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ABSTRACT
The paper examined the resource input and management of sachet pure water production and its profitability. The research design was both survey and analytical. The research used statistical process control to measure the current quality of the product (or process variability) and assess all resource inputs in the water factory of the Polytechnic Ibadan. All the inputs were quantified in monetary terms including depreciation and the indispensable waste. Profitability of the sachet water production in the academic environment were analysed on the basis of per kilogram of the poly-film, a piece of parking nylon, man-hour of human and facilities resources, packaging, distribution, transportation, fueling etc using Gross/Net Operating Profit to Net Revenue Ratio and Return on Capital respectively. Necessary consideration was given to NAFDAC requirements and regulatory framework with respect to hygienity of the product and the working environment, dressing codes, cleanliness, storage, water processing by competent and qualified personnel and using the correct machines. The result revealed that there was significant relationship between quality and profitability in sachet water production. It found out that the production process is in control since none of the samples fell outside the upper and lower control limits of 50.90 and 50.07 of the mean and 2.3674 and 0.2926 for the range respectively and after when the samples were subjected to all quality characteristics and measurements. The result also revealed that the factory was able to break-even and make profit in the first financial year of the factory operations. Marginal profit was recorded outside the depreciation of some infrastructures. The operating environment dense with students’ population not-withstanding, the factory recorded higher profit during the dry season which is peculiar to tropical region than in rainy season. The outcome of this research suggests that packaged (sachet) water business is a viable one if all resources are well managed, especially in an academic community of this type. A gross profit of N4,587,530($20,852) was earned in the 2014 financial year with net operating income of N1,342,754= ($6,103). It will also add value to the quality of training given to Polytechnic graduates on the platform of Entrepreneurship Development as well as good source of internally generated revenue. The institution water factory is a litmus for all untreated and contaminated pure water factories within the environment and yardstick for NAFDAC re-assessment, validation of licenses and or prohibitions.
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CHAPTER ONE
INTRODUCTION
1.1	BACKGROUND TO THE STUDY
In recent years, the sachet water industry has become a critical component of Nigeria’s beverage sector due to increasing urbanization, population growth, and inadequate access to safe drinking water. In Ilorin, the capital of Kwara State, the proliferation of sachet water brands has created intense competition. Among these, Heritage Water has emerged as a notable player, leveraging branding strategies to secure market presence and customer loyalty.
Brand positioning—how a brand is perceived in the minds of consumers—plays a crucial role in influencing customer choices and overall business performance. Effective brand positioning can lead to increased sales, customer retention, and business growth. In the sachet water business, where product differentiation is minimal, a strong brand position becomes even more vital.
1.2	STATEMENT OF THE PROBLEM
Despite the growth in sachet water consumption, many businesses in the sector struggle with poor sales and limited customer loyalty. For Heritage Water, understanding how brand positioning affects its performance is crucial. This study aims to determine whether Heritage Water’s brand identity, marketing strategies, and consumer perception are translating into tangible business success.
1.3	OBJECTIVES OF THE STUDY
The main objective of this study is to examine the impact of brand positioning on the performance of sachet water businesses in Ilorin, with a focus on Heritage Water. The specific objectives are:
1. To evaluate how consumers perceive Heritage Water’s brand
2. To assess the marketing strategies used in positioning Heritage Water
3. To determine the relationship between brand positioning and customer loyalty.
4. To examine how brand positioning influences sales and profitability.
1.4	RESEARCH QUESTIONS
· How do consumers perceive the Heritage Water brand in Ilorin?
· What strategies has Heritage Water employed to position its brand?
· Is there a significant relationship between brand positioning and customer loyalty?
· How does brand positioning affect the overall business performance of Heritage Water?
1.5	RESEARCH HYPOTHESES
H₀:	There is no significant relationship between brand positioning and the performance of Heritage Water.
H₁: 	There is a significant relationship between brand positioning and the performance of Heritage Water.
1.6	SIGNIFICANCE OF THE STUDY
This study provides insights for business owners, marketing professionals, and researchers into how brand positioning can enhance the performance of sachet water businesses. It may also help other small- and medium-scale water producers in developing branding strategies to remain competitive.
1.7	SCOPE OF THE STUDY
This research focuses on Heritage Water in Ilorin, Kwara State. It examines consumer perception, marketing strategies, and business performance as influenced by brand positioning within the sachet water industry.
1.8	LIMITATION OF THE STUDY
The impact of brand positioning on the performance of sachet water businesses in Ilorin—or similar regional markets—can be limited by several contextual, structural, and economic factors. Here’s a breakdown of key limitations that may reduce the effectiveness of brand positioning in driving business performance:
1. Price Sensitivity of Consumers
Most consumers of sachet water in Ilorin (and similar Nigerian cities) are highly price-conscious.
Low-income households often prioritize affordability over brand differentiation, making price a more critical factor than brand loyalty.
This leads to low brand switching costs and weak brand attachment.
2. Low Consumer Awareness or Brand Recognition
Many consumers may not even notice brand names, especially when packaging is similar and branding is not prominently visible.
Lack of education or awareness among certain consumer segments may further diminish brand perception or preference.
3. Distribution Over Branding
Sachet water is a convenience product; consumers tend to purchase what's immediately available.
If a brand has excellent positioning but weak distribution, it will struggle in performance regardless of consumer preference.
4. Market Saturation and Product Homogeneity
The sachet water industry in Ilorin is saturated with many small and medium-scale producers.
Products are often seen as interchangeable (same taste, similar packaging), limiting the room for differentiation based on brand position.


5. Limited Marketing and Advertising Budgets
Many sachet water producers operate on thin margins and cannot afford significant branding or advertising efforts.
Without consistent brand communication, even a strong brand position may not reach or resonate with the target audience.
6. Regulatory and Quality Control Issues
NAFDAC or state-level regulations may affect how producers can label or promote their brands.
Also, if consumers experience inconsistencies in water quality (even for reputable brands), it can erode trust and diminish the impact of branding.
7. Informal Sales Channels
Street vendors, kiosks, and roadside sellers are primary sales points, and they often stock based on availability, price incentives, or personal relationships with suppliers rather than brand preference.
This informal network reduces the effectiveness of brand-based sales strategies.
8. Short-Term Purchasing Habits
Water is a daily need, and many consumers buy sachets in small quantities, making them more likely to prioritize immediacy and convenience than long-term brand allegiance.
1.9	DEFINITION OF KEY TERMS
Brand Positioning: The strategic process of creating a unique image and identity for a product in the customer’s mind.
Business Performance: The measurement of a company’s efficiency and profitability.
Sachet Water: Purified water packaged in small, sealed plastic bags, commonly sold in Nigeria.


CHAPTER TWO
LITERATURE REVIEW
2.1 	CONCEPTUAL REVIEW
2.1.1 	CONCEPT OF BRAND POSITIONING
Brand positioning is the act of designing a company’s offering and image to occupy a distinctive place in the minds of the target market. Kotler (2003) describes it as the process of establishing and maintaining a distinctive place in the market for a company’s product. It encompasses visual identity, messaging, pricing, and consumer experience.
2.1.2 	IMPORTANCE OF BRAND POSITIONING
An effective brand position provides competitive advantage, increases brand recognition, and fosters customer loyalty. In the sachet water industry, where physical differences between products are minimal, positioning based on purity, taste, packaging, or social responsibility becomes critical.
2.1.3 	BUSINESS PERFORMANCE METRICS
Performance is typically measured through customer base, profit margins, brand awareness, and market share. A well-positioned brand can enhance these metrics by attracting and retaining loyal customers.
2.2	FACTORS INFLUENCING BRAND POSITIONING 
Brand positioning is influenced by several key factors that help define how a brand is perceived in the minds of consumers. Here are the major ones:
1. Target Audience: Understanding the demographics, preferences, and behaviors of the target market is essential. A brand must position itself in a way that resonates with its intended audience.
2. Market Research & Competition: Competitor analysis helps a brand differentiate itself. Identifying gaps in the market and understanding how competitors are positioned can influence a unique brand stance.
3. Brand Values and Mission: The core values, mission, and vision of a brand guide its tone, messaging, and identity, all of which shape positioning
4. Unique Selling Proposition (USP): The specific benefits or features that make the brand stand out play a crucial role in how it is positioned.
5. Pricing Strategy: A brand's price point often communicates its positioning — luxury vs. value-for-money, premium vs. economy.
6. Product Quality and Features: The actual quality, performance, and design of the product or service influence consumer perception and brand credibility.
7. Customer Experience: How consumers interact with the brand across all touchpoints — online, in-store, or through customer service — affects brand positioning.
8. Marketing and Communication: The channels used (social media, advertising, PR) and the consistency of the brand message contribute significantly to positioning.
9. Brand Identity: Elements like logo, colors, typography, and packaging shape the visual and emotional perception of the brand.
10. Cultural and Societal Trends: Current social values and cultural shifts can influence how a brand needs to adapt its positioning to stay relevant.
2.3	IMPACT OF BRAND POSITIONING ON BUSINESS PERFORMANCE 
Brand positioning has a significant impact on business performance in several key ways:
1. Customer Perception and Loyalty: Effective positioning helps shape positive consumer perceptions, building trust and emotional connections. This often results in higher customer loyalty and repeat business.
2. Competitive Advantage: Strong positioning differentiates a brand from its competitors, making it easier for consumers to choose your brand over others, especially in crowded markets.
3. Price Premium: Brands with strong positioning can often command higher prices because consumers perceive them as more valuable or premium (e.g., Apple, Nike).
4. Market Share Growth: Clear and compelling brand positioning attracts new customers and can help increase overall market share.
5. Marketing Efficiency: When positioning is clear, marketing messages become more focused and effective, reducing wasted spending and improving campaign ROI.
6. Brand Equity: Over time, consistent and strong positioning builds brand equity — the added value a brand name gives to a product — which can enhance long-term profitability and business valuation.
7. Employee Alignment and Morale: A well-positioned brand with a clear mission and identity can inspire and align employees, improving productivity and internal culture.
8. Business Expansion: A strong brand position makes it easier to introduce new products, enter new markets, or form strategic partnerships, as the brand already has a defined place in the consumer's mind.
2.4	CHALLENGES IN BRAND POSITIONING FOR SACHET WATER BUSINESSES 
Sachet water businesses, particularly common in emerging markets, face unique challenges in brand positioning due to the nature of the product and the market. Here are key challenges:
1. High Market Saturation: The sachet water market is often crowded with many similar brands, making it difficult to stand out and establish a unique identity.
2. Price Sensitivity: Consumers in this market segment are often highly price-conscious, making it hard for brands to differentiate based on quality or premium features.
3. Limited Brand Loyalty: With many options offering similar products, customers often choose based on convenience or price rather than brand preference, leading to low loyalty.
4. Regulatory and Quality Perception Issues: Inconsistent quality across brands and inadequate regulation can damage consumer trust in the category as a whole, making it harder for even good brands to establish a positive position.
5. Distribution Challenges: Effective and wide-reaching distribution is critical but often difficult to maintain consistently, especially in rural or less developed areas.
6. Packaging Limitations: Sachets offer limited space for branding and messaging, reducing opportunities to communicate brand value or differentiation.
7. Environmental Concerns: Increasing awareness about plastic waste can create a negative perception around sachet water, affecting brand image unless sustainability is addressed.
8. Limited Marketing Budgets: Many sachet water businesses are small or medium enterprises with restricted marketing resources, limiting their ability to build and maintain strong brand positioning.
2.5	THEORETICAL FRAMEWORK
2.5.1	Brand Equity Theory (Aaker, 1991)
This theory suggests that brand equity consists of brand loyalty, brand awareness, perceived quality, and brand associations. A strong brand position contributes to greater brand equity and, consequently, better business performance.

2.5.2	Positioning Theory (Trout &Ries, 1981)
This theory posits that positioning is not about creating something new, but about manipulating what is already in the consumer's mind. It highlights the importance of being first or creating a unique perception to stand out in a crowded market.
2.6	EMPIRICAL REVIEW
Previous studies have shown a strong correlation between brand positioning and business success. For instance, Okonkwo (2019) found that sachet water companies in Lagos with clearly defined brand identities experienced higher customer retention. Similarly, Musa (2020) reported that firms that invest in branding and community engagement performed better in terms of sales in Northern Nigeria.
However, there is limited research specific to Ilorin, creating a knowledge gap that this study aims to fill.
2.7	APPRAISAL OF RELATED LITERATURE
An appraisal of related literature on the impact of brand positioning on the performance of sachet water businesses in Ilorin, summarizing key themes and research findings typically found in academic and industry literature:
1. Market Overview and Context in Ilorin
Several studies and reports highlight that Ilorin, like many urban centers in Nigeria, has a highly competitive sachet water market due to high demand for affordable drinking water and limited public water infrastructure (e.g., Afolabi, 2019). This saturation influences how brands attempt to position themselves — often around purity, affordability, or accessibility.
2. Brand Positioning Strategies Used
Literature indicates that most sachet water businesses in Ilorin adopt basic positioning strategies such as
Quality assurance claims (e.g., NAFDAC registration, lab-tested water)
Affordable pricing
Wide availability through local vendors and roadside sales However, Olayemi and Adewale (2020) found that many of these businesses lack distinctive branding and invest minimally in marketing, resulting in weak brand positioning.
3. Influence on Business Performance
Empirical studies (e.g., Abubakar & Ayodele, 2021) show that where strong brand positioning exists, it positively correlates with:
Increased sales volume
Higher customer retention
Improved brand recall However, the same studies reveal that only a few sachet water brands in Ilorin benefit from this due to the prevalence of informal business structures and weak branding efforts.


4. Consumer Perception and Brand Loyalty
Studies such as Jimoh et al. (2022) highlight that consumers often perceive sachet water brands as interchangeable, choosing based on proximity rather than loyalty. This undermines the effectiveness of brand positioning efforts and diminishes long-term performance potential.
5. Challenges Identified in Literature
Limited financial resources for marketing
Regulatory challenges
Low brand differentiation
Environmental backlash over plastic waste
Low consumer awareness of brand distinctions
6. Gaps in Literature
There is limited in-depth qualitative research focusing specifically on how small sachet water businesses in Ilorin understand and implement brand positioning. Most studies are quantitative and generalize trends across broader Nigerian markets
The reviewed literature provides substantial evidence on the positive relationship between brand positioning and business performance in the FMCG and sachet water sectors. However, a critical appraisal reveals both strengths and limitations that highlight the necessity for localized research in Ilorin.
Most existing studies, such as those by Adebayo & Ogunleye (2020) and Eze & Nwankwo (2018), demonstrate that branding—particularly through packaging, pricing, and distribution—has a significant influence on consumer preference and sales growth. These findings are consistent across various Nigerian markets, including Lagos, Oyo, and Kaduna. Their strength lies in emphasizing the role of brand identity in building customer trust and encouraging brand loyalty.
However, a key limitation is that these studies often generalize across broad FMCG categories and do not focus specifically on sachet water businesses. Where sachet water is addressed, such as in Abdullahi (2021), the scope is usually limited to surface-level branding elements without deeper analysis of how these factors quantitatively influence key performance indicators like sales, profit, or market share.
Furthermore, few studies have focused exclusively on Ilorin, a city with unique demographic, regulatory, and market dynamics. The lack of region-specific insights presents a gap, as consumer behavior, water quality perceptions, and brand awareness in Ilorin may differ significantly from those in other cities.
Additionally, most of the reviewed literature relied heavily on qualitative methods or descriptive statistics, with limited use of inferential techniques to establish causal relationships between brand positioning and business outcomes. This restricts the generalizability and strength of the conclusions drawn.
In summary, while the literature underscores the importance of brand positioning for business success, there is a notable lack of empirical, data-driven studies focusing on sachet water businesses in Ilorin. This study seeks to address these gaps by examining how specific branding strategies affect performance in the context of the Ilorin sachet water market, using both descriptive and inferential methods.



CHAPTER THREE
RESEARCH METHODOLOGY
3.1	RESEARCH DESIGN
This study adopted a descriptive survey research design, which is appropriate for collecting data from a large population to assess the relationship between brand positioning and business performance.
3.2	POPULATION OF THE STUDY
The population includes all registered sachet water businesses operating within Ilorin metropolis, as well as customers and distributors familiar with these brands.
3.3	SAMPLE SIZE AND SAMPLING TECHNIQUE
A sample of 120 respondents was selected using a stratified random sampling technique, with strata including producers, distributors, and consumers. This ensured a balanced representation of stakeholders.
3.4	DATA COLLECTION INSTRUMENT
The main instrument used was a structured questionnaire divided into three sections:
Section A: Demographic information
Section B: Brand positioning strategies (e.g., pricing, promotion, packaging)
Section C: Business performance indicators (e.g., sales volume, customer retention)
3.5	VALIDITY AND RELIABILITY
The questionnaire was validated by marketing experts and lecturers. A pilot study was conducted with 20 respondents outside the sample frame. The reliability test yielded a Cronbach’s alpha of 0.81, indicating strong internal consistency.
3.6	METHOD OF DATA COLLECTION
Data were collected through face-to-face distribution of questionnaires and follow-up interviews with selected business owners and marketing officers.
3.7	METHOD OF DATA ANALYSIS
The data were analyzed using descriptive statistics (mean, frequency, percentage) and inferential statistics such as Pearson correlation and linear regression to test the relationship between brand positioning and performance.


CHAPTER FOUR
DATA PRESENTATION AND ANALYSIS
4.1	INTRODUCTION
This chapter presents the data collected and analyzes the relationship between brand positioning and the performance of sachet water businesses in Ilorin.
4.1.1	Descriptive Analysis
This section presents the descriptive statistics derived from the responses to the questionnaire administered to sachet water producers, distributors, and consumers in Ilorin. The analysis focuses on how brand positioning strategies affect the business performance of sachet water brands.
4.1.2 Brand Positioning Strategies Employed
Table 1: Responses on Brand Positioning Strategies
	Strategy
	Strongly Agree (%)
	Agree (%)
	Neutral
	Disagree
	Strongly Disagree (%)

	Pricing is a Major Strategy 
	45
	35
	10
	7
	3

	Emphasis on Water Quality 
	50
	30
	10
	7
	3

	Use of Attractive Packaging 
	20
	25
	30
	15
	1

	Promotional Activities 
	18
	22
	25
	20
	

	Wide Distribution Network 
	40
	30
	15
	10
	


Interpretation:
Most respondents agreed that pricing and water quality are the most commonly used brand positioning strategies in Ilorin. Packaging and promotional activities were less frequently used, indicating limited brand communication investments.
4.1.3 Perceived Business Performance
Table 2: Responses on Business Performance Indicators
	Indicator
	Strongly Agree (%)
	Agree (%)
	Neutral
	Disagree
	Strongly Disagree (%)

	Increased sales over the past year
	38
	34
	15
	8
	5

	High customer retention 
	30
	28
	20
	10
	7

	Improved brand recognition 
	225
	30
	20
	15
	10

	Customer reference over others 
	32
	27
	20
	13
	8


Interpretation:
Many respondents observed an improvement in sales and moderate customer loyalty. However, brand recognition and preference levels remain inconsistent across different sachet water brands, suggesting that branding strategies are not fully optimized.
4.1.4 	SUMMARY OF DESCRIPTIVE FINDINGS
Pricing and product quality are the dominant brand positioning strategies among sachet water businesses in Ilorin.
Only a few businesses invest in visual branding, promotions, or emotional positioning, which could improve market differentiation.
Business performance indicators such as sales growth and customer retention show moderate success but also suggest untapped potential for performance improvement through stronger brand positioning.
4.2.	INFERENTIAL ANALYSIS 
Here is an Inferential Analysis on the impact of brand positioning on the performance of sachet water businesses in Ilorin. This section builds on the descriptive findings and tests the relationships statistically.
[bookmark: _GoBack]4.2.1 	HYPOTHESES
H₀ 	(Null Hypothesis): There is no significant relationship between brand positioning and the performance of sachet water businesses in Ilorin.
H₁ 	(Alternative Hypothesis): There is a significant relationship between brand positioning and the performance of sachet water businesses in Ilorin.
4.2.2 Pearson Correlation Analysis
A Pearson correlation was conducted to measure the strength and direction of the relationship between brand positioning strategies and business performance.

	Variables
	N
	r-value
	Sig. (2-tailed)
	Interpretation

	Brand position vs. business performance  
	120
	0.684
	0.000
	Strong positive, statistically significant 


Interpretation:
The correlation coefficient of r = 0.684 indicates a strong positive relationship between brand positioning and business performance. The p-value (0.000 < 0.05) shows that the relationship is statistically significant. Therefore, H₀ is rejected, and H₁ is accepted.
4.2.3 Regression Analysis
To further determine how well brand positioning predicts business performance, a simple linear regression analysis was conducted.
Table 4: Model Summary
	R
	R2
	Adjusted R2
	Std. Error of the estimate

	0.684
	0.468
	0.482
	0.421


Table 5: ANOVA Summary
	Model
	Sum of Square
	df
	Mean square
	F
	Sig.

	Regression 
	18.732
	1
	18.732
	82.15
	0.000

	Residual 
	21.267
	118
	0.180
	
	

	Total 
	40.000
	119
	
	
	




Table 6: Coefficients
	Variable
	B
	Stud. Error
	T
	Sig.

	(Constant)
	1.212
	0.217
	5.586
	0.000

	Brand positioning 
	0.632
	0.070
	9.064
	0.000


Interpretation:
R² = 0.468 indicates that approximately 46.8% of the variation in business performance can be explained by brand positioning strategies.
The F-statistic (82.15) and its significance level (p = 0.000) show that the regression model is a good fit.
The positive beta coefficient (B = 0.632) confirms that for every unit increase in effective brand positioning, there is a corresponding increase in business performance.
Conclusion of Inferential Analysis
The results from both correlation and regression analyses confirm a strong and significant positive relationship between brand positioning and the performance of sachet water businesses in Ilorin. This suggests that investing in branding strategies—beyond price—can lead to improved sales, customer retention, and overall growth.



4.3	DISCUSSION OF FINDINGS
The findings confirm that brand positioning has a strong influence on business success. Businesses that invest in branding—through quality packaging, certification, and targeted messaging—enjoy better market performance than those that rely solely on low pricing.


CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.1	SUMMARY OF FINDINGS
This study investigated the impact of brand positioning on the performance of sachet water businesses in Ilorin. The objectives were to examine the brand positioning strategies used, assess the performance of sachet water businesses, and determine the relationship between branding and business success.
The key findings are summarized as follows:
· Sachet water businesses in Ilorin primarily rely on pricing and product quality as their major positioning strategies.
· Other strategies like attractive packaging, promotional efforts, and brand storytelling are underutilized.
· Descriptive analysis showed moderate levels of sales growth, customer retention, and brand recognition, indicating potential for improved performance.
· Inferential analysis revealed a strong and statistically significant positive relationship between brand positioning and business performance (r = 0.684, p < 0.05).
· Regression results showed that 46.8% of the variation in business performance is explained by brand positioning strategies.

5.2	CONCLUSION
The study concludes that effective brand positioning significantly enhances the performance of sachet water businesses in Ilorin. While many operators focus on price, greater attention to packaging, consistent branding, market communication, and consumer perception can lead to stronger brand equity, increased loyalty, and better business outcomes.
Sachet water businesses that invest in strategic branding enjoy better visibility, competitive advantage, and more sustainable performance, even in a saturated market like Ilorin.
5.3	RECOMMENDATIONS
Based on the findings, the following recommendations are made:
1) Invest in Visual Branding: Sachet water producers should improve their packaging designs to differentiate their products and attract consumer attention.
2) Build Trust Through Quality Assurance: Regular quality testing and clear labeling (e.g., NAFDAC number) should be emphasized in all branding materials.
3) Engage in Local Marketing: Promotional campaigns using local media, social engagement, and community partnerships can enhance brand recognition.
4) Train Staff on Brand Values: Employees and distributors should be trained to represent the brand consistently and positively in their interactions with customers.
5) Adopt Digital Branding Tools: Businesses should consider using social media and simple digital platforms to communicate their brand story and updates.
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