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Abstract

This study deals with the impact of branding strategies and Consumer patronage of fast moving
consumer goods. It is a trending fact that consumers are more inclined to branded products as
opposed to unbranded ones when choosing a choice of product in the market. We would be
understanding the roles that Brand Awareness, Brand Loyalty, Brand Image, brand equity and
Pricing strategy plays on the patronage of FMCG in Ibadan. This study adopts the suryy,
research design which helps to directly show people’s opinions, attitudes and emotion K

other subjective characters. The data for this survey was collected from 323 emp f
Procter and Gamble Company in Nigeria (P&G) in Oyo state using the convenient s ing
method. The data retrieve was analyzed using SPSS 23.0. From this study, it is di§covered that
branding strategies has a significant on consumer patronage of fast moving c *r !oods in
Nigeria. The results also shows that all four branding strategies wereq 0t Nsignificance in
influencing the consumers patronage variables. The regression coefficient e&(@tlc, and p-value
for the model show that Brand Awareness (f=.480, t=8.142, p<0.0 rapgd Image (B=.657,
t=8.418, p<0.05); Brand Equity (f=.398, t=6.819, p<0.05) and Prici %fegy (B=.328, t=7.743,
p<0.05) exerts a positive and statistically significant effect on p %& intentions. Hence, the
null hypothesis was rejected and the study conclude that Bra &% ess, Brand Image, Brand
Equity and Pricing Strategy have a significant influence o l%)n ge intentions of fast moving
consumer goods in Ibadan, Oyo state. Therefore, we r c% ed that The FMCG companies
in Nigeria should pay much attention to the inﬂuenﬁb nd awareness, brand image, brand
equity and pricing strategy as it increases consumers hase intentions. They should engage
always in more branding strategies, and s a more effective branding management
department with experienced staff to help thése branding strategies with the company’s

goals and objectives. E\

Keywords: Branding Strategies, C@er Patronage and Fast Moving Consuming Good

Word Count: 308 \3/2
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Chapter One

Introduction Q}E

1.1 Background to the Study g
Organizations are frequently faced with challenges on how to create a competitive ad%\

over one another within the same industry and outside, business seasonality and i‘t days
da

he
are becoming more and more unpredictable, some organizations such as the Beverage
and other fast-food and fast-moving consumer goods companies contin %c\rch for accurate
strategies and strategic bearings to circumnavigate. Similarly, cu %d end users are also
restrained with their own wants but the needs and preference$ customers remains the sole
target of these organizations. As the customer’s perceptioms cver changing, the firms are also
strategizing on how right to access the custom Qis becomes a major priority for the

organization. Consequently, in a way to en@t the organization stays afloat of competition,

brand and product specifications are esse@l’for increased sales and optimum efficiency on the

long. ?\
It is becoming rather di@l} and tempestuous for organizations to continue business
transactions due to igcreased globalization and rapid changes in business environments, Under

such an enviror@t, business units struggle to align their internal resources with their strategic
focus so @nain competitive and also to achieve a superior organizational performance!.
Thi herg(ﬁ: creates an avenue for the implementation of strategic alignment in plotting the
e of action for organizations. By continuously seeking out new opportunities and ensuring
%xand strategies align it is worth knowing that a brand’s strategy posture should take into account

Q its market, competitor strategies, networking and capacity.

10



Dating four years back, it has been researched that Nigeria's Fast-Moving Consumer Goods

sector are faced with a lot of challenges!.The decline in consumers' purchasing/patronage power \V
due to the inaccessibility of the dollar in the economy and delayed policy response resulted in %%
weak macroeconomic conditions which led to weak labor market dynamics (high unemplo

and underemployment), reduced disposable income and poor corporate performance ac% to

National Bureau of Statistics report!. * \

Competition in the markets is getting stiffer as the working environment j stantly changing

in complexity and various organizations seems to realize that their ;\@g are seeking better

products and value from competing brands to obtain satisfaction, re value for their money.
Businesses and organizations operate in environments s }k to activities, crisis and events
that significantly ignite intense changes that could @e, retard, stifle or shrink their sales,
patronage, and profitability including trans@their business branding strategies. Brands
comprise the logo, the pictorial represer(ﬁo/ f the company or organization, the signature of
the company'.

According to the A r%/larketing Association a ‘brand’ is a name, term, sign,
symbol or design or a cotabindtion of them intended to identify the goods and services of one
seller or group of SB% dhd to differentiate them from those of competitors, the legal name for a

brand is trad@%
(e

Today a is also represented by a personality and a signature tune to capture the hearts of

&rs and keep them loyal. Strong brands have a number of benefits for a company, the

ger, the consumer and for society as a whole. Strong brands help the consumer locate and

O identify products and evaluate their quality and makes it easier for them to develop attitudes and

Q expectations’. Branding also makes shopping more efficient as it tends to reduce the amount of

11



decision-making time required and the perceived risks of purchase since a brand promises a
constant level of quality®. Well-known brands are capable of developing favorable attitudes and

\g

perceptions more easily, leading to increase sales. Higher perceived quality gives the consumer aQ/Q v

good reason to purchase the product®. (9

The same brand equity components may give the manufacturer an efficient base for lin$

extensions. The image and personality of the brand is easily carried over to K&v nroducts,
i

giving it a head start. An extension set of brand helps the consumer retrj Nl rmation from

memory, thus it facilitates the purchasing process and bias towards ¢t . In a competitive
business environment, brands are not just symbols that serve a%%(rs but have an economic
function. The value of brands is its ability to form an exc 1\ositive and prominent meaning
in the minds of consumers®. A brand can create a las@tpression on consumers and this may
result in brand loyalty or attract loyal custome *
In specificity, businesses (manufacturi Ns) amid a pandemic are also rebranding, re-
strategizing, rebuilding and rede all strategies, ideas or procedures through stocking
products and delivering serv Wformny with the trends (i.e. new normal) in order to thrive,
survive and contlnually p cd to maintaining their trademark even during a catastrophic and
economic repella uat?on (as COVID-19). Firms that crave sustained patronage in today’s
highly com %usiness environment are required to have the satisfaction of their customer-
ship as (;lap'mary focus. Customer patronage represents the degree to which buying units
emgate purchases over time to a given product or brand based on positive reinforcement and
&

ssed through repetitive buying behaviour’. Customer patronage provides the basis for a

O stable and growing market share.

Q
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According to a scholar the cost of winning customers is six times as much as to retain existing

ones®. Customer patronage entails the level of consent or support expressed in order to stir \V
customer’s exhibition of repurchase or repeat intention and satisfaction towards using a brand or&
product’. The extent of patronage is stimulated by customer’s behavioral, attitudina

psychological commitment and willingness to incur extra cost towards repurchasing a@ or

product amidst other alternatives'®.A scholar reiterates customer patronage is ure‘i by the

number of brands purchased, ratio of purchases, and future purchase inte%wc ibited towards

a brand even in the midst of change in quality and price!'. %

Customer patronage also deals with the processes that custome ggﬁge in when selecting a

product or brand among alternatives; as well as the fact Xttributes used in the selection.
Behavioral scientists thus propose that customer ’@mge results from a trial that gets
reinforced through satisfaction, and leads t re*vc purchase; while cognitive psychologists

contends that customer patronage build@ h mental processes, based on the believe that
consumers engage in extensive em solving behavior involving services. Customer
patronage is important and egse o business sustainability in the fast food industry. Hence,

marketers strive to dete omers’ preference with a view to adapt or generate value that

[ J
elicits customer age'?. According to a researcher, consumers have varying degree of
patronage t products and services. Also, customer patronage inspires consumer loyalty

and rete@oyas conceptualized in this study, to expectedly help fast money consumer goods
i ir brand or products, grow their market share, promptly deliver services, and create
Qﬁng improvement strategies'?.
O Fast moving consumer goods (FMCG) companies in most developed countries are the largest

Q industry in the manufacturing sector but their performance has been unacceptable with records of

13



sluggish drop in the profitability and market share'*. These trends of sluggish performance stem

from challenges of flawed competitive strategies and inappropriate implementation of market \V

orientation. Subsequently, a scholar pointed that food and beverage multinational firms in U.S &

have recorded slow performance resulting from open market to stiff competition and re@

pace of customer and market orientation4. %

In Europe, Companies in the fast-moving consumer goods sector employ al 14\ million

people and the manufacturing firms in the United Kingdom (UK) hav V arned global

reputation for provenance, quality and innovation. Despite t@tive record, the

manufacturing firms in the UK still experienced unparallele@ges of uncertain market

environment and weak strategic orientation practice Whi@ﬂl‘@d in daunted performance

among fast moving consumer goods firms'*. 0

In South Africa, fast moving consumer goods g€ctorgerves as one of the key economic industries

generating substantial revenue for the co@/ d providing employment opportunities to many

people. In spite of its econom@niﬁcant contributions, South Africa's manufacturing

companies face diverse problem§gfelating to poor performance of these fast moving consumer

goods companies in So rica which thus is attributed to poor adoption of strategic

°

orientation strategi ¢

In Kenya, i tively strong when compared to countries that are in a similar phase of

economin.e)elopment. The country is one of the top exporters of manufactured goods in the
Sakaran Africa region. This is as a result of the ambitious development targets set up by the
yan government so as to enhance economic growth in the fast-moving consumer goods

sector. Despite the efforts of the Kenyan government to set up policies that seek to improve the

consumer goods firms in the manufacturing sector, the sector which is the backbone of vision

14



Q

2030 has stagnated. Further, the sector's contribution to GDP declined from 9.6 percent in 2011
to 9.2 per-cent in 2012, while the growth rate deteriorated from 3.4 per-cent in 2011 to 3.1 per-
cent in 20124,

In Nigeria, fast moving consumer goods sector is a growing and dynamic subsector o, @
Nigerian manufacturing sector that is experiencing stiff and fierce competition'>. As en‘@ed

by some scholars that there has been a high rate of collapsed of manufagtufing \industry

especially in FMCGsin Nigeria and continuous decline in profitability whi & rtially caused
by poor implementation of market orientation, poor power a ructural facilities,
inappropriate employment of strategic alignment, organization Q&ﬁoor business innovation

and mismatch of organization environmental plangi d forces with organization

information'*In an increasingly competitive lands@fast moving consumer goods firms
engage in strategic orientation are facing m@nore challenges both in the global market

and African continent!4, < \

1.2 Statement of the Problem

Often, when asked the non-pu e%n behind their choice for a particular brand of product over
another, most consumers Will gj€adily shout “Quality”. However, one would accept this answer
with a lot of ambih%é, given the fact that it is only on rare occasions that consumers would
have what i make an objective quality differentiation among alternative product brands.
This cath) of consumers is highly informed and enlightened and their percentage is quite
Qg e in Nigeria. Furthermore, quality status ascribed by consumers to certain product

ds is not real but perceived. It is mostly a figment of their perception. It therefore follows

O that, those marketers who know how best to manipulate consumer perception and therefore better

15



position their brand in the minds of the consumers will definitely emerge winners in the
marketing warfare.

\g

In today’s business world, the Fast Moving Consumer Goods (FMCG) sector in Nigeria is Q/Q v

experiencing a major problem of stiff competition emanating from intense rivalry and K@
S

competitive actions from rival firms. Government interventions such as removal of pric%

9

foreign exchange controls and the introduction of investment free marke q& "med at
improving the performance of these organizations have resulted in marketj N&lre among the
key competing firms'. To drastically manage this challenge and achi titive edge FMCG
firms in Nigeria require effective branding strategies ranging @e, awareness, value and
of course price. Unfortunately, most of these firms havg, o esponded in the areas of new
product/service offer with limited creativity on their Bgand$ to achieve more sales and patronage
from consumers. It is against these foregoing %&d problems that there is a need to assess the
effect of branding strategies on consumer@age of the Nigerian FMCG sector.
1.3 Research Questions
The main objective of the st y%xamine the branding strategies and consumer patronage of
fast moving consumer goodls. Hence the specific objectives are:
1. To examinehk.ektent to which brand awareness influences patronage intentions of fast
movij ﬁo umer goods in Ibadan, Oyo state
2. degermine the extent to which brand image/name influences repeat patronage of fast
oving consumer goods in Ibadan, Oyo state

$:; To ascertain the extent to which brand equity/value influences customers loyalty of fast

O moving consumer goods in Ibadan, Oyo state

Q

16



4. To examine the effect of pricing strategy on sales volume of fast moving consumer goods
in Ibadan, Oyo state

1.4  Aims and Objectives of the Study

In the light of the research objectives, the following questions will be guided in the study: (9

1. To what extent does brand awareness influences patronage intentions of fas@ng
consumer goods in Oyo state? * \

2. How does brand image/name influence repeat patronage of fast-m @sumer goods
in Oyo state? &

3. To what extent does brand equity influences customer@f fast-moving consumer

goods in Oyo state?

4. What is the effect of pricing strategy on sales@w of fast-moving consumer goods in

Oyo state? é
1.5 Hypotheses < \

The following hypotheses stated in ull forms have been raised to guide this study:
Hol: Brand awareness has Q/%ﬂ'ﬁcant influence on patronage intentions of fast-moving

consumer goods in Ibadarw state

[ J
Ho2: Brand Ima mé has no significant influence on repeat patronage of fast-moving
consumer g imMOyo state

Ho3: B@Equity/value has no significant influence on customer loyalty of fast-moving
urhgr goods in Oyo state
: Pricing Strategy has no significant effect on sales volume of fast-moving consumer goods

in Oyo state.

17
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1.6 Scope of the Study

A study of this kind is expected to make theoretical, methodological and practical contributions \V
to branding on fast moving consumer goods sector. Procter and Gamble product brands have %
been identified as the focal interest in this research. This research would be of importance t\@

moving consumer goods sector and academics.

Most researchers participating at global fast moving consumer goods an\es may
acknowledge the findings of this research work essential for their m n and branding
portfolio, and the instruments for this research may be used in s oplng countries of

Africa that have embraced branding strategies in the Nigeria sy%

The major significance of this investigation lies in the 1t will most likely provide the
necessary comprehensive and empirical bridge to ﬁl@ap in knowledge with regards to the
relative effects of branding strategies on co & tronage of fast-moving consumer goods in
Nigeria especially in Oyo state. (}

The findings of this study will pot assist the fast-moving consumer goods sector to know

and strengthen the importalgyfﬂg strategies that influence consumers’ patronage of their

goods and products. An the study will serve as a useful reference material for future

research by academ\n& practitioners alike.

Slgn®l of the Study

This stub basically an attempt to answer the question of what is the influence of brand

s on consumer patronage of fast-moving consumer goods? The study is mainly on fast

Qng consumer companies in various local government in Oyo state using products of Procter

O and Gamble Nigeria LTD with brands ranging from Pamper, Ariel, Oral B, Gillette and

Q Safeguard to ascertain specific branding strategies adopted to handle issues with consumer

18



patronage and sales, hence the study Sspecifically will be exclusively carried out within Oyo

state. All the primary data for the research will gathered in the year 2022 - the year during which \V
the study was conducted. Q/%
1.8  Limitations of the Study (9

AN

This study might have several limitations, worth noting is the fact that respondents will%vv
from sales executives and marketing staffs of Procter and Gamble brands i da‘ due to

financial constraints that the researcher might face due to travelling t ces for field

analysis. Also respondents might not be free to express the actual ba/%g tegy they adopt in

the company. A

The study might have number of challenges which m obstruct its smooth progression.
Among them include; financial resources, time cons@ scope limitation, sample size issues,
ethical issues as well as statistically. *
However, the responses that the respoﬁen}\might still give are biased and inadequate to
generalize for the fast-moving c er goods sector in Nigeria. In the evaluation of the
research work the study mi a?ﬁe limited by constraints of resources, access, and time. The
finance and material resotgce, ficeded for the study might also be inadequate. Also limitations
which are insufﬁc%nﬂ and limited time to carry out and complete the research at a stipulated
period desig 6- the university and also limited sources of data might occur because most of
the sour(Q}yed are majorly primary data.
perational Definitions of Terms
nding: Branding has been defined as the use of identifiable variable like attractive names,

symbolisms, terminologies (slogans), terms, signs and in an extended version, the combination of

19



all the aforementioned variables with the intent of associating it with particular services and

products in an organization which is distinctive from competitors’ brand'>. \V
Branding Strategies: Branding strategies are long term plan that focuses on the development of &
a successful brand in other to achieve successful goal to become memorable in the eyes &@
consumer so that they decide to patronize your business over competition. %

Brands: Brands comprise the logo, the pictorial representation of the company %gz‘dzation,

the signature of the company. \

Customer Patronage: In the context of marketing, patronage is an process where one

receives a service or goods in exchange for money or other const Qﬁns. Customer patronage

is therefore, the purchase of goods and service from a ve customer or a business.

Brand loyalty: Brand loyalty is a consumer’s prefer®nce Yo buy a particular brand in a product

category. It occurs when consumers perceiv &w brand offers the right product features,

images or level of quality at the right pric€. \

Brand equity: brand equity can ned as a set of brand assets and liabilities linked to a

brand, its name and symbo hew to or subtract from the value provided by a product or
at

service to a firm and/or to ’s customers.

Pricing strategy: 'c.ir% strategy was paramount to every organization involved in the

production 0: mer goods and services because it gives a cue about the company and its

products@.c’.lse a company does not set a single price but rather a pricing structure that covers
1 & items in its line.

nd Appeal: A brand appeal alludes to the approach used to attract the attention of consumers

in order to influence their feelings toward a brand. Brand appeal constitutes one of

20



approximately twenty advertising strategies marketing professionals adopt to convince customers

to buy a product, pay for a service, donate to a cause, or in a different way be convinced. \V
Brand Promise: A brand promise is a value or experience a company’s customer can expect to %
receive every single time they interact with that company. The more the company can deliv, r@

that promise, the stronger the brand value in the mind of customers and employees.%nd

promise tells the company’s customer either explicitly or implicitly what they c pe‘t from a

the product or services of the company. A brand promise is a critical pa% e brand identity.

When brand promise is broken, the brand may lose its reputation, a@g
market share. A

A brand promise must be Simple, Credible, Unique, Me d Inspiring!®.

/\*0
O

mers and hence its
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Chapter Two
Literature Review \V
The discussion under this section will be carried out under the conceptual review of related %
concepts, theoretical framework, and empirical review of related literature. The study is a s@

for the discovery of existing information on a given research problem. %

é \

2.1.1 Customer Patronage
Customer patronage has been defined by many studies. According_t glar, it is customer

2.1. Conceptual Review

willingness to purchase a particular brand over again. It is des@oyal to a particular firm

and its development of a favorable altitude toward a bra Xe to place a particular brand at
top most minds and commitment to the use of a @lar product, the scholar opined that
customer patronage is the commitment to u a‘&ticular brand. This commitment is usually
triggered by the degree to which the br@ets customers want and expectation. Customers
would always go for products that elieve in and are in line with their self-perception there
by making their choices in a n%ayl. The consumer buying decision is described as all the
mental processes, feelings‘and ACtions that an individual engages in prior purchasing any product
or service offerin a&.ea‘and it answers issues relating to the what, why, how, when, and where
an individu purchase!. According to some researchers, the process spans several stages
that the Ql.symer will go through before culminating the actual purchase recognizing the need,
ertag of information, assessment of available alternatives, making the actual purchase and
qurchase evaluations. Further research reviewed that the consumer may skip some stages
O especially during a routinized buying but in a new and uncertain purchase situation, all the stages

Q are needed to culminate the purchase process?.
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Firms that crave sustained patronage in today’s highly competitive business environment are
required to have the satisfaction of their customership as a primary focus. Customer patronage \V
represents the degree to which buying units concentrate purchases over time to a given product %
or brand based on positive reinforcement and expressed through repetitive buying behavb\t@
Customer patronage also deals with the processes that customers engage in when s% a
product or brand among alternatives; as well as the factors and attribu se‘ in the
23

selection®.Behavioral scientists thus propose that customer patronage resultx trial that gets

reinforced through satisfaction, and leads to repeat purchase; v@g
S

contends that customer patronage builds through mental pro%, sed on the believe that

tive psychologists

consumers engage in extensive problem-solving behavior vimg services®.
Considering an important factor in consumer decisi@and preference involves elements of
choice. Consumers compare and rank differ ~&ds by focusing on their uniqueness when
establishing brand preference. When it c(ngo%rand preference it is defined as "the extent to
which the customer favors the e.@c service provided by his or her current company, in
comparison to the designate e%rovided by other companies in his or her decision-making
set," where a decision-maly t refers to brands that a consumer might consider purchasing in
the near future. It h&.lsa been shown that customer advice has a positive impact on the brand
and consu rences, Hence marketers strive to determine customers’ preference with a
view to @ or generate value that elicits customer patronage’. The phenomenon of brand
itchigg makes customer patronage is a topic of perennial concern to marketers; just as
Qess sustenance in today’s highly competitive business environment requires firms to win

O and keep the patronage of customers®. Some researchers even suggested that values, lifestyles,

Q social class, and media habits are antecedent to patronage, and affects store attribute importance;
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which may be evoked by a stimulus that sets needs in queue in motion, leading to patronage

intentions and patronage behavior, Hence the phenomenon of customer patronage requires on- \V
going observation, since social, cultural and economic changes affect patronage behavior’. %
Extant literature links customer patronage to physical setting, business location, corporat

identity and advancement inclination behavior; and measures it as patronage intenti%:al

patronage and repeat patronage; shopping enjoyment, satisfaction, time spent, er‘)f items

bought, money spent, share of wallet. In line with some scholars this s ag\a pts patronage

intention, actual patronage and repeat patronage as measures of cus@%
2.1.1.1 Patronage Intention A

Scholars see consumers purchase intention as an impo indicator for predicting consumer

nage’.

behavior. Patronage intention explains the tendency @w consumer will be willing to buy a
given product in the future. Some researc& rves that merchandize value discernment
trigger purchase intentions and purchase @or in organizations. Hence, purchase intention is
found to be influenced by prod@lue. Consumers’ aspiration to purchase can also be
perceived as an association et their attitude towards a product and its exact purchase.
Some researcher gave th&wned measurement items for estimating purchase intentions:
possible to buy, i e.d°to buy and consider buying. Thus, service organizations such as fast-
food firms @%h customers purchase behavior by generating value in product offerings to
match cu§tomers’ expectations and assuage their requirements®.
al\patronage Significantly, purchase action by a customer subsumes psychological
Qciples that have been evolved to exploit an understanding of consumers’ needs so that
O products can be designed, developed and communicated in a justified manner that can mirror the

Q applicable and substantial requirements of consumers. Consumer decision making is a process
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comprised of five stages that people experience when deciding on what products to buy.
Conventionally, consumer decision making has been delineated into five refined stages known as: \V
need recognition; information search; evaluation of alternatives; purchase decision; and post %
purchase processes. All decision-makings are channeled towards a determination of a pur h@
action. Accordingly, some scholars observed that consumers’ choice impact %rs’
discernments of commodity value and consequently their aspiration to constitute &.&ch‘se act*,
2.1.1.2 Repeat Patronage \&
Repeat purchase describes customers’ propensity to returns to a parti for more business
after an initial trial. It is the willingness of individuals to re-pl@ firm. Repeat patronage
can be pictured as the positioning of a series of orders by pr from a distinct company; or
the buying of a product by a consumer of the same b@Repeat purchase customers constitute
customers who attach satisfied emotional, @ual, physical connection to a company’s
offerings which surpasses their contemp@o/ Some researcher suggest that repeat purchase is
a measure of a consumer loyalty @peciﬁc brand and that it is a principal goal companies
strive to attain®. Some scholaps cApfefid that repeat patronage in buyer-seller relationships is built
on trust, commitment and Ygutyal respect; since customers revisit firms based on their belief that
the firm will cond@&s. btisiness in a manner that protects their interest. Repeat patronage is thus
reinforced b ble purchase experience, meaning that customers will continue to return to a
firm for Qt.h}r business as long as they (the customers) get a favorable experience with the firm*.
&ctual Patronage

ificantly, purchase action by a customer subsumes psychological principles that have been

evolved to exploit an understanding of consumers’ needs so that products can be designed,

developed and communicated in a justified manner that can mirror the applicable and substantial
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requirements of consumers. Consumer decision making is a process comprised of five stages that

people experience when deciding on what products to buy. Conventionally, consumer decision \V
making has been delineated into five refined stages known as: need recognition; information&
search; evaluation of alternatives; purchase decision; and post purchase processes. All decii\-

making is channeled towards a determination of a purchase action. Accordingly, some%rs,

observed that consumers’ choice impact shoppers’ discernments of commgéi V\lue and
consequently their aspiration to constitute a purchase act?. \

2.1.1.4 Customer Loyalty %%

Contextually, loyalty is a behavior of likeness of something th@ﬁers may exhibit to show
preference to brands, service, store, product categories \rities. Marketing literature has

shown a myriad of definition of customer loyalty.@examples that suggest consensus of

opinion given their agreement with the attitudi 5&1 psychological position of the concept will

suffice here. Scholars’ definition holds tk@omer loyalty is a biased behavioral response that

is expressed overtime by some indi s with respect to one or more alternatives out of a set of
alternatives. This is indicativ a%r loyalty is a psychological process.

A scholar could not agrde 1SS and posited that the concept defines the customer’s strong

[ J
commitment to re as® or re-patronize a preferred product/service consistently in the future,
regardless o ional and/or marketing influences that potentially could stimulate switching

behavior(Slli}htly deviating, some researchers believe customer loyalty to be a consistently
&e set beliefs of the consumer towards the brand purchased. These beliefs are measurable

e extent of customer positive beliefs and feelings towards a product in relation to the
competing brands in the market; how committed he/she is to the product; and his/her readiness to

recommend the product to others. Further, some scholars citing empirical and anecdotal
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evidences supported the idea that loyalty is both a long-term attitude and a long-term behavioral

pattern which is reinforced by multiple experiences overtime*. \V

A Customer Loyalty Specialist defines customer loyalty as a deeply held commitment to re-buy %

or re-patronize a preferred product or service consistently in the future despite situa!'&@

influences and marketing efforts having the potential to cause switching behavior. Th@lar

proposed four categories of customer loyalty based on the assumption that the%ur‘ers first

process information to form beliefs, use those beliefs as the basis for atti @d then make

behavioral decisions based on relative attitude strengths®.Some scho Q@%
%

as the strength of the relationship between an individual’s relativ de and repeat patronage.

¢ customer loyalty

Customer Loyalty is a newer concept as compared to a\oyalty. Among the prominent
authors have expanded research in Loyalty whose CO@ were being expanded by other after
them?.

Recent years have shown a growingfintekgst in customer loyalty. The globalization of
competition, saturation of markets development of information technology have enhanced
customer awareness and crgate ituation where long-term success is no longer achieved
through optimized produc\rij and qualities. Instead, companies build their success on a long-
term customer relati ;np. According to former studies, it can cost as much as six times more to
win a new c@% than it does to keep an existing one. Depending on the particular industry, it
is possingincrease profit by up to 60% after reducing potential migration by 5%. Hence we
Qe hat the increase and retention of loyal customers has become a key factor for long-term

ess of the companies. The main emphasis in marketing has shifted from winning new

O customers to the retention of existing ones, that is trying to win their loyalty®. Customer loyalty
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is not always easy to construe and many definitions have been proposed. Customer loyalty is
actually not as stated below according to a scholar.

a. Customer loyalty is not customer satisfaction: Satisfaction is a necessary but not
sufficient criterion. We know that “very satisfied” to “satisfied” customers some
switch to competitors. %

b. Customer loyalty is not a response to trial offers or incentives: Custo h(\react to
incentives are often highly disloyal and they often leave as fast a N me. They are
very much inclined to respond to a competitor's incentive. %

c. Customer loyalty is not a strong market share: High lev %‘arket share can also be
influenced by other factors such as poor performa mpetltors or price issues.

d. Customer loyalty is not repeat buying or uying: Some of your consumers
choose your products because of com& or habits and they can be tempted to defect
for any reason®. (}

Some scholars then describe custoyalty as follows: “Customer loyalty is a composite of a
number of qualities. It is dri n?&]stomer satisfaction, yet it also involves a commitment on
the part of the customer t a sustained investment in an ongoing relationship with a brand

[ J
st@mer loyalty is reflected by a combination of attitudes (intention to buy

or company. Final
again and/ dditional products or services from the same company, willingness to
recommegd the company to others, commitment to the company demonstrated by a resistance to

Qh g to a competitor) and behaviors (repeat purchasing, purchasing more and different

ucts or services from the same company, recommending the company to others)”.

O Customer loyalty is all about attracting the right customer, getting them to buy, buy often, buy in

higher quantities and bring you even more customers. Customer loyalty is when an organization
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receives the ultimate reward for the way it interacts with its customers. Loyal customers buy

more, buy longer and tell more people - that's true customer loyalty?. \V
Customer loyalty can also be seen as the extent of faithfulness of a consumer to a particular %
brand, expressed through their repeat purchases, irrespective of the marketing pressure gen a@

by the competing brands. Loyalty is an old-fashioned word traditionally used to descri@ity

and enthusiastic devotion to a country, a cause, or an individual. It has alsg n l‘@d in a

business context, to describe a customer’s willingness to continue patro%i@ﬁrm over the

long term, preferably on an exclusive basis, and recommending the fi ucts to friends and

associates. A
Customer loyalty is the continued and regular patronage iness in the face of alternative
economic activities and competitive attempts to disr@ relationship. Customer loyalty often
results in other secondary benefits to the firm ?& brand advocacy, direct referrals, and price
insensitivity. Some scholars identified th@s of consumer loyalty: re-buy intention, primary
behavior and secondary level beh According to the researcher, re-buy intention refers to
future intention of the cons er%-purchase the product or service; primary behavior means
the practical re-visiting b8Qhayi0r of a consumer; while secondary-level behavior indicates the
willingness of a cﬂa&te? to recommend the product to others and enhances customer loyalty
through hu ionship?.
Scholar Qt.h)r stated that loyalty is a deeply held commitment to re-buy or patronize a preferred
&or service consistently in the future, thereby causing repetitive same-brand or same-
Qi set purchasing. Some scholars suggested that loyalty comprises of two dimensions:
O behavior and attitude. The behavior dimension is characterized by consequential actions resulting

Q from loyalty, while attitudinal dimension refers to formative behavior as commitment i.e., a
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desire to maintain a valued relationship. More importantly, the consumer’s attitude toward a

product or service including attitudinal preference and commitment has a greater impact on \V
forming loyalty’. Q%
Loyalty therefore, is desirous by all business managers as it has established that it is chea@

retain a customer than to win a new one. We can differentiate between behavioral and %al

loyalty, also referred to as share-of-wallet and share-of-heart respectively®.

Behavioral loyalty refers to customers buying exclusively or mostly on e&and, whereas

attitudinal loyalty is all about having an emotional attachment to Q?d‘ iking it more than

others, and even loving it. A

These two types of loyalty are independent, for exampl n give a 100 percent share-of-
wallet to a bus company that passes one’s home to w@t would still be deeply unhappy with
that organization’s service and be ready to sv& oon as a viable alternative is on offer. True

loyalty requires both share-of-wallet and@o

when situational factors may makegdep®at purchase difficult, such as stock outage or alternative

sm?e% to switch using promotional offers>.

itself is not a guarantee of profitability and firms need to be

heart so that customers continue buying even

providers trying to persuade

However, attitudinal loya
efficient in translaﬁ&hese attitudes and loyalty intentions into actual loyalty behaviors. This
includes: (i) d share-of-wallet such as encouraging a customer to buy more from a brand,
and less Qyits competitors which results in selling more units to a customer; (ii) Up-selling to
i &Vd products, meaning selling more expensive, higher value products, which results in
igher revenue from the customer for a constant number of products sold; (iii) Cross-selling

of products the customers currently does not buy, this means in addition to the products a

customer already buys, a company sells different products to that customer; (iv) Referrals such
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as customer give positive word-of-mouth and recommendations to buy the firm‘s products to

friends and associates that lead to sales’. \V
For example many Apple customers show absolute loyalty to Apple and even dislike competing %
products. Apple fans identify with its trendy brand and love its integrated and smart solu 0@

sleek design and excellent product quality. These customers seem to increasingly I%an

Apple world, where they tightly integrate the use of several Apple produc ch\as their

MacBook, iPod, iPhone and iPad). They frequently download and buy soff éps, songs and
e-books from Apple Store and iTunes. These customers have a dee %ommitmen‘[ to re-
buy and re-patronize Apple products and services consistently in g

at all costs despite strong marketing efforts of competitor%\

2.1.1.5 Sales Volume

re, against all odds and

The main aim of any business is to earn *1 profit and this is possible only through
maximum sales. The quantity or number @ucts sold or services provided by a company in a
particular period of time. Sales VO@iS a measure of growth embedded in the adoption of a
particular marketing strategyad by a firm, expressed in unit or quantity of what is sold. A
company’s ability or its agerial power is expressed by sales volume. According to a scholar,
the strength of'a c :1y’is expressed in sales volume among other parameters.
Some organg Q measure growth in terms of net profit, revenue, and other financial data,
other bu@ley owners may use one of the following criteria for accessing their growth; sales,
ﬁof employees, physical expansion, success of a product line, or increased market share.
s volume is the sum total of factors including gross sales returns. Sales volume can likewise

be measured in terms of margin, profit, numerical distribution. Nevertheless, trade promotion

was a measure of sales inducement based on buying allowance, sales contest, and special
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allowance which are regarded as potent tools to bring the middlemen to a deeper commitment to

manufacturer’s products and brands’.

2.1.2 Branding Strategies Qg\
According to some experts’ brands are very important to the consumers as they refle @
experience and knowledge of the company and its products**. The brand serves t \y
superior quality products with minimum associated risks, and enables consumer apgre both
cognitive and non-cognitive values. It is an important intangible asset val the company
and functions as tool in developing productive relationships with u@g in the long run'®,
Relatedly some scholars submits that powerful brands contribut péﬁively both to firms and
their customers. Companies benefit because good br \ value to their organization,
favorably influence consumers' perceptions and judg@, acts to diminish competition, helps
grow firm profits and serve as platform for br &nsions. On the other hand, it is also gainful
to consumers as strong brands function a ql% certification for that product and build trust'®.
A brand that is existing as the ma «@c only brand from where other brands take roots in an
organization, is also the bra tl%ompany gives extensive promotion and emphasis to, such
as Maltina. This is a companys’core brand or umbrella brand. Primary brands typically garner a
large percentage o%rﬁpany’s revenue potential and therefore need to be given priority and
have a suffi gount of advertising in order to root them firmly. This is an additional brand
or brandQ(.))he base brand which is the use of the same brand name for new products in the

e production organization. This is also a situation where existing strong brand name can be
Qas a vehicle for new or modified products.

O The concept of branding has been variously explained and discussed by researchers, pundits and

Q the learned in the business discourse and academia. Branding has been defined as the use of
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identifiable variable like attractive names, symbolisms, terminologies (slogans), terms, signs and

in an extended version, the combination of all the aforementioned variables with the intent of \V
associating it with particular services and products in an organization which is distinctive from&
competitors’ brand. (9

Branding has been in existence hitherto large commercial activities (before the %

revolution) to identify one product from the other particularly among the artjsti quers. A

brand that is meticulously planned and executed dominates the subconscio of consumers
ge

who do not struggle to recall them whenever the need arises and he come a vital tool
for business organizations to break into every market. For insta@ ana, popular names like
MTN, Vodafone, Airtel, Tigo and Glo comes into thei \d when mobile networks are
mentioned. Also, when the name nestles comes to mi@erage is what people think about!'.

In that accord, the American Marketing A&&n asserted that products and services are
branded to bring out the uniqueness of t eNuct making it different from other products and
services of competitors within the the organization finds itself. The American Marketing

bination of these variables!?. Through branding, customers

Association emphasized that pro and services can be branded using a name, symbol, logos,
terms, designs and can é{m

develop an emoti cGnnectlon with the product and the organization, when individuals
develop em@&attachments with the product of the organization it becomes easy for the
product Qe}denuﬁed with an increasingly choked market!’.
icating the brand of a product to potential customers is an important strategy in
@ﬁng, proper communication measures make it easy for potential customers to understand
O and associate themselves with a particular brand. Communication removes all ambiguities

Q concerning the purpose of a brand and easily creates brand awareness. The study enumerated
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four stages including; brand positioning, brand communications; brand performance and brand
equity and leveraging. Branding qualifies a product to become more than a product because of \V
the emotional and mental connection they develop. Formally, branding was defined as names, &
associations and other ingredients that is used to identify a product. (9

Potential and aggregate consumers see branding as an integral part of every produ%

meaning to it and in the long run producers or service providers like MTN, Vod , A"rtel and

the likes wins customers heart through branding. When a brand is perceiv %& high quality,
there is still prestige highlighted on that product!'?.
Importance of Branding: A product is something made in a Q&brand is something that
is bought by the customer. A product can be copied pet1tor a brand is unique. A
product can be quickly outdated; a successful bran(@neless.” Stephen King, WPP Group,
London. The importance of branding a prod &n the fact that branding means recognition
and an identity. Branding is an importan@ting function. When it comes to the actual word
'branding', its origins can be co to the activity of branding of milk giving animals.
Farmers, animal owners ofte r% their cows and buffaloes with their signature brands.
The milk of animals that Were faken better care of were always in demand and of course, costly.
Though many of m*:w’feel that this kind of branding does not have any connection to the
modern co anding, it definitely has to disagree. This is probably the pioneer branding
process. Qly the milk was from a family of very well cared and well-tended animals, it was
&ed to be of very high quality and people were ready to pay more for it!2.

same principle of branding is applied today. A set of related products that are manufactured

by a company and are sold as a family of products under the marquee or banner of a brand has a

certain recognition and a place of respect within that very market. Branding the product thus, is a
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means of creation of identification and recognition in the market. It is not just a process of

getting a trademark and logo, but it is a process of evolving as a well reputed name on the market \V
and field. Taking an example of the above explanation is a very well-known brand that has %
become the identity of the market itself is the office equipment manufacturer 'Xerox'. Tho l@

is a company's name, the act of photocopying is termed as 'Xeroxing'. In the cour@us

review, various importance of branding was discovered from different perspectivagkbwinessg.

Important of branding to business: From the point of view of a bl%éhe process of

branding involves making of a trademark and a good name. A reg@

ensure individuality and uniqueness of a particular product or of products. The lawful

emark and a name

registration of the trademark means that any competito XCopy any of the elements and
names of the products. Branding can be done f@thmg that can be promoted in the
consumer's market, may it be a simple label, ?a’Mr of products or an umbrella brand. People
can also have a personal brand. The prin‘(y}rantage of branding is that it is safeguarded from
unlawful activities and at the sam it is also a way of developing a good reputation in the
market. Often you might s % new product carry the tag that says 'from the makers
of ...brand', well this is angther”advantage of branding. When a business who owns an already
famous brand wanﬂ&.laﬁnch a new brand in the market, they can use the pre-earned goodwill
and reputati@rQw new launch. The advantage is that, people are bound to purchase the new

productsQl.t}f curiosity?®.

Q) nce of branding in marketing: Marketing primarily involves the study of demand in a
& et and creating a response in the form of supply. In the field of marketing, the brand name
O plays an important role as it helps the people to promote the brand name and its merits quite

Q easily. Apart from that, it also becomes possible for the marketing people to generate intelligence
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information about the brands popularity and also what people exactly want from the brand
owning company. As a result of a brand loyal group of consumers, it also becomes easier for \?’

marketing department to asses regular and promised demand. Apart from that, schemes such as %Q v

8

N

Importance of branding in advertising: Advertising is often considered to be %&

free gifts and discounts often boost the sales as the brand is an important icon of the market

marketing however; branding a particular product helps the advertisers to provi ato‘ly logos
and advertisements. As a brand name can never be copied, advertisers Ne er heat from
unauthenticated advertisements, effectively, their advertisement creati rotected®.
Apart from that advertiser can initiate fearless and independenﬂgﬁng as due to the process
of branding, the consumers are already well aware of the Xits identity and nature. In short,
the importance of branding can be summed up in sir@ords 'successful branding is a process
that generates revenue that cannot be counted,@‘wes a reputation that is felt not seen, it is an
asset that one cannot show on a balance s@
The Purpose and role of the Bra
Besides making a lasting im s%n an organization’s customers, the role of branding is also
to give an image of wha %‘ganization can offer to its customers and clients. It is a way
to differentiate theﬁk&tn&ations product from competition and establish a business as the best
choice amo ther brands. The role of brand come in critical for the organization as it
translatte.ty loyalty and higher margins in the long run®’. Further studies explains that when
echnique of branding first started, it was meant to make identifying and differentiating a
th easier. Over time, brands came to embrace a performance or benefit promise, for the

O product, certainly, but eventually also for company behind the brand. Today, brand plays a much

Q bigger role. Brand has been co-opted as powerful symbols in lager debates about economics,
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social issues, and politics. The power of brands to communicate a complex message quickly and
with emotional impact and the ability of brands to attract media attention, make them ideal tools \
in the hands of activists®. &
Brand identify the source or maker of a product and allow consumers to assign responsibili @

its performance to a particular manufacturer or distributor. Consumers learn abo XS

through past experiences with the product and its marketing programs, finding hic‘l brands

satisfy their needs and which do not. Brands also perform valuable functi% irs they simplify

product handling or tracing. It also helps to organize inventory and @
%ﬁ

the legal protection for unique features or aspects of the produQ signal a certain level of

g records. It offers

quality so that satisfied buyers can easily choose the prod amm. A strong brand will provide a
reassurance that can have an enormous impart w@ buyer has to choose between two
objectively fairly similar offers, for example ig/NiZegia, MTN has capitalized on its brand image
carried over from its successful operatioﬁi}Nfrican countries to be the leading GSM service
provider in Nigeria®.
Brand loyalty provides predi al%nd security of demand for the firm, and creates barriers to
entry that make it difficultor ghore firms to enter the market, example Microsoft and its market
dominance in the s%;afe industry has created a huge barrier for other software companies.
Loyalty ca Qe into customer willingness to pay a higher price, often 20% to 25% more
than corQe.ti)g brands. In implementing branding strategy, branding is considered sometimes
isky. Nowever, it is pursued because the firms believe that its benefits will outweigh added cost
Qveloping the brand through promotion and risks and responsibility assumed in maintaining
O its quality image. The crucial role of branding according to some scholars can be captured from

Q three perspectives Consumers, Manufacturers and Intermediaries®.
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Consumers: For consumers, product branding does the followings; (i) Facilitates the
identification and purchase of preferred product choices; (ii) Enthrones some status symbols on \?’
users of the product; (iii) Especially for new products, they can help in the first-hand evaluation %Q v

of the product’s likely suitability and quality, judging from who is the owner of the bK@
to

Another researcher viewed the role of branding with respect to the consumer as (i)I@
identify the source of manufacturer of the product and simultaneously assigns %pqqsibility
towards an organization for the branded product, (i1) Experience of custo Sﬁh products of
same brand help them to quickly decide whether they will want Qg ith their purchase
decision or not making their decision easier, (iii) Brands br'n@v them a certain level of
quality assurance'?.

Manufacturers: Product branding to the manufactur@ital the following ways; (i) It affords
a manufacturer on exclusive legal protectior@g unique efforts and product features, from
competitive parody; (ii) It is vital in d@iaﬁng and serving market segments of various
purses, purposes and personaliti i) It facilitates the identification of a manufacturer’s

product on the retail shelves; (i%an provide a manufacturer with an avenue to escape the

travails of price related ctition®. Another researcher viewed the role and purpose of
[ J

branding with res to the manufacturer as (i) For a firm, the brand provides legal protection

towards uni res or aspects of the product, (ii) Brand loyalty helps organization to retain

their ex&ry customers when diversifying from one line of products to other. It provides
rity, of demand and creates barrier for other manufactures to easily tap existing customers,
;l!irms can charge a premium for owning a brand boosting profit on every sale, (iv) Product

O can be copied, but brand cannot. Once a brand is established, it’s the invaluable asset for an

Q
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organization, (v) A well-established brand adds towards the overall value of the firm while

calculating its net worth!3,

Intermediaries: These include the wholesalers, retailers, agents, jobbers etc. A typical stor Q/%
supermarket or distributor benefit from branding in the following ways; (i) The bra 6
usually advertised by the manufacturers, thereby making sales easier for intermediariesN(ii) It
makes description and location of needed products by shoppers much easier; Qt o}mtional
materials based on product brands are usually given as gifts to intermediat%\

Benefits of Branding Q/%

Product Pride: A professionally designed logo and Brand 1% that you are committed to
presenting your company as a major contender in you@ .

Product Visibility: Most prospective consume k for highly visible, well-defined businesses,
and the “look and feel” of your identity pl \m jor role in their decision-making process.
Product Credibility: Establishing i@ with a strong visual message in a professionally
developed Brand, used througho?l your business and marketing communications, will keep
you a step ahead of your % ifion.

Product Appearaﬁ:’A.professionally developed Brand positions your company to work with

larger organidg and increases your margins by allowing you to set premium rates for your

products€nd

Pr&t Retention: Most people remember what they see much better than what they hear or

ervices.

s Having a consistent visual identity throughout all of your business and marketing

O communications will keep you at the forefront of existing and potential client’s minds when they

Q

have a need for your products and or services.
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Product Differentiation: When partnered with a strategic marketing program, a well-designed
logo and a strong identity system will position your business far above the competition in your \V
market. Q/%
Product Stability: Even if an organization is unable to claim that they have been in busme\®
over 30 years, having a functional Brand / Identity system gives the impression %
business is dedicated to the industry you serve.
Brand Support: When a firm presents well-rounded business package, \&ess goals and
objectives are more clearly defined and this will improve the firms of getting venture
capital or other forms of financial assistance'>. A
Analysts and pundits have repeatedly affirmed that the \munication industry is entities
that have the potency to greatly influence consume@ globalization of production and the
chain of multinational companies have influe eﬁ*npanies to develop strategic branding tools
that are executed through specific go ,x culture of the organization and the chain of
command within the organizatio nds of organizations can range from visuals (logos,
symbols, colours, the physi 1%6 of the organization and the likes) to audios (jingles,
composed songs, recitals ers) and also be grouped under tangible and intangible elements
of branding'?. { ®
In addition gscholars mentioned five strategic branding strategies; positioning, brand
extensioQ.h) channel through which distribution takes place and pricing. The positioning of
&is essential and deals with its uniqueness, sustainability, credibility and the value that
S,

mers’ get for their money and depending on the level of satisfaction the customer gets, the

O more they are drawn to the product.

Q

42



Positioning also elucidates the product direction and the basis for the product and in a pursuing

new market, communicating and setting prices as well as gives clarity and guidance for internal \V
employees. “The value of branding has also been recognized by suppliers who produce %
ingredients or components that are incorporated into final products”. Further studies also h\@

an analogy between branding strategy and strategic pricing. The author is of the %nat

premium strategy also has price tendencies. This implies that when te m‘nication

companies invest in strategic branding it would win customers even in theizx igher service

charges®. %
2.1.2.1 Brand Equity AQ/
The brand equity according to some scholars describes a f attributes associated with the

name and/ or symbol of a brand. Brand image is the@river of brand equity, which refers to
consumer’s general perception and feeling ut“a, brand and has an influence on consumer
behavior®. It refers to attributes that pr@r diminish value and satisfaction offered by the
product or service of an organizati its customers and is also considered as the usefulness
that consumers link with a b@ the customers feeling of superior value of a product brand
compared with other br Brand equity thus are those characteristics of a brand that
stimulate consum Vdrable or unfavorable dispositions toward the brand. An expert assert

that brand e@Qmams a prime non-physical asset possessing and offering psychological and
financial Qeyﬁt to the advantage of the firm, and the extent of its usefulness hinges on the

tify, of persons who patronize the product. Studies have reported that brand equity produces
@ased profits and stock returns'’.

O Dimensions of Brand Equity: From the literature, studies have identified brand awareness,

Q brand association, and its perceived quality as key elements making up the brand,It was posited
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that these components of brand awareness, brand association, and its perceived quality with other

intangibles like trademarks, channel relationships and patents are important components of brand \?’
equity'”. %Q °
2.1.2.2 Brand Awareness \(yg

A scholar avers that brand awareness is the capability of the customer to remember an@
the brand and is demonstrated by there been able to specifically pick out the bra %sp?ctive of

the surrounding circumstances and to connect the brand name, sigt\ o to related

association in memory. A brand's awareness is achieved by associit@

things in the mind!*. Customers must first become familiar with a\b before they can form a

rand with various

set of brand associations. There are several factors that i \ perceptions about a particular
brand!®. The expert also avers that the brand recall d&@ts the customer's ability to bring back
that particular product brand from me &s occasion necessitates. For effective
competitiveness it is indispensable to m@rand awareness'6.Some scholars also suggested
the following as means of promorand awareness through avenues such as employing a
slogan or jingle, by using and e g a symbol until well known, by intensive publicity and
advertisements, by event &

°
2.1.2.3 Brand Im °

ships, by using cues especially through packaging'.

Brand imag@Qymbolic construct created within the minds of people and consists of all the
informatign and expectations associated with a product or service. People engaged in branding
tondevelop or align the expectations behind the brand experience, creating the impression
a brand associated with a product or service has certain qualities or characteristics that make
it special or unique'*. Brand image is the reputation of the firm with the various audiences that

are important to it. These groups that have a stake in the company are known as stakeholders.
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Stakeholders are affected by the actions of the establishment and, in turn, their actions can affect
the company. Brands create the sense of status consciousness in many consumers which leads to \V
the sense of recognition and using different brand products is the new trend of fashion. People %

feel pleasure when they are recognized in society, friends and family in connection of sp c@

brand which is mostly used by a person. Now people want to have everything branded@he

food they eat, clothes they wear to the decoration of their homes. Status on‘picuous

consumption are also factors which affect the consumer behavior, co erS»now use the

expensive and branded products in order to show their status. The ng hich are used for

showing off the luxury, power and wealth are known as status bra %fl‘he wish to have a high

status is the factor which compels the people to use @as status symbol. Brands are

consumed to show that the person who used it is highly stdfus conscious, trendy and wealthy and
these brands can be categorized as status br&& the customer wish increases, the usage of
brands also increases!'®. (}
When branded products are displntentionally or shown especially to others for making
them realize the power ande w » by the person who uses them, we can say that it is
conspicuous consumption®, It*means the display of your wealth through the consumption of
different brands fdhks.t 8howing the high status is conspicuous consumption and it is a very
important di 10n of consumer behavior for influencing his behavior towards brands and also
the impaQa:yl power of branding in influencing and moldings the consumer behavior.

re mostly used by rich females to show their wealth and high-class status. It is a trend in
Qtan due to the increasing number of brands and fashion that if you are rich, you cannot buy

O the unbranded products. So it is further argued that status consumption and conspicuous

Q
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consumption are related to each other and status consumption is the reason of conspicuous
consumption!’, \V
Consumers should have the Brand awareness. It basically includes awareness of brand and the %
information or image of brand in the mind of consumers. Awareness of brands help consum r@

recall the brands easily and it creates a positive image about the brand in consume&.

Awareness of brand leads to the creation of brand image in consumer’s min ich*elps in

future purchases of the same product. Brand image is basically the associatwl attachment of

consumer with the brand!”. Whenever he thought about it, the ima Q@
Qﬁ

brand looks and its usage comes to his mind. On the other side, el ship of consumers with

d means how the

brands has significant effect on consumer behavior'®. Rel 'ox with the brands build through
trust and satisfaction provided by the brand to consu@nd satisfaction and trust leads to the
attachment with the brand. Creating a relat& in long term with brands, attachment and
association with the brand is therefore r@ because these are the variables that affect the
current and future prices of cons Association with a brand also helps the consumer in
saving the switching cost. Br; d%e and Brand Awareness leads to Brand Knowledge!®.

It is said that consumers or increases towards branded products or services according to

[ J
their age, gender aﬁ%r@nality traits and people get social according to their personality traits.

The researc r@ ated that individuals behave differently towards the same brand according to
their e@rygender may however be a basis of determining the consumer behavior '°. It is

& that females are more innovative, enthusiastic and interested in fashion industry and
é@oducing new brands than males. Females feel pleasure in show off and display of their wealth,

O power and status. In Pakistan, females show off their branded clothes for making other realizes

Q
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that they belong to high status. So people show different behaviors towards different brands

according to their gender'. \?’
Brand Price Q/z

Price is one of the important factors which plays a vital role in brand switching. Price ig t

%

amount which consumer pays for any product or service, while purchasing that produ

4,

If organizations charge price sensible and give better services then it will te qustomer
satisfaction and very less consumer will switch to another brand becau \@faimess is an
extremely significant concern that leads toward satisfaction'®. %%

2.1.2.4 Brand Loyalty A<(/

Loyalty is a prime component of brand equity. It \ the emotional bonding and
attachment to a brand. It is linked to repeated purch@er time and shows a commitment to
continue to buy the brand and denotes patron& hich this study dwells on. Product category
loyalty is the practice of purchasing procﬁts} m a specific product category in anticipation of

their release. When choosing bet two or more brands, the consumer does not take into

account any marketing effor@mtional-physiological nature of the consumer's attachment

to a specific brand is evﬁﬂn}
[ J
loyal'>. * .

Consumers %ed into switchers, price switchers, passive loyal customers, fence sitters, and

loyalist, Qs.e} on their level of loyalty.

Q) r loyalty is one major thing that brands need to thrive in the market place. When
()

ustomers must be treated well in order for a company to be

mers are loyal to a brand, they become ambassadors by speaking good stories about the
O brand. It is a basic truth that when customers are happy, they go to a large extent to promote a

Q good image for the brand. Loyal consumers help in gaining a high market share. To make new
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customer loyal, it needs to invest five times more cost than to retain the current and existing

consumers. Loyal consumers can provide the competitive edge against competitors which is a \V

significance factor for success. Customer loyalty is all about relevance and meaning throughout %

every customer touch point. It is all about making the brand experience more intj @

relationship with the customers. Brand loyalty is a result of consumer behavior and is a%by

a person’s preferences. Loyal customers will consistently purchase products fro ir ‘referred

brands, regardless of convenience or price. Furthermore, brand loyalty ¢ \m sured in two

dimensions: affective loyalty and action loyalty. Affective loyalty is Q%w brand preference
from accumulative satisfaction to previous using experiencesﬁxér, affective loyalty just
represents that a repurchase intention?’. It does not m Xconsumers will take purchase
action. Companies will often use different marketing@ies to cultivate loyal customers, be it
is through loyalty programs (i.e., rewards pro &r trials and incentives (ex. samples and free
gifts). Companies that successfully culti@yal customers also develop brand ambassador’s
consumers that will market a certai d and talk positively about it among their friends. This
is free word-of-mouth marke g%e company and is often very effective?.
It is found that the growi1 and the loyalty factor have direct link. It is proposed that the
consumers tend toﬁ%me more loyal to brands with their growing age, but the attitude towards
purchasing i % similar among older and the younger age group because of the factor of low
income @th the groups (younger and older) have low income and due to the low income,

e to bargain which decreases their loyalty level. The people who are more price

Q:ious as older and younger consumers, they tend to become less loyal than those consumers

O (middle age group) who are rich, less concerned about prices. It is further argued that low

Q income is the main factor which decreases the loyalty level among older and younger consumers
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and due to the problem of low income, they are usually compelled to do bargaining and

sometimes the switch to low price brands?’. \V

Middle aged consumers (25 to 44 years old) are found more committed, associated and loyal to &

brands. The richer the consumer, the more he is loyal. So we can say that the high incom@

middle age are indicators of loyal customers®!'. Another driver of consumer purchasing%’or

is emotions. The relationship between brands and emotions is significant. Now t ark‘ters just

focus on emotional exploitation. They are trying at their best to wt their product

emotionally to the consumers. Advertisements are the best way to m %mional connection

of product with consumers®. When people watch different adv éﬂents like mother caring

about the health of his child by telling him to use Safeg ill germs, then a mother in real

life will try to use the same product for the safet@is child because she is emotionally

exploited and concerned about his child h&?&terature further reviewed shows that it is

argued that some brands use the image@s for arousing the emotions among consumers;

these types of stimuli are known a q%. boards because they are directly related to the mood of

consumers??, Sometimes test4 % in order to create the connection with the consumers and

awareness about the bencfits ghd pricing of particular brands and it is known as positioning

statements. { ¢

The relatio %n choices of brand by consumers according to their personal values is

explored@dhood is the time when individuals start to recognize their values and try to adjust
iMcertain groups of society in which they feel comfortable. Values are personal beliefs and

@

arnt by individuals by their elders and society. They learn these values through cognitive

O process and they as a part of their life, guide the individuals in many actions their daily life. They
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are internally embedded in every individual’s mind. They affect the consumer behavior because
consumers buy their products according to their values?. \V
Values create the link between individual and its surrounding environment. It is found that Q\
means-end theory which involves the cognitive process. According to means-end t ;

attributes of the products which are selected by consumer provided him the beneﬁts% n

turn lead to the satisfaction of the values,so there is a significant relationshi et‘een the

behavior of consumer in choosing a brand and the personal values of N rs which are

satisfied by the usage of that branded product. Every consumer has hij aning of choosing

their brands so the hidden dimensions of consumer behavior c %lound through applying
means-end theory 2. \

Another dimension of consumer behavior is the i\@e of reference groups on consumer
behavior. It is argued that the important re &group for consumers is the family which

affects their behavior and attitude toward@s and also the selection of brands. The reference

groups include the purchasing be is influenced by the reference groups family, friends,
neighbors and colleagues etcl?. v
Inertia is also a factor whigh utfluences the consumer behavior. Some consumers buy the same

brand every time A;der to save time, it is the inertia of saving time which compels and

influence th g to buy the same brand again??.

To exanQe}bout the consumer behavior of younger and older consumers in relation to the
rsSNlike income or age. Degree of loyalty is also influenced by the type of product,
ortance of product and also the characteristics of brand. It is proposed that the products like

toothpaste which consumers use every day and for long time, they rarely think about changing

these types of products.
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Sometimes consumers stay loyal to a brand and avoid switching brand, because they want to be

saved from mistakes and it regulates their buying behavior. It is also found that the reference \V

groups influence the consumers to choose such type of products which leads to status %

consumption and display of wealth and high status which is basically, conspicuous consum i@

The degree to which consumers are influenced by the groups with whom they interac%he

wish to display the brands are the two dimensions of Conspicuous Consumption. ‘Iow the

products are not consumed only for the satisfaction and getting benefits ough the branded

products are used as the symbol of high status and richness. The bra %he power to make

them others realize the status of consumers and also what they thi %t them.

The consumers who use the branded products as status sy; X more involved in being social

and making friends. They like to be known as ‘So@' he consumers who use the branded

products as status symbol are more involved i * social and making friends. They like to be

known as ‘Social’. Brands help the conﬁnj\ in letting them know that people idealize them

because of the usage of specific br:

The American Marketing As c%deﬁnes brand loyalty as: the situation in which a consumer

generally buys the same manuyfacturer-originated product or service repeatedly over time rather

than buying from lziple suppliers within the category” (sales promotion definition). The

degree to consumer consistently purchases the same brand within a product class”

(consumer behavior definition). In a survey of nearly 200 senior marketing managers, 69 percent
&:d that they found the “loyalty” metric very useful. Brand loyalty, in marketing, consists

Qconsumer’s commitment to repurchase or otherwise continue using the brand and can be

O demonstrated by repeated buying of a product or service, or other positive behaviors such as

Q word of mouth advocacy. There are many operational definitions of brand loyalty®.
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In general, brand loyalty can be defined as the strength of preference for a brand compared to
other similar available options. This is often measured in terms of repeat purchase behavior or \V
price sensitivity'4. However, defined true brand loyalty as having six necessary conditions which %
are: (i) the biased (i.e., non-random); (ii) behavioral response (i.e., purchase); (iii) expressedo\®
time; (iv) by some decision-making unit; (v) with respect to one or more alternative braf@ of
a set of such brands; and (vi) a function of psychological processes. True bra ya‘y exists
when customers have a high relative attitude toward the brand exhibit rotgh repurchase
behavior. This type of loyalty can be a great asset to the firm: custo e% ling to pay higher
prices, may cost less to serve and can bring in new customers to thi %
Simply chooses the familiar brand on the basis of some oxer XSitive feelings towards it. This
overall positive evaluation stems from past exp@e with the particular brand under
consideration. Female scholar in her literatu&JAguishes two main approaches to define the
loyalty construct: the behavioral one sug@at the repeat purchasing of a brand over time by
a consumer expresses their loyalty,®he attitudinal perspective which assumes that consistent
buying of a brand is a neces ot sufficient condition of true brand loyalty and it must be
complemented with a poSitivg attitude towards this brand to ensure that this behavior will be
pursued further?®. { ®
Thus, brand ?is a function of both behavior and attitudes. It is a Consumer’s preference to
buy a pa@yr brand in a product category. It occurs because consumers perceive that the brand
s the right product features, image, or level of quality at the right price. This perception
Qmes the foundation for new buying habits. Consumers will initially make a trial product of
O the brand and, when satisfied with the purchase, tend to form habits and continue to purchase the

Q same brand because the product is safe and familiar.
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Brand Advertisement

Advertisement is a powerful tool for attracting people’s attention and change their perception \V
positively towards product. There is presence of moderate relationship between consumer %
purchase intention and environmental factors, the preference to purchase the product is att c@

with consumer emotion®*. People also change their brands to check other brands. Adveént

also change the purchase intentions®. * )

Advertisement is marketing promotional strategies to attract the people towards specific product

or service. Companies can create brand image and recognition thro@ rtisement. He also
explained that by advertisement, companies mostly try to targe‘%%w and youth adult as they

are attracted towards traditional advertisement direct ily than adults those who are

mature also they shows positive reaction and quick re@ to the company’s advertisement?.

Older person has more purchasing experienc@unger one. As they have much knowledge

about the market by their experience an o&er diversify options. On the other hand, younger

one has less experience and pre nds and price premium. Consumer behaviour is the

decision making process on @hf informational and financial resources?.

2.1.2.5 Pricing Strategie
[ J
Price represents th cetved value of product/service at which the seller and buyer are ready to

do business@&he perspective of the consumer, it is what the customer pays in exchange for
a produdt, orpservice. Price as an important marketing factor has been noted to be a serious
ifluenteer of consumer behaviour. Some scholars highlighted that consumer tend to search for
Qcts and services that are fairly priced that which would deliver maximum of desired value.
O As indicated by scholars, the consumer perceives the offered price to be fair when it is

Q sufficiently reasonable, can be accepted or justified®®. Some researchers suggested that it is likely
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that customers will rely on certain standards reference sources such as cost of goods sold,
previous prices, and rivals’ to make better judgments when evaluating price fairness in order to \V
form comparisons. For instance, customers usually benchmark or reference pricing by recalling Q\
past transactions, checking on competitors’ prices, seller’s costs, or through observing the K@
paid by other customers. %
According to some Scholars the prices of a product/service can affect the de f pgtronage

>

among customers, because whenever they assess the given value of a d product or

service, they tend to consider its price?$.Similarly, it was considered t as a key factor that
influences brand image such that perceived price unfaimesw d to negative customer
outward communication, switching behaviour, disloyalty of patronage. Unfair price may
also lead to outcomes including heightened custom@saﬁsfaction, drop in repurchase, and
increased customers’ complaints®®, A scholar& , established in his study that price fairness

significant positive influence on custome(seh@ction, customer loyalty and patronage.

2.2  Theoretical Review Q
2.2.1 Nicosia Model v

Proponents Assumptions\and ‘General Information

[ J
®
This study was %1 Nicosia model. A consumer is an individual who purchases, or has the

capacity :@ase goods and services offered for sale by marketing institutions in order to
e

satisfy p al or household needs, wants or desires. The Nicosia model is interactive in design.

@ia model is divided into four major fields namely, the consumer’s attitude based on the

Srm’s message, search and evaluation, the act of purchase, and feedback?®. This study draws its

O assumptions from this model in that, branding and its attributes are part of communication to
Q

consumers which the firms hope could influence consumers to patronize their product.
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Consumers in turn are becoming sophisticated in their search for correct information that can aid

their buying decisions. \v.
Strengths/Supports of Nicosia Model Q/Q ~

The model noted that consumer forms preferences among the brands in the choice set an r@
also form an intention to buy the most preferred brand. Marketers must monitor post%se
satisfaction, post-purchase action and post purchase product uses. Satisfied cust te‘d to use

positive word of mouth about the brand to others, which is why many r@r say “our best

advertisement is a satisfied customer”. %
Critics of Nicosia Model AQ/

Dissatisfied customers, on the other hand, may abandon uta the product, seek information
that confirms its high value, take public action by @aining to the company or taking the

course of law thereby affecting the brand negatitel¥s

Relation to the Study < \

According to some scholars, the 'a focuses on the relationship between the firm and its

potential consumers®®. The @ns communicate with the consumers through its branding

messages/ awareness or irw

[ J
firm through their ase responses.

2.2.2 Beh@ Theory

ons on the packaging and consumers also communicate with the

Proponénts, Assumptions and General Information
&ed about the operationalization of brand strategy, the behaviorists consider brand loyalty
behavioral construct, this theory states that the number of times consumers repurchase a
O specific brand in a given time period after experiencing it, can be measured?. Scholars however

Q argue that this view lacks explanatory capacity considering that brand loyalty is a complex
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construct, they propose that it should be measured by the embodiment of both behavioral and
attitudinal measures, namely psychological commitment such as brand preference and \?’

insistences resulting from cognitive processes. The attitudinal component, contend, creates Q/Q v

Critics of Behaviorist Theory * )
Some scholars also noted that the differing perspectives of brand loyalty &a ing difficulties

avenues for explaining brand loyalty?°.

in interpreting much of the ongoing brand loyalty studies. It ha % ulted in different
modelling of brand loyalty determinants, especially as repeat pu g/,brand commitment and
brand loyalty are interchangeably used!®. They Xr suggest some scholar’s
conceptualization and definition of brand loyalty @mdered because it provides a more
embodying view of the brand loyalty constn& d loyalty as the biased (i.e., non-random),
behavioural response (i.e., purchase), ex re& over time, by some decision-making unit, with
respect to one or more alternativ s out of a set of such brands, which is a function of
psychological (decision makimeg, ative) processes resulting in brand commitment.
Strengths/Supports of Bw rists Theory
Since this deﬁnitid&bﬁmd loyalty stresses the preference (biased), purchase frequency (over
time) and t itudinal (psychological) nature of brand loyalty, it is viewed as a composite
deﬁnitio@ appropriate because it also considers consumer responses over a set of brands
r $han just a single brand. Viewing brand loyalty in two dimensions, a researcher defines
Q loyalty as “a deeply held commitment to re-buy a preferred product or service consistently

O in the future, thereby causing repetitive purchasing of the same brand or brand set despite

Q situational influences and marketing efforts being able to cause switching behaviour”?®,

56



Relation to the Study

It was interpreted that brand loyalty according to behavioral and attitudinal dimensions. \V
Behavioral loyalty can be defined as “the propensity of consumers to purchase the same brand %
repeatedly over time”, and attitudinal loyalty as “the degree of dispositional commitm: t@

terms of some unique values associated with the brand”. This study measures brand @ n

terms of these two dimensions and examines the antecedents which predict bot av'vral and

AN

attitudinal loyalties.
A framework related to 4 different stages of loyalty development is de@ The author
argues that customers pass through 4 different consumer behavior %{cognitive, affective,
conative and action loyalty>. These are explained better a )
Cognitive loyalty refers to the existence of beliefs th§a bfiand is preferable to others. At this
level, the consumer has information only abo *sic characteristics of a brand such as prices
and costs. Therefore, there is a minimum@e}\f affection generated towards the brand since the
user has not gained any valuable e .@' ce with that specific product or service. The downside
of this level is that the consu rvmnerable to brand switching, because there has not been
created a bond with the bragd. ;Fherefore, the consumers at this level are not profitable for the
company on the 10@¥rrr?basisl9.
Affective lo ﬂects a favorable attitude from the user based on satisfied urge. He argues
that the @onspmers at this level have been accustomed to the brand since they have purchased
ﬁtimes the companies' products and developed an attitude towards that brand'®. The
Qctive loyal customers are able to screen out part of the competitive offerings in the market

O and maintain a certain level of loyalty towards the company. The downside of this level is that

Q customers are easily being influenced by different tricks made by the competitors such as
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promotions, strategic market choices, since the level of loyalty is not entirely dedicated to one
brand. At this stage, the company has an important role, since it can influence the relationship \V
between the two parties. Qg\
Conative loyalty is defined as a representative of the development of behavioral intentions (9

N\
characterized by a deeper level of commitment®. It is argued that the customers are alrea@l
educated about the quality of the company's products, the values as well as the a ages of the
brand®. Companies should continue nurturing the relationship between the w ies since, the
customers are still vulnerable to the competitors offering and might be ing’to switch.
Action loyalty is the conversion of intentions into actions, a%p%’ed by the willingness to
overcome impediments to such action. At this stage, the ¢ already perceives the brand as
being better and superior compared to the competitio@refore, the degree of brand switching

is minimized because the companies' produ& r as the suitable and only solution in the

consumers' minds. < \
2.3 Empirical Review Q

A scholar examined brandin s&gy for effective agricultural marketing in Nigeria, the study

covered five South-East“stateS” of Nigeria. The population of this study comprised of all
producers and maﬂ!{r.s ®f agricultural products in South-Eastern States of Nigeria. Frequency

and percen e, charts and means, standard deviations, Z-test statistics and 2-Related
Samples@test. The study found that branding strategy has effect on the marketing of

icultural products in Nigeria?’. The study also found that branding influences the choice of

qumers of agricultural products. Also, branding was found to have contributions to profit

O making among agricultural producers. The scholar examined agricultural produce branding for

Q consumers in Nigeria, the descriptive survey targeted Kogi — one of the agricultural States in
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Nigeria?’. The study population comprised 400 farmers from nine Local Government Areas in

Kogi State, which has three senatorial districts. Data were analyzed using Average Mean Score \V

statistical tool. Majority of the respondents showed a greater positive response on the branding of %

agricultural produce for Nigeria. It was discovered from the findings that branding of agricu, t@

produce helps to attract more customers and also to influence customers™ perception if@on

to creating promotional advantages. It also showed that branding as a strategyai reages sales

revenue and equally helps to maintain brand loyalty of the customers?’. \

Some scholars examined the effect of brand extension strategy on m '@wrformance of soft

drinks bottling firms in Nigeria. The study adopted survey resegar gn. Analysis of the data

through the use of descriptive tables and Pearson Correlatio Xefﬁcient of the SPSS package,

shows that a significant percentage of the total soft dﬁ@products sold on annual bases belong

to the extended brands of the parent products?8 *

Some researchers conducted as simi ar\udy on the role of branding in Ghana’s

Telecommunication Industry. Theg dings stated that there was statistically insignificant

correlation between trademagks he choice of network, indicating that trademark does not

significantly impact on s &nobile networks. The study however found that brand quality

significantly impaab\r: $ales of mobile network in Ghana, though it is not the most important

factor in the %munication industry'!.

Some eJQrt) examined the effect of brand name on consumer purchase intention in Kano
&lis. Convenient sampling technique was employed to obtain representative response

Q a sample of 306 customers of Shoprite retail chain in Kano State, Nigeria. Product

Knowledge, Brand Satisfaction, Brand Trust, Brand Attachment, Low Price and past experience

Q were employed as the explanatory variable while Purchase Intention was employed as the
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independent variable. The data generated were analyzed using multiple regression analysis. It
was found that product knowledge, brand satisfaction, brand trust, brand attachment, low price

and past experience were found to have significant effect of purchase intention.

2.3.1 Brand Equity and Consumer Patronage %
According to a scholar, the concept of corporate brand is vital and draws gyi)etween
organizational resources (human, fixed resources, tangibles and intangi and the strategic

objectives of the organization to achieve success among compeii@ this regard, after

achieving success through corporate branding, maintaining an@ g the brands reputation
becomes integral to be the market leader. The scholar idcred the emerging focus in both
academic and practitioner literature on the concept @ corporate brand and argues that the
underlying generative mechanisms and pr & that enable successful corporate brand
management are not clearly understood. Nearcher argued that there are floods of branding
within the market, therefore unique @ in the market helps for easy identification and can catch
the eye of potential customgrs' study determined Comparison of Product and Corporate
Branding Strategy: a co@ framework and concluded that competition within the free-
market environmeﬂ*os grown to become a throat cutting one and hence calls for distinctive
branding in Q be easily noticed by consumers. Branding of organizations shows or depicts
itself in @lture of the organization representing the intangible aspect of the product as well as

&al, ecological and organizational structure shows the brand of the organization. In

cloping the brand of a company, it is vital the organization strategically considers the internal
and external factors within and outside the market to make a concrete decision. Hence a

feasibility study of the environment is needed to get the perfect picture of the type and kind of
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brand to develop and should be should easily be modified to suit the changing conditions. One
cannot justly affirm the superiority of product banding over corporate branding and vice versa \V
but branding among organizations are moving towards corporate branding°. Q/Q\
Some authors examined the impact of Brand Personality on Product Sale through Brand E

(Case Study: Cosmetic Products Retailers). Equity delivery through products to custom%ey

to developing customer trust and loyalty among potential customers. Equity es ‘everage

which is devoid of inequality or preferential treatment from custo% an® extends the

boundaries of customer satisfaction leading customer retention'! dy, a significant

relation was found between product equity and customer loya@st among customers. A
scholar identify important elements of brand building \1 a literature review and case
studies of successful brands in India. The study @l ed that one basic requirement in
sustaining brand is communication. Proper ¢ B&cation measures make it easy for potential
customers to understand and associate &elves with a particular brand. Communication
removes all ambiguities concemin@purpose of a brand and easily creates brand awareness.

The study enumerated four %%ludmg positioning of the brand, communicating the brand
r

to the masses, dehvermg and performance and lastly leveraging the brand equity!!.

2.3.2 Brand Im aﬁne and Consumer Patronage
A study wa@% out on the Impact of Brand Image on Consumer Behavior: The perceived
and real Qﬁyactlon of customers has been long linked with the brand image of a product or an
&tion. There are an appreciable number of literatures that supports this assertion. Through
Qmer satisfaction, consumers build loyalty towards a particular brand and influence their
O buying behaviour both directly and indirectly. In the study it was ascertained that brand image

Q does not have direct impact on loyalty but through customer satisfaction consumers build loyalty.
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The study further describe branding as an organizational tool whose successful application

depends upon attending to the context in which it is used. Branding and particularly, corporate \V
branding should be sensitive to three key elements; organizational culture, organizational vision %Q\

and most importantly the image of the organization. There should be a proper coordir¢\®

between stakeholders, management, and the employees of the organization to have a wi pe

and deliberations about corporate branding and image?°. \

A very good corporate brand inspires confidence on employees, stak%@who develop

association with the organization and glues customers to the brand \@ y come in contact

with it. Corporate identity, corporate branding and corporate Q&{ seeing through the fog,
the researcher emphasized that top managements of organd Xnever understood the power of
branding until recently where organizations have inc@ted branding into their strategic goals
and due to competition within the market, i *ﬂ organizations use branding to distinguish
itself from other competitors. It was a@ed that Corporate Brand Image and Customer
Satisfaction on Loyalty indicate@t organizational branding directly affects customer
satisfaction. In addition, thgest ound that the level of customer satisfaction adequately
influences customer loya ;v%ch was supported by the findings?.Further analysis showed the
strategic positionif& &ssociations that can be established between a corporate brand and
entities in i unding network such as brands, product categories, persons, places and
institutio@u the real business environment, branding performs multidimensional activities
its complex semiotic models?.

ding through it model assists organizations to strategically align themselves with other

organizations they share similar characteristics with and to a larger extent share the same policy

arrangements, corporate goals and objectives and their visions and missions are simile geared
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toward a common destination. Branding also informs the type of employees an organization

seeks to employ and how they can project the image of the organization®. \V
Branding may have a percentage of risks which needs to be thoroughly evaluated to see whether %

it will not overly affect the image of the organization and the loyalty of customers. For ins n@

using celebrities to brand an organization, a product and the likes inadvertently trar@he

negatives of the celebrity to the organization or product they stand for. That is t soc"ation of

Michael Jordan to NIKE influenced a lot of basketball players and funs t the products

of NIKE but a negative image might have affected the brand negativel % case, internal and

external policies are very much relevant to sustain the organizatio Q&duct”

An expert presented how branding, and especially corpo ding, is utilized in destination
branding studies. In the world of tourism, tourists ox@ve lasting and memorable experience
when they are delighted or satisfied with t@tality of the destination visited. However,
branding is most integral in drawing tou sts\a particular destination and sets that destination
apart from the others. These bran are in the form of imageries used on websites, unique

experiences that are found 0@& destination and among others?.

In the same direction, a as conducted on the core of brand image, brand attitude and
brand attachmentﬁ% ¢hvironmental consequences to testify the impact on the consumer
purchase in The study concluded that attitudinal formations towards smoking are most
formed t@yh the brand of cigarette that are commonly used by the masses. This indicates that,
lanity of brand among customers influences others to purchase the same product based on
trusts and acceptance of other consumers. The study found that smokers give less

consideration to the harmful effects that their actions are having on the environment just to

gratify their personal desires®.
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Some scholars proposed the use of corporate branding firstly to integrate the fragmented CSR

literature and secondly to integrate the fragmented sustainability literature. Some experts \V
proposed the use of a long term sustainable corporate social responsibility as a marketing tool to %
catch the attention of potential customers. ideally, societies are moved towards organizationt\®

give back to society through their engagement in humanitarian activities like %ng
healthcare services, organizing empowerment programs for the rural poor, suppQiti th‘ growth

of education and among others**. Contributing or shearing a company’s %\el with society

leads to the creation of brand awareness among potential custo ch translates into
customer trust and customer loyalty among individuals in the s@

2.3.3 Brand Awareness and Consumer Patronage \

Some scholars identified the factors influencing the@i awareness level of Ashok Leyland

(Boss) among the customer ofTVS in Ma &y. Brand awareness increases sales of a
particular brand which improves brand e%ance“. In the study, BOSS as a product has

gained enough brand awareness an erforming well in the market and loyalty of the product

has been on the rise and exte %thenticity research towards further mass markets (products

and services) and to explw effects of consumers’ authenticity perceptions on brand image,

[ J
trust loyalty and iurft price. In the era of big data analysis, the researchers resulted using
large amou a to ascertain certain variables and their positive impacts on products and

accordin@ck of customers’ having adequate information about a product lead to mistrust
ngustomers and this have been affirmed by the researcher?!.
ecent study investigated the impact of emotional advertising in print and electronic media on
selected youngsters of Udaipur. The study applied the Questionnaire method and Convenience

sampling technique. The Chi square test was employed to test the hypotheses. The study revealed

64



that youngsters of Udaipur can relate with the emotional appeal of the advertisements of the

products. He examined the effects of television commercials (TVCs) on customers’ loyalty \V
through brand awareness in Ho Chi Minh City, Viet Nam, using quantitative approach with

structured questionnaires expediently and openly on 300 customers of milk industry. Stati ti@

tools such as factor analysis, multiple regressions, and path analysis were used. This st@nd

that factors of TVCs as well as music, trust, humor, interest, advertising messa eti\ion, and

length were positively associated with brand awareness and customers’%% . The results

demonstrated that customers’ loyalty was significantly and direct EQQ

1 by trust, interest,
brand recall, and brand recognition. Further, customers’ loyalty WaSfdirectly affected by the
factors of repetition, humor, advertising, message, . It was recommended that
advertising managers should advance these factors W@ey make a decision to advertise their
products or services on television to inﬂue@omers’ brand awareness as well as brand
loyalty. (}

An Indian studied gave a perspectout advertising appeal by means of the survey method,

conducted in two stages; in #firs e original questionnaire was arranged and applied on 50

judges and later to evalu&g(
[ J

200 respondents i ag® group of 18-25 years?!.

e data closing questionnaire was arranged and was applied on

Results of @Qdy discovered that persuasiveness, distinctness, perfectness, fascinating,
sensatio&e}ergetic, aesthetic, elegant and captivating were the factors that materialized for the

rttsing appeal and dimensions were energetic, sensational, persuasiveness, distinctness and

%;wating. Factor and dimensions were compared on the basis of gender. It was established that

O persuasiveness, perfectness, sensational factors and energetic, sensational and persuasiveness

Q dimensions do not differ on the basis of gender as males and females both felt that these factors
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and dimensions were significant but females perceived that distinctness factor and dimension and

aesthetic factor is more significant than males but for males fascinating factor was more \V
important than the females?!. Qg\

A recent study was carried out with the results of the primary research which purpose w§®

examine the impact of brand on influencing consumers to purchase a product. The g@he

paper is to stress the fact that the brand has an impact on customer decision 'ng‘process.

Original primary data within the primary research were collected by usin% antitative method

of questionnaire. Into the quantitative research was involved select@g
a

Partial results of the complex research conducted between 200 014 are subject to the

1,250 respondents.

content of the paper. Primary research was conducted xusly during the period of six
months in 2014 in Slovakia. An established question@was pilot tested and revised before it
was used. As the statistical method was used & re test. Based on above stated subject area
of research have been formulated two t@ses focused on relationship between the age of
respondents and purchasing bran ducts and between the age of respondents and brand
preference. It was found th p%sing of branded products and preference of brand origin
depends on the age of con
Research was carr'@d\:lt on the effect of branding on consumer buying behaviors and the study’
result of thg”phi research which had the purpose to examine the effect of branding on
consumeQaying behaviors. The goal of the study is to stress the fact that the brand has an
ympacton customer decision making process. Original primary data within the primary research
Qcollected by using a quantitative method of questionnaire. Into the quantitative research
O was involved 100 respondents. The study used two statistical methods for analysis. They are

Q simple percentage method and Chi-square test. Based on above stated subject area of research
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have been formulated three hypothesis focused on relationship between the gender of
respondents and influence of brand in buying decision, between Factor influence to buy branded V

products and care about using brands and between brand preference and brand loyalty. It was %Q v

found out that brand has a great influence on a consumer’s buying decision*. \(9

Related research was carried out on the impact of branding on consumer behaviow, The
researcher explained the importance of brand knowledge and as the consumepds m }ware of
the brand and he has all the knowledge about its price, quality etc., the m@will be attracted
towards that brand. The loyalty level increases with the age. Th e%ﬂer also deduced that
family is the most influential reference group as well as so dia for younger consumers.

The consumers, who are more social, are affected :$ friends like on Facebook. The

consumers who are more status conscious are moge s conspicuous than those who are not
status conscious. The research methodology, @alysis show that all the factors are statistically
significant except the consumer gende(vyich is the only variable that is not statistically

significant and its value is diffe er@n the 0. In the reliability table, it is calculated that the
1g9.6%

research validity and reliab which is greater than 0. It was further concluded that

the branding impach othe ¥onsumer behavior in relation to the different dependent and
independent v es™®. A study conducted which was aimed at examining the relationship

between te@encing factors of brand loyalty and the extent to which Markov chains can be
¢

usedeto d ine the steady state probabilities for the toothpaste brands: CloseUp, Maclean and
@ r herbal. The 'study adopts survey research method by collecting data from 300 customers
University of Benin. Markov chains were employed to determine the brand loyalty of the

O consumers of the toothpaste's future market shares in the long run. The collected data were

Q analyzed using SPSS 20 for correlation. The re suits of the study revealed that brand loyalty is
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positively correlated with these influencing factors. It was found that perceived quality was the

main factor that contributes to brand loyalty. Sequel to the balance vector generated, it was \V
discovered that the consumers exhibit the most brand loyalty towards Close Up. The findings %
advise among others that marketing agents should emphasize on improving the quality of, tl@

products and keep up their promotional promises so that their current customers do n \ch

over to some other products due to dissatisfaction®*, é \

A study was conducted with a sample of 150 respondents from Ranchi tt ich 144 were

answered. The purpose of this research paper was to identify the i icing strategy and
the attitude of customer towards buying. The result indicat@ e retailer’s designs the
pricing methodology that affect the buying tendency of Xumers and this also attract the
customer that creates value and loyalty. Retailers ha\@ie the pricing as their tool to promote
their product, by offering seasonal, festival di ﬁon their products™®.

In a study which examined the effect 0@1 marketing on consumers’ patronage of online
businesses in Nigeria, the study w@hored of cue utilization theory. The finding shows that
social media marketing stratggy, il marketing strategy and affiliate marketing strategy have
positive effects on consu&tronage. All the proxies for digital marketing strategy have a
positive effect on .rners’ patronage. Therefore, it was recommended that strategies be use to
engage soci@%a operators in order to promote their companies’ image on popular social
media applications. In addition, consumers’ privacy should be at the top on their companies’

dawhen using electronic mail strategy as a marketing tool as well as partner with popular

@:sites to host their company’s link page, there by inviting other internet users to their home

O page*.
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A study to examine the relationship between consumer buying behavior and some marketing
variables namely advertisement, brand image, brand association and brand loyalty was carried \V
out using the footwear industry as case study. The primary focus of the paper is to understand %%
impact of branding on consumer buying behaviors in foot wear industry. The methodgl
adopted for the data collection and analysis was the use of primary data and multiple r@on
and Pearson’s co-relation run on SPSS to check the relationship between ¢ meg buying
behaviors and other marketing variables. The findings reveal a stron &Ktio ship between
)

dependent variable and independent variables’’. In an emp@

conductedto establish the effect of branding as a competitive_strate®y”in sales performance of

of a research

Airtel Kenya, The study found that recognition & identit, Xner loyalty, differentiation and
quality image building affected sales performance. T@ly further recommends all companies
to view strategy of differentiation as a more i %t and distinct means to achieve competitive
advantage than a low-cost strategy3®. A @ rried out in Anambra examined the influence of

product branding on consumers' ases of fast-moving consumer goods. Study aims to

examine the influence of @ brand quality on consumers patronage of fast-moving

consumer goods in Ane&r}

state and to examine the influence of brand awareness on

[ J
consumers patron f fAst-moving consumer goods in Anambra state. A significant influence
on the purc fast-moving consumer goods in Anambra state was found to be perceived

brand qut). Anambra state consumers' preference for fast moving consumer goods is
Qﬂ d by brand loyalty, according to the researcher. So as to increase consumption of fast-
ing consumer goods in Anambra state, the researcher recommends, among other things, that

O manufacturing firms of fast-moving consumer goods should ensure high quality goods™.

Q
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An empirical review of the impact of utilitarian and hedonic needs satisfaction on brand trust,
brand effect and brand loyalty for selected fast moving consumer goods in South Africa, gave an \V
assertion that the concept of brand loyalty highlights the importance of brands in marketing Q\
strategy development because it leads to a stream of benefits for the company which in 1@
lower marketing costs, less price sensitivity, greater market share and greater profits. T%re
other arising questions about how brand loyalty is achieved, especially for 'nv‘lvement
product categories classified as fast-moving consumer goods (FMCGs). ults of the study
revealed that, unlike studies which suggest that consumers enjoy ma %rlan benefits from
FMCGs, both utilitarian and hedonic needs of consumers in the Cape of South Africa
are being satisfied for the selected branded FMCG cat; \in this study. The results also
indicate that consumers develop behavioral and attitu@oyalty to FMCG brands, even though
they fall in the low involvement product cat &oth brand loyalty types were found to be
driven by consumer satisfaction, which 1gNd from brand trust and found to be outcomes of
utilitarian and hedonic values asso w1th FMCQG brands. While utilitarian values drive brand
trust, hedonic values impac brand trust and brand affect. The study also asserted that
FMCG brands provide fu Qﬁ( instrumental and practical benefits (utilitarian values), as well
as aesthetic, ex eﬁ%al’ and enjoyment-related benefits (hedonic values). The results also
showed tha Qters tend to rely on the ability of the brands to perform its stated function
(brand t@)} Brand trust leads to consumer satisfaction, which in turn leads consumers to
hase the same brand repeatedly over time (behavioral loyalty) and to commit to and
Qﬁonally connect to the brands (attitudinal loyalty). The study differs from most other

O investigations in that it uncovers drivers of brand loyalty for low-involvement products and

Q brands classified as FMCGs. Retailers and FMCG brand owners will be interested to know that
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they can adapt their brand communication and advertising strategies to appeal to both functional

benefits and emotional security of their branded FMCG products. This strategy can build trust in \V
the brands, which strongly predicts satisfaction, which in turn can strongly secure attitudinal %%
brand loyalty and a greater likelihood of repurchasing of the brand in the future*. (9
Research on effect of branding on consumer buying behaviour: A study in relation t@n

industry was carried out, the study was aimed at analyzing the effect of bra n epnsumer

buying behavior. Along with finding the effect of brand on consumer w behavior the

purpose of the study was to have an in-depth knowledge of what i1s the meaning of

branding and consumer behavior, as well as to study the Q&ﬁip between brand and
consumer behavior. The method of analysis used was a Cgas Survey on the effect of brands

on their buying behavior through questionnaire. The @esulted in showing that the degree of

brand consciousness goes on decreasing in hi &ge groups, price & brand were the major

attributes that customers gave as most ir@t and 80% people believe that Brands in fashion

industry have become a status sym‘@

Previous research was car@g in Egypt on the brand extension in FMCG (fast moving

consumers goods) &tllﬂ. M on Food and Beverages sector. The study analyzes the factors
consisting Bran@’cktenSion strategy, identified factors that enable enhanced brand equity through

brand ex Measures the effects of the brand extension strategy on brand equity. The
empi icany of the research further investigated the impact of the three important factors
tute Brand Extension on Consumer-Based Brand Equity as the dependent variable but it
%ill be measured using three factors which are perceived quality, Brand Loyalty, and Brand
O Association, and also test the relationships between the factors. The results reveal that there is

3 positive strong relationship between brand extension and consumer-based brand equity amongst
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Fast Moving Consumer Goods (FMCG) in Egypt. Brand familiarity, brand image/ consumer
innovativeness excluding similarity, have a significant effect on the brand*2. \V
A study conducted on the impact of brand awareness on consumer purchase intention: t %%
mediating effect of perceived quality and brand loyalty was carried out to explore the 6
among brand awareness, perceived quality, brand loyalty and customer purchase inter%nd
mediating effects of perceived quality and brand loyalty on brand aware&a Burchase
intention. The results of the study showed the relations among the branc%ness, perceived
quality and brand loyalty for purchase intention are significant % itive effect, perceived
quality has a positive effect on brand loyalty, perceived quali@meditate the effects between
brand awareness and purchase intention, and brand 1 ill mediate the effects between
brand awareness and purchase intention. The tléurther suggests that cellular phone
manufacturers ought to build a brand and p e its brand awareness through sales promotion,

advertising, and other marketing activitie(\ywn brand awareness is high, its brand loyalty will

also increase. Consumers will ev@ perceived quality of a product from their purchase

experience. As a result, b@galty and brand preference will increase and also purchase

intention’’. N \/
®
2.3.4 Pricing Qte

2.3.5 Prategy and Consumer Patronage

Schofars rved that the penetration price strategy is realized by setting a relatively low price
e new product aiming at reaching deeper market penetration in the current period and
%roviding, as well as, a greater market share in subsequent periods. This strategy is applied only
O in the case when the price of demanded product is at the level which provides a sales volume

3 increase. Therefore, in an industry where the considerable part of total costs could be reduced
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thanks to the economies of scale and experience, the justified penetration pricing application

enables the company to realize greater profit in the market®. \V
Previous studies have determined the impact of customer perception on pricing. For instance, Qg\
some scholars investigated whether the negative effect of lower prices on perceived r@

quality demonstrated in evaluation tasks arises in a brand choice context. The study as:%he

effects of lower prices on perceived quality via two laboratory experiments i icl\ college

students participated. The findings revealed that a lower price was sw with lower

perceived brand quality. However, the study results indicated a rever negative effects of

lower prices on perceived brand quality in an evaluation task %gﬂy positive effects when
discounts came to play in a choice task**. \

A Scholar’s study established the influence of pri@customer satisfaction among mobile

phone users in Wetlands, Nairobi. A descriptiy€ reSearch design was adopted in order to analyze

the univariate variables involved. SimpleStratified random sampling technique was used in order

to capture the opinion of the study goptlation of mobile phone customers in the different mobile

phone networks and the infl c% price has on their consumption or purchase decisions. The

data collection tool was qugstiohnaire that had both closed and open-ended questions. The data

was analyzed usi\‘@,*gc?iptive statistics with the assistance of Statistical Package for Social

Sciences (S he findings indicated that price highly influences customer’s satisfaction

through Qfley'ng increased competitiveness of the services offered by the mobile companies.

&rations like the efficiency of the services provided, easy access to services, influence

@ family and friends, fast connectivity to internet, availability of low denomination airtime

O vouchers, promotions, access to dealers and agents also determine the level of customer

Q satisfaction and enhance customer loyalty to the mobile phone network*.
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Other studies did assess the effectiveness of pricing strategies on brand loyalty among cell phone

users in Ol-Kalou in Kenya. The objectives of the study were to establish the level of customers' \V
awareness of the prices charged by the cell phone service providers on various services they %
enjoy, as well as, the effectiveness of pricing strategies used by the mobile phone s

providers in creating brand loyalty. The study focused on 200 residents of Ol-KaIOL@on

chosen using multi-stage sampling criteria. Cluster sampling sub-divided the lgeation "nto five

sub-locations. Simple random sampling identified the respondents dependin®,on“he number of

households in each sub-location. Primary data was collected using se gred questionnaire.
The study recorded 156 respondents, which represented a 76%\re$pbnse rate. The data was
analyzed using descriptive data analysis with tools li Xntages, mode, mean, standard
deviation, frequencies and Statistical Package of Soc@ences-PC version. From the study, it
was established that most people in Ol-Kalou c?& only uses basic features of their cell phone
like voice calls, text messages, checkin@ce and transferring of money. High computing
services of smart phones like inte ultimedia messaging among others, were very rare. The
findings revealed that only 5.%& the respondents were aware of the prices charged on
various services. It was established that most of them shift from one cell phone service provider

[ J
to the other. The majdr réasons being the prices charged, extra services provided and influences

from close f@Q,elatives, colleagues and business associates**.
AnotherQeyalso holds the opinion that consumers have over the years become accustomed to
igid phicing strategies by marketers. In addition, they have also learned to predict sales patterns,
Q;h initially kick-off with high prices only for the prices to be reduced significantly as retailers
O try to clear existing stocks and bring in new products. The authors argue that such behavior by

Q consumers erodes retail margins, but is nevertheless fed by the retailers who stock too much of a
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specific product at any one given time. However, manufacturers do not have to oblige the

consumers by drastically lowering prices especially as a last-minute attempt to create new stocks \V
for new products. For starters, the manufacturers can produce small quantities that are rightly Q\
priced and which can be replenished on short notice. Secondly, manufacturers and ret il@

should price their products at affordable levels to encourage as many people to pur@he

product while avoiding the anticipation behavior*>.Meanwhile, some had araed that

producing quantities that can move fast and pricing them at the right ma N1 eliminate the

need to mark down their merchandise. More so, even when market Q& iscounts on fairly
priced products, the discounts do not have to be very deep as c@o higher-priced products.
By adopting such pricing strategy, it was believed that tion will not result in strategic
behavior especially as consumers wait for discounts b@hey purchase the product®3.

Few others had also share similar sentiments in their consumer behavior model. In the model, the
two authors argue that consumers of a product can decide to purchase the item at full price or
wait until when the retailer discounts the price. Notably, however, the availability of the product
is high during the initial stages while the product is still retailing at full cost, while the high
demand created by discounted prices means that a consumer may not get the product especially
if the retailer has no intention of replenishing the same. With this knowledge, some consumers
opt to purchase the product when it is readily available instead of waiting for the discounts since
they understand that the discounts trigger scarcity of the product®’.Similar school of thought
noted that it is common for marketers to characterize consumers by their level of price sensitivity

\or by using the demand curve. Yet, the sovereign consumer has more decision-making power

O that allows them to engage in the intra-decision-making process that determines just how much

Q they are willing to pay for a specific product®’.
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Other views had stated that the pricing strategy is one of the two market mechanisms used by

marketers to apportion the supply of goods and services to demand forces.In the pricing \V
mechanism, consumers purchase products at a specific identified price. In theory, perfectly

competitive markets should allow one price to prevail among products serving the same productsg

in the consumer market. In the real world, however, slight price differences do exist. This allows

firms to set prices at different rates depending on their target consumers as well as the marketing

strategy that a firm adopts. This in turn means that consumers will react to price fluctuations. To

some consumers, low prices are not just a means of acquiring products at cheaper costs but may

be a reflection of the low quality of the product. This is especially true for the middle and upper-

income earners who associate price with quality. To low-income earners, however, cheaper

products are more affordable and are therefore more appealing to them®.

Like the two authors covered earlier, each also contends that strategic consumer behavior is
something that marketers should start paying close attention to. Understanding strategic behavior
by the consumers requires one to understand how they respond to prevailing retail prices.
Another author also came up with a policy dubbed the ‘expected marginal seat revenue.’ In this
policy, protectionist limits are used in pricing, whereby specific units are set aside to be sold to
low incomes. The remaining unsold products are then sold to high-income earners. The authors
however argue that irrespective of the pricing, consumers will want to wait until the discounted
rates of the products are released. According to an author earlier referenced, such behavior by a
(consumer is advantageous to the seller because even though he may fail to make the expected

A

: sales with the initial price, there is still hope that he can still clear the stocks once he discounts

QO the prices®.

76



Previous analysis also found out that food prices in some neighborhoods were significantly lower

than the prices for the same items in other neighborhoods, and the findings further indicated that \V
prices in neighborhoods in a survey had a 6 percent price difference and was concluded thath\
consumers were usually exposed to either low or high food prices depending on the competition

in the market®.The more competition available in a specific consumer market, the more varied

the prices were bound to be, further findings reviewed out that though pricing is among the key
considerations that all consumers regardless of their income levels, tastes or preferences have to

factor while making purchase decisions. Other factors like quantity and quality also comes into

play. They were also trade-off specific product qualities for lower-priced commodities®.

To shed more light on how pricing strategies affect consumer behavior, Scholars observed that
consumers with a wider choice of products are bound to spend more especially on perishable
food items. The four identified behaviors that lead to less spending include purchasing
discounted products in larger quantities; purchasing store brands or generic products as opposed
to branded products which oftentimes costs more; taking advantage of volume discounts; and
purchasing less expensive products. Through these purchasing behaviors, the consumers may
have to forego product qualities such as freshness, taste, and convenience, something that

attribute to price differences in food items?.

While some had shared similar opinions some had argued that the general consumer would like
to get more value for less money and thus, he or she will try to spend less money by choosing
\their purchases wisely. This includes selecting less expensive products, going for random-

O weighted products, and taking advantage of discounts. Overall, this means that the average

Q
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consumer makes engages in a deliberate decision-making process before making the actual

purchase’®. \?’

Q
Away from ordinary consumer products, some hold the opinion that firms can offer custom%

prices to consumers based on existing records on their purchase behavior. According to the9
authors, firms that have records about past purchases by a specific customer may use the
information to offer different prices for products or services to the consumer. They refer to such
pricing tendencies as “behavior-based price discrimination” (p.2). Markets, where such pricing
strategies are successfully used, include telephone service, the telecommunications sector,

banking services, and credit card services, newspaper or magazine subscriptions, and e-

commerce®.

Few others however observed that should consumers know that their records are used to price-
discriminate them, firms may have to face commitment problems from such consumers. This,
therefore, means that the pricing strategy can successfully work in complete secrecy where the
consumer does not know that her/his records are used as a basis for future pricing or firms may
opt to avoid such pricing strategies. Notably, such a pricing strategy would only work where a
firm has dominance over consumers in a specific market. However, in a free competitive market,
all firms cannot successfully practice such a pricing strategy without consumers practicing
caution. Some analysts believe that sellers should avoid using consumer past purchase behavior

to set prices as this jeopardizes the ability of a consumer to bargain for good deals*.

As_

Other analysts argued that pricing is just one factor that consumers consider when purchasing
QO products. Overall, the conditions have to be right for the consumer to make the purchase. This

means that he or she needs to find the right product, at the right place, and at the right time. More
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so, each consumer needs to have the money necessary to complete the purchase process.In
conclusion, some analysts argued that in the presence of rational consumers, firms have no \?’

option other than to adopt pricing strategies that ensure that consumers will want to purchase the Q/Q v

products?’. 9

Furthermore, and in agreement with some others, a high supply of products in the consumer
market should be met with decreasing prices as the forces of demand and supply had indicated.
The impact of pricing strategy on consumers’ willingness to pay or willingness to make trade-
offs between price and quality. Having established that the consumer would like as much value
for his or her money, it is obvious that pricing strategy does affect the consumer’s willingness to
pay. A consumer will rely on the perceived fairness of the price as a guide to making the
purchase decision. This means that the consumer generally has an idea about how much a
product of a specific value should cost him or her. The higher the perceived product value, the
more the consumer would be willing to pay. The pricing strategy used on the product thus needs
to consider the value that a consumer would attach to a product before pricing the same. For
example, a product’s value may be high on production, but this value may steadily decrease as
the product stays on the retail shelves. Once such a product nears the expiry date, the consumer
willingness to pay declines significantly. However, if the product’s price was to be discounted,

more consumers would be willing to make tradeoffs between value and cost*.

While other had argued that the contemporary consumer is more knowledgeable and hence, is
\able to assess the price appropriateness and the benefits of a product before paying for the same.
O This means that the consumer relies on their evaluation of value attained against the price before

Q paying for the same. Other holds the opinion that for the pricing strategy to affect the consumer’s
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willingness to pay affirmatively, the strategists need to know the values that consumers attach to
the product. This suggests that price levels are extrapolated outside a specific interval meaning \V
that high price levels lead to regression in consumer purchasing tendencies*®.Regarding trading Q\
off price and quality, citing the Financial Time’s newspapers and the Wall Street Journal noteg
that producers of fast-moving consumer products were increasing their prices amid the recession
in an attempt to compensate for decreasing sales volumes- As a result, more consumers were
willing to purchase little-known brands which had not hiked their prices, with some opting to
purchase private-label goods. Accordingly, the increased prices only served to drive consumers
away, thereby squeezing the profit margins of companies that hiked prices even further
downwards- Branded products have a distinct advantage over private-labeled products because
they are not only leaders in product innovation; they also invest in distinctive packaging,
advertising and price promotions. Through these activities, the branded products can create an
impression of quality to the consumer market. However, as some had found out, dire times like
depression or recession force many consumers to avoid spending as much as they would in
normal economic times. As such, recessionary times are not a perfect time for price strategists to
consider hiking their prices as this can only drive people away. If this is indeed true, advertising
is observed to have a positive impact on consumers’ perception of the brand, which does not
achieve as much worth as would be the case®.In lean economic times, consumers (especially in
the middle- and low-income earning groups) are concerned more about survival than. As such,
they will easily trade off branded products, which are associated with quality, and instead, opt to
urchase cheaper products manufactured by private labels. Consumer’s perception about brand
O quality is also significantly eroded by the news that the same manufacturers of brand names also

Q engage in the manufacturing of private labeled products ostensibly in an attempt to capture the
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average income earning markets. Further to this, consumers are now more aware that private-
branded products have improved their qualities considerably in the past decades to compete \V
favorably with other private labels as well as the big brands*’.Not all consumers however Q\
abandon a branded product because of its high price. People who are highly involved in ag
product associate important functional, social and psychological outcomes with the product.
Therefore, highly involved consumers care more about product quality” (p. 246). This means that
highly-involved consumers treasure quality and would therefore be more willing to pay for
quality irrespective of pricing differences: Others have also stated that consumers have over the
years developed ‘schemas’, which they use to process abstract information delivered to them by
marketers: One such schema is identified by as a price-quality schema, where the consumer
associate high prices with quality. This means that consumers in this category are less willing to
purchase low-priced products because they associate such with low quality>®. The willingness of
people who rely on the price-quality schema to purchase declines with prices, and increases as
prices go up. People in the price-quality schema may be converted over time as their perception
of the quality of private labeled products changes. This however is a gradual process that can
take many years before actualization. Consumer reports affect price-quality schemas especially
when such reports seek to educate consumers on cost-cutting measures. By doing this, they
enlighten the public that cheap groceries could be equally good and that the private labels could
be equivalent in quality to the national brands. When such reports are released, most consumers
who relied on pricing as their mark of quality feel the need to test some of the lower-priced
roducts if only to verify the truth of consumer reports. If they like the quality of the cheaper

O product, then their price-quality schema is eroded™.

: 2.5 Summary Gap in Literature
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A scholar examines the product branding as a tool for increasing consumer loyalty in the
telecommunication industry in Nigeria. The study revealed that Product branding and features \V
has a significant effect on product choice and customer patronage and also that Product&
diversification and innovation has a significant effect on consumer choice and patronage. T 1

study is significant in the sense that it throws more light to the effect of branding on %er

loyalty, which is the optimal target of marketing'3.

Literature reviewed of a megamalls as site for social interaction: A cas tw Shoprite and

Ventura, Ibadan, Nigeria. Findings shows that megamalls were fou %des four different
social functions which includes the opportunities for social interac &ulldmg and formation of

social ties, social mixing and blending across social gro, divide as well as all-inclusive

society. Based on literature perused and information @e through sight-seeing and interview,

it can be concluded that Shoprite and Ventu dan metropolis are indeed sites for social
interaction®!. < \
Scholars examined the effect of association on consumer patronage of GSM service

providers in Kano Metropoli T%ding of the study also revealed that the use of the celebrity

for promotional activities M operators has no effect on consumer patronage of service
providers. There @&; #lso be a similar study in other industries like Banking, Food and
Beverages, @ dustry, Aviation and so on. Researchers examined the brand equity and
consumeQeyonses: conceptual framework and preliminary testing of scales. Brand awareness,

&d quality, brand associations and brand loyalty have a positive influence on overall

Ql equity; overall brand equity has a positive influence on willingness to pay a price premium,

O attitude towards extensions, brand preference, purchase intention and customer satisfaction; and

Q brand preference has a significant positive effect on purchase intention. Further, there could also
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be another study that investigates the significant influence of other elements of brand association
as advert messages, charges for services, sales promotional activities, network coverage and a \?’

Researchers also examined the impact of brand credibility on customer patronage of table K@

host of others>2.
firms: evidence from Nigeria. The results put forward that brand credibility has a Ve$g,
significant and positive influences on store traffic flow; expertise has a stron qxniﬁgant an
positive influence on customer referrals. The study recommends that mor 'N&s be made on
brand credibility and customer patronage in the table water fi % take account of
exclusively broad dimensions interconnected to the factors tha@ e customer patronage in
order to put forward a more perceptive, appreciative \uperior synopsis of customer
patronage. The study suggest to fill these gaps and @ute to the existing literature on these
specific issues by presenting a high-quality in}Q ion>?,
A scholar also examined the effect of br@on consumer patronage of locally processed rice
in South East Nigeria. The study@ that brand image, brand name, brand orientation and
brand loyalty have significa e%n consumer patronage of locally processed rice in South
East Nigeria. There is no igtcal evidence of similar studies covering locally processed rice in
the entire South-E@\oone’of Nigeria>*.
Researcher @ d the green marketing and perceived corporate image: a study of fast-moving
consumeg, gopds in Lagos State Nigeria. The study found that green marketing significantly
ts\perceived corporate image of fast-moving consumer goods. The study contributes to
Qng knowledge by bridging the some identified gaps in literature®.

O A scholar assesses the effect of branding on consumer behavior in Telecommunication

Q Companies in Ghana. The study discovered that an unprecedented majority of the respondents
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had adequate knowledge on these branding strategies. Although some respondents acknowledged

that branding is about logo, service quality, pricing, coverage image, signage and slogan. A \V
whopping majority seem this as combination of all the above. The outcome of this study is %
expected to contribute significantly towards telecommunications companies on the effeq&@

branding on consumer behavior!!. %

Scholars also evaluates the Effects of Marketing Strategies on Consum tr(‘lage of

Restaurants in Enugu (A Study of Mr. Bigg’s). findings showed that indiv% determinants and

social factors have a significant influence on consumer patronag:@. Bigg’s, consumer

choice has a significant impact on the patronage of Mr. Bigg’s, rdlatteifship marketing practices
has a significant effect on the patronage of Mr. Bigg’s, \er perception has a significant
effect on the patronage of Mr. Bigg’s and finally, con@s’ loyalty strategies have a significant
effect on the patronage of Mr. Bigg’s. This st *ery important as it discussed in detail how
the Means-End Chain theory works. It e@ in details how consumers can make their brand

choices considering product attri the consequences of product use and personal value
attached with the purchase (Q%Muct. And it is this void that this research had been able to
fillee. N/
[ J

Some scholars stu&'%he’effects of online marketing on the behaviour of consumers in selected
online com;® Owerri, Imo State — Nigeria. The findings of the study showed that online
marketing ispa viable marketing communication channel which has significant effect on the

afigy of visits and consumer patronage of online stores. Research on online and internet

:1
& eting in Nigeria has not been tapped into extensively; hence related literature in the

O Nigerian context was limited and not readily available3®.

Q
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Some researchers examine the customer loyalty and patronage of quick service restaurant In
Nigeria. The study found a significant positive relationship between price fairness, food quality, \V
firm’s personnel quality, customer trust, restaurant image, and restaurant’s atmosphere and&
customer loyalty. Positive relationship was also found between customer loyalty and cus
patronage. Hence, the observed gap in literature including other customer loyalty % —
product price, quality of menu, personnel quality, shop image, shop atmosphere, w&m\r trust is
propositioned for investigation in the present effort to empirically determi Xﬁe influence on
the patrons of restaurants in Anambra State of Nigeria?S. %
Another Scholar examined the brand equity and consumer patr%%foft drinks in Benin City,
Nigeria. The research findings were that there is a signif} afd positive relationship between
customer patronage and the explanatory variables o@d awareness, brand association, and
perceived quality. This study is unique as it pgdvides empirical evidence on brand equity and its
effects on customer patronage in the bev@n ustry in Nigeria®.
A researcher also examined the re hip between an emotional brand appeal and patronage
intention and patronage actign, tudy on brand appeal and customers’ patronage of Fast-
Food Firms in Port Harcowrt,,The results illustrate that emotional brand appeal has a strong,
positive and sign'ﬁ*.t Snfluence on patronage intention, and a very strong, positive and
significant i on patronage action. The study also found that rational brand appeal has a
strong, in;tije and significant influence on patronage intention and patronage action. Thus, this
ni\study attempts to empirically investigate the influence of brand appeal on customer

Qnage in the fast-food industry in Rivers State of Nigeria®.

O Some scholars also examined the influence of promotional activities on consumers’ patronage of

Q insurance business in Ado Ekiti Metropolis, Nigeria. The result showed a strong and positive
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relationship between media advertising and consumer patronages. The result also indicated that
personal selling has significant effect on consumer patronages. The results also showed that there \V
is a significant relationship between sales promotion and consumer patronages of insurance %
businesses in Ado Ekiti metropolis. Future researchers are hereby called upon to co d@

research to measure the influence of Promotional activities on Consumers™ Patr@ of

Insurance Business in other cities in Nigeria to affirm the promotional activitiesof I‘surance

firms in the Country?’. \
Some scholars examined the green marketing messages and cons @rchase intentions:

n
Promoting personal versus environmental benefits. The study s &Knat consumers’ level of
environmental affect influences how they respond to m@ communications that promote
different environmental messages. Those with high®g leyel of affect were more likely to be
swayed by a pure environmental advertiseme

Also some scholars examined an empiri N of the impact of branding on consumer Choice
for Regulated Bottled Water in S t, Nigeria. this research work determined the fact that

company-of-make and pack@?of greater influence on consumer choice than brand name
ta,an

and mark. The dearth o d lack of current related studies with respect to the Nigerian

market of bottled aﬁ\r.aﬂding also constituted a limitation of this study>.

2.6 Con Model

The ﬁquayow depicts the conceptual model of the study showing the independent variables
ndits proxy and the dependent variable (Y) and its proxy to measure it.

odel shows the possible relationship between the independent variable and the dependent

variable.
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The independent variable is an umbrella for other variables that includes the Brand awareness,

Brand image, brand Equity and Price strategy, these have been well explained in the literature V

review. Qg\
The dependent variable is an umbrella for other variables which include consumer pa;c@

intentions, repeated patronage, customer loyalty and sales volume. All of which have be

explained in the literature review. & \ \

well

Branding Strategy. Consumer Patronage
(X) (¥)
D |
Brand awareness - ! \ Patronage intentions
(X1) \« (Y4)
Brand image Repeated patronage
Hg2
(X2) (Y2)
Brand equity Customer loyalty
H()3 >
(X3) (Ya)
Pricing strategy Ho4 Sales volume
Pr
1 (Xa) (Ya)

: Source: Researcher (2022)
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Chapter Three
Methodology

This chapter focuses on the method adopted in the study. It explains the procedure used by t %
researcher in assembling the data for the study. It also focused on research design, populE’\
the study, sample size determination, sampling technique, method of data collection, résearch

instrument, pilot study, method of data analysis and ethical consideration. & \

3.1  Research Design % )

The study employed a survey research design. This will assis@archer to obtain data to
vividly describe and interpret the effect of branding str% n consumer patronage of fast-
moving consumer goods in Nigeria. Advantage o s@ research design in a research like is

that, people’s opinions, attitudes and emo@@n ameng other subjective entities that can be
measured only by obtaining informati@ctly from the people themselves, under such
circumstances, it is possible ter peoples opinion verbally or orally to express
themselves!->?. Using this th ?(} design enhances the authenticity of the study as it utilizes

primary sources of data in Whieh structured questionnaire *°.
°
\\. g
3.2 PopulaQof the Study
Q)

The population for the study is made up of employees of fast-moving consumer goods in Nigeria
focusing on Procter and Gamble Company in Nigeria (P&G). P&G, which operates in some 180
(

\countries of the world, produces a range of products for the Nigerian market, including Always

O sanitary pad, Pampers, Ariel detergent, Oral B toothpaste, Gillette shaving stick. This company is

Q chosen because they appear to be one of the strongest portfolios of trusted, quality, leadership
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consumer brands. The total workforce for this fast-moving consumer goods in Nigeria as

reported by the company’s human resource department in 2022 is approximately 1700. \
33 Sampling Technique :Q/ E

In order to get the sample size for the study, the Taro Yamane (1967) formula was u

Yamane is presented as follows:

Where n is the sample size A
N is the population size E\

e is the sampling error.

The population of the study consists of a t@)o employees. This implies that N=1700,

e= 0.05 (i.e. 95% confidence leve@
mathematically below: Q

%E _ 1700
N, T 1+1700(005)
°
.
= 323.81 Q \
= 32((/@;5‘[ whole number)

Th@ree hundred and twenty-four management staff of the selected fast moving consumer

crefore the sample size can be computed

s in Nigeria in Oyo, Nigeria was selected as sample size. Convenient sampling was used
O in the sampling process as fast-moving consumer goods in Nigeria in Oyo was sampled due to

Q the easy accessibility and proximity of Procter and Gamble Company (P&G) to the researcher.
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34 Research Instrument

The basic research instrument used in this study is the questionnaire. The questionnaire is Q}V
divided into three sections: Section A, B and C respectively. Section A captures demographj Q/

information like age: sex, age, educational qualification, working experience and ma

level. Section B addresses branding strategies constructs measures which is sub-divided intg four
subsections (Brand awareness, Brand image, Brand equity and Pricing strafegy)® Séction C
addresses consumer patronage measures which is also subdivided ﬁgs\four subsection
(Patronage intentions, Repeated patronage, Customer loyalty, Sa %e). Section B and C

are based on a on a five point like scale ranging from Stro isagree (SD), Disagree (D),

Undecided (U), Agree (A) and Strongly Agree (SA)fé stions provided.
3.5  Validity of the Research Instrument *

In designing the questionnaire, the res<arch was guarded by the need to draw the right

responses from the respondents. @sequent to that, the questionnaire was given to the

supervisor and peers for Vett'Qa/Q approval to ensure content validity.

3.6  Reliability of th.eMrch Instrument

The researchif Ql the Cronbach Alpha method to test the reliability of the instrument. If the

findings <er

Re&are expressed between 0-1, however to test a good reliability, my results should test

E 0.6 which will show 60% reliability %73

able, this will allow the research to be tested again and obtain the same results.
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Table 3.6.1: Reliability Statistics

Constructs Cronbach's Cronbach's N of V
Alpha Alpha Based on  Items \
Standardized
Items P
Brand awareness 0.786 0.811 40
Brand image 0.682 0.827 \
Brand equity 0.910 0.910 %
Pricing strategy 0.678 0.711 4
Patronage intentions 0.761 0.765 \ 3
Repeated patronage 0.831 0. 3
Customer loyalty 0.723 46 4
Sales volume 0.815 4
The Table 3.6.1 above shows the reliability test for the instr@%{ the measurement scales
for this instrument produce a Cronbach alpha of 0.786,,0682%0.910, 0.678, 0.761, 0.831, 0.723

and 0.815 for such constructs as Brand awarengss, d image, Brand equity and Pricing
strategy, Patronage intentions, Repeated &nage, Customer loyalty and Sales volume

respectively. These values suggest an ex@yt internal consistency of these constructs and their

3.7 Method of Data @n
®

individual observed variables.

The data used in sefirch was obtained from primary sources. The primary source data was

retrieved by, iMistering copies of questionnaires to the respondents for answers relating to the

res%Qeyions.
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3.8  Method of Data Analysis

for Social Science) was used to analyze data as data collected was summarized in tables a

Descriptive and inferential analysis was adopted in this research. SPSS 23.0 (Statistical Package Q}E
regression analysis was used to test the hypotheses. E\

\

3.8.1 Research Model C\
p 0\

Branding Strategy. Consumer Patronage

(X) (Y)

Brand awareness @ \ Patronage intentions
(X:) < g (Y:)
Brand image > Repeated patronage
Hg2
(X2) (Y2)
Brand equity Customer loyalty
Hn3 »
(X3) (Ya)
Pricing strategy Ho4 Sales volume
»
(X4) (Ya)
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3.8.2 Model Specification

The specified regression model for the research work is:

y =F(x)

y = Consumer patronage %

x = Branding strategy & \

Where Y = Dependent Q\)
X = Independent \AQ/

x= (X1, X2, X3, X4) Qi

y=1(x1) .... 1 d
y=1(x2)....2 (}

y=f(xs) ... 4 \3/
[ J
.
Furthermore, WQVe:\
{swc)gregression, we have

a&o Bixi + ... (1)

y=1f(x3).... 3

$n=ao+ﬁzxz+ U.... (2)

QO

y3=ao+ Bsx3 + H.... (3)
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ya=ao+ Paxa + p.... (3)

N3
Q
3.9 Ethical Consideration é’
\
The current investigation sought data that touched on a sensitive aspect of FMCG. As It,
commercial confidentiality and informed consent seem to be critical consider; ﬂ* Qwing to
the confidential issues, the use of the collected data is limited to the purp %@ present study
only. Study participants were informed that in the case, a need ari uired the provided
information for other purposes; they were to be communicated gproval. On the top, the
researcher promised participants that their identities \oe concealed. Concerning the
informed consent, reference is made based on the @'o inform respondents regarding the

effects of taking part in the study. Conseq@y,\he research took all participants through

requirements and details of the process b@rticipating.
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Chapter Four
Result and Discussion of Findings \V
This chapter focuses on the analysis and interpretation of data used in examining the effect of %Q\
branding strategies on consumer patronage of fast-moving consumer goods in Nigeria (A st
of Procter and Gamble Company (P&G) in Oyo, Nigeria. The descriptive analysi%ata
obtained was summarized in percentages while the hypothesis was tested usi e r$ression
statistics. Out of the 324 copies of questionnaires administered to the resp@ »237 copies of

questionnaire were completed and returned which implies a response @ 15%,

4.1 Data Presentation \A
Table 4.1.1: Demographic and Data of Respondents. $

Variables Labels \ \v Frequency %
Gender x\
Male 8\, 155 65.4
Fenfale % 82 346

Age (In years)
@w 25 21 8.9
?ﬂ -35 9 405
% 36-45 102 43.0

Above 45 18 7.6

Level of education | ¢

\\ N National Diploma (ND/HND) 57 241
Q Graduate (B.sc) 115 48.5
Post Graduate 65 27.4

Working experience (In years)
& Below 5 83 35.0
O 6-10 114 48.1
11-15 40 16.9
@magement Level
O Low Management 32 13.5

Middle Management 188 79.3
Q Top Management 17 7.2

Source: Field Survey, 2022
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Table 4.1.1 above show that majority of the respondents in this survey are males as compared to
the females, a total 65.4% of males and 34.5% percentage of females have participated in this %\V
survey. This is an indication that both genders have been adequately represented. The Table a Q/
revealed that 8.9% of the respondents are below 25 years, 40.5% are within the age rang @

35 years, 43.0% in the age range of 36-45 years while the remaining 7.6% are ore;% 45

years. Majority of the respondents falls under the category of BSc level &lm s}aking a

percentage of 48.5% followed by the 27.4% and 24.1% categorized 1i Gj) st graduate and
&

national diploma (ND/HND) level of study respectively. It cm% fore be said that the
survey population are literate and are expected to provide an\ﬂive assessment of the issues
raised in the questionnaire used, thus valid information% cted to be elicited from these set
of respondents. Majority of the respondents ha Qed for about 6 — 10 years taking a
percentage of 48.1%, 35.0% have worked f(\b&w 5 years while the remaining 16.9 % of them
have worked for 11 - 15 years. The Tab(jlo revealed that 13.5% of the respondents are low
management staff, 79.3% are middle agement staffs while the top management staffs have a
percentage of 7.2%. This ir%; hat the majority of the respondents are middle management
staff. Thus, it could be deductd that these set of respondents are expected to provide relevant and

valid informati or the subject matter of study, as they are predicated to have in depth

understa 'he issues raised in the subject matter as they majorly involved in the activities

of Qst—moving consumer goods industry.

O
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4.2 Research Question

The research questions are summarized using the mean score. As regards to the tables below, the

calibrations are as follows: 1= Strongly Disagree, 2 = Disagree, 3 = Undecided, 4= Agree a

S

5= Strongly Agree. Any mean score below ‘3’ implies a Strongly Disagree or Disagree

mean score above ‘3’ implies Agree or Strongly Agree.

Table 4.2.1: Mean Response Addressing Branding Strategies Constrt\&

\

%Qy

S/N Brand Awareness o ean SD
1. My organization carefully created brand guidelines for ou S@ 4.4093 64866
identity and recognition
2. My organization has selected color choice of the targ tomers 4.3376 60715
3. My organization has a unique and attractive prod @n which 45274 60741
makes our product to be easily differentiated J
4. My organization put in place consistent messa build brand 44768 66741
awareness i
S/N Brand Ima& Mean SD
1. Our brand is designed in a w \re uces the consumer's 39578 60917
perceived risk ({
2. My organization has a consis visual style for recognition 4.4304 67051
3. Our brand image is uniqu cc@ed to other competitors 4.1435 63487
S/N ?ﬁnd Equity Mean SD
1. My organization as% h degree of response to consumer 40886 60063
requests in the pro mpared to competitor
2. My organizati@n has a strong patterns and trade marks 3.9409 65475
3. My organj 'f&offers quality service to the customers than its 3 .8945 59789
competitQ
S/N Pricing Strategy Mean SD
1. or ation offers a discounted price for the purchase of aset  4.1350 55875
nu (N) of items purchased
2Ny organization temporarily decrease prices on products 4.2489 70804
@ y organization offers bundling price techniques (Combo) 4.1356 68311
; My organization gives coupons to stimulate consumers’ purchase  4.1814 71069

of our product

O * Source: Field Survey, 2022
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Table 4.2.1 showed the descriptive analysis of the Branding Strategies Constructs (Brand
awareness, Brand image, Brand equity and Pricing strategy) using the mean score. It is evident \V
from the result that the mean score for all the variables are more than ‘3° which the stipulated Q/%
benchmark for accepting the statement. The finding shows that the selected FMCG has

effective brand awareness strategy such as careful brand guidelines for brand ide%nd

recognition, unique and attractive product design, good color selection and 'ng"n place

consistent messages to build brand awareness. Regarding brand image, tl%& hows that the

selected firm has a unique brand image that has a consistent visual S;@

reduces the consumer's perceived risk. The table also revealed e selected firm has an

cognition and also

efficient brand equity strategy that comprised of a quali Xong patterns and trade marks

compared to its competitors. Finally, the result sho@the pricing strategy used by P&G is
effective as they give discounts, coupons and @es temporarily decrease prices of products

to stimulate purchases. < \
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Table 4.2.2: Mean Response addressing Consumer Patronage Constructs
S/N Patronage Intentions Mean SD
1. Our customers usually expressed their intention to continue using  4.0506 64896
the products of our company
2. Our customers have expressed their willingness to tell others 44135 601
about the products of the company
3. Our customer exercise patience to get my brands even on stock  4.0633 %&
out
S/N Repeated Patronage Mean D
1. Our customer has gotten acquaintances to our product 4. EZ\ \.69040
2.  The likelihood that our customers would shift away from our & 65464
brand is very low %
3. Even at the expense of inflation, our customer still patronize /0549 65835
products %
S/N Customer Loyalty Q/ Mean SD
1. Customer attraction and relationships has been impro ﬁi&eby 3.9578 76352
increasingly competitive advantage in the chan x global
marketplace
2. There has been a reduction in the level of custo@ plaints 4.2700 58483
3. There is an increase in customer references @ theitfriends 43122 69164
4. Level of customer satisfaction in my ga&ation over the last  4.4008 65393
three years has increased
S/N Sales @ Mean SD
1. There is an increase in sales growt our products over the last  4.4346 60449
five years é
2. There is an increase in etvCoverage as our customers have 44262 65081
gained our trust and cefifidefice
3. There is an incr si%arket share and profitability, of the 43924 60544
company e\/
4. The satisfacti§n®of amiable customers has been met thereby  4.2405 52598
increasin olume
Source: Fiel ey, 2022

Table 4.@

t10ms, Repeated patronage, Customer loyalty and Sales volume) using the mean score. The
ing shows that there is a high level of patronage of the company’s product. This is evident

from the positive consumer’s patronage intentions, repeated patronage, noteworthy customer

loyalty and increased sales volume.

105

owed the descriptive analysis of the Consumer Patronage constructs (Patronage



4.3 Test of Hypothesis

Hypothesis One Q}

Ho: Brand awareness has no significant influence on patronage intentions of fast mov@

consumer goods in Ibadan, Oyo state %\

Hi: Brand awareness has a significant influence on patronage intentiorx%st\moving

consumer goods in Ibadan, Oyo state. C \

Table 4.3.1: Regression result of Brand Awareness vs. Patro tention
Model Summary
Model R R Square Adjus Xuare Std. Error of the
Estimate
1 4692 220 0 217 43667
a. Predictors: (Constant), Brand awareness !
X;ova“
Model Sum of df Mean Square F Sig.
Squar
1 Regression . 1 12.642 66.297 .000P
Residual 811 235 191
Total 452 236
a. Dependent Variable: Pattongdge intentions
b. Predictors: (ConEtant), and awareness
®
O Coefficients®
Model (/ Unstandardized Standardized t Sig.
& Coefficients Coefficients
B Std. Error Beta

2.046 263 7.778 .000

0 (Constant)
S Brand awareness 480 .059 469 8.142 .000
a

. Dependent Variable: Patronage intentions

Q
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Table 4.3.1 presents the results of the regression analysis for brand awareness as a predictor of

patronage intentions. The R-squared statistic as explained by the fitted model implies that about \V
22% of the total variation in the measure of patronage intentions is explained by the variations in %

the brand awareness. The regression coefficient, t statistic, and p-value for the model sho t@

brand awareness (p=.480, t=8.142, p<0.05) exerts a positive and statistically signiﬁcant%on

patronage intentions. Hence, the null hypothesis was rejected and the study co a%tl\at brand

awareness has a significant influence on patronage intentions of fast mov@l mer goods in

Ibadan, Oyo state

Hypothesis Two AQ/

Ho: Brand image has no significant influence on re@onage of fast-moving consumer
goods in Oyo state !

Hi: Brand image has a significant inﬂt) o repeated patronage of fast-moving consumer

goods in Oyo state Q
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Table 4.3.2: Regression result of Brand Image vs. Repeated Patronage

Model Summary
Model R R Square Adjusted R Square Std. Error of the

Estimate
1 4812 232 228 .50659 Q/

a. Predictors: (Constant), Brand image C

Anova? §
Model Sum of df Mean Square F .
Squares * )
1 Regression 18.187 1 18.187 7&) .000°

Residual 60.308 235 257 \
Total 78.495 236 %
a. Dependent Variable: Repeated patronage Q/&
b. Predictors: (Constant), Brand image A

c.
Coefficients?
Model Unstandardized Coefﬁcientgtandardized t Sig.
A Coefficients
B Std¢Err Beta
1 (Constant) 1.318 328 4.022 .000
Brand image .657 g} .078 481 8.418 .000
a. Dependent Variable: Repeated patrona

Table 4.3.2 presents the re WG regression analysis for brand image as a predictor of
repeated patronage. The Nared statistic as explained by the fitted model implies that about

23.2% of the tot

°
’*io’n in the measure of repeated patronage is explained by the variations in
the brand i @ e regression coefficient, t statistic, and p-value for the model show that brand
ima (B(ﬁﬁ, t=8.418, p<0.05) exerts a positive and statistically significant effect on repeated

&e. Hence, the null hypothesis was rejected and the study conclude that brand image has a

jgnificant influence on repeated patronage of fast-moving consumer goods in Oyo state.

108

N



Hypothesis Three

Ho: Brand equity has no significant influence on customer loyalty of fast-moving consumer Q}E

goods in Oyo state :Q/
r

Hi: Brand equity has no significant influence on customer loyalty of fast-moving

A
Q

goods in Oyo state

Model Summary

Table 4.3.3: Regression result of Brand Equity vs. Customer Loy%%
Model R R Square Adjusted RSA&/ Std. Error of the

Estimate
1 406° 165 \ 162 43726
a. Predictors: (Constant), Brand equity S
Anova?
Model Sum of df ean Square F Sig.
Squares *
1 Regression 8.891 & 8.891 46.503 .000°
Residual 44932 35 191

Total 53.823< \’ 236

a. Dependent Variable: Customer I
b. Predictors: (Constant), Brand eq

t % Coefficients?

ndardized Coefficients  Standardized t Sig.

{ ° Coefficients
Q B Std. Error Beta

1 (Caon 2.652 234 11.343 .000
B .398 .058 406 6.819 .000

Model

<equ1 -
a. 'DQn Variable: Customer loyalty

EQ 4.3.3 presents the results of the regression analysis for brand equity as a predictor of

QO

customer loyalty. The R-squared statistic as explained by the fitted model implies that about
16.5% of the total variation in the measure of customer loyalty is explained by the variations in
the brand equity. The regression coefficient, t statistic, and p-value for the model show that brand
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equity (p=.398, t=6.819, p<0.05) exerts a positive and statistically significant effect on customer

loyalty. Hence, the null hypothesis was rejected and the study conclude that brand equity has a \?’

significant influence on customer loyalty of fast-moving consumer goods in Oyo state. %2 °

Hypothesis Four \(9

Ho: Pricing Strategy has no significant effect on sales volume of fast moving consumer@ in

Oyo state &* y

Hi: Pricing Strategy has a significant effect on sales volume of fast mov% sumer goods in

oo st AQ’Q\

Table 4.3.4: Regression result of Pricing Strategy vs. Sa \olume

Model Summa
Model R R Square A@i R Square Std. Error of the
Estimate
1 4512 .20 200 33362
a. Predictors: (Constant), Pricing strategy

Anova?®
Model Su% df Mean Square F Sig.
udets
1 Regression Q/ .672 1 6.672 59.948 .000P

Residual 26.155 235 A11
Total ° 32.828 236

a. Dependent Vari - Sfles volume
b. Predictors: Qustant), Pricing strategy

(j Coefficients?

M& Unstandardized Standardized t Sig.
Coefficients Coefficients
B Std. Error Beta
(Constant) 3.002 178 16.827 .000
Pricing 328 .042 451 7.743 .000

O strategy
Q a. Dependent Variable: Sales volume
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Table 4.3.4 presents the results of the regression analysis for pricing strategy as a predictor of

sales volume. The R-squared statistic as explained by the fitted model implies that about 16.5% \V
of the total variation in the measure of sales volume is explained by the variations in the pricing Q\
strategy. The regression coefficient, t statistic, and p-value for the model show that p 'c@

strategy (P=.328, t=7.743, p<0.05) exerts a positive and statistically significant effec@es

volume. Hence, the null hypothesis was rejected and the study conclude that prigi strafegy has

no significant effect on sales volume of fast-moving consumer goods in O\e ?%e.

4.4  Discussion of Findings &

This study investigated the effect of branding strategies on @er patronage of fast moving
consumer goods in Nigeria. The researcher provided kground literature into branding
strategies and consumer patronage, allowing the seabr to understand the existing literature

on the topic and make comparisons towards theMindings in this study. In order to achieve the aim

of the study, a number of research questi(Q? hypotheses were formulated.

1. Research Question 1: To Qnt does brand awareness influences patronage intentions
of fast-moving cons%e/ ods in Oyo state? The findings show that brand awareness
(B=.480, t=8.14«3<9.05) exerts a positive and statistically significant effect on patronage

intentionast—moving consumer goods in Oyo state. This outcome is similar to the

ﬁn(‘ngs

&ich improves brand performance. It further showed that product branding helps to make

2 who ascertained that brand awareness increases sales of a particular brand

E wareness of a product in the market,
O 2. Research Question 2: How does brand image influence repeat patronage of fast-moving

consumer goods in Oyo state? The findings show that brand image (f=.657, t=8.418, p<0.05)

exerts a positive and statistically significant effect on repeated patronage of fast moving
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consumer goods in Oyo state. This outcome is similar to the findings of 3* who concluded
that the perceived and real satisfaction of customers has been long linked with the brand
image of a product or an organization.

Research Question 3: To what extent does brand equity influences customer loya
fast-moving consumer goods in Oyo state? The findings show that brand equity ‘x,
t=6.819, p<0.05) exerts a positive and statistically significant effect on cu % l‘yalty of
fast moving consumer goods in Oyo state. This outcome is similar to éngs of 36 who
ascertained that brand equity influences customer loyalty, satisf: trust.

Research Question 4: What is the effect of pricing strateg& s volume of fast-moving
consumer goods in Oyo state? The findings show ing strategy (P=.328, t=7.743,
p<0.05) exerts a positive and statistically signifieant gffect on sales volume of fast moving
consumer goods in Oyo state. This outc Asimilar to the findings of 7 who concluded

that price strategy has a signiﬁcan< e&t on their consumers consumption or purchase

decisions. Q
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Chapter Five

\g

This chapter focuses on the summary of major findings followed by the conclusié’
recommendations and suggestions for further study. $\

Conclusion

The research study focused on the impact of the branding strategies and cons *trﬁnage of

fast-moving consumer goods using the P & G and brands in its portfolio c&tudy. The study

has helped in understanding the meaning and types of brandi%%&gies that influences

patronage of consumers of FMGC in Oyo state, Nigeria. \A

Chapter One provided the introduction, background of % , discussing the statement of the
problem of the research, the objective of the stl;,g&vhic to examine the extent to which brand
awareness influences patronage intentions; @nage/name influences actual patronage; brand
equity/value influences repeat patronage pricing strategy on sales volume of fast-moving
consumer goods in Ibadan, Oy ﬁ significant research questions as well as the limitation
of the study and operational (:% of concepts in this study.
Chapter Two focusw{oﬁrtﬁerature review from different authors who have researched in their
opinions and chs on subject matter in various ways. In Concept, The Nicosia Model
describe mer is an individual who purchases, or has the capacity to purchase goods and
ser&offered for sale by marketing institutions in order to satisfy personal or household needs,
or desires. Also, Behaviorists Theory which states that the number of times consumers
%purchase a specific brand in a given time period after experiencing it, can be measured were

QO adopted as theoretical framework. Other conceptual review discussed on Customer Patronage

and Branding Strategies and its measurement/sub variables were discussed extensively. Also, an
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account of what has been published on the topic by accredited scholars and researchers to convey

what ideas and knowledge that have been established on the impact of the branding strategies \V
and consumer patronage of fast-moving consumer goods using Procter and Gamble Limited and Q\

its product brands as case study. It was concluded that empirical studies on branding stra g@

have a significant influence on consumer patronage. Also, the study is significant in %me

that it throws more light to the effect of branding on consumer loyalty, whicjai thqoptimal

In Chapter three, the research methodology was discussed and use(@gglysis of the impact

target of marketing.

of the branding strategies and consumer patronage of fast-mov@ mer goods using Procter
and Gamble Limited and its product brands as case study, method of gathering data. This
chapter further discussed the procedures adopted a@o the research design, questionnaire
design and method of gathering data. *

Chapter four presented the analysis of d ,mresult analysis was done with the tool mentioned
in the previous chapter that will ra Q\ the use of questionnaire.

L
5.1 Summary of Findings

This study investiga d.the\tfect of branding strategies on consumer patronage of fast moving
consumer good ﬁeria (A study of Procter and Gamble Company (P&G) in Oyo, Nigeria.

The follc@dings were emanated from the analysis:

&Brand awareness has a significant influence on patronage intentions of fast moving

E consumer goods in Ibadan, Oyo state.
O ii.  Brand image has a significant influence on repeated patronage of fast-moving consumer

Q

goods in Oyo state.
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iii.  Brand equity has no significant influence on customer loyalty of fast-moving consumer

goods in Oyo state.

\g

iv.  Pricing Strategy has a significant effect on sales volume of fast-moving consumer goods Q/Q v
‘ \

In conclusion, this study revealed that branding strategies has a signiﬁi on consumer

in Oyo state.

5.2 Conclusions

patronage of fast-moving consumer goods in Nigeria. The study r %tow that all four
branding strategies were of significance in influencing the c %patronage variables.
Branding must be seen as available means of increasing t \{t of the organization ranging
from product line and product breadth of the company. “Considering the implementation of
branding by the selected FMCG company (Prog%nd Gamble Nigeria Limited) results in the
opening up of growth opportunities. As a @randing has been identified as the bedrock of
product development and differentiati n(%h helps in enacting a perception of product and
organization amongst customer 'Qed competitive strength, productivity, growth, increase
sales volume, enhances the ization’s relationship with its customers and also influences
image. This researc&ﬂ)r.k has been able to establish that branding strategies has a significant
influence on_c mer patronage of fast-moving consumer goods. Branding strategies is
necessarQ/Q survival of any business and its product, especially in the highly competitive
fas&/ing consumer goods sector. Brand strategies which are brand equity/value, brand
ness, brand image/name, pricing strategy and customer patronage are strategically
%nportant to business organizations and to performance in industries and the study provides

03 evidence of the ways in which business organizations strike various balances in branding

strategies to attain customer patronage. In the broadest sense, this study makes it clear why it is
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useful to take a broad view when handling brand strategies phenomenon. Based on the result

carried out and the discussion of findings, this study asserts that branding strategies (brand \V
equity/value, brand awareness, brand image/name, brand loyalty, pricing strategy) is an

antecedent for improved customer patronage (patronage intentions, actual patronage, T, @

patronage and sales volume), and concludes that branding strategies significantly i%es
& !
Based on the findings of this study it is recommended that: Q/Q '

customer patronage in fast moving consumer goods in Oyo state, Nigeria.

5.3 Recommendations

1. The FMCG companies in Nigeria should pay Aatention to the influences of
brand awareness, brand image, brand equi@ icing strategy as it win consumers’
preferences and increase their purch tention thereby increasing sales volume.

ii. FMCG companies in Nigeria w gage always in more branding strategies, and
also tend to be creative with coffSumers; this in turn would enhance and boost sales
volume.

iil. FMCG comp ies%lld set up a more effective branding management department

with ex@e’nc‘ed staff with the view of developing more branding strategies in line
Wy: Qcompany’s objectives.
1v. < In

& would also increase the organization and consumer’s relationship.

ition, the branding budget should always be adequate in organizations. This

EQ Managers of fast-moving consumer goods should consider brand appeal as a powerful

O strategy for achieving customer patronage

Q
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vi. Fast moving consumer goods managers should focus predominantly on branding

image and value to ensure that their companies address adequately patronage

intentions and patronage actions to enhance customer patronage. Q/Q °

vii.  Managers of Fast-moving consumer goods should position strategically @
\)

components of brand equity/value identified by this study to customer patr

view of the fact that the study unveiled a statistically significant relat;

them, they should consider brand equity/value as a powerful f&g for achieving

customer patronage in their organizations. %

viii.  Besides, the study recommends that management Q&wving consumer goods

should adopt the operational framework of thj which has been developed and

translated into practical guidance for man@ is operational framework provides

specific boosters for creating the @trategies in predicting positively, customer

patronage. < \

iX. Finally, in order to enha Q anding strategies in Fast-moving consumer goods firms,
managers should %ﬁ randing strategies boosting programs that are capable of
e cus

enhancing posit

®
5.4 Areas for Fuﬂh\Sfudies

Since this s@Qs only been limited to FMCG, other sectors can be considered to make

tomer patronage.

comparafive studies. The study only utilized questionnaire to obtain relevant information from

gondents. Moreover, the outcome would have probably been more investigative if

@iew were conducted to complement the study findings.

O The study would also recommend for researchers to further studies on similar study based on

Q other fast-moving commodities in supermarkets and other sectors such as banking sector,
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transport sector or insurance sector in Nigeria for comparative purposes. The study would also

recommend an expansion of the scope mainly touching on other branding strategies on customer \V

loyalty and purchasing decision. Q/Q '

119



Bibliography

The Free Press, 2010

Aaker D., ‘Measuring Brand Equity: Capitalizing on the Value of a Brand Name’, New York, NY, Q}E

Adams A., ‘The Impact of Utilitarian and Hedonic Needs Satisfaction on Brand Loyal @
Selected Fast Moving Consumer Goods in South Africa. June 2006. ‘K
e

Adeyeri G.A, Adedoyin S.A, ‘Brand Equity and Consumer Patronage of Soft Drinks enin
City, Nigeria. AE-Funai Journal of Accounting, Vol 5, no 1, 2019. * \

Ahmad, Ahmad & Nadeem, ‘The study of brand credibility and brand f;%s as positive

predictors for brand loyalty. Arabian Journal of Business and Manage view (Nigerian
Chapter), 2(12), 22-28

Ajayi Ibidapo Ezekiel, ‘Influence of Promotional activities on Co %Patronage of Insurance
business in ado Ekiti Metropolis Nigeria,International Jo N conomics, Commerce and
Management. Vol v, 2017.

Anderson C.K, Wilson J.G, ‘Wait or Buy? The Strategic Consumer: Pricing and Profit
Implications 2003. Journal of the Operational %arch Society, 54(3), 2999-306.

Ashraf M., Naeem M., Shahzadi M., An Byidenge of Footwear Industry of Punjab, Pakistan,
International Journal of Academic Research*in Business and Social Sciences, Vol. 7, No. 7,

2017. g
Asika N.M, ‘Research Methodv the Behavioural Science. Lagos: Longman Publishers.
1999.

Bagwell L.S, ‘Veblen IN in a Theory o fConspicuous Consumption, The American
Economic Review, Vol' 86, no. 3, June, 1996

Belch G.E., %/I.A., ‘Advertising and promotion: An Integrated Marketing Communication
Perspective) , McGraw-Hill. Singapore, 2012, 290-294

BrK stimation of willingness-to-pay: theory, measurement, application. DUV, Munich
20

1 D.A, Olonade O.Y, Asamu F.F, ‘Megamalls as Site for Social Interactions: A Case Study
Shoprite and Ventura Ibadan, Nigeria, Applied Research Journal of Humanities and Social

O Sciences. Vol 2, 2019, pp 6-17

Q Chen C.C, Chen P.K, Huang C.E, ‘Brands and consumer behavior’. Social Behavior and
Personality Journal, 2015: 40(1), 105-114

120



Cheng S. Y, White T. B., & Chaplin L. N., ‘The effects of self-brand connections on responses to
brand failure: A new look at the consumer—brand relationship. Journal of Consumer
Psychology, 22(2), 2012, 280-288

Chevalier J.A., Kashyap A.K, Rossi P.E, ‘Why Don’t Prices Rise During Periods of Peak
Demand? Evidence from Scanner Data. 1-60. Web.

Chovanova H.H, Korshunov A.I, Babcanova D., Impact of Brand on Consumer l@,

Business Economics and Management 2015 Conference,

Chukwuneme N.V, ‘Product Branding as a tool for increasing consume alffy in the
telecommunication industry in Nigeria. 2012

Collis J., Hussey R., 2003. ‘Business research: A practical guid@ergmduate and

postgraduate students (2nd ed). London: Palgrave Macmilla
Creswell J.W, Miller D.L, Determining validity in qualitativei@' heory into practice, 39,

124-130, 2000

Limited, Essex, England, 2015.

De Pelsmacker, P., Geuens, J. Van den Bergh, Mark@munications, Pearson Education

Dolatabadi R. H., Kazemi A., Rad S.N, ‘Tie Impuct of Brand Personality on Product Sale
through Brand Equity (Case Study: Co, % roducts Retailers).International Journal of
Academic Research in Business and So@ iences, November, Vol. 2, 2015, No. 11,

East R.H, ‘Correlates of ﬁrst—bran@ly, Journal of Marketing Management, vol. 11, no. 5,
pp. 487-497, 1995.

Eastman J.K, ‘Status co u&ﬂn in consumer behavior: Scale development and validation’,
Journal of Marketing Theovy and Practice, Vol. 7, No. 2, 1999, pp. 41-51
;s.

Eastman J.K, T; jonship between status consumption and materialism: A cross-cultural

comparison ese and, Maxican and American students, Journal of Marketing Theory

and Prat} .5, n0. 1, 1997, pp. 52-66
Emodi P.Nw"Effect of branding on Consumer patronage of locally Processed Rice in South East
igerit, International Journal of Business & Law Research, Vol 7 No 4, 2019, pp 29-38

aku S.C, Ezenyilimba E., ‘Influence of product Branding on Consumers Patronage of Fast
oving Consumers Goods in Anambra state, Nigeria.

Femi Adekoya, ‘Article on FMCG Firms’ Struggle for Consumers Amid Weak Demand,
Saturated Market’ October 2018.

121

&



G. S. Day, A Two-Dimensional Concept of Brand Loyalty, Journal of Advertising Research,

vol. 9, 1969, pp. 29-35 V
Gary Fox., ‘Strategy and innovation consultant ‘Article on What is a Brand Promise’. %\

(https;//www.garyfox.co)

Ghulam Shabbir khan Niazi, Javaria Siddiqui, Burhan Alishah, Ahmed Imran Hunjra, ‘Eff
Advertising and Its Influence on Consumer Buying Behavior, 2012 s
rs in

Godfred Bugyei, ‘Customers’ Preference towards Mobile Network Service Provz

A case of Mfantseman Municipality.

Goldsmith R.F, ‘Status consumption and fashion behavior: An explorato &ssocmtlon of
Marketing Theory and Practice Proceedings, 1996, pp. 309-316 ”%

Grimmer M..& Wolley M., ‘Green Marketing Messages and Purchase Intention
Promoting Personal Versus Environmental Benefits. Journal a etlng Communications

Volume 20, 2014

Gutman J. ‘A Means-End Chain Model Based on Cons Categorzzatlon Processes, Journal
of Marketing, vol. 46, pp. 60-7.

Harcourt Horsfall, Mac-Kingsley Ikegwu@ct of Brand Credibility on Consumer
Patronage of Table Water Firms; Eviden &m igeria.

Harris L.C, Goode M.H, The four leye @ally and the pivotal role of trust: A study of online
service dynamics. Journal of Reta @ 80(2), 2004, 139-58

Hayes B., ‘Customer Satisf% Indices, Measurement in Customer Loyalty, November 26,

2007

Hayes L ‘Umversz 446 2000 Do the Poor Pay more? An empirical investigation of price
dzsperszon in foq" ing. Industrial relations section working paper. Princeton
O

Hittps: //wwv.o icsdiscussion.net>brand>what is branding?
Ikpo & ‘Branding Strategy for Effective Agricultural Marketing in Nigeria, 2012

ap Siddiqui, Ujjwal M. Mishra, Effect of Branding on Consumer buying behaviour,
% ational Journals of humanities & Social Studies. 2017
sl

shak F., Ghani N.H.A., ‘4 Review of the Literature on Brand Loyalty and Customer Loyalty.

O Jalilvand R., Samiei H., Mahdavinia H., The Effect of Brand Equity Components on Purchase
Q Intention: An Application of Aaker's Model in the Automobile Industry, International Business
and Management, 2015: 2(2), 149-158.

122



Q

Jarafaru B.U, 'The Effect of Brand Association on Consumer Patronage of GSM Service
Providers in Kano Metropolis’: Texila International Journal of Management, Vol.5, Issue 1, V
2019.

Johnson K.I., Effects of Brand Awareness on Choice for a Common, Repeat Purchase%%

Product.Journal of Consumer Research, Vol. 17 2017
K. Khadka, S. Moharjan, Customer Satisfaction and Customer Loyalty 2017 $

Kabuoh M.N., Moibi LA., Ademilua V.A. , Sunmola B.R., ‘Market orientation and Profitability

of Selected Fast moving consumer Goods f irms in Lagos State, Nigeria, Interpatignal§yJournal

of Advance Research in Accountng, Economics & Business Perspectives..Vohd, no 1, 2020
C\and Strategy

Kalu S.E, Ayanwu A.V, Maduenyoghasi O.S, , Ikechukwu M. U, “Th
on Marketing Performance of Soft Drinks Bottling Firms In Nigeria
Journal of Comtemporary Research. Vol. 4, No.§, 2014. A?/

ican International

Keller K. L., Strategic brand management: Building, mea M nd managing brand equity,
(2nd ed.,). Prentice-Hall, Upper Saddle River, NJ, 2013 $

Keller, K.L., ‘Strategic Brand Management: Buil 'ng,@surl’ng, and Managing Brand Equity,
2nd ed., Prentice-Hall, Upper Saddle River, NJ,
2

Kidder L., Fine M., ‘Qualitative and q tive methods: When Stories Converge. Multiple
Methods in Program Evaluation. Ne Dz ections for Program Evaluation, No. 35. San
Francisco, CA: Jossey-Bass.

Leibtag E.S, Kaufman P.R gig Food Purchase Behavior of Low-Income Households:
How do they Economlze7 A l re Information Bulletin. 747(07), 2003, 1-8.

Lichtenstein D., Blo ck W., ‘Correlates of Price Acceptability. Journal of Consumer
Research,15(9), 4&20

Mai N.K, V.A, Truong D.N, ‘The effect of Television Commercials on Customers’
Loyalty ediation Analysis of Brand Awareness. International Journal of Trade,
Economics and Finance, 7(2), 2016, 18-24

N.M, Youssef M.AM, Alsoud G.F.A ‘The Impact of Brand Extension Strategy on the
d Equity of Fast Moving Consumer Goods (FMCG) in Egypt’,European Journal of
usiness and Management, Vol 6, No 21, 2014

Mellens M,, DeKimpe M.G.., Steenkamp E. M, 4 Review of Brand-Loyalty Measures in
Marketing, Journal of Economic Management, Volume 4, 2016.

123



Mwangi L., ‘The Influence of Social Marketing on Consumer Behavior. Nairobi, Kenya: The
Influence of Social Marketing on Consumer Behavior. Nairobi, KE: Strathmore University, 2010 V

Ndem S.E, Ezekiel M.S, ‘The Impact of Trade Promotion on Sales Volume in the beer industry. \
British Journal of Marketing Studies, vol 7, 2019, pp 57-71 Q/

Njelita C.I, Anyasor O.M., ‘Customer Loyalty and Patronage of Quick Service Restaur
Nigeria.British Journal of Marketing Studies, Vol 8, 2020, pp 54-76 ”&
Willi

Njite D., Njoroge J., Parsa H., Parsa R., J. Vander Rest, ‘Consumer Patronage a ness
To-Pay at Different Levels of Restaurant Attributes: A study from Kenyd™~Reséarch in
Hospitality Management, 5(2), 2015, 171-180

Nunnally J.C, Bernstein I.R, Psychometric theory, Ed. ke-3, McGraw%C@\'ork.

Nwiepe M.N, Ateke W.B, ‘Customer Service Management and nage of GSM services in
Rivers State’. Journal of Marketing Development, 1(1), 98-1

Nyakweba N.., Wesonga J.N, & Bosire B. E, ‘4n analpsi actors Influencing Consumer
Patronage of Bars: A survey of bars in Kisii Town’s cen usiness district, Kenya. Journal of
Marketing and Consumer Research, 11, 2015, 130-

Ogba S., Tan H., ‘Corporate Identity, Corpégate Branding and Corporate Marketing Seeing
Through the Fog.European Journal of Wi , Vol. 35 No. 3/4, 2019, pp. 248-291

Ogbuji A. Anyanwu, J. O Onah, ‘ApEmperical Study of the Impact of Branding on Consumer
Choice for Regulated Bottle Wate utheast, Nigeria.International Journal of Biometrics.

10.5539/IIMB.V6N6P150, 20,1 1
Ogonu C.G, Didia J.U.D% Appeal and Customer Patronage of Fast Food Firms in Rivers
State, Nigeria. Double blind/Peer Reviewed International research Journal, vol 8, 2020, pp
13-20 °

Olivier R. L ce customer loyalty: A behavioral perspective on the consumer. New York:

Irwin/Mci [l 1999.Journal of Marketing, 63(Special Issue), 33-44.

Omgfegb , Ogbeide D.O, ‘Modelling of Brand Loyalty of Fast Moving Consumer
\Benin Journal of Social Sciences ,Volume 21 Number 2 2013.

a P.M, S. Bett, ‘Effect of Branding as a Competitive Strategy in Sales Performance of Airtel
enya, Vol.2, Issue 1 No.1, 2016,pp 1 - 19

:O Owens L.K, ‘Introduction to survey research design. SRI Fall 2002 seminar series.

124



Oyakhire V.A, Digital Marketing Strategy and Consumer Patronage of Online Businesses in
Nigeria:International Journal of Academic Accounting, Finance & Management Research
(IJAAFMR), Vol. 5 Issue 4, April - 2021, Pages: 8-15.

Pallant J., SPSS Survival Manual - A step by Step Guide to Data Analysis Using SPSS for%&
Windows (version 10), Buckingham Open University Press 2001

Rasool M.S, Rafique Y., Naseem M.A, Javiad S. ‘Impact of Advertisement on Cogxr

Behavior of FMCG in Lahore City. Academic Research International 2(3): 2012, 571

Rossiter J. R., Bellman S., ‘Emotional branding pays off: How brands%& Share of
requirements through bonding, companionship, and love. Journal of Ad @ng Research,
52(3), 2012, 291-296 \

Said T., ‘Statistical Analysis: Internal-Consistency Reliability An %ﬂwct Validity, 27-38.
European Centre for Research Training and Development % )2018, 27-38
Saravanan K., ‘A Study on Brand Awareness of Ashok Le X ss among the Customers of

TVS. International Journal of Innovative Research in ment Studies (IJIRMS),Volume
1 | Issue 3 | April. 2016

Sarwar F., Aftab M., Igbal M. T, ‘The Impact o ding on Consumer Buying.

Shakil A.S, ‘Impact of Pricing Strategi nsumer Buying Behaviour with Reference to
Organized Retail in Ranchi, Intermational Journal for Research in Engineering
Application& Management (IJR@ Vol-05, Issue-12, Mar 2020.

&

ope of Branding (Philip Kotler Summary)’ 2015

Srivastava Arpit, ‘Role of Bra
Steenkamp J., Heerede Hé(ens L., ‘What Makes consumers willing to pay a price premium
Jfor national brand over privae labels?Journal of Marketing Research, 2009 1-41

®
Tse D.B, ‘Beco@bnsumer Society’, Journal of Consumer Research, 1989, pp. 457-472,

15 March Q
TuyY, V‘ang 7, Chang H., 'Corporate Brand Image and Customer Satisfaction on Loyalty: An
Empitica dy of Starbucks Coffee in Taiwan. Journal of Social and Development Sciences’,
No. 1, pp. 24-32,

anga L.W, , The Influence of Price on Customer Satisfaction Among Mobile Phone Users
in Wetlands, Nairobi , 2011

O Zhang Y., ‘The Impact of Brand Image on Consumer Behavior: A Literature Review,Open
Q Journal of Business and Management, Vol.3, 58-62.

125



Appendix

Questionnaire

Lead City University, Ibadan, Oyo State, Nigeria %2 °
Dear Respondent, (9
\y

This survey is aimed at collecting relevant information relating to the title of this resea’

titled “The effect of branding strategies on consumer patronage of fast mowi ceqnsumer

goods in Nigeria.” in partial fulfillment of the requirements for the Nl f Masters of
%in the completion

Business Administration (MBA) in Marketing. I request crave your ;

of this questionnaire. Your response would be treated Q ost confidentiality and

information would be used for academic purpose only. $

Yours faithfully,

Researcher <
SECTION A: DEMOGRAHI(‘?@

Please tick (V) in the boxes\pgy d for the most appropriate answers.

1 Gender
Male

[ J

° Female I:I

2 Age ears)
B
26-35

&
O bove 45
S Level of education

iploma(ND/HND)

O B.sc
Q Postgraduate
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4. Working experience (In years)
Below 5
6-10
11-15

Above 15 years

5. Management Level (9
Low management \
Middle management
Top management
& !
Please indicate the extent to which you agree or disagree with the ’%@;atements using the

SECTION B: BRANDING STRATEGIES

following likert scale below (tick one in each case). Strongly A‘Q , Agree (A), Undecided

(U), Disagree (D) and Strongly Disagree (SD)

¢ Brand Awareness !0

S/N Statement SD | D U A SA
1 My organization carefully created brar idelines for

our brand identity and recognition l\

customers

2 My organization has selected zoloMice of the target

3 My organization has a @migu&/and attractive product
design which mak product to be easily

differentiated o

4 My organization pw place consistent messages to

build brand agréhess

e Bran e
S/N Statement SD | D U A SA
1 Oyr b is designed in a way to reduces the
co er's perceived risk
2 y organization has a consistent visual style for

récognition

competitors

s Our brand image 1is unique compared to other
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Brand Equity

RN

S/N Statement SD | D U A
1 My organization has a high degree of response to
consumer requests in the product compared to competitor
2 My organization has a strong patterns and trade marks 4
3 My organization offers quality service to the customers </
than its competitors
- \s
e Pricing Strategy
S/N Statement SD D U A SA
1 My organization offers a discounted price for the \\ )
purchase of a set number (N) of items purchased &
2 My organization temporarily decrease prices on products
3 My organization offers bundling price techniques g‘) -
(Combo)
4 My organization gives coupons to stimulate consumers’

purchase of our product N

SECTION C: CONSUMER PATRONAGE

A\

>

Please indicate the extent to which you agree &ree with the following statements using the

following likert scale below (tick one in @se). Strongly Agree (SA), Agree (A), Undecided

(U), Disagree (D) and Strongly Dis@(SD)

Patronage Intentio

R ment

SD | D U A

SA

Our customers usw expressed their intention to

Our customcrsshave expressed their willingness to tell

continue usingshe products of our company
others abSutthe products of the company

Repeated Patronage

) Statement

SD | D U A

SA

Our customer has gotten acquaintances to our product

The likelihood that our customers would shift away from
our brand is very low

Even at the expense of inflation, our customer still
patronize our products
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Customer Loyalty

S/N Statement SD | D U A SA
1 Customer attraction and relationships has been improved

thereby increasingly competitive advantage in the

changing global marketplace
2 There has been a reduction in the level of customer

complaints
3 There is an increase in customer references to their k

friends ‘
4 Level of customer satisfaction in my organization over

the last three years has increased ,4 A}

e Sales Volume
SQ‘:QJ U A]JsA

1

There is an increase in sales growth of our products over :

the last five years N

2 | There is an increase in market coverage as our custom s\\
have gained our trust and confidence

3 | There is an increasing market share and profitabi f
the company N

4 | The satisfaction of amiable customers been met

thereby increasing sales volume.
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Appendix for Data Analysis

Frequency Table
Gender
Cumulative
Frequency | Percent |Valid Percent| Percent
Valid Male 155 65.4 65.4 65.4
Female 82 34.6 34.6 100.0
Total 237 100.0 100.0 A
%)
Age (In years) O\
Cumulative
Frequency | Percent |Valid Percent| Percent
Valid Below 25 21 8.9 8.9 8.9
26-35 96 40.5 40.5 49.4
36-45 102 43.0 43.0 92.4
Above 45 18 7.6 7.6 100.0
Total 237 100.0 100.0
N4
Y,
Level of education
Cumulative
Frequency | Percent | Valid Percent Percent
Valid National Diploma
(ND/HND) 57 24.1 24.1 24.1
Graduate (B.sc) 115 48.5 48.5 72.6
Post Graduate 65 27.4 27.4 100.0
Total 237 100.0 100.0

RS
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Working experience (In years)

Cumulative
Frequency | Percent [Valid Percent| Percent
Valid Below 5 83 35.0 35.0 35.0
6-10 114 48.1 48.1 83.1
11-15 40 16.9 16.9 100.0
Total 237 100.0 100.0
AN
a5
Management Level
Cumulative
Frequency | Percent [Valid Percent Percent
Valid Low Management 32 13.5 13.5 13.5
ﬁ;i‘ilgemem 188 793 79.3 92.8
Top Management 17 7.2 7.2 100.0
Total 237 100.0 100.0

i

My organization carefully created brand guidelines for our brand
identity and recognition

A

Valid Cumulative
Frequency | Percent Percent Percent
Valid Undecided 21 8.9 8.9 8.9
Agree 98 41.4 41.4 50.2
it;:egly 18| 49.8 49.8 100.0
Total 237 100.0 100.0

Re)
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My organization has selected color choice of the target customers

My organization has a unique and attractive product design which

Valid Cumulative
Frequency | Percent Percent Percent

Valid Undecided 17 7.2 7.2 7.2

Agree 123 51.9 51.9 59.1

Strongly o7| 409 40.9 100.0

Agree

Total 237 100.0 100.0

”,

makes our product to be easily differentiated >
Valid Cumulative
Frequency [ Percent Percent Percent
Valid Undecided 14 59 5.9 59
Agree 84 35.4 35.4 41.4
it;:egly 139| 586 58.6 100.0
Total 237 100.0 100.0

R

My organization put in place consistent messages to build brand

awareness
Valid Cumulative
Frequency | Percent Percent Percent
Valid Undecided 23 9.7 9.7 9.7
Agree 78 32.9 32.9 42.6
it;:egly 136| 574 57.4 100.0
Total 237 100.0 100.0

&
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Q

Our brand is designed in a way to reduces the consumer's perceived

risk
Valid Cumulative
Frequency | Percent Percent Percent
Valid Undecided 49 20.7 20.7 20.7
Agree 149 62.9 62.9 83.5
it;:egly 39| 165 16.5 100.0
Total 237 100.0 100.0

My organization has a consistent visual style for recognition

Valid Cumulative
Frequency | Percent Percent Percent
Valid Undecided 24 10.1 10.1 10.1
Agree 87 36.7 36.7 46.8
Z;’:egly 126| 532 53.2 100.0
Total 237 100.0 100.0

<X

V4

Our brand image is unique compared to other competitors

Valid Cumulative
Frequency [ Percent Percent Percent
Valid Undecided 33 13.9 13.9 13.9
Agree 137 57.8 57.8 71.7
it;:egly 67| 283 28.3 100.0
Total 237 100.0 100.0

%—-

O
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QO

My organization has a high degree of response to consumer requests
in the product compared to competitor

Valid Cumulative
Frequency | Percent Percent Percent
Valid Undecided 33 13.9 13.9 13.9
Agree 150 63.3 63.3 77.2
i;’:egly sal 228 22.8
Total 237 100.0 100.0

&

V4

My organization has a strong patterns and trade marks

Valid Cumulative
Frequency | Percent Percent Percent
Valid Undecided 58 24.5 24.5 24.5
Agree 135 57.0 57.0 81.4
i;’:egly 44| 186 18.6 100.0
Total 237 100.0 100.0
My organization offers quality service to the customers than its
competitors
Valid Cumulative
Frequency | Percent Percent Percent
Valid Undecided 56 23.6 23.6 23.6
Agree 150 63.3 63.3 86.9
i;’:egly 31 13.1 13.1 100.0
Total 237 100.0 100.0

O\
v\
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number (N) of items purchased

100.0 é )



Valid Cumulative
Frequency | Percent Percent Percent
Valid Undecided 23 9.7 9.7 9.7
Agree 159 67.1 67.1 76.8
it;:egly 55| 232 232 100.0
Total 237 100.0 100.0

(3
My organization temporarily decrease prices on products
Valid Cumulative
Frequency [ Percent Percent Percent
Valid Undecided 37 15.6 15.6 15.6
Agree 104 43.9 43.9 59.5
it;:egly 9| 405 40.5 100.0
Total 237 100.0 100.0
)~ 4
Y
My organization offers bundling price techniques (Combo)
Valid Cumulative
Frequency [ Percent Percent Percent
Valid  Undecided 41 17.3 17.4 17.4
Agree 122 51.5 51.7 69.1
ifgr’:egly 73| 308 30.9 100.0
Total 236 99.6 100.0
Missing System 1 4
237 100.0

FTotal
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My organization gives coupons to stimulate consumers’ purchase of
our product

Valid Cumulative
Frequency | Percent Percent Percent
Valid Undecided 42 17.7 17.7 17.7
Agree 110 46.4 46.4 64.1
it;:egly 85| 359 35.9 100.0
Total 237 100.0 100.0

Our customers usually expressed their intention to continue using the »

M

products of our company
Valid Cumulative
Frequency [ Percent Percent Percent
Valid Undecided 44 18.6 18.6 18.6
Agree 137 57.8 57.8 76.4
it;:egly s6| 236 23.6 100.0
Total 237 100.0 100.0
)~ 4

\3/?“

Our customers have expressed their willingness to tell others about
the products of the company

Valid Cumulative
Frequency | Percent Percent Percent
Valid Undecided 14 59 59 59
Agree 111 46.8 46.8 52.7
it;:egly 12| 473 473 100.0
Total 237 100.0 100.0
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QOur customer exercise patience to get my brands even on stock out

Valid Cumulative
Frequency [ Percent Percent Percent
Valid Undecided 40 16.9 16.9 16.9
Agree 142 59.9 59.9 76.8
it;:egly 55| 232 232 100.0
Total 237 100.0 100.0

<

Our customer has gotten acquaintances to our product

Valid Cumulative
Frequency [ Percent Percent Percent
Valid Undecided 51 21.5 21.5 21.5
Agree 124 523 523 73.8
it;:egly 62| 262 26.2 100.0
Total 237 100.0 100.0

The likelihood that our customers would shift away from our brand is

R

very low
Valid Cumulative
Frequency | Percent Percent Percent
Valid Undecided 41 17.3 17.3 17.3
Agree 134 56.5 56.5 73.8
i;’:egly 62| 262 26.2 100.0
Total 237 100.0 100.0

QO
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Even at the expense of inflation, our customer still patronize our

products
Valid Cumulative
Frequency | Percent Percent Percent
Valid Undecided 45 19.0 19.0 19.0
Agree 134 56.5 56.5 75.5
it;:egly 58| 245 245 100.0
Total 237 100.0 100.0

N

Customer attraction and relationships has been improved thereby
increasingly competitive advantage in the changing global

a

marketplace
Valid Cumulative
Frequency [ Percent Percent Percent

Valid Undecided 74 31.2 31.2 31.2

Agree 99 41.8 41.8 73.0

t \
Strongly 64| 270 27.0 100.0
Agree
A 4

There has been a reduction in the level of customer complaints

N

Valid Cumulative
Frequency | Percent Percent Percent

Valid Undecided 17 7.2 7.2 7.2

Agree 139 58.6 58.6 65.8

Strongly 81| 342 342 100.0

Agree

Total 237 100.0 100.0

Total 237 100.0 100.0
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There is an increase in customer references to their friends

Valid Cumulative
Frequency [ Percent Percent Percent
Valid Undecided 31 13.1 13.1 13.1
Agree 101 42.6 42.6 55.7
Z;’:egly 105| 443 443 100.0
Total 237 100.0 100.0

S\-

Level of customer satisfaction in my organization over the last three
years has increased

Valid Cumulative
Frequency | Percent Percent Percent
Valid Undecided 22 9.3 9.3 9.3
Agree 98 414 414 50.6
it;(r’:egly 17| 494 49.4 100.0
Total 237 100.0 100.0

©

£

Q™

There is an increase in sales growth of our products over the last five

O%

years
Valid Cumulative
Frequency | Percent Percent Percent
Valid Undecided 14 5.9 5.9 5.9
Agree 106 44.7 44.7 50.6
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Strongly
Agree

Total

117

237

494

100.0

494

100.0

100.0

There is an increase in market coverage as our customers have gained

our trust and confidence

Valid Cumulative
Frequency | Percent Percent Percent
Valid Undecided 21 8.9 8.9 8.9
Agree 94 39.7 39.7 48.5
i;’:egly 122 515 51.5 100.0
Total 237 100.0 100.0

There is an increasin

L N

N

o market share and profitability, of the company

Valid Cumulative
Frequency | Percent Percent Percent
Valid Undecided 15 6.3 6.3 6.3
Agree 114 48.1 48.1 54.4
Strongly 108 456 45.6 100.0
Agree
Total 237 100.0 100.0

sales volume.

The satisfaction of amiable customers has been met thereby increasing

OS

Frequency

Percent

Valid
Percent

Cumulative
Percent
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Valid Undecided
Agree
Strongly
Agree
Total

11 4.6
158 66.7

68 28.7

237 100.0

4.6
66.7

28.7

100.0

71.3

100.0

4.6

Descriptive Statistics

N Minimum [Maximum

Mean

Std.
Deviation

My organization
carefully created brand
|guidelines for our brand
identity and recognition
My organization has
selected color choice of
|the target customers
My organization has a

nique and attractive
roduct design which
akes our product to be
easily differentiated

y organization put in

lace consistent

essages to build brand
awareness
Our brand is designed
in a way to reduces the
consumer's perceived
Jrisk
My organization has a
consistent visual style
for recognition

Our brand image is
nique compared to
other competitors

237 3.00

237 3.00

237 3.00

237 3.00

237 3.00

237 3.00

237 3.00
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5.00

5.00

5.00

5.00

5.00

5.00

5.00

4.4093

4.3376

4.5274

4.4768

3.9578

4.4304

4.1435

.64866

.60715

.60741

.66741

.60917

.67051

.63487




y organization has a

igh degree of response
0 consumer requests in
he product compared to
competitor
My organization has a
strong patterns and
|trade marks
My organization offers
quality service to the
customers than its
competitors
My organization offers

a discounted price for
he purchase of a set
umber (N) of items
urchased

My organization
emporarily decrease

I;)rices on products

My organization offers

It)undling price
echniques (Combo)

My organization gives

coupons to stimulate

consumers’ purchase of

our product

Our customers usually

expressed their
intention to continue
sing the products of
our company

Our customers have
expressed their
illingness to tell
others about the
roducts of the

237

237

237

237

237

236

237

237

237

3.00

3.00

3.00

3.00

3.00

3.00

3.00

3.00

3.00

142

5.00

5.00

5.00

5.00

5.00

5.00

5.00

5.00

5.00

4.0886

3.9409

3.8945

4.1350

4.2489

4.1356

4.1814

4.0506

4.4135

.60063

.65475 s

.59789 \ )

55875

70804

.68311

71069

.64896

.60182




Our customer exercise
atience to get my
rands even on stock

out

Our customer has

gotten acquaintances to

our product

The likelihood that our

customers would shift

laway from our brand is
very low

Even at the expense of

inflation, our customer

still patronize our

roducts
Eiustomer attraction and
elationships has been
improved thereby
increasingly
competitive advantage
in the changing global
|marketplace
There has been a
[reduction in the level of
customer complaints
There is an increase in
customer references to
[their friends
Level of customer
satisfaction in my
|organization over the
last three years has
increased

There is an increase in
sales growth of our
roducts over the last

237

237

237

237

237

237

237

237

237

3.00

3.00

3.00

3.00

3.00

3.00

3.00

3.00

3.00

5.00

5.00

5.00

5.00

5.00

5.00

5.00

5.00

5.00

4.0633

4.0464

4.0886

4.0549

3.9578

4.2700

4.3122

4.4008

4.4346

.63128

.69040

.65835

76352

58483

.69164

.65393

.60449

.65464 \ \

O five years
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There is an increase in
arket coverage as our
customers have gained
our trust and confidence
There is an increasing
arket share and
E;oﬁtability, of the
company
The satisfaction of
amiable customers has
|been met thereby
increasing sales
volume.
Valid N (listwise)

237

237

237

236

3.00 5.00

3.00 5.00

3.00 5.00

4.4262

4.3924

4.2405

.65081

.60544

52598
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Regression 1

Variables Entered/Removed?

Variables Variables
Model Entered Removed Method
1 Brand
ran b . |[Enter
|lawareness

a. Dependent Variable: Patronage intentions
b. All requested variables entered.

Model Summary

Model

R

R Square

Adjusted
Square

R

Std. Error of
the Estimate

1

469°

220

217

a. Predictors: (Constant), Brand awareness

AN

43667 |\

Model
i Pl

ANOVA?
Sum of
Model Squares df Mean Square F Sig.
1 Regression 12.642 1 12.642 66.297 .000°
Residual 44811 235 191
Total 57.452 236
a. Dependent Variable: Patronage intentions
b. Predictors: (Constant), Brand awareness
Q‘\
} (\ Coefficients®
Unstandardized Standardized
Coefficients Coefficients
B Std. Error Beta t Sig.
(Constant) 2.046 263 7.778 .000
Brand awareness 480 .059 469 8.142 .000

a. Dependent Variable: Patronage intentions
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Regression 2

Variables Entered/Removed?

Variables Variables
Model Entered Removed Method
1 Brand image® . [Enter

a. Dependent Variable: Repeated patronage
b. All requested variables entered.

Model Summary

Model

R R Square

Adjusted R
Square

Std. Error of
the Estimate

1

481?

232

228

a. Predictors: (Constant), Brand image

A

0\

.50659 |§

ANOVA?
Sum of
Model Squares df Mean Square F Sig.
1 Regression 18.187 1 18.187| 70.870 .000P
Residual 60.308 235 257
Total 78.495 236
a. Dependent Variable: Repeated patronage
b. Predictors: (Con&n\t), Brand image
R
Coefficients®
Unstandardized Standardized
Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) 1.318 328 4.022 .000
Brand image .657 .078 481 8.418 .000

a. Dependent Variable: Repeated patronage
Regression 3
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Variables Entered/Removed?

Variables Variables
Model Entered Removed Method
1 Brand equity® . |[Enter

a. Dependent Variable: Customer loyalty
b. All requested variables entered.

Model Summary

Adjusted R | Std. Error of
Model R R Square Square the Estimate
1 406° 165 162 43726

a. Predictors: (Constant), Brand equity

ANOVA?
Sum of
Model Squares df Mean Square F Sig.
1 Regression 8.891 1 8.891| 46.503 .000P
Residual 44932 235 191
Total 53.823 236
a. Dependent Variable: Customer loyalty
b. Predictors: (Constant), Bran\dﬁlyity
A
Coefficients®
Unstandardized Standardized
Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) 2.652 234 11.343 .000
Brand equity .398 .058 406 6.819 .000

V\g Dependent Variable: Customer loyalty

QO

147



Regression 4

Variables Entered/Removed?

Variables Variables
Model Entered Removed Method
1 Pricin
strateggyb . |Enter
a. Dependent Variable: Sales volume
b. All requested variables entered.
Model Summary
Adjusted R | Std. Error of
Model R R Square Square the Estimate
| 4512 203 200 33362\

a. Predictors: (Constant), Pricing strategy

QAT

R

O 1

a
ANOVA?
Sum of
Model Squares df Mean Square F Sig.
1 Regression 6.672 1 6.672| 59.948 .000°
Residual 26.155 235 A11
Total 32.828 236
a. Dependent Variable: Sales volume
b. Predictors: (C%tant), Pricing strategy
O
Coefficients®
Unstandardized Standardized
Coefficients Coefficients
%Model B Std. Error Beta t Sig.
(Constant) 3.002 178 16.827 .000
Pricing strategy 328 .042 451 7.743 .000
a. Dependent Variable: Sales volume
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Reliability

Brand awareness Reliability

Scale: All Variables

Reliability Statistics

Cronbach's
Alpha Based
on
Cronbach's | Standardized
Alpha Items N of Items
.786 811 4
Item Statistics
Std.
Mean Deviation

My organization
car'efu%ly created brand 49333 95371 10
guidelines for our brand
identity and recognition
My organization has
selected color choice of 4.9000 30513 30
the target customers
My organization has a
unique and attractive
product design which 4.8667 43417 30
makes our product to be
easily differentiated
My organization put in
place consistent 4.9333 25371 30
messages to build brand
awareness

%V
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Inter-Item Correlation Matrix

My
organization
My has a unique
organization and attractive My
carefully My product organization
created brand | organization | design which | put in place
guidelines for | has selected makes our consistent
our brand color choice | product to be [ messages to
identity and | of the target easily build brand
recognition customers | differentiated | awareness
My organization
carefully created brand 1.000 356 230 1.000
guidelines for our brand
identity and recognition
My organization has
selected color choice of 356 1.000 937 356
the target customers
My organization has a
unique and attractive
product design which 230 937 1.000 230
makes our product to be
easily differentiated
My organization put in
place consistent 1.000 356 230 1.000
messages to build brand
awareness
, O
Scale Statistics
Std.
Mean | Variance | Deviation |N of Items
19.6333 .999 .99943 4
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Brand image Reliability

Reliability Statistics

Cronbach's
Alpha Based
on
Cronbach's | Standardized
Alpha Items N of Items
.682 .827 3
AN
Item Statistics %\
Std. <(3\
Mean Deviation N
Our brand is designed b
in a way to redqu:s the 4.9667 18257 30
consumer's perceived
risk
My organization has a
consistent visual style 4.9000 40258 30
for recognition
Our brand image is
unique compared to 4.9667 18257 30
other competitors
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Inter-Item Correlation Matrix

other competitors

My
Our brand is | organization | Our brand
designed in a has a image is
way to consistent unique
reduces the | visual style | compared to
consumer's for other
perceived risk [ recognition | competitors
Our brand is designed
1nawayt0reduc§sthe 1,000 4 1,000
consumer's perceived
risk
My organization has a
consistent visual style 422 1.000 422
for recognition
Our brand image is
unique compared to 1.000 422 1.000
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QO

Item-Total Statistics

P\V

Scale Corrected Squared Cronbach's
Scale Mean if | Variance if Item-Total Multiple Alpha if Item
Item Deleted | Item Deleted | Correlation | Correlation Deleted
Our brand is designed
in a way to reduces the 9.8667 257 695 482
consumer's perceived
risk
My organization has a
consistent visual style 9.9333 133 422 1.000
for recognition
Our brand image is
unique compared to 9.8667 257 .695 482
other competitors

Scale Statistics

e

\

Std. f
Mean | Variance | Deviation |N of Items
14.8333 420 64772 3
Reliability Q/

/SCALE(ALL V

ABLES') ALL

NV ARIABLESzVASOQOO AR00009 VAR00010

/MODEL=AL

/STATIST
/ SUMMC OTAL.

Al

s DESCRIPTIVE SCALE CORR
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Brand equity Reliability

Reliability Statistics

Cronbach's
Alpha Based
on
Cronbach's | Standardized
Alpha Items N of Items
910 910 3

Item Statistics

customers than its
competitors

Std.

Mean Deviation N
My organization has a
high degree of response
to consumer requests in 4.7000 46609 30
the product compared to
competitor
My organization has a
strong patterns and 4.8000 40684 30
trade marks
My organization offers
quality service to the 47667 43018 10
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Inter-Item Correlation Matrix

My
organization
has a high
degree of My
response to organization
consumer My offers quality
requests in | organization | service to the
the product | has a strong customers
compared to | patterns and than its
competitor | trade marks [ competitors
My organization has a
high degree of response
to consumer requests in 1.000 764 .843
the product compared to
competitor
My organization has a
strong patterns and 764 1.000 709
trade marks
My organization offers
quality service to the 243 709 1,000

customers than its

competitors
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Item-Total Statistics

P\V

O

156

Scale Corrected Squared Cronbach's
Scale Mean if | Variance if Item-Total Multiple Alpha if Item
Item Deleted | Item Deleted | Correlation | Correlation Deleted
My organization has a
high degree of response
to consumer requests in 9.5667 .599 .870 766 .829
the product compared to
competitor
My organization has a
strong patterns and 9.4667 740 768 .598 913
trade marks
My organization offers
quality service (o the 9.5000 672 831 720 862
customers than its
competitors \)
A
Scale Statistics >
Std.
Mean | Variance | Deviation |N of Items
14.2667 1.444 1.201Y53 3
Pricing Reliabili \/
g ty 40 .
Reliability Statistics
Cronbach's
Alpha Based
on
Cronbach's | Standardized
Alpha Items N of Items
678 711 3



Item Statistics

Std.

Mean Deviation
My organization offers
a discounted price for
the purchase of a set 4.9667 18257 30
number (N) of items
purchased
My organization
temporarily decrease 4.8333 .37905 30
prices on products
My organization offers
bundling price 4.8333 37905 30
techniques (Combo)
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Inter-Item Correlation Matrix

My
organization
offers a My
discounted My organization
price for the | organization offers
purchase of a | temporarily bundling
set number decrease price
(N) of items prices on techniques
purchased products (Combo)
My organization offers
a discounted price for
the purchase of a set 1.000 415 415
number (N) of items
purchased
My organization
temporarily decrease 415 1.000 .520
prices on products
My organization offers
bundling price 415 520 1.000
techniques (Combo)
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QO

Item-Total Statistics

v

Scale Corrected Squared Cronbach's
Scale Mean if | Variance if Item-Total Multiple Alpha if Item
Item Deleted | Item Deleted | Correlation | Correlation Deleted
My organization offers
a discounted price for
the purchase of a set 9.6667 437 476 227 .684
number (N) of items
purchased
My organization
temporarily decrease 9.8000 234 564 318 490
prices on products
My organization offers
bundling price 9.8000 234 564 318 490
techniques (Combo)

Scale Statistics

S

\

Std.
Mean | Variance | Deviation |N of Items }
14.6333 .585 76489 3

Patronage intentions Relia 'ty
L N

QO

Reliability Statistics

Cronbach's
Alpha Based
on
Cronbach's | Standardized
Alpha Items N of Items
761 765 3
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Item Statistics

Mean

Std.

Deviation

Our customers usually
expressed their
intention to continue
using the products of
our company

Our customers have
expressed their
willingness to tell
others about the
products of the
company

Our customer exercise
patience to get my
brands even on stock

out

4.9000

4.9333

4.8667

30513

25371

34575

30

30

30
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Inter-Item Correlation Matrix

Our
customers
usually
expressed
their intention
to continue
using the
products of
our company

Our
customers
have
expressed
their
willingness to
tell others
about the
products of
the company

Our customer
exercise
patience to
get my
brands even
on stock out

Our customers usually
expressed their
intention to continue
using the products of
our company

Our customers have
expressed their
willingness to tell
others about the
products of the
company

Our customer exercise
patience to get my
brands even on stock
out

1.000

356

523

356

1.000

.681

523

.681

1.000
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Item-Total Statistics

Scale Mean if
Item Deleted

Scale

Variance if
Item Deleted

Corrected
Item-Total
Correlation

Squared
Multiple
Correlation

Cronbach's
Alpha if Item
Deleted

P\V

Our customers usually
expressed their
intention to continue
using the products of
our company

Our customers have
expressed their
willingness to tell
others about the
products of the
company

Our customer exercise
patience to get my
brands even on stock
out

9.8000

9.7667

9.8333

.303

323

213

492

.606

721

274

464

554

788

.683

519

o

N\

Scale Statistics

Mean | Variance

Std.
Deviation

N of Items

14.7000 .562

74971

3
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Repeated patronage Reliability

Reliability Statistics

Cronbach's
Alpha Based
on
Cronbach's | Standardized
Alpha Items N of Items
.831 .831 2

Item Statistics

Std.

Mean Deviation
Our customer has
gotten acquaintances to 4.8667 34575
our product
The likelihood that our
customers would sh1ft‘ 4.8667 34575 30
away from our brand is
very low _

30b
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Inter-Item Correlation Matrix

away from our brand is

very low

The
likelihood
that our
Our customer | customers
has gotten would shift
acquaintances | away from
to our our brand is
product very low
Our customer has
gotten acquaintances to 1.000 712
our product
The likelihood that our
customers would shift 712 1.000

K\
S
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Customer Loyalty Reliability

Reliability Statistics

Cronbach's
Alpha Based
on
Cronbach's | Standardized
Alpha Items N of Items
723 .646 3
AN
Item Statistics %\
Std. <(3\
Mean Deviation N
Customer attraction and b
relationships has been
improved thereby
increasingly 4.9000 54772 30
competitive advantage
in the changing global
marketplace
There has been a
reduction in the level of 4.8333 .59209 30
customer complaints
There is an increase in
customer references to 4.9667 18257 30
their friends

L

O
04/.

Inter-Item Correlation Matrix
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Customer
attraction and
relationships

has been

improved
thereby
increasingly
competitive
advantage in

There has
been a
reduction in

There is an
increase in

the changing | the level of customer
global customer references to \

marketplace | complaints | their friends %
Customer attraction and b
relationships has been
improved thereby
increasingly 1.000 904 -.034
competitive advantage
in the changing global
marketplace
There has been a
reduction in the level of .904 1.000 266
customer complaints
There is an increase in
customer references to -.034 266 1.000
their friends V

{ e
Q ®
.
Item-Total Statistics
Scale Corrected Squared Cronbach's
Scale Mean if | Variance if | Item-Total Multiple | Alpha if Item
Item Deleted | Item Deleted | Correlation Correlation Deleted
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-
O

QO

Customer attraction and
relationships has been
improved thereby
increasingly
competitive advantage
in the changing global
marketplace

There has been a
reduction in the level of
customer complaints
There is an increase in
customer references to

their friends

9.8000

9.8667

9.7333

441 796
326 951
1.237 125

.898

905

483

.260

-.0422

948

[ 4

a. The value is negative due to a negative average covariance among items. This violates reliability

model assumptions. You may want to check item codings.

Scale Statistics

Sl

A

Std.
Mean | Variance | Deviation |N of Items
14.7000 1.321 1.14921
) —4
Sales Volume Reliability Q
PRV
Reliability Statistics
Cronbach's
Alpha Based
on
Cronbach's | Standardized
Alpha Items N of Items
815 .855 4
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Item Statistics

Mean

Std.
Deviation

There is an increase in
sales growth of our
products over the last
five years

There is an increase in
market coverage as our
customers have gained
our trust and confidence
There is an increasing
market share and
profitability, of the
company

The satisfaction of
amiable customers has
been met thereby
increasing sales

volume.

4.9667

4.8667

4.9000

4.9333

18257

34575

30513

25371

30

30

30

30

168



Bio-data

FALUYI Abimbola Toun
7, Aleshinloue Street Olode Adegbayi Ibadan. (9
Phone; +2348067002806 \
E-mail: abimbolaadebowale25@gmail.com %
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Affiliations
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Proficiency
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Payroll Management.
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Resolve financial disputes rai% customer service & sales team.
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®
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& Position Held: Team Leader May 2014 to June 2019
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» Ensuring excellent customer service is in place to enhance business development.

LA FAYETTE MICROFINANCE BANK \(9
March 2013- May$

» Prepare daily and monthly reports for management use.

Position Held: Client Officer Trainee
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Other Capacity
Served

Personality
Traits

Skills

&
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A 4

Hobbies
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Q Referees
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>

>

e

QG
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\g

Coordinate timely procurement and delivery of produce order. Q}
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Ability to work in a multicultural ;Nn ent.

Ability to work under pressur ieve a desired result.
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Perform personnel review of staff and monitor their KPI accountability.
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of lack.
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Ensuring all appliances and equipment are functioning and up-to-task. d \
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