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ABSTRACT
	Branding as an effective tool for product differentiation (A case study of Dangote Flour Mills Asa-dam Road, Ilorin Kwara State).
The motive of this project on branding is to find out the reason why product should be branded. Also, the different method used to distinguish two substitutes from one another will be highlighted. Readers will be enlightened on why consumer are loyal to their preference. Also, it will be a source of knowledge for student who is studying in such particular field. It will also be great help to potential manufacturers in future because the marketer in the organization known why companies should brand their product. To carry out this research topic, branding as effective tools for product differentiation, it will be divided into five (5) stages or chapters. Chapter one, contains introduction, aims and objectives of the study, significance of the study, scope of the study and limitation and constrains of the study. Chapter two, it discusses about the literature review, the meaning of marketing, the scope of branding, rationale for branding, objectives of branding, use of branding and limitations of branding as a tool for product differentiation. Chapter three, it has the research methodology, research population and sample, research design, data collection of instruments, administration of instruments and methods of data analysis. Chapter four, it deals with data presentation analysis, brief history of Dangote Flour Mills Asa Dam Road, Ilorin Company, the company objective for product differentiation, techniques of differentiation employed by the company and advantages and disadvantages of branding as a tool of differentiation. Chapter five presents summary of findings, conclusion, recommendation, and reference.  



CHAPTER ONE
1.1   INTRODUCTIONS
        The duties performed by a company include the building of a unique brand name that will eventually fit a product for easy identification.
        A product is anything tangible that can be offered to a market for attention, acquisition use or consumption that can satisfy a want or need.
        Product process tangible and tangible attributes which include packaging service product also posses many characteristics which include quality, features, styling, branding and packaging.
        Branding can be defined as a process of using a particular names, signs, trade marks, symbols by manufacturers or producers for easy identification of their products from that of competition while brand is that part which can be visualized e.g. coke, 7up, thermocool etc. for easy identification of product which can be consumer or industrial product, branding is used as a unique form for instance flahs detergent powder, vogue toilet soap and canon photo copying machine each of them contain a unique symbol and sign which aid in differentiating product in the market.
        Packaging is an activity involved in designing and producing suitable container and wrapper of a product. This can be primary and secondary form.
        In a common consumer product e.g. Hi-clean scouring powder and flash blue detergent powder, the plastic container that house the scouring powder and the paper carton which contain flash scouring powder and flash detergent as secondary package.
        All those protection products from being damage and his appeal directly and indirectly to the consumer.
        Packaging is essential as promotional instrument to the producers and sellers consumer re-use packaging for example bourn vital paper packs are used by little kids to make many structures such as toy cars, toy lorries and toy game posts. Pronto wives for storing purposes.
        This study will be mostly concerned about how branding and packaging have been effective tools for product differentiation in marketing of consumer products.
        Marketing is defined by Philip Kotler (1988) as a social and management process by which individual and group obtains what they need and want through creating and exchanging products and value with others. Another definition says “marketing is the management process responsible for identifying, anticipate and satisfying consumers requirement predictability. Form this definition of marketing it is seen that it is only branding and packaging that consumer can recognize their loyal brand and as such they can make a repeat purchase for instance different colours of detergent package consumers to differentiate their choice and type and this form loyalty to that brand that eventually established and developed.
        Branding is very important and helps producer since:
i.            It encourages repeat purchase at lower cost to the producer
ii.          It develops loyal customers to that brand through repeat purchases.
iii.        It builds up corporate image of the organization
iv.         It leads to product identification and protection

1.1 STATEMENT TO THE PROBLEM
In any research work, certain problems are usually identified for the study to solve. It is the way a problem is defined that governs the ability of decision makes to search and identify appropriate solution. In this regard, below are the problem identified; 
· What are the problem consumers face in their choice of brand?
· How has branding and packaging been effective in marketing consumer product?
· Has there been any benefit that consumer and producer get from branding a product?
· Have branding and packaging not been considered to be ways of quality and of an advantage to the corporate image of product be identified and then compensated so that it could make repeat purchase. 
1.2 RESEARCH QUESTION
1.	Do branding and packaging influence your buying habit?
2.	Does branding and packaging add to the economic value of product?
3.	Does branding and packaging really differentiate of product?
4.	Is reputation of a company is built upon their branding and packaging style?
5.	Does branding and packaging add to cost of product?
6.	Do you purchase product because of its packaging?
1.3 OBJECTIVES TO THE STUDY
This research work will be useful for practical purpose by showing how the attributes to the products in relations to branding and packaging as an added quality can help in marketing product. Other purposes of the study are itemized below; 
1. To investigate and find out result whether packaging and branding help in differentiating consumer product in relation to flour mills manufacturing industries.
2. To know whether branding and packaging serve as a promotional instrument.
3. To carry out investigation on how consumer choose their brand and factors that influence their choice and how to treat the factors. 
4. To carry out investigation on the effect of branding and packaging in creating and stimulating repeat purchase.
5. To identify the brand of flour mills being used by Dangote flour mill industries.
1.4 RESEARCH HYPOTHESIS
	Ho: There is no significant relationship in the branding and packaging of products in respect to the product cost. 
	Hi: There is significant relationship in the brand and packaging products in respect to the product cost. 
1.5 SIGNIFICANCE OF THE STUDY 
Apart from the benefit, the researchers stand to gain from study. The study will be of greater benefit to the organization in question. 
This project relates to why it is necessary and worthwhile to undertake the study and the importance of if the consumer and producer of special product. 
Consumer needs to dictate their buying behaviors, the knowledge of branding and packaging of flour mills. One of the features of product is thus essential for the needs and wants of consumers by ordering for them to know their loyal products. 
Therefore, the study of branding and packaging as effective tools for product differentiation is important to consumer and also it enhances the producer success to satisfaction of consumer product. 
It is worthwhile to know the effectiveness of such products through a study such as this.    
1.6 SCOPE OF THE STUDY 
This study cannot cover all product that requires branding and packaging before an attempt is being made to limit this research to the study of flour mills in Dangote Flour Mill Industry Ilorin, Kwara State.  
1.7 DEFINITION OF THE TERMS
BRANDING: Is defined as a process of using particular name, sign, trade-marks symbol by manufacture or producer for easy identification of their product from that of other producer whose brand is that part which can vocalized. 
Recommendations
PACKAGING: Is defined as a group of activities in product planning that involves designing and producing of a product. Also is a process of creating design to stimulate consumer and for convenience purpose. 
PRODUCT: Is anything that can be offered to a market for attention, acquisition use or consumption that might satisfy a want or need. It includes; physical object, personal services, place, organization and ideals. 
MARKETING: Is defined as the society process by which individual or groups obtain what they want or needs through creating offering and exchanging product and services of value with other.
DIFFERENTIATION: This is different between two or more similar product in the market or in an organization that produce the some but different name, brand and package. 
TOOLS: These are the instrument use in differentiating of goods or product from one another in the market or organization. 














CHAPTER TWO
LITERATURE REVIEW 
2.1	CONCEPTUAL FRAME WORK 
	Marketing and management are the key operating words in marketing management. The understanding of the meaning of the key word is a pre-requisite to the understanding of marketing management. We shall therefore take time to explain it. 
	Several definitions have been advanced for marketing by authors with different background and at various times. 
	Rosenberg (1977) defined marketing as a matching process based on goods and capabilities, by which a producer provides a marketing mix (product, price, place and promotion), that meet consumer needs within the limits of society.
	Also, Kotler (2006), sees marketing as a societal process by which individual and groups obtain what they need and want through creating offerings and freely exchanging products and services of value with others.
	More so, marketing is the process of focusing the resources and objective of an organization on environmental opportunities and needs. The first and most fundamental fact about marketing is that, it is a universal discipline. 
	Marketing is a set of concepts, tools, theories, practices, producers and experience. Together, these elements constitute a teachable and learnable body of marketing knowledge. Although, marketing is universal, marketing practice of course varies from country to country. Each person is unique and country is unique, this reality of difference means that we cannot always directly apply experience from one country to another. 

RATIONALE FOR BRANDING 
Many people frequently misuse the term “brand” interchanging it with advertising, marketing, naming or design. These improper applications have caused much confusion as to what branding is and how it works, business consultancies marketing companies, advertising agencies, public relation firms and graphics or web design studios each define brand within their own frame of reference and expertise. As such “branding” has become a bit of a buzz word. But, what does it really mean and how does it work? Where did all start and how can it create value? To benefit from the effects of branding, a common understanding of brand must first be established,
According to the Morris Dictionary of word and phrase origins; “Branding or trademarks”.
The practice of branding animals for the purpose of identification is so old that its exact origins are unknown. We do know, however, that brands were first used in humans, criminal and slaves. According to the oxford dictionary, the practice of branding animals to indicate ownership was well established in England before shake spear” time and the term trademark for the word or symbol chosen by a manufacturer to identify and distinguish his product was in use before 1838. Official registration of trademarks by the U.S patent office did not begin, however, until 1870.

OBJECTIVE OF BRANDING 
	Critical to effective brand management is the clear definition of the brand’s audience and the objective that the brand needs to achieve.
	What is the objective that you hope to achieve with you brand? 	
	Your brand should be comprised of the company personality, image, core, competencies and characteristics. The impression that you make as well as the words people will use to describe your company to others, are the basic frame work of your brand. With a strong brand you build credibility, have more influence on your mark and motivate customers and client to purchase from you. 
If done correctly your company will be looked at as a leader not a follower. 
To determine your brand objective ask yourself the following questions;
1. What is it that you want your brand to do for your company?
2. What do you want other to know and say about your product or services? 
Sample objectives may include;
1. Being recognized by receiving a specific award.
2. Picking up a certain number of choice products. 
3. Gaining a specific number of new clients in the next year. 
4. Positioning your company as an industry leader in the next five months. 
	You will find that by defining your objective with specific time line it is easier to develop a plan of action to achieve those objectives. By define your objective; you are able to map out a plan on how to achieve those objectives. Say for example your objective is to position your company as an industry leader. How can you go about doing this? You could;
1. Have members of your team speak at trade shows.
2. Schedule lectures at professional grove gathering with in your industry. 
3. Write and publish articles in newspapers, magazines, or online media.  
	Once you have determined your objective the next step is to build and develop your brand strategy by listing out how, when and what you are going to do to accomplish and meet those brand objectives. 
	Use the question above to determine your brand objective list each objective and map out how you plan to accomplish and successes in meeting those objectives. Don’t stop there once you have finished take time to list out what you can do in this month or this quarter to meet that objective. Be specific and schedule those action items in your business calendar. 

USE OF BRANDING 
1. Branding encourages repeat purchase and lower cost. A good brand speed up shopping for the consumer and thus reduces markets selling time and effort when consumers repeat purchase of brand, promotion costs are reduced while sales volume is increased. 
2. Branding develops legal customer to the product. A successful branding enables the marketer to serve one loyal customer. Brand loyalty protects the marketers against competition. 
3. A branding can improve company’s image speeding up acceptance of a new products marketer to under the same name, when a customer thinks a company is big and successful, they have better impression of that company and its product especially when competing product are similar. All these are also applicable in toilet soap and detergent industry’s different and various enticing brand and package of toilet soap and detergent aid in promoting its sale. 
4. Assure regular satisfactions, some customers are usually willing to buy new things, but having gambled and won, they line up to buy a sure thing the next time. 

LIMITATIONS OF BRANDING AS A TOOL FOR PRODUCT DIFFERNTIATION  
1. COST: If you wish to create and maintain a strong brand presence, it can involve a lot of design and marketing cost. A strong brand is memorable, but people still need to be exposed to it, this often requires a lot of advertising and PR over a long period of time, which can be very costly. 
	There are also cost involved with the creating of a brand image or logo (paying for a designer, printing new letter head or business card etc.) and although most of these are only one-off cost, they are still relatively large for most small businesses. The exposure of your brand can be left to world of mouth, this will save you money, but will also greatly slow down the exposure your brand receives. 
2. IMPERSONAL: One of the main problems with many branded businesses is that they lose their personal image. The ability to deal on a personal basis with customer is one of the biggest advantages small businesses have, and poorly designed branding could give customers the impression that your business is losing its personal touch. 
3. FIXED IMAGE: Every brand has a certain image to potential customers, and part of that image is about what product or services you sell. If you are known for selling just one product and you want to another product, will you able to do so effectively? If you sell computers, would your brand name be suitable for selling vacuum cleaners? If your brand is focused to strongly on one product, it can limit your ability to sell other product. 
4. TIME SCALE: The process for creating a brand will usually take a long period of time. As well as creating a brand and updating your sings and equipment (e.g. stationary, vehicles etc.) you need to expose it to your potential customers. It is commonly shown that people need to see an advert at least three times before they absorb it, which means your will need to advertise and promote the brand for a considerable amount of time before it will become well known.  

2.2	THEORITICAL FRAMEWORK 
	Proper branding can result in higher sale of not only one product, but on other products associated with that brand. For example, if a customer Lovers Pillsbury biscuit, and trusts the brand, he or she is more likely to try other products offered by the company such as chocolate chip cookies. Brand is the personality that identifies a product services or company (name, term, sign, symbol or design of them) and how it relates to key constituencies consumer, staff, partners investors etc. 
	Some people distinguish the psychological aspect, brand associations like thoughts, feelings, perceptions, images, experiences, beliefs, attitudes and so on that become linked to the brand of a brand from the experiential aspect. The experiential aspect consists of the sum of all point of contact with the brand and is known as the “brand experience”. The brand experience is a brand’s action perceived by a person. The psychological aspect, sometime referred to as the “brand image” is a symbolic construct created within the minds of people, consisting of all the information and expectation associated with a product, service or the company (ies) providing them.    
	People engaged in branding seek to develop or align the expectations behind the brand experience, creating the impression that a brand associated with a product or services has certain qualities or characteristics that make it special or unique. A brand is therefore one of the most valuable elements in advertising theme, as it demonstrates what the brand owner is able to offer in the market place. The art of creating and maintaining a brand is called “brand management”. Orientation of the whole organization towards its brand is called “brand orientation”. The brand orientation is developed in responsiveness to market intelligence. 
Careful brand management seeks to make the product or services relevant to the target audience. Brands should be seen as more than the difference between the actual cost of a product and its selling price, they represent the sum of all valuable quantities of a product to the consumer.
A brand which is widely known in the market place acquires brand recognition. When brand recognition builds up to a point where a brand enjoys a critical mass of positive sentiment in the market place, it is said to have achieved brand franchise. Brand recognition is most successful when people can state a brand without being explicitly exposed to the company’s name, but rather through usual signifiers like logos, slogans and colors. 
Consumers may look on branding as an aspect of product or services, as if often serves to denote a certain attractive quality or characteristics (brand promise) from the perspective of brand owner, brand products or services also commend higher prices. Where two products resemble each other, but one of the products has no associated branding, people may often select the more expensive branded product on the basis of the quality of the brand or the reputation of the brand owner. 
Academics and marketers unanimously agree that the origin and evolution of branding moved from a commodity driven model to a value driven model. Rice, sugar, cotton and steel were all strictly commodities at one point. Consumers used the identification system, designed to show ownership, as a tool to navigate their way through vast offerings of these common goods. This allowed them not only to identify the best products available in their market, but, empowered them to report a favorable purchase. 
Economists credit an English artisan by the name Josiah Wedgewood (1730-1795) with creating the first modern brand. Born into a family of potters, wedgewood was a pioneer in industrialization who greatly improved the quality of the crockery of his day christened ‘Queen’s ware’ after Queen charlotte, his goods were of such superior quality, they stimulated demand and commanded a premium price “wedgewood” became synonymous with “Quality”.
In 1924, General Motors’ newly named president, Alfred P. Sloan, began developing different automobile models around customer segmentation. The price and quality of each car was based on what each consumer segment could afford while, this marks a huge shift in marketing, it wasn’t until May 13, 10931 that Procter and Gamble’s well McElroy proposed the modern concept of “branding”. Through an internal memorandum, he proposed a new business strategy called “brand management” and the age of product and brand differentiation was born. 
Brand management focused attention on product specialization differentiation instead of business function. By distinguishing the qualities of each brand from all other P and G brands, each would avoid completion with one another by targeting different consumer market with a different set of benefits. McEjory’s concept championez by P and G president or C.E.O, Richard R. Deupree became the foundation of the company’s business strategy.
Over the years P and G the companies that embraced McElroy’s brand management concept became extremely successful. In the early 1940s, Ted Bates and company decided to conduct an extensive research study to find out why and reverse engineer the success of these brands. The company researches “successful advertising campaigns” to see whether they could identify a pattern. What they found was that the most successful brands those that both lead their category and produced the highest Rol used what they termed the unique selling proposition or “USP”.
In 1962 T&Z Bates and company’s chairman, Rosser Reeves wrote reality in advertising, in which he shared the concept of the use and outlined its three guiding principles.    
1. The proposition must be clearly stated to the consumer “buy this product, and you will get this specific benefit”.
2. The proposition itself must be unique, it must express a specific benefit that competitors do not, will not, or cannot offer. 
3. The proposition must be strong enough to pull new customer to the product.
	In the late 60’s and early 70’s, the concept of brand began to take on new meaning, including the larger concept of image and value. Alries and Jack Trout captured this evolution in their Harvard business review article and later author a book by the same title; Positioning the battle for your mind. Their concept state that it was not product superiority that mattered but rather consumer perception of a given brand that paved the road to success. This concept was dubbed brand positioning and to this day it remains the standard for developing successful brands.  










CHAPTER THREE
3.0	RESEARCH METHODOLOGY 
3.1	INTRODUCTION
Research methodology is essentially a system of making enquiry or seeking out facts through objects using a verifiable method in other to discover the relationship among the information or data gathered, such information is deducted for real analysis. The aim of any research is to find answer to research questions. The answers generally are either for the sake of interest or adding to the existing body of knowledge on the subject matter or to assist in solving practical problems or for both purposes (Selltized et’al 1965).
3.2	RESEARCH DESIGN 
	Research design is the structuring of the investigation aimed at identifying variable and their relationship. Based on this research work survey research will be conducted which involves the assessment of the branding’s opinion directed towards the effectiveness of branding as a tool for product differentiation with use of questionnaire. 

3.3	POPULATION OF THE STUDY
Population can be defined as the total number of people or things in an organization in a specified geographical area. Also, it is defined as the whole set site of individual which form the subject of the study in a particular survey. Peter M., Chinsnal (1981).
	For the purpose of this research work the population will be the entire staff and customer of Dangote flour mill plc, Ilorin branch, asa-dam kwara state.

3.4	SAMPLING SIZE AND SAMPLE TECHNIQUES
Ndagi (1984:75) defined sample size as “a limited number of elements selected from a population which is a representation of the population.” Hence, Sample size determination involves showing how the representative of that population was selected. According to Harper (1971) is a group of items taken from the population for examination. It is simply a smaller part of the population. Samples are useful because they allow the researcher to examine the characteristics of the population. 
The Yaro Yamani statistical formula was adopted for this Research work. This formula is thus: 
Where, N= population of study 
n= sample size 
e= level of significance or margin of error 
I= unit (a constant) 
Therefore, 
N= 115 
e= 0.05 
n=? 44 

(The choice of 0.05 level of significance is purely an exclusive decision of researcher). 
Replacing the values above with the above formulae, we have 
n= 89 sample size 
While sample size is 20 the researcher distributed 20 questionnaires to the respondents. Out of 20 respondents only 19 were returned their completed questionnaires. Therefore, analysis of data was based on the response of the 19 respondents.

3.5	METHOD OF DATA COLLECTION
In an effort to achieve a better and meaningful result of this project work, the research made use of the information necessary for this project and there are as follows;
Primary data 
Secondary data 
A. PRIMARY DATA: These are data collected specifically for research at hand. They are collected for the first time for this research work the methods used in this project for the collection of primary data include;
1. Personal interview method 
2. Interview by questionnaire method 
Personal Interview: The research personally interviews the marketing manager of Dangote flour mills to be the only recognized manufacture of flour mills in Ilorin township of Kwara State. Unstructured questions were used to conduct the interview with the allowed to speak on specific question in already outline for the interview. 
B. SECONDARY DATA: This consists of existing information which may be useful for particular research at hand, there are two general sources of secondary data and they are internal and external sources. Internal source provides information or data within the firm and this includes general statement, classes of products board, harms disability of package used, consumer response etc. while, external source provides data that is developed outside the firm.
3.5 INSTRUMENT OF DATA COLLECTION
The makes use of questionnaire structured questionnaire which can contain question base on sale. Therefore, is also unstructured question in the five (5) question of the questionnaire asking question on personal bio data.
	Hundred (100) topics of the questionnaire are administered on the respondents which contain thirteen (13) question. Hundred (100) copies were correctly tilled and retrieve by the research. The questionnaire is mainly consisting two (2) parts, the first part of the questionnaire deals with personal data of the respondents such as sex, age, marital status, educational level, which is not structured. The secondary part was based in liker sample scope was employed. The statements that have the liker scale response was responded to as follows.
3.6 METHOD OF DATA ANALYISIS
Descriptive statistical methods were adopted in the analysis of data. This consists of careful tabulation, manual coding, simple percentage, tables and charts etc, to get a clear picture of the general situation of the peripheral of Ilorin.
3.7 HISTORICAL BACKGROUND OF THE STUDY
Dangote Flour Mills Plc commenced operations in 1999 as a division of Dangote Industries Limited (DIL). One of Nigeria largest and fastest growing conglomerates following the strategic decision of Dangote Industries Limited to unbundled if various operations, Dangote Flour Mills was incorporate in 2006 when Federal High Court sanctioned a scheme of arrangement in all the asset, liabilities and undertakings of the yeast while flour division of Dangote Industries Limited was transferred to Dangote-to-Dangote Flour Mills.
	From an initial installed capacity of 500 MT per day at its Apapa Mill, Dangote Flour has expanded rapidly by opening on quick successions three other flour mills are in Kano (2000), Calabar (2001) and Ilorin (2005).
	Each of the mills started with an installed capacity of 500 MT per day but all of them have subsequently expanded resulting in a total installec1 capacity of 5, OQQ MT per day distributed as follow: -
Apapa 		1,000 MT 		Per day
kano 			500 MT 		Per day
Calabar 		1,500 MT 		Per day
Ilorin 			1,000 MT 		Per day
	These expansions were in response to a growing national demand for flour and based products in addition to the company’s drive for increased market share. Thus from a modest beginning the company has growing to become one of the industry leaders within a six years period. The company has 3 wholly owned subsidiaries namely: -
Dangote Agro Sack Limited
Dangote Pasta Limited
Dangote Noodle Limited
	In line with Dangote Industries Limited business philosophies of establishing a dominant presence in any sector it operates in these subsidiaries occupy leadership position in their respective industries.
1.7.1	BUSINESS
	The company is in the business of flour milling processing and marketing of branded flour. Its product port-folio comprises the following:
· Bread Flour
· Confectionery Flour
· Semolina and
· Wheat Offal (Bron)
	Wheat is transformed into high-quantity flour, by using state of the art plant and equipment backed by renowned technical expertise Dangote Flour Mills across the country equipped with the least flour milling technology available in the word.
1.7.2	COMPANY RAW MATERIALS
	The company import its principal raw materials wheat (the hard red winter wheat No. 2 variety) from united state of America in shiploads, Wheat Silo trucks (also Dangote Industries Limited Owned) there after convey the Wheat to the inland mills to Kano and Ilorin. Alhaji Aliko Dangote holds the position of chairman of the board of direction at Dangote Flour Mills Plc. In addition, he occupies the post of Dangote group’s president and chief executive officer. He also serves on the board of National Council of Nigeria Vision, Mohammed Bello endowment for justice and jurisprudence, Kano foundation, the Nigeria Economic submit group African Petroleum Plc, National Investment Promotion Council and the heart of African (a management group on Nigeria Image Project) etc Alhaji Aliko Dangote Graduated in Business from Al – Azahar University Caire, Egypt.

NAME				CURRENT POST
Alhaji Aliko Dangote		Chairman of the Board
A. Samuel				Legal Advisor, secretary
Rohit Chavdhry			managing director
Shuaibu Idris			Executive Director
Olakule Alake			Director
Uzoma Nwankwo			Director
Sani Dangote			Director
Abdullahi Mahmond		Director
S. Teidi				Director
Abdul Dantana			Director 









CHAPTER FOUR
4.0	DATA PRESENTATION, ANALYSIS AND INTERPRETATION 
	DATA PRESENTATION 
	This chapter deals with the analysis of data obtained from the field of study. The simple percentage was used to analyzed the personal data and evaluate the response from 200 questionnaire distributed, but 180 was retrieved. 
4.2	DATA ANALYSIS 
	Certain demographic variables of the respondents such as educational qualification, social class, reason for packaging and branding based on the 180-questionnaire received from the respondent. 
DATA PRESENTATION AND ANALYSIS 
4.1.1:	SEX
	SEX
	RESPONDENTS 
	PERCENTAGE

	Male 
	80
	44.4%

	Female 
	100
	55.6%

	Total 
	180
	100%


Source: Field Survey 2025
	Out of 180 respondents, 80 were male which 44.4% while 100 were female respondents by 55.6%, in conclusion, female represent the majority of respondents. 
4.1.2:	AGE
	AGE
	RESPONDENTS 
	PERCENTAGE

	18-25 yrs
	120
	66.7%

	26-45 yrs 
	40
	22.2%

	Total 
	180
	100%


Source: Field Survey 2025
	The respondents were 180, age 18-25 yrs were 120 respondents by 66.7%, age of 26-45 yrs represented by 22.2%. All respondents were 180 and 120 ticket yes which is 66.7% and 60 ticked no which is 33.3%, this means that branding and packaging influences buying habit. 

4.1.3:	MARITAL STATUS 	
	MARITAL STATUS
	RESPONDENTS 
	PERCENTAGE

	Married 
	100
	55.6%

	Single 
	80
	44.4%

	Total 
	180
	100%


Source: Field Survey 2025
	Out of 180 respondents, those that are married constitute the largest participator in the research which 100 represented by 55.6% while those that were not married were 80 and stand for 44.4%. In conclusion, married people represent majority of the respondents. 

4.1.4:	RELIGION 	
	RELIGION 
	RESPONDENTS 
	PERCENTAGE

	Islam 
	85
	47.2%

	Christianity 
	95
	52.8%

	Total 
	180
	100%


Source: Field Survey 2025
	All respondents were 180 people, Islamic religion is 85 which is 47.2% while the Christian were 95 which is 52.8% in conclusion, Christian represent majority of the respondents.  
4.1.5:	DO BRANDING AND PACKAGING INFLUENCE YOUR BUYING HABIT?
	BRANDING AND PACKAGING INFLUENCE BUYING HABIT 
	RESPONDENTS 
	PERCENTAGE

	Yes 
	120
	66.7%

	No
	60
	33.3%

	Total 
	180
	100%


Source: Field Survey 2025
	Out of 180 respondents, 120 ticked “yes” represented by 66.7% and 60 “no” represented by 33.3% in conclusion, branding and packaging helps to build a company’s reputation. 
4.1.6:	DOES BRANDING AND PACKAGING ADD TO THE ECONOMIC VALUE OF PRODUCT?
	BRANDING AND PACKAGING ADD TO THE VALUE OF PRODUCT
	RESPONDENTS 
	PERCENTAGE

	Yes 
	140
	77.8%

	No
	40
	22.2%

	Total 
	180
	100%


Source: Field Survey 2025
	From the above analysis, 140 respondents ticked yes which represent 77.8% and 40 ticked no which represent 22.2% of the respondents. In conclusion, it is agreed that branding and packaging add to the economic value of a product.

4.1.7	DOES BRANDING AND PACKAGING REALLY DIFFERNTIATE OF PRODUCT
	BRANDING AND PACKAGING DIFFERENTIATE OF A PRODUCT
	RESPONDENTS 
	PERCENTAGE

	Yes 
	160
	88.9%

	No
	20
	11.1%

	Total 
	180
	100%

	
	
	


Source: Field Survey 2025
	All respondents are 180 of which 160 ticket “yes” which represent 88.9% and 20 ticked no which represent 11.1%, the majority of the respondents. Therefore, branding and packaging differentiate a product.
 
4.1.8:	IS REPUTATION OF A COMPANY IS BUILT UPON THEIR BRANDING AND PACKAGING STYLE? 
	BRANDING AND PACKAGING ADD TO THE VALUE OF PRODUCT
	RESPONDENTS 
	PERCENTAGE

	Yes 
	120
	66.7%

	No
	60
	33.3%

	Total 
	180
	100%


Source: Field Survey 2025
	All respondents are 180 of which 120 ticket “yes” which represent 66.7% and 60 ticked no which represent 33.3%, the majority of the respondents. Therefore, branding and packaging differentiate a product. 
4.1.9:	DOES BRANDING AND PACKAGING ADD TO COST OF PRODUCT?
	BRANDING AND PACKAGING ADD TO COST OF PRODUCT
	RESPONDENTS 
	PERCENTAGE

	Yes 
	80
	44.4%

	No
	100
	55.6%

	Total 
	180
	100%


Source: Field Survey 2025
	All respondents are 180, of which 80 of them ticked “yes” representing 44.4% and 100 of them ticked no represented by 55.6%. In conclusion, the respondents disagreed that branding and packaging add to the cost of products. 
4.1.10:	DO YOU PURCHASE PRODUCT BECAUSE OF ITS PACKAGING	
	PURCHASE PRODUCT BECAUSE OF ITS PACKAGING	
	RESPONDENTS 
	PERCENTAGE

	Yes 
	130
	72.2%

	No
	50
	27.8%

	Total 
	180
	100%


Source: Field Survey 2025
 	Out of 180 respondents, 130 of them ticked “yes” represented by 72.2% while 50 ticked No represented by 27.8%. From analysis, it is agreed that people purchase product because of its branding and packaging. 

4.3	HYPOTHESIS TESTING 
	HYPOTHESIS ONE 
Null (Ho): There are no significant relationship in the branding and packaging of products in respect to the product cost. 
Alternative (Hi): There are significant relationship in the brand and packaging products in respect to the product cost. 
	The response of the respondent on the stated hypothesis is represented in the table below;
	Response 
	Oi
	Ei
	Oi-Ei
	(Oi-Ei)2
	(Oi-Ei)2

	Strongly agree 
	50
	36
	14
	196
	5.4

	Agree 
	45
	36
	9
	81
	2.3

	Undecided 
	40
	36
	4
	16
	0.4

	Disagree 
	25
	36
	-11
	121
	3.4

	Strongly disagree 
	20
	36
	-16
	256
	7.1

	Total 
	180
	180
	-
	
	18.6


  Source: Field Survey 2025
Ei = 180/5 = 36
X2c = E(Oi – Ei)2 = 18.6	
	     Ei

Significance level = 0.5 i.e. 5%
Degree of freedom = 	(c-1)(r-1)
				(2-1)(5-1)
				= 4
Therefore, 	X2t at (0.05, 4) = 9.488
		X2c > X2t = 18.6 > 9.488
Accept Hi and reject Ho.
DECISION 
	From the above hypothesis, it shows that the calculated value is greater than the table value i.e. (X2c > X2t). This implies that the alternative hypothesis should be accept while null is rejected. This confirms that product cost has significant relationship on branding and packaging of products.  
HYPOTHESIS TWO 
Null (Ho): There are no significances relationships in the branding and packaging influence buying habit. 
Alternative (Hi): There is significance relationship in the branding and packaging influencing buying habit. 
	The purpose of respondents on the stated hypothesis is represented in the table below;
	Response 
	Oi
	Ei
	Oi-Ei
	(Oi-Ei)2
	(Oi-Ei)2

	Strongly agree 
	50
	36
	14
	196
	5.4

	Agree 
	45
	36
	9
	81
	2.3

	Undecided 
	40
	36
	4
	16
	0.4

	Disagree 
	25
	36
	-11
	121
	3.4

	Strongly disagree 
	20
	36
	-16
	256
	7.1

	Total 
	180
	180
	-
	
	18.6


Source: Field Survey, 2025
Ti = 180 = 36
	5

X = E (Oi - Ei)2 = 27.9
	      Ei
Significance level = 0.05 i.e. 5%
Degree of freedom = (c - 1)(r - 1)
			  = (2-1)(5-1)
			  = 4
Therefore, X2t at (0.05) (4) = 9.488
X2c> X2t = 27.9 > 9.488
Accept Hi and reject Ho
DECISION 
	From the analysis, it shows that the calculated value is greater than the table value i.e. (x2c>x2t). this impress that the alternative hypothesis should be accepted while the Null hypothesis is rejected, this confirms that branding and packaging influence buying habit.  
















CHAPTER FIVE 
5.0	SUMMARY, CONCLUSION AND RECOMMENDATIONS 
5.1	SUMMARY OF FINDINGS 
	In the proceeding’s chapters, the data collected in this research work were presented, analyzed and interpreted. The respondents were mainly using and buying within Ilorin township 31% male and 69% female 25% of the respondents were civil services, 39% were factory workers while 30% were students of 6%. 
	The analysis further showed that 50% of the respondents proffered their choice of brand because of the packages, about 50% will prefer to search for choice of brand instead of buying the available one, most of the respondents were female and shown that toilet soap and detergents are more used by the female than the male, 50% of the products were mostly bought by the married couples and they are about 34% of the respondents who agree that branding and packaging appeal to them and it make them to buy always. 31% recognized their choice of brand through promotion an advertisement some of the respondents change their choice of brand due to irregular supply of the product and dull appearance of the package. About 26% and 28% of the respondents were noted for this. 
	From the personal interview conducted with the producer of similar product in Ilorin Township, the researcher was able to reduce the reasons that some producers use different brand and why they even brand their product.  
	Different brand names were used as claimed by the producer in order to create corporate image by improving the image of the company through good quality of brand product and better packaging, customer can always remember the product along with the corporate image of the organization. 
5.3	RECOMMENDATIONS
	A good system of branding and packaging to 41 different consumer products are better made flexible in order to cater for changing situations.  
	Having analyzed various brand and packaging systems available in chapter two for differentiating, consumer product of toilet soap and detergent the research is of the opinion that one constant review of these various systems should be in place as a way of updating on reviewing it to meet up with current standard, the economic and social status of the consumer especially those at the upper level. This will be vital in their day to day buying habits. It might be costly, but a little modification might be better.
	It is obvious, these to non-availability or irregular supply to the nearest store and this may lead to changing of brand of toilet soap and detergent. This should give the producer enough cause to improve their distribution system to various channels available and in order to maintain their levels available and in order to maintain market share in the Nigeria soap market. 
  	Market of toilet soap and detergent always endeavor to measure the effectiveness of failure of true product, thereby making amendments on the product the consumers complain about.
	Branding and packaging of consumer products must always be maintained to differentiate it from competitors’ products in excellent condition with creditable striving force to maintain quality of product. 
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APPENDIX I
Department of marketing,
kwara state polytechnic,
Ilorin, kwara state.
The manager,
Dagote flour Mills Asa-Dam
Ilorin, kwara state.

dear sir/madam,
QUESTIONNAIRE
I am a final year student of the department of business administration, kwara state polytechnic, Ilorin. As part of conditions for the award of national diploma (ND) in marketing, I am researching on the topic “branding as an effective tool for product differentiation” A case study of Dangote flour Mills Asa-Dam Road, Ilorin Kwara state).
I shall therefore be grateful if you could assist me in completing the attached questionnaire as objectively as possible, please be assured that any information in this regard will be treated confidentially and used for the purpose of this academic exercise.
Thanks for your unreserved assistance.
			yours faithfully,
APPENDIX II
QUESTIONNAIRE
SECTION ONE
NAME: ……………………
NAME OF YOUR ENTERPRISE: …………………………….
NAME OF THE BUSINESS ENGAGE IN ………………
LOCATION OF THE BUSINESS ……………….

1. Age of respondents: 18-25 (   ) 26-45 (   ) 46 above (   )
2. Nature of the business 
3. Is lack of finance a problem facing your business? 
Yes (   ) no   ( )
4. Do branding and packaging influence your buying habit?
Yes ( ) no   ( )
5. Does branding and packaging add to the economic value of product? Yes (   ) no   ( )
6. Does branding and packaging really differentiate of product? Yes (   ) no   ( )
7. Is reputation of a company is built upon their branding and packaging style?  Yes (   ) no   ( )
8. Does branding and packaging add to cost of product?
Yes (   ) no   ( )
9. Do you purchase product because of its packaging? Yes (   ) no   ( )
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