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Abstract

Manufacturers deai with anumber of uncertainties, trending technologies and tendency

of peer influences among USers of goods and for them to gain competitive advantages
and new markets, organisations try to surpass their competitors by positioning their
product in the mind of users through quality and pocket friendly product. Itis based on
afore-mentioned that the study examined the impact of product positioning on the
choice of cosmetic products.'The intention of this study focus mainly on the impact of
product pricing positioning strategies and quality position strategies on the customer’s
choice of cosmetic products. 265 structured questionnaires were administered butonly
247 were correctly filled and returned by the respondents. Multiple regression
technique was used in analysing the data with confidence level at 0.05. Result showed
that there is moderate positive relationship between price positioning strategies 21
customer choice of cosmetic product having [1 =0.684 and p value= 0.000and qualilf)‘
positioning strategies []=0.73 and p-vaalue = 0.000 whichimplies that 0.73 increaseln
iy positioning of cosmetic products will lead to 73% increase in thie chcice made Y
::::":\’f: ‘j_f_c?_s_ﬁ'n‘-jﬁc products in Lagos state, Migeria. This study therefore concludes

 Price positioning strategies and quality positioning strategies have moderd®
positive impact on the customer choice of cosmetic products and the %
recommended that manufacturers of : P : 4 strategic in
handling th rs of cosmetic should be proactive an

Ing these key elements to build long |asti . < Cre p omers.
ild long lasting relationship with their cust

¢ Product Positioni ’ e : : osit
Siratngis ikt ositioning, Price Positioning Strategies, Quality P

. with: mamnal;
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brand management process,
gistinctive big idea in the mind of the target customers. Kotler and Keller
ist!

p mphasized that organization discovers different needs and groups in the market place,
argets those it can satisfyina superior way, and then positions its offerings so the target
market recognizes the company's distinctive offering and image. All these efforts
ard improving the position of good and service in the mind of her target
in the world that does not have a position. Positioning
n and what product represents for a buyer
f matching marketing message, with the
hat marketer can serve them better than

in the loyalty of her customers, if the goods or services she

petitor product and offering (Kotler, 2003). As part of the

each offering must reflect a compelling,

straIEg‘C
(2009)

railored tOW
customers. There is no product

product is about visibility and recognitio
(Mulei, 2005). Product positioning is the skill o
desires, feelings, & beliefs of the target markett

else can. Product positioning focuses on

about a firm’s ©
ally been used as a substitute wor

does for the customers and it contains
the brands that company offer, which
addition, positioning means the process
dentity in the mind of customers for her
1981). It is the relative competitive

ket as perceived by the target
t. Itis the

producing a unique, consistent, and

ffering and image. Positioning has
d for

anyone
recognized customer perception
come to mean many things and it has occasion
branding. It is the definition of what the product
communication agenda regarding the images of
invariably influences product interpretation. In
by which marketers try to create an image or i

products, brand or organization (Ries & Trout,

t i H . - .
omparison their products occupies in a given mar
the mind of the target marke

audi e ; 3
:IJEnce. Positioning is something that happensin
total opini el :
opinion that market has of a particular company's goods or services in relation to

their perception of the competitors in the same category. According to Panwar and
neral, is the strategy through which the marketers
with the aim of gaining
ased on its benefits,

P ;
pa"a (2017) positioning strategy, in ge
0siti i
o fOnl tlhelr goods or brands in the minds of the customers
Petitive edge over their rivals. A product can be positioned b

attribyt
es e 3 ;
» use of application, features, attitude, user social class, quality level etc. It t.
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t for specific market segments and at specific prices. The Pasition of,
a produc 's perceptions of a products attributes relative to the attributes of
product Is customer's pe i 2005). In cosmetic markets in Nigeria, competiy
Soripeiive el - . ore dynamic choice, identif "
intensiveness Is increasing and buyers have 2 m - il + Identification ang
knowledge of a product’s intrinsic values, According to Kotler (2006), customers Make
snormous number of purchase decisions every day and' tonshun constant re-evaluatigy
of many products, customers tend to group, or “position” products in their minds 1
simplify buying decision. Rather than allowing customers to position products
independently, marketers must try to influence and shape consumers'’ perception of
different products. Many organizations are now trying to manage their positions
occupled by their products and are using different positioning strategies to move to new
positions in consumer's mind and so generate an advantage over their competitors so

the main objective is to examine the impact of product positioning strategies on
customer’s thoice of cosmetic products in Lagos state, Nigeria. D

targets

Literature Review

Producers can hardly satisfy everyone in the market. This is generally due to the wide-

i i
FANgINg consumer’s taste, preferences and not every person will like the same meal or

the same catery (Kotler, 2006). Organization begins by dividir;g the market into
segments whereby they identify and profile distinct
prefer or require difference
elements, demographic varia
marketer then decides whicl

groups of customers who might
goods and services mixes by examining psychographic
bles, and behavioural differences amongst customers. The
the target markets. For each ::;.narkms Present the greatest opportunity, and these.are
The offering is Positioned in ¢} osen target market, the firm develops amarket offering.
Ifa company does an el '@ minds of the buyers as delivering some central beneﬁfs-
Marketing Planning and d”:;m |ob of positioning, then it can work out the rest of it
of identifying a marker nic:ntiratlon fromits positioning strategy. Positioningisthf! act
marketing placement strate '[a o'k brfmd_ Product or service utilizing tradition?
competltion).Accordlngtn I(i::: (i.e. Price, promotion, distribution, packaging. an
r(2003), product positioning is the way by which the
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—arketerscreate impression in the customers mind_ Themof
s acvevement of valued distinction/differentiation n a
2008) opinad that 2 product positioning is the fragment
s vauve prm“\cstm that is to be mﬂ}' com 1
2o demonstrates an advantage over competing brands. The resuit positicning
successt PosiBioning strategy creation of 2 Customer-focused v:n prq;os;a:f.:
cagentreason why the target market should buy the product.

MMQ

Varieties of Product Positioning

|. Features’Actributes Positioning
ﬁf«ﬁ*gp*educ:byfemcmﬁmdmrehﬁonddmwodnﬁ:mﬁﬂﬂﬁem
Se Grgstcustomer needs. After the positioning is carefully chosen, the marketer must
T3 madty the functional features/ atmributes of the prioduct to represent the position
somsed (Sengupta. 1990) ii. Benefit Positioning Mulei (2005) contended that
Rm‘ammmegoodspmbeﬁr@lewmmmmﬁma
T==d 2round those spedific importance. Russell, Beach and Buskirk (1988) cpined
T consumers who have same lifestyle in important ways tend to group arcund the
=™2 benets and a5 a result enable differentiation in a product market Wind (1982)
“scussed positioning 2 product by its performance on specific product atmbutes s
TWarg the most common 2pproaches to positioning. Positioning powerfully inked to
wm&fﬁmhwmewmm*ﬁw
®2=res without their importance to the user. ii. Positioning by Product Use Bara,
"7 2nd Aaker (1996) noted that one very effective way of educating an image s
P e g00d 2nd service with the use or the application. Positioning by use of strategy
Mam“mmh“mﬁhamﬂm
T=m0es £ expand the market of the brand (Sengupea. 1990). Posisoning by usige
*en & astrong differentiating strategy that whenused well can nScpa e
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It (Aaker. 1996). Investigating the heavy users of a product, Organisaugm
desired refit"J e he-";VY users of their products preferred a specific product with simple
found out tha o them attached to it. iV. Positioning Product by Quality ang
is study centred on these concepts. Quality and price g,

mers in evaluating alternative goods and services. Some

application on how to us
Price The objectives of th
dimenéior.\s used by consu il e
organisations use 2 high price (skimming) strategy to indicate tha't their product is
superior in quality. Other firms use alower price (Penetration). Each time quality is given
the true price, whatever is made afterward will sell on its own (Sengupta, 1990). A buyer
sees goods and services in a category at differerrt levels of price offering, different
standards of quality and decides which level is most suitable for a specific need.
Customers have diverse anticipations of quality at different stages of social mobility and
thus offer the opportunity for price worth positioning and satisfaction. Batra and Aaker
(1996) however, caution thatit s tricky to attempt to retain an image of a low price while
communicating an image of quality. v. Positioning by Product Class Producer’s ability to
influence the customers that their products belong to a certain group, will determine
acj:eptance or rejection of a given product positioning (Solomon, 2013). The company
wuil'r'eq'uire elucidating the product group for their products for the purposes of
 Positioning. A product that closely look like other brands in its product cla;s requires

intensive promoti ‘ .
P On'tosetitapart. When organisations differentiate her product greatly

from its : .
diﬁerenc:sotmtp:n;ors. different promotional elements can be used to inform the
)
= ebuyers (Kotler, 2006). Positioning by product class also, can be viewed
esetof goods or services which a

re i : . A i
consumer need (Sengupta‘ 1990). perceived as substitutes to satisfy some spedal

Methodology

of cosmetic "
Products in La
gOs stat ioeri
Where 265 (two hundred e, Nigeria. Research design is descriptive in naturé

ok _ and sixty five . _ .
ministered with ‘imPIErandom s:n ) Copies of structured questionnaires were

plin 3
wﬂ\e target population of 3, 192,900
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g the § Likert scale design (v) strongly agree (iv) agree (1) undecided (i) g
gy disagree Model Specification CC [ (PPS, QPs) s
;’_ ale) = customer choice of cosmetie product PPS (Independent
astioning strategies QPS (il\dopmdmt\v.‘.rinblo)
mecefore Y = BO + BIPPS + B2QPS (Multiple reg
the magnitude for the behaviours between the de
avnvined in this study:

Results and Discussion Demographie Variables Result

Agreo (1)
Where CC (dependent

varlablo) = price
= quality Positioning strategies
ression function) used in aui:lalnlng
pendent and independent variables

vender: Male 20 2.
Female 17 87.9
Total 247 1.01
Marital Status: Single (NG 100
Mamad 108 4251
Divoree 1o . 048
Total 247 100
Religion: 1slam 100 403
Chrstianity 144 SS:%
Others 03 1.2
Total 247 100
Ager 1825 vears 9 ' | 1003
h__-'-‘f".‘.‘ yeans 150 00.73
14 years and above S0 2:)6;4
| Tomal 247
Mion.\l Qualifications: KR
| SSCE 110 e
OND NCE 50 T
| B Others 87 =
-_-__Tolnl 247
P ————
———
T ——— - Scrence Index (ASL); Index COPOvAS Intemats
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.gpsS output, .
sOurcF:-hi demographic varnabl:-s r ‘i;‘: 5
From on responde”ts 879 % , e
the fem is in accord with the gé
5 tal status, t

¢ table, the male respondents shows |, 1% 20g

lications of the higher proportion in fep, b

ral believe that female gender use More
: he number of single, married and dive,

male. For Mar ively by implication of th :

C 1019, 42.519%, and 6.48% respectively oy implcation of the egy
dents used cosmetics product than others. Also, thl'é Muslim, Christix,
espondents shows 40.5%, 58.3% and |.2% respectively and this res;
_and f:‘thtt:ﬁt|t'hepChristian respondents used cosmetics product than other worshippers
Imph;'sackits of the respondents shows 19.03% for |8-25years, 60.73% for 26-33yexrs
an: 20.24% for 34 years and above, the result indicate that the young adults use more
cosmetic products than other age group which explains that young adults spend more
on cosmetic products since their responsibilities is lesser during this period and majorly
their concern tend towards looking good for their admirer. The educational
qualifications of the respondents shows 44.53% for SSCE, 20.24% for OND/NCE and

35.22% for B.Sc./Others which means the SSCE holders spend more on cosmetic
products.

respoﬂden
cosmetics than

Testof hypotheses

Sh{}l.: There is no relationship between price positioning strategies and customer’s
oice of cosmetic products. H02: There is no relationship between quality positioning

strategies and customer’s choice of co ;
Table1 for Hypothesis { smetic products.

e

Table (a) Model Explanation

Model R e

i, 684 467 Adjlf::;sd R Square Estimate of the Standard. Error

—

a. Predictors: i
rs: (Constant), price positioning strategies /J

Source: Spss Output, V26,
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Table (a) presents the model summary for the test of b
correlation coefficient ris 0.684 (i.e. r = 0.684) whic
between customer's choice (dependent variable)
arepredictors or independent variables).

ltis also clear from the table (a) that the r2, which is the coeff
46.7%. This implies that 46.7% of customer’s choice can be
price positioning strategies while the remaining 53.3%is expl
variable that are not captured in the model.

yPothesis |. This reveals that the
h indicates a positive relationship
and price Positioning strategies (which

cient'of determination, is
explained by the effect of
ained by other extraneous

Table (a) Model Explanation

Model R Adjusted R Square Std. Error of the Estimate
l. 730a [.533 531 504

Source: SPSS Output, V26.

Table (b) presents the modellsummary which reveals coefficient r is 0.730 (i.e. r. =
0.730) which explains a moderate positive relationship exists between customer ch:ici
(dependent variable) and quality positioning strategies (Prefiict?rs == md:r]z ie:me:f
variables). It is also clear from the table (b)‘that the r2 which is the coeff
determination is 53.0%. This implies thatmore than a‘verage of st
the percentage (i.e. 53.0%) change in customer Chmf:'e ik ?mtors ):hat are not
positioning strategies. The remaining 46.7%is explained b)’ athierfag
captured in the model. is moderate
Discussion of findings: From the tables' (a) and (3) tﬁ: ttl'lv;r'ieat:le' s
relationship between the independent varisbles and Cep tive hypotheses will be
"ypotheses stated above will be rejected while ﬂt]: 31:;:’: :ositio:ing strategies and
i . e
accepted ie there is significant relationship .betWeen F:'or hypothesis | and significant
Customer patronage of cosmetic products in Lagos s tomer patronage of cosmetic
relationship between quality positioning strategies and oS ot skl thg eruicion
Products in Lagos- state, Nigeria. These findings are in ac
studies reviewed during the course of this study.

icus International;
ASI); Index Copernicus
—_ ~Advance Science Index ( mal Factor
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