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Abstract
rimes, consumers expend quality time and energy
sint in time. The searches are usually narrow down 1o the
e \ 10 developed brand strategies in positioning thei)

-amines the influence of brand development st

. in shopping for products that can m'cer their neci(./lv’ ./_lf :f "”‘,(,
Jn recen! known and acceptable brands. Business enterp‘r ises ,1,;/ ‘
“product brands in the mind of consumers. y ;1[0'1 cf[/](/i‘c\-'mzl-‘ ,
‘ategy on consumer choice in Nigeri'a. Spcjciﬁcgr Oi S vi:(c';i()rrt}'/
JJuates the effect of brand extension, product line extension and multi-br.and on consumerl_‘s -C,h,'(i,%}marion : from the
' ‘. . i S0t NS adopted for the study. Validated structured questionnaire was used .to elici aldirof meme
i f:.: vith average variance extracted (4 VE) as a test of both convergent and divergent vali A
PO ¥ TAI /l I} alcha of 0.81 and composite reliability of 0.80. Four hundred and twenty one hous‘e 10 . "
(’L-:I“i “mi E.m” 1agc :rel{; seléct.ed Jor the study. Knorr seasoning product of Unilever Nigeria Plc. \'f‘;S 5‘,“ a:u’ ”;,
]ﬁ.;u-ﬂv IZZL"-opozIz.are algorithms and bootstrapping techniques were used to analysed the z{(:rt; ‘)H{ 1 c()lrtr\‘m; o~
PG::.;?*‘CGH S;]'] fndi; s revealed that the identified variables of brand deyelopmendsinategy i) ‘”U:rw; J .[ b;.‘c.'nu"
S‘.‘L?“P%S 3.-“ w'(; ‘07g t-value greater than 1.96 and p-value less than 0.05. The s.tudy concluc e [l ta.‘) ping
£ ;:.Hj;rfrz‘c?r];m?hy’}uence consumer’s choice. The variables are capable of predicting consumer’s choice.
development g

. - H ‘ove
I ] [ ‘ hould be enhanced to impro
i-br gl ¢ and brand identity strategies s
Iy rec dti-brand, price extension
study recommended that mi
consumer’s satisfaction.
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Introduction

1an the others and the companies that produccd‘
There is no gain saying the fact that squ] zrg:{ll:lilest i:lrlzx;n:\fznpﬁf):?r;;lnisations that launched then.L The §:1d‘1x‘s.crs }:\t
- them. Some products are well known ,nd ::t br‘and to the extent that they referred to all other substitute produgta‘ 1{1 \tl 1;
these products i o ’lfllcz-l)l-()erlsl of tooth paste always refer to all tooth paste as Macl~em~\. In l?]fl ho‘u:; }i :\
Jpcuct SalCEOLIES o8 e s : 1~L' lu]S 1 Magyi. Likewise, the consumers of noodles always rctcnec} ‘19 .1' 13LI\ ti 1
all food scasoning ingredients are (,d—( L(d A([z:ﬁn’ws product brand name is as strong as lhg company’s un.\‘%g‘.‘ ln‘\‘ I u
i v This Sh‘)‘f\’:g i S 0f b{c'l'nl'. 15 need l:) pay attention to their cuslgmers' buymg dccnstmblnp'ru::la.;)\muM
iy C“mipcmjl wi lll)m”(i;]:;lll't);/d[l)]rl::l]:l((iis‘; they buy different products according to their needs (Gajjar, 2013).
customers are dazed with so E

] T ique identities and positions for
{ to the business world. It is about creating u;uquc ide I ‘m}‘m s S
: : : :cial i ortance : . y : as emerged as an essential ¢c¢ one
Branding is of special & ish them from competitors. Branding has emerged as ¢ ies f mna vinlu the wdentity
Sting ; ioneered strategies for managing
products and services to distinguish s. Over the years, companies have pioneered strategies for m l’b e |
. X rate ’ ¢ :S. . . aQ ) share 3 S¢ > Strategie S1C dic
o siness aigond. (;f u)(ljn])l”irlslnplncnl strategics are important as they share the same stra el
of their products, these brand deve *
L Corporate culture of the company.

Sl e v velopment strategy which
ictics of options available to them with respect to br "“l_ develoy ‘ \ : fil
1 ises have a varieties ¢ ¥ : - v A0S 10 USEe A suceess
Business enterprises have a ‘l'_"”um:cnsi(m multi-branding and new brand. Brand extension means to use
are brand cxtension, product line extension,




(fer new products in other cateporje,

Meaning a company uses its current brand to o nory
memory

"' e ““,

A : 6 and recall, l.,lll( (Xll'll',“”‘ - h&
T vl ly offers, line exIEnsions lrhy';u"u’ly Woly,
. ) .' 3 a7 1) ors ’ f { re ‘ ‘

. . w product - that is stmilar to what the company alrendy - “:(h“.(. production costy il iy,
i d ane . - . y e , ' e
I{m“dm”ml l l\' line extensions €O offer n way o 1L |”"”"|’" mllt lvil!}v more than one birand ('ullll?('lln e
~ AT yand, A i oy ’ ol ; _ : -
i ; wain economies of seale, a multi-hrand stratepy involve { il s offering by developing nm,’ "
capacitv. and i By o 1T : ‘ e

i e and New brands ocenr when the fiem 15 ¢ spanding, <o and multi=brand strate Prod,,,
same pl-odllrl category < : W | e Soo NIRINA |n1||l(| cxtenson i : aegy (.
1 k Tere Y > ) : ] L ¢ & : P . " (4 W Une ity
line that they haven't oltered bhetore lll...lll::. . ey S kilHE '“”(h“" which comes in another vari. i
: e 1 line extension favors friinl oF existing , e (8 o b el
and, while product Tine exten "' ; ap new set of information. (his information results g, -
i opens 4
pectly o

' ((' ( 'l”‘ (l “, CHC ) f m )
”“'” 'V | ”l ( ,l[ ,, ,)’ /ey ‘ |
.h ”(‘H l"“('”(l ““h” f

X Fpr 'S,
brand for new produc ng o
Brettel. 2010). Brand extensian ¢

mals of new br
facilitate consumet decision making power, _ .
brand evaluation, experiences and their decisions are di

)

¢ rates beeause they provide
The leverage of a strong by,

extensions are attractive to firms that face the reality of hiy

" ' aiter new matkets, ol a
s ettt it o el 1 ot "‘. S om dding consumers the famniliarity and ke,
\\'Uh.\"‘i‘n“{\”\ ‘l\\\l“\‘\‘ the sk ol "\“’\‘\h‘\lin)', n l‘l(‘\h“l qervice l‘.\: I"”‘ 1" [t [ "'

about an established brand. ' _
ider number of brands, thereby making the firm's prodic

s compers Tehone B s choose among aw ‘ ANy |
e ) s lengthen their product lines by engaging in lon,

AUTACHVE I terms of profitatlity. As a result of this, companices {t ners more alternatives (Schmitt, o
R, \ e ofTectively ing CONSUMers > i - . v 2017
Ivestments promising new product variants, effectively offering ,

S i annee because the oduce new products us.
However, it has heen observed that some organizations lose patronage hecause they mntr o },rrm(lrc( uits. Ti .

' ) ) . N - . e s(ry 3 § . Nnis 1

wrong brand development strategy which mars the image of the brand and | «1{1 to ncgat gl cciﬁtj'l”'j ,.f'
cllect of brand development strategy on consumer buying decision. 5p ally, the stug,

study examines 1) . . : . choice
<tension and multi-branding on consumer choice.

e

evaluates the mfluence of brand extension, product line ¢
Literature Review
Concept of Branding

S al to creating customer value not just images and is also a key tool for creating aqd maintaining
competitive advantage (Holt, 2015). Branding is the process of creating a relationship or a connectxon.hct'.vcc-. )
company’s product and emotional perception of the customer for the purpose of generating segregation among
competition and building loyalty among customers (Loken, Ahluwalia, & Houston, 2010). Brand!ng ultimately works
as a signal. It allows consumers to quickly recognize a product as the one they are familiar with or one thcy like.
(Onaneve, 2013) opined that "apart from the herculean task that will be associated with trying to decide wha
manufacturer’s product to buy from all unbranded products, other product management decisions based on marke:
segmentation. promoton, product positioning, pricing etc. would have been practically impossible.

Branding is centra

Concept of Brand Development Strategy

¢ 1o Holt (2015), Developing brands, a company has four choices: line extensions, brand extensions,

muluband or new brands. They include:

1" Line exiension refers to extending an existing brand name to new forms, sizes, colors, ingredients or flavors of an

sung product category. This is a Jow-cost, low-risk way to introduce new products. However, there are the risks that
«nd name becomes overextended and loses its specific meaning. This may confuse consumers. An example for
line extension 1s when Coca-Cola introduces a new flavor, such as diet cola with vanilla, under the existing brand

Product line extension has the following variations: Packaging extension- This has to do with changes in package size
or form: Flavors extension- This involves adding additional flavors to a company’s product line; Features extension-
This nvolves adding or subtracting features on the.existing product; Colors extension- This involves adding difterent
vanetics of colors;and  Price extensions- This is the release of new products at different price levels from a
company's current offerings.

There are manv benefite of product line extension which are: Low cost of production; Low cost of dey elopment;
Established 2o 1oyal customer base; and Competitive barriers. While its demerit is observed from expanded hne
without any clear cut role leads to confused customers and confused retailers; variants are copied with an intention to
neutralize competition; and Line extensions may act as a serious drain on company resources because new variants are
added 1o product hne without much strategic thinking (Lin, 2010).

. Brand extension: This also assumes an existing brand name, but combines it with a new product category. Thus, an
exasting brand name is extended 1o a new product category. This gives the new product instant recognition and faster
acceptance and can save substantal advertising costs for establishing a new brand. However, \lhc risk that the
extension may confuse the image of the main brand should be kept in mind. Also, it the extension tanls, 1t may ham
consumer atuitudes toward other products carrying the same brand name (Gajjar, 2013). '

Brand extension has the following vanations: Companion product extension- This is brand extension in the form of
companion products. The reason is 10 capitalize on product complimentary. As consumers view both products jomtly.

|



fers scope forbrand extension; Liye

nsion of ¢ ‘

" e ens g Gy 1l ' ( : diverse
il 0(1' of @ spuulu customear aroup are satis o] 5 Ustomey franchige s focuses on (he customer base, the (IUU (
“CC‘&. i customers by offering baly shin ‘\ ats ot example, Tohngon and Johnson company takes care o the diverse
"L‘k“l>l\ (heir brand according: 1o il\ci\‘ \1; ”‘l‘lml"\, oll, bty dinpery ete Fixten '{:;11 ol ¢ tlnn;rm‘/ expertise- ( ‘ompanit

A : \ b W Lo . : i} v 1IX f { "W v l
et anous {ee 1S S Companiey ; ‘ ir brand by
i cloping various technolopicey under (hey el l'";f"‘ that e expert in technology exte el the
de amey Fixge

s of atiibute, (‘\l\\‘l\\l\‘\\‘l.\: Strongly associnge With (e
"\“lncl\“ necessary to c.'\p?l;\h;'r thig distinetion: ¢ -
i .omhil\&\liﬂl\ ot tastes When it is wel ll‘\‘t‘i\'k“tl i
. won these properties, the brand could 8

axtension mereases brand inape

nsion of by distinetion - Many brands are unique in
iqueneasy of such brands, ‘The company I;nuu,lu;v. t‘llll«,u:r::
vmponent extension - A o may develop a close association Wit
~amitalizt " the marker, iy CHjOys o proprietary association of distinctive taste.
Capité clevernped in other product fields,

llr.\nd reducey

§ gives consumers \‘.’\li\‘li\‘h‘.. " oqhnncm m\‘k”mll“;{l:‘Il":;\'lt;::)zllleixll; ’I)()‘/ the customer
W product may generate mplications (hat damape (he 1 "

JWATCNCSS pcm“Nc 11\\\\‘ u\;\‘m\gmncm nmay not l\l‘\\\'il‘\(‘ !
‘\hdt the splllo\'\‘l‘ ctieet from the \‘l'iglinnl by

ttive brands n the new eategory,

.““v"(l cont ”| (lt;'/lilfi;)”l;’ a new !'/J' rc

o : 2 a4 & tal hat the
||I(:|(‘|u:|(~::, | ]“,”,,1,' there 18 a risk that 1)
e of the original brand, Also, there are chances of Je

cnough investment for the introduction of new product assuming
and will compens:

then it will fail (I
- Vqdii-brandst Means marketing many diffe
Unilover are the best examples for this,
Qampoo and four brands of dishw

nC\\

e, I the brand cxtensions have no advantage over
oken, Ahluwalia, & Houston, 2010).

rent brands in
In the USA, P
ur ashing detergent.
B appeal to ditferent customer scgments.

prand might obtain only a very small m

compe

a given product category. P&G (Procter & Gamble) an
&G sells six brands of laundry detergent, five brand

Cl Why? Multi-branding offers a way to establish distinct fea
Thercby, the company can capture a larger market share. However, cach
arket share and none may be very profitable.

Multi-brand can be done through any of the foll

. e ; ; : owing: Separation by brand identity- This is when the only thing that
gifferenuiates products from competitors is the brand identity; Separation is done by distinct brand names- Separation
is done by distinet brand names but the parent company supports by keeping the parent name; No relation to parent
brand- The bran(.i names are kept separate and the audience has no clue as to which brand belongs to the ;—Jar:r.:
company and which doesn’t (Khan, & Fahad, 2012) )

Multi branding channels d1fte1:ent brands targeting different segments which can lead to higher share of market for the
company: greater shelf space in retail stores could be obtained, increasing the visibility of the company as a whole:
ereater alternatives to consumers, especially for customers who switch in between brands frequently. While Multi

Branding may lead to cannibalization between similar brands, dilution of the difference between different brands. and

Overlapping consumer segments may get confused and may eventually switch to a brand outside the companv’s
umbrella "

iv. New brands are needed when the power of existing brand names is waning. Also, a new brand name is appropriate
when the company enters a new product category for which none of its current brand names are appropriate (Lin,
2010). : ‘

‘ ‘
When it comes to brand development, there are four main brand approaches, as shown in the diagram below.

Figure 1: Brand Development Strategy Matrix

Product Category
Existing New
o Product line "Brand Extension
= e, | €xtension
7 =
= | 3
= a2 |
& S| i
= Multi brand New brand
S
—

Source: Ioli, D, (201 5), Iil‘(ii?gl.s' and branding. Cambridge: Harvard Business Press.

Concept of Consumer Choice

Consumer choice is simply the decisions that a consumer make in relation to the goods and services they acquired or
purchase. It examine the attitude, behavior and decision consumer make over time putling into consideration some
factors which can cither be personal, financial or psychological (Schuitt, 20 l—)‘. S choice is combination ot
Products and services a consumer purchases. It affect how houscholds make their choices on what to consume. how
S ¢ § S« B . ) S8 » it S avatl: » alternativ N : H
and where (Kapferer, 2010). It explains the selection and choice from the lists of available alternatives. Choice is
e L] . > . » ‘ ) [ N ac ~ X >
influence by aI Jot (;1‘ fuctors such as available information, budget and (lg})mﬂd capacity, consumer preference,
consumer’s needs. consumer satisfaction, product proximity and total utility derived from those choices (Gagjar, 2013).
v Oy . - s
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and so their buving and usage decisions.

Theoretical Review y 1 -

The theory of consumer choice ] , ’ :

Consumer choice theory has to do with consumer preférénéé with t}}eir consumption expenditure. This~zh§0r’, .
': n of n:::ros:onon{ic which relates consumer decision to expenditure and their demgnd. The crux.ot this ther-
-+ on the belief that consumer use their hard earn money to consume product that can give them th.e highest level
catisfaction and are well-known and acceptable in the market. The choice.of wha.t they purchase mﬂugced by 1
: information. consumer preference, demand capacity and satisfaction de.rxved from tbe use of products -
- nroducts from the same organisation (Gajjar, 2013). This explains why busme.:ss enterprise must ensure a go.
anc sound product brand. It scrutinizes how consumers exploit the attractiveness of. the}r consumption =
.ured by their preferences with due regard to their expenditures, by maximizing satisfaction in relation to ther

F.mpirical Review

Baleopal (2017 examined the impact of branding strategy on consumer buying behavior in India. The study adopi

an exploratory and descriptive research design and the hypotheses were tested using Chi-square. The stud_\"‘»‘t‘“f_l‘k‘i“
that brands play  very important role when evaluating the quality of a product. The study howeve'r‘_‘x‘utters‘vm‘n.v\-
pumber of weaknesses. The study digressed from its core objective and its conclusion was quite difterent trom !
chjective. The study was carried out in India and so it becomes difficult to generalize the findings.
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Fatima. Muzamil and Muhammad (2014) carried out a research on the impact of branding on consuie

-, ; ; e s oo e ant in affectis
o, The study adopted a suryey research design. The study found that branding is important m]'{n w
ot e ) ’ : . . cize. vahaity 4§
er behavior, The study has a number of weaknesses, the study subjectively drew sample size, 1 3
leste were not carried out and this may have affected the data collected. '
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bimar and Yasab (2015) carried out a rescarch on "the effect of brand on consumer preterences - I

ricd out by utilizing structural equation modeling technique, respondents were selected using a simple € i he
iphng technique. The study concluded that Brand name has a significant impact on the overall Pl't““"“""‘c ' e
consumer. Thie study was carried out in Turkmenistan, the findings ol the study cannot be generalized in all cout
because of the differences in culture and environment,
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Tekin, Yiltay and Ayaz (2016) carnied out a rescarch on the effect of brand image on consumer behavior.
adopted a quantitative method. Respondents were selected using random sampling. The study found out -tl.
image has an effect on consumer behavior. The study concluded that brand image has a signiticant power ot¢
product or wiping it from consumer’s market.
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Figure 1: Brand Development Strategy and Consumer Choice path model
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Figire 1 shows the path model analysis of brand development strategy ix.xﬂucncc onconsumer choice. Brand
development strategies adopted for the study are Brand cx(cnsim} ~ proxics by brzmd‘ distinction z}xxcl product
lension; Product finc extension — proxies by flavor extension zmd‘ price extension; and Munh}'uml — proxies by .bl‘illld
Wentification and parent brand. These variables were checked against lhc.consun_lcr Ch‘O‘lCC of the product proxics by
C““.\“Umcr satisfaction and consumer preference. The figure present an interaction effects where more than single
‘inables contribute to the latent variables.
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Table 4: Bootstrapping Path Cocflicients
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The outer model shows the indicators’ contribution to the definition of the latent variables. Though, the closer t.
loading to 1 the better, the convention well-fitting reflective model state that the path loading must be above 7
(criterion for minimum measurement loading) which explained about half of the variance in the indicator and its factor
should be greater than error variance. From the result outputs, brand distinction, brand identity, price extension an:
consumer satisfaction could have been 'dropped but dropping the indicator did not improves composite reliabiliry
Outer weight model vary from zero to an absolute maximum lower than 1, it has been established that the more th:
indicators for a latent variable, the lower the maximum and the lower the average outer model weight. The results of
outer model weights justify why the weak loading could not be dropped as all the loading weights were greater than
0.30 except brand identity, consumer satisfaction and brand distinction. Also, these variables were major constituent of
the latent vanables from the literature. ‘
: R Square

Table 3

R Square
Adjusted

0.503

R Square

0.507

( onsumer (@ hm((‘

Sovwrce: SMARTPLS Ourput, 2020

The common effect size measure in the path shows the R square of 0.507 which implies that 50.7% of the variance in
consumer choice can be explained by the joint miodel of brand development strategy proxies by brand extension,
product Iine extension and multi-brand. This 1s a moderate effect as the identified variables influence consumer choice
which implies that the remaining 49.3% is due to other variables not imputed in the model. Though, R-square greater
than 807 suegests a possible multicollmearity problem (Tolerance = 1- R%) but in this case, there is no
v problem as tolerance llns data sctis greater than 0.25 at the extreme. However, adding predictors

multicollimear
The adjusted R-square of 0.503. The adjusted R’ is close to the unadjusted

1o a regression model tends o increase R’
R square in this model because of the small number of variables involved in the model.
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E- Conclusion and Recommendations

[ The study cx:1m1nc(l the 'mﬂucncc of brand development strategy on consumer choice in Nigeria with particular
E reference 10 Knorr seasoning product of Unilever Nigeria Plc. The sampled respondents were households purposively
L sclected from the eleven local governments that constitutes Ibadan metropolis, Nigeria. The findings revealed thar

: cxtension and multi-brand strategies contribute significantly to influence consumer’s
choice with R-square of 50.7%; t value of all the identified variables greater than 1.96 and p-value of less than 0.0
The study concluded that brand development strategy influence consumer choice in the study arez. This implies that
brand extension, multi-brand and product line exte;

nsion strategies were significant in predicting consumer choice of
the product brand. The study recommended that;
i Multi-brand strategy of the organisation needs to be strengthen to enhanced comsumer choice oI &=z
- company’s product especially brand identity. Multiple brands can be developed to focus on different segment of the
" market.

“n

|
?

L Brand distinction and price extension strategies should be adopted to take care of different income level of the
- consumers. This will definitely improve the level of consumer satisfaction.
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