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Unilever prides itself as a pioneer and a leader in food, home, and personal
care innovation. The company has a long history of offering breakthrough
solutions in terms of a healthy, safety, and eco-friendliness of its products in
the food, home, and personal care industry. The company also prides itself of
having a first-class brand portfolio renowned in different regions. This study
evaluates the influence of external factors on branding strategies in
customizing Unilever brand in the food, home, and personal care category.
The study administered questionnaires and conducted interviews to identify
the external factors that affect brand strategies and capabilities that make
Unilever stand tall among her peers globally. A qualitative method was
employed in collecting the data from 100 customers and 10 management
staff for the study. The study observed that Unilever customizes to suit the
needs of different markets but research and development may be conducted
on a global basis. Findings also reveal that Unilever complies with
government regulations, better satisfies service host country consumers,
climate, cultural differences in terms of colour, religious beliefs, language,
tastes in order to capture a large enough share of a host country market.
The study further shows that Unilever’s products have some competitive
advantages such as low cost, while, facing a number of challenges and
multiple factors that play an important role in the firms' customization
global strategy plan. The study found that gender influence brand usage at
10% significant level. Also the study discovered that there is significant
difference between Education level and Brand usage at the 5% significant
level indicating that educational level influence brand usage. One can
conclude that as one attain high education, brand becomes significant in
influencing his/her choice of products. For Unilever brands to be
continually accepted then there is the need to continue to adapt to the needs
of consumers.

Key words: Customizing global brands, unilever, external factors, brand
strategies.

The intense competition in today’s global markets have
caused Unilever to customize brands globally from their
competitors and make it acceptable based on the external
factors such as cultural, social, economic, political, and
technological differences among their target customers
across the globe in order to be competitive in today’s global
marketplace. Unilever has been successful over several

decades and has used its innovation to create a multibillion
and multinational food, home, and personal care domain
(http://www.UnileverGhana.com). Unilever need to set up
effective branding strategies to meet sales and objectives of
the company as there are certain characteristics that will
affect the type of strategy chosen. However, Unilever is
required to adapt to local preferences and culturesin
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customizing global brands to enables her gain from
opportunities such as economies of scale in terms of
production and distribution, lowering marketing cost,
maintain consistent brand imagery and protecting the
organizations innovation in order to preempting foreign
competitors from entering the local market. These benefits
prompt Unilever to customize her brands globally.
Customizing the brands globally has both internal and
external factors that affect the organization’s consumers’
needs based on culture and legality needs of the category
convention (Hollis, 2008). Brands help in reducing
perceived risks by authenticating the source of the goods
and serving as a strong promise of the perceived value of
the goods sold and by providing these promises of value
through a brand, customers are assured in the purchase
decision process that the risk-to reward ratio of purchasing
a strong brand is higher than that of purchasing a similar
unbranded good (Haig, 2003). Customers associate
themselves strongly with the brand, its attributes, values
and personality, and fully buy into the concept which is
often characterized by an emotional and intangible
relationship. According to Fan (2002), global brand is one
which is perceived to reflect the same set of values around
the world and it transcends their origins and creates a
strong enduring relationship with customers across
countries and cultures. Anholt (2003) claims that
developing countries do not need to be the victims of
globalization as global brands were seen to have
detrimental effects on the environment, on workers in
developing countries, on local brands, on the mental well-
being of children, on public spaces and so on. Global brands
are being portrayed as the epitomes of degradation,
exploitation and manipulation.

Brand has its own specific potential for standardization
across and adaptation to culturally and structurally diverse
markets. There has been a lot of research within the area of
branding strategies (Doyle, 1989; Aaker, 1991; Keller,
2002; Furness, 2002; Riezbos, 2002; Twivy, 2000; Yoo, and
Donthu, 2001; Kotler and Armstrong, 2000), however there
is limited research on how Unilever choose which strategy
to adapt in different international markets. Though
Unilever Ghana Ltd. has its own policy of branding their
products it appears that the implementation has not been
properly carried out. For brands to be accepted globally
certain external factors should be put in place in order to
assess and attract their target audience. These external
factors affect the brand strategies of Unilever Ghana Ltd. to
effectively customizing global brands.

The study is therefore guided by following research
questions: (1) How is branding done in Unilever Ghana Ltd.
in the face of external factors? (2) how does this external
factors affect their branding strategies (3) how does it
adapt to these external factors in their branding strategies?
(4) what are the measures that are put in place in
customizing global brands? Unilever Ghana Limited was
chosen for the study because it offers products to

people across the world and how they customize their
products globally to address new target market in order to
establish their image so that communities will value it
enough to welcome it in their midst and relate to it so that
the brand best provide value to its stakeholders. The study
is to contribute to the ongoing debates on the issues
affecting customization of global brands, help policy makers
understand in customizing brands and its effects on today’s
business, to know factors that affect brand strategies in
customizing global brands as well as broaden the
knowledge of brand and managed about strategies for
global branding effectiveness in today’s business. The study
consider customizing of global brands and the external
factors that affect brand strategies in today’s business using
Unilever Ghana Limited as a case study because the
organization has a lot of branches across the world and
their products and services are sold across the country.
This involves a lot of branding strategies in order to get
their product and services sold across the countries as well
as getting uniform products and services. Using Unilever
Ghana Limited will elaborate how customizing global
brands is done and the external factors that affect brand
strategies.

Unilever Company Background

Unilever was formed in 1930. The companies that joined
forces to create the business we know today were
established before the start of the 20th century
(www.UnileverGhana.com).

The companies produced products made of oil and fats,
principally soap and margarine. At the beginning of the
20th century, their expansions nearly outstrips the supply
of raw materials. With business expanding fast, companies
set up negotiation intending to stop others producing the
same types of products agreed to merge and so Unilever
was created. Unilever’s operation around the world began
to fragment, but the business continue further into foods
market and increase investments in research and
development. Business booms as new technology emerged
and the European Economic Community load rising
standards of living in the west, while new markets open up
in emerging economies around the world. Unilever became
a global company and started operating in many countries
across the world after the Second World War. It dominated
in the production of food, home, and personal care of
brands of products to the global markets and over taking
their competitors such as PZ in the industry. The
organization offers products to the market based on the
brand varieties thus food brands, home, and personal care
brands to the market. The reason why the researchers
chose Unilever Ghana Limited as case study is that they
offer their products and services to people across the world
and this caused them to customizing their brands globally
(http://www.UnileverGhana.com).


http://www.unileverghana.com/

LITERATURE REVIEW

Branding

In the last decade, marketing practitioners, academics and
professionals have focused more on how companies brand
their products and services to differentiate and distinguish
them from that of their competitors in the market place.
Increasing competition in a globalized economy has
intensified the importance of identifying the drivers of
sustainable competitive advantages which is no longer
restricted to tangible factors, but has been expanded to
include intangibles such as corporate reputation and
branding. Branding is the process of building positive
collection of perceptions in customers mind and to protect
products from failure (Haig, 2003), more efficient way to
sell things and more powerful than it is normally perceived
as companies who realized this can capitalized on it since it
is important driver of shareholder value (Roll, 2006). The
role of a brand is how the brand is perceived in terms of its
contribution to the organization (Gelder, 2003). A brand
consists of a concept, promise, benefit or proprietary signs,
name, trademarks, symbols, logo, products and services or
a combination of them, intended to identify the goods or
services of one seller or group of sellers and to differentiate
them from those of competitors (Kotler and Keller, 2006;
Kapferer, 1999 ). Albaum, Duerr and Strandskov (2002)
define brand as “anything that identifies a seller’s goods or
services and distinguishes them from others” and carefully
prepared and planned to create value for the customers
that will benefit the organization (Gelder, 2003). It is vital
in building customer loyalty, assures customers that
product carrying the same brand is of a consistent quality
and establishes an image for a product of a company when
new product lines and categories are introduced. Brands
give consumers a sense of identity, stimulate their senses
and enrich their life experiences (Roll, 2006), help reduce
perceived risks by authenticating the source of the goods
and serving as a strong promise of the perceived value of
the goods sold.

By providing these promises of value through a brand,
customers are assured in their purchase decision process
that the risk to reward ratio of purchasing a strong brand is
higher than that of purchasing a similar unbranded good as
loyal customers would seek and buy, despite several other
reasonable and often cheaper options available (Ries and
Ries, 1998). Kotler and Keller (2006) mention that a strong
brand creates higher profits, higher value for the
shareholders and reassures the customer confidence in
terms of quality and satisfaction that can be anticipated
from buying it (Manoj and Raju, 2009; Kyung et.al., 2008).
Brand Building process is a value addition technique which
projects the image of the product, the company and the
country at large (Yoo et.al, 2000; Kyung etal, 2008).
Modern society is overloaded with information and
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receives far more information than one can possibly digest
properly and more willing to try new products that carry a
familiar brand name. Therefore people seek to simplify the
world by relying on a variety of heuristics to minimize the
amount of searching and information processing needed to
make reasonable decisions as consumers today, are more
educated, Dbetter informed, more technologically
knowledge, hence more demanding in their products and
services they buy (Gelder, 2002). Once people believe that a
brand works for a certain purpose or reason, they are less
likely to seek out new information that challenges that
assumption (Roll, 2006). Branding strategy must be
devised, after considering the brands own capabilities and
competencies, strategies of competing brands and the
outlook of consumers which are largely formed by
experiences in their respective societies (Sweemey et al,,
1999; Bernred and Julie, 1998). Increasing competition in a
globalized economy with little or no differentiation, has
intensified the importance of identifying the drivers of
sustainable competitive advantages which is no longer
restricted to tangible factors, but has been expanded to
include intangibles such as corporate reputation and
branding (Thompson et al.,, 2006). Customers rely more on
brands to guide their choice when competing products or
services cannot be easily compared or contrasted, and trust
is deferred to the brand or where their needs are
emotional, such as making a statement about their
personality. Brand conveys six levels of meanings to the
customers who will buy the organization’s products and
services thus shows the product or service offered, its
attribute, benefits, values, culture, personality and users of
that brand (American Marketing Association, 1999).
Branded products and services also command higher
prices. Successful global companies share certain common
characteristics, one of which is strong brand equity in the
market (Interbrand, 2013). The survival of brands across
the globe depends on the environment in which the brand
is sold (Bartlett and Ghoshal, 1989).

Development of global brands

In order to get the best standards for Unilever products and
services and differentiate it from that of its competitors at
the market place across the globe certain variables must be
considered when developing a global brand (Hollis 2008).
These variables are corporate slogan, products and
services, product names, product features, marketing mixes
and positioning. Corporate slogan is an essential part of a
business image and reputation and can have a very
powerful impact on their target audience, affecting the way
they perceive Unilever performance and market position
(Hollis, 2008). To get customers to buy the organization’s
products and services, Unilever must have a powerful
slogan to attract customers to the brand globally. Unilever
has a corporate slogan that states that “to add vitality to
life”  (http://www.UnileleverGhana.com). This helps
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consumers to know what they offer and also build a good
brand globally. Unilever has its products and services that
are sold globally which are classified into three brands
namely food, home and personal care which consist of the
following products; pepsodent, keysoap, omo, sunlight, blue
band margarine, Annapurna, Lipton, geisha, sunlight, close
up, lux and royco. These products have helped Unilever
build a global brand because they are sold across countries.

The company considers the consumers taste and
preferences as well as the quality of their products and
renders unique services globally. Product names are
another variable in developing global brands as product
names matter to consumers who buy them. Names mean
differently in each country, therefore for an organization to
be having a strong brand globally, it should consider the
naming of their products to suit everybody which attracts
customers to patronize their products and services
(Gronroos, 1994). Product features help in the
development of global brands. Thus packaging, colour,
shape and labeling of the products should be done to suit all
customers globally. The label must be done in the languages
of each for country for the consumers of that market to
understand what the product offers (Gummensson, 1994).
Marketing mix is another variable in the developing of
global brands to get its products and services to the target
market and accepted by all customers across the globe and
must be effective to all customers across the globe (Hollis,
2008). Positioning is creating an image of the organization’s
product and services in the minds of consumers in a
particular market place (Ries, and Trout, 1981). The above
variables discussed vary from country to country due to
languages, different style of communication, different
consumption pattern, different legal and regulatory
environment as well as differences in category and brand
development.

Dimensions of global brands

Consumers may be associated with global brands on four
dimensions, which are quality signal, culture values, global
myth and social responsibility. Unilever has endured
globally to the fact that the company has been able to
produce quality products and services into the target
market which makes the company’s brand distinct from its
competitors. Unilever which operates globally consider the
culture of its target market and has been able to offer
brands to suit each culture without problems. Again
Unilever has done a lot for communities in which it
operates and this has help build a good reputation which
translate in the developing of good brand names for its
products (Holt et al, 2004). Some situational factors can
affects brand perception elements in different manner
thereby influencing brands that is known as being good at
doing which is difficult at individual elements
(Gummensson, 1994).

Global Branding

A global brand is the one which is perceived to reflect the
same set of values around the world (Hollis, 2008; Fan,
2002) and transcend their origins and create strong
enduring relationship with consumers across countries and
cultures and should provide relevant meaning and
experience to people across multiple societies (Sandeep,
2012). A global brand is marketed according to set of core
principles across the world, which means that the same
product formulation, the same core benefits and values and
the same positioning across the world and enjoys
economies of scale (Levitt, 1983) in terms of R&D,
manufacturing, distribution, promotion, development costs
can be spread over large volumes, brand awareness and are
more visible than local brands, capitalize on media overlap
between countries, prestige-factor. Positioning one’s self as
a global brand can improve other marketing efforts and
leverage the country association. However, one or more of
the marketing mix may be varied to suit the needs of
individual markets. Hollis (2008) believes that businesses
are becoming increasingly global companies across the
world and are grappling with how to effectively position
their products across different countries and cultures.
Bartlett and Ghoshal (1989) argued that other factors and
standardization affects global brands because all human
possess the same features. Agrawal (1996) traced the
commencement of brand debate back to 1920s. The
survival of brands across the globe depends on the type of
environmental factors such as the efforts in which the
brand is sold (Bartlett and Ghoshal, 1989). Evans and
Laskin (1994) emphasized that the need for adapting
various markets help to appeal to markets with different
ideas and influences of brand based on some factors such as
the efforts of the organization, business strategies and its
affiliates (Park et al, 2006) that bring about the whole
brand. The environment in which a brand operates consist
of organizational conventions (Hatch and Schultz, 2010;
Davis and Dunn, 2002; Karmark, 2005), structures in the
market, cultural factors (Koehn, 2001; Holt, 2004 and
McCracken, 1986; 2005), motivation (Roberts, 2004 in
Thompson et al, 2006; Michelli, 2007; Thompson et al,
2006), media attention and the strategic planning cycle
(Bedbury and Fenichell, 2002), the brand itself, expression,
recognition, the perceptions that surround, the internal
factors (Michelli, 2007) and external factors (Bedbury and
Fenichell, 2002; Park et al, 2005; Lyons, 2005) and the
influences that it has on the brand. These factors are used
by consumers as lenses and filters to perceive (Barney,
1991) and experience the brand.

Benefits of global branding
Benefits are advantages to consumers that enhance their

comfort, happiness, well-being, health and the like and the
value of benefits lies in improving people’s lives, and a



typical benefit is convenience (Gelder, 2003). Branded
products provide value to product, differentiation quality,
shoppers’ efficiency as well as sellers’ efficiency in
processing orders and tracing problems. It also creates
attention, creation of brand packaging loyalty and gives
legal protection on unique features that can prevent
copying by competitors and provides the seller the ability
to attract loyalty and profitability from group of customers.
In addition, global branding gives outstanding growth
opportunities, economies of scale in terms production and

distribution, lower marketing costs, the laying of
groundwork for the future extensions worldwide,
maintaining  consistent brand imagery, quicker

identification and integration of innovations, preempting
international competitors from entering domestic markets,
locking competitors out of other geographic markets,
increasing international media reach and increases in
international business and tourism. A good brand name
should be distinctive and easy to remember. The benefit of
a global brand is higher acceptance of products by
consumers and intermediaries, and the drawbacks are “loss
of local flavor” (Gelder, 2003).

Branding strategies

Branding strategies are the ways companies use brands to
meet sales and company objectives (Farese et al, 2000) and
include brand domain, brand reputation, brand affinity and
brand recognition. Effective use of brand strategies can
increase sales of branded products and maximize company
profits (Gelder, 2002). The same brand may be perceived in
totally different ways by consumers around the globe,
because of various local circumstances. It is therefore
imperative for brand management to know how the brand
is perceived, what external factors are affecting the brand,
and what this means for fulfilling the brand’s potential. This
is generally the most demanding part of global branding,
and getting it right can mean the difference between
success and failure (Gelder, 2005). The brand strategies are
as discussed below:

The brand domain is defined by what consumers
understand the actual offer of the brand to be and consists
of what the brand offers, how consumers learn about the
brand, where the brand can be obtained and which
solutions the brand offers to consumers. It tries to pre-empt
or even dictate particular domain development that
concerns the products and services provided under the
brand name, including all the product and service
attributes. The brand domain is a particularly important
part of the brand perception, as it is probably the most
transparent element for consumers. This is an area where
consumers can judge quality and novelty of products and
services, where they can gauge the brand’s
communications, where they can sample the brand’s
distribution strengths and where they can decide whether a
brand truly offers a solution to one of their inconveniences.

Addo 093

Being perceived as a master of (parts of) the domain can
provide a brand with a clear advantage over its
competition.

Brand reputation is where the organization use or
develop specific traits of their brands to support their
authenticity, credibility or reliability over and above its
competitors in their products and services that they offer to
the market. A brand reputation consists of certain qualities
that consumers ascribe to the brand. There are reputation
qualities that are specific to a product or service category,
while other qualities can transcend category boundaries. In
doing this the organization should have a history, legacy or
a mythology to tell consumers about their products and
services in convincing manner and be able to live up to it.
However, what constitutes a compelling brand reputation
can differ markedly across societies as narratives strike a
chord with consumers and the factors are that determine
the credibility of the narrative. The brand reputation is
more important to some brands than to others. Specifically,
brands that rely on authenticity and credibility among
consumers must pay added attention to this element.

Brand affinity is where the brand needs to build long
term relationship with consumers thus when the brand
needs to perform better than other brands and should be
appealing to customers, communicate with them effectively
which will provide an experience in the process of bonding.
A brand’s affinity is the reason consumers feel attracted to
it, why they desire it, why they feel a kinship with it.
Consumers’ affinity for a brand can be based on various
aspects, whereby some provide a stronger bond than
others. It is the third element of the brand perception and it
shows significance of building relationships with
consumers, or ensuring that consumers feel a bond with or
a liking for a brand. The brand needs to command
affections from the consumers in the market than
competitors and this requires an intimate knowledge of the
technologies shaping the brand domain and also pertinent
consumer behavior and needs. This brand affinity is often
the most difficult to effectuate. Sometimes the affinity
grows organically through experience, as is often the case
with functional affinity. Brand affinity is gained through
carefully understanding of consumers’ deeper needs,
desires and values, as in the case of association brands
(CNN, 2000).

Brand recognition is what the brand means to consumers
impacts on how the brand is considered in relation to other
brands and this has to do with how a brand is distinguished
from and related to other brands. These other brands can
be competitors, but also brands belonging to the same
organization or to other non-competitive organizations.
The relationship of a brand to other brands often differs
between countries because there are often different
competitive sets in a market, and the importance assigned
to related brands can differ significantly (Aaker and
Joachimsthaler, 2000). This strategy primarily build brand
recognition for each business and works well if both
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companies’ brands complement each other and each brand
receives equal billing in advertisements, direct mail, and
other promotions. Customer benefits will assure that the
arrangement will succeed.

Brands cannot be understood in isolation, but must also
be seen in relation to other brands, only then does it
become clear whether the intended brand experience is
somehow better than the competition, and compatible with
partner brands. How brands relate to one another will often
differ between countries, because of the local presence and
roles of the brands. It can be advantageous to move a brand
into a different relationship to the other brands, in order to
provide security, differentiate, or support or be supported
by other brands. In introducing a brand to a foreign society
a structure needs to be in place to determine how best to
introduce the brand locally, while at the same time making
sure that it does not diverge too much from the global
standard. Internal issues such as business strategy and
marketing implementation be matched up between
countries, the conventions analysis and the brand
perception sub-models also should allow for direct
comparisons between countries. Brands that have been
present in various societies for a long period of time have
often diverged considerably for relevant, but sometimes
irrelevant, reasons. Global competitors with standardized
brand propositions can make use of economies of scale and
scope, and put considerable pressure on the divergent
brand. In order to pre-empt or remedy such a situation,
many global brands are being harmonized across countries.
The global brand proposition model provides such
structure, as it is fully comparable across countries. A brand
is the property of an organization as well as, an integral
part of the organization in the sense that it impacts on and
is impacted by the policies, activities, structures, culture,
history and character of the organization. The
organizational influences on the brand are both direct and
indirect. The business strategy has a direct bearing on the
brand, as the brand seeks to translate the objectives of the
strategy into consumer experiences. Other direct and
indirect organizational influences on the brand are internal
conventions and the internal legacy of the brand. The
internal conventions consist of the organizational status
quo, ‘that is how we do things here’. The brand’s internal
legacy is formed by the stories about the brand’s inception
and its (historic) role for the organization. These three
areas business strategy, internal conventions and internal
legacy provide a brand’s management with tools to
understand the effects of business strategy, internal
conventions and internal brand legacy on the brand
(Gelder, 2003).

Brand Performance
The specific performance attributes and benefits that

constitute functionality will vary widely by category.
Nevertheless Keller (2001) identified five important types

of attributes and benefits that often underlie brand
performance and these are primary characteristics of a
product, operate, product reliability, durability and
serviceability. Customers can view performance of products
or services in terms of consistency of performance over
time, the expected economic life of the product and the ease
of servicing of a product if it needs repairs. Thus perception
of product performance are impacted by factors such as the
speed, accuracy and care of product delivery and
installation, the promptness, courtesy and helpfulness of
customers service and training, the quality of repair and
time involved and how completely the brand satisfies
customers requirement and the manner in which services
are delivered in terms of speed, responsiveness, trusting,
caring and having customers in mind. The brand is more
valuable than the totality of all these assets (McAtlas, 2001).
Brands are powerful assets that must be carefully
developed and managed (Kotler and Armstrong, 2005).
Brand equity is the positive differential effect that knowing
the brand name has on customer response to the product
or service and a measure to which customers are willing to
pay for the product or service. High brand equity provides a
company with many competitive advantages. A powerful
brand enjoys a high level of consumer brand awareness and
loyalty. Consumers expect stores to carry the brand, the
company has more leverage in bargaining with sellers
because the brand name carries high credibility, the
company can more easily launch line and brand extensions.
The proper focus of marketing is building customer equity,
with brand management serving as a major marketing tool
(Rust, and Zeithaml, 2001).

Standardization of global brands

Standardization of global brands can yield many benefits
for a global company through scale of economies,
consistent image, global consumer segments, creative talent
and cross-fertilization. However advertising campaigns
may be difficult to standardize due to differences in media
infrastructure such as cultural differences, language
differences, religious differences, regulations, market
maturity and non-invented-here. Brand standardization can
reap benefits in terms of economies of scale, producing and
selling the same product in multiple markets, having a
consistent brand image and message is extremely
important as a single commercial is far cheaper than
making several different ones for each individual market
centralized production (Czinkota, Ronkainen and Moffett,
2011), increased leverage over distribution partners, one
advertising campaign across markets, the same brand
extensions everywhere, reductions in brand management
staff and so on. Brands can only be considered truly global
if they are the same in every aspect everywhere. Brands
reside in the minds of consumers (Kotler 2003) as the real
value of a strong brand is its power to capture consumer
preference and loyalty. According to Keller (2007) different



marketing programs must be created to satisfy different
market segments in building brand equity as differences in
consumer behaviour have to be identified. The benefit of a
global brand is higher acceptance of products by consumers
and intermediaries, and the drawbacks are “loss of local
flavor” (Gelder, 2003).

Cultural differences are also a major challenge as well as
differences in government regulations also stand in the way
of developing a standardized approach to advertising. It is
essential to do research in a specific market before
customizing a brand to it. It will also be helpful to find out
which products, services, applications, or even features in
particular have already been more widely adopted by the
target market. Advertising campaigns are difficult to
standardize for culturally sensitive products such as food
and even for more upscale items such as drinks. The way
the message is to be transmitted is also linked to the culture
as the same images are perceived totally differently. The
dimensions for characterizing or measure culture and
cultural values are the amount of context used to
communicate, information, comfort with risk or
uncertainty, perception of authority, take on traditional
gender roles, time orientation, technological development.
High context and low context refer to the level of
information included implicitly or explicitly in brand
messages. A low-context culture will prefer a message that
is specific, to the point, and uses enough adequate language
to ensure that the listener receives the message exactly as it
was sent (Hofstede, 1991).Cultural preferences towards
masculinity or femininity also heavily influence the visual
display of an application. Language is one of the most
formidable barriers in international advertising. Numerous
promotional efforts misfire because of language related
issues. When working in multiple languages, advertising
copy translation mistakes are easily made. For TV
commercials, one can add local subtitles for the benefit of
the local audience. Many of the trickiest communication
issues are related to religion. Regulations usually affect the
execution of commercials, but the execution sometimes
differed due to local regulations. Differences in the degree
of market maturity may also rule out a standardized
advertising strategy. Finally, efforts to implement a
standardized campaign often also need to cope with the
Non-Invented Here-syndrome (NIH). Resistance to
standardization may come from local subsidiaries and/or
local advertising agencies where local offices are often
reluctant to accept creative ideas/campaigns from other
countries.

Customization of global brands

Customization describes the process of adapting a product
to a specific language or culture so that it seems natural to
that particular region (http://www.gala-
global.org/view/terminology?page=5) and this gives
incredible potential for growth into new markets. It is also
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is the process of adapting a product or service to a
particular language, culture, and desired local “look-and-
feel”. Customization is seen as a significant, integral part of
a global brand strategy that allows a company greater
access to international, markets while protecting brand
image, preserving brand equity, emphasizes specificity and
relevance to a particular market. In some cases, a
customization brand is preferable when cultural barriers
are high, customized branding may be the only option.
Customized branding may have local customs, overcome
legal constraints and cultural barriers and preferences and
help save local jobs and fuel local economy and test brand
names in host country markets. The end goal is to make a
product or service appear as if it had been developed
specifically for the local market and allow a company to
communicate effectively with international consumers and
users. Customizing a brand builds a community of users or
potential users within a region who share language and
culture, expands accessibility and connectivity. For global
consumers, customizes the brand for the target market,
offers a better consumer experience and more convenience
and furthers communication between the brand and
international consumers (Ibeh et.al, 2005). Also the driving
motivators for customizing is to meet local customer
expectations, improve customer service, maintain or
increase brand value, reach more customers in markets
where they already have a presence, and address local
market, regulations
(http://www.commonsenseadvisory.com/AbstractView.as

px?Article]D=2855). In some cases, legal constraints may
force the company to adopt a local brand name or “localize”
an existing brand. Customized brands also make sense
where patriotism and local attitudes matter. Under such
circumstances, the local brand name sends a signal that the
company cares about local sensitivities. For non-English
consumers, a key facet of relevancy is information in their
native language. “You can always buy in your own language,
but you must sell in your customer's language,” (Leonor,
2009). Unilever’s Ghana subsidiary has deliberately called
itself Unilever’s Ghana Ltd just to sound more Ghanaian.
Changing its name to Unilever Ghana Ltd but the existence
of the word Ghana implies strong local roots. Customizing
global brands helps organization to differentiate and build a
good image in the minds of the customers. Unilever, for
example, expands by promoting global brands and, at the
same time, buying local brands and distribution assets.
Quelch and Hoff (1986) emphasize the importance of being
responsive to local market conditions.

Researchers use the term “transnational capability” to
describe the ability to manage across national boundaries,
retaining local flexibility while achieving global integration
(Bartlett and Ghoshal, 1989). HSBC’s (2008) illustrates that
people value things in very different ways and in order to
enter global markets successfully, brand builders must be
aware that international markets carry their own
distinctive sets of characteristics and must adapt to local
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tastes, cultures, and sensibilities. Companies must strike a
balance between customizing their brand and products to
the local market while ensuring the localized brand is
consistent with the parent, and that the global brand is
recognizable in every market. Brand perception and
penetration in local markets worldwide can help inform
global branding strategies, and can help a company
determine which of their international growth strategies
are sustainable, or how they should be modified to make
them sustainable (Rowley, 2004).

Challenges in customizing global brands

In customizing global brands, there are lots of challenges
that affect global branding and these can be divided into
two parts namely internal and external factors and these
are discussed in the next section.

Internal factors

The internal factors that affect in customizing global brands
are resources available to an organization, business
strategy and marketing strategy. If the resources available
to organization are enough to cater for the cost of involve in
branding of the organization’s products and services across
the global then it will succeed but if there is not enough it
will affect the organization when branding the products
and services globally (Hollis, 2008). According to
Gummesson, (1994), business strategy, organizational
structure, corporate culture and the brand significance to
the organization as well as the relationship between local
and global brand management teams all plays essential
roles in the shaping of brand expression elements. All these
elements individually should in turn guide the local and
global marketing activities. Brands defines its legacy and
principles, the advantages over competitors and its
characters have a specific influence on issues such as
channel choice, supply delivery chain management,
advertising, development of products and services and the
staff conduct. It is important to understand how well all
these processes can be put together in order to provide
customers with the most required brand experience.
Business strategy can affect the organization branding of its
products and services globally. Thus business strategy of
organization has positive or negative effect because the
managerial decision by management about how they want
the organization to be run goes a long way for global brands
to succeed or fail (Gummeson, 1994). Also marketing
strategy can affect the success or failure of an organization
in the branding of their products and services globally.
Thus how they want their product and services to reach
their target across the global is by meeting what the
customers wants through their cultural differences,
communicate to them and make them accept them will help
their products and services succeed globally but if they are
not to do that, for customers to accept their products and

services their brands will fail globally (Kapferer, 1997).
According to Gelder (2002) there are five processes for a
successful global brand namely meeting local needs and
taste through adaptation of products and services, the local
value equation solving through products and pricing
strategies, a strong presence and distinctive identity
creation, aggressive point of purchase strategies and
involvement into the local culture as much as possible. It is
much harder to overcome the barriers to brand building
when resources are limited. In this case, the management
perspective would favour short-term business wins against
brand strategies which require more resources and long-
term perspectives.

External Factors

There external factors that affect global branding affect
them either positively or negatively. It is categorized into
three conventions which are category convention, cultural
conventions and needs conventions and these are as
discussed below:

Category convention are rules that are used to govern the
way that branding of products and services are done,
design how adverts should be done and the pricing of the
products and services etc. been able to meet the
requirements provides the brand a competitive edge of its
competing brands. When organization branding their
products and services globally and is able to meet the
category convention the organization and its brand will
succeed but if there are not able to meet the conventions
their brand will not survive globally (Hollis, 2008).

Cultural convention is used to determine how a
particularly people in vicinity interest, thus their beliefs,
how decisions are made and how they attach some
meanings to certain representations. Culture is not static
but develops through intergenerational and interpersonal
learning and experience. Since culture is diverse across the
globe, so organization wants to sell their brands globally
they need to produce to meet needs of consumers
(Kapferer, 1997). Branding and brands do operate and are
closely linked to developments in society, to people and
cultures. For cultural differences, it is essential to do
research in a specific market before customizing a brand. It
will also be helpful to find out which products, services,
applications, or even features in particular have already
been more widely adopted by the target market by keeping
in mind some applications, products, or features that may
also have less appeal in the target market. Brand
messaging to these cultures can place more emphasis on
metaphor, where identity is implied and a part of the
contextual understanding, rather than on literal text.
Cultural preferences towards masculinity or femininity also
heavily influence the visual display of an application.
However, also with cultural issues, it is important to listen
to what consumers have to say and the language they use to
express themselves. Culture is a system of shared beliefs,



values, customs and symbols that the members of a society
use to cope with their world and with one another. Each
society develops specific cultural conventions, which
influence the way in which the members are supposed to
think and behave. Branding activities are also viewed by
consumers in a particular society in the context of cultural
conventions (Gelder, 2003).

Needs conventions determine how needs are manifested,
although a particular need may be common to all people,
this same need may be satisfied in a different manner in
different societies. Maslow (1954) recognized that there are
specific types of needs that are common among people the
world over. He also believed that there is a universal
hierarchy to these needs, starting with the most basic
physiological needs and extending to self -actualization
needs. Pinto (2002) also identifies an alternative hierarchy
of needs for so-called high-context societies, mainly non-
western countries, where the need for honour is topmost in
the hierarchy. Another typology of needs may be equally
useful to brand management. The key issue is that needs
are universal, but the manifestation of needs differs

between countries, and how this is governed by
conventions.
MATERIALS AND METHODS

Materials on Unilevers financial performance, mission,
vision, and strategies were obtained from the company‘s
website. Industry trade publications and website also
provided information on the industry size, growth, news,
statistical trends, and future outlook. Financial reports and
case studies were analyzed to provide insight on the
business environment in the entire industry and to
recommend strategies for the company. Financial analysis
and the application of theories in strategic management
such as customizing global brands were employed to give
insight on management’s outlook and strategy. Thus, the
results may not be generalizable to all players in the food,
home, and personal care industry. To Unilever Ghana Ltd.
the results of the study provided critical information on
how to enhance its brand management and relationship-
building marketing strategies. The present macro
environmental changes in the global marketplace made it
necessary for Unilever to customize these strategies. Those
strategies should be consistent and supportive of the
overall organizational goals. Unilever Ghana Ltd. should
analyze its business norms to make them responsive to
external changes while still maintaining competitive
advantage. The current concentrates on its brand-
marketing efforts. The study considered customizing of
global brands and the external factors that the affect brand
strategies in today’s business using Unilever Ghana Limited
as a case study. The organization has a lot of branches
across the world and their products and service sold across
countries. This involves alot of branding strategies to be
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able to get the products and services sold across the
countries as well as getting uniform products and services;
there must be the customization of their brands globally.
Using Unilever Ghana Limited helps provide insight on how
customizing global brands is done and the external factors
that affect brand strategies.

METHOD

A qualitative approach was used in investigating the
current topic. The qualitative style of approach allow
certain flexibility within the study to take account of the
perceptions of consumers on the Unilever’s portfolio of
brands and there is also some considerations in adopting a
quantitative data gathering technique through the use of
survey questionnaires. According to Stake (1995),
qualitative researchers understand the uniqueness of
individual cases as crucial for understanding as the goal of
qualitative data analysis is to uncover emerging themes,
patterns, concepts, insights, and understandings (Patton,
2002). A qualitative research approach is suitable when
human activities or when behavioral patterns are
investigated. The method of researching and gathering
information about the food, home, and personal care
industry of Unilever had been done through administering
questionnaires. A major limitation of the methodology is
that it was unable to obtain industry experts or insider
insights of the future outlook or trends in the global food,
home, and personal care industry. Interviewing an industry
expert would have provided more understanding on
dynamics in the food, home, and personal care business.
This study focused on evaluating external factors that affect
brand strategies of Unilever Ghana Ltd. A methodological
limitation is the lack of quantitative measures utilized as
the study is limited to the qualitative responses of the
respondents interviewed for the study. A survey is the
primary means through which data are measured and
obtained and they have varied purposes encompassing
marketing surveys, opinion surveys, and political polls,
among others (Salkind, 2000). Their responses, which may
pertain to their own views, comprise the data set subject
for statistical analysis (Salkind, 2000) and are classified
according to the type of response required, or the type of
questionnaire administered (Chisnall, 1997). Survey
questionnaires that have been deployed for research have
two specific objectives. The analysis of the questionnaires
were mainly focused on associations between variables or
with making estimates in a descriptive manner to a well-
defined group of respondents. Next, it is also an effective
means of gathering data by soliciting individual evaluations
through predetermined items or questions. Their
responses, which may pertain to their own views, comprise
the data set subject for statistical analysis. The
methodology gave the explanation of the procedure and
method for collecting the dataonthe research questions.
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The area covered by the questionnaire includes personal
data of the respondent, the daily consumption of the
organization product, what push them to purchase the
product and in all 19 questions were used and the answers
given by the respondents were analyzed according to the
information provided by the respondents. Open ended
questions were used to allow respondents state in detail
the cause of their action.

The population that was used for the study consists of the
consumers of the Unilever’s products in Tema and their
marketing officers. The sample was comprised of 100
respondents. Purposive sampling technique was used to
select respondents. The main reason for using the
purposive approach was motivated by a high illiteracy rate
in Ghanaian market. Levy and Lemeshow (1991) reported
that a suitable sample frame of the population being
sampled should be up to date, devoid of multiple listing of
members and contained information about each individual
that could be used for stratifying the sample. This was done
to ensure that the chosen sample was representative of the
entire population to acquire the necessary information.
Descriptive statistics was also used for the study. Ansell and
Phillips, (1994) noted that interpreting data when mixed
methods are used involves looking for explanation,
contradictions and their resolutions, identify and rank
findings, organize them and finally, present simply through
tables, charts and graphs that illustrate the point.
Respondents were asked to indicate their demographic
characteristics and this gave the composition of the sample
and were stratified accordingly. Since the respondents’ vary
considerably and the study needed to reflect the diversity
of the population, each participants was included based on
their proportionality to the total population. The strata
were sampled independently, mutually exclusive and
collectively exhaustive. Then after purposive method was
employed within each stratum. This process improves the
representative of the sample as it reduces the sampling
error. In general the size of each stratum was taken in
proportion to the size of the stratum. First, the total number
of respondents were determined, then the percentage in
each sample was calculated and sample of 100 respondents
were selected. In order to build knowledge related to the
researched phenomenon, we adopted case study as the
research strategy. Case study research can be conducted
following different philosophical perspectives. The case
study method can use qualitative evidence, quantitative
evidence or both (Eisenhardt, 1989; Yin, 2003). All
participants were interviewed individually on a face-to-face
basis

RESULTS

This section reports findings and analyzes the data in order
to answer the research questions. Data analysis consists of
analyzing categories, tabulating, testing or otherwise

combining both quantitative and qualitative evidence (Yin,
2012). Prior to the actual analysis, fictional responses were
generated from the data that were collected from the pilot
study. According to Saunders et al, (2007), these dummy
activities help to analyze the data collected as to whether
the analysis was wrong or right. In this study pattern
matching and explanation building were employed where
the goal was to analyze qualitative data by building
explanation about a situation (Trochim, 2000; Yin, 2009; de
Vaus, 2009). In view of this, descriptive statistics and
pattern matching to determine differences among response
categories. The questionnaire was designed to seek
information about user groups, age, gender, education.
Analysis shows that 57% of the respondents were male and
43% were female. The results of the demographic
characteristics of respondents indicated that the male
respondents uses the global brands more than the female
respondents at 10% significant level, however at 5%
significant level there was no difference between male and
female respondents (see Appendix II). Considering the 10%
significant level, in customizing brands globally, the
organization should segment their markets base on the
gender because the males counter parts accept global
brands more than the female counterparts. The results also
show that respondents turn to global brands at the highest
level of education, so in customizing global brand the
organization need to segment the markets with the
educational levels of their target customers (Appendix III).
This will enable their brands to be accepted globally. The
demographic profile of the respondents is shown in Table 1.
Table 2 shows the rate at which respondents used Unilever
brand which is grouped into four namely daily, weekly,
monthly and yearly. From the table 55% of the respondents
use the brand daily, 20% use the brand weekly, 10% use
the brand monthly while 15% uses the brand yearly. Table
3 depicts the type of products patronize by the
respondents. Tables 4 illustrate the external influence of
Respondents when buying the product of Unilever. The
Table 4 indicates that 40%, 35%, 20% of the respondents
are influenced by their cultural, society and religious belief
and 60%, 65%, and 80% of the respondents are not
influenced by culture, society and religious in their
purchasing behaviour respectively.

On the question if the product and service of Unilever
meet the expectation of the respondents 75% of the
respondents said yes it meet their expectation while 25% of
the respondents said no, it did not meet their expectation.
On the question whether the respondents strongly agree,
agree, disagree or strongly disagree about the global brands
before they purchase the products of Unilever. 55% of the
respondents said they strongly agreed, 25% of the
respondents indicated they agree, 15% indicated that they
disagree and 5% of the respondents strongly disagree. On
the question “what they do not like about Unilever brand
and what they want to be added to Unilever brands. Most of
the respondents’ complaints about the packaging of the



Table 1. Demographic profile of Respondents
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Ages Frequency Percentages
15-25 55 55%
26-35 25 25%
36+ 20 20%
Total 100 100%
Gender
Male 57 57%
Female 43 43
Total 100 100
Educational Background of Respondents
Tertiary 45 45
Senior High School 35 35
Junior High School 20 20
Total 100 100
Source: Field Survey, 2013.
Table 2. Rate of Consumption of Respondents
Consumption rate Frequency Percentage
Daily 55 55
Weekly 20 20
Monthly 10 10
Yearly 15 15
Total 100 100
Source: Field Survey, 2013
Table 3. Brands used by Respondents from Unilever
Brand used by respondents  Frequency Percentage
Lipton 5 5
Keysoap 10 10
Omo 10 10
Pepsodent 15 15
Royco 5 5
Sunlight 10 10
Blue band margarine 5 10
Annapurna 5 5
Close-up 10 10
Geisha Soap 15 15
Lux 10 10
Total 100 100

Source: Field Survey, 2013.

brands like how the brands such as omo and keysoap are
packaged because they expected that those products should
be package to meet the pockets of every person. In addition
they find it difficult to identify Unilever’s brand. The
respondents also indicated that they expected Unilever
Limited to add cosmetics such as deodorant, body cream to
their product line. On the overall assessment of Unilever
brands 80% of the respondents assessed that Unilever has
the best and quality brands while 20% of the respondents
believe that Unilever brands are not the best and does not

meet their expectation. On the question whether Unilever
has a brand policy, management explain that the company
has a brand policy in place and that the policy has been in
existence for long time and it is part of the organization’s
marketing strategies. Concerning how the branding policy
works management again explained that the policy tries to
differentiate their brands from competitors and make it
more appealing and acceptable by all customers. According
the brand manager, the policy does differentiate their
brand based packaging, pricing and quality of their brands.
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Table 4. External influence of Respondents

Frequency Percentage (%)

Culture

Influenced 40
Not influenced 60
Total 100
Society

Influenced 35
Not influenced 65
Total 100
Religious

Influenced 20
Not influenced 80
Total 100

40
60
100

35
65
100

20
80
100

Source: Field Survey, 2013.

Appendix [ indicates that 26 out of the 57 males
interviewed have Tertiary education representing 45.6%,
20 have SHS qualification representing 35.1% with the
remaining 11 having JHS representing 19.3%. Also, 19 out
of the 43 females interviewed have Tertiary qualification
representing 44.2% within the female group, 14 have SHS
qualification representing 32.6% with the remaining 10
having JHS qualification representing 23.3%. The Chi-
Square test in Appendix I test whether there is a significant
difference between Gender and Educational level. The
significant level of 0.887 been greater, the 5% significant
level suggest that there is no significant difference between
Male and Female with respect to education. Even if there is
any difference at all it may be due to chance. Appendix II
illustrates brand usage by gender of respondents. The chi
square test indicates there is no significant difference
between Gender and Brand used at the 5% significant level,
but the result is significant at the 10% level. This means
that gender influence brand usage at the 10% significant
level. Appendix III illustrates education level and brand
usage by the respondents. The chi square test indicates
there is significant difference between Education level and
Brand usage at the 5% significant level. This means that
educational level influence brand usage. One can conclude
that as one attain high education, brand becomes significant
in influencing his/her choice of products.

Factors that Unilever consider before branding globally

On the factors Unilever Ghana limited consider before
branding globally, management stated that they consider
both internal and external factors before they brand their
products and services globally. According to the sales
manager of Unilever considering both internal and external
factors aid the organization to know how to deal with the
various problems associated with it and to get the brands
globally accepted. For internal factors, management stated
that they consider specifically the following internal factors
suppliers, customers, competitors and marketing

intermediaries. On the external factors, management
considers specifically political, legal issues, culture, social
and religious differences as well as economic and
technological factors. Both internal and external factors are
considered critically and carefully before achieving a
successful global branding. On which brand strategies
Unilever Ghana Limited use for global brand, Unilever
management employ when branding globally, management
stated that the organization considers the corporate brand
strategy when branding globally. According to the
marketing manager using these strategy enables their
brands to be different and accepted across the world.

The Influence of external factors on the brand
strategies

The study sought to know the influence the external factors
has on brand strategies, management explained that
external factors influence a lot because it cause them to
change their strategy from country to country because the
external factors which the organization considers varies
from one country to the other.

Culture consideration for global branding

On the question does the organization consider culture
when branding globally and how it is done, the
management responded that the culture of people differs
and it is paramount to consider such a factor because when
the brand is against one’s culture the brand would not be
accepted. It is done by monitoring the culture of each
market segment by the marketing team to know what is
against and what is not and do appropriately that to meet
the culture demands for the brand to be accepted.

Consumers’ needs and social effects consideration for
global branding

The study sought to identify the consideration of



customers’ needs and social effects when branding globally.
Management responded that they consider what the
consumers and desire for before they offer their branding
and also they consider the social effects when banding. The
organization tries to sample the views of the customers
through interviews to know what they want and provide
appropriately and also provide brands which does not have
any bad effects on the social environment.

Language consideration for global branding

The study sought to find out if Unilever Ghana considers
language when branding globally. Management responded
that they consider the language of different countries when
branding because customers are more likely to accept a
brand if they understand the language on the brand.

DISCUSSIONS OF FINDINGS

The study investigated into customizing global brands with
respect to external factors that affect brand strategies as
well as measures put in place to ensure that branding
strategies helps in building customer intimacy and retains
this relationship in the global market. The findings suggest
that in order to customize brands globally, there is the need
to have branding policy plan which aid the organization to
brand its product and services effectively without any
hindrance and shortfalls. The analysis indicated that
respondents turn to global brands at the highest level of
education. In view of these in customizing global brands,
Unilever needs to segment the markets with focus on the
educational levels of their target customers as this will
enable the brands to be accepted globally. The analysis also
indicated that the external factors that are considered when
customizing global brands are culture, political and legal
issues, social, and religious differences and the economic
and technological factors. For brands to be accepted as
global brand they need to adapt to external factors of
different countries. The interview of respondents indicates
that culture influence with Unilever’'s brand among
consumers is very high with influence by society is the
least. A look at Unilever branding strategy, shows that
there is consistency in building customer service and
intimacy through delivering superior product quality with
their goal of improving brand affiliation. Brand name is
important measures for the continuing patronage of
Unilever’s products and services as consumers are
becoming more aware of how Unilever's products are
produced with the company's eco-friendly and safety
education. The education answers the various concerns
consumers and businesses ask such as safety, quality and
sustainable development. This effectively reinforces the
brand image of quality in products more evidently seen in
the business processes of Unilever’s products.
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Conclusion

This study analyzed the customization of the food, home
and personal care industry for Unilever Ghana. According
to Gelder (2003), Levitt’'s (1983) conclusions that
consumers are becoming more similar are incorrect. Far
from homogenizing, markets have fragmented over the past
decade, and people around the world have asserted their
local identities and idiosyncrasies. This has happened
because of globalization as people interact more with the
outside world, they become increasingly sophisticated in
their attitudes and behaviours, not content to take foreign
brands at face value. The study argues that each global
brand has specific opportunities and limitations when it
comes to standardization or customization. Only a thorough
understanding of factors that influence brands in their
global and local contexts helps determine the best course
for them. This study explains the external factors that affect
customizing global brand of the food home and personal
care industry and empirically testing the external factors
that affect brand strategies with data analysis. As Unilever
companies seek to be major players in global markets, a key
challenge they face is building customized global brands.
Building brands is important with economic development,
competing on cost alone may not be sustainable. While
brands may not necessarily translate into premium prices,
they help companies gain higher market share as they
convey an assurance of quality and reliability. The brand
strength depends on the perception of customers. Satisfied
and loyal customers have positive perceptions of brand. In
time when competition increases, it is imperative for
Unilever to evaluate factors that are not only important in
creating strong brand equity but also assist them to achieve
customer satisfaction and loyalty.

Successful branding is strategic, involves all functions and
aspects of a company and must be deeply embedded
throughout the entire organization and aligned around
multiple touch points.This ensures a successful balance
between brand promise and brand delivery. This study
investigated whether different external factors have
different effects on various dimensions of Unilever’s
customizing brand strategy. As a result, Unilever’'s food,
home and personal industry does take in consideration
some of the main requirements of competitive advantages
in Customizing global brands and thus follow a
comprehensive customization of global strategy of
standardization or adaptation of products/ activities and
other. The contribution of the study introduces more
comprehensive external factors that affect brand strategies
of Unilever. Customizing global brands need to make a
sustainable brand strategy which lists the character traits
intended for the brand. While Unilever Ghana Ltd continues
to exhibit strong global brand, the company should
constantly keep its cost competitive in order to deliver
value for money to its customer. On the other hand, it may
leverage more on, product quality, and strong global brand.
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The results propose that customers have a very obvious
recognition of the overall brand image of Unilever Ghana
Ltd as a food, home and personal care company. More
specifically, the company was perceived to have a clearly
strong position within the Ghanaian market and to be
successful in communicating their brand to customers. The
study suggested that there was some distinction in
perceptions of the consistency of the service experience
offered by, and connected with, the Unilever brands.
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Appendix I

Gender of Respondent * Educational Level Cross tabulation

Educational Level

Tertiary  SHS JHS Total
Gender of Respondent Male Count 26 20 11 57
% within Gender of Respondent 45.6% 35.1% 19.3% 100.0%
% within Educational Level 57.8% 58.8% 52.4% 57.0%
Female Count 19 14 10 43
% within Gender of Respondent 44.2% 32.6% 23.3% 100.0%
% within Educational Level 44.2% 41.2% 47.6% 43.0%
Total Count 45 34 21 100
% within Gender of Respondent 45.0% 34.0% 21.0% 100.0%
% within Educational Level 100.0% 100.0%  100.0% 100.0%
Chi-Square Tests for Appendix I
Value Df Asymp. Sig. (2-sided)
Pearson Chi-Square 2402 2 .887
Likelihood Ratio 239 2 .887
N of Valid Cases 100

a. 0 cells (.0%) have expected count less than 5. The minimum expected

count is 9.03.
Source: Researcher’s computation, 2013.
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Brand used by Respondent * Gender of Respondent Cross tabulation
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Gender of Respondent

Male Female Total
Brand used by Respondent  Lipton Count 4 1 5
% within Brand used by Respondent 80.0% 20.0% 100.0%
% within Gender of Respondent 7.0% 2.3% 5.0%
Geisha Soap Count 11 4 15
% within Brand used by Respondent 73.3% 26.7% 100.0%
% within Gender of Respondent 19.3% 9.3% 15.0%
Lux Count 7 3 10
% within Brand used by Respondent 70.0% 30.0% 100.0%
% within Gender of Respondent 12.3% 7.0% 10.0%
Keysoap Count 6 4 10
% within Brand used by Respondent 60.0% 40.0% 100.0%
% within Gender of Respondent 10.5% 9.3% 10.0%
Omo Count 6 4 10
% within Brand used by Respondent 60.0% 40.0% 100.0%
% within Gender of Respondent 10.5% 9.3% 10.0%
Pepsodent Count 9 6 15
% within Brand used by Respondent 60.0% 40.0% 100.0%
% within Gender of Respondent 15.8% 14.0% 15.0%
Royco Count 1 4 5
% within Brand used by Respondent 20.0% 80.0% 100.0%
% within Gender of Respondent 1.8% 9.3% 5.0%
Sunlight Count 2 8 10
% within Brand used by Respondent 20.0% 80.0% 100.0%
% within Gender of Respondent 3.5% 18.6% 10.0%
Blue Band Margirine Count 2 3 10
% within Brand used by Respondent 40.0% 60.0% 100.0%
% within Gender of Respondent 3.5% 7.0% 5.0%
Annapurna Count 1 4 5
% within Brand used by Respondent 20.0% 80.0% 100.0%
% within Gender of Respondent 1.8% 9.3% 5.0%
Close-up Count 8 2 10
% within Brand used by Respondent 80.0% 20.0% 100.0%
% within Gender of Respondent 14.0% 4.7% 10.0%
Total Count 57 43 100
% within Brand used by Respondent 57.0% 43.0% 100.0%
% within Gender of Respondent 100.0% 100.0% 100.0%

Source: Researcher’s computation, 2013.

Chi-Square Tests of Appendix II

Value Df Asymp. Sig. (2-sided)
Pearson Chi-Square 17.4492 10 .065
Likelihood Ratio 18.179 10 .052
No of Valid Cases 100

a. 13 cells (59.1%) have expected count less than 5. The minimum
expected count is 2.15.

Source: Researcher’s computation, 2013.
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Brand used by Respondent * Educational Level Cross tabulation

Educational Level

Tertiary SHS JHS Total
Brand used by Respondent  Lipton Count 5 0 0 5
% within Brand used by Respondent 100.0% .0% 0% 100
% within Educational Level 11.1% .0% .0% 5.0%
Geisha Soap Count 0 7 8 15
% within Brand used by Respondent .0% 46.7% 53.3% 100.0%
% within Educational Level .0% 20.6% 38.1% 15.0%
Lux Count 0 0 10 10
% within Brand used by Respondent .0% .0% 100.0% 100.0%
% within Educational Level .0% .0% 47.6% 10.0%
Keysoap Count 10 0 0 10
% within Brand used by Respondent 100.0% .0% .0% 100.0%
% within Educational Level 22.2% .0% .0% 10.0%
Omo Count 10 0 0 10
% within Brand used by Respondent 100.0% .0% .0% 100.0%
% within Educational Level 22.2% .0% .0% 10.0%
Pepsodent Count 15 0 0 15
% within Brand used by Respondent 100.0% .0% .0% 100.0%
% within Educational Level 33.3% .0% .0% 15.0%
Royco Count 5 0 0 5
% within Brand used by Respondent 100.0% .0% .0% 100.0%
% within Educational Level 11.1% .0% .0% 5.0%
Sunlight Count 0 10 0 10
% within Brand used by Respondent .0% 100.0% .0% 100.0%
% within Educational Level .0% 29.4% .0% 10.0%
Blue Band Margirine  Count 0 5 0 5
% within Brand used by Respondent .0% 100.0% .0% 100.0%
% within Educational Level .0% 14.7% .0% 5.0%
Annapurna Count 0 4 1 5
% within Brand used by Respondent .0% 80.0% 20.0% 100.0%
% within Educational Level .0% 11.8% 4.8% 5.0%
Close-up Count 0 8 2 10
% within Brand used by Respondent .0% 80.0% 20.0% 100.0%
% within Educational Level .0% 23.5% 9.5% 10.0%
Total Count 45 34 21 100
% within Brand used by Respondent 45.0% 34.0% 21.0% 100.0%
% within Educational Level 100.0% 100.0%  100.0% 100.0%

Source: Researcher’s computation, 2013.

Chi-Square Tests for Appendix II1

Value Df Asymp. Sig. (2-sided)
Pearson Chi-Square 1.528E2a 20 .000
Likelihood Ratio 175.032 20 .000
No of Valid Cases 100

a. 29 cells (87.9%) have expected count less than 5. The minimum
expected count is 1.05.
Source: Researcher’s computation, 2013



