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ABSTRACT

In this modern era, firms are increasingly looking for a way to obtain increased market share and opening up new markets in order to meet their economic objectives and to gain competitive advantage over their competitors. To this end, enormous financial resources are being committed to constantly developing new products, rolling out advertisements,setting innovative and cutting-edge pricing,developing superior packaging, etc so as to create a better and customer-friendly brand. Therefore, this study was conducted to investigate the impact of brand image on female students preference for cosmetic a case study of Kwara State College of Education Ilorin. The specific objectives of this study are to: assess impact of brand name on consumer choice; examine impact of brand packaging on consumer choice and evaluate impact of brand image on consumer choice. Descriptive survey design was adopted. A sample size of 193 was conveniently selected through the use of Yaro Yamane�s formular from the population of 274 consumers of female students who used it in their daily activities. The data collected was analysed through descriptive and inferential statistics; inferences were drawn with the aid of Least Square Regression. The findings of the study revealed that brand name, brand packaging and brand image have significant impact on consumer choice. Based on the findings it was concluded that branding has an impact on consumers� choice. The study therefore, recommended among others that effective marketing strategiesand legal means be put in place to protect brand name against dubious counterfeits, and improved packaging efforts be embarked upon to promote the image of the brand.
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CHAPTER ONE

INTRODUCTION

Background to the Study
In this modern era, firms are increasingly looking for a way to obtain increased market share and opening up new markets in order to meet their economic objectives and to gain competitive advantage over their competitors. To this end, enormous financial resources are being committed to constantly developing new products,  rolling out advertisements, innovative and cutting-edge pricing, superior packaging, etc so as to create a better and customer-friendly brand. But never has any society seen the power of branding as it is witnessed today; brands are prevalent in every facet of human life, such as production and consumption, food and clothing, personality lifestyle etc. Branding is no longer just about adding value to a product, branding represents and promotes lifestyle and brands have themselves become a kind of culture. In the words of Kahan (cited in Hall, 2018), brands are now gunning for a share of consumers� inner their lives, their value, their beliefs, their politics, even their souls. The term "brand" as a noun, comes from cattle ranches in the United States, who would burn a mark on the hunches of their cattle to identify and differentiate their cattle from those of others. 

It is believed that branding or re-branding with a new name or logo does not come cheap and should therefore be handled with utmost care and precision lest it amounts to a total waste of money and other resources. Edge (2015) asserted, based on the result of his survey that the value of a strong brand lies in the impression left with anyone who comes into contact with the organization. He further opined that the most compelling reason for effective branding is to achieve customer loyalty and support a premium price because purchasers rely on experience and their long held attitudes about a brand and that successful brands are often focused on one specific market segment. From another authority (Beyond Marketing Thought 2017), a most effective branding, entails a memorable name and a ubiquitous slogan combined with an instantly recognizable and unique logo. It recommended a simple and straight forward logo or potentially, an elaborate design of a simple idea, such as a silhouette of a person or an object. It further identified the brand name as another crucial element of branding which should be both imply memorable and is particular to a firm or product. According to Kotler (2003), defines branding as a name, term, sign, symbol, or design, or a combination of them, intended to identify the goods or services of one seller or group of sellers and differentiate them from those of competitors.

It would be observed that nowadays, people are really concerned about the brands they patronize not necessarily for their value proposition but for special attributes associated with such brands such as brand name, packaging and the image. This is because brands not only represent the symbol of the company or product but to a larger extent define the general life of a person. What the person uses can reflect his taste of life, his status in the society, his economic background and many other things. This makes a deep connection between the company and its brand, with the consumer. In the same vein, Tanveer (2018) in his study, conducted on the impact of brand name on consumer decision in car choice, opined that some consumers go for a particular product merely because of its brand name, which to them, is a symbol of quality.

In the words of Kotler and Keller (2009), it was remarked that the stress that consumers would be going through, while making choices among numerious competing brands, would have been overwhelming if not for the impact of branding elements (name, packaging,image) on consumer buying decisions. The reality in the Nigerian consumable industry, characterized by a huge array of competing brands, lends credence to this remark by Kotler and Keller. Producers in this industry, having realized that Nigerians are increasingly becoming more passionate about quality product and unfaltering government insistence on compliance with various quality stardards, are looking for others marketing strategies to meet their customers� needs profitably.  

Albert (2020), stated that one way through which companies try to influence consumer buying decision is through the product�s packaging design. He argued that product packaging could yet become another �salesperson� when the product is attractively packaged. The study by Clement (2017) as cited in Albert (2020), has shown that that the visual attributes of a product that are attractive to a consumer are the distinct shape, color, orientation, and contrast or size of the package. That each of these attributes influences what he described as �tipping point� that is, the critical moment consumers stretch out their hand and enter the physical action phase, which probably results in a purchase. This clearly shows impact a product packaging could have consumer�s choice.

Similarly, another important component of product branding is brand image. Almost every brand has a particular image attributed to it by the consumers. Brand image represents a set of associations established within the minds of customers, implying a promise to them and representing what the brand currently stands for (Batra & Homer, 2014).  

However, it is important to state that, in spite all these claims about the relationship between branding and consumer choice, much of the research and writings was done in the developed economies. This implies that peculiarities of our life-be it social or economic- as a developing nation could not have been reflected. It is this reality that piqued my curiosity to embark on this study aimed at investigating the impact of branding on consumer choice.

Statement of the Research Problem

Competition and globalization are one of the major forces sweeping through the business landscape all over the world, hence, firms and businesses are spending huge amounts of resources to upgrade and innovate their business processes and programmes.  It is obvious that, nowadays, consumers are becoming more and more demanding about product quality expectation, stiffer government regulations, rise in consumerism, dwindling disposable incomes, etc. All these challenges require firms to look deep and come up with a winning strategy to stay afloat.

In order to meet these growing challenges, firms initially focused their efforts substantially on quality improvement. However, current research has shown that quality attributed to certain products by the consumers is not real but perceived; it is mostly a figment of their perception. With this realization, branding is thus, seen as a potent tool to win customer loyalty, improve market share and obtain superior performance over competitors. A one-time Chief Executive Officer (CEO) of McDonald, an American supermarket, once remarked, �if every asset we own, every building, every piece of equipment were destroyed in a terrible natural disaster, we would be able to borrow all the money to replace it very quickly because of the value of our brand�.. The brand is more valuable than the totality of all these assets.�

Smith and Brynjolfson (2020), cited in Ogbuji and Ayanwu (2021), in their study found that brand was an important determinant of consumers� choice, even though when sellers offered homogenous products. Hassan (2018), in his own words, opined that companies make a strong relationship with customers through development of a customer-friendly brand. Mostly, customers prefer to buy products from a well known and familiar brand, rather than opting for the unknown and new brands. Customers, sometimes, do not want to take a chance by trying to go for a new brand (Kalva et al., 2018).

In spite of this interest and claims about role branding can play in the consumer buying decisions, it would be observed that some consumers would mention factors such as price of the product, quality, design and other attributes as the most attributes they considered before buying a product. It was against this background that I decided to carry out this research to establish the impact of brand image on female students preference for cosmetic a case study of Kwara State College of Education Ilorin.

Purpose of the Study

The general objective of this study was to investigate impact of branding on the consumer choice. The specific objectives associated to the study were to:
i) examine the impact of brand name on consumers� choice;
ii) determine the impact of packaging on consumers� choice; and
iii) evaluate the impact of brand image on the consumers� choice.

Research Questions

The study intended to provide answers to the following research questions;

iv) What is the impact of brand name on consumers� choice?

(ii)   
What is the impact of packaging on consumers� choice?

(iii) 
What is the impact of brand image on consumers� choice?
Justification for the Study
This research work was an attempt to investigate the impact of branding on consumer choice. As was ealier said, the concept of branding has assumed a pride of place as a competitive tool especially now that consumers are finding it difficult to differentiate products on the basis of quality (this is partly due to government insistence on quality standards). Hence, it was hoped that the outcome of this research would help in the following areas:
The findings of this research work would be useful to all flour producing firms in Nigeria, not just to the management of Tiger Branded Consumer Goods Plc, especially in the area of formulation and management of their marketing programmes branding especially in the area of brand name, packaging and  brand image.

The outcome of this research would contribute to the body of knowledge in the field of marketing, specifically, in the realm of branding. The future researchers would find the findings of the study handy and helpful in their endeavours to expand the frontiers of knowledge.

Scope of the Study

This study focused on investigating the impact on branding on consumers’ choice with respect to brand name, packaging and image. The population sample consisted of consumers (bread bakers) of Tiger Branded flour, a product of Tiger Branded Consumer Goods Plc, who are resident within Ilorin metropolis. 

Definitions of Key Terms

Words are used to mean different things at a point in time and definitions adopted by researchers are often not uniform (Perry, 2019). Hence, the following are the key terms used to establish positions in this study;

Brand Name: It is a word or a group of words that can be used to identify a company�s product from that of the competitors.

Brand Image: It is the sum total of all consumers thoughts and feelings about the product or services.

Consumer Choice: This is concerned with the selection, consumption, and disposal of products and services can often be difficult and are important to the consumer, to marketers, and to policy makers, it is also a process whereby consumers identify their choice of products by its brand.
CHAPTER TWO
LITERATURE REVIEW

This chapter reviews the related literature on the impact of brand image on female students preference for cosmetic a case study of Kwara State College of Education Ilorin. It specifically examines the views and opinions of scholars and researchers on major concepts that underline this study. 

Concept of Branding


Branding is a process by which companies distinguish their product offerings from the competition. Developing a distinctive name, packaging and design creates a Brand, (Kapferer, 2017). By developing an individual identity, branding permits customers to develop associations with the brand (e.g. Prestige, Economy) and therefore eases the purchase decision. The goal of branding is to convince the public that a brand is trustworthy and thus worth paying a premium for (Newman, 2019). American Marketing Association (AMA) defined a brand as "a name, term, sign, symbol, or design, or a combination of them, intended to identify the goods and services of one seller or group of sellers and to differentiate them from those of competitors" (Kottler, 2000). This is similar to Aaker (2019) who remarked that the brand is a name and/ or symbol that distinguishes (in the form of a logo or symbol, stamp or packaging) to identify the goods or services of one seller or group of sellers. Kotler (2000) mentioned that a good brand will come to boost the company's image.

Brand is the front-liner of a product, an initial view that allows consumers to identify those products. In principle, brand is a promise of sellers or producers who continually brings a series of performance, benefits and service to buyer. In the perspective of brand communication, Wijaya (2021) defined brand as a mark left on the minds and hearts of consumers, which creates a specific sense of meaning and feeling. Thus, the brand is more than just a logo, name, symbol, trade mark, or the name attached to a product. Brand is a promise (Morel, 2018). 
Meanwhile, branding is the process of creation or legacy of certain trail signs in the minds and hearts of consumers through a variety of communication ways and strategies so that create specific meaning and feeling which affect consumers� lives (Wijaya, 2021). So branding activity is the implementation of the brand communication strategy and is part of the brand development process.

Role of Branding in Marketing

Branding, as an important marketing activity, has been considered to play a tremendous role in shaping and influencing consumer buying decision. Shehzad et al. (2014) argued that brand is only tool that can change the buyers� behavior. Similarly, Kotler (2000) submitted that the essence of branding is to convince customers to buy a particular generic or unbranded product. From the point of view of a business, the process of branding involves making of a trademark and a good name. A registered trademark and a name ensure individual and uniqueness of a particular product or family of products. However, Keller (2001) highlighted the following points as specific benefits branding offers to both the seller and buyer:
Benefits of Branding to the Buyer
(i)   Brand names inform the buyer about product quality. For instance, a buyer who purchases the same brand knows that he will obtain the same quality each time he buys. 

(ii) Brand names also increase the shopping efficiency of the buyer. Since different products have their particular brand names, a buyer will find it easy to pick his choice from the pack instead of just aimlessly going through nameless products. 

(iii) Brand names also assist in calling customers' attention to new products, especially when backed by aggressive promotional activities.

Benefits of Branding to the Seller
(i) Brand names make it easier for sellers to receive and process orders, as well as track down problems. For example, a contract for the supply of vehicles will usually be specific about the particular model needed. 

(ii)The sellers' brand name and trademark instantly give legal protection for unique product feature that otherwise might be copied by competitors. 

(iii) Branding allows the seller attract loyal and profitable sets of customers. 

(iv)Through branding, the seller is able to segment his markets and by so doing cater for the needs of the various segments in the market.
Branding strategies

Kendall (2019) stated that marketing strategies involve deciding which new and existing brand names, logos, symbols, and other elements should be applied to which products. Brand strategy is a careful planning, designing and the implementation process progressed by enterprises for the creation and development of the brand to improve marketing competition and economic profits which embodies brand owners� long and sustainable plans for the structure of brand resource and its use and scheme (Zeng, 2021). In the same vein, Kotler and Keller (2009), opined that a firm�s branding strategy has to do with the number and nature of brand elements the firm intends to build into its product it offers to the market. They further said that when a firm introduces a new product, such a firm has three main choices:

1. The firm can develop new brand elements for the new product.

2. The firm can use some of its existing brand elements. 

3. The firm can use a combination of new and existing brand elements.

Kotler and Amstrong (2019) remarked that the first branding strategy decision a firm is usually confronted with is deciding whether to brand its product or not. They further opined that a firm has four choices when it comes to developing brands. They are as follows; 


Fig. 2.2. Kotler & Armstrong Brand Strategies Grid
Source: Kotler and Keller (2009), Marketing Management, p.240
i. Line Extension: This is a situation when an organization is using a successful brand name to introduce additional items in a given product category under the same brand name (e.g., new flavors, forms, colors, ingredients, or package sizes). Line extensions involve a successful brand name being used to introduce additional items in a given product category under the same brand name, such as new flavours, forms, colours, added ingredients or package sizes (Kotler & Armstrong, 2001). It is thus when an organisation introduces additional offerings with the same brand (Du Plessis et al., 2001). A company might introduce line extensions as a low-cost, low-risk way to introduce new products in order to meet consumer desires for variety, to utilise excess capacity, or simply to command more shelf space from resellers (Kotler & Armstrong, 2001). For example, COKE is available in 16 varieties. In Zero calorie versions alone, coke has three sub brands such as Diet coke, Diet coke with splenda and Coke Zero.

ii. Brand Extension: Brand extension involves using a successful brand name to launch a new or modified product in a new category. Aaker (2016), stated that brand extension is a strategy that uses an existing brand name to promote a new or improved product in a or improved product in a company�s product line. Brand extensions are also new products that are marketed with the brand name of existing products, often in a different product category (Solomon & Stuart, 1997). A brand extension gives a new product instant recognition and faster acceptance. 

iii. Multibranding: Multibranding offers a way to establish different features and appeal to different buying motives. It also allows a company to lock up more reseller shelf space. Multibranding offers a way to establish different features and appeal to different buying motives. New brands follow on from multibrands. A company may create a new brand name when it enters a new product category for which none of the company�s current brand names is appropriate (Kotler & Armstrong, 2021).

iv. New Brands: New brands developed based on belief that the power of its existing brand is waning and a new brand name is needed.  Also used for products is new product category. For example, Japan�s Matsushita uses separate names for its different families of consumer electronic products such as Panasonic, Technics, National, and Quasar.

Elements of Branding

In the marketing literature, there exist several interpretations as regards what defines a brand. This is because branding as a concept remains one of the most complex marketing phenomena. Gunelius (2015) remarked that the concept of branding is a confusing topic that many seasoned marketers don�t even clearly understand. She, however, classified elements of branding into two: tangible elements and intangible elements. 
The tangible elements include:

i. brand logo,
ii. messaging, 
iii. packaging and 
iv. brand name 
The intangible elements include: 
i. brand promise,
ii. brand image,
iii. brand perceptions, 
iv. brand expectations and
v. brand personality. 

Moreover, Brand elements, also referred to as brand identities, are those trademarkable devices that serve to identify and differentiate the brand (Keller, 2003).Brand elements that identify and distinguish one product from another, are brand names and brand marks. A brand name is the portion of a brand that can be expressed verbally, including letters, words or numbers (Bovée et al., 2019), and is any word or illustration that clearly distinguishes one seller from another.

Kotler and Keller (2009) referred brand elements are those trademarkable devices that indentify and differentiate the brand. They advised that marketers should elements that will contribute as much as possible toward building their products� brand equity.

Brand Element Choice Criteria

Kotler and Keller (2009), outlined six main criteria for choosing elements that can contribute to building brand equity. They are as stated as below;

i. Memorable: this denotes that a brand element should be easy enough to recall, recognise and remember. Rudam (2020) opined that brand name should be such that one can remember easily. It should be interesting and attractive to catch the attention. The brand name should make a permanent place in the mind of people.
ii. Meaningful: this denotes that a brand element should convey a message and meaning about the need it is meant to serve. Jobber (1998) stated that brand name suggest product benefits such as Right Guide (deodorant), Alpine Glade (air and fabric freshness), Head and Shoulders (anti-dandruff shampoo), Compaq (portable computer) or express what the brand is offering in a distinctive way.
iii. Likable: this addresses how aesthetically appealing is the brand element. Is it likeable visually, verbally, and in other ways? Concrete brand name such as Sunkist, Spic and Span, and Jaguar evoke much imagery.
iv. Transferable: this addresses the ability of the brand element to be used to introduce new product in the same or different product category. It also addresses the question whether the element can build brand equity across different geographical boundaries or markets.

v. Adaptable: Kotler and Keller (2009) opined that this addresses how adaptable and updatable is the brand element? The face of Betty Crocker, the invented persona and brand name of the US food manufacturer General mills, has received more than eight makeoversover her 75 years and she doesn�t look a day over 35.
vi. Protectible: Kotler and Keller (2009): how legally protectable is the brand element? How competitively protectible? Names that become synonymous with product categories � Such as Kleener, Kitty litter, Jell-O, Scotch tape, and Fiberglass- should retain their trademark rights and not become generic.
Brand name

A brand name is defined as a brand or part of a brand consisting of a word, letter, group of words or letters, comprising a name, which identifies the goods or services of a seller or group of sellers and distinguishes them from competitors (Kotler & Keller,2009). According to Brassington and Pettitt (2000) �brand name is any word or illustration that clearly distinguishes one seller�s goods from another. It can take the form of words, such as Weetabix and Ferrero, or initials, such as AA. Number can be used to create an effective brand name, such as 7-Up.�

Brand names represent many things about a product and give a lot of information about it to the customers and also tell the customer or potential buyer what the product means to them. Furthermore, it represents the customers� convenient summary like their feelings, knowledge and experiences with the brand. More over customer do not spend much time to do find out about the product. When customer considers about the purchase they evaluate the product immediately by reconstructed product from memory and cued by the brand name.
Brand Name Strategies
Jobber (2018) remarked that the choice of brand name is a key marketing decision area. He identified three brand name strategies. These are: family brand name, individual brand name, combination brand name
i. Family brand name- this is used for all products. The goodwill attached to the family brand name benefits all, and the use of the name in advertising helps the promotion of all the brands carrying the family name. The risk is that if one of the brands receives unfavourable publicity or is unsuccessful the reputation of the whole range of brands can be tarnished. This is otherwise called umbrella branding. 

 ii. Individual brand name- this strategy does not identify a brand with a particular company. This is usually used when it is sensed that is a need for individual product to maintain its separate and unrelated identity.

iii. Combination brand name- a combination of individual and family brand names capitalizes on the reputation of the company while allowing the individual brand s to be distinguished and identified.

Brand Packaging

Packaging consists of all the activities of designing and producing the container or wrapper for a product (Etzel, Walker & Stanton, 2021). Many products have to be packaged. Packaging involves designing the container and producing the container or wrapper for a product. The package may include the product�s primary container, a secondary package that is thrown away when the product is about to be used  and shipping package necessary to store, identify and ship the product.( Kotler, Armstrong, Saunders & Wong, 2018).

A package is an important method of communication with the consumer. It identifies the brand, provides ingredients and directions, presents an image, and displays the product. A package differentiates a product from competitors by its design, color, shape and materials. It serves as a promotional tool and is the final form of promotion the consumer sees prior to making a purchase decision. Packaging is particularly valuable for firms with self-service operations and those concentrating on impulse goods, such as candy. A package also serves as a reminder after a purchase is made (Evans and Berman, 2018).

Elements of Packaging

Commenting on the impact of product branding, Ampuero and Vila (2006), opined that it has ability to influence the consumers� perception on a product and their reaction to it. They argued further that, for packaging to achieve its intended effect, the various packaging elements have to be combined rightly. The packaging elements must harmonise with each other and with pricing, advertising, and other parts of the marketing programme. 

Vila and Ampuero (2006), similarly to Underwood (2003), distinguish between graphic and structural elements of product packaging. Graphic elements include color, typography, shapes used as well as images. Form, size of the containers, and materials are considered as structural elements of packaging. In contrast to this distinction, Rettie and Brewer (2000 cited in Agariya et al., 2012) separate non-verbal and verbal elements of product packaging. Non-verbal elements contain both the visual as well as structural elements, as classified by Vila & Ampuero (2016) and Underwood (2018), including for example color, graphics, materials, form, and size. 
Kotler and Keller (2009) classified packaging elements into two; aesthetic and functional or structural. The aesthetic considerations relate to a package size and shape, material, color, text and graphics. The structural considerations relate to whether the package is resealable, tamperproof, and more convenient to use- easy to hold, easy to open, or squeezable.

Objectives of Packaging

Kotler and Keller (2009) asserted that, from the perspective of both the firm and consumers, packaging must achieve a number of objectives:

1. Identify the brand- packaging serves as a medium of identification for both producers/traders and consumers. It helps in identifying a product as most packages bear the name of producer, picture of product, brand name, and contents and ingredients. At point of purchase, the package can serve as a silent sales person (S. Chand, 2020).  

2. Convey descriptive and persuasive information- Jobber (2020) stated that packaging can be used for promotional purposes. It can be used as a means of distributing coupons, for advertising other related products, announcing new products, presenting on-pack offers or distributing samples and gifts.
3. Facilitate product transportation and protection- to protect the product is the main benefit of packaging for the producer. It protects product and its contents on the route from the producers to the consumers. It minimizes effect of water, cold, heat, light, passage of time, etc. Thus, it prevents product from spilling, spoilage or evaporation (Chand, 2020).
4. Assist at-home storage- Chand (2020) said that packaging can help in storing the product for the future. Original quality and weight can be preserved during storage. It saves consumers� time, money and efforts. For example, edible oil, soft drinks, biscuits, glossary items etc., can be stored for a year due to suitable packaging.
5. Aid product consumption-According to Prefetti (2021), �Packaging becomes the most important way of delivering the goods, and its cost represents the largest part of the total cost of the product�. Packaging serves a number of utilities which the marketer�s want to communicate to the consumer to attract him to purchase his brand. Through packaging the important information about the product, price, manufacturer and the consumption precautions etc. can be conveyed to the buyer.
Brand Image
Kotler (2001) defined image as "the set of beliefs, ideas, and impression that a person holds regarding an object" (P.216).Similarly, Keller (1993) considered brand image as "a set of perceptions about a brand as reflected by brand associations in consumer's memory" (p. 304). A Similar definition to Keller's was proposed by Aaker (1991), whereby brand image is referred to as a set of associations, usually organized in some meaningful way. Biel (1992) however defined brand image as a cluster of attributes and associations that consumers connect to the brand name.

The image of a brand represents the perception that can reflect objective or subjective reality. Image formed by representation of perceptions is the basis for the decision of purchasing a product even for having the brand loyalty. According to Aaker (1991), consumers often buy products that have famous brand because they feel more comfortable with things that are already known. The assumption that the well-known brand is more reliable, always available and easy to find, and has a quality that no doubt, make a familiar brand is more potential to be chosen by consumers than a brand that is not familiar (Wijaya, 2013).

Aspects that creating brand image can depart from cognitive aspects, including knowledge and belief in the attributes of the brand, the logical consequence of the use of the brand, as well as affective aspects which include the evaluation of feelings and emotions associated with the brand. Thus, brand image is often defined as the perception and preference of consumers towards brand, reflected by the various associations that live in the memory of consumers about the brand. 

Functions and Role of Brand Image
Boush and Jones (as cited in Wijaya, 2019) said that a strong brand image can perform four major roles; market entry, a source for added value of products, value storage for the company, a force in the distribution. With respect to market entry- related function, brand image plays a huge role in strengthening and shielding the position of a pioneer product, deepening the company�s market position through brand extension and brand alliances. A pioneer product in a particular market or industry with a strong image perception can leverage on such position to continue to be the consumers� preffered choice due its favourable brand image. 

A successful strong brand can help a company in its brand extension and alliance strategy (Wijaya). Brand extension strategy has become increasingly attractive as a way to reduce the tremendous cost of new product introductions. Research by Suharyanti (2011) revealed the influence of the parent brand image on the sub-brand occurs in the transfer of attributes and fix perception as well the credibility of the brand's parent company. Another popular strategy to enhance the brand image is through brand alliances. A brand alliance can be described as short- or long-term relationship, or a combination of tangible and intangible attributes associated with brand partners (Rao & Ruekert, 2019).

The next function of brand image is as a source of added value products. In this context, many marketers recognize that brand image does not just encapsulate the consumer experience towards the product, but also can change the experience. For example, in consumer taste tests proved that the food or drink from their favorite brand has taste better than the competitors when tested in un-blinded compared to a blinded taste test (Allison & Uhl, 1964). Thus, it can be said that the image of the brand has a much more powerful role in adding to the value of the product by changing the experience and perception towards the product (Puto & Wells, 1984; Aaker & Stayman, 1992).

Another function of brand image is as a repository of value for the company. The brand name is a corporate�s storage of values as the investment result from advertising costs and the increase of accumulated product quality. Company can use the stored values as 'capital' to convert strategic marketing ideas into long-term competitive advantage (Aaker, 1991).

Elements/Components of Brand Image
Hogan (2015) in his paper titled Employees and Image: Bringing Brand Image to Life noted that brand image is an associate entity of all available information regarding products, services and brands of the company. This information is obtained by the consumer through: first, direct experience that implicates on functional and emotional satisfaction. Brand is not only designed to work optimally and achieve the good result, but also must be able to understand, carrying the desired values and meet the personal needs of the consumer, which in turn positively contribute to the establishment of a relationship with the brand. 
Secondly, through the perception deliberately created by the brand owner's company in various forms of communication, such as advertising, brand campaigns, public relations, logo, contact-point-communications (CPC) at the points of purchase, the attitude of employees in servicing customers, and overall performance of services provided by the company. For most brand, media and the environment in which the brand offered to consumers can communicate different attributes. Each imaging medium has a role in fostering a positive relationship with the consumer. For maximum results for the success of brand development, it is important that all of these factors go synergistically to form a total picture of the brand. The picture is called brand image, and the image can be either positive or negative image, or even both.

According to Arnould, et al. (2015), attribute that shapes brand image consists of objective or intrinsic attributes such as packaging and basic benefits offered, as well as the beliefs, feelings and associations related to the brand of the product. Brand image represents the main thing of all impressions about a brand that lives in the minds of consumers, among them are the impression regarding the physical appearance of the product, the impression regarding the functional benefits of product, the impression regarding the product user, emotions and associations related to the product, imagination and symbolic meanings that are formed in the mind of consumers, including the imagination which is a metaphor of human characteristics. Image on a brand reflects the image of consumer-generated perspective from the promise made by brand. 
Brand Attitude
Keller (2001) described brand attitude as an overall evaluation towards a brand, the  certain beliefs that consumers have about a brand and evaluative judgement on the beliefs--the good or bad of product related to attributes and benefits offered. Wijaya (2012) defined brand attitude or brand behavior as attitudes, manners and behaviors that brand and all its attributes indicate when communicating and interacting with consumers which in turn influencing consumers' perceptions and judgments toward the brand.  In other words, brand attitude and behavior is attitudes, manners and behaviors that brand and all its attributes indicates when communicating and interacting with consumers which in turn influences consumers' perceptions and judgments toward the brand (Wijaya, 2017). 

Rao (2020) noted that attitude refers to the consumer total evaluation of the product. Attitude has an influence on purchase intention and consumer behavior because it has basic psychological function (Fishbein and Ajzen as cited by Jean-Louis, 2011). The decision of the consumer to purchase will depend on either his attitude towards the brand is positive or negative. 

Consumer Buying Behavior
One of the primary goals of marketing involves making the company�s offering the consumer preferred choice among available alternatives. Consumer choice, according to Kotler (1999), refers to the decision to favour one brand over the other based on the attitude towards the brand. The concepts could be thoroughly understood without examining it from the angle of consumer behaviour.

Consumer behavior is a complex process involving the activities people engage in when seeking for, choosing, buying, using, evaluating and disposing of products and services with the goal of satisfying needs, wants and desires (Belch & Belch, 2014). Consumer behavior include mental activity, emotional and physical that people use during selection, purchase, use and dispose of products and services that satisfy their needs and desires (Kotler, 1999).

Key Concepts of Consumer Behavior
1) Consumer behavior is motivational: The main question that arises in this context is that "why consumer behaviors occur?�. Answer to this question is included in the definition of consumer behavior. Consumer behavior is to meet the needs and demands of him. Behavior is a tool to achieve objectives and target consumer derives from his needs and desires. 

2) Consumer behavior include many activities: All consumers have differences in terms of thoughts, feelings, and decisions. Marketers must pay attention to the activities of consumers.

3) Consumer behavior is a process: Consumer behavior, including the selection, purchase and consumption of goods and services that include elimination of three steps before buying activities, purchasing activities, activities after purchase.(Rostami, 2001)

4) Consumer behavior at different times has different complexity: Buy different product by different people has different implications. Buy some goods, involves all three- process step of the consumer Behavior, While buying some goods (goods that are consumed regularly) is very simple and does not require multiple steps. Customers try to make buying process simple through trusting others, loyalty to the brand.

5) Consumer behavior includes different roles: Consumers in different times can play each of the three roles affective, buyers and consumer. When we buy something for our self we can play that  role.(Golchinfar, 2006) Sometimes by using others opinion buy something for some one that in this case we can play an individual role.

6) Consumer behavior is different in different people: Because people have different desires and needs, so their behavior is different and the difference in consumer behavior makes predicting consumer behavior more difficult (Abbasi & Torkamani, 2020).

Consumer Buying Decision Process

When a consumer buys and uses a particular product, he/she engages in buying decision making. Kotler and Keller (2006) define consumer behaviours as the study of how individuals, groups and organization select, buy, use and dispose goods, services, ideas, or experience to satisfy their needs and wants. The study of consumer provides clues for improving or introducing products or services, setting prices, devising channels, crafting messages and developing other marketing activities.


Firms must understand every facet of consumer behaviour.  The best way to understand how consumers buy is to map the actual stages they pass through to reach their buying decision.  Each stage suggests certain things that marketers can do to facilitate or influence the consumers� decision making.


The lists below provide some key consumer behaviour questions in terms of �who, what, when, where and how�.  In line with Jobber (2016), the lists are:

(i)
Who buys our product or service?

(ii)
Who makes the decision to buy the product?

(iii)
Who influences the decision to buy the product?

(iv)     What does the customers buy? What needs must be satisfied?

(v)
Why do customers buy a particular brand?

(vi)      Where do they go to look to buy the product?

(vii)
How do they buy? Any seasonality factors?

(viii)
How is our product perceived by customers? 


Engel, Blackwell and Kollat (1978) have developed a �Stage-Model� of buying process.  The consumer passes through five stages �� problem recognition, information search, evaluation of alternatives, purchase decisions, and post-purchase decision/behaviour.  The buying process starts long before the actual purchase and has consequences long after ward.  The model of buying decision process is shown below:


Figure: 2.3 Consumer Buying definitions Process 

Source: Kotler, P & Keller, K (2006) Marketing Management; India: Pearson.
Factors Affecting Consumer Buying Decisions:

A multitude of factors play some roles in influencing buying behaviour of consumers.  These factors are sorted into four buy Kotler (1980); to him there are those associated with the buyer, with the product, with the seller (firm) or with the situation. 
 This is shown below:
Figure 2.4: Factors Affecting the Buying Process
Source: Kotler P. (1980) Marketing Management (4th ed.) USA: Prentice Hall Inc.

The various factors associated with each of the major components are described below:
Product Characteristics
Various characteristics of product will influence the buying decision.  Buyers will pay attention to product features, styling, quality, prices and back-up services.

Seller Characteristics
The characteristics of the seller will influence the buying outcomes.  In this case, buyers will form an opinion about the manufacturer, its retail outlets, knowledge ability, friendliness and services.

Situation Characteristics
Various situational factors also influence the buying decision.  One such factor is the time pressure felt by the buyer.  Other factors include the time of the year, weather, chance meeting with friends who have opinions about the products.

Buyer�s characteristics
Several characteristics of the buyers would affect its buying behaviour.  This will include cultural, social, personal and psychological factors that operate in buyer. Cultural factors include the culture from which the buyers come, the subculture identity and the social class.  Social factors include the influence of other people in buyers� life, particularly reference groups, family roles and statutes.  Personal, characteristics include age, life cycle position, occupation, economic circumstances, life style and personality.  Finally, psychological characteristics include buyers� motivation, perceptions, attitudes, beliefs and learning.

Figure 2.5: Buyer Characteristics Influencing Buying Decision
Source: Kotler, and Amsrong. (2016) Principles of Marketing (8th Ed.) USA: Hall.
Buying Situation and its Causes
The complexity of buyer behaviour will of course vary with the type of purchase.  There are great differences between buying tooth paste, a tennis racquet, an expensive camera and a new car.

Howard and Shelth (1975) suggested that consumer buying can be viewed as problem solving activity and have distinguished between three (3) classes of buying situations:

Routinized Response Behaviour  

This is the simplest type of buying behaviour which occurs in the purchase of low cost, frequently purchased item.  The buyers are well acquainted with the product class and aware of the major brands and their attributes, and have a fairly well-defined preference order among the brands. 

Limited problem solving
Buying here is more complex when buyers confront an unfamiliar brand in a familiar product class. It requires information before making a purchase choice.  The limited problem solving involves that buyers are fully aware of the product class and the qualities they want but are not familiar with the entire brand and their features.

Extensive problem solving: 

Buying reaches its greatest complexity when buyers face an unfamiliar product class and does not know the criteria to use. In his own opinion, Assael (1987) describes four (4) types of consumer buying behaviour based on degree of differences among brands.  These are:

Dissonance reducing buying behaviour
This occurs when consumers are highly involved with an expensive, infrequent or risky purchased product but see little differences among the brands.

Habitual Buying Behaviour
This occurs under conditions of low consumer involvement and the significant brand differences.  For example, salt.  Consumers have little involvement in this category; they simply go to the store and reach for a brand.  If they keep reaching for the same brand, it is out of habit rather than strong loyalty.  Consumers appear to have low involvement with most-cost frequently purchased products.

Variety-Seeking Buying Behavior
Consumers undertake variety-seeking buying behaviour in situations characterized by low consumer involvement but significant brand differences.  In such cases, consumers often do a lot of brand switching.
Impact of Branding on Consumers� Choice
Brands play vital role in the decision making processes of the customer. Companies are recognized through their brand and it is most valuable asset for survival. Customers have many brand choices but they have less time to make a choice. The brand speciality helps the customer in decision making to purchase a right product with less risk and according to set expectations. Brand name is a promise to customer by maintaining and enhancing the strength over time (leaon & Leslie, 2014). Brand name is the centerpiece of introductory marketing programs. The choice of a brand name has been suggested as one important means to build the superiority of a product (Aaker, 2019).

Now these days customers have a good knowledge about the brands products, they trust the well known brand name because branded products are offering them good quality what they expect from the brands. Most of the customers are loyal with some specific brands. Customers have high awareness about the known brands as compared to an unknown brand. Well known brand companies maintain the standard of quality, that�s why brand name affect the customer choice furthermore these companies are very near to the customer�s needs.

Keller (2001) pointed out that the brand name is a very significant choice because some time it captures the central theme or key association of a product in a very condensed and reasonable fashion. Brand names can be extremely successful means of communication. Some companies assign their product with a brand name that in reality has nothing to do with the emotional experience but is catchy and a name that people can easily memorize. The core base of naming a brand is that it should be unique can be easily discriminated from other names, easy to remember and are attractive to customers.

Packaging is an important influencing factor to the consumer buying decision. It has great impact to the success of the company in the heavy competitive environment. The role of packaging has changed due to increasing self-service and changing consumers� lifestyle in the competitive business environment. Packaging is a rapping of product that holds the information regarding product and the manufacturer of a product. Package becomes an ultimate selling proposition stimulating impulsive buying behavior, increasing market share and reducing promotional costs. Packaging attracts consumer�s attention to particular brand, enhances its image, and influences consumer�s perceptions about product (Rundh, 2015).

Empirical Review
Suman and Mansi (2014) investigated the impact of branding strategies on consumer buying behaviour in India�s FMCD industry. A sample of 200 consumers was taken and data analysis was done using descriptive statistics. The study found that an effective strategy leaves a lasting impression in the mind of the consumer and helping them to make the correct choice. 

In the research conducted by Asiamah, Samuel,Wilson and Nichola (2013), to examine the effect of brand name on customer loyalty in the mobile communication industry in Ghana. A sample size of 120 respondents was drawn through a simple random technique. Data was analysed with the aid of Pearson correlation, logistic regression and descriptive statistics through Statistical Packages for Social Sciences (SPSS). it was found that brand name in itself does not really contribute to customer loyalty. Other factors such as the quality, price, availability, and sales promotions contribute to customer loyalty.
A study conducted by Alamgir, Shamsuddoha, and Nedelea (2010) on the influence of brand name on consumer decision making process. The study employed descritipve survey. A sample of 100 respondents was selected through convenience sampling. From the study it is revealed that when consumer purchases a car, brand names do influence his/her choice. The study also reveals that branded cars have a great place in consumer mind, when customers go for purchasing a car, they prefer to purchase a well known branded car. Shehzad, Ahmad, Iqbah, Nawaz and Usman (2014) to examine the effect of brand name on buying behaviour among University students of Gujranwala, Faisalabad and Lahore. A sample of 300 respodents was seleted through convenient sampling method. The study revealed that the students are brand conscious and prefer branded products. It concluded that brand image or name has strong positive relationship with consumer buying behaviour.

Tanveer (2018) conducted a study on the influence of brand name on consumer decision in car choice among car users in Pakistan. A sample of 110 car users using Honda, Toyota and Suzuki in Karachi was selected. Data was analysed using descriptive statistics. The result showed if the brand name is superior then the customer is ready to pay the high price, due to the trust in the brand name, hence, brand name has an influence on the customer choice.
Chapter Three

 METHODOLOGY
This chapter is concerned with methodology and discusses the methods that underlined the analysis of the study. It deals mainly with the research procedure used in gathering and analyzing data

Research Design
A research design refers to the plan, framework or organizational approach to an investigation so conceived as to obtained appropriate solution of the problem being investigated. (Olaitan et al., 2020). Hence, this research work employed descriptive survey design to determine the impact of branding on the consumer choice.

Population of the Study

The population of this study consists of all the consumers (bread bakers) of Tiger Branded flour within Ilorin metropolis. From the available records from the customer service manager of Tiger Branded Consumer Goods plc, Ilorin plant, it was gathered that there was a total of two hundred and seventy four (274) bakers within Ilorin metroplolis that made use of Tiger branded flour. Out of this figure, only seventy eight (78) were using Tiger branded flour exclusively in baking their bread, while one hundred and ninety six (196) consumers would mix Tiger branded flour with other brands in the baking process.
Sampling Method and Sampling Size
The study employed convenience sampling method. This allowed the study gather data from bakers who were available and willing to release needed data.

To arrive at the sample size of 163 respondents, Ilorin metropolis was divided into three (3) districts; Ilorin West, Ilorin East and Ilorin South. Sixty three (63) respondents from the total of one hundred and eleven (111), fifty (50) respondents out of seventy five (75) and (50) respondents out of eighty eight (88) were selected respectively from each district. Yaro Yamane�s formula was adopted in arriving at the sampling size. 

Sources of Data

Data for this study was gathered from primary source. This involved the use of questionnaire that was self administered.
Instruments for Data Collection
The major instrument utilized in collecting data for this study was questionnaire. The questionnaire was designed in a simple way to elicit information from the consumers of Tiger branded flour who constituted the respondents for the study. The research instrument was distributed by the researcher personally.

Validity and Reliability

Validity: An instrument is valid when the outcome of the measuring process has really measured what it was designed to measure. According to Eriksson and Wiederscheim-Paul (1997), validity can be defined as the ability of a scale or measuring instrument to measure what is intended to be measured.

According to Hardy and Byrman (2004), there are different types of validity:

� Face validity � requires a thorough examination of the wording of the items included in the instrument and their connection to the relevant frame of reference used in the particular study. Face validity can also be examined through the use of the opinion and judgment of experts concerning the items and wording used.

� Criterion-related validity � evaluates a scale in terms of a criterion on which people tend to differ. This includes concurrent and predictive validity

� Construct validity � requires an examination of the theoretical inferences that might be made about the underlying construct (Hardy and Byrman, 2004) .In this thesis, the face validity has been applied, where the validity of the study has been proven through thorough pre-testing, rewording and reevaluation of the instrument.

Reliability of the Instrument 
An instrument is considered reliable when the outcome of the measuring process is reproducible. According to Zikmund (2020), reliability can be defined as: �The degree to which measures are free from error and therefore yield consistent results� There are two aspects of the reliability issue: external and internal reliability. According to Hardy and Bryman (2014), external reliability means that the studied variable does not fluctuate greatly over time which means that it is stable. This kind of reliability can be tested through test-retest reliability, which means measuring the same scale twice in different time frames and see to what extent the two sets of data have yielded the same replies of the respondents. This method of measuring the reliability is time-consuming and tedious and was not applied in the underlying study.

Furthermore, according to Hardy and Bryman (2014), internal reliability means that all the constituent indicators of a variable are measuring the same thing which means that the variable is coherent. One of the most popular methods for estimating internal reliability, also applied in this thesis, was Cronbach’s Alpha (α) Test of Reliability. The researcher used the cronbach�s alpha correlation matric to test the reliability of the instrument as ranked by the experts and it indicated on index of 0.81 as shown bellow.

	Cronbach alpha
	0.811018449

	Splithalf (odd even) correlation  
	0.781164724

	Spearman bram prophecy
	0.877139226

	Mean for test 

	48.7

	Standard deviation for test
	11.9054004

	KR21

	1.57137237

	KR20

	1.59486934


 Methods of Data Analysis

The data collected were subjected to both descriptive and inferential statistics. Descriptive statistics involved the use of mean, standard deviation and chart while regression analysis was used to explain the impact of branding on consumer choice. Specifically, Ordinary Least Square method was used.

Model Specification  

V = βo + β1X1 + β2X2 + β3X3  CP (y)
To investigate the effect of branding on consumer choice, regression analysis was used to investigate the effect branding has on consumer choice. The model of the study can be specified as follows:

CC
= F(BN, BI and PKG)

Where 

CC
= Consumer choice

BN
= Brand name 

BI
=  image 

PKG
= Packaging 


The linear function of the model will be taken in order to establish the relevant equation for the estimation 

CC
= βo + β1BN + β2BI + Β3pkg + e

Where 

e
= error term 

βo
= Constant intercept

β1β2 β3= Coefficients of parameters 

Hypotheses Formulation

H01: Brand name does not have significant impact on consumer choice.

H02: packaging does not have significant impact on consumer choice.

H03:  brand image does not have significant impact on consumers� choice.

Limitations of the Study
The limitations encountered in this study include:

1. Shortage of funds 
The limitations encountered in this study include:

1. Lack of available literature on customer satisfaction of the female student on preference for cosmetics.
2. Lack of cooperation from the students.

CHAPTER FOUR

DATA PRESENTATION AND INTERPRETATION

Results are presented according to research questions raised and hypotheses formulated. The analysis is based on the data collected through the administered questionnaire. A total of one hundred and sixty-three (163) questionnaires were distributed and collected back upon completion, and was 100% returned rate. 

Data Presentation and Analysis        

This aspect described the demographic characteristic of respondents and analysis of research objective through the use of descriptive statistics of frequency counts, simple percentage, mean and standard deviation while pie and bar chart. 

Table 1: Demographic Characteristics of Respondents     

	Demographic Qualities 
	Variable 
	Observed Number(N)
	Valid Percentage (%) 

	Sex 
	Male 

Female 
	132

31
	81.

19.0

	
	Total
	163
	100

	Marital status 
	Married 

Single 

Divorced 
	128

30

5
	78.5

18.4

3.1

	
	Total
	163
	100

	Age (years) 
	20-25

26-30

31-35

36-40

41 and above 
	10

19

42

52

40
	6.1

11.7

25.8

31.9

24.5

	
	Total
	163
	100

	Education (Qualification) 
	SSCE (O�Level )

OND/NCE/DPL/

HND/B.SC/ M.Sc/MBA/Ph.D.
	32

76

39

16
	19.6

46.6

23.9

9.8

	
	Total
	163
	100


Source: Researcher�s Survey Work 2024
The analysis on demographic data of sample respondents as shown in the table indicates that 132 respondents were male and 31 female in this survey which means male are 81.0% and female are 19.0%. Age group of 20-25 has lowest percentage 6.1 percent with age of 36-40years has highest percentage 31.9 percent with 52 respondents, age group 26-30 has 11.7% with 19 respondents and 31-35 has 25.8% with 42 respondents while age group 40 and above has 40(24.5%) respondent. 128 respondents representing 78.5% were married, 30(18.4%) single, while 5(3.1%) were divorced. 

On educational qualification 32(19.6%) had secondary school certificate (O�Level), 76(46.6%) had OND/NCE/Diploma Certificate, 39(23.9%) had HND/B.Sc, 16(9.8%) had Master Degree while non of the respondent had Doctorate Degree (Ph.D). 

Analyzing of the Research Objective   
Objective One: To examine the impact of brand name on customer choice.   

Table 3: Percentage scores, Mean and Standard Deviation showing the impact of brand name on customers choice (N=163).

	S/N
	Description of Items
	A 
	D
	UD
	Mean (x)
	SD
	Remark

	1.
	Proper branding enhances the marketing and sales of a product.
	96

(58.9)
	59

(36.2)
	8

(4.9)
	2.64
	1.41
	Great extent

	2
	Consumers have been observed to be attracted to the branding of a product.
	112

(68.7)
	48

(29.5)
	3

(1.8)
	2.89
	1.32
	Great extent

	3
	Brand name has positive effect in influencing the consumer choice for consumable goods.
	120

(18.6)
	42

(25.8)
	1

(0.6)
	3.15
	1.06
	Great extent

	4
	Brand name of a product could drive away competing firms.
	100

(61.4)
	59

(32.8)
	4

(2.5)
	3.06
	1.11
	Great extent

	5
	Proper branding of a product attracts consumers regardless of the location of the company producing that product.
	89

(54.6)
	69

(42.3)
	5

(3.1)
	4.02
	0.86
	Great extent 

	
	Average mean ∑x2/N
	
	
	
	2.67
	1.21
	Great Extent 


Source: Researcher’s survey work 2024
The table presents the analysis of respondents’ responses on the research objective 1 on the impact of brand name on customer choice. From the table, 96 respondents representing 58.9% agreed that proper branding enhances the marketing and sales of a product as against 59 (36.2%) with disagreed responses, while 8 (4.9%) were undecided. On item 2, 112 (68.7%) agreed on the statement, 48(29.5%) disagreed while 3(1.8%) undecided. Also, 120 (73.6%) agreed that brand name has positive effect in influencing the consumer choice for consumable goods while 42(25.8%) disagreed and 1(0.6%) undecided. Item 4, states that brand name of a product could drive away competing firm, 100(61.4%) agreed, 59(32.1%) disagreed while 4(2.5%) were undecided. On item 5, 59(54.6%) agreed, 69(42.3%) disagreed while 5(3.1%) were undecided.               

Also, all the five items had a mean rating above 2.5 showing that respondents perceived product brand name to have significant impact on customer choice is to great extent. The average mean for the entire items was 2.67 this indicates that to a great extent product brand name significantly influence customer choice of the product.
Objective Two: To examine the impact of product package on customer choice.

Table 4: Percentage scores, Mean and Standard Deviation showing the impact of product package on customer choice. (N=163).
	S/N
	Description of Items
	A 
	D
	UD
	Mean (x)
	SD
	Remark

	6
	There is a real relationship between product packaging and consumer choice
	124

(76.1)
	36

(22.1)
	3

(1.8)
	1.62
	1.25
	Low extent

	7
	Good packaging allows the seller attract loyal and profitable sets of consumers.
	120

(72.6)
	46

(26.4)
	-

-


	3.33
	1.02
	Great extent

	8
	Attractive packaging improves the sales of a product.
	133

(81.6)
	28

(15.3)
	2

(1.2)
	3.56
	0.96
	Great extent

	9
	Proper packaging of a product shows the quality of that product.
	140

(85.9)
	18

(11.0)
	5

(3.1)
	2.69
	1.36
	Great extent

	10
	Packaging influences the consumers on what choice of product to go for.
	135

(82.8)
	25

(15.3)
	3

(1.8)
	2.87
	1.15
	Great extent 

	
	Average mean ∑x2/N
	
	
	
	2.87
	1.15
	Great Extent 


Source: Researcher survey work 2024 

From the table 4, 124 (76.1%) agreed that there is a real relationship between product packaging and consumer choice as against 36(22.1%) disagreed while 3(1.8%) were undecided, 120(73.6%) agreed that good packaging allow the seller attract loyal and profitable sets of consumer, 43(26.4%) were disagreed while non undecided. On item 8, 133(81.6%) agreed as against 28(15.3%) that disagreed while 2(1.2%) undecided, 140(85.9%) agreed that proper packaging of a product shows the quality of that product, 18(11.0%) disagreed while 5(3.1%) undecided. On item 10, 135(82.8%) agreed to the statement while 25(15.3%) disagreed as against 3 (1.8%) that were undecided.   

From the test of mean and standard deviation, only item 6 which stated that there is a relationship between product package and customer choice had a mean rating below 2.50. The remaining four items has scores above 2.50, showing that product packaging has significant impact on customer choice is to a great extent the average mean for the entire item was 2.87. This indicates that to a great extent packaging was significantly promote customer choice of the product.

Objective Three: To determine the impact of brand image on customer choice. 

Table 5: Percentage scores, Mean and standard deviation showing the impact of brand image on customer choice (N=163).

	S/N
	Description of Items
	A 
	D
	UD
	Mean(x)
	SD
	Remark

	11
	A good product image from a known quality company would make the product gain a sustainable competitive advantage over other products. 
	140

(85.9)
	20

(12.2)
	3

(1.8)
	2.54
	1.41
	Great extent

	12
	Product image makes a particular goods differ from its competitor goods.
	125

(76.7)
	38

(23.3)
	-

-
	2.22
	1.46
	Low extent

	13
	Good product image will have positive effects on consumers choice on a particular consumable goods.
	130

(79.8)
	30

(18.4)
	3

(1.8)
	2.96
	1.33
	Great extent

	14
	A product image would influence the choice of consumers on certain sets of products.
	120

(73.6)
	43

(26.4)
	-

-
	2.85
	1.35
	Great extent

	15
	The brand image gives consumer varieties of options to choose from. 
	135

(82.8)
	26

(16.0)
	2

(1.2)
	2.55
	1.40
	Great extent  

	
	Average mean ∑x2/N
	
	
	
	2.63
	1.39
	Great Extent 


Source: Researcher filed survey work 2024  

From the table 5, 140(20.3%) agreed that a good product image from a known quality company would make the product gain a sustainable competitive advantage over other products, as against 20(12.2%) disagreed while 3(1.8%) were undecided, 125(76.7%) agreed that product image makes a particular goods differ from its competitor goods, 38(23.3%) were disagreed while non undecided. On item 13, 130(79.8%) agreed as against 30(18.3%) that disagreed while 3(1.8%) undecided, 120(73.6%) agreed that a product image would influence the choice of consumers on certain sets of products, 43(26.4%) disagreed while none were undecided. On item 15, 135(82.8%) agreed to the statement while 26(16.0%) disagreed as against 2 (1.2%) that were undecided.   

The results of mean and standard deviation analysis as shown in the table also indicated that item 12 which states that product image makes a particular goods differ from its competitor goods had a mean score of 2.22 which is less than the actual accepted mean, this implies that the item 12 does not have significant impact on customer choice of the product. The remaining four items have scores above 2.5 showing that brand image has significant impact on customer choice. the extent of variation is very high (Great extent). 
Testing of Hypotheses 


Three null hypotheses were formulated to guide the conduct of this research work. The three hypotheses were tested here at 0.05 level of significance through the use of Least Square Regression Analysis.
i.e Y = a + bx

Where b = n Σxy – Σx Σy


         N Σx2 – (Σx)2

and a = y – bx

HO1: Brand name does not have significant impact on consumer choice 

Table 3: Model Summary of Least Square Regression Approach   

	Model
	DI 
	IV
	Beta(β)
	R
	R2
	Adjusted R2  
	Std error of the estimate 
	Sig 

	
	
	
	
	
	
	
	
	

	1
	CC
	BN
	0.814
	0.594
	0.353 
	0.350
	0.5910
	P≤0.001


Source: Researcher survey work 2024
a. Predators (constant), Brand Name (B) Independent Variable, CC- Consumer Choice - Dependent Variable.

Table above shows the regression analysis of customer choice on brand image, the value of adjusted R2 (R square) indicate that about 35.0% of the variation in consumer choice can be explained by the brand name. The standard error of the estimate shows that the results have low built in error at p≤0.001 which indicates that the overall model equation is statistically significant and helping to receive on customer choice is β= 0.814, p≤0.001), which is statically significant and explains that brand name reports 81.4% variation in customer choice. Hence, the rejection of the hypothesis (Ho1). which state that brand image does not have significant impact on consumer choice. Therefore, this means that brand name has significant impact on consumer choice.     
Ho2: Packing does not have significant impact on consumer choice. 

Table 4: Result of least square regression on the impact of packaging on consumer choice 

	Model
	DI 
	IV
	Beta(β)
	R
	R2
	Adjusted R2  
	Std error of the estimate 
	Sig 

	1 
	Cc 
	PKG 
	0.728
	0943
	0.837
	0.835
	0.389
	p<0.001


DV–Dependent Variable, Customer Choice (CC), 

PKG packaging independent variable.


In the regression table above, the value of adjusted R2 indicate that about 83.5% of the variation in customer choice can be explained by product packaging. The standard error of the estimate (0.389) shows that the results have low built it error which shows that the overall model is statically significant. The least square regression equation is statically significant and helping to understand the relationship the regression coefficient received on customer choice is (β= 0728, p<0.001) which statistically significant and explains that packaging report 72.8% variation in packaging, this lead to the rejection of the null hypothesis (Ho1) and acceptance of the alternative hypothesis. Hence, the packages of the product have significant impact on consumer choice of the product.    

HO3: Brand linage does not have significant impact on consumer choice.    

Table 5: Results of least square regression approach for impact of brand image on consumer choice.      

	Model
	DI
	IV
	Beta(β)
	R
	R2
	Adjusted R2  
	Std error of the estimate 
	Sig 

	
	 
	
	
	
	
	
	
	

	1 
	Cc 
	BI 
	0.682
	0.602
	0.533
	0.530
	0.622
	p<0.001


DV = Customer Choice, BI = Brand Image 

Table above demonstrates the level of significance that is acceptable or not the results of the least square regression approach shows the adjusted R2 value to be 0.530 (53.0%) which explains the level of variation between the dependent (customer choice) and independent variable (Brand Image). The standard error of the estimate (0.622) shows that results have built in error at 0.001 level of significant which is less than 5% of the p-value (0.05) this explains the degree of variation in customer choice due to brand image the R2 square adjusted value is (0.530%) and has 53.0% impact on dependent variable. The value of β(Beta) is 0.682 which means there is positive autocorrelation among variables of the study and it is les than 1. Thus explain the reason for the rejection of the hypothesis (HO3) and thus claimed that brand image have significant on consumer choice. 
Discussion of Findings
From the result of the hypothesis one, the level of significant value (0.001) is lesser than 0.05 which indicated that the null hypothesis (H0) was rejected and the alternative hypothesis (Hi) was accepted. This means that brand name has significant impact on consumer buying process (choice). That is, the bakers are influenced by the brand name of the flour they buy. This findings correlate with the finding of Alamgir et al. (2020) that when consumers purchases a car, brand names do influence their choices. The findings of Shehzad et al. (2014) that there is brand name has strong positive correlation with consumer buying behaviour. However, this finding is not consist with the conclusion of Asiamah at al. (2018) that the brand name in itself does not really contribute to customer loyalty.

The result of the hypothesis two tested revealed the rejection of the null hypothesis since sigficant value (0.000) is lesser than its p-value (0.005). This means that brand packaging has signifiacant impact on the consumer choice. This finding revealed that consumers of Dangote flour are influced by the packaging attributes of the brand. This finding agrees with the consclusion of Ahmed et al. ( 2014) that packaging elements like its colour, packaging material, design of wrapper and innovation are important factors influencing consumer buying beahviour. It is also consistent with the finding of Abdullah et al. (2018).

From the result of the hypothesis three, the level of significant value (0.001) is lesser than 0.05 which indicated that the null hypothesis (H0) was rejected and the alternative hypothesis (Hi) was accepted. This meas that brand image has significant positive impact on consumer choice. The implication is that consumers of cosmetic are influenced the image of the cosmetics have formed over time. This finding corroborate the finding of Wijaya (2013) that brand image plays an important role in the development of a brand. This also congruent with the finding of Muhammed et al. (2017) that most of the young consumers are highly concerned about the brand image regarding selection of cosmetics. 
CHAPTER FIVE

SUMMARY, CONCLUSION AND RECOMMENDATIONS

Summary of Findings

This chapter provides the summary of the findings, conclusion and recommendations and suggestions for future research of the study based on the objectives of the study as well as suggestions for further studies.

Summary

This study investigated the impact of brand image on female student�s preference for cosmetic a case study of Kwara State College of Education Ilorin. Three hypotheses were developed and tested with a view to achieving the three objectives set to: examine the impact of brand name on consumer choice, determine the impact of brand packaging on consumers� choice and evaluate the impact of brand image on consumer choice. 

Therefore, the findings from the study revealed that;
Brand name has significant impact on customers�choice. This implies that the cosmetics do consider and are influenced by the brand name of the product when making purchase decision. In other words, it is evident that a good brand name influence customers� purchase decision.

Also, Packaging was found to have a significant and positive influence on customer choice. This implies that the bakers that make use of cosmetics consider its packaging especially the colour and thickness of the varieties in their purchase decision. In other words, it is evident that the products are influenced by both the functional and aethestic attributes of the cosmetics packaging.

More importantly, brand image positively and significantly affect consumers� choice. Therefore, this implies that Brand image determines the customer choice of the product to a great extent.

Conclusions


There is no gain saying the fact that branding is one of the most sought after strategies in marketing for the purpose of influencing consumer choice positively this research work aside laying a confirmation to this assertion.  


Against this backdrop this research work came up with following conclusions;

· There is was a significant impact of product brand name on customer choice of the product.

· Product packaging had significant impact on consumer choice.

· Brand image had significant impact on customer choice and it shows higher variation between the independent and dependent variable.
Recommendations


Subsequent upon the conclusion, the following recommendations are hereby made;

· The management of cosmetics should devise effective marketing strategies and legal means to protect the name of its product from being used to produce adulterated or substandard cosmetics by unscrupulous producers/marketers. Should these dishonest people find their way, it will have a dire consequence on the competiveness of its brand in the market. 
· Since the brand packaging has been proved to have significant impact on consumer choice, the management of cosmetics should embark on continuous packaging improvement programmes so as to make its brand more visually attractive and appealing.
· The management should be alert and strict with its various quality improvement procedures and programmes aimed at delivering safe and consumer-friendly product on a consistent basis. More promotional activities aimed at communicating the various values and benefits of the brand should be embarked upon. All these will go a long way in promoting the image of the brand.   

Suggestions for Further Studies
This study was limited to one firm and one city (Ilorin). The study overage can be extended to other firms in the industry or outside of the industry and other cities. Further research can also be conducted on a large scale considering some other aspects of branding. This study employed ordinary least square regression analysis, other more robust inferential statistics can be applied for further studies on the topic.
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APPENDIX I

QUESTIONNAIRE FOR CONSUMERS 

The attached questionnaire will be given randomly to customers in Ilorin, Kwara State. It is strictly for academic purpose.

Letter to Respondents (consumers)

Department of Business Education,

Kwara State College of Education Ilorin.

Dear Sir/Ma,

I am a NCE holder in Business Education. I am carrying out a research on the topic, �impact of brand image on female students preference for cosmetic a case study of Kwara State College of Education Ilorin.

The information is strictly for academic purpose and would be confidentially treated. I would therefore appreciate it if you could kindly complete the questionnaire.

Thanks for your cooperation. 

                                                                              Yours faithfully,
ABDULJELILI, Jelilat Aduagba

  

SECTION A

Tick (√) against the box for which option you select. You are expected to select one option.

DEMOGRAPHIC VARIABLES

(1) Sex:
Male (    )

Female (   )
(2) Marital Status: Single (     ) Married(     ) Divorced(     )others (     )

(3) Age:20 years-25 years (    ) 26 years-30 years (     ) 31 years-35 years (     ) 36 years and 40 years(     )
     41 years and above
    (     )
(4) Qualification: SSCE/O�LEVEL(  ) OND/NCE/DPL(  ) HND/B.SC(   )MSC/MBA/Ph.D(   )
SECTION B

Rate the following items by putting a circle around the number that best represents your choice of opinion of the respective statements, using the following scales.

(1) Agree

(2) Strongly Agree

(3) Disagree

(4) Strongly Disagree

(5) Uncertain 
	S/N
	Consumer choice 
	

	1.
	Organization should be very concerned about the customer choice for their products.
	1,   2,   3,   4,   5

	2.
	Quality status ascribed by consumers to certain product brands is not real but perceived 
	1,   2,   3,   4,   5

	3.
	Branding is a determining factor of a consumer choice 
	1,   2,   3,   4,   5

	4. 
	The brand image of a particular product gives the consumer varieties of options to choose from. 
	1,   2,   3,   4,   5

	5.
	The packaging of a product influences the consumers� choice. 
	1,   2,   3,   4,   5


BRAND NAME 

	6.
	Proper branding enhances the marketing and sales of a product.
	1,   2,   3,   4,   5

	7.
	Consumers have been observed to be attracted to the branding of a product.
	1,   2,   3,   4,   5

	8.
	Brand name has positive effect in influencing the consumer choice for consumable goods.
	1,   2,   3,   4,   5

	9.
	Brand name of a product could drive away competing firms.
	1,   2,   3,   4,   5

	10.
	Proper branding of a product attracts consumers regardless of the location of the company producing that product.
	1,   2,   3,   4,   5


PRODUCT IMAGE 

	11.
	A good product image from a known quality company would make the product gain a sustainable competitive advantage over other products. 
	1,   2,   3,   4,   5

	12.
	Product image makes a particular goods differ from its competitor goods.
	1,   2,   3,   4,   5

	13. 
	Good product image will have positive effects on consumers choice on a particular consumable goods.
	1,   2,   3,   4,   5

	14.
	A product image would influence the choice of consumers on certain sets of products.
	1,   2,   3,   4,   5


PACKAGING 

	15.
	There is a real relationship between product packaging and consumer choice
	1,   2,   3,   4,   5

	16.
	Good packaging allows the seller attract loyal and profitable sets of consumers.
	1,   2,   3,   4,   5

	17.
	Attractive packaging improves the sales of a product.
	1,   2,   3,   4,   5

	18.
	Proper packaging of a product shows the quality of that product.
	1,   2,   3,   4,   5

	19.
	Packaging influences the consumers on what choice of product to go for.
	1,   2,   3,   4,   5
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