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CHAPTER ONE
1.0 INTRODUCTIONS
	This chapter is contain general background of the study, statement of the study, aim and objective of the study, significance of the study, research questions, and general statement of the research hypothesis.
1.1 BACKGROUND OF THE STUDY
	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.
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 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 product 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 structure 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 encourage 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
1.2	STATEMENT OF RESEARCH PROBLEM
	In any research work, certain problem are usually identified for the study to solve. It is the way a problem is defined that governs the ability of decision makers to search and identify appropriate solution. In this resgards, below are the study;
i. What are the problem consumer face in their choice of brand and how has branding and packaging been effective in marketing of consumer products.
ii. Hs there been any benefit that the consumers and producer get from branding a product.
iii. Have branding packaging not been considered to be ways of deceiving consumers of the quality of that of an advantage of the corporate image of the organization.
iv. How could be consumer who suffered disappointment due to poor quality of the product be identified and then compensated so that he could make a repeat purchase.
1.3	RESEARCH QUESTIONS
i. Does branding and packaging serve as promotional instruments?
ii. Does investigations on the effect of branding and packaging in creating and stimulating repeats purchase?
iii. Does investigation on how consumer choose their brand and factors that influence their choice and how to treat the factors?
iv. How to identify the brands of Toilet soaps carried out by Global soap and detergent industries limited Ilorin?
1.4	OBJECTIVES OF THE STUDY
	This research work will be useful for practical purpose which shows how the attributes to the products in relation to branding and packaging as an added quality, can help or assist in marketing of product.
	Other purpose of the study are itemized below:
i. To investigate and find out result whether packaging and branding helps in differentiating consumers product in relations to soap and detergent manufacturing industries.
ii. To know whether branding and packaging serve as promotional instruments.
iii. To carry out investigations on the effect of branding and packaging in creating and stimulating repeats purchase.
iv. To carry out investigation on how consumer choose their brand and factors that influence their choice and how to treat the factors.
v. To identify the brands of soaps carried out by Global soap and detergent industries limited Ilorin.
1.5	RESEARCH HYPOTHESIS
Null Hypothesis: Ho
Ho: Marketing has no effect on flash product
Hi: Marketing has effect on flash product
Ho: Consumers do not know the existence of flash through Marketing 
Hi: Consumers know the existence of flash through Marketing.
Ho: The quality of a product does not influence its purchase.
Hi: The quality of a product influences its purchase.
 1.6	SCOPE OF THE STUDY
	This study can not cover all product that required branding and packaging. Therefore, an attempt is made to limit this research to the study of Toilet soaps and detergent in industry limited, Ilorin Kwara state.
	The scope of the study is limited to the business organization
1. Concept: this study is limited to the business organization
2. Industrial scope: this study cover the area of branding and packaging as a tool for product differentiation is the marketing consumer product in Nigeria.
3. Territory scope: This study is expected to cover all Global soap and detergent industries in Nigeria.
1.7	SIGNIFICANCE OF THE STUDY
	Apart from the benefits the researcher stands to gain from this study, the study will be of greater benefits to the organization in question. This project related to why is necessary and worthwhile to understand the study and the importance of it is the consumer and producer of a special product.
ii. The study of branding and packaging as effective tools for product differentiation in marketing consumer products.
iii. The economic and social importance of consumer product particularly toilet soap and detergent, powder soap to Nigeria economy of great importance and any study that would enhance the producers success.
The significance of the study can be explained with respect to the following.
i. Discipline: this study is importance to the discipline of marketing as it relates to branding and packaging as tools for product differentiation.
ii. The society: This study will also be of benefit to the whole society as it is relevant to branding and packaging as a tool for product differentiation.
iii. Business organization: this study is limited to any global soap detergent the Ilorin and how they can manage their soap or differentiate if from other soap.
iv. It is part of the requirement for the award of Higher National in marketing and it will enrich the knowledge if the writer.
1.8 LIMITATION OF THE STUDY 
This study has been limited by a numbered factor which is as follows: 
Time: Time is hunting factor as the students are given limited period to complete and submit his project. 
Finance: It is another major problem has the researcher has to travel to various places in either searching for materials or collecting data from respondents. 
Material: this research project material is being gathered within the Toilet soaps in Ilorin market. 
Respondent: This an aspect of gathering data collection from the respondents.

1.9	OPERATIONAL DEFINITION OF TERMS
 Consumer: This is the person(s) to whom the advertisement and products/services are directed. Here they are also known as buyers of a company’s product.
Brand Awareness: Brand awareness is a key consideration in consumer behavior, Product promotion management, brand management and strategy development. The consumer's ability to recognise or recall a brand is central to purchasing decision-making.
Trial Purchase: the concept of breaking down 'sales' into product trial and repeat purchase and how to maximize repeat purchase through customer loyalty. Product trial is where a customer samples a product for the first time
Brand Loyalty: Brand loyalty is a pattern of consumer behavior where consumers become committed to brands and make repeat purchases from the same brands over time. Loyal customers consistently purchase products from their preferred brands, regardless of convenience or price.
Product promotion : Product promotion , or permission marketing, is a method of Product promotion via whereby the recipient of the advertisement has consented to receive it. This method is one of several developed by marketers to eliminate the disadvantages of marketing.






CHAPTER TWO
2.0 LITERATURE REVIEW
2.1	Introduction
	This study reviews Product promotion as a promotional tool for marketing of product in a competitive market which has been viewed by various authors and scholars who were interested in the subject. Some of the areas that will be touched include the definition of Product promotion and other variables which are, E-mail Product promotion , interstitial Adverts, Website sponsorship, Brand awareness, Trial purchase, and Brand loyalty, which are relevant to the consumer buying behaviour and economic growth at large.
2.2 CONCEPTUAL REVIEW
Branding And Packaging
In an attempt t find a lasting definition to the term branding and packaging many authors have written dozen of article son matter of which some of them will be reviewed.
Salman (1991) sees branding as a process of using name signals and symbols or combination of all, which is intended to identify the goods or services of one seller or group of sellers and to differentiate them from those of competitions.
Johnson (1984) has it an any sings symbols which attached to a product for easy identification by consumers.
Olukayode (1977) in his book titled “the foundation of modern marketing” he sees branding as the features of a product which distinguish it from other products or a means by which the firm identified itself to consumer which is made up of three components: brand name, bread mark and trade mark.
Brand name: that part of the brand that is pronounceable
Brand marks: this is the symbols mark or colour that is signifying the brand.
Trade mark: this has to do with the legal backing of the brands which is universally accepted.
	He goes further to state the benefits of branding a product which are as follows:
1. It assist in identifying the product
2. It also assists in creating product loyalty
3. New products can lead to company goodwill
Another area is the branding policies which is concernd with the decision of a firm. However, product branding can be divided into different categories depending on the number of product line a particular company or firm engages in and the type of brand to adopt wether it should on.
	On the other hand packaging has been defined by salman (1997) as all activities such as producing and designing customer or wrapper for a product.
	More so, Nigeria institution of marketing (NIMARS) defined packaging as the group of activities in product planning that involves designing and producing container and wrapper for a product.
	In my opinion as the writer or researcher, branding is the process by which seller or group of sellers, that is the product or manufactueres of particular product uses names signs, or symbols which is aim at differentiating their product form that of competitors and for relieving the consumer the problem face with in making choice product. Packaging on the other hands is outer covering of the product, it could be a form of wrapper and container.
Concept Of Differentiation
Differentiation has been defined as act of differentiating product from other competitors product in the market. This can help in branding and packaging product on the following this ways in market.
1. A good branding and packaging speeds up shopping for the consumer and thus reducers markets selling effort and this enable the consumer to repeat purchases of product.
Branding and packaging build corporate image. Good branding and packaging can improve company’s image speeding up acceptance of new product marketed under the same name. when customers think a company is big and successful, they often have a better impression of that company and it’s product especially when competitors products are basically similar.
	Branding and packaging are the tools that serves as instruments for differentiation in this subject matter and they are services many purpose as following:
1. It brings about differentiation of a product
2. It prevent competition
3. It provides easy identification 
4. It enhances of a product
5. It serves as instrument for marketer.
6. Protection of the product: The product will need protection from its environment to prevent oxidation damage or determination loss of columns of flavour.
7. Design coordination: There should be a relationship between the form and design of its product and its branding and packaging.
Concept Of Branding
	Branding is the practice of identifying a product or line of a product by a special name, mark or symbol. The American marketing association define brand as a “name, term, symbol or design or a combination, which is intended to identify the goods or services of one seller or group of seller and to differentiate them from those of competitions. A brand name consist of the worled letters or number that can be vocalized or utteral.
Properties Of Branding
	Properties of branding consists of following
1. Brand name is a word, letters or a group of words that can be used to identify a company’s product from that of competitors. It is that part of a firm’s brand which can be spoken
2. Brand marks is that part of a brand which can be recognized but is not alterable, such as symbol, design or distinctive colouring or lettering. It is closely identified with a product.
3. Trade mark is a brand or part that is given legal protection because it is capable of exclusive appropriate. A trade work protect the sellers exclusive rifht to use the brand name and or brand marks.
4. Brand name is the legal name of an organization rather than name of a specific product.
5. Brand awareness it is the extend to which a brand name of mark is recognized by potential buyer and correctly associated with the particular product in question.
6. Brand extension this is the act of applying the same brand name to related product within the same product category.
	Packaging consists of those activities aimed at designing and producing the containers or wrapper for a product. It is the act of and operations involved in preparation of product for protection, carriage, storage. Communication for the product. Package can take the following forms plastic, Glass, Cardboard, polythene and Aluminium.
Properties Of Packaging
	Packaging properties are all these follow:
1. Colour: colour is used in packaging for eudaing moods attention and connotative assocaiton. A package can be in green, yellow, white, brown, orange, black or combination of these colours.
2. Design: design refers to the organization of element on a package. A good packaged design is one which permit good eye flow and provide consumer with point of focus.
3. Shape and size: The length, thickness, and shape of lines on a package evoke different connotations and reactions.
4. Brand name of marks: It identifies the product and differentiates it from other products in the market.
5. Material which make up the package: this depend on the nature of the product and cost of the materials.
6. Product information: It relates to information on back panel, ingredients picture and illustration.
7. Typography: This refer to the typeface i.e. the size of lettering used for the prescription, name or description of the product.
Concept And Characteristics Of Consumer Products
A 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 objects services persons, laces organization and idea. It turn out that product is a complex concept that has to be carefully defined. We will then look at ways to classify the multitude of product found in consumer and industrial market, hoping to find in between appropriate marketing strategies and types of products. Next we will recognize that each product can be turned into a brand, which involved several decisions.
	The product can also be packaged and labded and various customers services can be offered in addition. Finally, we will move from decision about individual product to decision the company must make in building its product line and product mixes. In developing a product, the product planer needs to think about the product on the names. The most fundamental level is the core products which answers the question, what is the buyer really buying? Every product is really the packaging of a problem. Solving services.
	The product mix is the range of the company’s product and brands. The nature and characteristics of these products and brand should be adopted to, and positioned on the demand patterns  of the various target marked segment into which the firm wishes to sell his goods. The product mix comprises the following elements.
1. Product mix: which is the complete range of the company’s products, services and brand aimed at all of the relevant target market sand market segment.
2. Product line: a group of products within a product mix that are closely related, euter because they function in a similar manner, are also to the same customer groups, are marketed through the same type of outlets or fall within given price range.
3. Product mix width: which is the number of product lines contained in the product mix.
4. The consistency of the product mix refers to how closely related the various product lines are in and use production requirement, distribution channels or in the case of a confectionary manufactures whose product line are all based on chocolate? Or are they deferent, requiring widely differing investment and skills of manufacture, marketing and distribution into a tangible product, perfume, computers educational seminar and political candidates are all tangible products. Tangible products may have as many as five characteristics that is a qudity level features, styling a brand names and packaging.
In considering product it is important to note that people generally want to acquire the benefit of the product rather than it features. For example is buying a car, a person is buying such things as luxury or speeed or ceremony or status.
	The fact that these benefits are achieved by difference in engine size, suspension design or paint work is really of secondary interest.
	Similarly, the reason why we want hospitals is for such aims and the preservation of life or the improvement of health or peace of mind whether these things are achieved by sugery or by nursing care, or by modern diagnostic appearances for many people. If we agree that customer are buying the benefits of a product, then equally organization are selling the benefit of that product. The selling effort is not just confirmed to the promotion element in the marketing mix. It begins by being designed into the product itself. So for example, the very existence of a product range is in itself, selling point for a product. The same consideration applied to the aspect of the product, such as quality brand, packaging and after sales services where applicable.
2.3	THEORETICAL REVIEW
	Consumer Product is described as any paid form of non personal presentation and promotion of idea by an identifies sponsor. Irrespective of type, Product promotion is expected to fulfill the basic objectives in terms of creating awareness, generating sales and building positive image. Consumer behavior is concerned with all aspect of purchasing behavior from pro-purchase activities through to post – purchase consumption and evaluation activities. Various authors identified significant number of theories that could explain Product promotion and consumer behavior phenomena.
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	Even though the world of Product promotion has become more and more competitive, the principle behind the ad copy remains the same. The four steps that the copywriters use in their ad to persuade the consumers to buy the products are attention factor, interest element, desire element and action element which is called as AIDA. Product promotion and marketing objectives are met by the effective use of this model.
	The phrase AIDA, in marketing communication was coined by American Product promotion and sales pioneer Elias. St. Elmo Lewis in the late 1800s. The model talks about the different phases through which a consumer goes before going to buy a product or service. According to him, most of the marketers follow this model to fetch more consumers for their product. Marketers use this model to attract customers to purchase a product. This model can be seen widely used in today’s advertisements.

The process of AIDA
· Attention: Attention is usually grabbed by the use of image, color, layout, typography, size, celebrity, model e.t.c
· Interest: Once attention is grabbed, it’s necessary to create interest in the viewers mind so that they will read more about the brand being advertised. By the use of an attractive sub head, interest can be invoked
· Desire: The element of desire is usually created by the use of body copy where you write in detail about the necessity of buying the brand, thereby explaining the features of the brand, facts and figures
· Action: Towards the end, the contact information of the brand will be given where they expects the viewers to take action immediately. It can be in the form of shop address, toll free numbers or website address
	An advertisements success depends up on the viewer’s ability to notice and understand its message. The AIDA model helps the copy writer to present the elements of a print ad, Headline, Subhead, Body copy, slogan and contact information in a format that makes the viewers read in a flow and understand about the product easily.
Social Marketing Theory
	Social marketing theory is a collection of theories that focus on how socially valuable information can be promoted. This theory has been used by social and welfare organizations to help promote or discourage various behaviors. The theory is administrative in nature in such that it seeks to outline a framework that can be used to design, implement and evaluate information campaigns. The target audience is identified based on their information need. Once this is done information is packaged and distributed in a manner that will be easily accessible to the intended audience.
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	The theory is an attempt to clearly understand how societal and psychological factors work to successfully manipulate them in order to increase how effective mass media information campaigns are. The theory focuses on helping identify the various social and psychological barriers that hinder the flow of information through the mass media and offers ideas and ways to overcome these barriers. These strategies range from being indigenous to the use of saturation Product promotion .
Features of Social Marketing Theory
1. 	Creating Audience Awareness
	When there is a need to promote any new idea, person or behavior, the first step is to create awareness that such a new concept or individual exists. Awareness is created by using all available channels at one’s disposal like news media and even new media like the . One of the easiest ways to create awareness is having a saturation television campaign. But the drawback is that’s a costly affair. The benefit of using newer media on the other hand is that a wider range of audience can be reached out to. The use of helps reach younger audience who may not read newspapers or depend on television for information.
2. 	Targeting the Right Audience
	When disseminating messages, it is important to first identify the audience that requires the message and then finding the most efficient means of reaching them with the message. This helps cut costs and ensures higher levels of audience penetration. For example, if the message is intended for old people, using the to spread information would be a waste of time as most elderly people do not use computers. A more effective way would be to use radio and television to get the message across.
3. 	Reinforce the Message
	When people receive a new message once, they tend to forget it easily. It’s therefore necessary to reinforce the message by repeatedly ensuring that individuals are exposed to the message from different channels. Promoting the media in various mass media, going door to door, holding group discussions, having debates on television are ways in which messages can be reinforced. People can eventually change themselves as agents when they start spreading the message that they have received from others.
4. 	Cultivate Images or Impressions
	When the audience is not interested in the person, product or service being promoted, they will not seek out any information about them. In such a scenario, image Product promotion is used. Here recognizable and easily understandable images are shown and the new product or service is shown in relation to that image. This helps create a favorable setting for promoting the new product. For example, watching an old couple reminisce about their college days and romance while sipping a hot cup of coffee is a tactic where a familiar event is used to attach happy emotions to a new coffee product, thus developing its image.
5. 	Stimulate Interest
	To make audience seek information, it is necessary to grab their attention and stimulate interest. Once this is done, information should be made easily accessible to the general public. Dramatic events or unexpected actions help capture the interest of the audience. A politician photographed cleaning a beach helps drive home the point that he cares for the environment. A dish washing product that claims one bottle will clean a thousand plates could organize an event where a thousand or more plates are washed in real using a single bottle. This event could be promoted as breaking the Guinness Book of World Record and immediately causes people to become interested in the product. Similar ideas could be used to further social welfare schemes and products.
6. 	Induce Desired Result
	Once information has reached the intended audience, efforts should be taken to ensure that the desired decision is arrived at. A campaign against smoking needs to ensure that people stop smoking. A new product being introduced should result in actual sales or usage.

Theory of Reasoned Action (Fishbein, 1967)
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Source: Adapted from Davis et al,.(1989) 
	The Theory of Reasoned Action (TRA) is a model that finds its origins in the field of social psychology. This model developed by Fishbein and Ajzen (1975) defines the links between beliefs, attitudes, norms, intentions, and behaviors of individuals. According to this model, a person’s behavior is determined by its behavioral intention to perform it. This intention is itself determined by the person’s attitudes and his subjective norms towards the behavior. Fishbein and Ajzen (1975) define the subjective norms as “the person’s perception that most people who are important to him think he should or should not perform the behavior in question” (Fishbein and Ajzen 1975) 
This theory can be summarized by the following equation: 
Behavioral Intention = Attitude + Subjective norms 
	According to TRA, the attitude of a person towards a behavior is determined by his beliefs on the consequences of this behavior, multiplied by his evaluation of these consequences. Beliefs are defined by the person’s subjective probability that performing a particular behavior will produce specific results. This model therefore suggests that external stimuli influence attitudes by modifying the structure of the person’s beliefs. Moreover, behavioral intention is also determined by the subjective norms that are themselves determined by the normative beliefs of an individual and by his motivation to comply to the norms. 
	TRA also claims that all other factors which influence the behavior only do so in an indirect way by influencing the attitude or subjective norms. Fishbein and Ajzen ( 1975 ) refer to these factors as being external variables. These variables can be for example, the characteristics of the tasks, of the interface or of the user, the type of development implementation, the political influences, the organizational structure, etc. (Davis, Bagozzi and Warshaw, 1989). A meta-analysis on the application of the theory of reasoned action showed that the model can produce good predictions of choices made by an individual when facing several alternatives (Sheppard, Hartwick, and Warshaw, 1988). 
	The theory of reasoned action (TRA) is one of the three classic models of persuasion, and is also used in communication discourse as a theory of understanding. The theory of reasoned action was developed by Martin Fishbein and Icek Ajzen in 1967 and was derived from previous research that began as the theory of attitude. The theory aims to explain the relationship between attitudes and behaviors within human action. TRA is used to predict how individuals will behave based on their pre-existing attitudes and behavioral intentions. An individual's decision to engage in a particular behavior is based on the outcomes the individual expects will come as a result of performing the behavior.

2.4	EMPIRICAL REVIEW
Product promotion and Effective promotional tool for marketing
	Rodgers (2003) investigated the impact of online sponsor relevance from an association perspective. Sponsor relevance means a match between sponsors and sponses in terms of shared semantic features, as a travel service sponsoring the travel section of a Web site. The results indicate that relevant sponsors are more likely than irrelevant sponsors to elicit stronger recall, brand evaluations and purchase intentions. Rifon, et al., (2004) examined the perceived corporate motive of online sponsors and the result suggest that a good fit of the company and the cause it sponsors generates consumer attributions of altruistic sponsor motives and enhances sponsor credibility and consumer attitude toward the sponsor. These online sponsorship studies from different theoretical perspective all suggest that it is essential for a company to select a fit event, cause or activity to sponsor because the perceived fit affects the outcome of online sponsorship.
	Rifon, et al., (2004) examined the perceived corporate motive of online sponsors and the results suggest that a good fit of the company and the cause it sponsors generates consumer attributions of altruistic sponsor motives and enhances sponsor credibility and consumer attitude toward the sponsor. Although conducted from different theoretical perspectives, these studies all imply that it is essential for a company to select a fit event, cause or activity to sponsor and the perceived fit affects the effects of online sponsorship.
	Edwards et al., (2002) found in an experimental study that perceived intrusiveness in interstitials is a function of the viewer mode and ad characteristics. That is, viewers can be in a goal-directed, searching mode or a mindless surfing mode, and they are likely to perceive a pop- up ad to be less intrusive when they are in a surfing mode than in a searching mode. For viewers in the same mode, forced exposure ads are likely to be perceived to be less intrusive if they are editorially congruent, informative and entertaining than otherwise.
	Forced exposure ads are often perceived to be intrusive, resulting in negative response such as feelings of irritation and ad avoidance (Li, Edwards and Lee 2002, Edwards, Li and Lee 2002). Edwards et al (2002) found in an experimental study that perceived intrusiveness in interstitials is a function of the viewer mode and ad characteristics. That is, viewers can be in a goal-directed, searching mode or a mindless surfing mode, and they are likely to perceive a pop- up ad to be less intrusive when they are in a surfing mode than in a searching mode. For viewers in the same mode, forced exposure ads are likely to be perceived to be less intrusive if they are editorially congruent, informative and entertaining than otherwise.
	Forced exposure ads such as interstitials, pop-ups and pop-under are on decline in recent years as increased resistance of users, decreased acceptance of major service providers and wider adoption of ad-blockers. However, these intrusive ads are expected to continue in use as more innovative ways are developed to deliver them (Olsen 2004).
Brand Awareness and Consumer Buying Behaviour 
	While studying the business world one can come to know that most of the business’s objective is to enhance their sales as well as their profits. For this purpose organizations try to encourage people towards its Products and services for purchase and customer lifetime value means steam of purchases over the life time period. 
	Brand awareness passes on that how to aware current and potential customers towards your product and service. Brand awareness is the probability that, consumers are familiar about the availability and accessibility of a company’s product and service. If an organization has a successful brand awareness it means that the products and services of the organization have a good repute in the market and simply acceptable (Gustafson & Chabot, 2007). The awareness of the brand plays a significant role while purchasing a product or service and may have control on perceived risk evaluation of consumers and their level of assurance about the buying decision due to awareness with the brand and its uniqueness. There must be a consideration of brand while making a decision to purchase a product or service, if there is nothing to be considered the probability is that there is nothing to be chosen (Baker W, J, & Nedungadi, 2005). Brand awareness creates a great association in memory about a particular brand (Stokes, 2004) Creating a strong brand image in the consumer’s mind depends on create an optimistic brand assessment, reachable brand approach, and a reliable brand representation (Farquhar, 2009). The importance of brand awareness in the mind of the customers can be evaluate at various stages e.g. recognition, recall, top of mind, brand dominance (they only call that particular brand), brand knowledge (what brand means to you) (Aaker, 2000). Brand awareness is very important because if there is no brand awareness no communication and no transaction will occur (Percy, 2001). Some of the consumers can make rule to purchase only those brand which are famous in the market.
2.5	GAP IN LITERATURE
Product promotion and Trial Purchase 
	Oyebode and Olanrewaju (2014) state that consumers may decide to try the product and see if it can satisfy his or her need. This is trial purchase decision. In this situation small size or small quantity may be purchased for trial. If the product proves satisfactory it will now become favorite brand. Product trial is the stage where the consumer “kicks the tires”. Nothing helps a consumer make a decision about your product more than actually trying your product out. There are many ways this is accomplished. For example, your company can provide your consumer with a free trial or a proof of concept campaign. In this stage it is very important to set the customer expectations correctly and deliver on said expectations. 
Product promotion and Brand Loyalty 
	Brand loyalty is very important for the organization to enhance their sales volume, to get premium price, to retain their customers rather than seek.
	There is a significant difference between replicate purchase and brand loyalty because replication purchase is buying of brand frequently and loyalty is the result going on by actions (Bloemer, 2006). Brand loyalty occur when client have significant relation towards the brand expressed by replicate purchase. Such loyalty will be beneficial for the firm because ultimately clients will be agreed to purchase at premium and may also be involved in introducing new client to the firm (Reichheld, 2010).The customers who are brand loyal do not evaluate the brand, they just make a purchase confidently on the basis of their experiences (Sidek, Yee, & yahyah, 2008).There are two types of loyal customers. The behavioral and the emotional, the behavioral customers will become loyal with brand but not emotional however the emotional customers will also be emotional with the particular brand in which they are interested (Jones et al., 2004). Some organizations make the customers loyal forcedly due to their monopoly even they do not want to become loyal and some organization make customer loyal by having low price and the other brand conscious organizations make a lot of effort for customer’s satisfaction and to establish brand and they do not have high loyalty (Grönhold et al., 2000). Purchase intention of the customers depends on the brand awareness and brand loyalty of a particular brand. 
	An intention to make a purchase of a specific product or service in upcoming. Purchase intention of the customers consists of problem identification, information search, evaluating the alternatives, make a purchase, post-purchase behavior (Engel, J. 2009).





CHAPTER THREE
3.0	METHODOLOGY
3.1	INTRODUCTION
	This chapter attempts to describe the methodology to be used in attaining the stated objectives of the study. It includes the research philosophy, research design adopted, method and sources of data and procedure in testing hypotheses formulated for the study.
3.2	RESEARCH DESIGN
Research design is the structure and strategy of investigation formatted in order to obtain data to answer research question, which would enables the researcher to test the research questions for final conclusion on the study.
The research design for this study is descriptive research otherwise called survey research. The design helps the researcher to describe the event in question using the resulting data to explain and predict the situation. It gathering consistently the data of occurrence of testing research questions makes predictions or getting meaning and implementation of the situation.
3.3	POPULATION OF THE STUDY
Population refers to all cases or individuals that fit a certain specification (Ohaja, 2003). The staff and customer’s of Toilet Soaps in Ilorin which set as total population for the study.
3.4	SAMPLE SIZE DETERMINATION 
The sample size was drawn from the total population of the study area, knowing full well that, the whole population cannot be sampled due to time and financial limitations. The researcher only selected a portion of the population both staffs and customers is studied (i.e 15 customers and 10 staff).
Therefore, the size of the study is 25. The opinions and views sampled (A part of population which the study is focused) from the respondents of the study. 
3.5	SAMPLING TECHNIQUE
The main purpose of sampling is to select a small portion of the whole population so as to make reference to the population.
The researcher adopted the Convenience Sampling Method as a sampling technique. Convenience sampling (is also known as Availability sampling or Accidental sampling) is a non-probability sampling technique where subjects are selected because of their convenient accessibility and proximity to the researcher. It involves the sample being drawn from that part of the population which is close to hand. That is, a population is selected because it is readily available and convenient. It relies on data collection from population members who are conveniently available to participate in study. 
3.6	INSTRUMENT FOR DATA COLLECTION 
This is the technique used by the researcher to obtain data for analysis. The researcher used questionnaire and one on one collection to administer to drawing conclusion.
There are two basic procedure of gathering data; these are primary and secondary sources. The research work makes use of primary data. The primary data is sourced from questionnaires administered to respondents in the area of the study. These data are used to test the formulated research questions. The use of primary data for the study does not preclude the use of secondary data, which were used to compile chapter one and two of the study. These data are generated from text books, journal, articles, publications and internet. 
3.7	METHOD OF DATA ANALYSIS 
All data generated were quantitatively analysed. Quantitative measurement of data requires that the occurrence of variables be communicated using numbers.
The completed questionnaires would be collected, edited analyzed. A simple percentage mode of calculating would be adopted to communicate the frequency of occurrence of variables. All data were analysed in tables, the tables are used to present relevant information which include interpretations and Chi-square (X2) statistical technique would be used to test the formulated research hypothesis.
X2	= ∑	(O – e)2 
		 		 e
Where X2	=	Chi-square 
	∑	=	summations
o	=	observed frequency
e	=	expected frequency 
3.8	VALIDITY OF RESEARCH INSTRUMENTS 
	The researcher used a set of 12 item questions to make up a questionnaire that was administered to the respondents. The questionnaire consists of open and close ended questions with multiple options.
	The questionnaire were submitted to the supervisor for validation and reliability.
3.9	RELIABILITY OF RESEARCH INSTRUMENT 
	The measuring instrument was constructed in a way that the questionnaire item were used to measure particular hypothesis and relevant variable that leads the respondent to answer the question. The result were analyzed using test and retest before arriving at the score and later presented to the supervisor who approved it as being reliable.

















CHAPTER FOUR
DATA PRESENTATION, ANALYSIS AND INTERPRETATIONS
4.1	INTRODUCTION
	The presentation and analysis of data can be defined as the systematic and scientific organization structuring and processing of data collected in order to present what has found and carried out in the course of the research project, which form the basis for the conclusion, recommendation and the organization decision in the area of the subject matter of the project.
4.2	DATA ANALYSIS AND PRESENTATION OF RESULT 
In this chapter, I would be made to analyze the data collected in regarding of survey, each of the questions will be analyzed and discussed.
NOTE
Resp-resondent, A-Agree, SA-Strongly Agree, D Disagree, SD-Strongly disagree and NI-no idea.
TABLE 1, SEX DISTRIBUTION OF THE RESPONDENTS
	OPTION 
	NO OF RESPONDENTS 
	PERCENTAGE 

	Female 
	55
	55%

	Male 
	45
	45%

	Total
	100
	100%


Source: Field Survey, 2025
Form the table above, out of 100% of respondents 55% of the respondents are female, while the remaining 45% are male.



TABLE 2, MARITAL STATUS OF THE RESPONDENTS 
	OPTION 
	NO OF RESPONDENTS 
	PERCENTAGE 

	Single 
	35
	35%

	Married 
	40
	40%

	Divorced 
	25
	25%

	Total 
	100
	100%


Source: Field Survey, 2025
Form the above table or table above out of 100% of respondents, 35% of the respondents and single 40% of the respondents are married and remaining 25% of the respondents are divorce diverted respondents.
TABLE 3, AGE DISTRIBUTION OF THE RESPONDNENTS 
	OPTION 
	NO OF RESPONDENTS 
	PERCENTAGE 

	20-30
	20
	20%

	30-35
	15
	15%

	35-42
	35
	35%

	42-50
	25
	25%

	50-up
	10
	10%

	Total
	100
	100%


Source: Field Survey, 2025
From the above, out of 100% of the respondent are between, 20-30 years age, we have 20% of the respondents between 30-35 years of age we have 15% of the respondent between 35-42 years of age we have 35% of the respondents. Between 42-50 years of age we have 25% of the respondents between 50 and above years of age we have only 10% of the respondents.
TABLE 4, RESPONDENTS CATEGORY 
Question 1: Does Product promotion persuade you to buy thing do not realy need?
	OPTION 
	NO OF RESPONDENTS 
	PERCENTAGE 

	A 
	15
	155

	SA
	25
	255

	D
	20
	20%

	SD
	40
	40%

	NI
	-
	-

	Total 
	100
	100%


Source: Field Survey, 2025
From the above table or table above, out of 1005 while 20% of the agreed and 25% strongly agreed, while 20% of the respondents disagree and 405 strongly disagree the statement.
TABLE 5, Question 2: Do you agree that Toilet Soaps encourages materialistic attitude in the society while neglecting important value.
	OPTION 
	NO OF RESPONDENTS 
	PERCENTAGE 

	A 
	35
	35%

	SA
	45
	45%

	D
	10
	10%

	SD
	10
	10%

	NI
	-
	-

	Total 
	100
	100%


Source: Field Survey, 2025
From the table, out of 100% of the respondent 20% of hen agreed and 35% of then agreed and 40% strongly agreed while 105 of them disagreed and 10% of the respondents strongly disagreed 
TABLE 6, Question 3: Do you agree that Product convey false and misleading information
	OPTION 
	NO OF RESPONDENTS 
	PERCENTAGE 

	A 
	20
	20%

	SA
	10
	10%

	D
	20
	205

	SD
	40
	40%

	NI
	10
	10%

	Total 
	100
	100%


Source: Field Survey, 2025
From the table above, out of 100% of the respondents 20% of then agreed and 10% of them strongly agreed while 20% of them disagreed, 405 of the respondents strongly disagree, 40% of the respondents strongly disagree and 10% of the respondents have no idea.
TABLE 7, Question 4: Did the current Toilet Soaps Product meet and satisfy your needs.
	OPTION 
	NO OF RESPONDENTS 
	PERCENTAGE 

	A 
	50
	50%

	SA
	10
	10%

	D
	20
	20%

	SD
	10
	105

	NI
	10
	10

	Total 
	100
	100%


Source: Field Survey, 2025
From the table above, out of 100% of the respondents 50% of the respondents agree and 10% strongly agree while 20% of the respondents disagreed, 10% strongly disagree and 10% of the respondents have no idea.
TABLE 8, Question 5: has Toilet Soaps Product affect the price of the –product or services.
	OPTION 
	NO OF RESPONDENTS 
	PERCENTAGE 

	A 
	60
	60%

	SA
	5
	5%

	D
	35%
	35%

	SD
	-
	-

	NI
	-
	-

	Total 
	100
	100%


From the table above, out of 100% of the respondents 60% of the respondents agreed and 5% strongly agreed, 35% of the respondents disagreed and others have nothing to say.
TABLE 9, Question 6: Do you think that Toilet Soaps Product is very important?
	OPTION 
	NO OF RESPONDENTS 
	PERCENTAGE 

	A 
	30
	30%

	SA
	50
	50%

	D
	15
	15%

	SD
	5
	5%

	NI
	-
	-

	Total 
	100
	100%


Source: Field Survey, 2025
From the table above out of 100% of the respondents 30% agreed,, 50% strongly agreed while 15% of the respondents disagreed and strongly disagreed. Means that above statement is true.
4.3	HYPOTHESIS TESTING
Based on the analysis of the questionnaire and result of the various hypothesis the following are the research finding.
The use of Product marketing has been very effectives in term of the ability to generate sates revenue.
People agreed that Product Marketing is the promotional means for the company product (Toilet Soaps in Ilorin) some people among their staff belief that Product marketing is the only means for the Toilet Soaps products industry to advertise its services.
4.4	DISCUSSION OF FINDING
Form the finding it was discovered that advertisement is an important tools which a company i.e Toilet Soaps products can use in order to enjoy prompt sales of its product and services therefore the company (Toilet Soaps) uses some means of to motivate there or its subscribers such as direct advertisement and erection of bill boards to reach its or their subscribers.
More so, from the respondents, it was discovered that current Product promotion meet and satisfy their needs i.e Product promotion , motivate them about company (Toilet Soaps in Ilorin) product and services to ease the sales of others services.
	Mean while, the company (i.e Toilet Soaps ) also engage in others promotional activities like national promotion for the people or subscribers to be awarded of their services and products.
CHAPTER FIVE
5.1	INTRODUCTION
This chapter will summaries the various chapter covered. Already and will also discuss the limitation of the study. It will deal with the marketing implication of the major finding lastly make recommendation based on the finding.
5.2	SUMMARY OF FINDINGS
	In the preceding chapters, the data collected in the research work were presented, analyzed and interpreted the respondents were mainly users and buyers within Ilorin township 31% male and 69% female, 25% of the respondents were civil servant, 39% were factory workers, 30% were business men/women and least respondent were student of 6%.
	The analysis further shows that 50% of the respondents preferred their choice of brand because of the packages and about 50 will prefer to search for their choice of brand instead of buying the available one. Most of the respondent were female which show that toilet soaps and detergent are most used by female than the male 50% of the buyers of these product were mostly bought by married couples and they are about 34% of the respondents, 69% of the respondent agreed that branding and packaging appeal to them and it makes them by always while 31% recognize their choice brand through promotion and advertisement. Some of the respondent change their choice of brand duet to regular supply of the product and dull appearance of the package about 26% and 28% of the respondent were noted for this.
	From the personal interviews conducted, the producers of similar product are in Iloirn township 
5.3	CONCLUSION
	In concluding this work, the researcher would like to say that consumer product do not exist in isolation in the choice of branding and packaging, it also exist in other classes of product. It is seen that every body in the Ilorin town it is seen that everyk body in the Ilorin township of Kwara state is a part of the toilet soap and detergent users.
	From the definition and description in chapter two, it is seen that various branding and packing that exist for consumer product help the consumers in making their choice of brand of toilet soap and detergent.
	The researcher therefore, agreed with Jerome Mc carty conclusion which says branding packaging can create new total product and that variations in packaging can make a product stable in various target market. All branding and packaging can be used by marketers in creating and building ac ustomer franchize for a given product.
	Different brand names were used as claimed by the producer in order to create cooperate image by improving the image of the company through good quality of brand product.
	Through good brand product and better packaging customer can always srember the product along with the corporate image of the organization. As discovered by the producers when there is a shift from their product initially it will be quarrel, but when it occurs the package, quality will also be improved after which marketing. Researcher has been conducted to know where the problem lies.
5.4	RECOMMENDATIONS
	A good system of branding and packaging to differentiate customer products are better made more flexible in order to cater for changing situations. Having analyzed the various branding and packaging systems available in chapter two for differentiation consumer product to toilet soap and detergent the research is of opinion that the consumer review of these various systems should be put in place as away of updating and reviewing it to meet up with current standard and the economic and social status of the consumer especially those at the upper level.
	This will vital in their day-to-day buying habit it might be costly, but a little modification might be better.
	It is obviously due to non-availability or irregulation 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 order for them to maintain their market share in the Nigeria soap market branding and packaging of consumer products must always be maintains to differentiate it from competitors products in excellent condition with creditable striving force to maintain quality of product.
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