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id nti ), rsonality valu and relati n hi ( apfi r r. 2 4: aker. 1 6· d hern t ny, 

1-H m. 2 4). \ i ' mg th 

2 finition ynth 

and i dire tion.' Kapferer c ntri ution tr 

ntral c n pt being brand id ntity. 

the brand as ing a urn f it part , with th 

1.1.1 Brand P r nality 

ontrary to product-related attribut , which refer to rforman -orient d for cu t mers brand 

personality em t riented K Her, 1 93 . Brand personality 

r fers to' the set of human characteri ti s associat d with a brand'' aker, I 7, p. 47 . More ver 

re earche found that brand per onality fa ilitate a con urn r t articulate his/h r I (Belk. 19 8 

an ideal elf alhotra, 19 . or exa t aspec f th If (Klein , Kleine, and Kerman 1993) via 

the use of a brand. dditionall thi concept wa the 

and u ag (Biel I 993 . 

ntial d t rrninant f consum r preference 

rand per onality can be shaped and influenced by an direct/indire t contact that the consumer has 

with the brand (Plummer I 985 . Th dir ct influence in luded he brand' us r imagery which is 

defined as the t f human chara teri ti as ociat with th typical user of a brand Aaker 

1997)· the fmn workers and/or b s· and the brand endor cr . On the other hand the indirect 

influences contained product-r tat d featur product category r lationships, brand name mark or 

emblem and other marketing mi el men Batra ehmann. and ingh, 1993 ). 

Moreover according to L vy 1959, p. 12) brand per nality c nsisted of demographic 

cbaracteri tics such as g nd r " ually it i hard to e ade thinking of inanimate things as male or 

female') age ( Just as mo t peopl u ually recognize hether omething i addre d to them as a 
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man or a \\ man, ar th ~ a . an . (''Th oo~;se~;si n of mink i 

hardl a matter of winter w rmth al n "). me :am ar pr ided as llo ir t in th 

t bacc indu try, " irgini lim t nd t th ught fi minin , \\h r art r t nd t 

i con id red t rc iv d m ulin ( aker, e nd. in the c busin 

y ung, and IBM is c n id red to ak r. 7 . Thir bas d n th ariou pri ing 

ifth nu i p rc i ed as upper cia . 

where K-mart i p rcei d a blue c liar ( ak r, 19 7 . 

1.1.2 alu 

Value h been recognized a 'the fundamental a i fi r all mark ting activity (Halbr k 1994 p. 

22). alue has al o been tated as "'a cogniti e-ba d con truct which captur any b n fit-sacrifice 

discr pane in much th same wa di confinnation do for ariati ns betw en exp ctations and 

perceiv d perfi rmance Pan rson and pr ng 1997 . 1 refi r . it i the utcom of a cognitive 

ass sm nt pr edure. re r it i an affective e aluati e rea ti n (Oli er. 1996). 

Customer percei ed valu in cornm rc marketplace was defined as th trade-off etween the 

multiple benefits and sacrifices suppli r's offering. as percei ed b key decision-makers in the 

customer's organization, and taking into c n ideration th a aila I alternati e upplier ' offi ring 

in a specific u c situati n' ggert and laga. 2002 . hat i , th r exi t d three lements in thi 

definition: (1 th multiple com n nts o alue (2 the ubjecti ity of aJue p rceptions and 3) 

the importance of competition .. ( rt and laga 2002 . 

First of all the multi pi nefits refi r to a mi ture of pr duct/ ervice attribute and/ r technological 

support a ailabl related t a pe ifi use c ndition (Monroe L 990 . The multipl sacrifice wer 

occasionally illu trated in monetary fonns Anderson, et al. 1993 . econdly, customers percei ed 
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alu i ubj cti'> , n t th-e K rt and · nJmo. 1 3). In th r \\Or • di er nt ustom r 

might hav a \ 'ari ty o per tve valu 1i r consuming th · me pr due rv1 . Thirdly, 

cu tom · pen: iv d alu i 

u taina I competiti e m 

mp thor 

f rin ing a ett r tr de-off ctwe n utilities and 

crific in a mer handis ervic . 

ltemati el customer perc i ed lu as c n i ted of a tak · fa tor- the ben fits a purcha er 

obtain d fr m the endor' ntri uti n- and a • gi e · fact r- th bu er s c ts financial and/ r 

non-mon tary)ofreceivingtheofTering( odd 199l · Z ithmal I ).E enmuchofth pre ent 

tudie ha e emphasized pr duct quality as lh primary take fa t r and pri as the · gi e fact r 

Grewal et al. 1998; Li ht n t in temeyer and Burton, 199 · Z ithmal 19 8). ut, rvice is 

also a logical dri er of percei ed aJu Parasuraman and Gre\i I 2000). For th r ason that 

outstanding before/after sal ervic pr id d by the seller really in rease the benefi obtained (the 

take fa tor) and also decrea e th buyer non-monetary os , uch as tim effort, and m ntal 

stres the gi e factor) Parasuraman and r wal, 2000 . ons quently, customer p rceived alue 

was compo ed of ervice quality. pr duct quality and price (Par uraman and Grewal 2000 . 

1.1. P r eived uali 

Percei d quality i view d as a dimen ion f rand equity ( ak r 1991 · Kapfcrer I 91· Kamakura 

and Rus 11 1991· Martin and Br \Vn 1991 · eld',: ick I ) rather than as a part of th o eraJI brand 

association (Keller 1992· rdon, di Ben d tto and alanton 1994 . Perceived quality i the 

cu tom r's judgment about a pr ducts o erall excellenc or uperiority that i different fr m 

objecti quality (Zeithaml 19 bjecti e qualit r fer t the technical measurable and 
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rifiable nature of pr du n ic . pr and qual it nlr I . High ~ ti e quality d 

n t n sarily contri ut rand uit) lm son t aJ. 2007). in c it' imp s ible fi r 

c nsum to make c mpl t and rr t jud ments th obje ti e quality. th u qualit 

attribut that the l n and Ja b 1972. Zeithaml 19 , phui and V n 

rijp 1 95 Richard net al. 1994· bro'n and Dopic 2 0). Percei e quality ish nee form d 

to judge the o erall quality fa pr du ervic . 

Boulding and oth r re earch r 19 3 . argu d that quality is dire tl influ need by per eptions. It i 

therefore important to understand th rel ant quality attribute " ith r gard to brand equity. 

(Zeithaml. 1988) and ( te nkarnp 1 7 clas ify the concept of p rc ived qualit in two group of 

factor that are intrinsic attri ute and extrinsic attribute . he intrin ic attributes are related to the 

phy ical aspec of a pro u t e.g. colour na our. form and appearance : on the other hand 

extrin ic related to the product but n t in the ph sica! part of thi one (e.g. brand name stamp of 

quality price store, packaging and pr ducti n information Bernue· et a1.2003). It' difficult to 

generalize attribute as th y are ecific to pr duct categorie I n and Jac b 1972 Anselms on 

1.2 Background of the tud 

Th times are tough in the branding world. Business is not running as sm othly as before due to 

changing customer requirement and fast d eloping t chnology. 11 the major players in m st 

secto are struggling to ke pup to the new d mand . t the b ginning of a new mill nnium and a 

new technological era chara terized by pe d. companie that p rate in technologically sen itive 
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fiel h ,. to 1 k r op rtuniti in ord r to adapt. a requir m nt for urvi al. eing m r 1 · 

ti\ 1 n t an o ti n an · m r . In rd r t maintain m rket p iti n companie hav to make 

pecta ular efforts and g Th c mpctition i fi rc and the margin for err r hrink 

ver) day with ev ry inn ati n. Pr du t are alike. oro ring th am b n fits· bene cust mer 

choice are many time guid d by ther principle . The high qualit of pr ducts i implicit, but 

n er ufficient ( tins 19 9 . Inno ati n are the ke_ to u e in the mark , but th y come at a 

high pric and are ery easil copied. lt take a mix of luck gr at management and a visionary 

busin approach to make it in toda • o ercr wd d marketplace. 

There i more than one kind f comp tition. Brand comp titors offi r the same kind of rvices to the 

same targ t' this is direct competition. here ar also indir t form of comp tition· c mpanies may 

compel for satisfying the arne n d. For example. digital phot cameras c mpete with mobile 

phones or with traditional cameral for nswering the need f capturing them ment in a photograph. 

Also, companie may compete for the same re ource . The cu tamer ha a fmite income, and 

virtually all produ ts compete for it. especially in an conomically unstable envir nment. Th 

prioritie are set on psycho! gical and ociological criteria (the Ma low pyramid is one theoretical 

model that uggests a hierarchy of human need : situated at the base of the pyramid - the vital needs 

such as food or leep repr nt the m t imp rtant one follow d b p ych logical n ds safety 

belongingness and love, n d to kn w and understand aesth ti need . elf-actualization and 

transcendence , (Zeithaml 198 ). 

The business world is a rapidl changing en ironment in " hich technological progress and social 

dynamic play crucial rol . Top rands fac har h competition and ha e to constantly rein ent 

marketing rules to appeal t an audi n e that i graduall becoming more exigent and demanding. 

Factors affecting brand identity of products in Kenya (A case swdy of BLUE BAND, A PRODUCT OF UN I LEVER UMITED) I 6 



But tunin in with th pr nt i a di tcult hall n e. Pr du t u lit) i n Jon r ufficient t 

, it n ustain d and nrich d b intan ibl ttribute . 

The global busine re oluti n i a phen men n f th pre ent. The last p ri d's tr nd toward 

oligopol) and concentrati n i mor and mor ious. In an olig p ly. a mark t i d minated b a 

mall number of Hers ea h ofth m ing aware ofth acti ns f the oth r . The globalization h 

lead to pronounced comp titi n in all fields and at all le cl ituations 

resulting in relati el I \\ price and high pr du lion, thu incr asing custom r wer and 

imulating high expectations. Manufacturers ar n w forced t truggle hard ju t to maintain 

po ilion and customers ar the ke) to ucce . When a comp ny's reputation i high so are 

customer's expectations. Pe pie e e t only the be t from the b t and products ar n er enough. 

They have to come in a package with pre- and ft r- ervic , ha e to mean omething, have to hold 

intrinsic value. Quality i implicitly umed but never ufficient in the high-end segments of the 

market Olins 19 9). J ntan ible attributes many time out-rank functional ones and people are 

constantly changing. 

The social per pective is extremely important in this analysis. ustomer preferences have shaped 

many markets o er the last decade dictating many time the success or failure of companie and 

perc ptions arc extremely en iti e in an ra dominated by c mmunicati n. At the same tim a 

different lifestyl and rhythm f li have imp ed changes in habits and attitude . Products and 

service transcend their functional nature and become pure e p rience . Th key to uccess in this 

marketing context is to make th intangible tangible (B rry 198 ) and branding is a powerful tool 

capable of selling experi nee . 
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con mt and m rk ting r · ar h hav gi' n c n id rabl att n i n o r r cent to the 

importan e of brand or cust mer- d 'clopin multip1 and cr ating a c rtain amount 

of confu ion r garding lh impli ati n f branding in f: t de 1 ping fi 1 . Th multitude of 

definni ns and appr ache make th c ncept of randing and it r 1 ance t cu tom rs difficult to 

in e tigate in a practical r arch tting. The r I of brand in d termining c n umer purchase­

making decisions is wid 1 di cus d and require furth r inve tig ti n. 

brand i a uniqu and identHia le ym I, ociation. name or trademark hich serves t 

differentiate competing pr duct r rvices· it represent n t only a physical trigger but moreo er 

an emotional hook to cr ate a relation hip b h een c n urn rs and th product/ ervice (Blackston 

2000). On th one hand. a rand i c ncrete .g. a mb I or name ; on the ther hand it is also a 

relatively ambiguous 'trigger' that O\ r time is u ed to cl belief: and feelings toward products 

labelled. For thi reason. the meaning of the brand is of critical ncem to advertisers. Meaning in 

the context of brands) refer to th o erall ass m nt on th part of the con umer regarding what a 

particular brand means to him or her ( a Foret & aunder 1994 ). er time, them aning marketer 

infus in a brand - and the ub equ nt meaning con umer a ciate with th brand - is transferred 

to th produc to which the brand i attached. Thu , th factor that c ntribute t the meaning 

con umers associate with particular rands and their pr duct ar crili alto this prop ed study. 

mith and Whan ( 1992) found that lh creation of an ffectiv brand not only capture a greater 

share of the market but optimize marketing effecti ene s as well. ucce sful branding require a 

strat gic per pective de hemat n , 1988 . trong and durabl brand concepts communicated to 

well targeted gmen re ult in fa urable brand image which reflect the brand identity (Kapferer, 

1997). Brand signal a Je el f quality to consumer and can be effecti ely used to gain a 
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c mpetiuve advantag of a produ l. r re iewing a )' of rc ~earch on hO\\- loyalty toward a 

pani war brand or produ t i cuJtivat d in onsumers. tabil • 2 00) rganiz d hi finding 

f h \\ I yalt i cr at d and maintain d - a pr e that integral peel f 

cogniti,e. b ha ioural. and m tion I nstru t - into a c;clical relau n hip. he fir t ta e of thi 

mod I i a feeling of tru t ac mpani d by anticipated sati fi Lion. The s ond tage i 

confirmation or di nfirm tion foil \\ing purchase Th importanc of the brand is mphasized by 

the fact that cu tomers tend to gen ralize th ir po iti r negati e experienc with a brand to all 

products that shar the brand name. Th more imilar th tw produ are th more readily they are 

used as predictor of attribution generalization. 

Branding has b en generall recognized as th key to u ce m n wadays bu ine s especially in 

rapidly de eloping field . It pro id alue t th con umer thr ugh the bu ing pr ce and thus 

assur value to the company by attracting n umer and stimulating loyalty. Although complex 

and versatile the branding prin iple has imposed its If as th new bu ines paradigm and i 

implemented virtually aero s all markets and categoric . Recent lit ratur underlines th relational 

aspects of branding emphasizing trust and d pendability between consumers and th company 

(Chow & Hold n 1997 . There is an important di tinction that h uld be c nsidered b tween image 

and identity ' two aspects connc t d to the branding process. The former one is external to the 

company being a reflection of its initiati e · the latter i internal and deeply rooted in the company 

and underpin the wh I archil ture. Brand image r present a et of a ociation establi hed 

within the minds of cu t mer • implying a promise to them and repre enting what the brand 

currently stand for (Batra & Hom r 2004 . Image r presents what consumers think of you while 

identity repre ents who your brand i and what it stands for. 
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imilarly. th re are two multi-dim n i nal con ept that m rg into th idea f brand quit): brand 

valu and bran trength L sar. littal. t 1. 199 ). rand trength urn th perc ption and 

behavi ur of e ternal publi con umer , di tribut rs t .) that hape th image of a company, 

and differentiating companic 

Manag rs are prone to fi their fTons on lev raging brand tr ngtb through w II design d 

branding programs in ord r t in re equity. 

From the persp ctive of con umer behavior brand equity gain importanc when related to the 

proce s of evaluation of products and rvice . eas and rapentin ( 1996) anaJysed the influence 

of brand o er the purcbas decision making pr ces and developed a framework that facilitates the 

understanding and measurements f rand equity i sue . The mod I distingui bes the pecific way 

in v hi h brand provide aJue t u tom r during th variou stages f th purchase proce . 

According to the authors brands simplify th buying task reduce the percei ed risks as ociated with 

product quality and provides add d value directly to the con umers through intangible and 

psychological m chanisms satisfaction pre tige). The purchased ci ion pr ce in thi abbreviated 

version compri e four tage : infi rmation r arch. fir t e aJuation. purchase deci ion and po t-

purchase behavior/evaluation. The brand influences every step of thi proces . 

It is critical that branding considered within a br ad r conte t, becau e brand i not the only 

factor influ ncing consumer pur basing patterns. Other factor • uch as price and feature affect 

brand pr ference. Meer ( 1995) e mined ho price and brand are used t describe our types of 

shoppers: brand loyal (those \\h purcha e products and/or rvices from their cho en brands 

regardJess of price)· sy tern b at rs (those who have brand preferences, but are ery ensiti e to 
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pn 

tho 

th v h have n rand I yalt "hat ver ; and th unin ol d 

\\ho do n t car about ith r rand r price). tc that 1 th uninvolved' by far th 

malle t group. Thi m an that ith r ad ni in or mark tin trat gie v..h th r fo u d u n 

uildin brand equit or imply attracting pri -oriented h pp r . work. r that th s fact r 

det rmin choice. y tern b at are n t brand-uncon ci u ; th have trong brand preference , 

but th y ( imilar to d al h pper hav trong pri e en iti ity. combination of brand loyals 

and system beater -- oth of wh m xhibit brand pr feren e -- is three-fifth of the market. In 

other word , 60 per ent of th mark t fl r m t produc i str n I> brand-loyal. Thi hov s the 

importanc of buildin and maintaining brand equit . 

In a world dominated by brands, quality matter lc s than perceived quality. Percepti ns of quality 

as they r late to a particular brand are al o ritical if brand loyalty is to be maintain d. Crosby 

DeVit , and Pearson (2 3) xamin h w perceptions of quality are created and maintained in the 

minds of consum rs. Th fir t thing the authors note i that an under tanding of quality is not 

neces arily omething that i percei ed let alone establi hed. in Lh mind of the con umer upon the 

first impre sion r sby. eVito Pear n 2003). ften a s n e of true quality emerge over 

time as the consumer us th product slhe has purcba ed and gradually culti ates an understanding 

that the item is of high quality ( r low - a perception in either direction takes tim to generate. 

Therefore branding can make con umers b lieve that a particular pr duct is of high quality but that 

perception is subject to confirmation. 

Chaudhuri (2002 , in studying brand quity found that brand reputation 1 p rforms better than brand 

attitude in explaining th effe t f brand ad ertising n brand equity outc mes1 
( haudhuri 2002). 

In oth r words th reputation of a brand is a better predictor of the effect of brand communication 
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u n quit)' outcome lhan oth r anitud t ward th brand. Thi i an int re ting finding. gi en that 

con umer brand as d u n anitud ac ount for brand quity out orne . Th re ult 

indica~ th imm n power f th brand~ r if r putation i a tt r predictor of th effects of 

indi idu I di fferenc hould pia a le cr role. 

In Kenya, brand id ntities [i r m mpanie r duct have be n changing r rede igned in th 

last few years. For ample, irtel a mobile t leph n service pr ider which has changed its 

identity from Kencell to elt It Zain, h rebranded it int met de i e through its chan ing peri d 

with e ery change of wner hip. Thi trend of rebranding n ds to addre ed. 

good brand id ntity should be abl to stand the test of time like coca cola has don an riel 

1995). Lik the Coca- ola brand. a cu tom brand identity should be clean, identifiabl and loaded 

with imagery that depicts on brand. verything from th color to the font to the use of special 

effects should be con idered in fmdin the be t identity to convey one's brand message. de ign r 

hould consider the aspects as well a tyle, size and shap in cr ating an effective brand identity. 

An identity is the fir t thing that comes to p opt ·s mind when th y need a product r service an 

organization offers. brand name can be a fir t impre ion or a con tant reminder. ike a catchy 

jingle, one wants his graphic to stick in the minds of those who are exposed to it. What sticks with a 

brand identity are all the as umption people will make about a product simply by viewing its 

graphic . 

It is important to be sure that the impression made by a brand identity about a product are go d 

ones. They will speak about what a brand is and how it d e what it d es. o one would want to buy 

from a florist who e brand is not r mantic and b autiful· neither will one trust a fa hion designer 

ho e designs look out-of style. On the other hand e eryone would be impressed by an IT company 

- -
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rvtc 1 wift and t hni aJ. Th · kind fi n last a lifetim . It i 1m rtant 

to mak sure that the right m age i put ut. That me a e i part tyl . part me ag . 

brand has to be an int re ting de ign a well a a e el for th me ag a pr duct is trying to 

con e . Pe pie should b abl to r '(; gnize it easily and remember it. If an rganizations 

competitors' brand ism rem morable. it will the on th customer will think of ftr t. To pr vent 

this, it i im rtant t make ur the brand identity is c mpletely original. It i worth to remember 

that e ery bu in s is comp ting for top pot in the mind of c n umers. If one grasps thi it can 

assi t in the ex cution of a good identity for the product. ne cannot replace the importance of 

delivering th b st pr duct ft r the pric . ut on top of that a great identity will cr ate th demand 

for ones products that will a1lo\\ one to charge a premium. It i v orth noting that putting time and 

energy into creating an effective identit is a r ad to success. With Boom ley (200 1) and Van riel s 

(1995) views this re earcher wishes to concur in as far as proce ses and functions of brand identity 

are concerned. In their words when the (pro c ) is u ce sful, it lead to the (function) which is 

efficiency and reputation as judged by the market o er time. h we er. 'You cannot manage what 

you do not measure Peter Drucker). randing of products and service in Kenya seems to ignore 

these uni ersally accepted n tions of randing. Thi tudy an mpts to find out the factors that 

influ nee branding of produc in Ken a. 
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1.2.1 r fiJ f nil r 

nil · r 1 ig. PI . w rat d r Br th rs ( td. on II th pril. 192 b · 

L rd Le erhulm , \ h h in the 19th ntury. n gr atly in 1 ed ith the ap 

manufa turing organization in 1 ena. 

r e raJ merger and acqui ition , th c mpany di e ified into manufa turing and mark ting 

offoods n n-soap d tergen and p r nal care r duct . he mer ers br ught in ipton igeria 

Ltd. on 19 S Cb rough P nd lndu tri Ltd in 19 . Th compan chang d its name to 

nile er i eria Pl in 2 01. nil er ig. Pic. is a public liability c mpany quoted on th 

igerian t ck Exchange in 1973 with igerian currently h ing 49% of equity holding . Th 

long-term succe s of this bu in s st m from lh trong relation hip with th con urn rs bas d on 

the deep r in the local cultures and marke reating products that help them to feel go d, look 

g od and g t more ut of lifl and th total conunitment to xcepti nat tandard of p rformance and 

pr ducti i ty. 

nilever i a Dutch-Briti h multinational corp ration that own man f the world s con umer 

product brand in fl d . beverage clearing agent and per onal care products. Unit er employed 

174 000 pe pte and had w rldv ide r venue of h 0 billion in 2 0 . 

nilever i a dual-li ted company con i ting f the eth rland and nilever Pic. in ondon, nited 

Kingdom. Both nilever companie have the ame director and effectively op rate as a single 

busine . The current non-e ecuti chairman of nile er Pic i ichael Tre how whit Paul 

Ploman i group hief Executi e fficer ( ). 

nilever main competitor include Procter and Gambl Nestle, Danone Kraft fo ds . Johnson 

and son Reckitt Bencki r. and Hankel. 
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nile er was reated th amalgamation of the perati n of Briti h oap mark t e er Brother 

and Dutch margarine pr ducer. m rgarin lin , m rg r palm il "'-'as a major raw material [I r 

th margarin and ap and c uld be imported mor m ienll in larger quantitie .By 1980, ap 

and dible fat contri ut d ju t 40% f pr fit , compared \i ith an original 90%. In 19 4 th 

mpan · bought the brand Br keBond mak r ofPG Tip t a). 

In 19 7. Unile er tr ngthen d it p ition in th world kin car market by acquiring hesebrough 

ponds the maker of Ragu Pond quanet utex ail Polish and Vas line. In 1 9 Unite er 

bought Calvin KJein c metic , aberge. and Iizabeth rden. but th latter was later old (in 2000 

to FFI Fragrances. In 19 6 nile er purchased Helene urtis Industry, giving th company a 

Powerful n w pre enc in th limited tate shampoo and deodorant market·. the purchase brought 

nile er th uave and fine hair car product brands and degre de dorant brand. 

nile er owns more than 4 rand as result of acqui ition · howe er the company focu es on 

what are called the • Billion D liar brand 13 brand which each achi ve annual ale in exec of 

Khs 125 billon. Unil er·s t p _5 brand ace unt 1i r m re than 70% of ale . The brands fall almost 

ntirely into two categoric : food and b rage and home and pers nal care. nile er i the 

world's big est ic cream manufactur r with an annual tumo er of Khs 125 billion. Jn 2000 the 

company absorbed the Am rican Bu iness B rt ood tr ngthening i presence in North America 

and extending its p rtfolio of food rands. In April 2000 it brought both Ben & Jerry s and 

limfast. The company i fully multinati nat v ith op rating c mpani s and factories on e ery 

continent and re arch lab rat rie at olew rt and Port sunlight in ngland Mardinge in the 

etherlands· Trumbull. onnecti ut, and aglewo d cliffs e~er y in the nited tales· 

Bangalore in India and shanghai in hina. 
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The divi i n ontinu d to arT) the ··L ver Br thers·• name until th 19 , wh n it adopted the 

parent ompany m nik r. Th merican unit n w has h dquarter in e" je ey and not in ew 

York City. Th ompany i aid to pr mote u tainable agriculture programme in 1998. In rna 

2 7 it became th fir t t a compan t commit to ourcing all i tea in a u tainable manner, 

empl ying th Rainfor t llian . an int mationaJ emir nmental on-go emm nt I organi ation 

to c rtify its tates in ast frica as \! 11 as Third-party uppli r in Afri and ther parts of the 

world it d lared i aim to ha e all Lipton y llow label and P ip t a bags old in Western 

EuropeCertiftedby2010.followedb all ipt nteabag globallyb 2015. 

1. tatem nt of the P ro I m 

here is a rapid intr duction f similar product coupl d with a periodic change of brand identity 

within Unite er ho\i e er little i kn wn about the factor that inOuenc the introduction of the e 

brands. A general reconnai an e in the consum r industry re eals a rapid change in branding of 

pr ducts and services. Indu tries are introducing similar product in the market under different 

id ntities and as a result the consumer cann t exerci e brand I yalty. hanging the identity of a 

brand may be as a result of wanting to influen e the product' alues, winning consumer ' 

confidence as well as protecting, promoting and pre enting the enjo ment of its image. The me sage 

of the identity may al o change as well as i image. b autiful identity is ther ti re recognized by 

its pretty de ign and ucce . The tud is et t in e tigate th factor that influence the design of 

brand identities at nil er. It focu on Blu Band a margarine made from high quality vegetable 

oils and i an important sour of e ntial fats and itamin . 
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1.4 bj ti 

1.4.1 ncral bj ctiv 

Th o erall objecti f thi re arch i to in e tigat the factor that influ nee brand identity of 

Blu Band and to e t blish a brand id ntity developm nt pr ce that can n ure l nger and more 

usrainable brands. 

1.4.2 p cifi 

1. To establish h w de ign element affect Brand identity of Blu Band. 

u. To d term in the effe ti en s of product awar n s ofBlu Band. 

111. To d terrnin hO\: pr duct quality affec Blue Band 

To propose an appropriate brand d elopm nt trat gy 

1.5 Re arch que tion . 

1.5.1 The main R arch Que tion i · 

What has influenced the change of brand identity ofBlue Band at nile er in the past ten year ? 

1. .2 pecific ue ti n ar : 

1. In what ways do de ign elements affect Brand identity o Blue Band? 

ii. What are the effec of produ t awarene son Blue Band? 

111. How has pr du t qualit affected Blue Band? 

What is the most appropriate brand d ·elopm nt trategy for Blue Band? 
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1.6 Ju tificatioo 

Du t th high le el f competiti n in the on urn r indu try, the takeholders ha e de elop d 

plan and evol d trategie that k ep th m ail at in th industry. ucb comp tition comes fr m 

c m ting products u h a Pr tig and G ld Band. ln rd r to e t blish marketing p oetrati n 

strate_y and t attract pot ntial cust mers or clients. d elopm nt of good brand image i 

e ential. This research will pur int re t in the field of d sign in brand de elopmenl. It will a all 

lit rature in this field as it regard th budding con umer indu tr . It c uld aJ form a rich 

background for acad mi re ear h in thi fielcl 

l. 7 ignifi anc of the tud . 

• Graphic design tudent will ben fit b cau e the tudy d fin the r le of d ign in brand 

identity and brand mana ement. Th y ~ill become the com r and consultants of brand 

identitie in futur . 

• It will also assi t graphic design professi nals for it will dwell on th ntributi n of graphic 

design technique in the formulation of effe ti e brand identities. 

• It wiU be of as istance to organization and manufacturing mpanie in the development of 

good brand identity p licies for co- exi tence with owners of the industry a well as the 

consumers. 

1.8 cope of the tud 

This re earch is a case stud focusing on Blue Band apr duct of nile er ompany irnited that is 

a multi-nationaJ company with operations in I 9 frican countries with a population of 150 million 

people. Unite er is a manufacturer of orne of the ' orld' leading foods, home and personaJ care 

---------
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produ u b as blu b nd and fl ra margann , knorr and r • ice cream lipton t a; and omo· 

lux do\ e, lifebouy g i ha and unlight lin . lad ga ·· lo up t th past . Th re earch 

will limit d to nil v r enya ituat d in indu trial area al ng mmercial 

treet andre idential tate . nil er i appropriat forth tudy be au it eojo a larg market 

hare locally and intern ti nally. 

1. imitation of tb tud 

• lnad quate tim ~ ause the in titution h s cific acad mic date , this re earch i compelled 

to fit that limited duration. 

irnited re ourc in t rrn f r ear h mat rials: It will be con trained by lim ited resource 

becau e what is a ailable ar fi r ign publications which addre s different market ituations. 

Local publicati n which addr our mark t etup ar carce. 

• Laxity of respondents. Re ndent fill in that you are interfi ring with their schedule . 

1.1 Definition of T erm 

D i el men : h e ar th nents u ed part of any compositi n. They are the 

objects to be arranged. the on titu nt parts u ed to creal lh comp ition itself. In most ituations 

the elements of de ign build up n n anoth r. lh form r lement h lping to create the latter. 

u li ty: is an e entia! r di tincti e characteristic, prop rty, or attribute. Ace rding to Aaker 

1991 , brand awarene s build farniliarit and i a signal f ubstan commitment. 
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: This is th nsum r· bility t rl! all that a rand i a mem 

on urn ·'brand awar ne i lik I t high when th ) h 

and \\b nth y percei the quality f the brand t high and vic a 

pe ption of quality of a rand i lik ly to b high " h n th h 

and vice versa. 

r f pr du t ategory. 

umer' 

iation ith the brand 

D i Prin iple ar th rul that go em th pr e s of putting elem nts into a comp ition that 

pleas and a compli h a purp 

Brand identity de ign i the pr c invol cd in coming up or executing a mark w rd ymbol or 

color chemes v hi h can be u ed b an organization, institution, industry or u mes fo r 

identification purpo ftheir pr ducts and service (Broml y, 2001 pp. 31 6-334). 

Brand identity is a mark, v· rd or ym I, literature t m nomenclature sy t m, color and 

standards for usage that reflect n the bu in acti ities of the organization uch as conduct 

effici ncy or reputation within th market ( u a . 2000 . 

Br nd is identity of a specific product, nice, or bu ine . It refl cts a marketer positioning of 

a product or service. It is a erie of exp rienc and exp ctation . It is an emotional response to an 

integrated franchi e approach and product exp ri nee. brand i m re flexible and promotional 

than an identity. rand compri a name r tra emark that identifies a pr duct or ervice 

wh reas an identity can end r a divi ion r a rand. m time a c rporate identity aJ o bee me 

a brand that, with it o erall phil ophy can be translated o er a di er ified li n of product and 

ervtces. 
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r odin : K tl rand K II r 20 xplain brandin as end wing pr du t and rvi \\ith the 

\! · r of a brand. It i all 

brand alue to created, u t mer mu t be c nvin d that ther are meaningful dif er n es among 

rand in th product 

same. 

refer to cust m rs' abilit)' to recall and r cognize the brand under diffi r nt 

conditions and link to th brand nam . logo, and jingle to ertain a iations in memory. It h lp 

the customer to understand to \! hi h pr du t or rvice categ ry the particular brand b long and 

what products and servi e are ld under th brand name. It al o en ure that cu tamers kn w 

whi h ofth ir needs ar ti fied bJ the brand through it pr u ts. 

Brand prom· is what a particular brand stand for (and has sto d for in the past). It has its roots 

from the identity that it gains o rap riod f time. U uaJiy, brand promi e is an attribute common 

to 'Parent' brands. Herein. the brand may br adl stand for uality Perforrnanc Trust, or Fal e 

promi s. 

lobal br nd is on hich i per i ed t r fleet the am t f aJu around th world. lo aJ 

brands tran cend their origins and create tr ng enduring relation hips with c nsumers across 

countrie and cultur s. They ar brands sold in international market . 
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C APTER TWO 

LITERATURE REVIEW 

2.1 Introduction 

Thi chapt r presents th literatur review th conceptual ram w rk and the empiri al revie . It 

also pr the ummary and ap to b fill d w ll. It co rs ,., rk b holar and 

write and as carri d ut for a peri d ofnin month fr m July 2010 to March 2011. 

2.2 iterature revi \ 

In th beginning there was the n and th image. The fir t humans had n language at all but they 

certainly had signs and image . e w r able to u mimi ry and ge ticulation by \! hich other 

humans could recognize their fe ling · contentrn nt. di c ntentment, anger joy irritation fear or 

aggr n. ommunication began \l ·th the kinds of sign and image . They saw a head, two eye 

two ear a nose am uth and r ognized a p rs n. ulture also b gan with the e kind of image . 

igns and image all human t immediat ly expre th ir thoughts, feelings and to generalize 

and share these with others (Ed. J. Wiedemann 2004 . rom sign grew writt n language but th 

image remained· they could not b replac d. {mages and igns ha e played a part in shaping us. 

More and more images wer found in ord r to r present, distinguish and define human culture to 

int grate oth r int n s own ulture to r uade or ubjugate them. mong them are the cro s, 

the ere cent mo n and the tar of Da id. People painted their own dies or shields in order to 

differ ntiate them I e from th ir enemie in battle. Pe pte used emblems and standards so that 

ev ryone knew where they were marching. ut of prime al tribal ign came ymbols of power. 

Feudal igns became national ymbols. There wer banners and flags national emblems and 
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n tiona! I urs. the tri lor or th wt The e \ er lasting pr till 

etTe tive today. inc u n e in the appr pri t ym 1 v.: are immediat ly remind d of that 

v.hich w as ociate with a pa.rti ular nation religi nor culture. ymbol ha the p wer to stimulat 

the imaginati nand r all ima e , experien 

and into th present. 

and fi Jjng in ur mind fr m out f ur memory 

People con antly need alu and image thr ugh which th y can r cognize them el e and e 

r presented. They do thi through a feeling of a ciation or di a ociati n with oth rs. 

Today it is increasing brand that offer these kinds of alues and ideas. Jn th place fold symbols 

modern logos now stand Ed. J. Wi demann 2007). Who er wears a brand whoe er id ntifies hi 

or h r If with a brand place his or her intere ts. hi r her yearning his or her indi idual 

world i into a larger context. ln economic and social t rms brand ha e therefi r tremendou 

pot ntial. Brands are image and ideas in the mind. The mom nt \! e are shown a brand, an internal 

film begins to play in our minds. W ee a tar in a particular fonn and we imagin a particular car. 

The star reminds us of other image , experience \! e ba e had, of dream , of a lifestyle of luxury or 

perhap of a remarkable dri ing experien . The star e okes within us the imagery of the brand 

images of a product its performance, its en ironment, i communication and its prestige. The e 

kinds of images are tored in our mind. Th yare creal don a daily i , through the way in which 

the brand presents itself and how it is c mmunicated to us. The images are forms of identification 

and they are controlled. The. are offered to u and we a c pt them. 

The brand is a promi e. It i a fi rm of cxpr ion. When we ee a brand we recognize immediately 

what' o special a ut it. The appropriate images form in our mind . The brand recalls them for us. 

The brand is the m dium. it i the proje t r \ hich play u the film and is also the creen on which 
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the imag _ It is a , . I for imaginati n iedemann. 2 07 . Brands are pow rful becau e 

the images whi h th y r call promi us omething. Brand identit c m into being h n there i a 

c mmon ovm r hip of an organizational phil ophy that i manifested in a distinct brand cultur 

the brand personality. Brand identit i ften iew d as being c mposed of thre part : 

• Brand d sign mark . ymbol . et .) 

• Brand commurucati n ad erti ing public relation , information, etc.) 

• Brand b havior (internal alues, norms etc.) 

Brand identity has bee me a univ r al techniqu or promoting companies and impr ing corporate 

culture tuart et al 1994 . Recent} orporate identity an Riel 1995 . has been d fined in a new 

way based on the general organizati n theory. Thi definition regard identity as a result of social 

interaction: it propose that it is the way corporate actors (actors who perceive them elves as acting 

on behalf of the compan make n e of their company in ong ing social int raction with other 

actors in a sp cific cont xt. This iew is al ad anced by lins I 95) who p it that corporate 

actors construct different identities in different contexts. 

orporate visual identity plays a ignificant role in the way an organization pre ents it elf to both 

internal and external stakeholders. ln general terms a corp rate isuaJ identity expresses the values 

and ambitions of an organization i businc . and i characteri tic . Four functions of corporate 

visual identity can be di tinguished (Knapp et al 2001). First, a corp rate visual identity provides an 

organization with isibility and "rec{)gnisabilit ''- econd, a corporat visual identity sym olizes an 

organization for external stakeholder and h nee contributes to its image and r putation chultz, 

Hatch and Larsen~ 2000). an den Bo ch. De J ng and I ing (200 explored possible 
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relati nsbip tw n rat i ual identity and r putati n. Th ) con lud d that o rate i ual 

identity play a role in rp rate r putatt n. 

Third, a corporate i ual id ntity expres e th structure of an organization t it extern I 

stakeholders, isualizing i coh renee as w 11 as th relation hips et\ een di ision r units. 

fourth. internal function f corp rat visual identity relate to mplo e ' identification with the 

organization as a whole and/or th pecific d partrnents th work for d pending on th corporate 

visual strategy in this re pect . ldentificati n app ar to be crucial for mployees and corporate 

visual identity probabl pta s a mbolic r le in creating such identificati n. pecial attention i 

paid to corporate identity in tim s of organizational change. nee a new corp rate identity i 

implemented. att nti n to corporate identity related issues general! tend to decrease. However, 

corporate identity n eds to be managed on a structural basi to be int rnalized by th employees and 

to harmonize with future organizational de elopments ( lin 1989). 

Efforts to manage the corp rate vi ual identity result in more consi tency and the c rporate visual 

identity management mix hould include tructural. cultural and strategic aspec . Guideline 

procedures and tools can be ummarized a the structural asp cts of managing the corporate isual 

identity. Employees Dugay 20 0 , need to ha e know) dge of the corporate visual identity of their 

organization. They n ed to not only know th general r on for using th corporate isual identity 

such as its role in enhancing the i ibility and reconcilability of the organization but al o aspects f 

the tory behind the corporal isual identity ( ruart. 1999). While upporting this view, this 

researcher wishes to point to p cificity. A small group of expert graphic designers can provide 

leadership on i ue of brand identit becau e it i their job. ot all employee could or n ed to 

know this. Further Bromley 200 l it ms to be important that the organization design team 
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mmuni at th trat the brand ·i ual id ntity. a hi t ri al ba kgr und o brand 

ntit . 

2.2.1 Br nd ld nti : The r. phi ppr a h 

riginall,, brand id ntit was n nymo with organizati nal n m ncl ture I g , company 

hou e tyle and visual id ntificati n. Man rand id ntit pra titioner had and ha their r t in 

graphic de ign and und r tanda I a good d a1 of importanc wa a igned t graphic de ign. 

uthors cont nd that graphic d ign r ha n huge! influential in two regar , in that th y 

articulated lh basic ten t of brand id ntity fi rmation and managem nt and succe ded in keeping 

the ubject n the agenda f nior managers. otable with r gard to th latter i lin 197 ) who 

classified i ual identity into thr e main type · monolithic nd r ed and branded. His obser ation 

was u d b organizati ns to reflect an rganization's tr teg , branding and communication 

policie . 

2.2.2. Brand ld ntity: h Jntegrat d ommuni ati n ppr acb 

The realization by graphic d ign r and marketers of the efficacy of consistency in isual and 

marketing communicati ns led to a numb r of author arguing that th re should b consi en y in 

organizations should communicat effe ti I a ut lh ir rvic and produ t v ith all f their 

stakeholders pointed ut the breadth compl xity, and importanc f corporat communications. 

Accordin to Van Ri 1 implicit in mstein' 1986 comments and th e mad by Grunig (1992), 

is that th corporal c mmuni ti n mix and i manag m nt i fundamentally different from and is 

more complicated than. the mark ting communication mix. This re archer supp rts this statement 

as it relate to design of corporal identity. 
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2.2 Brand Id nti : h lot rd · ciplinary ppr h 

tarting "'ith I ins ( 197 and foil " d b Birkight and tadler 19 0 the understandin of rand 

id ntity has graduall br ad ned and i n v. tak n to indicat th ' ay in which a pr duct' identity 

i r eal d thr ugh beha ior, communicati n , wll through mbolism t internal and 

ext mal audi nc . B th academic and con ultan ha r alized that defining identity can be 

problematic. Increasingly academic a know1edg that a brand identity refers to a pr duct' unique 

o it de el pm nt. 

oday it's commonly ace pted that tr ng brand accelerate bu ine p rformance with the power to 

lift companie their pr du t and en,ices from ob curity or comm dity status to p ition of pre-

m.inence in their mark tpla es. ''Brand" is there ognition and personal connection that form in the 

hearts and minds of your customer and other ke audienc through their accumulated e perience 

with your brand ate ery point of contact. Ideally the brand that m rge is a po iti e one leading 

to trust, loyalty and ad ur ffering . in reasing shareh lder alue and establishing long-

term advantage in the marketplace. 

2.3 Conceptual ram work 

Branding is not simply a marketing term or a deli erable: It is a di cipline though it is ometimes 

perceived as one of tho e my teri u area , like Tai hi or atin per us ion where you need a 

fundamental almost pirituaJ und r tanding before ou dar to list it on your bu ine s card. 

Branding is certain! n t a log , r marketing or ev n a o iti ning tatemcnt. It is a foundation 

stating who you are what your as ociation i what ou offer to the world and how your audience 

should (or does) percei e you and it all cente around the increa ing nece ity of mind hare and 

conceptual ownership. ithout it organization will find it more and more difficult to survi e. 
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2 . .I ban in Brand am 

Brand nam and I go ar promin nt m an to ommuni at brand id ntit to c n urn rs (Aaker 

1 6· Hend n and ote 199 · himp 2003 . Re ear h n brand nam h be n pur d for v r 

0 years ( ollin 1 977· ardn rand y 1955; Miller et al. 1971) and has Jed to a wide body of 

kn wledge. Brand nam charact ri tic and th ir efli t on eith r m m r r anitud have been of 

primary im rtance for re arch r fi r a long tim (Wank ·t al. 20 7). Although I promin nt 

this stream of re earch h al o in e tigated brand logos as a means of enerating po iti e consurn r 

r ponse to th brand Henderson and ote 1998· Hender n ct al. 2003· Hender net at. 2004; 

Klink 2003 · Pieters and ~ edel 2 4 . 

Although cholars hav begun t in e tigat reasons and ' ays to increase con i tency between 

brand name and togo ttoml y and Doyle 2006· Hend r n et al. 2004· Klink 2003) w till 

know little about th etTe ts of rand-logo consi tency n consumer brand attitude . The Jack of 

research on brand nam -logo c n i tenc is omewhat urprising be ause consi t ncy has been 

studied in numerous th r marketing fields. uch diverse fields as advertising proce ing (Kellari et 

al. 1993), brand extensions Czellar 2003 or integrated marketing communicati n himp 2003 

ha e be n tudied through the len of c n ist ncy effi t . ince it is proce d more d eply 

incongruence has be n recognized as exerting a po iti e impact on recall and rec gnition nnava 

and Bumkrant 1991 . 

onceming brand anitud s, re ult are mixed. n the one ide, con i tency of a rand id ntity has 

been shown to ha a iti e impact on attitude. This c uld be epitomized by int grated marketing 

communications. wh re rand el ments " h uld talk with a ingle oice" to con umers in order to 

enhance brand attitud himp 2003, p. 1 ). n the other ide, m derate incongruity effects have 

--------
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n h wn to M\' a iti\' impa t on attitud as well amp 11 and 

Le y and Tyb utl9 9 . 

E •tant re earch ugge 1i ur major v a s to in re the nsi tency b twe n brand Iemen . The 

fir t r fe to lingui tic characteri tic , iospir d b the em inal work f apir (I 929 on und 

symbolism and r earch in brand naming ollin 1977· Klink 2000. 2001· Van den Bergh I O· 

Yor ton and Menon 2004 . Resear hers have uggested that linguistic cbaract ri tics are abl to 

confi r inherent brand m aning to brand name . Klink (20 I demon trated that brand nam ound 

can communicate different information uch as ize, weight or speed. Therefore some logos are 

m r suitable than other , depending n pecifi brand nam characteristic . 

econd, Figurati enes of logos increases the coherence in communication sign . Logos which 

vi uall represent the brand nam enhance con i tency. F r in tance th "Jaguar" brand name and 

the logo of the compan) , repre ntin a jaguar in mo ement effecti el • illustrate a figurati brand 

name.Jogo dyad. 

Third design cbaractcri tics like typeface can communicate impre ions about the brand image 

(Henderson et al. 2004 . More than eighty y ar ago, Poffi nberger and Franken (1923) as ciated 

fon with product cat gories automobiles building materials coffi , jewelry, and perfum ) and 

adjecti es cheapne . dignit , nomy luxury, trength . The conclud d that fonts do have 

different le els of appr priatene . More r ently D yl and Bottomley 2004) inve tigated the 

consi tency etween fi n and brand name. h found that wh n brands were in an appropriate 

font, they were cho n rn · ce as often as when they were not. 
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2 . . 2 D ign I m nt 

D ign in olves a num r f imp nant con id ration ranging from th sp cificati n of product 

compon nts and functional con em to th external and a th tic asp c of the pr du tJ packaging 

pro iding brand-consum r t uch p int . !though there i a range f w rk that addresses d ign 

is: u , it doe not yet ompri e a u tantial, well-formulated bod. of research ryzer 1999). 

Relevant work is scattered among the p ychology perception, miotic , human factors marketing 

and industrial de ign literatures. as weU as th r . This i in stark contrast to the significan e 

anached to pa kaging de ign b orne research r and particularly managers. urve ing enior 

marketing mana ers, (Bru e and Whitehead. 19 8) report that 60% of respondents consider design 

the most important d terminant of new product performance wbil price is listed b only 17%. 

imilarly an analysis f the performance of 203 new product reveal d that product design was the 

mo t important determinant of sale success ( ooper & Kleinschmidt 1987). his evidence is 

further sup rted by re arch showing a high correlation between the design quality of isual 

stimuli and financial p rformance of the company (Hertenstein Platt, & Veryzcr 2005· Wallace 

2001). 

Consistent with this p rspective trade journal uch as randWeek BrandPackaging, Beverage 

World and Promo identify everal managerial trends sugge ling a growing brand communication 

role for packaging. Indications f these role include an increase in nondurable product buying 

decisions at the stor helf a r duction in pending on traditional brand-building mass-media 

advertising and gro" ing managerial recognition of the capacity of packaging to create 

differentiation and identification of r lati ely homogeneou consumer nondurable e.g. Bertrand, 

2002 · pethmann 200 . 
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thor ugh re"ie\ of th literalur on pa ka ing de ign re eal that ther ar n meaningful 

guideline for de eloping holisti packaging de ign. While not restricted t wine marketing thi 

1 ck of guideline may lead to packaging designs that fail to achie brand managem nt obj cti e . 

For example r ports on \! ine brands su h as Fetz r changing th ir pa kaging typically di cuss the 

brand image or the es ence that managem nt hope to c mmunicate through the new packaging 

design (Caputo 2005 . Marketers charg designer with the task f de eloping appealing product 

' 
packaging that communicates de ired brand image and corp rat identity (Fir tenfeld, 2005; 

Macka 2005· Teichgraeber, 2005). requently creati e and advertising executive develop 

packaging design that th belie e communicate the brand identity b t based on past experience 

and intuition. 

Do th se packaging design de eloped using executi e experience and intuition effectively 

communicate the desired me age? Consumer fi dback is infrequently obtained· in rare ca es when 

it is, it is mo t likely t be qualitati e u cus group fi dback. Yet the implicit assumption of a 

homogeneous buyer r ponsc to a de ign is highly unlik ly. More likely. a range of responses and 

trade-offs exist between de ign elements and response that brand managers mu t con ider when 

developing communications. Thus guid lines are needed to as ist packaging design stakeholders 

(e.g., product marketer de igners, packaging manufacturers) in managing the range of brand 

impressions created through their de ign choices. To develop and refine meaningful guidelines for 

brand identity design electi n, this re earch outlines an empirical in estigation 1 to identify brand 

identity de ign elemen that t capture con umer attention , and 2 to determin how tho e de ign 

elements ar related to re pon e dimen ion in terms of perc i ed brand identity and blu band-

specific brand impre sions. 
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Th extent to whi h a brand i attra the. fav ra I , and di tin ti Kim. I Ian and Park 2 0 I) h 

r the brand ucce . F r example. nzaJez-B nit . Martinez-Ruiz, and 

ollaD cal (20 8) d ument th itive r lati nship b tw en brand attracti ene and market 

share, as ' ell as. betw n brand attra ti en and pri . W igold, Flu er and Fergu n 1992) in 

addition to suggesting th po iti relationship between price and brand anracti en r port the 

int nti n. Ba ed n 

the evidence, it can b argued that cu tomer ar likely to be drawn to n attracti e brand d pr duct 

and are willing to pa m re ' h n purchasing th producL 

Drawing from interp r nal relati n hips literature Haye lford il rand York 2006) argue 

rna influence th relation hip b tween con umers and 

brand in meaningful and predicta 1 manner . Their study r ults indicate that consumer percepti n 

of a brand can ha e an impact n th ir opinion of the de irabilit of the brand a a r lationship 

partner. Further th relation hip quality appears to b dependent, t 

percei ed attractivene s. 

me extent, n the brand' 

Given the important r le of brand attracti ene s as discu ed far, it is pi otal to e tend the curr nt 

literature by examining if diffi r nt dimen ion of brand per nality may have dif[i r nt impact on 

brand attracti ene . rom a managerial p r p ctive the re ults of thi re earch que Lion will shed 

Light on how to manage brand per onality of a consumer pr duct to achie e the de irable level of 

brand attracti ene . 

2. Produ t ' aren 

According to Kell r (2003 . brand av aren c nsi ts of rand re gnition - the ''c umer's abilit 

to confirm prior xp ure to the brand when gi en a brand as a cue· - and brand recall -the 
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"consumer's ability tor trie the brand form mem I') wh n •i\cn th r). th n 

fulfilled b tb categoi). or a purch e or u iru ti n a c t · 

perc ptions and taste: ·p pi like th miliar an 11 rts ot d ttitudc 

to items that ar familiar t them' ak rand J a him thal r _ 

Brand awarene s refer to the trength of a brand pr nee in th on um r' mind aker. I 

p.IO). It is a measure of th p rcentag of the targ t market that i aware fa brand n e (B 

a1 1995). Marketers can r ate awar n ss among their targ t au ien e through r pctiti ad rti ing 

and publicity tryfom et al .. 1995 . Brand a arene can pr id a h t of c mpctiti e advanta e 

for the marketer (Aaker 1 6 . Brand awaren s renders th rand y.,ith a ns off: miliarit} ~~thile 

name awarene can be a ign of pr nee. commitment and ub tan e. The ali nc a brand will 

decide if it is recalled at a key tim in the purch ing pr c s and Brand awaren ss is an as et that 

can be inordinately durable and thu ustainable. It rna e e ·tremel difficult to di I dge a brand 

that had achie ed a dominant awar ne level. Brand awar n is vitally important for all brand 

but high brand awaren without an under tanding of what sets n part fr m the comp titi n 

does one irtually no g d ak r 1 96). 

Organizations can gen rate brand awarene . firstly ha ing a br ad ale ba e, and econdly 

becoming skilled at operating out ide the normal media channels aker, 1996 . Brand awarene is 

measured according t the differ nt way in hich c n umer r member a brand which may 

include brand recogniti n brand r call, top f th mind brand and d minant brand aker 19 6). 

Aaker study on brand awarene 1991 enlighten on thi th ry of rand equity integral part 

that is brand awarene . His studie had profi uncU covered petite asp c of thi t pic clarifying its 

purpose of eing there and why it has b en important t the rganizations which are in esting a 

- -
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lot in the brand hare and it alue. Thi tart r m th initiati n int of hrin in 

con wners about the rand in the market until it triaL d pti n and r -pur ha lh 

aspect which has been co red thoroughly. Brand awaren ela rat d furth l.h apa it) 

con umers to recognize or remem r a brand. and th re i · a Jinka bet\: een the rand and th 

product class, and the link d s not ha t b pr c 

brand is just known to a I 1 when th consumer have put the brand n a high r rank the brand 

becomes the 'top of mind ak:er, 1991 . 

Brand awarene con ists f brand rec gni6on and r call p r(! rman . Brand r nition i r I ted 

to con urners ability to c nfrrm pri r xpo ur t the brand when giv n th nam a cu . rand 

recall relates to consumer • ability t r trie e the brand hen gi en the pr duct categ ry. th ne d 

fulfilled by the category r orne other type f prob or cu 0 lak. 2 

The reason for studying brand awareness is to under tand the important role it play in con umer 

decision making perceived value and onsumer loyalty. Fir t it is imp rtant that consumers think 

of the brand when they think about the product category. Raising brand awarene in re e the 

likelihood that the brand will be a m mber f the consid ration set aker et al, I edungadi 

1990). which are the handful of brand that recei e eri u c n ideration fi r pur base. ec nd 

brand awar ness can affect percei ed alue and decision a ut brand in the c n ideration t. even 

if there ar essentially no other brand as ociati n . 

2.3.4 Product uality 

Generally speaking p pie bu pr ducts to sati fy need and wan . That is, con umers would like 

to obtain a mixture of utilities when the pr cure items for con umption and different cu tomer 

seem to acquire a ariety of benefits from the arne kind f g od . In order to supply the ben fits for 
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consumers mark ter ne d t sue e fully in rp rat the c m n nt that n titut produ t. 

e components include ··pr du t eatur qualit . d ign. brandin and p ka m and 

customer service urcha 

product does what it is u 

rvice 

ed to do defin d by the 

r fers t 'h \ well a 

rd n. et aJ 20 1). 

The concept of product quality can b analyzed under two main di obj ti e 

quality and the percei ed quality (Brun L _005 . ~ cti ' quality refer t th technical, 

measurable and verifiabl nature of pr ducts/ rvi c , pr r 

percei ed quality refer t th consumer 'vatu JU gmen r perc ption of qualit . The con pt f 

quality, or more exactly the p rcepti n of quality, aries dcp n ing on a range of fact r uch as lh 

moment at which the con umer mak th pur ha e r con ume a pr ucl, and the plac wh re it i 

bought or enjoyed to name but a few. uality can, then bed fined in t rms ofth m ment at which 

the consumer receives information or cues ab ut the characteristics the product while shopping 

for or con uming it Becker, 2000). Thus con umers aluate the unctionality r utility of the 

product on the basis of th ir need . 

In 1994, Deming stated that a necessary ingredient for impro ement of quality is the application f 

profound knowledge erning, 1994 . Lots f lit ratur ha identified quality a a core content 

respondent variable ( dam and wamidas I 9 9· ont ya-V ei and alan ton I 94 . Different 

definitions have been derived from different iewpoints. he most common definition of quality can 

be regarded as excell nee. alu , conformance to specification • and meeting or exceeding 

customers expectati n . ctuall . defining quality is r diffi ult it in olve lran lating future 

needs of the user into measurable characteristics. o that apr duct can be de igned and turned out to 

give satisfaction at a price that the user will pay (Deming 1986). r example a quality a peel of 
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P peripherals can be the arranty rvi er 1 re. th arr {) un u n th 

peripherals is b don th appraisal that the brand i relia lc. c 1ci ntl) carri out i rfom1anc 

qualities and meets the s rvi expe tati ns m 1 r. I 7 . 

Th re are om more d finiti n for pr duct qu lily. Juran (I d fin qualit. fitne r 

purpo e and fitness for u e· he emph ize th imp rtan f qu lit ' in every te f th pr duct 

d elopment cycl and al ng the alue chain. ro b) 19 I give th definiti n f quality 

conformance to requirem nt . D ming 1994 uggests thr e wa impr quality: through 

inno ation in design of a product or ervi . throu h inn ati • and through 

improvement of existing pr ce se . 

Quality has been typical! regarde a a key trategic comp n nt of c mpetiti e d anta e and 

therefore, the enhancem nt of product quality h en a matter of prim concern and to finn and 

to the management of ace unting literature aniel et at.. 1995· · lynn et a!.. I 95· Foster and 

Sjoblom 1996 . Product quality h recentl been portrayed in t nn f product de ign and 

customer requirements ( lynn et al. 1994· Re e and ednar, 1994; Lynch 1999 . The emphasi 

on quality during the 1980s came ab ut as a r ult of rapidly changing cu omers in terms of their 

number ne d and pur basing attitudes. fall the tangi I fact r that affect cust mers opini n 

about a firm s quality efforts the quality of the product offered by th firm i among th mo t 

important Hence, it would eem piau ibJe fi r manager to think that: product quality should be a 

major focus of quality ffort · and cu tomers' iew of th firm' produ t quality will equal to the 

managers perception of th ir firm product quality 

Recent research show that a brand s mark t hare is largely dependent on the degree t which 

retailers are successful in communicating a brand's qualit rath r than a low price imag to 
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onsum (Richard on et al.. 1 4 . Ind ed r arch r n " n t th t th minimiz d pri c nn t 

alwa s hold significant pr di ti e p w r in incr a in th 

word the brand's mark t hare at th aggr gat mark t le\ I ( h. 19 6. 

nowadays is the extent to which manufacturer uc e ful in n in i(lg consumer that lut 

level of real quality bas b n maintain d by th brand or it' qual it) I I i mewhat high r than 

other a ailable brands (H hand Ban rji 1993 · Ri hard n •t aL 1 ). 

At present the manufacturers term th ir inve tm nt in high quality pr du ti n a f the key 

'eapons to increase the uyiog ability of th anufa turer aJwa h t incr ase 

perceived quality ariati n in brand choice. If manufa tur r ar iding a high 

quality level then it is likely that th y will be u ce sful a r the entire market r gardle of the 

initiatives taken by the l wer quality brands. Th ass iations relat d to the functional qu lity 

repre ent a greater degr of abstraction than the other matters, and are more acces i ble and 

remain longer in the consumer' mem ry Cbatt padhyay and Jba, I furth r pecific fcatur 

of the functional quality i that the ha e a p itive nature, that is th great r the brand vatu , the 

higher the quality. For th e rea n quality i expected t give aluable re ul if it i prop rl 

maintained. 

2.3.5 Brand Devel pment trategy 

A brand strategy can b thought of as the tran lation of the bu ine trategy for the marketplace 

(Osler 2003). It define the manner in which the offering will pre ent itself to th marketplace 

which will in tum influence the way in which target d cu tom r think of offering - creating the 

brand's image. Aaker 2 0) has pr ided guidance on rand strategy and the imp rtance of brands 

to both build customer 1 yaJty and t gain internal fficiencie . rands creal differentiation for 
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ustomer and th y al o can h lp th 

tivitie . 

Branding or brand strategy focuse 

Branding creates alue thr ugh th 

promise) backed by a p iti e 

mpan ain cffi 

n the u e f brands t a hi th brand own r ' obj cti e . 

f a compelling and r {th bran 

rien th brand . perience) that ' ill ati fy 

customers and encourag them to r turn. Thi provid an fi r ullding brand 

relationship , which in turn deli err p at bu ine , allowing th busine t har premium price , 

consolidate the brand po itioning and make it m r difficult [! r c mp titor to launch a chall ng . 

The branding process influences consumer behavi ur, create har h ld r alue and uil the alue 

of the brand to the busine or its brand equity aker. 1 ay. M. J. 20 6 . 

The increasing importanc of corp rate brand e greater emphasi n aligning what 

an organization sa s belie es and d s or, to put it anoth r way, int grated brand, c mmunicati n 

and experience strategie (Merrilee . . Miller. D. 2008). he leading brand con ultant emph iz d 

the importance of clear bared and owned brand value ; through hared value th r is a great r 

likelihood of commitm nt internal loyalty, tearer brand und r tanding and c nsistent br nd 

delivery across all stakeholders. M rrilees. and Miller. . 200 uggest that an imp rtant 

means of strengthening the corporal brand i thr ugh th reduction f the number f ub-brand . 

According to Hogan 2 05: I 1 . sue essful brand builde re i tin e ting too broadly in their brand. 

Rather they identify and spend heavily only n the interaction th y kn w will hav the mo t impact 

on re enue growth and profitabilit . Hogan identifie four principl that leading brand builder s 

use that set the conditions for the cu tomer experienc that matte the most to th m. The ar : 

identifying the most important cu tomers, fi cu ing in e tment on the customer t uch points that 
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\\ill doth most to rai e pr fitable demand. etting rcali ti a1 fi r impl m ntati n an tantly 

re i iting their performance. 

Kotl r and Keller (2006: 2 6 are of th ie"" that th randin tratc ) for a finn refl lh 

number and the nature of common and di tinctive rand el m n appli d t th ditli r nt pr du 

sold b the firm. Th deci ion on ho to brand n w pr du 

introdu es a new produ t it has three main ch ice : de el p n w brand lement , appl me fi 

existing brand elements or u e a combination of n wand e i ting brand clem nt . 

Kotler and Keller (2006) utline that nee a finn d cide t rand i pr ducts or r icc , it ch 

from four general strategie , nan1ely: indi idu J brand - a maj r d antage of individual name 

strategy is that the company does n t tie it reputation t th pr duct; a blank t amil name -

development costs are less ecause ther is n n d for 'nam ' research or exten ive ad erti ing to 

create brand name recognition: a eparate family name for all product - this should not be used 

when a company produces quite different pr ducts· a corporate name combined with individual 

product names - the company nam legitimize and the indi idual name indi idualize the new 

product. 

Ojasala atti and Olkk n n (200 outlin a four t p proc that can b u ed for brand 

development. These step ar as follow : 

Intelligence gathering 
The intelligence gathering phase pr vides pp rtunity t gain und r tanding a ut the brand's 

situation and pro ides the info:rmati n nece ary for devel ping the brand strateg . 
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Strate • 
Tb trat gy phase of brand building ntail th rganizati n· d ming th brand' promi , 

personality. attribute and me age. Thi h uJd refl t th r al char t r. n t th nc cing ired 

to whil simultaneous! all wing for de elopm nt. Th d guid d rand 

vision the core purpose of th brand and the d finiti n of th utur c ofth 

positions the organization in th market and guide th d el pm nt f brand 

marketing communication. 

Commrmicatum 
Ojasala et al. 2008) are of the view that the c mmunicati n hase i where the strat gy i r ught 

to life. All expr ssions of the brand are cr ated and c mmuni at d to xt mal and internal 

audi nces. Marketers will attempt to defin the impre 1 n they aim to cr at in the mind of 

customers with the brand. They will also e aluate the opti n a ailabl to create th impre ns 

in tenns of marketing communicati n alternati . At certain time th external c mmunicati n in 

th process is emphasized with less emphasi being placed on the organization· internal 

communication. ssentially day to day proce e the management y tern and the c rporate culture 

must support the branding trategy. ~ mploye of the company form th interface tween a brand's 

internal and external expr sion and play a key r 1 in d tennining th percepti n cu tomer have of 

a brand. Therefore the brand's identity shouJd communicated t employee a hould the way in 

which different forms of communication r fleet the identit . An imp rtant el ment in the brand 

building proce s is a r lati nship which form l\i een th cu t m rand the brand. 

anagemeot 

The management phas entails sustaining and d 1 ping th rand further. This requires 

organization- le el commitment, time and intellect. It i al o nece ary to en ure a r turn on the 

company's corporate image in e tment. A g d management tern is needed to mea ure the 
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fe with th 

produ ts and service an organizati n pr vid mpan ·ing th mark ting pr gram . Brand 

building responsibility hould be at a high l \ lm c m anie . .1 11 tafT h w \er ar r 

de eloping the brand furth r in their wn activili and u t mer nta t . 

2.4 Building and d li erin fa rable imag 

Recently there ba been a gr wing int r t in th impa t id ntity p r p cti on pr duct 

branding (e.g. Kone nik and artner, 2007~ K n nik and 200 ). Park and P tri k (2006 

empha ize the meaning of identity by ugge ting that pr du t br nding trategie would effective 

if a product is underg ing a r d finition of identity. ai (2 02 argues that brand identity i a critical 

missing link between branding an image buiJding· image buil ing do not c nsid r brand identity. 

As a theoretical contribution of thi study the c rp rat branding discu ion as a who I can benefit 

from holi tic insights into plac randing and pecifically t d tination branding. Branding-r lated 

concepts will be clarift d when the identity per pective n branding i e amined. 

EmpiricaJ studies e.g. Moilan n, 2008 ha e h wn that practitioners ha e often understood 

destination branding from a branding identit per p cti e. A rather nan w under tanding of the 

brand as a nam or a logo, has een mphasized in the di cussion a ci and Kozak 2006). 

Moreover as Cai 2002) pointed out, another unclear conceptualization is the distinction between 

image building and branding. ne may questi n does differentiating th m benefit u ? omelissen 

and El ing (2006) argue that thu energy fr m y tematic empirical re earch on image-related 

topics is wasted. Arguabl , were discu ing the arne ph nornenon of building and deli ering 

fa orable image but it i im rtant her c nsider how the acti itie and operation of the e 

touri m marketing operations ar c nducted. 
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Con umer ba d brand equit 

Thi review bas identifi d dimension of brand identit fr m lit ratur and pr ide lh 

necessary depth and br adth of und andin f brand id ntit and Jt m ur . Th one ptual 

framework developed i u eful for examining th contributi n f brand name. brand awaren 

percei ed product quality and design elemen t rand identit and brand I alty. lL i imp rati e t 

know hov much quity a brand command in the market as uilding tr ng rand identity i a ery 

successful trategy .{; r differentiating a pr duct I rvice fr m i comp titor aker 1991 . 

Although brand identit and loyalty cann t uilt in short t rm. it can be built in long term 

through carefully de igned marketing acti itie . 

Cobb - Walgren w re the pioneering researcher to measure c n umer ased brand equity on the 

conceptualization of( aker 1991 and (Keller 199 ). The e re earcher treated consumer ba ed 

brand equity as asset of four dimension , iz. brand awarene s, brand a iations, perceived quality 

and brand loyalty. inha et al (2000) and inha and Pappu (199 ) measured the con umer b ed 

brand equity in a similar fashion but used Ba esian model. Yo et al used confirmatory factor 

analytic methods to measure consumer ba ed brand equit . H w ver Yoo et al treated on umer 

based brand equity as a three dimensi nal construct combining brand association and brand 

awareness as one dimension. 

Yoo and Donthu (200 1 were a1 o the first t de elop a multidimen ional scale for consumer based 

brand equity and test its psychometric propertie . These re earcber howe er observed only three 

dimensions of consumer based brand equity imilar to Y et al (2000). Yoo and Donthu (200 I) 

consumer based brand equity cal was later alidated b Wa hburn and Plank (2002 .Howe er 

both Yoo and Donthu (2000) and Washburn and Plank (2002 have acknowledged the cop to 

improve the method of ensuring con umer based brand equity. 
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for empiri a1 tudie n d t b f th rand equit .. Diffi r nt dimen i n 

of rand equity ar lik 1 l ha int ra ti e t . F r e ample, m dimen ion might fun ti n 

antecedents to con equence v ith r d identit m asur on the 

b i of the frame\ rk de lop d wi 11 apitali1 th full ran fall the 

different kinds of infi nnation in ol d n th dimen ion . 

2.6 ummary 

Th importance of branding as a im of difti r ntiation and a ur f po itional ad antage i v.: II 

recognized by pr du t oriented organizati n . H w er cultural and recreational rvic al face 

increasing competiti n and their inh rent intangibility. variability and peri hability ugge t that a 

strong brand would b e en mor imp rtant than for product-b ed firms. The literatur n rvices 

branding howe er i scant and m stly c nceptual in natur . n equ ntly, it lacks depth in t rms 

of the dimensions of a services brand id ntity and fails to empiri ally identify critical ante edents. 

This study propo es tbat to compete f cti ely, ervice mu t invc t in brand de el pm nt with 

brand identity at the core. 

Recognizing that brand identity i om thing that need to d ped o er time, thi udy also 

highlights critical determinants of n organization' ability to uild a trong brand id ntity: elements 

of design awar n ss and brand quality. H we er, brand d el pment is a costly ercise. 

Manufacturing sector organization , v hich are pred minantly typically hav a lot of 

internal competition for resource that th may dedicate to brand uilding. They ne d to know that 

building a brand is a worthwhile inve tment. This study aim t empirically erifying whether a 

strong brand identity results in impro ed rganizational p rformance in the cont xt f th cultural 

and recreational s ctor. 
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CHAPT RTH 

Research methodolo 

.l Introduction 

The objectiv of thi tud was to tabli h th a to af[i ctin rand id ntity in manufacturing 

companie inK nya with cific r fercn t lu Band a pr duct f nile er mpany Limited. 

This chapt r explain th pe ific trat gi that ere us d in dat 

answer res arch que tions. It focu e n th r arch d ign, p pulation, ampling t chnique and 

description of the r s arch instrument, data c lle tion procedur nd analy i . 

3.2 Research De i o 

A descriptive research de ign supp ned y quantitati r ar h employing qu tionnaires was 

adopted to in estigate factors affecting brand identity in manu£ turing compani in Kenya. The 

descriptive de ign is description of tat 

importance of this de ign i that it all 

f affairs as it e · t at present (Herve 1988). The 

1i r discr tion n th art of the re ear her t make 

comments and interpr tations in r p ct f th ariable und r tud 

3.3 Population 

The target populations of thi stud wer profe ional de ign r who have firsthand knowledge of 

sourcing ideas for de ign layouts and c n urn rs who happ n to be the end u er of branded 

products. Children from selected airobi wer int rviev ·ed as weiJ as adults in elected 

supermarkets and professional group a h V.'Il in th table 
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abl 3.1 Popul tion f tb tudy 

Cate ry p pul. ti n p r nta 

Children 25 12 

.\dults 120 60 

Profe ionals 5# 28 

T1 tal 200 100 

Source: Author (20 11) 

.4 ample De i n 

Unite er products c n ume are to man and there was a n d or drav in an appr priate 

population to b ampled. he target ampl wa two hundre pie fr m airobi wh included 

children, adults and brand professional in the ad rti ing ag n i as well a the organizations 

employees. From each tratum a ampl f 36% of participants was elect d. Thi nurn er 

conforms to the wid ly held rule of thumb that, to be repfl entati e, a ample sh uld ha e thirty 

(30 or more test units Wayne and T rrel I 75 . Th study u d thi technique in rder to en ure 

that every unit was r pre ented. They ar summarized in the tab I el w. 

Table 3.2 ampl ize 

Category Populati n Sam pi ofth total 

Children 25 9 

Adults 120 43 

Professionals -5 20 

Total 200 72 

Source: Author (20 II) 
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Data Colle ti n Pr ed ure 

Both primary and e ndary data were lie ted in thi tud ndnry data w 

university librari . b k , joumal . m gazine and w Primary d w 

nnaue to th nd nts in 

person. The participan w r gi en tw da from th tim th re ei ed th u tionnaire to 

complet them. her aft r the re archer 11 ct d all th c mpl ted form for ding and diting 

befor resorting to actual data analy i . There ar her was the nl per n who acce ed th data. 

The key informants re intervie\l ed using emi stru tur d intc.:rvie'' guide. Thi i a li t of 

themes and que tion to be co ered alth ugh th ma ary fr m interview to intervi w. The 

questions may be omitt d. asked in a diffi r nt wa • th order may ar or additional questi ns may 

be asked dep nding on r p nse gi en by th re ndents. b intervi v were tape record d with 

pennission from re p ndents to make it asier to capture the re pon and quotation to be us d in 

the report. This form of data collection nabled the r searcher t clarify certain i u . lt al gives 

the researcher an in depth under tanding f th relationship etwc n th ariabl s b ing studied. 

3.6 Data na l i P rocedure 

After the colle tion of data, before analy i , all the qu tionn 1r were checked fi r c mpletenes . 

The information was coded and analyzed u ing de criptive tatistics including frequency 

distribution tables p rc ntages and mea ure f central tend ncy u h as mean mod and median 

graphs. tabl s, bar chart and pie ch [i r ase of r ferenc . h results wer pre ented on 

frequency di tribution tables, pi charts and bar chart . imple tabl and cro tabulations v ere 

performed to examine interdependence b tween the variables. 
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CHAPTER PO 

DATA ANALYSIS, INTERPRET TION AND 
PRESENT A TIO 

4.1 Introduction 

This chapter presents the findings based on the research questionnaire and interview distributed to 

the r pective supermarkets. the results and findings are presented and summarized in tables and 

figures. The findings from the respondents are ub-divided into· changes in brand name, design 

elements, awareness and quality of the product. 

4.2 Response Rate 

A total of 200 questionnaires were distributed to the respondents. 150 questionnaires were duJJy 

filled and returned to the researcher. This represents about 77% re ponse rate. Thi survey can 

therefore be said to be successful. The results of the response rate are as shown below: 

• R tur 

N r tumt'CI 

tgure 4.1: & po Rate of respondeD 

( urce: Author 2011) 
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4.3 P r on I Inform tion 

4.3.1 Age 

Figure 4.1 indicates that 52% of the respondent are within the ag range of 26-30. 23% within the 

rang of31-36, 13% ofr pondents o are within the age range of 18-25. and 100/o within the age 

range of 36 and above years of age and only 2% were between 6-17 years. This how that nil ever 

has a diverse range in terms of age. These result however, indicate that the majority of r: pondents 

fell within the age range of 26-36. Children were selected to capture the emergence and use of 

conceptual brand meanings to children. Based on our earlier discu ion of cognitive abilitie 6-

year-olds were considered to be the younge t children who might have enough of the necessary 

skill in place to think about brand name on a conceptual level. 

Figure 4.2: Age Range of the Respond en 

( wu: utbor2011) 

• 6to 17 

18·2S 

26-30 

• 31-36 

Abov 36 
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4.3.2 Gender 

When asked to indicate their gender. The majority 86% wer 11 male wh.il am 14% ·d that 

were male. The women constitute the largest percentage. Thi bo that worn n ar majority 

hoppers in various supermarkets. This also how that attra · ng and retaining mal cu tom to 

use Blue Band is a challenge to the company. 

Ml 

Figure 4.3: Gender Distribution of the pond n 

(Source: Author 2011) 

4.3.3 Highest Level of Formal Edu tion 

This question was intended to find out from the respondent the relation bip between level of 

education and branding identity development on which management can base their decisions. The 

findings were as foUows: Many (38%) of th respondents said th y were coUege graduates 31% 

said they were secondary school leavers 23% indicated that they were in primary school, 70/o said 

they were university graduates and only 1% said they were post graduat . Based on the data above 

it can be concluded that the majority of respondents were college Ieaver . 
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Um tty 

du l 

Figur 4.4: Highest Level of Formal Education of the pond n 

(Source: Author 2011) 

4.4. Period of shopping 

4.4.1 Period of Shopping with the Supermark t 

The respondents were asked to indicate the period they have been sh pping with tb permarket. 

The majority (62%) said that they had been shopping tb re between 1 year and 5 year , 200/o bad 

shopped for 6-10 years while 18% reported that they had hopped for I than one year. This data 

indicates that many of the customers have some shopping experience that can be used to comment 

objectively on their experience with Blue Band Margarin in th market 
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T bl 4.1 P riod of h pping with th up rmark t 

Peri d f boppin p r nta 

Le than I year 18 

1-5 year 62 

6-10 , ars 20 

Total 100 

(Sourc : uthor2011) 

4.4.2 Likin of the arne Blue Band 

In thls question th respondents were asked t ay whether or n t they lik th name lu and. The 

o erwbelming majority 98%) indicated that th y like the nam whil only 2% r port d that th 

did not like the name. the data sh ws that th name is liked by the majority of th cu t mers and 

would be disastrou to change the name int another nam . 

Table 4.2 Liking of the am Blue Band 

Response Per ntage 

Yes 98 

No 2 

Total 100 

rsource: ( uthor 2011 ) 

67% f the childr n said they liked the brand name whit % f the adults also aid th y liked the 

brand name. This general ly how that the rand name app al t both th y ung and ld alike. 
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T b 4.3 Liking of the ame Diu Band 

n Pet"U.Dta -. 
I Adults 33 

I Children 67 

Total 100 

(Sollrce: Author 2011) 

4.4.4 Product Liking 

Th study also sought to establish what the respondents liked about the name of the product. It was 

found out that the majority 670/o) of the respondents found the name appealing, 24% found the 

name unique and only 90/o said the name was short. The data shows that the company has tried to 

make the brand name appealing to the consumers. 

( urc.e: Author 2011) 

Un1qu 

•• ' ~hort 

Ap hn 

4.4.5 eed for Changing the Brand ame Blue Band 

The respondents were asked to indicate whether or not they would like Blue Band to be changed to 

another name and the majority 90%) reported that it should not be changed while 10% said it 
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uld be chan_ed. h finding hov. that a change in nam w uJd not be appr priat . brand 

\\hicb i widely known in the marketpla acquires brand r cognition. One g aJ in brand 

ognition i the id ntification of a brand without the nam of the company present. 

T bl 4.4: ed for hanging the Brand am Blu B nd 

I R pons Percentage 

Ye 90 

No 10 

Total 100 

(Source: Author 2011) 

4.5 Design El ment 

4.5.1 Liking about the design of Blue Band Margarin Package 

When asked to say whether or not the lik the design of Blue Band package slightly o er haJf 

(56%) reported that they liked the design of th package com par d to packag of other margarin in 

the market. What they liked most wa the pr ducts package sizes· col rs used· typography and the 

overaU layout of the package. 44% said th y did not like the de ign of typograph and the shape of 

the package. This data shows that though the design of the package is liked by many people 

something can still be done to improve it. The large number of r pondents who said that they did 

not like the design of the package is indicative of the need to have a fresh look at th d sign with a 

view to improving it in order to make it stand ul from the rest in the mark t. 
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y 

0 

Figure 4.6: Liking about the d ign of Blue Band package re pon e 

( ource: othor 2011) 

4.5.2 Effects of color and hape of package on the perception of Blue Band 

The respondents were asked to report whether or not the color f the package affected their 

perception ofthe brand. Most (62%) answered positively that the color affect their perception while 

38% answered negatively that the color did not affect their perception of Blue Band. Based on thi 

data it can be argued that the color of the product' s package is a maj r con ideration in de eloping 

brand identity. 

Table 4.5 Effects of color of the package on the perception of Blue B nd 

R p1>D~ I y nt 

Yes 62 

No 38 

Total 100 

(Source: Author 2011) 
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lightly o er half (56% of the adult and 44% of th childr n aid th ir pe 

the shape of the package. Bas d on this data it can ar u d th t th ·hap of rh pr du t' p age 

is a major consideration in dev loping brand id ntity. 

Tabl 4.6 Effe(: of the hape ofpacka on the p rc pti n f Blu B od 

Response Perc ntage 

Adults ';6 

Children 44 

Total 100 

( Source: Author 2011 ) 

4.5.3 Preference about Blue Band 

The majority (53%) of the respondent rep rted that they liked the color of th pa kage, 22% 

reported that they liked the size of the product 15% liked the ease of spread of Blue and while 

10% liked the shape of the package. Th study shows that color i a major el ment since it attracts 

the majority of the customers attention. Perhaps the other el men sh uld b improv d to upport 

the total design of the package. 

---------------- -- -- --
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• Co r oft p 

Figure 4. 7: Preferences about the Design of Blue Band packa by pondent 

(Source: Author 2011) 

The majority (890./o) and 11% by children and adults were affected by the de ign re pectively 

Table 4. 7 Preferenc about the Desi n of Blue Band P cka e 

Response P rcentag 

Adults 89 

Children I I 

Total 100 

4.5.4 Design Elements ofBiue Band Package 

The respondents were further asked to tate what they wi hed to be hanged ab ut the d ign of the 

Blue Band package. The majority (68%) of the re pondent said they wi hed the d ign of the 

package to be change<L 24% wi bed that the color of the packag,e hould b changed and 8% 

reported that the size of Blue Band package should be changed The data indicate a chang in the 

package can go a long way in improving the identity of the product . menuoned b th focus 

group, there is need to im9rove the package of Blue band to make it more attractive. 
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1 ble 4.8 D ign elements of Blue Band Package 

,.. What should be changed Pert n 

Size 8 
I 

1 
Color 24 

Package 68 
J 

f Total 100 

(Source: Author 2011) 

4.5.5 Enent of agreement that package design affects brand ideoti 

The question sought to establish the extent to which there pondent agreed that the market channels 

affect the identity of the product. The maiority (56%) of the re pondents strongly agreed that the 

package design affect the product identity, ( 42% said that they agreed that the design affi cts the 

product identity, and only 2% strongly disagreed that package de ign affects the product identity. 

The findings show that the design elements may not be the onJy factor affecting the d velopment of 

the product identity. However, they are a major player. 

2 

56 

42 
( 

Strongly 

•Agr e 

gree 

Figure 4.8: Agreement tbat the p ckage design affects the product ideoti 

( ource: utbor 2011) 
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Braud arene 

4.6.1 ean of kno ing b ut lu Band 

The question sought to find out the mean thr ugh v hich th re nd n g t t ut Blue 

band. As shown in table 4.10 th maj ri ty 70%) of th r p nd nts kn \ ab ut it through 

tele i ion, 18% knew about it thr ugh radi and only 6% knew ab ut it thr ugh nc-. paper. The 

findings show that radio and n w papers a r poor c mmunication media for creating product 

awarene . Targeted advertisements would done through pers nal selling and di plays at variou 

upermarkets to attract more customer to lue Band. 

- ------
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T bl 4.9 eans of knowio b ot Blu and 

I Mean ofknowiog about Blu B od P r nt 

1 Tel vi ion 70 

I Radio 18 

Ne paper 6 

Sales personnel 0 

Total 100 

(Source: Author 2011) 

Tho who said they kn w a ut lue and thr ugh referrals w r r pre ent d y % fth adults 

and 100/o children respecti ely. This is cau mo t f the adult are the n who d h pping and 

di uss products with friend and r lati e when making choic n wh tto uy. 

Table 4.10 Mean of knowing bout Blue Band 

R pondents p r ot 

Adults 90 

Children 10 

Total 100 

(Source: Author 2011) 

4.6.2 Other mean of B c min war of Blu Band 

When asked to sp cify oth r means through which they became awar f th pr duct th 87% of the 

respondents said th y kne about it through visits to the sup rrnark t . 1 % kn w a ut it through 

referrals. 

Table4.11 Other m an of B coming ware of Blue Band 

R poodent p r nt· 

Visits to supermarkets 87 

Referrals 13 

Total 100 

(Source: Auth r 2011) 

-
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.6.3 Liking of the d e · m nt for Blu B d 

On the question of whether or n t th responden liked tb Blu Band adv i 

o erwbelming majority (92%) said they liked it while a mere 8% 'd th did n t lik it Perhap 

tbe advertisement is very appealing to the audience. Th challenge would to tain th appeal 

and turn it to action by actually making the customers buy the product 

av 

•No 

Figure 4.9: Liking of the Adverti meot for Blue Band by the ponden 

(Source: Author 2011) 

The majority (94) of the respondents who said they liked the advertisement was children Md only 

6% were adults. This bows that the adverti ement was created with children as th major 

consumers. 

Table 4.12: Liking of the dvertisem nt for Blue Baud 

Rapoadeats p ta 

Adults 6 

Children 94 

Total 100 

(Source: Author 2011) 
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4.6A dverti ment pp al 

Furth r the respondent were asked t r p rt what th y lik d ut th lu Ban ad erti m nt. 

without which the ad erti ement fail to rn et it intended objecti 

Table 4.13 dverti ement ppeal 

Ad erti ement Appeal p r nta e 

It is comical 23 

It catches the attention of the audience 50 

lt creates interest 20 

It creates de ire in the product 7 

Total 100 

(Source: Author 2011) 

4.6.5 Other 

When asked to specify what else they liked about the ad ert m of the re pondent id they liked 

the music some said they like the informati n content and oth r rep rted that they liked the de or. 

4.6.6 ffect of product arene n product lo al 

When asked whether or not product awaren affect pr duct I alty, the maj rity 90% of the 

respondent confirmed that it affect d pr duct loyalt whit 10% said it did n l affect product 

loyalty. Based on this fi nding it can be argued that pr duct a areness is key in d veloping product 
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lo alty. This is because it creates knowledge in th potential cu om which may lead to d ire 

and eventual and continued purchase of the product. 

Figure Fig 

4.10: Effects of product awareness on product loyalty. 

(Source: Author 2011) 

4.6.7 Extent of agreement that product aw reness affects brand loyalty of the product 

This question sought to establish the extent to which the re pondent agreed or disagreed that 

product awareness affects product loyalty. The majority (73% said they strongly agreed, 18% 

agreed, and 90/o disagreed that the product awareness affected brand loyalty. These findings confinn 

the argument in the literature review that product awareness helps the customers to understand to 

which product or service category the particular brand belongs and what products and ervices are 

sold under the brand name. It also ensures that customers know which of their needs are satisfied by 

the brand through its products (Keller). Brand awareness is of critical importance ince rustomers 

will not consider your brand if they are not aware of it. 
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Tabl 4.14 tent of agre ment tb t pr alty f th pr do t 

D cription 

0 

0 

Total I 0 

( ource: Author 2011) 

4.6.8 ay of impr ving the a~ fBiue Band 

When asked to suggest what the managem nt of nile er can o to irnpr e th awarenes of Blue 

Band the responses were aried and can b ummarized as foll ws: 

• The management should supplement advertisement with p r nal selling and sales 

promotion 

• The management should think of engagin in Corporat cial Responsibility acti ities. 

4.7 Brand Quality 

4.7.1 Liking of the quali of Blu Band 

The respondents were asked to indicat whether or not th y lik d the quality of Blue Band. A 

hown in figure 4.12 the majority (78% said they liked th quality of the product while 22% aid 

the did not like it · quality. The e responses indicate that th rand is doing well in temlS of quality 

but impro ements could be mad to hange the atritud of th who aid that they did not like the 

quality of the product. 
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Fi re 4.11: iking of the quality of Blu Band by the r pondeo 

wu: Author 2011) 

4.7.2 Effects of product quality on loyalty 

This question sought to establish whether or not the quality affected th loyalty of the product. The 

overwhelming majority (92%) of the respondents answered positively while 8% answered 

negatively. The data shows that the product quality is a key factor that affects brand loyalty. 

Customers wish to identify with products that meet their expectation and give value for their 

money. 

Tabl 4.15 Effects of product quality on loyalty 

R po P ruata 

Yes 92 

No 8 

Ttal 100 

(Source; Author 2011) 
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4.7.3 pp al about Blue Band 

\\'h n asked l y \: hat th find appe ling ab ut Blu Band. th maj rit 5 %} id t ·t app al 

to lh m mo t, m thness appeal d t 6% f the re nd nts and 6% id pre tige ppeal to th m. 

th 

tast to d t rmine the produ t qualit . Wh n th qualit i right. then the c t m r are like! 

identify \vtlb th product 

Fi ure 4.12: ppeal about Blu Band 
( urce: uth r 2011) 

4.7.4 Performance of Blu Band 

•T st 

•Smo lhn ~ 

Pr Slo& 

of 

The maj rity (82% f th r p nd nt r rt that Blu d p r[i rmed th functi n it w 

d igned t do whi le 18% aid it did n t p rform it fun ti n. Jlab rate witJ1 th finding f 

people who said that it do s not erf< rm p rhap found it diffi ull t pr ad it on their br ad und r 

cold conditions. 
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Tabl 4.16 Performance of Blue Band to the function it as d ed to do 

18 

100 

4.7.5 Product appeals to the sen es of igbt and taste 

Many (60"/o) said that the product appeals to their sense of taste and sight while 4()0/o said it did not. 

It is curious to note that while the majority liked the color experienced through the sense of sight of 

Blue Band as mentioned above it is ironical that some people do not like it and its taste. The 

findings suggest that the brand is likely to lose its loyalty especially in the competitive market 

environment when most companies are trying to position their products if nothing is done to 

improve the quality. 

Yes 

0 

Fi re 4.13: Product appeals to the n es of igbt and wt 

( urce: Author 2011) 
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4.7.6 Blu Band Ia t for Ion 

Furth r. the re pond nt were asked to ay \ h ther or not Blue and I t d for long. Th maj rit 

( 9%) said no while 1 1% aid yes. This can auri uted to a num r of fa tor whi h in lud lh 

fa t that it can be used in p rridge it can li ked and it com in riou iz t cat r fi r di r nt 

market segments. h r fi re durability i d ndent on size an u age. In addition thi how that 

lh product is liked by many people and ther t4 re its frequency f u age. 

T ble 4.17 Blue Band Ia for long 

R pone Perc nta~e 

Yes 11 

No 89 

Total 100 
(Source: Author 2011 ( ) 

4.7.7 Ext nt of agreement that product quality affi a l 

When asked to state the degree to which they agreed or di agre d th t pr uct quality affe t brand 

loyalty the majority 95% strongly agre d and onl 5% di agr ed. Th se figures gener lly sh w 

that product quality is ke to Brand loyalty in mo t organizati n a mo t customers would wi h to 

associate tbemsel es with quality pr duct . 

Table 4.18 E tent of agreement that pr duct quality affe t brand id nti ty 

D cription Frcqu ncy P rc ntage 

Strongly agree 95 

Agree 5 

Neutral 0 

Disagree 0 

Strongly ctisagree 0 

Total 100 

(Source: uthor 2011 ) 
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4.7. u e tion on wbat can b d n t impr e th qu li f the pr du t 

hundred percent r pondents wer of the pinion that th compan h uld mak it pread asil , 

make it durable mak it more app aling t th ye changin i c I rand mak it more r lia Je 

even in cold weather. 

4. Brand D elopment trate 

4.8.1 h ther brand trat aff c the brand identi 

In this que tion the respondents were asked to a whether or n t a brand trategy affects the brand 

identity of Blue Band. s hown in the table below the majorit 75% agreed that th brand 

strategy affects brand identity while 25% claimed that it doe not. Thi data show that brand 

strategy i an important ingredient in the d lopment of brand identity at nile er. 

Table 4.19 Whether brand trate affects tb brand identify 

R pone P rc nta e 

Yes 75 

No 25 

Total 100 

(Source: Author 2011 ( ) 

4.8.2 eed for developing a new brand trategy t r Blu Band 

The respondents were finther asked to indicate whether or n t nilever needed to develop a brand 

trategy for Blue Band. The majority 2% c nfirmed that there was a ne d for developing a brand 

strategy while only 8% reported that there was no need. This data confinns the argument in the 
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lit rature r iew that companie with a clear branding trategy tan 

ting brand identify for their pr duct . 

Tabl 4.20 eed for developin a n w brand trat f r Blu B nd 

R pon P r nta 

Ye 92 

No 8 

Total lOO 

(Source: Author 2011) 

4 . .3 Ho development of a brand trat affect brand identif 

Further the respondents were ask d to indi ate v a in which th de el m nt fa brand strat gy 

would affect brand identify. Table 4.15 sho that the o erwh Jrning maj rit 6%) reported that 

th development of a brand strategy would help in creating a brand imag % aid it would help 

build brand loyalty 4% said it would reduce internal ineffici ncies and paltry 4% indicated that it 

b lped to create differentiation for ustom r . Admittedly, brand trateg h Ips in cr ating a po itive 

image of the organization ' pr due a atte ted to b the re pon e . 

Tabl 4.21 Ho de elopment of a brand trate aff ct brand id ntif 

R poe P rc ntag 

Creating a brand· s image 86 

Built customer loyalty 8 

Gain internal efficienci s 4 

Create differentiation for cu t m r 2 

Total 100 

(Source: utbor 2011) 
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4. A in which brand trat n impr " d t r nd id otit). 

FinaUy the r pondent were asked to ugg t w y in which rand tratcg imp v d t 

nhan e brand identity. The respon can 

recommended that a brand audit which in e amining curr nt in rm ti n a ut the brand b 

condu ted, 30% re pondents recommend d th de el pm nt fa brand c mmunicati n plan while 

10% recommended the measuring of return n rand in tm nt (R Bl). 

4.9 Di cu ion of the finding 

When asked to state what they felt ab ut tbe pread of Blue and n bread and its nutritional valu 

the focus group establi bed that it spread ea ily except during c ld weather. A the content ugg st 

it is also rich in nutrients that are 'tal for r wth. 

On v hether the Blue Band package gra th attention of the cu t m , the majoril f th 

re pond nts said that its cylindrical package i appropriate th can, can be 11 -us d [I r oth r 

purposes, although the shape of pr stige package is much better. It stand ut on the she! es of the 

supermarket. The new school blue band comes in a plastic wl with a silver foil for hygiene 

purpo es. This fmding suggests that the pa kage ofBiue Band n d impr vement for it to tand out 

from the competition. 

The respondents were further asked to gi e their thoughts n the ad erti ment campaign fi r blue 

band. According to the respondents th campaign appeals m r t th children and is educati e and 

factual. The acting prowess of the young boy i abo e par th ugh a lot can be done on the jingle. 

uch as the advertisement is interestin to children, ther is a n ed to make it appealing to both the 

young children and the adults becau e it is the adults who make the final decision to buy. 
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Th focus group as also task d \Vith th r 

a certain social clas . Many of th res 

group established that the brand cut acr 

n ibilit} of finding ut wh th r th 

aid that it cu 

the board a th p ka ing has 

ran ap 

h 

different gramrnage and diffi r nt packaging u h a lu Band y Kadog m nt ~ r th n t well 

off. 

On the question of whether or not the packaging should be r ken d wn t fit different cial 

classes the focus group found out that the majority of the re p nd n wer f th i w that its 

different packaging should be r tain d o as to cut acros different 

need its nutritional values. 

all lh c t mers 

When asked what two thing to change ab ut Blued Band margarin , it as tabli h d that the 

majority of the respondents said that it hould be made to pread easily n in cold weather. They 

also suggested that the company should gear its advertising to both the children and adult in qual 

measure. 
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CHAPTER FIVE 

SUMMARY OF THE F DI 
RECOMMENDATIO SA D CO 

S.l Introduction 

G, 
CLU 10 s 

Th general objective of the tudy i toe tabli h the a tor influ n ing brand id ntity de elopm nt 

in manufacturing companie in Kenya. This chapt r pre ent a summ ry th finding c n lusions 

and recommendations . 

.2 ummary 

Th tudy established that the maj rity 6% of tb respond nt v r fi mal hil a mere 14% 

said that they were male. Many 56%) of th respondents said th y w re colleg graduate , 32% said 

thy were secondary school Ieaver whil 12% indicated that the were uni er ity graduates and 

100/o reported that they were cho I g ing children. 

It was established that the company had not changed the brand nam f lue Band as represented by 

the majority (98%) of the r p nd nt . he o erwhelming maj rity 9 % indicated that the lik 

the brand name and (67% of th m found the name appealing. th m j rity 90% reported that the 

name should not be changed because it i a hou ehold nam . 

The study also establi hed that lightly r half (56% r rt that they liked the design of the 

product. Most (62% answered po itively that the design affe th ir p r ption f the product. he 

majority 53%) of the respondent reported that they liked th c lor of th pr duct and (68%) of 
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them said they wished the pa kag t hang d. maj rit) (5 th 

agreed that the product design affi t d th rand loyalt 

It was established that the majority 70% f th r arne w re of lu and thr ugh 

televi ion others through referral fr m fri nd and ut it th ugh pc n I 

visits to the supermarkets. Th rwhelming maj rity 92% aid th y like th lu • and d ert, 

half (50%) of whom said it catch the attenti n f the audi n e. Th maj rit %) f the 

respondents confirmed that the ad erti ement affected product 1 yah . h m j rity 7 %) aid they 

strong! agreed that the ad ertis m nt affected rand 1 yaJty. 

The majority (78% said th y Iik d th quality of the pr duct and th v rwhelmin maj rity (92%) 

of the respondents said they agr ed that the qualit affe ted brand lo alt . ( 8% aid t te appeal 

to them most. imilarly th majority ( 2% of the respond nt re rted that Blu Band pcrfi rmed 

the function it was designed t d . Many 60% said that the rodu t app al t them in t rms of 

taste and colour. Th majority (89% aid that Blue Band did not Ia t r long and th majority 

(9"%) strongly agreed that product quality affected Brand loyalt 

5.3 Recommendation 

53.1 Recommendati n on De ign Iemen , 

The study established that though ize color, typograph and th o erall lay ut of the blue band 

package was liked 68% of r pondents desired that the de ign of th package b chang d while 8% 

desired for a change in the size of the package. If the e Iemen were to be changed then maybe 

customers would d cl p m re intere t and excit ment in the pr duct. The tudy therefore 

recommends that the management f nilever make efforts t intr duce ne c lor and fla ors to 

the product to attract mor cust m r hence enhancing product identit and loyalty. 

-
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5.3.2 Recommendation on Pr du t 

It \\ established that th company has au mpted to use a ari t) m dia 

awareness of Blue Band but attenti n ha b n plac on T and radi dv rti m nt . h tudy 

recommends that the managem nt f the mpan xplores the po i ilit u ing th ial 

networks like Facebook blog , and ev n witter to create awar n their brand in the 

different markets that th y con idered in lh ir busines trategy. Thi rt h uld b done in 

consultation with ad erti ing companie • their trade ass ciation , m dia rganizati n and disability 

and consumer groups dedicated to public inter t. The campaign sh uld inform c n urn r a out 

availability and features the alue f diver ity counter any stigma as ciated with adveni ing and 

aim at the broadest po sible audi nee. The campaign should al o encourage the d elopment of 

technology that can enable people with di abilities to acce s information about the product. This 

wiU nelp improve the loyalty of the pr duct. 

5.3.3 Recommendation n Product Quality 

The study established that the product quality is a key factor that affects brand identity. er the 

years Unilever has maintained the quality of Blue Band. Howev r m r re arch should be 

conducted by the company to id ntify other product qualiti su h as r liability of the pr duct 

during cold weather. This would h Ip build product usage among cu tom r . 

5.3.4 Rec mmendation on de eJopm ent of Brand trat 

There is a need to increa e th appeal and value of Blue Band. Thi r quir a plan or trategy and a 

commitment to managing and mea uring brand equity by the manager of nile er. This can be 

done through conducting a brand audit by· examining current infonnati n about th product 

developing of a brand communications plan and measuring f return on brand in estment. This can 

provide similar or greater pay-offs in t rms of spending fficien y ales and profitability. 
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· .4 u oestion for Further tud 

In this tudy the re earcher as particularly intere ted in three ariabl that influ nc rand id ntity 

and brand loyalty. This i n t an exhau ti e li t . ne area of fruitful inquiry i amining ho 

organization structure can influence brand id ntity and brand I y lty in manufa turing 

organizations. rn addi tion furth r tud can be conducted to d tennine h Human r urce an 

influence brand identity and loyalty in manufacturing organizations. Further it i ugge t d that 

further study be conducted to e tabli h the effect of organizational culture n brand identity in 

manufacturing organization 

5.- Conclusion 

The study established that the w men constitute the large t p rcentage f th re ponden . Thi 

shows that women are majority h ppers in various upennarkets and that aura ting and retaining 

male customers to u e Bl u Ban a challenge to the company. It wa fi und out that the majority 

ofrespondents were colleg lea er ei ther employed or looking for job in the city and are likely to 

influence brand loyalty. 

5.5.1 How De ign lement ffect Brand Identity. 

This established that de ign elements such as shape size colour and p ckaging material affected the 

design of the brand identj ty of Blue Band as attested to by the large number of r p ndent who said 

that they did oot like the de ign. he finding how that there is a general agreement that the design 

of the product package influences its identity as atte ted b the majorit f th re pondents. An 

improvement in the product package de ign would po ibl enhan c the development of product 

loyalty. 
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n Brand ld nti · . . 2 Th f~ c of Product war n 

Th tudy also tablished that product a affected th m r u in ha ior uch a 

attitude toward the product. This i d p nd nt n th quality lh mmunication media [I r 

rearing product a' areness. Poor I y d rti m nt w uld p rtra a negati 

image of the product and rna lead to lo d n thi finding it 

can be argued that product awaren is ke in developing brand loyall . 

knowledge in the potential cu t mer whlch rna lead to d ire and ntuaJ purchase of tb 

product. This finding confirms the argument in the literature re i w lh t pr duct awareoes h lp 

the cu tomers to understand to which pr duct r ervice category the particular brand bel ng and 

what products and ervices are old und r the brand nam . It I o n ure that cu tomer kn w 

·which of their needs are satisfied by the rand through its produ ts 

.5. How Product Quality ffec Brand ldenti 

The study show that the product quality is a ke factor that affec brand loyalty. ustomer wish to 

identify with products that meet tb ir exp ctation and gi e value fi r th ir m ney. ben the quality 

is right, then the customers are likely to identify with the pr duct and vice ersa. This tudy 

generally shows that product quality is key to Brand loyalty in m t organization as m t 

customers would wish to as ociate them el e with quality produ t . 
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APPE DIX ONE: RESEARCH QUESTIO RE 
FOR ADULTS 

Tick Wb r Appropriat and or , plana ti n Plea B Bri f 

TIO A: PERSO I RM 

I) Gender Male D Fema le 0 

2) Whicb of the following de crib y ur highe t education le el? 

Primary 0 econdary 0 olleg 0 uni er ity gr duat 0 

Post Graduate 0 

3) for bow long ha e you been hopping with this upermarket? 

Less than a Year 0 1 Yr- Yrs 0 6 Yrs - 10 Yr 0 

liYrs-15 Yrs 0 16 Yr - 20 YrsQ er21 Yr 0 

ECTIO B: CH r B 

1. Has Unilever changed th brand name for Blue Band? 

Yes D 

0 D 

2. Do you like th nam Blu Band? 

--------- -- -
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Ye 

·o 

3. What do you like ab ut th name? 

It is unique D 

It is short D 

It is D 

1t is appeaJing D 

4. In your opinion wouJd ou like Blu Band to change to another name? 

Yes D 

Yes 0 

5. Please briefly explain your an wer 

EcriO :DE IG EL ME T 

I. Do you like th de ign of Blue Band Margarine? 

Yes 0 

oO 

2. Does the de ign affect your perception of Blue Band? 

Yes 0 
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0 

. If e , v hat d you like about th de ign of Blue Band? 

of Lhe product 

tics of the product 

kage of the pr duel 

D 

D 

D 

D 

D 
What do you wi h that should be changed about the design of Blue Band? 

ize 0 

colour 0 

p kage 0 

10 th r (please specify) 

•••••••••• • •••••• •• ••••••••••••••••••••••••••••••••• 0 ••••••••••••••••••••••••• ••••••• •••• ••• ••••••••• •••••••• ••••••••••• 

••••••• •• •• 0 •••• 0 0 •••••• 0 ••• • 0 •••••••••••••••••• 0 •• •• 0 0 ........ ....... ....... 0 ••• •••••••••••••••••••••••••••• ' ••• 

To what extent do you agree that product design affects brand loyalty of the product? 

gly disagree c=J 

Given an opportunity what would you wish to change about the de ign of lue Band? 

- --- -
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............................... .......... .......... .... ................................. ..... ..... .. ..................... 

... . . . . . . .. .. . . . . . . . . . .. . . . . . . . . . . . . .. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 

T 

I. H \\did you get t kno a ut Blue Band? 

per 

personnl 

to the up rmarkets/shops 

D 

D 

D 

D 

rat ocial re ponsibility acti ities 0 

2. Other means (Please state 

......... ........ ........ .. .... ... ..... .. ..... ......... ....... ....... ........ ............ .. .. .. ............. .. ...... .. 

Do you like the Blue Band ad ertisement? 

0 

0 

. What do you like about th ad erti ement? 

D 

D 
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interet 0 

I de ire of the produ t 0 

. Other (please sp ify) 

··· ·········· ··· ······· ·· ·· ····· ······ ········ ·· ··· ·············· ·············· ···················· ·········· ···· ···· 

····· ···· ··············· ............................... .... ... ...... ... .. .. ............................... .. ......... . 

••••• •••••• ••••••••••••• •• 0 ••••••••••••••••••••••••• • ••• •••••• •• ••••• ••••••• ••••••••••••••• ••• ••••• • •••• •••• • 

6 Does product awarene affect product lo alt ? 

D 

D 

To what extent do you agre that product awareness affect brand I yalty f th pr duct? 

gly agree c=J 

c=J 

raJ c=J 

ee c=J 

gly disagree c=J 

What can the management of Unile er d to impro e th awarene f Blu and? 

...... ..... .... .. .. ....... ························ · · .. ...... ........... .... .. .. ......... .. .................. .......... . 

•••••• ••• 0 .. ............................. ....... ............. .......... . ..... .. ......... .. ................... . 
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I 

1. you like th quality ofBiu Band? 

D 

D 

_ Does the quality affect the brand loyalty of the product? 

D 

D 

3. What appeals to you about Blue Band? 

D 

thness 0 

tige 0 

In your opinion doe Blue Band perform the function for which it was de ign d? 

D 

? D 
5. Is the product appealing to ur sen of ight and taste? 

D 

D 
Does Blue Band last for long? 

v D 
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D 

. To what tent do ou agre that pr duct quality affect brand I alty fthe pr duct? 

c::J 

c::J 

c:::J 

c::J 

n Jy disagree c:::J 

In your opinion. what can the organization do to impro e the quality of the pr duct? 
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PPE DIX TWO: RESE RC I 
FOR CHILD 

Ti kWh r ppr p ri at and r planation PI a B Bri f 

10 : P R L T I 

I) Gender Male D Fern at D 

2) Which of the following de crib s your highest education I I? 

Primary 0 econdary 0 oJl ge 0 uru rsity graduate 0 

Post Graduate 0 

3) For bow long ha e you been h pping with this up rrnark t? 

Less than a Year 0 l Yr-5Yrs 0 6Yrs-10 Yr 0 

1 IYrs-15 Yr 0 16 Yr -20 Yr 0 0 er2l Yrs 0 

L 

6. Do you like the de ign of lue Band ar arine? 

Yes 0 

, o 0 
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7. D th de ign afli ct your per eption ofBlu and? 

v D 
oO 

. If ye . what d you like ab ut th desi n of Blu Band? 

The color of the pr du t 

Good appearance 

ize of the product 

Consistency of ae the tic of the product 

Th pa kage ofth pr duct 

D 

D 

D 

D 

D 
9. What do you wish that hould be changed about the de ign fBlue Band? 

Thesize 0 

Thecolour 0 

The package 0 

I 0. To what extent do you agre that product de ign affec brand loyalty of th pr duct? 

trongly agree c:J 

gree c:J 

eutral c:J 

Disagree c:J 

trongly disagree c::::J 

ECTIO :PR D w 

11. How did you get t know about lu Band? 
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T Je i ion D 

ew paper D 

ale per nnl D 

Vi its to the u rmark hop D 

Corporat D 

12. Do ou lik the Blue Band ad erti ment? 

Ye 

0 

D 
D 

13. What do y u like about the ad erti ment? 

It is comical 0 

It catches the attention of the audience 0 

It creates intere t D 

It creates dcsir of the pr duct D 

14. Doe pr duct awarene s affect pr duct lo alty? 

Yes 0 

o D 

Factors affect1ng brand Identity of products In Kenya (A case study of BLUE BAND, A PRODUCT OF UN I LEVER LIMITED) I 91 



I . To what e ·tent do you agr e that produ t a' aren 

agr c:::J 

Agre c:J 

eulral c:J 

Di gre c:J 

trong!y disagre c:J 

D:PR D Q LI 

16. D you lik th quality of Blue Band? 

y 

0 

D 

D 

17. Doe th quality affect th brand loyalty of the pr duct? 

Yes 0 

o D 

18. What appeaJ to ou ab ut Blu Band? 

Taste D 

moothness D 

liS prestige D 

t br. d I y lty J th pr u ? 

19. 1n your opini n do Blue Band perfonn the function for which it was de igned? 

v D 
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o? 0 

20. I the pr du t ap eating to our sen of ight and t t ? 

Ye 0 

o D 
21. Doe Blue Band last for long? 

Yes D o D 

22. To what ext nt d you agree that product quality affi ct rand I yalt of th pr duct? 

trongl agree c:=J 

~ee c:=J 

eutral c:=J 

Disagree c=J 

trongly disagr e c=J 

ECTIO E: BRA LOP T RATE Y 

In your opinion d a brand strategy affect the brand identify? 

Yes 0 

No D 

Does Unilever n d t d elop a new brand strateg for Blue Band? 

Yes 0 

o D 

In what way will the de elopment of a brand strategy affect brand identify? 

Creating the rand' imag 
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Build tom r l yah) 

Gain int maJ effici n i 0 
Create diffi r ntiation for custom r 0 
To ain effici n ie in mark tinge 'pen iture and a ti\ iti 0 
AlJ the abov 0 

D 
D 

ugge twa sin whi h brand strategy an be developed to enhance brand identity r lue and 
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PPE DI T • • 

THESIS TIME PLAN 
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PPE DIXTH 

ti iti tal 

Typing ts ..................................................... 10 

Tra elling co t ................................................. _5000 

on ultancy c t .............................................. _5 00 

Photocopying co ................................... ........ . 10000 

i cellane u e, p n ................................... 20 0 

Printing co t ..................................................... 300 0 

otal co t ....... ................................................. 120000 

• • 
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