problem; the significance of the study; the review of some past academic literatures on the subject matter and analysis of some data collected using a data collection instrument. 

1.7	DEFINITION OF TERMS
 BRAND: Brand is the name, term, design, symbol, or any other feature that identifies one seller’s product distinct from those of other sellers. 
BRAND MANAGEMENT: Brand management is a communication function in marketing that includes analysis and planning on how that brand is positioned in the market. Developing a good relationship with the target market is essential for brand management. 
BRAND ORIENTATION: Brand orientation refers to the degree to which the organization values brands and its practices are oriented towards building brand capabilities”. It is a deliberate approach to working with brands, both internally and externally. 
BRAND ENGAGEMENT: Brand engagement is the process of forming an emotional or rational attachment between a person and a brand. 
HOSPITALITY INDUSTRY: The hospitality industry is a broad category of fields within the service industry that includes lodging, event planning, theme parks, transportation, cruise line, and additional fields within the tourism industry. 
MOTEL: A motel is a hotel designed for motorists, and usually has a parking area for motor vehicles. 
RESORT: A resort is a place used for relaxation or recreation, attracting visitors for vacations and/or tourism. Resorts are places, towns or sometimes commercial establishment operated by a single company. 
CONSUMER: A consumer is a person or group of people, such as a household, who are the final users of products or services. 
CUSTOMER LOYALTY: Customer loyalty is both an attitudinal and behavioral tendency to favor one brand over all others, whether due to satisfaction with the product or service 
CUSTOMER SATISFACTION: Satisfaction may refer to Contentment, while Customer Satisfaction Customer satisfaction is a term frequently used in marketing. It is a measure of how products and services supplied by a company meet or surpass customer expectation. Customer satisfaction is defined as the number of customers, or percentage of total customers, whose reported experience with a firm, its products, or its services (ratings) exceeds specified satisfaction goals.




CHAPTER TWO
2.0 LITERATURE REVIEW 
This chapter review some of the past and present literatures and work done by prominent authors on the issues on branding and customer loyalty. The researcher try as much as possible to simplify and present various authors view in order to make justify to the topic. 
2.1	CONCEPT OF DECORDING
Branding was first link to consumer preferences in a 1990 Hoyer and Brown study, and the findings from the study have been confirmed in several subsequent efforts.(Craig, 2012) These studies have shown that customers decide more quickly from among a number of options that includes one known brand than they decide with a set that includes only unfamiliar ones.
 Upon exposure to other brands, the instances of selecting the original based on awareness declined, but most still chose the same high-awareness brand they picked initially. Consumers in a study conducted under the auspices of two Australian universities sampled fewer brands in product trials when there was awareness of one of the brands than in studies in which all were unknown. 
Nowadays, in order to define a brand, given its emphasis on identity, which as an important invisible element.
 Identity, an element that is not visible but has originality and roots. One of the favorite areas of brand management is creating a sense in consumers’ minds through the identity for the brands (Holliday, Sue. Kuenzel, Sven, 2008). When consumers pay attention to the quality of the brand and competitors can easily copy and imitate the characteristics of the product, creating a strong brand identity, to create value for the brand is very important and precious. (Geuens, et al, 2009) Brand identity provides a framework for the integration of the brand. Through the brand identity could be determined the investment opportunities, means to regulate the construct of expression, and ensures durability. The concept of the brand identity reminds us not to take each sort of investment opportunities. A brand name may at first of their birth, has admission capacity of everywhere but the time, and symbols takes during this period, consequently provide boundaries, sense and scope for the 
brand. (Kapfer, zhon, 2006).
Also, Shahin (2011) in their study found that the brand experience, satisfaction, and trust influences brand loyalty positively. Eris et al (2012) in their own study found that brand satisfaction influences emotional commitment. Another part of their results showed that brand trust influences emotional and sustainable commitment. Additionally, their results indicated that there is a significant relationship between emotional commitment and re-purchase intention and loyalty. But their results could not confirm the effect of sustainable commitment on the re-purchase intention and loyalty. 
Hoseyni et al. (2011) in their study concluded that there are several effective factors on the brand loyalty in their case study. These include price, taste, advertisements, packaging, availability, and word of mouth communications. 
2.2	RELATIONSHIP BETWEEN BRANDING AND CUSTOMER LOYALTY 
Today is the era of loyalty such as customer loyalty, employee loyalty, management loyalty, and loyalty to the principles, ideals and beliefs and etc. Several studies have shown that satisfaction isn’t the key to ultimate success and profitability in fact, the marketing concepts which emphasize satisfaction up until yesterday are getting unimportant issues. Today only the customers who have sense of belonging to the organizations. It should also be noted that a satisfied customer, is a good source for advertising. In other words, marketing experts, have expressed that numerous benefits to loyalty include: reducing the cost of attracting new customers, reduce customer sensitivity to price changes, the benefits of customer lifetime value, positive performance by increasing the projections and increase barriers to entry to new competitors. (Gee et al, 2008).
Customer loyalty means a commitment to doing business with specific organization and continuously purchase of certain goods and services. In another definition, loyalty is a strong commitment to purchase a product or service of organization in the future if the product despite the potential impact of marketing efforts of competitors. (Allama and Aymanh, 2010) Certainly, in today’s market that is increasingly competitive, achieving loyal customers, one of the fundamental possessions to get greater market share. In general customer loyalty is defined as repeat buying behavior of a special trademark. In general loyalty can make a positive mentality in customers mind (Abdullah, 2008). Maintenance current customers logical than to attract new customers. Increase in profits of 25 percent to 95 percent is attainable, with only a mere 5% increase in customer maintaining cost (Reichhards and Jones, 2008). Loyalty is a strong commitment to repurchase a product or service of organization in the future if the product despite the potential impact of marketing efforts of competitors. (Beerli, Martin, and Quintana, 2004). Richard-Oliver (1999) defines the concept of loyalty as this form: Loyalty is a deep commitment to purchase or support the preferred product or services in the future and despite the situational influences and marketing efforts customers repeated purchasing the same brand. (Taylor, Celuch and Goodwin, 2004). Companies to gain customer loyalty, it is necessary to go beyond their expectations; Otherwise, customers may be leaning to another suppliers. Rychld (1996) in his book ‘loyalty effect” are expressed loyalty benefits as follows: 
i. Continues Profit: The advantages of customer loyalty are long-term and cumulative. The longer a customer remains loyal, the more profit a business can get from that single customer.
ii. Reduces Marketing Cost: Businesses have to invest money to attract new customers, such as advertising. For loyal customers, these costs are eliminated or minimized. 
iii.  Increases Per-Customer Revenue Growth: Customer spending tends to increase overtime. For example, a customer who repeatedly stays at the same hotel becomes more familiar with the hotel’s full product line, such as gift shops and banquet rooms. And that customer will be likely to sample other product lines of the company, thus helping the company achieve a larger share of customers.
iv. Decreases Operating Cost: For a loyal customer, the front desk clerk does not need to spend time entering data into the computer instead she/he retrieves the loyal customer’s existent 
data. Loyal customers’ familiarity with the company’s products makes them less dependent on its employees for information and service, thus decreasing servicing cost. 
v.  Increases Referrals: Satisfied customers recommend the business to friends and others. Referrals are a vital source of new customers, and customers who show upon the strength of a personal recommendation tend to stay longer. 
vi.  Increases Price Premiums: Brand loyal customers pay more for a brand because they perceive some unique value in the brand that no other alternative can provide, and they are less likely to be lured away by a discount of a few dollars. Many people will pay more to stay in a hotel they know than to take a chance on a less expensive competitor. 
vii.  Provides Competitive Advantage: As consumers become loyal to a brand, they become less sensitive to a price increase. The company can maintain a price differentiation over the competition because of the product’s ability to satisfy their needs. (Tepeci, 1999). 
2.3	CONCEPTUAL REVIEW OF HOSPITALITY PRODUCT
The general or product being rendered by many hospitality industry can be categorizes into the under listed categories: 
i.  Accommodation: Accommodation is an important part of the hospitality industry ranging from hostel services, Hotel rooms management, Motel management, resorts Centre and service apartments. 
ii.  Restaurants and Bars: This is a generalized terms in hospitality industry that involve the management of cafes, night club, Pubs and Public houses, Restaurants and Bars. 
iii. Food Production: this is an aspect of hospitality Industry that is concern with food manufacturing. 
iv. Travel and Tourism: This also an attached hospitality product that is concern with the management of flight attendants, travel agents, tour opes, meeting and evrators, leisure centrents, bar and restaurant; -VIP Lounge, fitness gym, night club and swimming pools. 
2.4	MARKETING STRATEGY IN HOSPITALITY INDUSTRY 
Many strategies are needed in order to compete positively in the ever growing nature of Nigerian Hospitality Industry. Thisstrategies most be effectively tailored towards changing consumer behavior with respect to increase affection for patronizing the hospitality industry.
Gee and Nicholson, (2008) stated that there are five Stages of 
Consumer Behavior. These stages are; 
1. Problem Recognition Stage, 
2.  Information Search Stage, 
3.  Alternative Evaluation Stage, 
4.  Purchase Decision Stage, and 
5.  Post-purchase Behavior Stage.
 (
Problem recognition perceiving a need 
Information search seeking value  
Evaluation of alternative: assessing value 
Purchase decision buying value 
Postpurchase
 behaviour: value in consumption or use
)

 
 Source: Gee and Nicholson (2017)
1. PROBLEM (NEED) RECOGNITION STAGE 
The need recognition is the first and most important step in the buying process. If there is no need, there is no purchase. This recognition happens when there is a lag between the consumer’s actual situation and the ideal and desired one. 
However, not all the needs end up as a buying behavior. It requires that the “way” (product price, ease of acquisition, etc.) to obtain this ideal situation has to be perceived as “acceptable” by the consumer based on the level of importance he attributes to the need. 
For example, you have a pool and you would like someone to take care of regularly cleaning it instead of you (ideal situation) because it annoys you to do it yourself (actual situation). But you don’t judge the “way” to reach this ideal situation (pay $250 /month for a specialized company) as “acceptable” because its price to obtain it seems too high. Especially compared to the relatively low level of importance you attach to it. So you won’t have a purchase behavior in this situation. On the other hand, the ability to be able to go to your work by car in 20 minutes every morning (ideal situation) rather than lose three hours in transit because you do not have a car and you live in the countryside (actual situation) is something that means a lot to you. So you will have a buying behavior to purchase a car. Even if the price is important. 
In addition to a need resulting from a new element, the gap between the actual situation and the ideal situation may be due to three cases. The current situation has not changed, but the ideal situation has (a neighbor told you about the possibility that you did not know — to clean the pool by a specialized company). Or, the ideal situation is still the same but it’s the actual situation has changed (you’re tired of cleaning your pool by yourself). Or finally, the two situations have changed. 
The recognition of a need by a consumer can be caused in different ways. Different classifications are used: 
Internal stimuli (physiological need felt by the individual as hunger or thirst). Which opposes the external stimuli such as exposure to an advertisement, the sight of a pretty dress in a shop window or the mouth-watering smell of a french “pain auchocolate” when passing by a bakery.
CLASSIFICATION BY TYPE OF NEEDS: 
Functional Need: the need is related to a feature or specific functions of the product or happens to be the answer to a functional problem. Like a computer with a more powerful  video card to be able to play the latest video games or a washing machine that responds to the need to have clean clothes while avoiding having to do it by hand or go to the Laundromat. 
Social Need: the need comes from a desire for integration and belongingness in who social environment or for social recognition like buying a new fashionable bag to look good at school or choose a luxury car to show what you are successful in life.
Need for Change: the need has its origin in a desire from the consumer to change. This may result in the purchase of a new coat or new furniture to change the decoration of your apartment. 
The Maslow’s hierarchy of needs: Developed by the eponymous 
psychologist, this is one the best known and widely used classifications and representations for hierarchy of needs. It specifies that an individual is “guided” by certain needs that he wants to achieve before seeking to focus on the following ones: 
1.  Physiological needs 
2.  Safety needs 
3.  Need of love and belonging 
4. Need of esteem (for oneself and from the others)
5.  Need of self-actualization.
2. INFORMATION SEARCH STAGE 
Once the need is identified, it’s time for the consumer to seek information about possible solutions to the problem. He will search more or less information depending on the complexity of the choices to be made but also his level of involvement. (Buying pasta requires little information and involves fewer consumers than buying a car.) 
Then the consumer will seek to make his opinion to guide 
his choice and his decision-making process with: 
Internal information: this information is already present in the consumer’s memory. It comes from previous experiences he had with a product or brand and the opinion he may have of the brand. 
Internal information is sufficient for the purchasing of everyday products that the consumer knows — including Fast Moving Consumer Goods (FMCG) or Consumer Packaged Goods (CPG). But when it comes to a major purchase with a level of uncertainty or stronger involvement and the consumer does not have enough information, he must turns to another source; 
External information: This is information on a product or brand received from and obtained by friends or family, by reviews from other consumers or from the press. Not to mention, of course, official business sources such as an advertising or a seller’s speech. 
During his decision-making process and his Consumer Buying Decision Process, the consumer will pay more attention to his internal information and the information from friends, family or other consumers. It will be judged more “objective” than these from an advertising, a seller’s speech or a commercial brochure of the product. 
3. ALTERNATWE EVALUATION STAGE 
Once the information collected, the consumer will be able to evaluate the different alternatives that offer to him, evaluate the most suitable to his needs and choose the one he think it’s best for him. 
In order to do so, he will evaluate their attributes on two aspects. The objective characteristics (such as the features and functionality of the product) but also subjective (perception and perceived value of the brand by the consumer or its reputation). Each consumer does not attribute the same importance to each attribute for his decision and his Consumer Buying Decision Process. And it varies from one shopper to another. Mr. Smith may prefer a product for the reputation of the brand X rather than a little more powerful but less known product. While Mrs. Johnson has a very bad perception of that same brand. 
The consumer will then use the information previously collected and his perception or image of a brand to establish a set of evaluation criteria, desirable or wanted features, classify the different products available and evaluate which alternative has the most chance to satisfy him.
The process will then lead to what is called “evoked set” (aka “consideration set”) is the set of brands or products with a probability of being purchased by the consumer (because he has a good image of it or the information collected is positive). 
On the other hand, “inept set” is the set of brands or products that have no chance of being purchased by the shopper (because he has a negative perception or has had a negative buying experience with the product in the past). While “inert set” is the set of brands or products for which the consumer has no specific opinion. 
The higher the level of involvement of the consumer and the importance of the purchase are stronger, the higher the number of solutions the consumer will consider will be important. On the opposite, the number of considered solutions will be much smaller for an everyday product or a regular purchase.
4. PURCHASE DECISION STAGE. 
Now that the consumer has evaluated the different solutions and products available for respond to his need, he will be able to choose the product or brand that seems most appropriate to his needs. Then proceed to the actual purchase itself. 
His decision will depend on the information and the selection made in the previous step based on the perceived value, product’s features and capabilities that are important to him. But his Consumer Buying Decision Process and his decision process may also depend or be affected by such things as the quality of his shopping experience or of the store (or online shopping website), the availability of a promotion, a return policy or good terms and conditions for the sale. 
For example, a consumer committed to the idea of buying a stereo of a well-known brand could change his decision if he has an unpleasant experience with sellers in the store. While a promotion in a supermarket for a yogurt brand could tip the scale for this brand in the consumer’s mind who was hesitating between three brands of his “evoked set”. 
5. POST-PURCHASE BEHAVIOR 
Once the product is purchased and used, the consumer will 
evaluate the adequacy with his original needs (those who caused the buying behavior). And whether he has made the right choice in buying this product or not. He will feel either a sense of satisfaction for the product (and the choice). Or, on the contrary, a disappointment if the product has fallen far, short of expectations. 
An opinion that will influence his future decisions and buying behavior. If the product has brought satisfaction to the consumer, he will then minimize stages of information search and alternative evaluation for his next purchases in order to buy the same brand. Which will produce customer loyalty. 
On the other hand, if the experience with the product was average or disappointing, the consumer is going to repeat the 5 stages of the Consumer Buying Decision Process during his next purchase but by excluding the brand from his “evoked set”. 
The post-purchase evaluation may have important consequences for a brand. A satisfied customer is very likely to become a loyal and regular customer. Especially for everyday purchases with low level of involvement-such as Fast-Moving Consumer Goods (FMCG) or Consumer Packaged Goods (CPG). A loyalty which is a major source of revenue for the brand when you combine all purchases made by customer throughout his entire life (called “lifetime customer value”). The “Holy Grail” that all brands in the industry are trying to achieve. 
Positive or negative, consumers will also be able to share their opinion on the brand. Whether in their family or by word-of- mouth. Or on a much broader scale now with social networks or on consumer product review websites. A tendency not to be overlooked because now with the Internet, an unhappy customer can have a strong power to harm for a brand. 
That’s why that’s important for companies to have awareness of that matter. In addition to optimizing the customer experience, a guarantee (for example, for a washing machine), an efficient customer service and a specific call center are some of the assets that can be developed to improve post-purchase behavior if there is any trouble with the product. 
CUSTOMER SATISFACTION 
The marketing authors present different definitions for the concept of customer satisfaction. For example, Kotler (2001) refers to the customer satisfaction as the degree of actual performance of product for satisfying customers’ expectations. According to Kotler (2001), as the company’s performance meets the customer’s expectations, his/ her satisfaction will be increased. Otherwise, he/she will not be, satisfied (Divandari and Delghah, 2005). Jamal and Maser (2002) define customer satisfaction as after-purchase sense or attitude of the customer toward a product or service. They indicated that the customer satisfaction is the main outcome of the marketing efforts that ac as the relation between different stages of consumer’s purchase behavior. Also some other behaviors such as repurchase and word of mouth communications Influence companies’’ survive and profitability directly. This definition is supported by most of the marketing theorists: the customer satisfaction is a conclusion that is resulted from comparing expected performance and perceived actual performance with regard to the payment costs (Beerli and Quintana, 2004) .Also satisfaction refers to the consumers or receivers’ positive emotion about product or service indeed, this emotion is created through satisfying customers’ expectations and suppliers’ performance. Also degree of satisfaction or dissatisfaction depends on the relationship between customer’s expectations and supplier’s performance. (Dadkhah, 2009). On the other hand, satisfaction is a positive response that resulted from an expectable unstable experience that includes observable processes. The customers compare the pre-purchase or after-purchase results with their expectations and any differences leads to insistence (Burnner et al, 2008). 
The results of the experimental studies indicate that satisfaction is the background of brand and attitude loyalty to the brand in the services sections.
Therefore, it can be said: that there is a positive relationship between brand satisfaction and attitude loyalty (Bunnett et aL, 2007). The customer satisfaction refers to the motivation that is placed based on the. past experiences. According to Hasket et al. (1994), overall satisfaction refers to the total evaluation of the consumption experiences during time that leads to maintain the customers and hereby results in more profit. Oliver (1999) pointed out that customer satisfaction leads to loyalty and also decreases 
switching behavior by customer. This claim is supported by most of the past studies. Since the customer satisfaction is an emotional response, it can be said that the customer satisfaction influences tendency toward switching behavior through increasing loyalty commitment level. Therefore, it can be concluded that high level of customers’ satisfaction is a positive response for meeting their needs and wants during time. This can leads to customer satisfaction. All in all, it can be said that increase in the customer satisfaction leads to increase loyalty (Loyalty commitment) and also decrease switching behavior. Based on the role of satisfaction in decreasing customers’ switching behavior, the satisfied customers suggest word of mouth recommendations about the company for their friends, relatives, and coworkers. If the positive behaviors of word of mouth communications can be controlled by company appropriately, they can be used as important critical promotional instrument. The reason is that increasing customers’ satisfaction results in more supportive activities of word of mouth communications (Sweeney and Swait, 2008). 
2.5	CHALLENGES MILITATING AGAINST MARKETING MIX IN HOSPITALITY INDUSTRY 
There are practical problems militating against developing prescriptive marketing mix model that can effectively enhance decision marketing. (Fobes, 2012). current prescriptive marketing mix models are unlikely to predict successfully because of the following problems: 
i.  Make simplistic and unwarranted causal assumptions, 
ii. Make little or no use of the available descriptive knowledge,
iii.  Have no predictive track record, 
iv.  Be complex and are therefore unlike to ever predict.
Consumer marketing companies long ago adopted mix models as an accountability tool. The current conventional understanding of how advertising and promotion work and how spending should be allocated has been greatly determined by marketing mix models. Unfortunately, these models are fundamentally flawed in being biased to favor corrosive price promotion over brand-building advertising and to favor advertising cost efficiency over sales-growth effectiveness. Staff experts with a vested interest are loath to raise these issues, let alone acknowledge these flaws. To manage experts, it behooves CMOs to fully understand the flaws and business consequences of mix models.
First, mix models measure advertising and promotion effects only among total sales rather than among penetration versus repeat purchases. We have learned in more than 5,300 analyses of advertising and promotion that advertising invariably impacts only penetration purchases and not repeat purchases. A penetration purchase is measured as the first purchase of the brand in the measurement period, and in effect, represents a newly acquired customer. In contrast, repeat purchases are all purchases of a brand made by a customer after the penetration purchase. Measurement at the level of total sales dilutes the measured and effect by including all the repeat purchases. The more frequently purchased the product or service, the greater the dilution of the measured advertising effect by including repeat sales. For example, for a product or service that is purchased two versus four times a year, the dilution will be 5% versus 75%. Second, mix models measure immediate effects within a single week with no linkage to any other weeks in order to capture the downstream consequences of the immediate effects. Mix models simply do not measure the longer-term, positive value of advertising. Instead, mix models only grossly estimate this value with an externally derived factor of 2X the immediate effect for the longer-term effect. Logic dictates the long-term value of slow versus fast repeating products simply cannot match this fixed value. With an understanding based only on correlation and not causality, we challenge mix modelers to rationally explain where their long-term factor comes from (whatever value it is) and by what mechanism or how it becomes actual, longer-term consumer purchases. 
At the same time, the longer-term negative consequences of price promotion are not measured. Two such negative consequences of frequent price promotion would be. pantry loading and training buyers to buy only on deal. Both cannibalize future full-margin sales. Marketers are mislead to think that they promotionally come out ahead with incremental sales and profits in spite of lower margins because mix models do not measure the longer-term negative consequences of cannibalized, future full- margin sales. 
As a result, mix models understate the value of advertising and overstate the value of price promotion, producing a systematic bias that favors price promotion over advertising. Since advertising is undervalued, mix models are also biased to favor the ROI of large cost differences (:15s vs. :30s, Cable vs. Network and fewer weeks of advertising). These efficiency measures reduce advertising  effects, misleading marketing managers to choose further spiraling reductions in advertising costs and advertising  effects. In effect, advertising  have efficiency-ed themselves into a low-growth position. 
2.6	ENHANCING CUSTOMER LOYALTY THROUGH EFFECTIVE BRANDING 
Increase in customer patronage can be achieved through enhancement of customer loyalty. Thus, is very important during the development of marketing plan to design a very good brand identity. Brand identity is an important issue of brand management as the brand continues to expand and diversify the customer felt that could be facing several different brand names, not a single. If any product without values arid principles are intended to be bound to a name, in the market place will not be defeated. This is why many companies have paid special attention to maintaining their brand  identity. Brand identity in its simplest form, is defined as: identity, comes out from a single source and by symbols, messages and etc. and passed to the product. If the product and associated experiences with it cross their paths, it is difficult to say that all the paths caused by the same brand source. Identity is the essence and authenticity of any brand. If a company wants to create a permanent image, must first create your own brand identity then, based on this identity, the messages that make up each brands image, will be published (Behabadi. Farshad, 2009). Importance of strong brands, providing a clear brand identity that is well defined and explained. (McCormack, Jay P. & Cagan, Jonathan, 2004). According to Aaker (2002), Brand identity provides a framework for the integration of the brand. Through the brand identity could be determined the investment opportunities, means to regulate the construct of expression, and ensures durability. The concept of the brand identity reminds us riot to take each sort of investment opportunities. A brand name may at first of their birth, has admission capacity of everything but the time, and symbols takes during this period, consequently provide boundaries, sense and scope for the brand. 
In short, its etymological meaning imposes limitations. Brand identity, banning certain investment situations and guarantees some others. Investment opportunities should be believable and desired position for the brand might be justifiable (Kapfer, zhon, 2006). Brand identity, a unique set of brand associations that the brand strategists want to create it. These associations indicate what brand it is, and that is a promise to customers. In fact, the basis and essence of branding is that companies should attempt to create brands which are strong and powerful, desirable and unique (Kostelijk, Erik., 2008). Kapfr believes that the concept of identity is formulated based on three qualities: durability, consistency, realism. Unlike brand image, identity doesn’t have prone to idealism, instability, and is seeking opportunities. 
 BRAND COMMITMENT 
The commitment refers to the sustainable tendency toward continuing the buying relationship with a company. The consumers tend to improve and maintain the emotional associations with which brand that results in their warm and enjoyable feeling. On the other hand, the consumers will have more powerful emotional belonging to the brand. The commitment can be divided into two components including emotional commitment and continuity. There is a significant relationship between emotional commitment and the brand name. This refers to the powerful personal feeling and emotional business commitment based on the identification and shared brand values. The emotional commitment refers to the deep belonging toward brand. In the continuity commitment, the customer will change the brand as he/she has week feeling toward it (Aysel, 2012). Commitment was defined as a psychological attachment to the brand and also has a close relationship with behavioral loyalty. Commitment leads that the customer express his/her defensive motivations and then these will result in high levels of commitment. 
There are several consumer behavior studies that examine the role of commitment in the adjustment of advertisement effects. The first effect of the commitment is that the behavior and cognition are resistant to change. The customer who define the concepts of commitment and attitude in the frame of behavioral and attitude commitment, they will have more resistant to change (Kishore et al., 2008).
Word of mouth communications refer to the extent in which a loyal customer informs his/her friends, coworkers, and relative about product or services that satisfies his/her needs. With regard to the relationship between customer satisfaction and word of mouth communications, some authors pointed out that the form and type of this relationship can be different in every level of customer satisfaction. Hart et al. (1990) indicated that unsatisfied customers transfer their bad experiences to potential customers. They also pointed out that the satisfied customers transfer their successful experiences to 6 ones. Additionally, the Fortune indicates that the results of different studies showed that the customers offer their positive experiences for 8 ones. One of the interpretations of this fact can be described by theory of asymmetric effects of positive and negative events. It can be claimed that the positive events create more powerful responses than negative ones in the especial circumstances. Based on theory of Tailor (1991), another reason of this is that the negative feelings and emotions are related to the act, but positive ones are related to the emotions and senses. Generally, it is more important for peoples that react the negative environment more than positive one. Also it can be indicated that most people’s have tendency to interpret the positive affairs more than negative one. 
Therefore, it can be concluded that the satisfied customers transfer their positive experiences to others more than unsatisfied ones (Solderlund, 1998). On the other hand, word of mouth communications refer to the informal communications that are transferred among society members about characteristics of a business or product (Christian and Tax, 2000). Also word of mouth communications refer to the discussion about products and services among peoples that are autonomous from the supplier company. These discussions can be done as two-way dialog among peoples or- a one-way suggestion. But the main point is that the discussion done among peoples and it is perceived that there is not any benefit from encouraging others to use products. Therefore, there is not any especial encouragement for creating trust on the product or services. The reason is that word of mouth communication encourages peoples to discuss about characteristics of the product or service through traditional marketing principle. All in all, the marketing efforts that be done through word of mouth communication is more effective than other methods of marketing. The main reason is that only 14% of the potential customers rely on the information that they receive from commercial advertisements. Also it is more attractive that 90% of the peoples rely on the information that they receive from their family, friends, or relatives about a product or service. 
Because they know that there is not any benefit for individuals who advertise the product or service. Word of mouth communications facilitate decision making for the receiver of the message. Because the best method of avoiding from works and doing them is that letting others to do them (Alire, 2007). It is the best method for encouraging others to doing works and accepting risk of the information collection and the product trial. In this method you do not have spent your time, pay money for informational resources, or undertake its risk. Therefore, the following conclusions can be resulted (Silverman, 2011):  
· Accelerating the desirable decisions is the best method for increasing benefits. 
·  Simplifying the decision making process is the best method for accelerating them. 
Therefore, it can be concluded that the best method of simplifying decisions is using word of mouth communications rather presenting confusing and unreliable information through advertisements, sale force, or other traditional marketing instruments. All in all, word of mouth communications play an important considerable role in the formation of consumers’ attitude and behavior influences it. The results of several studies indicate that the word of mouth communications have more effects on the customers in comparison to other sources such as suggestions or advertisements. The reason is that word of mouth communications offer more reliable information than other advertisement instruments. It is should be remembered that these communications be done in a face to face manner (Jalilvand and Samiei, 2012). The main idea in the word of mouth communications is that the information about products, services, shops, and companies can be distributed 
among consumers through these communications. In a comprehensive view, word of mouth communications include all of the information about the goal that is transferred from every individual to another. Based on the results of new studies, it is expected the likeable images have more positive effects on the word of mouth communications. The consumers will transfer the product to their friends and relatives if they love it (Rageh and Spinelli, 2012). 









CHAPTER THREE
RESEARCH METHODOLOGY 
3.1 RESEARCH DESIGN 
This research is a descriptive which emphasis on the effectiveness of branding as a marketing told for product identification in competitive market in Nigeria. It is carried act by the effectiveness of branding to royal sekinal hotel Nigeria. It is carried out by the effectiveness of branding to royal sekinal hotel Ilorin.
3.2 RESEARCH POPULATION 
Helix F.W (1952) defined population in a research in the entire object or subject under the investigation it is a collection of the individual, item wheiter of population or things that are to be observe in a given problem situation.
In its study the population is all royal sekinal hotel Nigeria limited. The population study refer to the work which the research wish to reach and collected extensive sampling of the data of the total population.
The population survey used its project is made up of the member of staff of royal sekinal hotel Nigeria limited thus population consist of both seminar and junior member of royal sekinal hotel Ilorin Nigeria limited. 
Population this is totality of people or things that are living in a particular area, which has some characteristic.
3.3 SAMPLING TECHNIQUES 
This is defining as the past of the population that subject on that segment that population that has been selected be representing the while population. The sampling techniques employed for its sample buy the whole population is divided into stratum, which have common characteristics. 
A sample is the specimen of the oral resultants information the case of total population. The determined of the size look at senior consideration the extent to which the sample can be after representative of the whole population.
In all, a total of at least five employee are used as sample size from the following department.
1. Marketing department 
2. Production department 
3. Personal department
4. Administration department
5. Account department
Sampling is the total number choose in a particular population. The sample must contain the material with the people that will give an answer to the questionnaire. Random sampling is the techniques used, because it is non based method and it gives all the respondent equal chance of been selected, for it is research work (150) one hundred fifty was the questionnaire given out to be answer by the customers but 130 was return completely and properly hilled. For it is research work 130 will be selected to be used throughout it is project.
3.4 DATA COLLECTION METHOD
Data used in carrying out this study was collected with the use of interview methods questionnaire so also review of textbook written on the subject matter.
Interview method was using as the customer of royal sekinal hotel Ilorin were interview on what effect does the brand design has to them. Questionnaire was also administrated in order to reach customer which are not available so as to know their opinion. The questionnaire was also used in order to make it easy for respondent to answer the various question and also to obtain reliable responses from the respondent. Also some textbooks as well as journal were used in the course of carrying out this study.
3.5 DATA PRESENTATION AND ANALYSIS METHOD
The study subjects included member of staff of royal sekinal hotel Ilorin Nigeria.
A total of one hundred (100) question were distributed to the subject but only sixty (60) filled returned.
The data collected by the research in its research work were presented tables and analyzed by classifying all information in rooms and column for easier unending.
Beside a sample percentage was also used in analyzed the data collection for easy interpretation and understanding i.e the response received he questionnaire distribution were expressed in percentage used as based which help in through understanding of the research work. 
  

    
    




CHAPTER FOUR 
4.0 INTRODUCTION 
This chapter present and analyze the various data collected for the purpose of the research work. The findings were based on the responses from the respondents through the use of questionnaires completed and returned. 
As explained in the last chapter, ninety (90) copies of the 
questionnaire were successfully completed and returned and thus will be used for the analysis in this chapter. 
4.1 HISTORICAL BACKGROUND OF CASE STUDY 
Royal Sekinah Hotel is located in the heart of the historic centre of Ilorin in an extremely characteristic and quiet area. This hotel is located at Ajase - ipo road opposite NNPC mega station, Offa Garage Road, Kwara state. 
Royal Sekinah Hotel, Ilorin was established in 2009 and since has been offering many life enhancement services to the people of Ilorin and visitors to the city at large. The hotel locally can be categorizes among the five star hotels in Nigeria, while, internationally, the hotel renders world class facilities similar to the services being rendered by three star hotels. 
The Hotel, offers a variety of services which include the 
following: 
· Dry cleaning and laundry 
· 24-hour Room Service 
· Wireless internet in rooms 
· Meetings and Events 
· VIP lounge 
· Fitness Gym
· Bar & Restaurant 
· Night Club 
· Swimming Pool 
Royal Sekinah Hotel, Ilorin also offers a variety of exciting, luxury and affordable packages including weekend leisure breaks, Party events, corporate Christmas party packages, luxury suite deals and host of other packages. The hotel has recently become a tourist destination in Ilorin because of the pivoted position and the attractiveness of the hotel to any visitor to Ilorin land. 

The Hotel is surrounded by the extraordinary beauty of buildings and monuments which, are unique to this city. On entering this exclusive hotel in Ilorin, you will immediately sense its special atmosphere as being one of warmth and intimacy, relaxation and charm. 
An atmosphere that makes you feel’ at home, with each detail passionately chosen and each room deserving a visit, not to mention our personal attention offered to each guest. 
Its style recalls that of the ancient inns of times past when we were young, where European aristocrats stayed while discovering the beauty and artistic mysteries on offer in Nigeria. 
Flooring in stone or terracotta, stone arches, antique furniture and priceless, artistic furnishing accessories characterize the many Suites available to guests wishing to read or relax in the company of others. 
Some of our facilities include luxury rooms and suites, ample parking and a beautiful garden, restaurant, in house bar, internet access, laundry, swimming pool and royal bar. For ‘a truly unforgettable experience, in lavish comfort and uninterrupted privacy, experience the ultimate comfort and pleasure you can always make use of its excellent service and attractive rooms at Royal Shekinah Grand Suite Hotel. 




4.2 DATA PRESENTATION AND ANALYSIS
TABLE 4.1 SEX OF RESPONDENTS 
	GENDER 
	FREQUENCY 
	PERCENTAGE 

	Male 
	40 
	44.44 

	Female 
	50 
	55.56 

	TOTAL 
	90 
	100% 


Source: Researcher’s Survey, 2017 
Table 4.1 shows that 40 respondents representing 44.44% of the total respondents were male while 50 respondents representing 55.56% of the total respondents were female. 
TABLE 4.2: AGE OF RESPONDENT 
	GENDER 
	FREQUENCY 
	PERCENTAGE 

	Less than 20
	28
	31.11 

	20-25 
	43 
	47.78 

	26 and above
	19 
	21.11 

	TOTAL 
	90
	100%


Source: Researcher’s Survey, 2017 
 Table 4.2 shows that 28 respondents representing 31.11% of the total respondents were less than 20 years old, also, 43 respondents representing 47.78% of the total respondents were between the age of 20-25 while 19 respondents representing 21.11% of the total respondents were 26 and above
TABLE 4.3: MARITAL STATUS OF RESPONDENTS 
	GENDER 
	FREQUENCY 
	PERCENTAGE 

	Single 
	65 
	72.22

	Married  
	25 
	27.78 

	Others
	- 
	- 

	TOTAL
	90
	100%


Source: Researcher’s Survey, 2017 
Table 4.3 shows that 65 respondents representing 72.22% of the total respondents were Single while 25 respondents representing 27.78% of the total respondents were Married. No respondent indicate other status. 
TABLE 4.4: DID YOU HAVE ANY PREFERENCE FOR A BRAND? 
	RESPONDENTS 
	FREQUENCY 
	PERCENTAGE % 

	Yes 
	60 
	66.67 

	Partially 
	-
	-

	No 
	30 
	33.33 

	TOTAL 
	90 
	100%


Source: Researcher’s Survey, 2017 
Table 4.4 shows that 60 respondents representing 66.67% of the total respondents contacted responded “Yes” to the question and therefore believe that they have preference for a brand. No respondent indicate partially to the question while 30 respondents representing 33.33% of the total respondents contacted responded “No” to the posed question. 
TABLE 4.5: DID YOU USE BRAND NAME TO IDENTIFY YOUR CHOICE OF PRODUCTS? 
	RESPONDENTS 
	FREQUENCY 
	PERCENTAGE % 

	Yes 
	60 
	66.67 

	Partially 
	-
	-

	No 
	30 
	33.33 

	TOTAL 
	90 
	100%


Source: Researcher’s Survey, 2017 
Table 4.5 shows that 60 respondents representing 66.67% of the total respondents contacted responded “Yes” to the question and therefore believe that they use brand name to identify their choice of products. No respondent indicate partially to the question while 30 respondents representing 33.33% of the total respondents contacted responded “No” to the posed question. 
TABLE 4.6: ARE YOU LOYAL TO ANY BRAND WHEN IT COMES TO THE PURCHASE OF HOSPITALITY PRODUCTS? 
	RESPONDENTS 
	FREQUENCY 
	PERCENTAGE % 

	Yes 
	65 
	72.22 

	Partially 
	
	

	No 
	25 
	27.78 

	TOTAL 
	90 
	100% 


Source: Researcher’s Survey, 2017 
Table 4.6 shows that 45 respondents representing 90% of the total respondents contacted responded “Yes” to the question and therefore believe that they are loyal to some brand when it comes to the purchase of hospitality products. No respondent indicate Partially to the question while 10 respondents representing 20% of the total respondents contacted responded “No” to the posed question.
TABLE 4.7: WHAT FACTORS DID YOU NORMALLY USE IN DIFFERENTIATING SIMILAR HOTELS THAT YOU VISIT? 
	RESPONDENTS 
	FREQUENCY 
	PERCENTAGE % 

	Brand Name 
	28 
	31.11 

	Product Package 
	16 
	17.78 

	Company Logo 
	13 
	14.44 

	Hotel Color 
	23 
	25.56 

	Others 
	10 
	12.11 

	TOTAL 
	90 
	100% 


Source: Researcher’s Survey, 2017
Table 4.7 shows that 28 respondents representing 31.11% of the total respondents opined that they use Brand Name for Hotel differentiation, 16 respondents representing 17.78% of the total respondent opined that they use Product Package, 13 respondents representing 14.44% of the total respondent opined that they use Company Logo, 23 respondents representing 25.56% of the total respondent opined that they use Hotel Colour while only 10 respondents representing 11.11% of the total respondents contacted indicated that they use other means for Hotel differentiation. 
TABLE 4.8: HOW OFTEN DID YOU CHANGE BRAND? 
	RESPONDENTS 
	FREQUENCY 
	PERCENTAGE% 

	Very often 
	10 
	11.11 

	Frequently 
	25 
	27.78 

	Not frequently 
	55 
	61.11 

	TOTAL 
	90 
	100% 


Source: Researcher’s Survey, 2017
Table 4.8 shows that 10 respondents representing 11.1 1% of the total respondents contacted responded Very often to the question and therefore believe that they change brand “Very Often”, 25 respondents representing 27.78% of the tta1 respondents also responded “Frequently” while 55 respondents representing 61.11% of the total respondents contacted responded “Not frequently” to the posed question. It is therefore generally inferred that majority of people don’t frequently change their brand.
TABLE 4.9: IS YOUR LOYALTY AFFECTED BY BRAND NAMES? 
	RESPONDENTS 
	FREQUENCY 
	PERCENTAGE % 

	Yes 
	60 
	66.67 

	Partially 
	-
	-

	No 
	30 
	33.33 

	TOTAL 
	90 
	100% 


Source: Researcher’s Survey, 2017
Table 4.9 shows that 60 respondents representing 66.67% of the total respondents contacted responded “Yes” to the question and therefore believe that their loyalty is being affected by brand names. No respondents contacted responded “Partially” to the question while 30 respondents representing 33.33% of the total respondents contacted responded “No” to the posed question. 

TABLE 4.10: WHAT FEATURE OF THE HOTEL BRAND MAKE 
YOU TO BE MORE LOYAL TO IT THAN OTHER HOTELS? 
	RESPONDENTS 
	FREQUENCY 
	PERCENTAGE % 

	Attribute  
	15 
	16.67 

	Benefit 
	13 
	14.44 

	Value 
	17 
	18.89 

	All of the above 
	45 
	50.00 

	TOTAL 
	90 
	100 %


Source: Researcher’s Survey, 2017
Table 4.10 shows that 15 respondents representing 16.67% of the total respondents contacted chooses attribute as the most desired feature, 13 respondents representing 14.44% of the total respondents contacted chooses benefit as the most desired feature, 17 respondents representing 18.89% of the total respondents contacted chooses value as the most desired feature while 45 respondents representing 50% of the total respondents contacted chooses all of the above. 
TABLE 4.11: IF A COMPANY CHOOSES TO CHANGE YOUR PREFERRED BRAND, WILL YOU STILL BE LOYAL TO THE FIRMS’ PRODUCTS? 
	RESPONDENTS 
	FREQUENCY 
	PERCENTAGE % 

	Yes 
	60 
	66.67 

	Partially 
	-
	- 

	No 
	30 
	33.33 

	TOTAL 
	90 
	100% 


Source: Researcher’s Survey, 2017
Table 4.11 shows that 60 respondents representing 66.67% 
of the total respondents contacted responded “Yes” to the question and therefore believe that if a company chooses to change their preferred brand, they will still be loyal to the firms’ products. No respondents contacted responded “Partially” to the question while 30 respondents representing 33.33% of the total respondents contacted responded “No” to the posed question.
 
TABLE 4.12: DOES THE HOTEL BRAND NAME, COLOR. AND PACKAGE INFLUENCE YOUR DECISION TO BUY? 
	RESPONDENTS 
	FREQUENCY 
	PERCENTAGE % 

	Yes 
	50 
	55.56 

	Partially 
	25 
	27.78 

	No 
	15 
	16.66 

	TOTAL 
	50 
	100% 


Source: Researcher’s Survey, 2017
Table 4.12 shows that 50 respondents representing 55.56% of the total respondents contacted responded “Yes” to the question and therefore believe that the hotel brand name color and package influence their  decision to buy. Also, 25 respondents representing 27.78% of the total respondents contacted responded “Partially” to the question while 15 respondents representing 16.66% of the total respondents contacted responded “No” to the posed question. 
4.3 DISCUSSION OF RESULT 
All in all, the results of this study confirm all of the research analysis and proven that there are also significant relationship between branding and customer loyalty in this organization. As a result, it can be said that brand identity is one of the most important instruments for enhancing customer loyalty 
The results presented above also shows that customer satisfaction, loyalty, and commitment are the main mediating factors of trust, brand image and colour that have significant positive effect of brand identity on the customer loyalty and brand identity as an image for consumer, it is suggested that hospitality industries should consider this relationship and communicate a direct relationship between brand name and their services. 









CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS 
5.1 SUMMERY OF FINDINGS 
As started in chapter one, the study is aimed at assessing branding and customer loyalty on marketing hospitality products in Nigeria. 
From the result of the empherical table conducted and analyzed in the last chapter, the researcher hereby summarizes as follows: Today, branding is such a strong force that hardly anything goes unbranded. The hospitality industry wider study shows that branding is a key factor in order to encourage customer loyalty. 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. 
Finally, the researcher also discovered that branding influence the buying decision and most consumers patronizing the hospitality industry usually have high emotional inclinations to hotels that present high class branding. 
5.2 CONCLUSION 
The main theme of the study is to assess branding and customer loyalty on marketing hospitality products in Nigeria. From the study it can be concluded that consumers actually and consciously engaged in brand identification. It was also discovered that the consumer buying decision is influenced by branding. 
Furthermore, there are some measure or factors to be considered in branding of a product especially in the hospitality industry. The researcher therefore concluded that for a continues loyalty development in the sector, hotels should engage in efficient brand marketing in order to maintain their price and at the same time have successful product market acceptance for their products. 
It is strongly believed that the success of any hospitality product depends on how its brand life spam is managed by the companies. In fact, this only provided through effective brand management.  
Conclusively, the results of brand management conducted 
in Royal Sekinah Hotel Limited, Ilorin shows a positive trend in relationship between effective branding and customer loyalty. The result also shows an increase in sales, volume increase in product market share and subsequently higher profits in the hotel. 
5.3 RECOMMENDATIONS 
In the course of the study, the researcher would like to make the following recommendations to hospitality industry, marketers and consumers of the goods: 
In development of the brand name, Hospitality Industry should ensure that the brand should convey the Attribute benefits, value, culture and personality. 
The marketers of these products must decide at which level(s) to anchor the brands identity one mistake would be to promote only attributes. But the buyer is not interested in attributes and in benefits. 
Hospitality Industry should ensure that their competitors should not easily copy their attributes. This can be ensured by continue advertising of the attributes to the notice of the general public Hospitality Industry should carefully choose brand names to use for their product. The brand name should have the following: 
1.  It should suggest about the present benefit 
2.  It should suggest product qualities such as action or color 
3.  It should be easy to pronounce, recognize and remember. 
Consumers are also strongly advice to be loyal to product names in the hospitality industry in which they feel meet up to their expected standard. 
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