Chapter One
Introduction
1.1 Background to the Study

Business is experiencing unprecedented levels of change in scale, velocity, and orientation,

necessitating the development of solutions to combat these challenges. Food, drink.@&c‘)nal care

products, electronics, household goods, and many more are all part of the éas%ring consumer

goods industry, which is undoubtedly one of the largest sectors in the world.
[ ) “

the fast-moving consumer products industry still need help achi rket performance goals

usiness managers in

like increased sales, market share, profitability, competili%%antage, and customer retention
despite the industry's open market competition a@ lisation. In addition, the increased
competitiveness of the fast-moving consumer,p@ts sector can be attributed to the industry's
dynamic corporate environment, which Ais Qg)}:terised by fluctuating technical demands, an
uncertain economic climate, and signi%% sociological advances. To improve market performance
in the fast-moving consumer goodshihdustry in the face of such complicated and unpredictable

'\
external conditions, all rele@ ies must act immediately.

With a wide range &food, drink, personal care, appliance, and technology items, among many
others, the fast ing consumer goods (FMCGs) industry is unquestionably one of the largest
manufa@g organisations in the world'. While fast-moving consumer goods (FMCG) businesses
can have high sales volumes, they often have low-profit margins per unit sold’>. Another defining
aspect of FMCGs is their high susceptibility to substitution by consumers or competitors. As a
result, fast-moving consumer goods account for a sizeable portion of most families' monthly
budgets®*. The impact created by brand management practices on business performance is one of

the most interesting discourses among executives and managers of companies, especially those in
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small businesses, who still do not understand clearly the efficiency and the activities implied in
brand management practices, as well as its contribution and value in the supply chain. Business
leaders across industries, from multinational corporations to sole proprietorships, are devoting a
growing portion of their time and energy to expanding into new markets with the hope that the
increased sales of their products will positively impact their bottom lines. This might also enhance

their companies' marketing capabilities, giving them a more significant say over Q&/ell their

businesses do. ‘ é

In most industrialised nations, fast-moving consumer goods (FM.CG ug\inesses are the largest
industry in the manufacturing sector. However, their performance een dismal, with records of
gradual declines in profitability and market share’. Food aﬂd{&%l)age multinational corporations in
the United States have had a sluggish performance“due\td free markets, fierce competition, and
negative consumer behaviour toward FMCG*® @3. Fast-moving consumer goods companies
employ about 14 million people in Europg anufacturing companies in the United Kingdom
(UK) have a well-deserved global rep n for provenance, quality, and innovation’. Despite this
solid track record, manufacturi é&prises in the UK have faced unprecedented obstacles in the
Y

form of an uncertain rqé %
ns

among fast-moving O&

Q

FMCG Orgaéiz jons in Australia continuously seek methods to increase their performance and

te and low purchasing turnout, resulting in stifled performance

er products businesses®.

seem 11@\'6 to investors. Nevertheless, some still need to do so due to challenges such as
inadequate business process conceptualisation, strategy formation, and execution of selected
strategies’. Asian fast-moving consumer goods (FMCG) are a key growth industry for Asian
countries and, as a result, a key component of investors' portfolios. According to the 2015 analysis

by PWC, Asia's food, beverage, and tobacco category will expand at a rate of 9% per year by 2018,



compared to a world average of 6.4 per cent’. Asia will account for US$5.9 trillion, or 60%, of
worldwide consumer spending in this category by 2018. According to the same analysis, consumer
spending on household and personal care items would climb by an average of 8.5 per cent per year
in Asia, reaching US$730 billion by 2018. Similarly, the FMCG sector (food and beverage,

household and personal care) is particularly vulnerable through its long and diverse raw material
supply chains'®. &

In addition, Asian consumer and retailer attitudes toward the sustaina '1%rformance of
consumer goods manufacturers are changing!!'. According to studie)s,\J oge Asian customers are
considering the social and environmental implications of buying @ ore consumer awareness

campaigns are being launched by non-governmental orgap'\ 10ns (NGOs), with calls to action

emphasising the customer's ability to make intelliged@&sponsible choices'?. Such actions can

significantly negatively impact the revenuei‘@aﬂ(et performance of the affected FMCG

companies. 't

The Indian FMCG industry is the4€ourthslargest in the economy, with a total market value of more
than US$ 13.1 billion. It has a&%be;antial presence of multinational corporations (MNCs), a well-
established distributi{)@v k, vigorous competition between organised and unorganised
divisions, and 1 wé@ational expenses'3. India has a competitive edge due to the availability of
critical raw commodities, lower labour costs, and presence across the whole value chain. From
USS$ 11®lion in 2003 to US$ 33.4 billion in 2015, the FMCG market is expected to triple'®. In
India, penetration and per capita consumption in most product categories, such as jams, toothpaste,
skincare, and hair wash, are low, suggesting an untapped market potential. The growing Indian
population, particularly the middle class and rural groups, allows branded product manufacturers to

convert customers to branded items. Consumer upgrading in older product categories is also



anticipated to drive growth. With 200 million people predicted to switch to processed and packaged

foods by 2010, India would require around US$ 28 billion in food-processing investment.

FMCQG retailers generally operate in a low-margin environment in Africa. As a result, the existence
of a large market is crucial to the success of these companies. Despite Africa having a population of
around one billion, the continent still needs to be served by FMCG companies'®. Sinse FMCQGs are
often identified within categories, African merchants must compete on pricing. %&Vompetitive
market, margins are squeezed to the bare minimum, and the least efficient ent . are driven out
of existence. Companies that can persuade consumers to buy their brand name rather than the
competitors can enhance market share without necessarily o@ cheaper pricing. Loyalty
programs, improving the shopping experience, effective b@%ﬁ techniques, delivering items in
smaller sizes to make them cheaper, and adjusting to, logal demands are critical measures in this

area. Convincing a consumer that a firm's pr@uperior to that of a rival delivering a similar

product is critical to long-term success in 5&' lar market'S.

>

In a growing economy, such as t o&hny African nations, South Africa's fast-moving consumer
goods industry is one of the 4%&9»;11 economic businesses, producing significant money for the
country and employir@)r@ eople!®. Despite its significant economic contributions, South
Africa's manufa tu@&ompanies face various issues related to the poor performance of these fast-
moving consumey goods companies in South Africa, which is attributed to a need for more
underst@g of consumer behaviour toward fast-moving consumer goods!”. It is relatively robust
in Kenya compared to nations at a comparable stage of economic development. The country is a
major exporter of manufactured products in Sub-Saharan Africa. This results from the Kenyan
government's ambitious development goals to boost economic growth in the fast-moving consumer

goods industry.



Despite the Kenyan government's efforts to implement regulations aimed at improving consumer
goods businesses in the manufacturing sector, the sector that serves as the backbone of Vision 2030
has stalled'®. Furthermore, the sector's contribution to GDP fell from 9.6% in 2011 to 9.2% in 2012,
while the growth rate fell from 3.4 per cent in 2011 to 3.1 per cent in 2012'°. The fast-moving
consumer products business in Nigeria is a rising and dynamic Nigerian manufacturing sector
subsector facing tough and harsh competition. As emphasized in Nigeria, there has b%‘(b‘high rate
of manufacturing industry collapse, particularly in FMCGs, and a continuo §,@&e in customer
purchases, which is partly due to poor customer acquisition strategy, a lack ofysustainable customer
value, organisational rigidity, poor business innovation, and %%ds atch of organisational
environmental planning and forces with organisational infgm&%} In an increasingly competitive

context, product-oriented fast, moving consumer gg@}ufacturers face increasing problems

both in the global market and on the African cogti’@o.

N

Modern marketing strategies have largely, superseded their archaic predecessors, reflecting the
realities of a market in which good a@%vices are mass-produced in factories for consumers who
buy them to solve a specific ol% . Over time, manufacturers of a given product will often
experiment with new w, s@@wir wares apart from their competitors. These factors give rise to
a new era in marketi ga new marketing dimension through branding development. Historically,
brands were n‘o%g more than symbols or numbers used to identify specific products?!. Customers
associa@gand's value with the many benefits it provides. Like advertising, which is branding's
function, it creates a unique association and memory link in the minds of customers, which in turn
generates demand for your products and services by appealing to consumers, raising awareness of

your offerings, and instructing buyers on how best to put them to use??.



Managers have a fiduciary duty to increase market performance to maximise the wealth of their
principles, the equity owners. The shifting and generally unfriendly climate makes that job harder
than ever. Mobilising all available material and immaterial resources is essential to the value-
creation process. The value of a company's brand is high on the list of intangible assets. These days,
brands are part of an intangible resource pool that indirectly increases a company's market worth.
Creating value for the consumer base is the primary focus. Brand equity based on c;&%rs is the
only kind that can be "leveraged" to improve owners' equity, financial pert}%z@?nd the bottom

line®.

. »\ |
Customers are attracted to and kept on products and services by &{%\nemorable associations with
them. In order to increase their market share in domestic anq{%glqational markets and to survive in
the highly competitive market, companies in the N%klst—moving consumer goods (FMCG)

industry have begun introducing their product a@svices using various methods, such as cutting-
edge marketing practices. Companies i\&@ia are increasingly likely to employ marketing
strategies, even though brand awa en@)%randing, and management are relatively new concepts.
The importance of brand man. %‘, to a company's success and growth is a cornerstone of
contemporary marketi @ﬁw ithin brand management techniques and their effect on the
company's performé@, issues like brand improvement, enhancing corporate performance and
profitability, a sping the benefits the customer is searching for are discussed. Researchers and
busine in the market increasingly take this issue seriously. In light of these concerns, this
research looks into how various brand management strategies—including internal branding, brand

equity, brand orientation, and brand value—influence the market performance indicators of fast-

casual dining establishments (FCGDs) Lagos State, Nigeria?’.



1.2 Statement of the Problem

One perplexing fact is that when customers make a decision, they only respond to the consequence
of their perception. Due to Nigeria's high poverty and drive toward self-employment, numerous
cottage and small enterprises have sprouted up, producing competitively priced items that substitute
for those produced by major multinational corporations. This trend has resulted iI} many faulty,
inferior, and copycat items flooding the Nigerian market, leaving buyers not onlyé%élceless but
also perplexed. A point to note is that most producers strongly believe t ."& management
practices strongly influence market performance?’.. Brand managemg%p\ractices have been an
essential concept in strategic marketing management, and it is'&é}:ial factor influencing the
organisation's overall performance. Despite several studfq&zﬁanding in Nigeria, only some
academics have delved into examining the effects@%d management practices on market
performance in the Nigerian FMCG industry '@ost studies concentrated on distinct research
contexts, among others*23-26, Organisatio@éadapt or perish in today's uncertain, unpredictable,
and rapidly evolving world. Technol advancements in the workplace have created a highly

unpredictable work environment. ost distinctive element of the modern era is the constant

'\
and astonishing chanésJ@Qh organisational environment. In this regard, many FMCG

organisations in Nigeria, particularly in Lagos state, are experiencing a steady decline in market

performance o o poor internal branding culture.

Furthermore] consumer brand equity is a practical starting point for assessing product equity since it
includes several connected variables such as brand awareness, brand quality, brand association, and
brand loyalty?’. This connection entails reciprocal exchanges between the brand and its customers
through similar activities that benefit both parties. Any brand's purpose is to attract and keep

customers to secure its success, and it has been noted that people seek companies with specific



attributes. Brand equity is an excellent instrument for improving marketing efficiency, and
measuring brand equity is a good approach for marketing managers to assess market performance?®.
However, due to poor consumer orientation and a lack of quality and consistency given by brand

manufacturers, many FMCG marketers fail to develop brand equity in the marketplace.

Furthermore, the aspects of brand equity frequently impact product and service purchase intentions
and frequency?’. %:&\(b

Previous research on brand equity has concentrated on telecommunication;%?@%@anking, and so
on while disregarding the FMCG industry, particularly in Nigeriai‘)’3 1,324 FpS hermore, most brand
equity research has been conducted in Europe and Asia, with rela '@Vlit‘[ e in Africa, especially in
Nigeria. Although several studies on consumer behaviour h@%’en undertaken, more study needs

to be undertaken on how brand equity influences tk@%oving consumer goods companies in

Lagos State. Nigeria. This attempt fills a void é&}@so motivating the research™.

A product's superiority is no longer a %;@ntee of commercial success. When a firm shifts its
emphasis from its products to its z@s or brands, a new perspective on strategy is generally the
outcome. The actions of a b%lﬁocused business are taken as a whole and contribute to the
company's reputation@@n and concentrating an organisation's internal and external
communication r@d; the brand does not mean setting aside other tasks. Brand loyalty, brand
awareness, %st‘%}rs' perception of quality, and the firm's ability to forge new connections
contribt@ a brand-oriented company's market value**. A product's price and availability will
decide if buyers believe it does not provide any additional value. This inevitably leads to a novel
competitive situation requiring more work to regulate. Possible solutions to this problem include
reorganising the entire organisation, ensuring commitment, boosting efforts, and investing

resources>>.



Intense rivalry and industrial assistance that enable fast-moving consumer goods firms to prosper
despite business instability are also necessary if FMCGs are to play a significant part in any nation's
GDP. Furthermore, it was found that no studies in Nigerian FMCG have used brand-culture fit as
moderating variable on the association between brand management techniques and market
performance’®. These are the voids that inspired this research. In light of these issues and gaps, this
research seeks to examine how brand management practices like an internal brandmg&b(ghd equity,

brand orientation, and brand value affect market performance mdlcatgs market share,

profitability, sales growth, and customer retention for FCMGs in Lagos Stat igeria.

1.3  Aim and Objectives of the Study '&%\

The aim of this study is to examine the effect of b anagement practices on market
performance of fast-moving consumer goods in Lagos , Nigeria. The specific objectives are to:

1. examine the effect of brand manage@actices (internal branding, brand equity, brand

orientation and brand value) on@tability of Fast-Moving Consumer Goods in Lagos

State, Nigeria. \;()

ii.  determine the effec@'\d management practices (internal branding, brand equity, brand

orientation a d value) on sales growth of Fast-Moving Consumer Goods in Lagos

State, %{9

1il. ’ e the impact of brand management practices (internal branding, brand equity, brand
orientation and brand value) on customer retention of Fast-Moving Consumer Goods in

Lagos State, Nigeria.



1v.

1.3

determine the impact of brand management practices (internal branding, brand equity, brand
orientation and brand value) on market share of Fast-Moving Consumer Goods in Lagos

State, Nigeria.

investigate the moderating effect of brand-culture fit on the relationship between brand

management practices and market performance of Fast-Moving Consumer Goods in Lagos

State Nigeria. &b

Research Questions ‘%‘\QO
‘%-3

This study raised the following questions as guide: ‘ ‘\\a

ii.

1il.

1v.

%

What is the effect of brand management practices, (@ branding, brand equity, brand

orientation and brand value) on profitability o -Moving Consumer Goods in Lagos

State, Nigeria? . @

What is the effect of brand mana%'n practices (internal branding, brand equity, brand

orientation and brand Val@%es growth of Fast-Moving Consumer Goods in Lagos

State, Nigeria?
%w

In what ways o@gd management practices (internal branding, brand equity, brand

orientati nég&abrand value) affect customer retention of Fast Moving Consumer Goods in
Lag%s e, Nigeria?

§;at is the effect of brand management practices (internal branding, brand equity, brand
orientation and brand value) on market share of Fast Moving Consumer Goods in Lagos

State, Nigeria?

What is the effect of brand management practices on market performance of Fast Moving

Consumer Goods in Lagos State, Nigeria?
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Vi.

What is the moderating effect of brand-culture on the relationship between brand
management practices and market performance of Fast Moving Consumer Goods in Lagos

State, Nigeria?

1.5 Hypotheses

The study tested the following hypotheses at 5% level of significance with 95% conﬁderg&level:

Hol:

H02 .

H03 .

H04 .

Ho5:

H06:

2

Brand management practices (internal branding, brand equity, brand oriégﬂon and brand

value) has no significant impact on profitability and loyalty of Fast Moving Consumer
Goods in Lagos State, Nigeria ‘ @'\
Brand management practices (internal branding, bnamgﬂity, brand orientation and brand

value) has no significant impact on sales grow@st Moving Consumer Goods in Lagos
State, Nigeria . )\%
Brand management practices (inte(%' nding, brand equity, brand orientation and brand

value) has no significant i@ customer retention of Fast Moving Consumer Goods in

Lagos State Nigeria -

Brand manage[@l)@agﬁces (internal branding, brand equity, brand orientation and brand

value) h ignificant impact on market share of Fast Moving Consumer Goods in Lagos
igéla

State&
Br;d management practices has no significant effect on market performance of Fast

Moving Consumer Goods in Lagos State, Nigeria.

Brand-culture fit have no moderating effect on the relationship between brand management

practices and market performance of Fast Moving Consumer Goods in Lagos State Nigeria.
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1.6  Significance of the Study

This study is significant to various stakeholders (Management practice, FMCG industry,

Researchers, Government, and society) in the following ways:

The study helps the manufacturing industry understand the importance of brand management
practices and their impact on market performance. This research assists in contributi!@ a more
robust branding approach to the manufacturing industry in Nigeria. This rese &emonstrates
what workers should want and expect from their top-level management @r ey may assist
top-level management in achieving organizational objectives , dals. The study helps
organizations identify what stakeholders expect from them r@%l}g their customer value and
acquisition. It also assists top-level managers in ident@steps to take to ensure that their

employees are aware of their business initiatives and st ic policies and carry them along.

This research also gives vital information to @na ers in Nigeria's fast-moving consumer goods
industry, allowing them to stimulate a@ategically react to business information to achieve
company performance. This woweneﬁt the organization's policymakers and the Nigerian

economy, as the fast-movin ther goods business is a vital part of the country's economy.

More specifically, t%guﬂ?tested the conceptual model that evaluates the market performance
effect of bran@ement within the FMCG industry in Nigeria, thereby contributing to recent
researc ant empirical literature on the performance effect of strategy execution among
strategic management scholars in Nigeria. It also serves as reference material for students to learn
and create the platform for further studies in strategic management, hence pushing forward the

frontier of knowledge.

The government can borrow from this study and draw up accommodative policy in economic

policies in the Government sectors. This study fills the gaps in the existing literature. The studies on
12



brand management practices and market performance using brand fit culture are limited when it

concerns developing nations of Africa and Nigeria, specifically in the private sector.

Furthermore, this research contributes to the existing literature on brand management practices and
market performance and identifies gaps for further research. Hence, this study also helped society at
large by solving the research problems inherent and addition to knowledge. (b

With an emphasis on the fast-moving consumer products industry in Lages State, Nigeria, this

1.7 Scope of the Study

research examines how various brand management methods affect fn@%grformance metrics like
market share, profitability, sales growth, and customer refer&%@e relationship between brand
management techniques and the market performance .@Moving Consumer Goods in Lagos
State, Nigeria, and the individual and moderating effectS of brand-culture fit are examined. There
were 18,382 managers from various FMCG @E’}mes in Lagos State, Nigeria, who were the focus
of this research. The research here focu%bh fast-moving consumer goods (FMCG) providers in
Lagos. This is because around halN%F MCG companies are headquartered there. Nestle Nigeria
Plc, Flour Mills of Nigeria P %S(')\Nn Flour Mills Ltd, Unilever Nigeria Plc, and Deli Foods Ltd.

are just a few of the@l\&% providers that cut—the research period included the six months

beginning in De% 2021 and ending in June 2023.

1.8 Op@lization of the Research Variables

The variables in this study were classified into three — dependent, independent and moderating

variables.
Y = f(X)

Y = (y1, ¥2, ¥3, ¥4)
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X = (X1, X2, X3, X4)

Z=(z1)

Y = Dependent variable: market performance (MP)

X = Independent variables: Brand management practice (BM)

Z = Moderating variables: Brand culture fit &
Q

Where: . \QO
y1 = Market share .%\\% ’
y> = Profitability AQ}&

y3 = Sales growth Q'Q\
ys = Customer Retention C.)\‘\%

x1 = Internal Branding (b"é,
xo= Brand Equity \)

'\
x3 = Brand Oriefta@
x4 = Brand %&e

YQ §
z1 = Brand fit-culture

Equations 1- 6 are the working equations evaluated in this study
Hypothesis one

yi= £ (X1, X2, X3, X4)
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y1=Po+ Pixit Poxot Paxat Paxat e (1)
Hypothesis two

y2=f (X1, X2, X3, X4)

y2=PBo+ Pixit Paxot Baxst Paxatei . (ii)

Hypothesis three

y3=f (X1, X2, X3, X4) ‘%.\QO
y3= Bot Bixrt Baxat Poxat Bxet e . (i) : @'\
Hypothesis four &%

. QQ)
ya=f (X1, X2, X3, X4) Q@

ya= Bo+ Pixit+ Paxat Paxst Paxat e C}G&V)

Hypothesis five ’6’
P
Y =£f(X) \)

"
Y = Bot BX: +eQ)QQ ................................................. )

Hypothesis ®
&

Y=o+ BiXit+ Pozi +BiXizi € (vi)
Bo= constant of the equation or constant term
B1-Bs= Parameters to be estimated

ei = error or stochastic term
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1.9  Limitation of the Study

The study was focused mainly on five selected fast moving consumer goods companies in Lagos
State, Nigeria, given their presence in the State. As with any single industry research, the findings
of this study are limited to the fast moving consumer goods companies. The adoption of a cross
sectional survey design equally suggests that the study was unable to provide eziplanations of
causality between the independent variable (brand management practices), mo%&ﬁ[g variable
(Brand culture fit) and dependent variable (market performance) over a lon . Nonetheless,
this study was not affected by this weakness because its broad ob_]ect W\thh is to evaluate the
effect of brand management practices on market performance o &ngcted fast moving consumer

goods (FMCG) companies in Lagos State, Nigeria, involved Eh&%ﬂlectlon of data at a point in time,

thereby playing to the strength of the design. @

Furthermore, the use of questionnaire for thiﬁfe of collecting primary data might not be
te

granted easy access by the managers of se ood and beverages companies. This limitation will
be mitigated by employing trame§ a351stants who will help in continuous visiting of the
selected companies, admlmstr%on nd collection of the questionnaire. Second, self-report data,

collected at one point Q;@V

errors resulting from%n stency and priming.

| be used in the study. This method is known to be subject to

Many publish‘e%dies in organizational and entrepreneurship research journals, however, share
the Vie@gindividuals perceive their organizational environments subjectively, rather than
objectively, and are thus influenced by their personal, subjective perceptions and interpretations of
those perceptions, rather than independent, verifiable, objective measures or averages of
perceptions reported by group members. By monitoring the delivery of the questionnaire and

serving the questionnaire to appropriate respondents, the researcher endeavored as much as possible
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to decrease the constraints of individual subjective perception, political reaction, and their

interpretations of those perceptions in the study
1.10 Operational Definition of Terms

Brand-Culture Fit: Brand culture refer to the cultural codes developed by brands at a significant

level (history, images, myths, art, communities, beliefs), that influence the comprehensign and the

value of a brand on the market. @’&
Brand Equity: Brand equity refers to a value premium that a company generates from a product

with a recognizable name when compared to a generic equivalen‘t@mies can create brand

equity for their products by making them memorable, easily &@mzable, and superior in quality

and reliability. Q@

Market Share: is referred to as customer retemi@lere customers purchase the current products

and services repeatedly rather than choosiv%ggj competitor’s brands.

Brand Management Practices: %@ategy, by definition, is a long term inter-departmental
plan for a brand to achieve spe ﬁg\, pre-defined goals. A successful brand strategy must be well-
designed and execute@@ business functions, with the capacity to improve consumer
experience, sales gr&ﬁ{l‘l and financial performance.

Brand Orie@: Brand orientation is the way in which the processes of an organization go
around@eating, developing and protecting of a brand identity in a continuous interplay with the
specifically targeted customers with an aim of acquiring sales growth through the brands that will

last a long time.

Brand Value: Brand value communicates about the capability of the brand to contribute to the

business of its customer firms, and brand’s subsequent ability to compete with competitors.

17



Customer Retention: customer retention is about increasing the sales by endlessly satisfy and
serve the customers so they will keep coming back. In order to ensure the customer retention to be
successful, the quality of the service needs to be able to satisfy or go beyond the customer

expectations.

Internal Branding: Internal branding is argued as having the attainment of sales growth through

people as its core objective, which is difficult to be replicated. Q’)&\

Market Performance: Market performance refers to how successful a ﬂ%‘}%the market. It

intends to measure the strategic achievements of a brand. 6'3
Profitability: it is a measure of value to show if the company &@g well or not.

Sales Growth: Sales growth is an important C(@of firm performance, and business

productivity by implication. . ‘\%
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Chapter Two
Literature Review

This chapter provides a detailed explanation of the concepts used in this study, the theoretical
reviews, and the empirical findings of past studies. The chapter is classified into three main sections,
namely; conceptual, theoretical, and empirical review of the literature. It went furthep& provide

summary of gaps in the literature review. @’&

2.1 Conceptual Review s )

[ ) .3
This section contains the definitions, characteristics, advantages @advantages of the main

variables and the sub-variables of this study. The two .rnjm%éariables are brand management

practices and market performance. @
2.1.1 Brand :‘©

The term "brand" has many diverse mean%s and connotations. A brand is a permanent mark that

is hot-stamped onto a product or a%%taking the term's literal meaning and incorporating it into

a global corporate concept. Ah%m has several components, including a name, logo, and design'.

A brand typically co in&%of these features to distinguish a company and set it apart from its

competitors. A br ay be more than just a collection of goods and services developed and
=

delivered by@ e company; it can also be a differentiating attribute?.

A bran(&ore than just a memorable name; it is a set of specific promises that link a product or
service to its customers. It is self-aware, as seen by its advertising, packaging, pricing, and
customer service policies. A successful brand separates itself from rival products and competitors,
resulting in consumer loyalty and long-term financial gains®. Branding is finding competitive

advantages, creating an institutional culture and business strategy around those advantages, and
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then successfully and consistently communicating that brand*. This means that recognising one's
skills that might be a company's sales growth is critical to building a successful brand®. In order to
get a competitive edge, a firm must assess the competition, identify its strengths, validate
advantages, understand its consumers and their values, develop brand compatibility, and connect

value propositions and business operations.

Branding is described as the hot stamping of a permanent mark into a produc%&rvice that
incorporates the traits of uniformity, clarity, continuity, visibility, an a.f&g@ity across its
activities®. The capacity of a brand to consistently deliver on its pr.om'§ Lbrough product/service
delivery, marketing distribution channels, and even customer serﬁg}refened to as consistency.
A brand's presence must be consistent across all customq\&%gh points to be successful’. The
component of clarity is based on a corporation's visi m%n, and values. It implies that a brand's
numerous stakeholders, especially customers, KN erstand what the brand is and what it wishes
to provide straightforwardly and transpare&ién the one hand, the continuity factor implies that
a company should be deliberately and y handled so that it only improves. On the other hand,
the continuity factor argues th. &éld should not only be market-driven but also seek to be a
market driver. This m n@ brand must be driven not just by competing innovations that
establish the standab%i)the present marketplace but also by pioneering in a way that sets the
standards for @ptions in the same market. When it comes to visibility, it means that a company

should '@Qtrive to improve its exposure by expanding its target audience”’.

This is accomplished by extensive marketing and advertising efforts that ensure the brand in issue is
positioned where the consumer's attention is most sensitive. These are the places when customer

responsiveness and recall are significantly increased.
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Authenticity is the final key component to apply in order to position the brand properly. This
feature is intended to encourage marketers to think beyond the box. Authenticity is defined as
changing the standard of the brand's marketplace. According to a company's senior management,
the key to effectively operating a brand is the effective collaboration of three of those five elements:
clarity, consistency, and leadership. Due to the exceptionally continually changing environment,
driven by the overcrowding of competitors in the marketplace and rapidly emergi@%’mology,
those three characteristics must be adaptable!'®. The notion of branding has 'en%ably described
and explored in the corporate discourse and academia by researcher %mentators, and the
learned. Branding is defined as the use of different variables such a,:&éée i.;lg names, symbolisms,
terminologies (slogans), terms, and signs, as well as a combi%%&f all of the variables mentioned
above, to associate it with specific services and pr(@ an organisation that is distinct from

competitors' brands. Before the industrial revglk@ extensive marketing operations (branding)

existed to distinguish one product from an%thQ;))\rticularly among artistic professionals.

A thoroughly developed and impl me@‘b‘brand has become a critical instrument for commercial
organisations to break into any i %r/y since it dominates the subconscious thoughts of customers
who do not struggle to c@% whenever the necessity comes. Goods and services are branded
to emphasise their Oxi’qcl;gless and separate them from competitors' products and services in the
firm's industr?%randing may be done with a name, symbol, logos, words, graphics, or a
combi% these things'?. As a result of branding, customers create an emotional tie with the
product and the firm. When people form emotional ties to a company's product, it is easier for that
product to become associated with an increasingly crowded market. It is critical to communicate a

product's brand to potential buyers. Effective communication makes it simple for potential

customers to comprehend and identify with a particular brand. Communication clears up any
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ambiguity about a company's goal and makes it simple to raise brand recognition. The study

enumerated four stages: brand awareness, brand equity, brand image and corporate'®.

Analysts say Nigeria's FMCG industry comprises enterprises with considerable consumer effects.
As a result of the globalisation of production and the chain of worldwide enterprises, firms have
created strategic branding tools that are implemented through specific goals, organisaltional culture,
and the chain of command inside the company'. Organisational brands can ra@i’?m visual
(logos, symbols, colours, the physical form of the company) to audio (jin .Sg@nposed songs,
recitals) and can be classified as tangible or immaterial'>. In additio.n, Qgit';?ning, brand extension,
distribution channel, and price are the five strategic brandir@)\iicsm. The distinctiveness,
ﬂa&%money are all factors in product

D

positioning. The higher the degree of pleasure the cod@%eceives, the more they are attracted to

sustainability, credibility, and value consumers receive for

the product. Positioning clarifies the product!s ‘d\@sion and foundation, communicates and sets

prices in a new market, and provides clari%an dvice for internal personnel.

People buy brands, not stuff. As a@narketers utilise branding to differentiate themselves from

competitors' same products and%eryices. It also assures purchasers that the quality of a purchase

will be equal to past@)@s of the same brand. Branding is a process, tool, strategy, and

orientation for est ing long-term customer relationships. It is a differentiation strategy when
=

tangible feat& d a conscious customer satisfaction orientation process cannot easily distinguish

a produ@

The use of branding to gain sales growth necessitates a brand strategy to a greater level. What,
where, when, how, and to whom you plan to communicate and deliver your brand messaging are all
part of your brand strategy. It is a set of plans for the brand's methodical growth to achieve its

agreed-upon goals!'®. To keep customers interested, the strategy should be based on the brand and
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company's vision, values, and distinguishing concepts!®. A great brand strategy would raise
awareness of a firm and its services so that powerful sentiments, responses, and a favourable
perception of the organisation as a whole are established. This method can help create the
perception that a brand connected with a product or service has particular attributes or features that
distinguish it from others. Out-branding your competition is a never-ending struggle for consumer's
hearts and minds**. A company must first obtain knowledge of its surroundings,@esearch)
before developing a brand that reflects its values and is powerful enough '% a competitive
advantage. The brand's proposal must be compelling, appealing, and distinct from competing

\ "
&

products.
2.1.2 Brand Management Practices

In contemporary marketing literature, brand manag® practices and the additional value they
offer in business performance is regarded aﬁf\%{ e most significant intangible resources that
produce numerous competitive advanta in companies and tiny businesses?!. Furthermore, the
consequences of businesses' brand,{a%gement activities are often experienced at three levels: in
the market of customers, goodg,%d\the financial market®?. This is why business organisations must
view brand manageme@p)%e res not only as a versatile construct but also as an essential asset

that provides a hi gl%\degree of business performance and more excellent value for the company?>.

Brand n%ment practices perspective is essential in today's competitive environments
charact& by similar commercial goods and services, the rapid imitation of innovations, and
intense competition. Brands need more than ever to build strong relationships with their customers.
Accordingly, firms critically require developing efficient brand management practices to meet the
new environmental challenges and achieve sales growth by creating and maintaining strong brands.

The brand management practices are neither the general brand management practices process nor
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the potential relations between the brand-building activities comprising that process®*?. Instead, the
brand management practices are a dynamic capability that sustains the brand management practices

chain model.

The brand management practices chain model seeks to illustrate two fundamental questions: (1)

how can firms create and maintain strong brands; and (2) what constitutes a strong brand?®. The

second question has generated a broad number of studies that analyse the concept @and equity,

which according to a study can subdivide into brand assets, brand streng Q@nd value. The

branding literature has mainly focused on brand equity?®. In contrast, this work stresses the
[ ) “

importance of studying how to create and maintain strong brands. @rand management practices

involve managing the brand inside the firm with a systemeftj@%’ strategic approach that considers

the brand a central element in the business strate@@&ets the bases for implementing and

controlling the brand-building actions in an ir@@nd coordinated way?°.

Brand management practices contribute%creating a more precise and reliable image in the
customer's mind, gradually increa@action towards an organisation's offering. In the long run,
such practices influence consumers' judgment towards the brand. The level of satisfaction will
depend on the customefs" i tation of the extent to which they perceive the brand has met their
expectations. Inco ncy between the promised benefit and the actual benefit will lead to
dissatisfactio %:cording to the study, brand management practices are described as planning,

coordinating, directing, and controlling all brand efforts aimed at achieving an organisation's brand

purposes and objectives in a hyper-dynamic and competitive business environment.
2.1.3 Internal Branding

Internal branding has lately been discovered to focus on the organisation's success by meeting

consumer expectations about the brand through various functional activities. Most scholars and
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practitioners are already familiar with the notion of internal branding. It is the component of
internal marketing that aligns the responsibilities of marketing and human resource management
and is used to direct the company's internal market towards internal customers or workers 31.
Internal branding defines the actions functioning by a firm to ensure intellectual and emotional buy-
in into the organisational culture and the brand personality inside the organisational culture. Internal

branding is the process of exposing employees to branding communication so t@y better

identify with the core brand values?2. ;' ,\Qg)

A brand describes the features, attitudes, motivations, personalities. angﬁm,g)tlons, not only for the
internal customer but also for external customers that deal with th @d aily and thus signify it in
front of the public in general and customers mainly. IB's® Qé)lm is to accomplish competition
driven through people rather than through hub busineé@&:es and policies®*. Internal branding is
defined as the concerted, inter-departmental nﬁj&%&i—directional internal communications effort
carried out in order to create and maintai%l'i)emal brand. Internal branding attempts to achieve
consistency with the external brand a ourage brand commitment and the propensity for brand

championship among employe%“ al branding is the reflection of the values and the realisation

of the promise of the Q@%

occasionally. Internakea eting, as it is now understood in the academic literature, is "a notion that

ally and externally"**. Internal promotion is a term that is used

ensures emplo‘%'houghts about the care and concern of management for their desires." Internal
marketi@Qttracting, motivating, and retaining workers by meeting their various job-related

demands®>.

Internal branding and marketing efforts accelerate employee buy-in to the company's strategic goals
and objectives®. Internal branding is a kind of internal marketing that emphasises the development

and enhancement of the brand internally. Technically organised, internal branding encourages and
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enables staff to consistently deliver on the brand promise through their daily actions and
interactions with customers. Long-term success and dividends from internal branding require a
comprehensive strategy’’. While developing company-wide brand awareness, it is essential to

consider employees' experience, education, and outlook on the brand.

All employees need to work together to establish a great brand once this becomes a central strategic
objective in the company's culture. Thus, businesses must provide training and %ﬁ}tion to all
employees, regardless of position or level, to ensure that they fully gras %nthusiastically

'3

embrace the brand identity’®. The goal of this technique, which tg%s an internal marketing
approach, is to have employees become "brand ambassadors" for @ompany by developing more

than just a transactional relationship with the brand (work ﬁ)r\ %)

Another goal of internal branding is to facilitate et@t brand development and strengthening
efforts by encouraging discussions about the@m 1l levels of an organisation, from executives
to frontline workers. Brand managem methods must incorporate internal brand image

monitoring to ensure a seamless&{?dween the brand's internal image and the organisation's

strategic goals. 4%'\

In this way, internal @Qg contributes to the development of brand management practices by

aiding in :E Q

nalising the brand orientation culture,

ii.  Implementing brand-building activities, for which the employees must be perfectly familiar
with the objectives and characteristics of the brand, the lines of action that the firm foresees,
and

iii. It delivers the service that accompanies each purchase and disseminates relevant

information.
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In this way, workers actively contribute to growing the brand with every interaction with clients.

Employees are taught to value the company's brands and are encouraged to show constant support
through internal branding, defined as an internal organisational process®. It entails training and
educating workers on the brand's values and principles. It is an expansion of the internal marketing
strategy, which recognises that employees care more about the companies they WorIE with than the
money they make from selling those goods. Instead of focusing on external %;}s, internal

branding encourages a cohesive effort to deliver a unified brand experience a%:(')&% touchpoints*.

Getting everyone on board with a brand's mission and values is why ;n\?a\l randing exists in the
first place. Thanks to improved communication between upper—'@*management and the brand

teams, successful brand-building operations can also be ca t. Internal branding also aids in

the creation of higher value, strengthens employee @ands (symbolic value), and ensures a

steady flow of value to the company's stakehol @

Similarly, a scholar contends that inter@branding might encourage existing staff to act as
unofficial brand representatives“z@cts are often viewed as less essential than the internal
branding processes that go in‘%olgeating them. Internal branding, however, is crucial in every
industry. Stakeholders @Q'%ers contribute to the brand's development through their interactions

with one anothe a@dth the brand itself.

When %W:@al s about "internal branding," they mean everything they do to familiarise its
employees¥Wwith its brands and what they stand for. Strong internal branding can only achieve
employee buy-in and pride in the firm. Accepting internal branding as part of internalising the
brand within the company implies integrating the brand into all aspects of the business. Thus,

advertising should start in the inside*’. When implemented correctly, it helps workers feel more at
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home and more motivated to contribute to the company's success**. Some businesses have done an

excellent job implementing the idea of internal branding.
To recap, internal branding aids an organisation by

1.  facilitating the efficient implementation of brand-building activities by aligning
employees with the brand values and brand promise,
ii.  guaranteeing the consistency of output, @’&\
iii.  ensuring the efficiency of brand-building activities, and ‘@QO

iv.  They are easing the burden of long-term brand mamter@'\

There can only be effective brand management with 1ntema®mg To sum up, proponents of
internal branding claim it is influential in shaping emp % titudes and behaviours. Hence, they
are consistent with a brand by helping them mternaj§1 values and encouraging them to use those

values in their daily work.
2.1.4 Brand Orientation Q)‘b

Several scholarly works have hgo'twhesised that market success is influenced by a brand's level of
uniqueness and origin V@n order to remain competitive over the long term, businesses are
undertaking brand—o@ted marketing efforts. Furthermore, brand orientation requires integrating
knowledge an onnel skills across functional areas within an organization to deliver on the
brand'snciples and develop distinctive customer benefits. Hence, brand orientation requires
that all organisation members work together to implement the brand's key concepts and promises.

Studies on internal branding have highlighted the value of creating a brand culture**.

Hence, the establishment of brand orientation is influenced by company culture. Based on prior

research and relevant measurement tools, our investigation's hypothesis is as follows*. Profitability
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and low price sensitivity can be achieved when clients are willing to pay higher prices thanks to a
focus on the market and a strong brand*. Customer satisfaction, loyalty, consumer-based metrics,
and business-level impacts all improve. Among the companies in the sample, it was discovered that
consumer-based measures play a pivotal role in evaluating marketing performance. Market
orientation influences these consumer-based measures in ways that allow firms to differentiate

themselves from competitors through solid relationships with all customers®’. ,&\

The authors define market orientation as "the organisation-wide production .?8@(& knowledge
taking into account current and future needs of customers, the dgr;gmatlon of knowledge
horizontally and vertically within the organisation, and the org& on-wide responsiveness to
market knowledge"*®. Companies frequently employ bran@%%lc strategies to increase market
share and patron satisfaction. Companies also capitali % e positive associations their customers
have come to have with their brands. Brand- ﬁ@businesses recognise branding's significance
across the board. They explain brand o QJn as "the degree to which brands are central to
marketing efforts"*°. Brand orien tlo@%eﬁned more broadly in a study as "the extent to which

% The willingness to embrace branding as a concept and a

the organisation sees itself as

business method>°.

There has been,w, read agreement in the marketing literature that customer happiness and
market share ;ﬁumal to business success®'. Brand loyalty is associated with numerous positive
busmes@comes including lower marketing expenditures, a more extensive client base, and
higher profits. Another school of thought considers brand orientation an inside-out strategy in
which an organisation's core values, vision, and mission serve as the guiding principles for brand
creation. This is in contrast to the market orientation paradigm, which prioritises the client's needs

above all else323,
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One of a holding company's strategic orientations for attaining its objectives is the idea of brand
orientation’*. The company has taken several strategic tasks to achieve competitive synergy. The
brand-oriented strategy is one such method. In the early '90s, the idea of brand orientation gained
some traction. Business orientation studies devoted much attention to brand orientation since it is a
popular business strategy>*. Brand building is a subset of market orientation that emphasizes

differentiating the brand from competitors. It has been demonstrated that both idea,@' improve

market performance>°. ° ,\QO

When a company is "brand-oriented," its marketing strategy and a.ctivj%swfocus on strengthening
its brands because of the high value it places on them. This term @%{)ined by a scholar, meaning
that branding is given considerable weight by upper manage@ - To be "brand-oriented" means to
have a mentality or culture within a company that prieritises the brand above all else. Seventy-five

per cent of businesses claim to have an i@}\@brmd orientation and treat branding as an

afterthought when creating a competitive %e' .

Nevertheless, for companies that&{cc%h integrated brand approach, the brand serves as both a
strategic resource and a signiﬁ%hguide for driving revenue growth. Hence, brand orientation is
the bedrock upon Whi@ any may maintain its brand management expertise, which in turn
enhances the br; n%market distinction and provides long-term competitive advantages®’. Thus,

businesses n&i adopt a brand orientation attitude to build and maintain powerful brands>*.

The cor&d success of the brand is a top priority for the organisation. The success of a market-
focused strategy relies solely on market forces. A brand's success is determined by its value to its
target audience. The company's success is gauged partly by looking at how well it does for its
customers. Hence, sales and financial metrics comprise most of the company's performance

indicators. However, brand-focused businesses gauge market performance through the quality of
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their connections with consumers>®. Because it gauges the 80 success of the brand in the market, it
is a strategic indicator of market performance. Businesses that prioritise their brands are consistent
with those that prioritise the market. The end goal of catering to customers' tastes remains the same,
but the method has evolved. Companies with a strong brand identity place a premium on the value
their brands bring to the bottom line®. It guides the organisation through the steps necessary to
build its brand from the inside out. By following this procedure, the organisation ;Q(@'ﬁ able to
contribute to the brand's growth. Brand-oriented businesses have the internal %? to respond to

shifts in the market.

. \ "
FMCG companies can take advantage of market opportunities w@eater consistency and fewer
hurdles when focusing on their brands rather than their p‘r@@ origins. Companies in the fast-
moving consumer goods (FMCG) industry can hv@% on the pros and negatives of their
internal resources and use that information m,@'s a winning strategy®'. Companies that use
internal resources to establish their bran% o present themselves and their brand in a more
professional light®?. To create a brand is difficult to copy by competitors, brand-oriented firms

recognise the brand's potential g %t ategic internal resource.
2.1.5 Brand Value ( I Q 2'

Business-to-bus e@narkets necessitate brand managers to devise ways to make their products
stand o%j%ot er businesses®. The value of a brand is a statement about how much it is worth to
its customef's bottom lines and how well it can compete in the marketplace. The brand's ability to
compete in a market is highlighted by the opinions of the brand's business customers®. Based on
what we know now, we know that the best way to create brand value for businesses is to focus on
strengthening the capabilities of the business customer firm®. Brands that integrate the practical

with the humanitarian sides of their business produce the distinctive value consumers seek. The
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unique value sought after by business clients can also be created by combining the functional parts

of an organization's operational capabilities with its marketing talents®’.

A brand's ability to differentiate itself through marketing efforts reflects its social orientation and

capacity to meet consumer demand through strategic management of its operational activities.

Both consumers and businesses can benefit from a manufacturer's brand value since it(&ﬂects the

manufacturer's operational efficiency, which benefits both consumers and busine r To succeed

in a highly competitive market, a brand needs to deliver all three sorts of ‘V@ s customers. In
order to satisfy the demand their brands have created, brand managers@gfbnce again concentrate

on the operations of their businesses. '&%\
. QQ)

Managers must base their strategic management on sev @erlying aspects for brands to become

a source of sales growth for the organization. The four pitlars of brand management are
1. the creation of a marketing strategx‘ ian) with the desired brand image,

ii.  the planning of the brand %@‘ent practices over the medium to long term (established

oals),
goals) N

iii.  the assessment @)lgle elopment of the brand's image and value in the market, and
iv.  The ﬁnan%' Qnd human resources are allocated for brand management practices.

Produc , positioning and packaging, communications campaigns in traditional and online
media, and brand extensions are only a few of the marketing-related areas where the models

describing brand-building activities advocate taking action.

In order to facilitate the strategic marketing planning process, the strategic brand management
procedures must involve a rigorous fit between the firm's global marketing strategy and the desired

brand image. Industrial companies' propensity to promote their brands' positions as market leaders
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was studied through case studies. Companies with solid brands execute well-coordinated action
programs and have feedback mechanisms set up to assess brand-related outcomes. This means that
strategic brand management is underpinned by careful planning and regular input on the brand's
image and value®. Finally, a scholar presents a model that summarizes the firm's brand investments
across four key areas: building and bolstering the brand identity; organizing the brand portfolio;
establishing coordinated marketing actions; and establishing an infrastructure and m%&logy for

brand management’’. So, businesses must realize the significance of inves@d building by

.\‘%w

2.1.6 Brand Equity %\
&

In the academic literature, brand equity is defined in Vario@s. Brand meaning implies saliency,

spending time and money.

brand association, and brand personality; brand value ies the consequences of managing brand
meaning. Therefore, brand equity is the sum 3 . A company's brand equity increases when
consumers associate the company's nam'@ith the product or advertising. Additionally, brand
equity is the worth of a brand fror%@nsumer’s perspective, with brand equity established by the
consumer's perspectives on th%tqomes and traits that the consumer perceives to be positive for
the brand. Many point@% n the subject of monetizing a company's brand. Some definitions
of brand equity in consumers' unique and positive associations with a brand. Brand equity is
defined as t@f a company's goodwill, reputation, and other intangible assets associated with
a brand@any negative connotations associated with that brand. Brands with high equity have

extensive networks, a high perception of quality, widespread brand awareness, and committed

customer bases. Fans of the brand are more likely to approve of the new location.

In addition, brand equity gives a business or brand a leg up in the marketplace by encouraging

repeat customers and facilitating efficient growth. On the other hand, brand equity's worth has
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never been tangible. Brand equity 104 refers to a brand's unearned advantages in the marketplace.
In other words, brand equity clarifies why promoting a branded product or service is more effective
than an unbranded one. One of the timeless management innovations that have evolved into a
significant management issue is brand equity 106. Brand equity refers to the marketing and
financial value associated with a brand's market power, which includes genuine proprietary brand
assets, brand name awareness, market share, perceived brand quality, and brand:eg%ctionsm.

Although brand equity has been thoroughly explored, there has yet to b;é\% consensus on

defining or measuring connected brand equity components’'.

[ ) “
Brand equity is defined by four fundamental constituents: bran@eness, brand characteristics

Q&fen customers are exposed to

and connections, perceived quality, and brand loyalty\
advertisements and other communications, brand @%ay affect marketing communication
efficacy by persuading them to prefer the ‘l@i Furthermore, the capacity to recall the
conversation improves’. As a result, bra%' ty is significant in advertising’®. The concept of
brand equity is becoming increas@ ificant and fundamental since it refers to the priceless
value(s) given to a product or s i%e only because of the presence of the relevant brand's name and
emblem. The values th »%n added include not just tangible but also abstract attributes. The
brand's intangible tﬁ!{‘g% attributes are remembered by the brand's subsequent consumers’. In
some ways, @equity reflects the mental associations and framework a consumer has built
aroundular brand. This collection of mental connections and links appears within reach of
nowhere but takes time to develop’®. It may be proven and emphasized that the untouchable brand
characteristic(s) that reside(s) in customers' thoughts is a brand equity feature of the utmost

importance. As a result, assets and liabilities with tangible and intangible worth are added to a

good/service to improve it.
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In the increasingly severe market rivalry, particularly for identical items, brand equity is critical for
firms to thrive”’. Furthermore, BE is an intelligent feeling that the customer registers from side to
side in its forename. It frequently reproduces that the consumer is eager to develop a fixation on a
specific brand or produced product’®. As a result of the increased attention on brand marketing, the
value of a brand has grown in significance’. Marketing activities are an important way to ensure

the brand's popularity®’. Regarding consumer-driven business decisions, a brand's Va@equity is

determined by customer loyalty. ‘ ,\QO

Concerning the brand's expenses, the consumer assesses the brand's st)r&igl;}or connections and the
perceived worth or utility—customers' perceptions of a brand's W@ﬂuence its performance and
the company's financial gains®!. The majority of vital® @@%gs held by a small number of

corporations are fictitious. Additionally, their practﬁ%'%sumer, slogan and logo, slogans and

illustrations, distinctiveness, font, state of i:tq@;ce sequence, accessories, and name. They

follow each other closely across connectio%' d names and alliances significantly impact power

and profit®?. Each preference met K) n this study has a strong association with brand equity.
O%t category equity creates substantially more preference. Given
is" product category, it may have been predicted that brand name

the less abstract charatr)@
would be more sigms%m than an overall preference for these brands. Intangible attributes in high-

Q

involvement ¢ ries may contribute more to brand equity than intangible attributes in low-

As a result, the brand with th%
i

involvgtegories, and brand equity may be influenced more by attribute knowledge (which

can be broken down into brand awareness and brand image) than by consumer preference.

The rise in the perceived efficacy and repute of a brand name contained in a development is known
as brand equity on the supplemental pass®’. The influence of brand specifics on customer response

is known as brand equity. Brand equity is defined as a position of discernment, approach,
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information, and behaviours within a segment of customers. This results in increased usefulness and
allows a brand to be paid more volume or better boundaries than it could without the brand®*. It is
self-evident that being reliant on customers has several aspects. The BE model focuses on brand
recognition and the mechanisms that underpin it, as well as Bl and BA. Brand affiliation, brand

recognition, BL, perceived quality, and extra brand ownership are the five components of brand

equity®’. %"&N(b

Additionally, a scholar identified the emphasis points on the five dimensions T\%@BI, BA, brand
pricing, and perceived quality. Brand equity is the quantity of the bra)n\'J Vg\lue to the proprietor. It
is a location where property and legal liabilities are tied to a br@s orename, and a sign that

adds or subtracts the value provided by its produced prodﬂ@gg) ratings to claim or to that firm's

customer®6. @

The set of brand assets and liabilities associé)d@a brand and its symbol that contribute to or
detract from the value offered by a produ%p service to a company and its consumers is known as
brand equity. In other words, bran&m?ily comprises all the assets and liabilities associated with a
specific brand name and emblsgihose assets and liabilities are linked in such a way that if the

brand's name or logo cgan& y also change, having a significant impact®’.

2.1.7 Marke‘@mance

The te Qet performance" refers to a company's outcomes or outputs, which may be compared
to their desired outcomes, goals, and objectives®. A company's success is often measured by how
well it achieves its long-term strategic and financial goals®. While some scholars analysed market
success in terms of financial performance alone, previous studies generally ignored the performance
of organisations®. In addition, 127 people talked about evaluating market success by looking at

financial indicators such as return on investment (ROI), sales growth and profit, and market share
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expansion. It is also important to note that operational performance, which considers a company's
financial results, customer feedback, and product quality, can be used as a proxy for its overall

market performance®'.People's drive and skill determine their level of performance®?.

Organisational structure, expertise, non-human resources, strategic positioning, and human
processes are all mentioned in a study as contributors to market performance®. The' or(%?isation's
effectiveness is affected by these elements—a scholar defined performance asé;\apacity to
evaluate a firm's success, large or small. Companies can be ranked acco 1.'\8@@& number of
employees, size, health of their working capital, and proﬁtabilityg“.. Fi ci,%l indicators like return
on equity, return on assets, and sales growth are just some of the @rements that can be used to
get an objective look at how well an organisation is doh@@eople also believed that a small

business's success might be evaluated using monetaq@%—monetary criteria®.

It is common practice to define performance .l%%erms of production or achieving measurable
goals. The performance of a company can(be measured in four distinct ways. Financial and market
performance, such as revenue, pr%%arket position, cash-to-cash cycle time, and earnings per
share Human resource perform%og, such as employee satisfaction Organisational effectiveness,
such as time to mar@@v of innovation, and production and supply chain flexibility®’.
Companies' ma g@nt uses financial indicators to measure, report and improve performance®®. It
has been pr(g at to obtain a global situation of an economic entity at a specific moment, the
evaluat@mst be based on a balanced multidimensional system which includes both financial
ratios and non-financial indicators”. Given the above perspectives, market performance is defined

as the firm's overall position, which is determined through the use of its scarce resources owned.
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2.1.8 Market Share

A company's market share can be defined as the ratio of its sales to the industry's sales for a given
period multiplied by 100. It is the ratio of a company's sales to the sales of similar businesses in the
same market. "Market share" refers to a company's percentage of a given market's total sales or
units sold'%. The Harvard Business Review defines "market share" as "a company's'percentage of
the total value of all sales of a product or service in a specific market within a %&g{l\period"ml.
How well a company's marketing budget represents, the value it brings to sta ‘ '?aS@rs is measured
by its market share. As a proxy for marketing efficiency, marziet ae is correlated with a
company's bottom-line profit. A company's market share indicatg&@p)\gercentage of sales or units
sold that it controls in a particular market. A company's ﬁ@@hare is the proportion of buyers

and sellers who transact with the company in a spe%%rket. Market share is a measure of a

company's success compared to its rivals'®, :‘ ©

Having a more significant portion of the'@rket indicates that a company is more successful at
attracting and retaining customers{tha "bs'rivals. Barriers to entry are one cause of monopolistic
structures, in which one com has a stranglehold on the market due to its dominance. While
internal sales growth (@J@n may be attributable to general industry trends, market share is also
an important tr'@&or assessing performance concerning the market's growth!. One of a

company's to ities should be expanding its market share.

The extenQo which a company can hold its own against its rivals in the market is often measured
by its market share. An organization's market share is a critical performance indicator. The selling
unit ultimately bears responsibility for the company's market share, which measures how deeply the
company is embedded in a specific market. In addition, market share provides an additional

indicator of sales within an industry and, by extension, competitive performance. The market
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performance of selling units can be evaluated against a natural benchmark: competing units'
performance. In other words, when evaluating the performance of the market for selling units, it is
critical to consider the evolution of the competition's sales phases. A more accurate assessment of a
selling unit's market performance is possible when regional sales, industry sales, market shares, and

profit discrepancies are all considered together!'%4,

Market leaders always remember that satisfied customers are the key to their succe%‘éfgh is why
they have such a large proportion of the market. Market dominance als .ﬁia@ys lucidity of
purpose!®. Leaders know where they want to go, and they have a.plam.%et there. Furthermore,
adaptability is a crucial feature of market share'*. Market leaﬁb\hlvest in their staff and are

nimble enough to make modifications with minimal impact‘q\mﬁ@ze%usiness.

N

Compared to other metrics, market share is less sensiti macro-environmental variables like the
status of the economy or shifts in tax policy. @‘\%m auge the health of the market as a whole but
also the preferences of consumers by 100@ at competitors' market shares. Sales growth due to
primary demand (total market expansion) is typically less expensive and more profitable than sales
growth acquired through stea‘i%market share from rivals. While a firm's market share may not
directly correlate to its@@b ity, it provides valuable information about its sales, expansion, and
bottom line due to omies of scale'”’. The greater the scale of an organization, the more people
=

it can help %

because conomies of scale. As a result, the company can offer more discounts and attract

wer per-person cost. Big companies can serve each consumer for less money

customers away from rivals, increasing its market share.

Conversely, if the company is losing ground in the marketplace, it may be time to rethink its
internal approach. Undersaturated markets can be fatal for some businesses. Market share trends for

specific goods within a company's product line are similarly seen as precursors to future
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possibilities or issues. Companies are motivated to promote climate change laws to impose costs on

local competitors due to market share rivalry!'%

. Many businesses aim to gain a more significant
portion of the market. As a result of using market share as a metric for comparing the success of

competing businesses, an environment has developed in which companies carefully weigh how

their actions would affect the market share of their rivals.
2.1.9 Profitability ‘Z}\

Profit is the monetary gains made when income from an enterprise's op@%more than the
sum of that enterprise's operating costs, including taxes. Hence, the,abifity fo turn a profit might be
defined as profitability. Ratios gauging profitability are used é‘}%ess financial success. Many
business leaders and stockholders prioritize proﬁtabil.i@ong—term viability depends on a
company's profitability, which may be gauged by ‘s/track record of making a profit'®. A
company's long-term objective should be toq.f%ee its profit margin. 148 states that, to remain
competitive, every profit-driven busines@ust prioritize increasing its profit margins. So, to
increase profits, each company ne@istinct approach that accounts for the specifics of today's
competitive landscape. Compaa%schist to make a profit; for those that do not immediately attract

investors or get fundin, l@) fit may be their only source of money!''?. With that profit, the firm

will stay afloat dé&xtually succeed.

A compa, @)e ating profit is the money it makes through its day-to-day activities. This number
is calculat before taxes and interests on debt obligations are deducted. It does not include profit
earned from the firm's investments, such as from minority interests in other companies, non-
recurring items like accounting adjustments, one-time transactions like legal judgments, disposal of
non-core assets like real estate and production equipment, interest earned on treasury operations, or

gains on currency transactions. Operational profit measures a company's profitability as it relates to
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income from typical business activities. It is the money the company makes by doing what it does

best, minus all the costs and transactions that have nothing to do with its core business'!!

The term "profitability" refers to the ratio of a company's earnings to operating expenses and other
costs during a given time frame. A company's ability to make money or attract new investors is
crucial to its status as a "going concern" or ongoing business. As defined by Rule, .proﬁtability is
the rate at which an investment generates a profit. To be profitable, an organizatim@pany, firm,

or enterprise must be capable of profiting from all of its operations!'!?: %onstrates how

effectively the bank's management can maximize profits using the ke;\s resources. Although
"Efficiency" might be a synonym for "Profitability," the rev s untrue. Profits measure
efficiency and are used as a management tool to improve %%)nsm. Making a profit is a good

indicator of efficiency, but more evidence is nee@ﬁts that are too high may indicate

inefficiency, while profits that are too low maéij&i&% inefficiency.

Like other businesses, firms profit when %{ revenue is more significant than their expenditures.
Fees for services and interest on a%%tcount for the bulk of a company's revenue. Profit, on the
other hand, is the sum of m%eyg an organization makes in a specific time frame, whereas
profitability measures @@: hat money is put to use. In the words of 158, "Profit is the test of
efficiency and t e@sure of control for financial management; it is a measure of the worth of
investment f ers; it is a margin of safety for creditors; it is a measure of taxable capacity and
the bas@ legislative action for government"'!4. Profitability can be measured by examining the
proportion of revenue to expenses, the proportion of operating income to total expenses, the rate of

return on net capital employed, and the rate of return on equity!!>.

To be profitable, an organization, corporation, firm, or enterprise must generate a profit from all of

its operations. It demonstrates management's ability to maximize profits from the market's available
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resources!'%. However, the analysis of profitability is strictly quantitative. It disregards internal
aspects like the competence of managers to effectively forecast and plan for profits, as well as
external factors like market conditions, product demand, and company cycles. It does not show
those things because they cannot be priced. A company's profitability can be used to indicate its

success or failure'!’.

2.1.10 Sales Growth ‘Z}\(b

The term "growth" describes the process by which a company increases its \thme, and assets.
Small firms aim to grow into major corporations and increase sharehq@malth. Hence expansion
is a primary focus. A company's lifetime, general industry tendé)&%}and the goals of its owners
all have a role in its development!!8. Companies grow w .f@y increase their efforts in strategic

areas where they can maximize their profit and the wea%f their shareholders.

More revenues, a healthier bottom line, and @ operational profitability are all viable avenues
for expanding a business, as is cutting e@esm. Expansions in these areas can be used to gauge
whether or not a company is flouriSshing. Sales expansion is a crucial indicator of company health
and, by extension, productivi 4%{brder to evaluate how well a company is doing over the long
term, sales growth is Qm)eQmes used as a proxy for performance'?’. An essential measure of a

company's pro @ty, sustainability, and competitiveness is its sales growth, which is the

percenta i%ea e in sales over a specified period.

One of the most crucial goals of any business is to maximize its financial performance. Leverage,
both operational and financial, is a significant factor here. Businesses can increase their
competitiveness and market share by lowering their unit costs through operating leverage. A
company's operational risk may also be affected by its use of operating leverage'>!. When

discussing a company's cost structure, the term "operating leverage" describes the proportion of
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fixed to variable expenses. Put, operating leverage is the ratio of variable to fixed expenses. The
breakeven point (the level of sales needed to cover fixed expenses and produce a profit) and
operating leverage are higher for a business with higher fixed costs and lower variable costs'?2.
Financial results for a company could improve or worsen depending on operating leverage.
Increases in operating leverage will lead to improvements in profitability if rising sales offset the
impact of rising fixed expenses by lowering the unit cost and boosting profits. Howe;@%en fixed
costs are higher (operating leverage is high), per-unit costs rise, and the fitt 'Q%nings fall at a
steeper pace when sales decline. As a result, the connection between‘§rating leverage and

financial performance may change significantly as sales increase. O@«' al leverage is correlated

with profitability during prosperous times'23. . Q@

The growth in sales ratio provides a means of com@@ﬁ success of two different years and
revealing the percentage by which current-ye @Sompare to those of the preceding months'?4,
Sales growth refers to an increase in a con’%ril revenue during a specific period, which may have
been achieved through either a rise in @ﬁct prices or an increase in the number of products sold.
Sales growth can occur for various '{ asons, including the introduction of new products or services,
the opening of new loc 0%@ combination of these factors. Integrated framework for planning
and modelling sales %1 ies, ensuring timely execution of sales activities, and providing visibility
into performaﬁ%br frontline salespeople and decision-makers; this is what we mean by "sales
growthance"m. It is another name for a company's output that it sells to the market,
usually monthly or annually. It is affected by things like the quality of the company's relationship
with its customers, the quality of its marketing management, the expertise of its sales force, and the

price at which its products are offered!%S.

2.1.11 Customer Retention
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Retaining customers is all about making sure they are always happy so you can keep making sales.
Success in customer retention hinges on meeting or exceeding consumer expectations for the
quality of the service provided. Furthermore, research supports this idea by arguing that focusing
solely on current client wants and needs is insufficient. Predicting what your clients will want in the
future is also crucial. Several techniques, such as a loyalty program, may be used to keep clients

coming back!?’. Customer loyalty can also be maintained by the provision of serv@t is both

satisfactory and, ideally, exceeds the customer's expectations. In addition, ;E,\%Jraging public

.3

comment, businesses can ensure they deliver products and services tha‘tge itvdemand. It has been
tracting new ones since

suggested by a scholar that retaining existing customers is cheape%éﬁ

>

loyal customers are less likely to transfer services becau %f the hassle and inconvenience

involved!?®,. Q@

Due to the diminishing ease with which busin: @)presume an infinite customer base, customer
retention has risen in importance. Custom Qﬁon is directly linked to a company's bottom line,
as acquiring a new customer costs ﬁ@es as much in the long run as keeping an existing one
does. Retaining customers is ac 'ev's when they have a favourable impression of the company and
are committed to conti 1%@ relationship'?. It is widely accepted that companies will go to
any length to thwaﬂ%@ners’ efforts to abandon their current retailers in favour of a competitor.
Customers wﬁ% enthusiastic and committed to sticking with a company are likelier to do so.
Retaini@ ts serve the same objective as keeping good workers from leaving a business, as
their departure would hurt output. As a result, keeping existing customers is now more crucial than

attracting new ones. Customers should be protected, and their interests should be defended as a top

priority in these trying economic times'3’.
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Indeed, firms sometimes invest 10-20 times as much in attracting new consumers as in keeping old
ones. Every thriving business needs to master the art of customer retention, even when the client
seems content. Even if they are unhappy, some clients may remain loyal if they believe they would
not obtain better service elsewhere. Providers of these services would be wise not to take it for
granted that a customer's decision to remain loyal represents an intentional act of positivity. This is
because, if they feel unhappiness incidents, they may be tempted away by comp&;@' enticing

31

offerings. There is compelling evidence for management to carefully consid 't& y aspects that
boost the retention rate of existing customers! E
.3

Understanding customer behaviour and zeroing in on those clig@lho can provide sustainable
profits for the company are prerequisites for constructing ,@gﬁble rational exchanges with the
consumer. Nonetheless, no business can retain 100%0f its, current clientele. This occurs for various
reasons, one of which is that in highly comp ﬁt@arkets, customers may migrate to a different
product or service, either temporarily g

anently. A scholar adds that aiming for 100%

customer retention would be unpr%a@%b’ecause of the high cost involved. So, it is crucial to keep

the consumer as a strategic goal]<

'\
Keeping existing cust@%py is crucial to growing a business's bottom line. They said that

increased custome sure typically leads to increased client retention!*’. Given what has been
mentioned bé\%ls academics, it is clear that strategic management practices aimed at generating
custome asure, loyalty, and retention are necessary. It is more expensive for businesses to
attract a new client than to keep an old one'3*. Retaining clients is crucial to a company's financial
performance, as doing so increases revenue and satisfaction for the company and its clientele in the

long run. Keeping customers is generally recognized as a strategy for increasing a firm's devoted
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clients over time. It is proof that businesses need a customer retention strategy based on relationship

marketing if they want to see consistent development in sales!*.

A scholar also noted that keeping existing clients is 5-10 times less expensive than finding new
ones. It is correct to say that customer retention is an essential part of studying relationship
marketing'36. The importance of client retention and related structures to the success ,Of relationship
marketing 188 has also been well acknowledged in relationship marketing res@ Retaining
existing customers has clear business financial benefits, including highe .Qﬁgs and lower
expenses. In order to maintain long-term relationships with cus‘gw;\s and increase sales,

businesses must work to increase client retention!3’. '&%\
2.1.12 Brand Culture q

-
There are both material and immaterial compon &1‘[ make up a brand. Visual and bodily
characteristics, cultural norms, and personal @fj\a | make up these factors. Brand not only reflects
cultural values but is also shaped by the scholar defines brand culture as "the cultural norms
established by brands at a substarwvel (history, visuals, mythology, art, communities, beliefs)
that influence the comprehe %m the value of a brand on the market"'*. In order to distinguish
your product or servichgQ the competition, it is crucial to have a unique brand culture. Logos,
names, designs,1 @graphy, conventions, cultural traits, and phenomena are all examples of such
embed(%@e ts, as are the cultural traditions, perceptions, and emotional aspects that these
attributes teflect'*’. Brand culture can be seen as a superior crux of the organization's culture and

aids in showcasing the brand's essential principles, which are at the brand's heart'*!.

The company's cultural norms and values profoundly influence customers' pre- and post-use
perceptions of a service's or product's worth. Customers' trust and preference in a company's brand

culture can be attributed, in part, to the principles that the company upholds'#?. Similarly, a scholar
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observed that customers' perceptions are shaped by the brand's culture, affecting the quality of the
consumer's interactions with the business. As a result, brand culture influences not just the value of

the brand but also the experience people have with the brand!*.

In addition, four critical influences on brand culture were identified by a scholar!**. The company,
its clients, influential’s, and the general populace all serve as potential story starters'for the brand.
Many cultural components com brand management practices on the market perf \'ce of fast-
moving consumer goods in Lagos State, Nigeria price and are influence .'03@ culture. Such
examples include the impact of a company's national culture, the .inﬂ nge of a brand's place of
origin, linguistic and cultural diversity among employees, and t@keting approach a business
takes, whether personalization or uniformity. Hofstede db&;&@naﬁonal culture" as "the way a
society thinks and behaves as a whole," He argues t@%vay of thinking profoundly influences
brand culture'#. The culture of a country has d impact on the way its citizens think about

and talk about brands. Many associate Italian“pfoducts with the nation of origin because of their

association with the Italian style'4S, Q:b'

A brand is an asset to a culture.andyreflects that culture. "Brand culture" is defined as "the cultural
codes established by b@)@ ajor level (history, imagery, mythology, art, communities, beliefs)
that impact the nt%‘anding and the value of a brand on the market"!46, Brand culture is the sum
of the parts t@e to identify and differentiate a given product or service. This category includes
the con@, emotions, qualities, cultural traditions, and personal representations represented by
these elements and the names, nouns, logos, symbols, designs, and other cultural traits and
phenomena. The brand's culture is the essence of the brand itself, distilled from the values of the

organization itself'#’.

51



Its culture forms consumers' perceptions of a brand's worth and interactions with it. Customers are
drawn to a brand because of the value it promises, and they get emotionally invested in the brand as
a result of their favourable experiences with it'4"'4%, Consumers' sensory experiences are influenced
by brand culture. In other words, brand culture impacts the experience and value of modern
brands'¥. Four primary authors contribute to brand cultures by telling stories about the brand.
Companies, the media, influential people, and consumers all write this. The marken&g%'x is how
businesses make their brands' cultures. Products, locations, promotions, a re the four Ps
of the marketing mix, and they all have a story to tell. Brand identities and ‘their connotations are
moulded by popular culture!™. Customers engage with the @ generate consumption
narratives, and talk about their experiences while using th uct. As a result, they actively
contribute to shaping the company's identity. Th%%o can sway the opinions of others
concerning a particular brand are referred to gs&mncers. This means that their thoughts and

opinions can affect the brand culture!® 0

Several aspects of culture both in uel@%d shape brand cultures. Some examples are the impact
of national culture on custom eh viour, the influence of the country of origin on marketing
strategy (standardizati stomlzatlon) intercultural management, language, and the
connection between ggate culture and consumer culture. Consumer behaviour is shown to be
significantly f\%«nced by cultural variations in the academic literature'>2. Brand positioning,
custom: Qlon—making processes, consumption and usage, perceptions of service quality, brand

choices, consumer evaluations of brand extensions, dissemination of innovations, and consumer

response to advertising are all impacted by cultural differences!>*.

The global marketing plan also affects the culture of a brand. A company can cater to multiple

cultural contexts through consistent or unique product or service delivery. Many companies
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combine the two strategies when creating their products. A brand's underlying cultural themes may
be universal, but it is still essential to consider the specifics of each target culture. This is the first
rule of cross-cultural leadership. Language, one of the cornerstones of culture, is an essential
component of company culture. The pronunciation and connotation of a brand's name in various

languages and cultures are crucial. The brand names of some corporations are universal, whereas

others vary by country'>, . \(b
&

2.2 Theoretical Review . \‘%'\

The essential theoretical assumptions for this study are pres %&&%m this section of the review.

Three theories were considered for the purpose of § namely the Resource Dependence
enéur

Theory, Dynamic Capabilities Theory and the Entrg ship Innovation Theory.

N

2.2.1 Resource Dependence Theory (RD. )0

Pfeffer and Salancik developed th@@:e Dependency Theory (RDT) at Stanford University; it

'\
book was republished 4 @panded second edition that examined the Resource Dependency

is intended to help construct a&ad inister constrained organisations. After twenty-five years, the
Theory's continued lq?vance and impact in modern research!>®. While the development of the
Resource Depe e Theory can be traced back to the work of several earlier scholars (e.g., 200,
201), i@gfeffer and Salancik's goal to provide a new lens through which to examine the
economic theories of mergers and board interlocks that are used to analyse the precise nature of the
relationships between organisations. In order to facilitate resource sharing, the resource dependence
theory describes mutual interaction between organisations. The core tenet of RDT is that

organisations exert influence over their surrounding environment by seizing control of the resources

they depend on to function'3.
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Resource dependence theory's central claims are as follows: organisations need resources; these
resources come from an organisation's environment; the environment primarily consists of other
organisations; the resources one organisation needs are thus often in the hand of other organisations;
resources are a basis of power; legally independent organisations can depend on each other; power
and resource dependence are intertwined'*®. Ultimately, power depends on the nature of the

relationship between the individuals involved and the circumstances in which they ﬁ(@!ﬂselves.

Q

Resource dependence theory's basic premise is that all organisations rely on Q@r for essential

resources and that this reliance is frequently reciprocal. These interd en‘%encies lead to various

inter-organisational arrangements such as "board interlocks," alli@{ joint ventures, in-sourcing,

157

and mergers and acquisitions'>’. These arrangements impr ese organisations' ability to deal

with interdependencies by increasing their autonomﬁ%.%gitimacy”g. Most of the RDT's initial

assumptions have survived and are still emplsj‘:\@iesearchers today. The underlying premise is
t

that an organisation, specifically manager?&, ives to secure the company's survival. According

to the resource dependence theory, an Q‘%Qisation's capacity to obtain and keep resources is critical

Y

to its existence'*®. The other pgi's\e of RDT is that actors aim to minimise their reliance derived
from their behaviours. Q}@F assumes that each actor in the environment wishes to minimise
their reliance on othéts of enhance their influence over others'®. Furthermore, it is assumed that the

actions of indﬁ%{s are constrained to the concept of bounded rationality.

Q

Resourcendependency theory is founded on the idea that to obtain resources; an organisation must
participate in transactions with other actors and organisations in its environment!®'. Although such
transactions may be beneficial, they may also generate dependencies that are not in the long run
beneficial. The organisation's resources may be limited, sometimes readily available, or controlled

by disagreeable players. As a result of the uneven exchanges, inequalities in power, authority, and
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access to additional resources emerge. Organisations employ tactics (as well as internal structures)
to improve their bargaining position in resource-related transactions to prevent such dependence!¢?.
Such methods include taking political action, growing the organisation's production scale,

diversifying, and creating ties with other organisations. Diversifying product lines, for example,
may help a company become less reliant on other firms while also increasing its strength and
leverage!'®. &

Other academics, on the other hand, have challenged the resource depende .ﬁggry on various
philosophical and empirical grounds. Most of these objections cen‘fre gbg fact that the resource
dependence theory's core idea and limits have yet to be thorough@d. However, scholars have
observed that testing all of the resource dependence the@@ssumptions is easy, if possible.
However, some research has empirically evaluated sﬁ%&)mce dependence theory assumptions
and variables, allowing the theory to be ‘g@l@d or improved'®. While environmental

interdependence is a crucial predictor o&ggers and acquisitions, specific empirical research

shows it is not the primary predictorl“Q)

Furthermore, the theory has be%q:riticised for focusing solely on an external locus of control
construct and underpl@h board's role in deciding the company's destiny via strategy and
monitoring integ nagement actions and performance, which was a study of mergers and

acquisitions f‘fo

from the le of four sources of ambiguities: the theory did not discriminate between power

resource dependence theory perspective, criticised resource dependence theory

imbalance between and mutual dependence of two organisations; that power imbalance should act
as an obstacle to absorption of constraint; the boundary conditions of the theory are considered
ambiguous; and empirical test of absorption of constraint did not consider reciprocal dependency

but have been focused on the dependence of one actor on the other!66:167,
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Increased consumer savvy or sophistication has been characterised by changing consumer taste,
fashion, preference, income or purchase power demand for better quality products, goods, and
services, among other things; therefore, in today's hyper-competitive, cutthroat, fierce, knowledge
and information-driven competitive economy, those strategic programs, plans, and policies on all
organisational operations that will enable them to stay relevant, lucrative, and competitive should
be implemented'®®. Branding and other brand management activities are integr& strategic
marketing management. The resource dependency perspective, or busi 5\ ry, forms the
theoretical foundation of this investigation. The resource-based view of business postulates that a
company's fortunes are heavily influenced by its tangible and inta@‘g;et& According to this
theory, a company's capacity to turn a profit and increase ma’u:\ivity depends on its resources'
quality, quantity, competence, rarity, and uniquen%%})rding to the theory, a company's
resources give it an edge over rivals!®. These Jr‘&ﬁ the people who work for the company, the
tools and equipment it uses, the research naQe_y}opment it conducts, the products and services it
offers, the money and resources it has Q disposal, how it conducts its business, the information
and communication technologies Nloys, and the way it organises itself. The theory states that a

"
company's unique traits Wi&m e way for a successful brand'”.
2.2.2 Entrepreneu&(ki'p nnovation Theory

Joseph Schumpeter proposed his idea of entrepreneurial innovation in 1949. He argues that a
commu@ economic growth is aided by its entrepreneurs, who are its source of innovation,
creativity, and foresight!”!. When an entrepreneur offers a new product or manufacturing technique,
enters a new market, locates a new source of raw materials, or establishes a new organization, these
are all examples of innovation, according to Schumpeter. By taking risks and arranging production

components, Schumpeter developed the concept of innovation as central to entrepreneurship.
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Entrepreneurship, according to Schumpeter, is "a creative activity." An entrepreneur takes a risk
and introduces new goods and services to the market. He saw originality as a necessary skill for

business owners!’2,

Entrepreneurs, according to Schumpeter's theory of innovative entrepreneurship, are the ones who
"identify opportunities, assemble required resources, implement a practical action plain, and harvest
after that promptly," which is to say, they are the ones who "produce inforn%;} about the
marketplace," "seek new economic opportunities," and "introduce new i ea.'\g@the market! 73,
Schumpeter also assumedly differentiated between an innovator arid a&iny\entor. An investor can
unearth new processes and components. Instead, an innovator %;\n\eone who uses or applies
discoveries and creations in novel ways. The focus of an in@g)is on the technical aspects of his
invention, while an entrepreneur's focus is on the ‘&%& aspects. An innovator goes beyond

merely creating something new; he also finds w@)proﬁt from his ideas, making him more than

just an inventor!74, 't C-)

According to Schumpeter's entreptene (Ep and innovation theory, entrepreneurs are the driving
force behind economic expansi%bgacause they identify and seize upon unmet needs in the market
and identify and exp(mf %t ped resources!”. The Schumpeterian theory of entrepreneurial

innovation was ;nt%ed by respondents, who agreed that introducing a new product or production

process or crfati a new market can lead to increased competitive advantage'”®.

The id&nnovaﬁon has been challenged for being one-sided due to its focus on the innovative
process alone. It fails to account for the importance of taking risks, and Schumpeter's views are
especially relevant in promoting innovation in underdeveloped nations'”’. Schumpeter's
entrepreneurs, on the other hand, are typically large-scale businessmen and women found in

prosperous nations and well-established marketplaces. Entrepreneurs in undeveloped nations

57



typically belong to classes that can get by with imitation rather than originality. Both the individual
and situational approaches to critiquing Schumpeter's theory have been criticized for their purported
inability to adequately account for entrepreneurial action at the micro level, with the former being
criticized for its single-cause logic, the latter for its insensitivity to temporal dynamics and its

failure to account for contextual factors!7®179,

Several research studies have used the entrepreneurship innovation theory, focusiqé%\three main
areas: the possibilities available to entrepreneurs, the characteristics of entre . ?&@as people, and
the decision-making environment in which they work!®’. In orde.r tg@bwieve sales growth and
superior firm performance, several studies have found that organ@ms with an internal branding
strategy and brand orientation toward the introduction of a‘@%?and or a new production system,

discover market opportunities, and open a new marke@%ound that entrepreneurship innovation

lsl&l,

theory is instrumental in achieving these goa : '@

223 Dynamic Capabilities Theory

The study is anchored on the DMQC) Capability Theory as it thoroughly explains the study's
variables. Dynamic capabilit] «kfary (DCT) was developed by a scholar'®3, It was defined as "the
firm's ability to integ@%ild, and reconfigure internal and external competencies to address
rapidly changi‘r%@onments, and it examines how firms address or bring about changes in their
turbulent L%GSS environment through reconfiguration of their firm-specific competencies into
new competencies'®*. In organisational theory, the dynamic capability is the capability of an
organisation to adapt an organisation's resource base purposefully. Dynamic capability is the firm's
processes that use resources-specifically the processes to integrate, reconfigure, gain and release

resources-to match and even create market change" and "the organisational and strategic routines
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by which firms achieve new resources and configurations as markets emerge, collide, split, evolve,

and die!®’.

The dynamic capabilities hypothesis assumes, among other things, that successful businesses can
exhibit timely responsiveness to market changes. Furthermore, according to the theory, how
businesses create firm-specific skills to adapt to changes in the business environmerlt is ultimately
linked to the company's business process, market positions, and prospects. More@the theory
takes a Schumpeterian approach to the competition, with companies alwa .\S@ng to develop
novel combinations and market competitors constantly attemp.tin O,Senhance or copy the
competencies of their best-qualified competitors'®®. The dynam@bllities theory backed the
dynamic capabilities theory by explaining how businesses' @;%%siveness and innovation became
timely, fast, and adaptable in dynamic marketplace@ording to the theory, businesses with
higher dynamic capabilities will outperform 'e@sises with lower dynamic capabilities. The
theory aims to understand how compani egpfoy dynamic capabilities to adapt to and generate

environmental changes to develop an@'serve an operational performance advantage over other

firms. Capabilities are high—lev&%{ structured, and repeatable actions that enable a company to

outperform its competi s@

The notion of d a@\.capabilities emerged from a significant flaw in the resource-based approach
to business. 611 idea believed that companies develop capacities to manage their idiosyncratic
resourc@ fit changing market conditions'®. Despite its widespread acceptance and sound
theoretical underpinning, the dynamic capabilities method has been challenged for failing to
address all problems of long-term competitive advantage. The dynamic capabilities literature has
some contradictions and ambiguities'®. Another counter-argument is that dynamic capabilities are

difficult to measure experimentally. In a study, managers' views of the need for change - functions
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of their perceptions of their businesses' external and internal environments must be examined to
comprehend dynamic capacities'®!. Thus, a manager can misperceive the need for change and, as a
result, fail to apply appropriate dynamic capabilities. Viewing dynamic capabilities literature from
an organisational learning perspective demonstrated that in the conceptualisation of dynamic

capabilities theory!*!:

e Dynamics of learning and knowledge-sharing processes should be included.z’)&\

o Knowledge should be critically treated as an organisational asset % olective, socially

generated resource. . ﬁq

e Socio-political aspects relating to learning and knoqwég%e in organisations should be

incorporated in future developments of dynam%@ﬂity theory!'?2,

While most definitions of dynamic capabilities .alK ernally oriented and company-focused, as the
relevance of combined activity competens&@wtwork view is recognised, the perspective has
begun to shift. There is a growing reco@mn that companies need to function in a network and that
firms collaborate with their cust(%g and other stakeholders to generate joint advantages. The
branding process expands @ ?intemal firm-centric idea by being a dynamic capacity owned
by an actor withinK ork!?3. By allowing other actors to build on their initial operational
competence iw@g a brand identity, the dynamic capacity allows an actor to support meaning
develo roughout the network. Facilitating the contributions of numerous actors as they
build on the original and developing brand identity is a unique dynamic capacity founded on

"socially complex" knowledge and is difficult to replicate by rivals. As a result, a marketing firm

with a dynamic competence in integrative branding may gain long-term strategic advantage'®*.
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2.3 Review of Empirical Studies

This section reviewed the works of other researchers related to the objectives of this study. This is
to enable the researcher identify and fill gaps left by previous studies and in so doing enrich our
knowledge of understanding of brand management practices and market performance. The review

2.3.1 Brand management practices and Market performance :%

will be done objective by objective.

A scholar implemented a model of three stages of brand management practiees (the adoption of an
orientation towards the brand; the internal brands; and the creation &%};onmstent brand), which
allows not only to build the equity of the brand of the prod &@6 enterprises but also to protect
them which creates a higher level of business perfor a@ . Similarly, a scholar developed a
theoretical concept of the background and results 0 rand management practices and proposed four

essential dimensions for the measurement of @nanagement practices!®:

1. The relationship of the brand w@e culture and the organization

2. The knowledge and edu 1on of the brand
3. The marketing Qapagl ;'
4. The inno .1 and orientation of the brand as well as finding a positive and significant

t@hlp between brand management practices and business performance

Additionally, a scholar concluded in a research carried out in service enterprises from Spain that
there is a positive and highly significant relation between brand management practices and business
performance'®. Likewise, another scholar used a multi-item scale to measure the perception of the
brand's strength, the association of the brand and the business performance of the four instruments

of the marketing mix (product, price, place and promotion)!®’. The results show that brand
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management practices [measured with two factors: 1) sustainability and corporate government; and
2) innovation and expertise] and the perception of the product and the distribution have a positive,

198 In another set of ideas, a

significant impact on both the results and the business performance
scholar concluded in their research that the improvement in the equality of clients, the brand and the
brand management practices are closely linked with business performance!®. Similarly, some of the
few authors that have analyzed and discussed the relation between brand managemeq,.q}g%ices and
business performance have usually considered business performance fron:%%:ective of two

essential factors: those associated with the growth of enterprises (getting néw clients, barriers to
deter competitors, growth of the same groups of products or categoré%‘éf w products, easy access
to new markets), and the ones regarding profit (loyalty of t.he , higher prices, low elasticity of

prices, promotional efficiency, better position to nego@he marketing channels)?%.

A scholar studied the role of branding in su c promoting Nigerian agricultural products.
The research included five states in nge Q&theast All farmers and food merchants in South-
Eastern Nigerian states were mch%@%e sample for this research. The 2-Related Samples (Z)
test and the Z-test data (including frequency and percentage tables) are presented. Researchers in
Nigeria found that usi @ame helped sell more produce?’!. Branding was also proven to
impact consumers' d%igns to purchase agricultural products. Branding was also discovered to
help agricultuf%sinesses make money. Branding of agricultural products for Nigerian consumers
was thh focus of a researcher?®. Kogi was chosen as the focus of the descriptive survey
since it is one of Nigeria's agricultural States. A total of 400 farmers were included in the analysis,
spread among nine LGAs in the three senatorial districts that make up Kogi State. The average
Mean Score was used for the data analysis. Branding Nigeria's agricultural products was met with

overwhelmingly positive responses from the survey's respondents. The results revealed that

agricultural product branding aids in attracting more customers, influencing customers' perceptions,
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and producing promotional advantages. Branding was an effective tool for increasing sales and

retaining a more significant portion of the market?®,

According to a recent study, businesses in Nigeria's soft drink bottling industry can improve their
marketing results by adopting a brand expansion approach. The methodology used in this study was
a survey. Using the descriptive tables and Pearson Correlation Coefficient from the S.PSS software,
we can see that the extended brands of the parent products account for a sizab]@’{g}tion of the
overall annual sales of soft drinks?**. Researchers studied how public sugar, m. %rers in Kenya
responded to changes in their branding strategies®. Descriptive an(.i inj?u‘%ial statistics were used
to evaluate the data, and the results showed that brand name a@)}ée positively impacted the
financial performance of publicly traded sugar companfe@% value of branding in Ghana's
telecommunications industry was the subject of resez@le same team?°®. Their research found
no significant association between trademarks @}wtwork preferences, suggesting that brand
recognition plays little role in the mobiléxindustry. Although not an essential element, the study

indicated that brand quality considr{b)@ﬂuenced mobile network sales in Ghana.

Internal branding initiatives lk%regular meetings, training, workshops, and developing a shared
vision and mission cayf influénee employees' attitudes and actions. If this is the case, it stands to
reason that the r@gg and internal communication that make up internal branding initiatives
would bene& ployees' attitudes about the brand. Another scholar looked at how brand
recognin@nﬂuences consumers' spending habits in the context of the apparel market>*’. The
study's most important findings are that brand awareness declines with age, consumers place a
premium on price and brand names, and eighty per cent of respondents think that name brands have

208

become status symbols in the fashion sector-”®. Also, a scholar looked into how branding affected
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consumer decisions. Branding affects consumer behaviour in light of various dependent and

independent factors?®.
2.3.2 Brand Management Practices and Profitability

There needs to be a connection between brand value and marketing health because all investments
should increase shareholder value, (ii) brand equity should be reflected in financial statp&ents, and
(ii1)) marketers should adequately justify brand investment returns. B.ran Q}} primarily
acknowledged as significant intellectual capital that fuels economic succex%%nsionZIO. Since
brand strategy can affect a company's bottom line, it deserves .cq@% “attention when setting
business goals?!'!. Increases in stock price, sales, earnings, and r%&%\share have all been linked to

more notable brands. : '$

S

Marketing conducted a study in Turkmenistan to &ine the impact of brands on consumer
choices?!?. The results showed positive asso@iﬂ’})s between the two variables that had high factor
loadings. The reputation of a product's b@an make a big difference in how much people like it.
Similarly, a scholar looked into tﬁ»n;%ﬁiating role of quality perception and market share in the
relationship between brand ‘%S‘QSS and buying intent. Brand recognition significantly impacted
consumers' propensity@)ane purchases and companies' market shares?!®. The proportion of a
market is a su‘b@ and favourable predictor of future purchases. Perceived quality is positively
and sig%@y affected by how well-known a brand is. Consumers' perceptions of the product's
quality poSitively impact market share and consumer intent>'4. Brand awareness and perceived

quality can mediate between market share and purchasing intent.

In addition, a scholar looked at how advertising affected brand recognition and customer choice
(particularly in the context of men's fashion). The research showed that if consumers sense

dissonances or discomforts as a result of their purchasing decision, the level of discomfort can be
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reduced by advertising by providing information on the product's features?!®. The need to counteract
the influence of ads for competing products only grows. A scholar researched the effect of media on
raising brand recognition and consumer behaviour in North Cyprus (A case study of fast food
restaurants)?!®, Four aspects of consumer-based brand equity were analyzed in this study: brand
recognition, brand perception, quality perception, and market share. Consumers appear to place the
most negligible value on market share as a brand equity indicator among the{& metrics.
However, this factor affects how customers view the brand?!”.The effect %\é%ecognition on

consumers' intent to buy has also been the subject of studies.

. \ "
As a result of reading the aforementioned informative articles, it h@ concluded that consumers
are more likely to purchase a well-known brand. The avera g?sumer is understandably wary of
trying out brand-new items. A scholar looked at howﬁ@ wareness affects the success of service
companies in the marketplace while consideri @gnking business in Kenya. The results show a
positive and statistically significant relatl&' ip” between brand recall and brand recognition and
that both brand recall and overall br@%wareness are strong indicators of market performance.
Nevertheless, there is no stati tic%x)ink between brand awareness and financial success?'®. A
»

scholar looked at how q;@

of both brand recdg@ n and sales. A positive, significant, and moderate association was

ood and drink companies were in Rivers State, Nigeria, in terms

discovered be@ brand awareness and customer retention or brand extension. In sum, adequate

data su‘@qe claim that brand awareness has a considerable impact on financial results?!’.

The techniques of customer loyalty and brand management techniques were mapped out in a
systematic study conducted by participants. The research discovered that the main criteria linked to
loyalty are customer satisfaction, commitment, trust, and involvement. Empirical model

development and quantitative analysis have found positive relationships between these variables. In
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the same way that each of these factors positively affects client loyalty, loyalty, in turn, strengthens
each of these other factors®?’. Researchers looked at deposit money banks' brand strength and
marketing viability. All the indicators of marketing health studied in the study were found to have a
positive and statistically significant correlation with brand value, with market share demonstrating

the strongest link??3.
2.3.3 Brand Management Practices and Sales Growth %’&\

Workers' Brand Endorsement in Service Organizations: Is There a RO’('% nternal Branding
Factors? An Analytical Review of Ideas. According to the research r@hmanagers should view
internal branding not just as an organizational duty but als%&&\tactic for increasing sales.
Managers should focus first on constructing and dissem@ information about the company's

brands within the company, as doing so can positivel ct workers' attitudes toward brands that

are a good fit for the company's strategic stra%yj\&

Two hundred and fifty-seven students a@versity in Chittagong, Bangladesh, were surveyed on
the influence of brand equity onxge)r choice of smartphone. The research shows that factors
including brand recognition@cﬁ’aﬁon, perceived quality, and market share all contribute to a
company's brand equi@%ch affects consumers' purchasing decisions. In addition, researchers
looked at how @equity affected whether or not people planned to repurchase the product??.
Higher fi r@l erformance and longer-term commercial viability are indicators of a strategy that
is doing arvexcellent job of generating market share for the organization. Researchers also studied
the influence of brand equity on smartphone purchasing intent. According to the data, brand
recognition and market share are the two most important aspects of a consumer's decision to buy a

smartphone??>. When comparing genders, women fared better than men regarding their intent to

buy. There were no appreciable changes in smartphone purchasing intent due to qualification. The
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effect of brand equity on consumers' intent to buy was studied by a scholar??®. Consumers' desire to
buy is highly connected to market share and brand association but not to their awareness of the

brand or their perception of its quality.
The connection between brand equity and buying intent has also been investigated multiple times.

There is a positive association between BE and PI, suggesting that BE can be used 11) explain
PI fluctuation. In order to forecast the 68% of the PI that is not explained by the 1 @pt and other
variables in the regression model, more variables are needed. Addltlonah%'s\ lar studied the
mediating effects of the nation of origin image on the relationshi teen brand equity and
purchase intent and brand preference??’. According to the ﬁndi@i@and equity negatively affects
consumers' propensity to choose and buy a specific brand\However, the data did not support a
moderating effect of the perceived nation of origin—t fect of PT. X's Candy's brand equity on
consumers' intent to buy was also studied .Qus rcher??. Consumers' propensity to make a
purchase is demonstrated to be influen by several factors, including brand equity, brand

association, and perceived qualityx;()
2.3.4 Brand Managemen@faces and Customer Retention

A scholar investigade‘QH%lationship between brand management strategies and the success of
small busine@wlexicom. The study's findings showed that small businesses benefited
signific m adopting brand management methods. Additionally, when disaggregated by
organization size, the results from the moderated hierarchical regression analysis show that
although the two capabilities typically produced positive moderating effects across all enterprises,

these are conditional and not invariant (small vs medium)?*.

Researchers also examined how consumers' perceptions of a company's brand influenced their

loyalty—the role of mediation between service quality and happy customers. The findings indicate
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that brand image influences customer loyalty, whether or not customer happiness and service
delivery are considered®’!. The data also show that the likelihood of switching to a new store is
inversely proportionate to the effort involved in making the transition. Moreover, researchers
studied the effect of hotel brand recognition on patron satisfaction in Malaysia. The results were
surprising because they showed that brand image affects hotel guests' satisfaction in Malaysia. This
research is helpful since it sheds light on the factors influencing hotel selection®*2, 'E@fmtion of
customer happiness and brand awareness as mediators between brand imag 'a‘\%stomer loyalty
was also studied?’3. The statistical analysis shows that brand image and “eustomer loyalty are
significantly related to customer satisfaction and brand awarene%@?as brand image is not

significantly related to brand awareness?3. . Q@’&

The role of customer satisfaction as a mediator betv@j’%}i image and customer retention was
also studied by researchers in Pakistan?>. It a@\%ﬁ? that consumers' perceptions of well-known
brands influence their decisions when lﬁamg for fashion apparel. The analysis further
demonstrates consensus regarding us@ retention's substantial influence on market share, brand
awareness, and customer satisf%ti'(’)&A scholar also studied the relationship between perceived

value and premium pr@@

significance of ”ori%(‘l allowing packaged brand companies to charge premium prices.

ckaged food companies®*. Findings from the poll highlight the

Furthermore@ pirical study of the automotive industry was conducted to determine the effect
of bran@ge and customer commitment on loyalty (N=271). The study's sample indicated that
customer commitment strongly influenced consumer loyalty and that corporate brand image
considerably affected both. A literature review of the effect of brand image on consumer behaviour
was conducted in another study (n=272). According to the results, brand perception has a

constructive effect on customer happiness and loyalty?3.
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2.3.5 Brand Management Practices and Market share

A scholar looked at MTN Ghana as a case study to see how corporate branding and customer
loyalty play out in telecommunications. According to the data, consumers were more loyal to well-
known brands. The size of the customer base has less link with consumer loyalty than the brand's
colour or emblem. According to the data, satisfied customers are likelier to rem.ain loyal to a
business?*°. A scholar, who looked at corporate branding and sustainability in Uga%;n\businesses
as a case study for modern enterprises, Uganda was the focus of research?¥. Y 'hg@hip programes,
health clinics, boreholes, schools, and improved access to power We.re a g\ntioned as examples of

CSR activities that were well-received by the local populations SU@I in the study.

Q

Two hundred and seventy-four researchers looked at.f@role of company branding as a
competitive-market strategy. The research demonstra@e importance of solid corporate branding
in today's competitive industry. R = 0.6 .&-10 ) is a statistically significant correlation,
suggesting a favourable link between @orate branding and market competition®*!. While
communicating with the governm@ financial sector, the labour market, or the general public,
the purpose of the corporate Ia%d\ is to lend credibility?*?. As services are more intangible than
actual goods, corporat@s) the service sector can benefit significantly from effective corporate
branding. Thanks Q\be company's brand name, customers get a sense of the product's quality,
history, and Sl ineness even when they cannot see it. Because of the rising complexity of markets
and th@)id imitation and homogenization of products and services, genuine product
differentiation is becoming increasingly challenging. It necessitates positioning the entire
organization rather than just its products®?. The rise of corporate branding is a response to rising
advertising expenses, the influence of retailers, the diversity of available products, the need for

cost-effective innovations in product creation, and the high expectations of customers.
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2.3.6 Moderating Effect of Brand Culture

According to data collected from a study, Critically Analyzing Empirical Theories of Consumer
Attachment, Affection, and Engagement with Brands. According to the findings, only two types of
human involvement are possible: attachment (or passion) and active engagement (long-term
relationship)?*. Hence, the connection must stem from fascinating feelings. This. awe inspires
participation, and the customer becomes your most ardent advocate. Likewise, res%;}from How
Important Are Branding for Private Companies? The Relationship Bet e.\g@\d Equity and
Financial Outcomes: Empirical Evidence?”. The research on earqing%e;\sistence is particularly
pertinent to the ongoing discussion about the relationship betwee&@s\xd equity and stock markets.
The importance of brand management strategies in the stra@%{anning of unlisted enterprises is

demonstrated by the fact that present earnings carr@%nformation about future earnings for

companies with higher brand equity?*. :‘ ©

Researchers looked into the impact of c@any names and logos on consumer decisions in the
Serbian telecom industry. The analysiSweveals a different set of findings in comparing the study's
findings to those in the literatu%ﬁ explores the significance of company branding in the mobile
phone telecommunica@gu iness from the consumer's perspective’®’. In addition, scholars
looked at the 1 XL%K&shion industry as a case study on the links between company branding,

248 Results reveal that functional and symbolic benefits matter

customer 10}61", vand market share
for mark are, while other variables do not. This research provides new empirical evidence for
the hypothesis that corporate branding initiatives play a small role in fostering patrons' sentimental

investment in and loyalty to luxury brands?¥.

The empirical review examined the relationship between brand management strategies and sales in

the FMCG sector. The results corroborate the existence of a connection between brand management
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practices and market performance, with brand culture serving as a moderating variable. At the same
time, other elements have been proposed as determinants of the strength of this connection.
Nevertheless, while there were some inconsistent results on the relationship between brand
management practices and market performance, a detailed examination of the current literature

proves that brand management practices and market performance are in diverse circumstances?#%2%,

&

%\%
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2.4 Conceptual Framework

Brand Management Market Performance
Practices (X) (Y)

2

Internal Branding Hi Profitability
B Y
Brand Orientation H; Sales Growth
Yy
H; QI -
Brand Value < 4\\& Customer Retention

Brand Equity

N ;@ . Market Share

Brand-culture Fit

X
O

Figure 2.1: Cﬁ%tual Model

Source@nceptual Model developed by the researcher (2021)

The conceptual model of this study is developed based on the dynamic capability theory. The
theory explains the interactions between brand management practices and market performance. The
strength of the DCT provided the link between the FMCG firms and the complex and changing

external environment in which they operate. The model thus summarizes the study; brand
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management which is the independent variable was measured by; internal branding, brand
orientation, brand value and brand equity. The market performance, which is the dependent variable,
is measured by profitability, sales growth, customer retention and brand loyalty, and the moderating

variable is brand culture fit. Hence, the six (6) null hypotheses were linked as follows:
e brand management practices and profitability

o brand management practices and sales Growth

&
e brand management practices and market performance
. "
S
&

e brand management practices and market performan&;\Q

e brand culture fit

These formulated null hypotheses were subjected t%bstical tests to determine the direction of

results, conclusion, and possible recommend@ﬁ\&ﬁér his study.
2.5 Summary of Gaps in Literature Rq@bd

Q
Research suggests that most bus%?es do not employ strategies for managing their brands to
increase their market shar@ Qas a call for more research into brand management techniques
from several sources,<)a rmine whether or not there is a correlation between brand management
and proﬁtabil&%%, the study aimed to address this knowledge gap by analyzing the impact of
brand r%} ent methods on FMCG profits in Lagos State, Nigeria. In order to better
comprehend the connections between brand management practices and market performance, many
academics and researchers have suggested that future research look into additional elements that

affect market performance?°%233

. The relationships between sales growth and consumer desire for a
particular brand could be better understood if their respective aspects were investigated. In addition,

they suggested conducting similar studies in different countries and fields. As a result, the void
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must be filled. Given the preceding, this research aims to examine how brand management

strategies influence the development of FMCG sales in Lagos State, Nigeria.

Numerous researchers studied the correlation between SMEs' brand focus and their financial
success. Impact of social media and innovative capacities on the Discussion; Small-Business Brand
Management and Financial Results in Mexico; How Important Are Branding for Priv?te Companies?
Corporate Branding and Sustainable Business in Uganda: A Case Study f%'gakt Century
Enterprises is an empirical study of the relationship between bran c and financial
performance. Detailed recommendation #285: Further research is rieed tQ\ ully understand sales
growth in other nations, especially developing countries®**. In lig@ﬁhe preceding, this research
aims to examine how brand management techniques inﬂuel@% persistence of buyers of FMCG
in Lagos State, Nigeria. Impact of Branding on Cor&%r uying Behavior: An Evidence of the
Footwear Industry in Punjab, Pakistan; The ff@Branding on the Marketing Performance of
Companies in the Mobile Phone Industry”¢Case-Study of Techno Ghana, Accra); and many others

have studied the role of corporate @as a strategic tool in a highly competitive market. These

researchers argued, among othe th%n s, that it is essential to consider the interplay between brand
%

management practices qﬁ

Because of this VOid!%: n is required. So, this research aims to examine how brand management

ies and their impact on brand acceptability and market share.

strategies affef:%distribution of FMCG in Lagos State, Nigeria?.

QQ
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Chapter Three
Methodology

This chapter presents the procedures and methods adopted for this study. These include research
design, study population, sample and sampling techniques, research instrument, data gathering

methods, validity and reliability of instrument, and data analysis procedures. . (b
3.1  Research Design . @

ine the effect of brand
.3

The researchers in this study used a descriptive research design to i§11'
goods in Lagos State,

management practices on market performance of fast-moving céné}n
Nigeria. The researcher opted for a descriptive research .de '%ecause it provides a clear and
detailed snapshot of a subject or phenomenon, hg@!searchers and readers gain a better
understanding of the topic being studied. Al;@ecause the research aimed to ask into a

phenomenon using a representative samplg‘ o@_e)population, as explained in prior related studies'->

A population can be defined a%m total number of events, individuals and objects that meet the

3.2 Population of the Study

sample inclusion critefia ig%rticular study. This study concentrated on Lagos State, Nigeria's
Food and bever; @mpanies. This is because 50% of FMCG companies are located within the
region. This éﬁn is a good representative of FMCG industries in Nigeria. Thus, the people in
the 100@ are used as the study population for this study. From company documents, the
population of the five leading selected FMCGs companies, i.e., Nestle Nigeria Plc, Flour Mills of
Nigeria Ple, Crown Flour Mills Ltd, Unilever Nigeria Plc and Deli Foods Ltd are 18, 382 staff
which comprises of top management, middle management and lower-level management employees

who in one way or the other are involved in strategic decisions, supervisions and operational
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marketing activities in the selected FMCG firms in Lagos state *. Table 3.1 below shows the study

population and the locations of selected organizations in Lagos State, Nigeria.

Table 3.1: Population Table of Personnel from Selected FMCG

S/N  FMCGs Location Top level Middle Lower Total
mgt Staff level Mgt Mgt Staff . @
Staff 6
N
v/
1 Deli Foods Ilasamaja 197 295 491 ‘$\ 983

Ltd Rd, Mushin

2 Nestle [lupeju 439 658 6@7 2,194

Nigeria Plc

Q>
3 Flour Mills Wharf 2,393 3@ 5,982 11,964
O

of Nigeria Road, (')
Plc Apapa 't
4 Crown Tincan 45 K‘p‘ 676 1,126 2,253

Flour Mills Island, o

Ltd Apapa Q
QO

5 Unilever kej 198 296 494 988
Nigeria:%Q

3,678 5,514 9,190 18, 382

Source: Human Resource Department of Respective Firms, 2021

33 Sample and Sampling Techniques

The number of units drawn from the population is the sample size (n). Yamane's formula for

estimating sample size from a finite population was used to determine the appropriate number of
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participants for this investigation. This formula presupposes, among other things, that the
population from which the sample will be drawn is not infinite. It also presupposes that the margin
of error is always more than zero and never smaller than zero for any given sample. When n is the
desired sample size, N is the known size of the finite population, and e is the desired degree of

accuracy, Yamane presents a straightforward method for determining sample sizes.
Formula: Q’)&\

The reason for adopting this formula is that it is simple and less complicm@%n also provide
accurate results of the necessary sample size that will be adequate fo&%f&search study since the
population for this study is finite. Also, adopting this fo@%l\'ncreases the precision and
confidence level of making lesser risk in determinin@t@mle size necessary for the study.

Applying the formula above, where:
n = sample size C@
N = finite population size, which is 18 otal number of personnel within the population)
€ = maximum acceptable error 41§}i,)which is 5%
We then have: Q)QQ

N

n= 18382
1 +18,382(0°05)2

1+1;,382X0.0025

46.955

=391.48 @ 391
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In order to compensate for the non-response and the wrong filling of some copies of the
questionnaire, the sample of 391 was increased by 117, which is 30% of the total sample. This is as

recommended by a scholar®. Therefore, we have 508.

The sample size for this study using the Taro Yamane formula is five hundred and eight (508)
elements. However, the five hundred and eight (508) elements will be chosen using stratified and

random sampling techniques to increase the sampling precision for the study. Q’)&\

To also have comprehensive and across-the-board information, 20%‘%&mtmmeﬂt was

administered to the top management, 30% to middle-level managan@m&d 50% are lower-level
staff. Q’)&%\

This study adopted the stratified random sampling tec 1@ he sampling technique adopted for
this study was stratified sampling and proportionate sdmpling techniques. A stratified sampling
technique was used to determine the sampl@% om the total population of the study, which
enabled the researcher to draw from diffq@gloups or strata in the population comprising the three
identified levels of managementxg% The respondents taken as a sample from the 18,382
management staff drawn fr, %9 selected FMCG firms include the top management, middle
management and front%%nagement staff. A proportionate sampling technique was then used to

allocate the nu @ questionnaire copies distributed to each insurance company.

QQ
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Table 3.2: Summary of Sample Size

S/N  Organizations Population Proportionate Top Middle Lower Proportionate
Size  per sample level level Mgt sample size
org size % mgt Mgt Staff

Staff Staff

1. DeliFoods Ltd 983 531 5 8 14 @
31 6

2. Nestle Nigeria 2,194 12 12 18 .
Plc '\QO
3. Flour Mills of 11,964 65.17 66 99 166 331
. %

Nigeria Plc )\\,
4, Crown Flour 2,253 12.20 12 1&’)&% 31
o\

Mills Ltd

5. Unilever 988 5.32 @Q 8 14 27
Nigeria Plc %l
Total 18,382 100% C:‘\\» 00 152 256 508

62

Source: Researcher’s Computation, 202

>

34 Description of the Resear&%rument(s)

The questionnaire used to c@i?lformation in this study was carefully designed and modified.
The survey was coantpHQ with the help of four (4) paid research assistants the researcher
supervised. T Qch assistants were instructed on adequately communicating with respondents
for one @Q he instrument for conducting a survey using closed-ended questions, with responses
ranging from 1 (the lowest) to 4 (the greatest) on a Likert scale. In order to construct the empirical,
this study used closed questions, to which participants could only respond with one of a finite
number of possible choices. This instrument was selected because of its high response rate and low

potential for researcher bias due to intervention. Another benefit of this strategy is that it allows for
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a rapid, thorough, and accurate evaluation of data* Part A of the questionnaire collected basic

respondent information, while Section B assessed respondents' brand management skills.
3.5  Validity of Research Instrument

A pilot study was conducted using the regular staff of UAC foods limited in Lagos State, given that
they share similar attributes with firms under investigation. A sample of 51 cop&s of the
questionnaire, which represented 10% of the sample size, was sent out to UA @s limited in
Lagos State’. A total of 47 copies of the questionnaire were filled, represe (%rn rate of 92%.

Further, only 45 copies of the questionnaire were correctly filled an 9%1&16 to run the pilot test,

representing an overall response rate of 88%, above average. '&%

The feedback obtained was instrumental in refining naire before it was finalised for the
study. During the pilot test, the respondents suggest ﬁthe least qualification category should be
HND since the minimum requirement to be e@xed as a lower-level employee in the organisation
is Higher National Diploma (HND). F@, the respondents suggested that minimum years of
experience should start with "0". The rgsearcher observed that the respondents had no issue with the
items measuring the variabl %Sh'l’s study's acceptability and easy understanding of the questions
while completing the @gnnaire. Comments and suggestions made by respondents during the
pre-testing wer: t@lghtfully considered and incorporated to improve the questionnaire. The

responsef w@t en analysed for their reliability and validity tests. The results of the validity and

reliability afe presented thus.

Face, content, and concept validity were used to verify the reliability and validity of the research
instrument. The research instrument's content validity was established through consultation with
academic and professional peers and the researcher's supervisor. The input was utilised to fine-tune

the questionnaire. The test's face validity was determined by surveying participants' level of
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comprehension. The study aimed to determine if the respondents could grasp the tasks at hand. The
Variance Extraction Method was used for exploratory component analysis to determine the
questionnaire's construct validity. The Average Variance Extracted was calculated based on the
factor loadings of these variables (AVE). The construct validity of all study variables was
established by using an AVE value greater than 0.5 as additional proof of convergent validity.

Table 3.3 provides evidence for the convergent and construct validity of the instrume Q

Table 3.3 Confirmatory Factor Analysis E\

S/N  Variables No. of AVE KMO . m Composite
Items %'& est Reliability

1 Internal Branding 5 0.684 0.000 0.865

2 Brand orientation 5 0.753 g627 0.000 0.873

3 Brand Value 5 Qﬁﬁ@ 0.449 0.024 0.983

4 Brand Equity 0.567 0.000 0.812

5 Market share 5 \)Q) 0.716 0.610 0.000 0.834

6 Profitability ‘% 0.786 0.716 0.000 0.932

7 Sales growth Q)QQ 0.832 0.643 0.002 0.841

8 Customer e@ 5 0.761 0.508 0.038 0.856

9 Brand ulture 5 0.859 0.681 0.007 0.812

Source: l}'e/ld Survey, 2022
3.6 Reliability of the Research Instrument

The reliability of the data collected was ascertained using internal consistency method through the

pilot study and Cronbach’s alpha co-efficient was obtained using Statistical Package for Social
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Sciences (SPSS). The result of the test carried out suggested that the instrument used for evaluation

was highly reliable based on the 0.70 benchmark .

Table 3.4: Reliability Analysis Results

S/N Variables No. of Items Cronbach’s Alpha
Coefficient (b

1 Internal Branding 5 0.729 (C"

2 Brand orientation 5 '%'1\

3 Brand Value 5 ‘% 0.713

4 Brand Equity 5 %’&% 0.737

5 Market share 0.723

6 Profitability QQ 0.805

7 Sales growth ‘ \% 0.734
8 Customer Retention %. 5 0.873

9 Brand-Culture \;(3 5 0.750

W
Source: Field Survey, ZOZZQ’@

3.7 Administrati @Research Instrument and Method of Data Collection

Q

Considering the“gesearch design of this study and after assessing various research questions and
hypothe@he primary source of data will be used in gathering data from the respondents for this
study. The justification for using primary data sources is that it allows the researcher to collect data
directly from respondents, making the data more accurate and up to date, as compared to secondary
data sources, which are existing data sources and changes over time would be missed out on’. The

primary data will be collected by administering copies of the questionnaire to the target respondents.
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The justification for using a questionnaire is that the questionnaire translates research objectives
into specific questions the respondents will be asked to answer. Also, the questionnaire accelerates

the data analysis process as all the respondents will be asked the same questions.

Moreover, the questionnaire is less expensive and offers greater anonymity. The sources of the
items in the questionnaire are depicted in Table 3.5. This study divided the questionPaire into four
(4) sections. Section A captured employees' personal data on sex, age, highest le@& education
and work experience. Section B comprised items used to collect data o. management
practices sub-variables as the independent variable. Section C co.nta' d,%nformation on market
performance as the dependent variable, and the last section, Sec{@, contained information on
the moderating variable (brand fit-culture). The study ado@%?osed—ended questions using a 4-
point Likert -type scale format. The responses from @%m in the questionnaire were answered
by rating the responses on; (4) "strongly a @3) "agree", (2) "disagree", to (1) "strongly

disagree". This modified scale increases f& onses' reliability and gains more effective results

Table 3.5: Measurement of R%algch Instruments

from the respondents.

/\
Independent Variablwredi'ctive Parameter = Number Sources of instrument
\ Items
Brand man}gyement Internal Branding 5 8 measured internal

practiceQQ branding as dimension of
brand management practices

Brand orientation 5 ? measured brand

orientation as dimension of

brand management practices

Brand Value 5 19 measured brand value as

dimension of brand
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Dependent Variable

Market performance

Brand Equity 5

Predictive Parameter Number

Items

Market share 5
Profitability 5
Sales growth 5

Customer Retention :‘ @

management practices
12 measured brand equity as
dimension of brand
management practices

Sources of instrument

13 measured market s e as

fz)giarket
performanee »\QO

4 measured profitability as

db‘r\@l’b of market

mance

dimension

Q@S measured sales growth as

Q‘Q

dimension of market
performance

16 customer

measured
retention as dimension of
market performance

17 measured brand fit culture

Moderating variable  Brand fi cu@e 5
AN
Source: Researcher’s Computation (2022)

3.8  Method of D{QA)alysis

The researche@oth descriptive and inferential statistics to assess the data gathered via the

questio he analysis was conducted using SPSS version 23.0, a statistical program for the

social sciences. SPSS is the most used program for statistical analysis in many disciplines.
Demographic data and trends in the variables were presented using descriptive statistics analysis.
Section A of the questionnaire was analyzed using frequency distribution, percentages, means, and
standard deviation. Multiple regression analysis, an inferential statistical method, was used to

evaluate the implementation of brand management practices and the market performance of
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FMCGs. In contrast, hierarchical regression analysis was used to evaluate the impact of the

moderating variable (brand-culture fit) on the aforementioned metrics for the selected FMCGs.

Table 3.6: Method of Data Analysis

S/N  Hypotheses Tools of Analysis

1 Hol: Brand management practices (internal branding, brand Multiple _Linear
equity, brand orientation and brand value) has no significance Regressi(%cn&\
impact on profitability in the selected Fast Moving Consumer . QO
Goods in Lagos State, Nigeria \

2 Ho2. Brand management practices (internal branding, b.ragl\d Multiple  Linear
equity, brand orientation and brand value) has no signiﬁ@e egression
impact on sales growthin the selected Fast Movir.lg &@ er
Goods in Lagos State, Nigeria \

3 Ho3. Brand management practices (intema@%ng, brand Multiple Linear
equity, brand orientation and brand val s no significance Regression
impact on customer retentionin the 'étected Fast Moving
Consumer Goods in Lagos State ria

4 Ho4: Brand managemen pr% es (internal branding, brand Multiple Linear
equity, brand orientation and’brand value) has no significance Regression
impact on market s ‘%'%he selected Fast Moving Consumer
Goods in Lagds S h?'hgeria.

5 Ho5: Bran&a‘nagement practices has no significant effect on Multiple Linear

mark rmance in the selected Fast Moving Consumer Regression

@in Lagos State, Nigeria.
! Brand-culture fit have no moderating effect on the Hierarchical

relationship between brand management practices and market Regression

(o))

performance in the selected Fast Moving Consumer Goods in

Lagos State Nigeria.

Source: Author’s Computation, 2022
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Table 3.5 shows the respective tools that were used to analyse each of the hypotheses. These tools
have been selected based on the nature of the objectives research questions, hypotheses and

econometric models.
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Chapter Four
Results and Discussion of Findings

The chapter provides empirical information concerning the result of the data analysis with respect
to data description, interpretation of the result of the hypotheses tested and the discussion of the
study's implications within existing literature. The aim of this study is to examine tb&effect of
brand management practices on market performance of Fast-Moving Consu.me @ds in Lagos
State, Nigeria. This research was carried out via questionnaire in order 1@% the necessary
information for this purpose. The study adopted the SPSS version &Q%r'bhe descriptive and the

inferential statistics to analyze the data. %

4.1 Demographic Data Analysis 66\

A total of five hundred and eight (508) copies of q@onnaire were administered, and four hundred

and seventy-one (471) copies were returng‘d. Q;}sorting the questionnaire only four hundred and

thirty-one (431) copies were certifé) S duly filled and considered usable. The useable

questionnaire represented 84.84%\?p0nse rate. The high response rate was recorded as the
"

researcher administered tl@[ ments with the help of research assistants who put concerted

efforts to ensure dtK' igence with the questionnaire administration. The response results are

presented in T@.
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Table 4.1: Response Rate

Responses Frequency Percent
Completed usable copies of questionnaire 431 84.84%
Unusable, unreturned and disqualified questionnaires 77 15.16%

Total 508 100% @
>

Source: Researcher’s Field Survey Results (2023) E‘\QO

Table 4.2 Demographic Characteristic of Respondents Qé

A

Variables Category \:\r’@»ncy Percentage

Gender Male ‘&4 57.2%
Female < \) 185 42.8%
Age 20-29 yearscb' 143 33.2%

30-39/}@2 112 25.9%
@;‘eam 79 18.3%

0-above 98 22.6%
Level of Educati Q Bachelor 147 34.0%
Q Masters 285 66.0%

Year ot&rience 10 years and above 432 100.0%

Source: Researcher’s Field Survey Results (2023)

This section consists of background and respondents’ information that describes basic

characteristics such as gender of the respondents, age, level of education, and years of experience.
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Table 4.2 presents the demographic and personal profile of respondents used for this study.
Demographic and personal profile of respondents as shown in table 4.2. Profile of gender indicated
that 247 respondents representing 57.2% were male, while, 185 respondents representing 42.8%
were female, indicating that most of the respondents were male. Also, 112 respondents representing
25.9% were between 20-29 years, 143 respondents representing 33.2% were between 30-39 years.
79 respondents representing 18.3% were between 40-49 years. 98 respondents reprq@g 22.6%
were between 50 above years. This indicates that most of the respondents 'e\ 30-39 years.

.3

Furthermore, 147 respondents representing 34.0% had Bachelor, and 2‘8§fes ndents representing
0 years and above work

66.0% had Masters. In addition, 432 respondents representing 100.@6
experience. . Q@
4.2 Presentation of Data @

4.2.1 Research Questions C.")\‘\%

In Table 4.3, internal branding was presq@hs measures of brand management practices strategies
of FMCGs in Lagos State, Nigeria“using descriptive statistics and computed for each statement to

reveal the frequencies, perc %s',’ and mean on a four-point Likert type scale (Strongly Agree

(SA)=4, Agree (A)=3, stgee (D)=2, Strongly Disagree (SD)=1

N

Table 4.3: De%ge Analysis of Responses on Internal Branding

Intern@ing SA A D SD MEAN

The way my organization 314 82 12 24 3.59
mission and vision is (72.7%) (19.0%) (5.6%)
communicated helps me to (2.8%)

practice

There are training and 77 290 49 16 2.99

development that have been (17.8%) (67.1%) (11.3%) (3.7%)
set for employees by my
organization to understand its
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mission, vision and core

value

I have adequate knowledge 277 102 53 - 3.52
about this brand (64.1%) (23.6%) (12.3%)

My position of choice set is 103 283 42 (9.7%) 4(0.9%) 3.12
high towards the brand (23.8%)  (65.5%)

I am emotionally connected 167 183 74 8(1.9%) 3.18

to my company aims and (38.7%) (42.4%) (17.1%) @
objectives @'&

Weighted Mean %

b4
Source: Researcher’s Field Survey Results (2023) . \4%'3

%

According to results in Table 4.3. 72.7% of the respondent@&mgly agree that the way their
organization mission and vision is communicated h m to practice, 19.0% agree, 2.8%
disagree, and 5.6% strongly disagree. On averagey thé™tespondents indicated that the way their
organization mission and vision is communio@d'})e\'fps them to practice has a mean of 3.59. Results
also indicated that 17.8% of the respond@&é‘[rongly agree that there are training and development
that has been set for employees Q\th}nr organization to understand its mission, vision and core
value, 67.1% agree, 11.3% reée, and 3.7% strongly disagree. On average, the respondents
indicated that there a@%ning and development that have been set for employees by their

organization to (%)\tﬁnd its mission, vision and core value has a mean of 2.99.

Results dicated that 64.1% of the respondents strongly agree that they have adequate
knowledge about this brand, 23.6% agree, and 12.3% disagree. On average, the respondents
indicated that they have adequate knowledge about this brand has a mean of 3.52. Results also
indicated that 23.8% of the respondents strongly agree that their position of choice set is high
towards the brand, 65.5% agree, 9.7% disagree, and 0.9% strongly disagree. On average, the

respondents indicated that their position of choice set is high towards the brand has a mean of 3.12.
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Results also indicated that 38.7% of the respondents strongly agree that they are emotionally
connected to their company aims and objectives, 42.4% agree, 17.1% disagree, and 1.9% strongly
disagree. On average, the respondents indicated that they are emotionally connected to their
company aims and objectives has a mean of 3.18. The weighted mean for internal branding is 3.28
indicates that on average, respondents agreed with most of the statements on the high scale as it
relates to how internal branding is an appropriate measure of brand management prac%&trategies.

Additionally, the weighted mean of 3.28 suggested that the internal b}@&@aith respect to

FMCGs in Lagos State is moderately high.

. »\ N
In Table 4.4, brand orientation was presented as measures of bran&%\agement practices strategies
of FMCGs in Lagos State, Nigeria using descriptive statis'ti\e's&a%f computed for each statement to

reveal the frequencies, percentages, and mean on a%%nt Likert type scale (Strongly Agree

(SA)=4, Agree (A)=3, Disagree (D)=2, Strone)%%gee (SD)=1

Table 4.4: Descriptive Analysis of Resp%s on Brand Orientation

S
Brand Orientation SA\)‘U A D SD MEAN
Customers feel our brand are 4o 158 27(6.3%) 13 3.42
strongly  different fromQS 2%)  (36.6%) (3.0%)
others Q
My organization i%en to 125 234 65 8(1.9%) 3.10
deliver superio @ue to (28.9%) (54.2%)  (15.0%)

customers

My org@@n is perceived 154 181 80 17 3.09

as makingyit brand easy to (35.6%) (41.9%) (18.5%) (3.9%)

access
Our brand is perceived to 140 201 83 8(1.9%) 3.09
make  customers  more (32.4%) (46.5%) (19.2%)

important

The brand takes the largest 134 173 105 20 2.97

share of your targeted (31.0%) (40.0%) (24.3%) (4.6%)
market segment
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Weighted Mean 3.13

Source: Researcher’s Field Survey Results (2023)

According to results in Table 4.4, 54.2% of the respondents strongly agree that customers feel their
brands are strongly different from others, 36.6% agree, 6.3% disagree, and 3.0% strongly disagree.
On average, the respondents indicated that customers feel their brand are strongly ,diﬁfér‘ent from
others has a mean of 3.42. Results also indicated that 28.9% of the respondents st@y agree that
their organization is seen to deliver superior value to customers, 54.2% ag%ﬁ o disagree, and
1.9% strongly disagree. On average, the respondents indicated th_at&'qrganization is seen to
deliver superior value to customers has a mean of 3.10. @»&%\

Results also indicated that 35.6% of the respondent g@y agree that their organization is
perceived as making it brand easy to access, 41.9% agree, 18.5% disagree, and 3.9% strongly
disagree. On average, the respondents indic@‘\}ﬁt heir organization is perceived as making it
brand easy to access has a mean of 3.@esults also indicated that 32.4% of the respondents
strongly agree that their brand iwqéwed to make customers more important, 46.57% agree,

19.2% disagree, and 1.9% st “disagree. On average, the respondents indicated that their brand

is perceived to make c@s ore important has a mean of 3.09.

N\

Results also ingdi @that 31.0% of the respondents strongly agree that the brand takes the largest
share o@@rgeted market segment, 40.0% agree, 24.3% disagree, and 4.6% strongly disagree.
On average, the respondents indicated that the brand takes the largest share of their targeted market
segment has a mean of 2.97. The weighted mean for brand orientation is 3.12 indicates that on
average, respondents agreed with most of the statements on the high scale as it relates to how brand

orientation is an appropriate measure of brand management practices strategies. Additionally, the
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weighted mean of 3.12 suggested that the brand orientation with respect to FMCGs in Lagos State

is moderately high.

In Table 4.5, brand value was presented as measures of brand management practices strategies of
FMCGs in Lagos State, Nigeria using descriptive statistics and computed for each statement to
reveal the frequencies, percentages, and mean on a four-point Likert type scale (Strongly Agree

(SA)=4, Agree (A)=3, Disagree (D)=2, Strongly Disagree (SD)=1 %’&\

Table 4.5: Descriptive Analysis of Responses on Brand Value ‘@

Brand Value SA A D SQD\: ) MEAN

My organization consider 207 86 4@(0 9%) 3.56

customer requirement in (68.8%) (19.9%) 1 4
product design

My organization offer a 59 293 & 8(1.9%) 2.93
unique product that cannot (13.7%) (67(8% 6.7%)

be found elsewhere

Our brand is superior in the 208 %8 88 8(1.9%) 3.24
market (48% (29.6%)  (20.4%)

Customer consider our N 242 48 24 3.06
brand before other brar@ 62%) (56.0%) (11.1%) (5.6%)
0 161 138 104 24 3.04

Our brands are \%
towards meeti mer (37.3%) (31.9%) (24.1%) (5.6%)
needs

Weight@e% 3.17

Source: Researcher’s Field Survey Results (2023)

According to results in Table 4.5, 68.6% of the respondents strongly agree that their organization
consider customer requirement in product design, 19.9% agree, 10.4% disagree, and 0.9% strongly

disagree. On average, the respondents indicated that their organization consider customer
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requirement in product design has a mean of 3.56. Results also indicated that 13.7% of the
respondents strongly agree that their organization offer a unique product that cannot be found
elsewhere, 67.8% agree, 16.7% disagree, and 1.9% strongly disagree. On average, the respondents
indicated that their organization offer a unique product that cannot be found elsewhere has a mean
of 2.93. Results also indicated that 48.1% of the respondents strongly agree that their brand is
superior in the market, 29.6% agree, 20.4% disagree, and 1.9% strongly disagree. @age, the

respondents indicated that their brand is superior in the market has a mean o ?@O

N

Results also indicated that 26.2% of the respondents strongly agree t&‘g\ustomer consider their
brand before other brands, 56.0% agree, 11.1% disagree, and 5.6@#0

t
ngly disagree. On average,
the respondents indicated that customer consider their branﬂ,b\%gg other brands has a mean of 3.06.
Results also indicated that 37.3% of the respondentS$\strongly agree that their brands are tailored
towards meeting customer needs, 31.9% agr e,{@‘@ disagree, and 5.6% strongly disagree. On
average, the respondents indicated that tl& nds are tailored towards meeting customer needs

has a mean of 3.04. The weighted n for brand value is 3.17 indicates that on average,

respondents agreed with most ofi the statements on the high scale as it relates to how brand value is

'\
an appropriate measurecl@% anagement practices strategies. Additionally, the weighted mean
hi

of 3.17 suggested that th¢brand value with respect to FMCGs in Lagos State is moderately high.

In Table 4.6Qbra equity was presented as measures of brand management practices strategies of
FMCGQ.agos State, Nigeria using descriptive statistics and computed for each statement to

reveal the frequencies, percentages, and mean on a four-point Likert type scale (Strongly Agree

(SA)=4, Agree (A)=3, Disagree (D)=2, Strongly Disagree (SD)=1
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Table 4.6: Descriptive Analysis of Responses on Brand Equity

Brand Equity SA A D SD MEAN

Brand equity influences 252 112 68 - 3.43
customer responses toward (58.3%) (25.9%) (15.7%)
brand marketing

Brand equity increases 107 241 68 16 3.02 e (b
customer perceptions (24.8%) (55.8%) (15.7%) (3.7%) @’&\
Brand equity is a degree of 148 178 94 12 . 7\QO
loyalty of a customer to a (34.3%) (41.2%) (21.8%) (2.8%)
brand

. »\ |
Brand equity increase the 113 218 89 1 %\ 3.00
value of the product (26.2%) (50.5%) (20.6%) q@ 0)

Brand equity influences 125 174 11 \ 17 2.94
customer responses toward (28.9%) (40.3%) ( .9.§ (3.9%)

brand marketing
>
A,

Weighted Mean 3.09

Source: Researcher’s Field Survey Res@(ZOB)

According to results in Table 4.6. %58.3% of the respondents strongly agree that brand equity
influences customer re @ard brand marketing, 25.9% agree, and 15.7% disagree. On
average, the respon ri#ldicated that brand equity influences customer responses toward brand
marketing haﬂ%g of 3.43. Results also indicated that 24.8% of the respondents strongly agree
that br: y increases customer perceptions, 55.8% agree, 15.7% disagree, and 3.7% strongly
disagree. On average, the respondents indicated that brand equity increases customer perceptions
has a mean of 3.02. Results also indicated that 34.3% of the respondents strongly agree that brand
equity is a degree of loyalty of a customer to a brand, 41.2% agree, 21.8% disagree, and 2.8%

strongly disagree. On average, the respondents indicated that brand equity is a degree of loyalty of a

customer to a brand has a mean of 3.07.
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Results also indicated that 26.2% of the respondents strongly agree that brand equity increase the
value of the product, 50.5% agree, 20.6% disagree, and 2.8% strongly disagree. On average, the
respondents indicated that brand equity increase the value of the product has a mean of 3.00.
Results also indicated that 28.9% of the respondents strongly agree that brand equi‘Ey increase the
value of the product, 40.3% agree, 26.9% disagree, and 3.9% strongly disagree. @&erage, the
respondents indicated that brand equity increase the value of the product bra . 'bg mean of 2.94.
The weighted mean for brand equity is 3.09 indicates that on averag.e, reguwdents agreed with most
of the statements on the high scale as it relates to how brand eq{%\s an appropriate measure of
brand management practices strategies. Additionally, the Wq@e mean of 3.09 suggested that the

brand equity with respect to FMCGs in Lagos State is’@hgately high.

In Table 4.7, market share was presented @j@:res of market performance of FMCGs in
Southwest, Nigeria using descriptive stz@cs and computed for each statement to reveal the
frequencies, percentages, and me&%}a four-point Likert type scale (Strongly Agree (SA)=4,

Agree (A)=3, Disagree (D)=2 &%mgly Disagree

Table 4.7: Descriptiv@ms of Responses on Market Share

D

N
Market Share SA A D SD MEAN
o\
N .
My o zation offer 311 85 16 (3.7%) 20 3.59
unique stomer value (72.0%) (19.7%) (4.6%)

through effective brand
management practices

The customer patronage 105 243 55 29 2.98
level of my organization is (24.3%) (56.3%) (12.7%)  (6.7%)

high

By offering customer value 154 140 125 13 3.01
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driven brands, my (35.6%) (32.4%) (28.9%)  (3.0%)
organization sustainability
is realistic

My organization have 123 248 53 8(1.9%) 3.13
experienced significant (28.5%) (57.4%) (12.3%)

growth in market share in

recent years

My organization adopt 158 175 83 16 3.10 . (b
various strategies to ensure (36.6%) (40.5%) (19.2%) (3.7%) \
a value driven relationship

&
with the customer i. '\QO
3.

Weighted Mean % 3
- \ -
N

According to results in Table 4.7., 72.0% of the respondeﬁ@ongly agree that their organization

Source: Researcher’s Field Survey Results (2023)

offer unique customer value through effective bran@nagement practices, 19.7% agree, 3.7%
disagree, and 4.6% strongly disagree. On averag K%respondents indicated that their organization
offer unique customer value through effeétive brand management practices has a mean of 3.59.
Results also indicated that 24.3%¢of %‘Q‘espondents strongly agree that the customer patronage
level of their organization is hi ,.?6.3% agree, 12.7% disagree, and 6.7% strongly disagree. On
average, the responde i@éd that the customer patronage level of their organization is high
has a mean of 2.9%&§:sults also indicated that 35.6% of the respondents strongly agree that by
offering customer value driven brands, their organization sustainability is realistic, 32.4% agree,
28.9% ee, and 3.0% strongly disagree. On average, the respondents indicated that offering

customer value driven brands, their organization sustainability is realistic has a mean of 3.01.

Results also indicated that 28.5% of the respondents strongly agree that their organization have
experienced significant growth in market share in recent years, 57.4% agree, 12.3% disagree, and

1.9% strongly disagree. On average, the respondents indicated that their organization have
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experienced significant growth in market share in recent years has a mean of 3.13. Results also
indicated that 36.6% of the respondents strongly agree that their organization adopt various
strategies to ensure a value driven relationship with the customer, 40.5% agree, 19.2% disagree, and
3.7% strongly disagree. On average, the respondents indicated that their organization adopt various

strategies to ensure a value driven relationship with the customer has a mean of 3.10.

The weighted mean for market share is 3.16 indicates that on average, responde@ggbreed with
most of the statements on the high scale as it relates to how market share is a . ?%@Jriate measure
of firm market performance. Additionally, the weighted mean of .3.1 uggested that the market
share with respect to FMCGs in Lagos State is moderately high. {@ng results in tables 4.3, 4.4,
4.5, 4.6, and 4.7 together, the measures of brand manageﬁ;ﬁ\&p%)actices strategies which includes
internal branding, brand orientation, brand value, and%&quity has varying patterns of increase
with market share of FMCGs in Lagos Stat ‘@’5& Consequent on these findings mentioned
above, it suggests that brand managemeént practices strategies may influence market share of

FMCGs in Lagos State, Nigeria. This @Med response to research question one and has enabled

the researcher to achieve the ﬁ%%:)tive of this study.

In Table 4.8, proﬁta@% presented as measures of market performance of FMCGs in
Southwest, Nigeri ing descriptive statistics and computed for each statement to reveal the
‘%

frequencies, peroentages, and mean on a four-point Likert type scale (Strongly Agree (SA)=4,

Agree (Ag, Disagree (D)=2, Strongly Disagree
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Table 4.8: Descriptive Analysis of Responses on Profitability

Profitability SA A D SD MEAN

My organization’s net 248 146 34(7.9%) 4(0.9%) 3.48
profit position improves (57.4%) (33.8%)
relative to competition

My organization is satisfied 127 246 51 8(1.9%) 3.14 -* (b
with return on corporate (29.4%) (56.9%) (11.8%) \

mvestment . Q%
My organization is satisfied 145 146 129 12 @

with return on sales (33.6%) (33.8%) (29.9%) (2.8%)%.3
My organization’s returns 297 113 14 (3.2%)

on investment position (68.8%) (26.2%) 6
improves relative to Q

competition @
ization’ 100 268 6 4(0.9%) 3.10

My organization’s returns

on asset position improves (23.1%) (62.0 ‘)\\a 3.0%)

relative to competition

Weighted Mean 3.26
° ,.Q»

\9)
Source: Researcher’s Field Survwsults (2023)
"

According to results in : a@ﬂA% of the respondents strongly agree that their organization’s

net profit position im{‘ relative to competition, 33.8% agree, 7.9% disagree, and 0.9% strongly
disagree. On‘!%a?e, the respondents indicated that their organization’s net profit position
improv e to competition has a mean of 3.48. Results also indicated that 29.4% of the
respondents strongly agree that their organization is satisfied with return on corporate investment,
56.9% agree, 11.8% disagree, and 1.9% strongly disagree. On average, the respondents indicated

that their organization is satisfied with return on corporate investment has a mean of 3.14. Results

also indicated that 33.6% of the respondents strongly agree that their organization is satisfied with
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return on sales, 33.8% agree, 29.9% disagree, and 2.8% strongly disagree. On average, the

respondents indicated that their organization is satisfied with return on sales has a mean of 2.98.

Results also indicated that 68.8% of the respondents strongly agree that their organization’s returns
on investment position improves relative to competition, 26.2% agree, 3.2% disagree, and 1.9%
strongly disagree. On average, the respondents indicated that their organizatiorl’s returns on
investment position improves relative to competition has a mean of 3.62. Results a@icated that
23.1% of the respondents strongly agree that their organization’s returns on a y eg@ition improves
relative to competition, 62.0% agree, 13.0% disagree, and 0.9% str?ng§i§agree. On average, the
respondents indicated that their organization’s returns on ass@tion improves relative to

competition has a mean of 3.10. . '$%

The weighted mean for profitability is 3.26 indicates @n average, respondents agreed with most
of the statements on the high scale as it rel .%-h profitability is an appropriate measure of
firm market performance. Additionally, t@eighted mean of 3.26 suggested that the profitability
with respect to FMCGs in Lagos%%& moderately high. Relating results in tables 4.3, 4.4, 4.5,
4.6, and 4.8 together, the measures of brand management practices strategies which includes
internal branding, brand orientdtion, brand value, and brand equity has varying patterns of increase
with profitabilit @/’CGS in Lagos State, Nigeria. Consequent on these findings mentioned
above, it sug@gﬁm brand management practices strategies may influence profitability of FMCGs
in Lag(@te, Nigeria. This provided response to research question two and has enabled the

researcher to achieve the second objective of this study.

In Table 4.9, sales growth was presented as measures of market performance of FMCGs in

Southwest, Nigeria using descriptive statistics and computed for each statement to reveal the
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frequencies, percentages, and mean on a four-point Likert type scale (Strongly Agree (SA)=4,

Agree (A)=3, Disagree (D)=2, Strongly Disagree

Table 4.9: Descriptive Analysis of Responses on Sales Growth

Sales Growth SA A D SD MEAN
Our customer base have 221 142 53 16 \
increased in recent times (51.2%) (32.9%) (12.3%) (3.7%) @'&

My company sales is 117 239 56 ,%'XQO
increasing due to product (27.1%) (55.3%) (13.0%) (4 6%)
superiority

My firm experience 171 182 {%%) 3.19
increase in sales growth (39.6%) (42.1%) (1 6. 4%)4
through effective  brand

management practices @

strategies

A company’s sales growth 150 ‘@3 16 3.13
involves the increase in 34.7%) %) (14.6%) (3.7%)
amount of revenue by a firm

Our firm has experienced Q) 34 73 8(1.9%) 3.31
increase in the number of ZM) (31.0%) (16.9%)

products and service offered

to the customers

Weighted Mean QJ 3.20
° X,

-
Source: Rese@s Field Survey Results (2023)

Accord@ results in Table 4.9., 51.2% of the respondents strongly agree that their customer base
have increased in recent times, 32.9% agree, 12.3% disagree, and 3.7% strongly disagree. On
average, the respondents indicated that their customer base have increased in recent times has a
mean of 3.31. Results also indicated that 27.1% of the respondents strongly agree that their
company sales is increasing due to product superiority, 55.3% agree, 13.0% disagree, and 4.6%

strongly disagree. On average, the respondents indicated that their company sales are increasing due
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to product superiority has a mean of 3.05. Results also indicated that 39.6% of the respondents
strongly agree that their firm experience increase in sales growth through effective brand
management practices strategies, 42.1% agree, 16.4% disagree, and 1.9% strongly disagree. On
average, the respondents indicated that their firm experience increase in sales growth through

effective brand management practices strategies has a mean of 3.19.

Results also indicated that 34.7% of the respondents strongly agree that a compan%‘g;é’les growth
involves the increase in amount of revenue by a firm, 47.0% agree, 14 .Qﬁree, and 3.7%
strongly disagree. On average, the respondents indicated that a comlf.)an ’ sq%es growth involves the
increase in amount of revenue by a firm has a mean of 3.13. Re&\lso indicated that 49.1% of
the respondents strongly agree that their firm has experieﬁ@gerease in the number of products
and service offered to the customers, 31.0% agree, I@gree, and 1.9% strongly disagree. On

average, the respondents indicated that theii‘@]as experienced increase in the number of

products and service offered to the custorn%' a mean of 3.31.

The weighted mean for sales gro is%lo indicates that on average, respondents agreed with most
of the statements on the high &%Qas it relates to how sales growth is an appropriate measure of
firm market performaré)@d ionally, the weighted mean of 3.20 suggested that the sales growth

with respect to EJ\/@& in Lagos State is moderately high. Relating results in tables 4.3, 4.4, 4.5,

4.6, and 4.960 ther, the measures of brand management practices strategies which includes
internal ing, brand orientation, brand value, and brand equity has varying patterns of increase
with sales growth of FMCGs in Lagos State, Nigeria. Consequent on these findings mentioned
above, it suggests that brand management practices strategies may influence sales growth of

FMCGs in Lagos State, Nigeria. This provided response to research question three and has enabled

the researcher to achieve the third objective of this study.
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In Table 4.10, customer retention was presented as measures of market performance of FMCGs in
Southwest, Nigeria using descriptive statistics and computed for each statement to reveal the
frequencies, percentages, and mean on a four-point Likert type scale (Strongly Agree (SA)=4,

Agree (A)=3, Disagree (D)=2, Strongly Disagree

Table 4.10: Descriptive Analysis of Responses on Customer Retention

Customer Retention SA A D SD M 5

My  organization firms 235 119 49
continuously keep track of (54.4%) (27.5%) (11.3%) %q
the relationship between \

their customers »&%

My organization resource 122 228 70 .»\q 12 3.06
and effort are geared (28.2%) (52.8%) @@ (2.8%)

towards maintaining a long-
term relationship with its

customers Q@

Through product quality 159 17 3.12
improvement, my (36. 8%% .9%) ( 17 4%) (3.9%)
organization has managed to

secure a good customer base

Customer satisfaction effort?@ 209 67 12 3.12

by my organization 3.3%) (48.4%) (15.5%) (2.8%)

enhanced the

reputation gslpmer

long-term pat

My o %non makes 189 173 53 17 3.24
every to reward (43.8%) (40.0%) (12.3%) (3.9%)
customer inputs in

improving  their product

quality

Weighted Mean 3.17

Source: Researcher’s Field Survey Results (2023)
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According to results in Table 4.10., 54.4% of the respondents strongly agree that their organization
firms continuously keep track of the relationship between their customers, 27.5% agree, 11.3%
disagree, and 6.7% strongly disagree. On average, the respondents indicated that their organization
firms continuously keep track of the relationship between their customers has a mean of 3.30.
Results also indicated that 28.2% of the respondents strongly agree that their organization resource
and effort are geared towards maintaining a long-term relationship with its customer ¥ S(%Q% agree,

16.2% disagree, and 2.8% strongly disagree. On average, the respond ;: @ed that their

organization resource and effort are geared towards maintaining a long-

Results also indicated that 36.8% of the respondents stroh@ggree that through product quality

ents
ernmyvrelationship with its
.\

customers has a mean of 3.06.

improvement, their organization has managed to sem%%d customer base, 41.9% agree, 17.4%
disagree, and 3.9% strongly disagree. On ave agk\,:é«; respondents indicated that through product
quality improvement, their organization h ngr)ged to secure a good customer base has a mean of
3.12. Results also indicated that 33.30/@116 respondents strongly agree that customer satisfaction
efforts by their organization hav %ﬁced the firm’s reputation and customer long-term patronage,
48.4% agree, 15.5% di ® 2.8% strongly disagree. On average, the respondents indicated
that customer satis morts by their organization have enhanced the firm’s reputation and
customer loné% patronage has a mean of 3.12. Results also indicated that 43.8% of the
respond%sgongly agree that their organization makes every effort to reward customer inputs in
improving their product quality, 40.0% agree, 12.3% disagree, and 3.9% strongly disagree. On
average, the respondents indicated that their organization makes every effort to reward customer

inputs in improving their product quality has a mean of 3.24.
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The weighted mean for customer retention is 3.17 indicates that on average, respondents agreed
with most of the statements on the high scale as it relates to how customer retention is an
appropriate measure of firm market performance. Additionally, the weighted mean of 3.17
suggested that the customer retention with respect to FMCGs in Lagos State is moderately high.
Relating results in tables 4.3, 4.4, 4.5, 4.6, and 4.10 together, the measures of brand management

practices strategies which includes internal branding, brand orientation, brand VaL%,y d brand

equity has varying patterns of increase with customer retention of FMCGs 1 '&&%tate, Nigeria.
d %

Consequent on these findings mentioned above, it suggests that bra nagement practices
. x N
strategies may influence customer retention of FMCGs in Lago&%sg eg Nigeria. This provided

response to research question four and has enabled the resqar&&} achieve the fourth objective of

this study. Q@

In Table 4.11, brand culture was presented as ‘d@)ng variable given the FMCGs in Lagos State,

Nigeria using descriptive statistics and ed for each statement to reveal the frequencies,
percentages, and mean on a four@ker‘[ type scale (Strongly Agree (SA)=4, Agree (A)=3,

Disagree (D)=2, Strongly Disaﬁﬂ

Table 4.11: Descripti@ is of Responses on Brand Culture
X\

A
Brand Cultu\'%Q SA A D SD Mean

7

My % tion brand 256 93 66 17 3.36
philosophyy/ influences the (59.3%) (21.5%) (15.3%) (3.9%)

performance of our brand in
the market

Brand culture of our 116 244 56 16 3.06
organization accelerates the (26.9%) (56.5%) (13.0%) (3.7%)
delivery of superior value to

customers by firm
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Brand  culture  provides 133 157 134 8(1.9%) 2.96
buffer against competition (30.8%) (36.3%) (31.0%)

thereby, enabling firms to

maintain and improve market

performance outcomes

Brand culture influences 81 214 121 16 2.83
market performance through (18.8%) (49.5%) (28.0%) (3.7%)
enhanced internal integration

and adaptation to the :&\(b

external environment

Possible behavior of 189 117 86 40 53@

customers depends on our (43.8%) (27.1%) (19.9%) (9.3%)

ability to adapt by adopting N
superior branding strategies ‘ \

5N

Weighted Mean 4%’& 3.05
Source: Researcher’s Field Survey Results (2023) 66\

According to results in Table 4.11., 59.3% of the)\\%gndents strongly agree that their organization
brand philosophy influences the perform& their brand in the market, 21.5% agree, 15.3%
disagree, and 3.9% strongly disagree. @%erage, the respondents indicated that their organization
brand philosophy influences th: p:r ormance of their brand in the market has a mean of 3.36.
Results also indicated a@" of the respondents strongly agree that brand culture of their
organization accelerﬁiee delivery of superior value to customers by firm, 56.5% agree, 13.0%
disagree, and‘%grongly disagree. On average, the respondents indicated that brand culture of

their or@on accelerates the delivery of superior value to customers by firm has a mean of 3.06.

Results also indicated that 30.8% of the respondents strongly agree that brand culture provides
buffer against competition thereby, enabling firms to maintain and improve market performance
outcomes, 36.3% agree, 31.0% disagree, and 1.9% strongly disagree. On average, the respondents

indicated that brand culture provides buffer against competition thereby, enabling firms to maintain
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and improve market performance outcomes has a mean of 2.96. Results also indicated that 18.8%
of the respondents strongly agree that brand culture influences market performance through
enhanced internal integration and adaptation to the external environment, 49.5% agree, 28.0%
disagree, and 3.7% strongly disagree. On average, the respondents indicated that brand culture
influences market performance through enhanced internal integration and adaptation to the external

environment has a mean of 2.83. ) \(b
&>

Results also indicated that 43.8% of the respondents strongly agree that 58@6 behavior of
customers depends on their ability to adapt by adopting superior brar;{ §;trategies, 27.1% agree,

19.9% disagree, and 9.3% strongly disagree. On average, the re ents indicated that possible

behavior of customers depends on their ability to adapt by ag@%‘é superior branding strategies has

a mean of 3.05. @

The weighted mean for brand culture is 3. f&s that on average, respondents agreed with

most of the statements on the high scai%s it relates to how brand culture is an appropriate

moderator. However, the weighte%% of 3.05 suggested that brand culture is moderately high.

Nevertheless, concerted effort4by management of the FMCGs in Lagos is needed to improve their

brand culture. Relatin@@gq tables 4.3, 4.4, 4.5, 4.6,4.7,4.8, 4.9, 4.10 and 4.11 together, the

measures of bran nagement practices strategies which includes internal branding, brand
S

orientation, L:r

performa measures which include market share, profitability, sales growth, and customer

alue, and brand equity has varying patterns of increase with firm market

retention, and brans culture of FMCGs in Lagos State, Nigeria. Consequent on these findings
mentioned above, it suggests that brand management practices strategies may influence market
performance of FMCGs in Lagos State, Nigeria. More so, the mean value of brand culture which

has varying degree of increase with brand management practices strategies holds the potential to
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moderate the interaction between brand management practices and market performance of FMCGs
in Lagos State, Nigeria. This provided response to research question five and six and has enabled

the researcher to achieve the fifth and sixth objectives of this study.
4.2.2 Hypotheses

Hy1: Brand management practices (internal branding, brand equity, brand orientatiopyand brand

value) has no significant impact on profitability of FMCGs in Lagos State, Nigerig:l @’&

Y

In order to test the hypothesis, linear multiple regression analysis was us n the analysis, the
values of profitability were regressed on the values of each of the %ﬁss of brand management
practices. The data for brand management practices was ge&@ by summing responses of all
items for internal branding, brand equity, brand orient brand value respectively while that

Qltems used to measure the variable. The

of profitability was generated by adding responses

regression test results are presented in Tables@

Table 4.12: Summary of multiple @ssion analysis for the effect of brand management

practices on profitability of selem MCGs in Lagos State, Nigeria

Model Bet{)Qr Sig. R R®  Adj. Anova F(df)
R? Sig.
N
D
. 000> 10.484
ng 299 089 081 (4.427)
(ConstantD 2.698 11.362  .000
Internal 0002 -033 974
branding
Brand
Oriontation 0225  5.104  .000
Brand value -0.112  -2.877  .004
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Brand Equity 0.071 1.822 069

Dependent Variable: Profitability

Predictors: (Constant), personality, perception, learning, and attitude Source:

Researcher’s Field Survey Results (2023)

Table 4.12 presents the results of multiple regression analysis for the effect of bra&&ﬁighagement
practices on profitability of selected FMCGs in Lagos State, Nigeria. Tableé. L&sents a model
summary which establishes how the model equation fits into the da‘t%th Adj R*was used to

.3

establish the predictive power of the study’s model. From the resul«%%ﬁ management practices
(personality, perception, learning, and attitude) have posit'@%ht very weak relationship with
profitability of selected FMCGs in Lagos State, %’Q{R =0.299, p=0.000). The Adjusted
coefficient of determination (Adj. R?) of 0.081, s@that brand management practices explained
8.1% of the variation in profitability of le@)’}MCGs under study while the remaining 91.9%
changes in profitability is explair@y other exogenous variable different from brand

management practices considereNthis study. This result suggests that brand management

'\
practices influence 2.6% obility of selected FMCGs in Lagos State, Nigeria in Lagos State.

Table 4.12 presents&e results of ANOVA (overall model significance) of regression test which
revealed that the.combined brand management practices have a significant effect on profitability of
selecte@%s in Lagos State, Nigeria in Lagos State. This can be explained by the F-value
(10.484) and low p-value (0.000) which is statistically significant at 95% confidence interval.
Hence, the result posited that brand management practices adopted by FMCGs in Lagos State,

Nigeria influenced profitability however the influence is very small.
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Furthermore, the results of regression coefficients which revealed that a positive effect was reported
for all the brand management practices dimension except Internal branding and brand equity which
shows insignificant relative effect. Specifically, the results reveal that at 95% confidence level,
Brand Orientation ( = 0.225, p= 0.000), and Brand value (f = -0.112, p= 0.004) of the FMCGs
were statistically significant as the p-values were less than 0.05 and the t-values greater than 1.96.

Based on coefficient of regression table 4.12, the regression model is restated as follo&@ib

PF =2.698 + 0.225BO — 0.112BV............ Eq. (i) %\\QO

Where: PF = Profit . \ )

BO = Brand Orientation

BV = Brand Value Q \
all

According to the regression equation above t@

FMCGs in Lagos State, Nigeria is 2.698. 'The result also indicates that taking all other independent

factors constant at zero, profitability of
variables at zero, a unit change in % 1entation will lead to a 0.225 increase in profitability of
FMCGs in Lagos State, Nigerhgj\'iﬁe that all other factors are held constant. Moreover, the result
also indicates that taki @er independent variables at zero, a unit change in brand value will

lead to a 0.112 dec)%’se n profitability of FMCGs in Lagos State, Nigeria given that all other

factors are he@tant.

Overall,gnpthe results, only brand orientation has the highest positive relative effect on the
profitability of FMCGs in Lagos State, Nigeria with a coefficient of 0.225 and t value of 5.104 and
this raised significant concern for the relevance of other brand management practices activities.
Nevertheless, based on the results, this study can conclude that brand management practices

significantly influence profitability of FMCGs in Lagos State, Nigeria. On the strength of this result
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(Adj R*=0.081, F(4,427)= 10.484, p= 0.000), this study rejects the null hypothesis two (Ho2) which
states that brand management practices have no significant effects on profitability of selected

FMCGs in Lagos State, Nigeria.

Hy2: Brand management practices (internal branding, brand equity, brand orientation and brand

value) has no significant impact on market share of FMCGs in Lagos State, Nigeria

In order to test the hypothesis, linear multiple regression analysis was used.. I @alysis, the
values of market share were regressed on the values of each of the Val\ne%}ra d management
practices. The data for brand management practices was generated @gmming responses of all
items for internal branding, brand equity, brand orientation and @%\Value respectively while that
of market share was generated by adding responses of al@ used to measure the variable. The

regression test results are presented in Tables 4.13.

Table 4.13: Summary of multiple regres@nﬁysis for the effect of brand management

practices on market share of selected s in Lagos State, Nigeria
RS
VY. ) ,
Model Beta T Sig. R R Adj. Anova F(df)
" 2 .
,@ R Sig.
()\) 004° 3.839
6\' 0.186 0.035 0.026 (4.427)

(Constant) 2.196 7.254 0.000
Internal 0220 3231  0.001
branding
Brand
Orientation 0.071 1.253 0.211
Brand value -0.057  -1.149 0251

Brand Equity 0.066 1.330 0.184
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Dependent Variable: Customer satisfaction

Predictors: (Constant), personality, perception, learning, and attitude Source:

Researcher’s Field Survey Results (2023)

Table 4.13 presents the results of multiple regression analysis for the effect of brand management
practices on market share of selected FMCGs in Lagos State, Nigeria. Table 4.13 pre.seg&a model
summary which establishes how the model equation fits into the data. Th? A as used to
establish the predictive power of the study’s model. From the results, braﬂ@ ment practices
(personality, perception, learning, and attitude) have positive but @Weak relationship with
market share of selected FMCGs in Lagos State, Nigeria(R :®6, p=0.000). The Adjusted
coefficient of determination (Adj. R?) of 0.026 shows tha.b@d management practices explained
2.6% of the variation in market share of selected F 1\@ under study while the remaining 97.4%
changes in market share is explained b, .d:k&; xogenous variable different from brand
management practices considered in th%}udy. This result suggests that brand management

practices influence 2.6% of marl&sga}e of selected FMCGs in Lagos State, Nigeria in Lagos

State. ® ”

Table 4.13 presents tthj ts of ANOVA (overall model significance) of regression test which
revealed that th (@med brand management practices have a significant effect on market share of
selected s’in Lagos State, Nigeria in Lagos State. This can be explained by the F-value
(3.839)& p-value (0.000) which is statistically significant at 95% confidence interval. Hence,
the result posited that brand management practices adopted by selected FMCGs in Lagos State,

Nigeria in Lagos State influenced market share however the influence is very small.

Furthermore, the results of regression coefficients which revealed that a positive effect was reported

for only Internal branding as the components of brand management practices while other
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component including brand equity, brand orientation and brand value shows insignificant effect.
Specifically, the results reveal that at 95% confidence level, Internal branding (f = 0.221, p= 0.001)
of the FMCGs were statistically significant as the p-values were less than 0.05 and the t-values

greater than 1.96. Based on coefficient of regression table 4.13, the regression model is restated as

follows:
PF=2.196+0.0.221IB............ Eq. (i) Q)&\%‘
Where: PF = Profit ‘@%

IB = Internal Branding : @“

Co

According to the regression equation above, taking all fac‘w@‘))nstant at zero, market share of
selected FMCGs in Lagos State, Nigeria is 2.196. W also indicates that taking all other
independent variables at zero, a unit change in '\@al branding will lead to a 0.221 increase in

market share of FMCGs in Lagos State, Ni%gﬂ:\ven that all other factors are held constant.

Overall, from the results, only interna ding has the highest relative effect on the market share
of FMCGs in Lagos State, Ni i§1ﬁ1 a coefficient of 0.221 and t value of 3.231 and this raised
significant concern for e@mce of other brand management practices activities. Nevertheless,
based on the resul gg study can conclude that brand management practices significantly
influence marﬁ%tare of FMCGs in Lagos State, Nigeria. On the strength of this result (4dj R*=
0.026, @Z 3.839, p= 0.000), this study rejects the null hypothesis two (Ho2) which states that
brand management practices have no significant effects on market share of selected FMCGs in

Lagos State, Nigeria.

Hy3: Brand management practices (internal branding, brand equity, brand orientation and brand

value) has no significant impact on sales growth of FMCGs in Lagos State, Nigeria

136



In order to test the hypothesis, linear multiple regression analysis was used. In the analysis, the
values of sales growth were regressed on the values of each of the values of brand management
practices. The data for brand management practices was generated by summing responses of all
items for internal branding, brand equity, brand orientation and brand value respectively while that
of sales growth was generated by adding responses of all items used to measure the variable. The

regression test results are presented in Tables 4.14. &

%\%
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Table 4.14: Summary of multiple regression analysis for the effect of brand management

practices on sales growth of selected FMCGs in Lagos State, Nigeria

Model Beta T Sig. R R? Adj. Anova F(df)
R? Sig.

0.357 0.128  0.119  0.000° 15.600

. (14,427)
&

(Constant) 1.833  7.663  0.000 ; '\QO
Internal
4%%

. 0.252 4.690 0.000
branding . \

Brand %
Orientation 0.179 4.031 0.000 . QQ’&

Brand value 0.058  1.465  0.144 @

Brand Equity  _0.066  -1.692  0.09 t;\\%
Dependent Variable: Sales growth (b',%'
Predictors: (Constant), personalit@gption, learning, and attitude Source:

Researcher’s Field Survey, Its (2023)

Table 4.14 presents gﬁ&)?lts of multiple regression analysis for the effect of brand management
practices on @wth of selected FMCGs in Lagos State, Nigeria. Table 4.14 presents a model
summ h establishes how the model equation fits into the data. The 4dj R’was used to
establish the predictive power of the study’s model. From the results, brand management practices
(personality, perception, learning, and attitude) have positive but very weak relationship with sales
growth of selected FMCGs in Lagos State, Nigeria(R =0.357, p=0.000). The Adjusted coefficient
of determination (Adj. R?) of 0.119 shows that brand management practices explained 11.9% of

the changes in sales growth of FMCGs under study while the remaining 88.1% changes in sales
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growth is explained by external factors different from brand management practices considered in
this study. This result suggests that brand management practices influence 11.9% of sales growth

of FMCGs in Lagos State, Nigeria in Lagos State.

Table 4.14 presents the results of ANOVA (overall model significance) of regression test which
revealed that the combined brand management practices have a significant effect on s'ales growth of
FMCGs in Lagos State, Nigeria in Lagos State. This can be explained by the F —Va%&\i@O) and
low p-value (0.000) which is statistically significant at 95% confidence inte .égﬁnce, the result
posited that brand management practices adopted by FMCGs in I:aggxsgte, Nigeria influenced

sales growth however the influence is very small. '&%\

Furthermore, the results of regression coefficients which r.e@i that a positive effect was reported
for all the brand management practices dimension € t brand value and brand equity which
shows insignificant relative effect. Specific .,“\be esults reveal that at 95% confidence level,
internal branding ( = 0.252, p= 0.000) a@and orientation (B = 0.179, p= 0.000) of the FMCGs
were statistically significant as the{p-values were less than 0.05 and the t-values greater than 1.96.

Based on coefficient of regress&%‘m,ble 4.XX, the regression model is restated as follows:

SG=1.833 +0.252IB @Q)BiO ............ Eq. (iii)
Where: SG = S%gowth

@emal Branding

BO = Brand Orientation

According to the regression equation above, taking all factors constant at zero, sales growth of
FMCGs in Lagos State, Nigeria is 1.833. The result also indicates that taking all other independent

variables at zero, a unit change in internal branding will lead to a 0.252 increase in sales growth of
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FMCGs in Lagos State, Nigeria given that all other factors are held constant. Moreover, the result
also indicates that taking all other independent variables at zero, a unit change in brand orientation
will lead to a 0.179 increase in sales growth of FMCGs in Lagos State, Nigeria given that all other

factors are held constant.

Overall, from the results, internal branding has the highest relative effect on the sales growth of
FMCGs in Lagos State, Nigeria with a coefficient of 0.252 and t value of 4.690 fo%’@d by brand
orientation with a coefficient of 0.179 and t value of 4.031. Based on tg@&this study can

conclude that brand management practices significantly influence sales %\Kth of FMCGs in Lagos
5.

W

State, Nigeria. On the strength of this result (4dj R°= 0.119, F (4,4@1 00, p= 0.000), this study

Mﬁ)management practices have no

\S

significant effects on sales growth of selected F MCG@OS State, Nigeria.

rejects the null hypothesis three (Ho3) which states that

Ho4: Brand management practices (internal @ brand equity, brand orientation and brand

value) has no significant impact on Custor@{etention of FMCGs in Lagos State, Nigeria

In order to test the hypothesis, lim@)multiple regression analysis was used. In the analysis, the
values of Customer Retentj Axg}e regressed on the values of each of the values of brand
management practices@gdata for brand management practices was generated by summing
responses of a '%S for internal branding, brand equity, brand orientation and brand value
respectiv. @il that of Customer Retention was generated by adding responses of all items used

to measuredthe variable. The regression test results are presented in Tables 4.15.
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Table 4.15: Summary of multiple regression analysis for the effect of brand management

practices on Customer Retention of selected FMCGs in Lagos State, Nigeria

Model Beta t Sig. R R? Adj.  Anova F(df)
R? Sig.

0.000°  7.629

N

Internal 0224 3534 0.000 E

branding \‘%'ﬁ
Brand 0.181 3.434  0.001 &%\
e

0.258*  0.067 0.058

(Constant) 1.935 6.840 0.000

Orientation

Brand value -0.051  -1.094 0.275 QQ\

Brand Equity 0,030 0639  0.523 \%
N

Dependent Variable: Customer Retention’é'\')

Predictors: (Constant), personalit&egéption, learning, and attitude Source:

Researcher’s Field Survey Its (2023)

Table 4.15 presents tth}%ts of multiple regression analysis for the effect of brand management
practices on Cus %r Retention of selected FMCGs in Lagos State, Nigeria. Table 4.15 presents a
model s @y which establishes how the model equation fits into the data. The Adj R’was used
to estabﬁ the predictive power of the study’s model. From the results, brand management
practices (personality, perception, learning, and attitude) have positive but very weak relationship
with Customer Retention of selected FMCGs in Lagos State, Nigeria(R =0.258, p=0.000). The
Adjusted coefficient of determination (Adj. R?) of 0.058 shows that brand management practices
explained 5.8% of the changes in customer retention of FMCGs under study while the remaining
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94.2% changes in customer retention is explained by external factors different from brand
management practices considered in this study. This result suggests that brand management

practices influence 5.8% of customer retention of FMCGs in Lagos State, Nigeria in Lagos State.

Table 4.15 presents the results of ANOVA (overall model significance) of regression test which
revealed that the combined brand management practices have a significant effec:‘, on customer
retention of FMCGs in Lagos State, Nigeria in Lagos State. This can be explaine%;\he F-value
(7.629) and low p-value (0.000) which is statistically significant at 95% co 1. %terval. Hence,
the result posited that brand management practices adopted by F}V[C%;Q Lagos State, Nigeria
influenced Customer retention however the influence is very s urthermore, the results of
regression coefficients which revealed that a positive E@@N&S reported for all the brand
management practices dimension except brand Valu@h?rand equity which shows insignificant
relative effect. Specifically, the results reveal th@S% confidence level, internal branding (B =
0.224, p= 0.000) and brand orientation %Q.)Bl, p= 0.001) of the FMCGs were statistically
significant as the p-values were les@h 0.05 and the t-values greater than 1.96. Based on

coefficient of regression table ﬁ}e)regression model is restated as follows:
CR = 1.935 + 0.224IB @@%@ ............ Eq. (iv)
Where: CR =C @r Retention

%%emal Branding

BO = Brand Orientation

According to the regression equation above, taking all factors constant at zero, customer retention
of FMCGs in Lagos State, Nigeria is 1.935. The result also indicates that taking all other

independent variables at zero, a unit change in internal branding will lead to a 0.224 increase in
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customer retention of FMCGs in Lagos State, Nigeria given that all other factors are held constant.
Moreover, the result also indicates that taking all other independent variables at zero, a unit change
in brand orientation will lead to a 0.181 increase in Customer Retention of FMCGs in Lagos State,

Nigeria given that all other factors are held constant.

Overall, from the results, internal branding has the highest relative effect on .the Customer
Retention of FMCGs in Lagos State, Nigeria with a coefficient of 0.224 and %b’e of 3.534
followed by brand orientation with a coefficient of 0.181 and t value of 3.5 . on the results,
this study can conclude that brand management practices significantl g nce customer retention
of FMCGs in Lagos State, Nigeria. On the strength of this result @{%5 0.058, F(4,427)= 7.629,
p= 0.000), this study rejects the null hypothesis four (He4 géh states that brand management

practices have no significant effects on customer reted@ FMCGs in Lagos State, Nigeria.

Hy5-6: Brand culture has no significant m effect on the interactions between brand

management practices and market perform%ﬁ of FMCGs in Lagos State, Nigeria.

To evaluate the null hypothesis sewlerarchical regression was applied whereby the analysis was
carried out in the order of hi IB/ A composite score was obtained for the brand management
practices as adopted by@eﬁd Gs in Lagos State, Nigeria and were used in the regression analysis.
Also, data for l@wrformance (YY) was created by adding responses of all items for the variable,
while tha oga d culture (Z) was obtained from adding responses of all items for the variable. In
addition, interaction term for brand management practices and brand culture (Xi*Z) was
obtained by multiplying the composite score for brand management practices and brand culture.
The hypothesis would be supported if the effect of the interaction of brand management practices
and brand culture (Xi*Z) on market performance of FMCGs in Lagos State, Nigeria is statistically

significant. The results of the analysis step by step are presented in Table 4.16.
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Table 4.16: Summary of hierarchical regression analysis for the moderating effect of brand

culture on the relationship between brand management practices, and market performance of

FMCGs in Lagos State
Model!>? Beta t Sig. R R? Adj. AR? AF Sig. F
R? Change
—)
(Constant)! 2319 14971 .000 0.264* 0.070 0.068 0.070 32.3& .000
Err:g‘ilcesmanagemem 277 5685 .000 ‘%”S
F & Anova Sig: 32.317 (1,430), p=.000 6%\
(Constant)? 2339 12911 .000 .265° .070.@66 .001  7.084  .000
BrandManagement  .278  -4.419  .000 Q
Brandculture -.007 8327  .000 (.")\‘\%
F & Anova Sig: 16.166(2, 429), p=.000 B
(Constant) Q) 153
4.058 3.345 01 .273¢ 075 .068 .004 2.048
'}
Bran(.i management _.2@) %3 495
practices
Brand culture 75 -1.447 149
Brand ma @nt
practices*@ 177 0 1431 153
Culture

F & Anova Sig: 11.486(3,428), p=.177

a. Predictors: (Constant), Brand management practices

b. Predictors: (Constant), Brand management practices, Brand culture
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c. Predictors: (Constant), Brand management practices, Brand culture, BM*BC denote Brand

management practices*Brandculture
d. Dependent Variable: Market performance
Source: Researcher’s Field Survey Results (2023)

Tables 4.16 present hierarchical multiple regression results for the moderating engbof brand
culture on the interactions between brand management practices, and market.pe@%iance. Results
in Table 4.16 model 1 summarizes the output for the analysis if moderation effect is not considered.
Therefore, in this model, the independent variable was brand m'wa@?nt practices and firm-

specific capability. Moreover, the result in model 1 reflect the @b@me of hypothesis 5 which test

Q

the effect of brand management practices on mark@@mance of FMCGs in Lagos State,

Nigeria.

From table 4.16, Model 1 reveals that R = @),\\;{2 = 0.070, and F(1, 430) = 32.317, p = 0.000.
The value of coefficient of determir@g R? indicates that 7% of the variance in the market
performance of FMCGs in Lagos State] Nigeria was explained by brand management practices. The
remaining 93% of the total @fi r? in market performance are explained by factors not included in
the model. The expl{idgd)variation of brand management practices on market performance was
found to be :@nt at p-value of 0.000 which is below the accepted threshold of 0.05. The
regressi %ﬁcients section in Table 4.16 shows that the coefficient and constants were both
positive and statistically significant given the p-value of 0.000. Hence, the model that establishes

the effect of brand management practices and firm-specific capability on Market performance was

expressed as follows;

MP =2.319 + 0.277BM....veeeeeeeieeeeeeeeeeee Eq. (v)
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Where MP= Market performance
BM-= Brand management Practices

According to the regression equation above, taking all factors constant at zero, customer retention
of FMCGs in Lagos State, Nigeria is 2.319. The result also indicates that taking all other
independent variables at zero, a unit change in brand management practices will lea oa0.277
increase in market performance of FMCGs in Lagos State, Nigeria given that @%r factors are
held constant. Based on the results, this study can conclude that bra %ment practices
significantly influence customer retention of FMCGs in Lagos Stat ‘ﬁ%éna On the strength of
this result (R’= 0.070, F(1,430)=32.317, p= 0.000), this study r G’&% e null hypothesis five (Ho5)

which states that brand management practices have no mg&@ t effects on market performance of

FMCGs in Lagos State, Nigeria.

In the second model, a multiple regressio@%}ving Brand management practices, and brand
culture was introduced in the model as tor variables and the results indicates that a change
was experienced as R? change i&(%f implying that the regression model explains 26.5% of
variations in market perfo while the rest (73.5%) are attributed to variables not included in
the model. The F- sta t1cm§6 166 with a corresponding p-value of 0.000 (p<0.05) indicating
that the effect 1 t@tlcally significant. Brand management practices has a coefficient of 0.278; t-
statistic Q41 and a p-value of 0.000. This implies that the performance effect of brand
management practices is negative and significant. In addition, brand culture has a coefficient of -
0.007; t-statistic of 8.327, and a p-value of 0.000. This implies that brand culture has positive and
significant influence on market performance of FMCGs in Lagos State, Nigeria. More so, a unit

change in brand culture will have a concomitant -0.007 change in market performance. The

regression model is hence restated as follows;
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MP =2.339-0.278BM -0.007BC ...........c......e. Eq (vi)
Where: MP = Market Performance
BM-= Brand management practices
BC= Brand Culture

The third model involved the introduction of interaction term of brand managemen(@ces, and

brand culture using regression model. Result in Table 4.16 indicates that g:e&:are change is

0.004, and F-change of 31.366 with a corresponding p-value of 0.153 ‘igpjli that the interaction
'3

term of brand management practices and brand culture have a posi%ﬁt}ﬂ nsignificant moderating
effect on market performance of FMCGs in Lagos State, &geha (p=0.153). Furthermore, the
interaction term of brand management practices, and@culture has a beta coefficient of .177,
and a corresponding t-value of 1.431. Hence, this@ies that brand culture does not moderates the
functional relationship between Brand ma: ag@ﬁﬂ practices and market performance of FMCGs in
Lagos State, Nigeria. Based on this re 2=0.004, F(3,428)= 11.486, p= 0.177), this study fail
to reject the null hypothesis six(}b(} thereby confirming that brand culture has no significant
moderating effect on th@'%s ?ation between Brand management practices, and market

performance of FMQ{ indagos State, Nigeria.
Summary of gs

The stu@sitioned the effect of brand management practices activities (internal branding, brand
orientation, brand value, and brand equity) on the individual market performance (market share,
sales performance, profitability, and customer retention) of FMCGs in Lagos State, Nigeria. It also

examined the moderating effects of brand culture on the functional relationship between brand
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management practices activities and market performance of FMCGs in Lagos State, Nigeria. Table

4.17 presents summary of the hypotheses tested and the result thereof.

Table 4.17: Summary of Findings

S/N  Hypotheses Results Remarks
1 Hol: Brand management practices have no (4dj R’= 0.081, R"O(&him
significant effects on profitability of selected F(4,427)= 10.484, é

FMCGs in Lagos State, Nigeria. p=0.000) ;‘ \

2 Ho2: brand management practices have no (Adj ‘RZ?Q()).'Q%, Reject Hoz
significant effects on market share of selected F(4,42%S&d .839,
FMCGs in Lagos State, Nigeria. pZQ )

3 Ho3: Brand management practices hav@&(Adj R’= 0.119, Reject Ho3
significant effects on sales growth of sele F(4,427)= 15.600,
FMCGs in Lagos State, Nigeria. . \% p=0.000)

4 Ho4: Brand management practi have no (4dj R’= 0.058, Reject Hos
significant effects on customer %%IOH of FMCGs F(4,427)= 7.629,
in Lagos State, Nigeria. p=0.000)

ﬂw

5 Ho5: There is< noQ) igiﬁcant effect of Brand (R?> = 0.070, and Reject Hos
management )% iCes on market performance of F(1, 430) =
FMCGs i I@) State, Nigeria. 32.317, p =0.000)

6 I&Brand culture has no significant moderating (AR*= 0.004, Fail to reject Hos
effect on the association between brand F(3,428)= 11.486,
management practices, and market performance of p=0.177)

FMCGs in Lagos State, Nigeria.

Source: Compiled by the Researcher (2023)
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Table 4.17 above presentsthe result of the six null hypotheses tested in relation to the FMCGs
manufacturers in Lagos State, Nigeria. From the table 4.17, only hypothesis six which suggested
that brand culture has no significant moderating effect on the association between brand
management practices, and market performance of FMCGs in Lagos State, Nigeriawas accepted
while the null hypotheses one, two, three, four, and five were not accepted. In all, five null

hypotheses were rejected and one null hypothesis was accepted. This result has i@ibation for

management and external stakeholders of the FMCGs in Lagos State, Nigeri;' ,\QO

4.3 Discussion of Findings . 6“

The results of the multiple regression analysis for the effect of @{%}nanagement practices on the
profitability of selected FMCGs in Lagos State, Nigeria@lished that brand management has
significant effects on the profitability of selected F in Lagos State, Nigeria. Conceptually,
strong brands lay out in their identities what éféﬁe s can expect from them and what value they
can offer, and it is through brand managel@ these are reinforced at all touchpoints!. This leads to
creating a consistent and precise i% rmulated in the consumer's mind. The role of a brand and,
therefore, brand management.is *to provide consumers, users and other stakeholders some

reassurance and conﬁ{encgn heir decision-making, helping them navigate the range of other

brands and prodic ila marketplace and enhance the overall profitability of the business?.

This re%f%ld support in prior brand management studies. For instance, a study in the Balkans
examined the impact of customer retention orientation and brand orientation on customer loyalty
and financial performance in SMEs. The study employed structured research questionnaires and
was analysed using structured equation modelling (SEM). The study suggests that customer loyalty
can be improved through orienting strategies towards ensuring customer retention, creating brand

value and supporting brand consistency. The study established a positive association between brand
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association and financial performance with a significant partially mediating effect on customer
loyalty. The study focus was general SME firms, while the current research context is specifically
on star-rated hotels in Kenya, which have a standardised environment of operations. Scholars
focused on examining the internal branding process and financial performance in service companies.
The study sampled 124 service companies in Finland and utilised structured questionnaires to
collect data. The study model was tested using SEM analysis. The results of the stl;é\%ablished
that internal branding has an indirect effect on the service compani "@ and market
performance. The results revealed a direct association between internal branding processes such as
brand value concepts, set beliefs and attributes and a firm's fina . ;Z)rmance. The research
does not interrogate how other aspects of brand managememg’t&t the performance of the firms
this study examined®*.The result of another stud%%%l's\ a direct positive effect of brand
orientation on brand performance. Further, @sitive relationship exists between brand

performance and a firm's financial eri@nce. Additionally, brand orientation delivers

substantially to the creation of econom'é) omes directly”.

This study's findings support%%d)ynamic capability theory because the brand management
t

performance effect, V&Q;@

management change)%: ity. More so, while establishing strong identification is necessary, the

strategic advan omes from the dynamic capability of branding within a network, where other

e bone of contention in this study, depicts an outcome of

actors @ playing with the brand®. Thus interactive communications between buyers and
sellers and other actors to create standard, shared, and diverse meanings play a critical role in the
firm's profitability. Hence, the interaction between brand management and its associated
performance effect is explained within the framework of the dynamic capability theory. This study's
results are in concomitance with these theoretical perspectives. Hence, given the support found in

conceptual, empirical and theoretical submissions in previous literature with this present study's
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result, the study posits that brand management practices significantly affect the profitability of

selected FMCGs in Lagos State, Nigeria.

The results of the multiple regression analysis for the effect of brand management practices on the
market share of selected FMCGs in Lagos State, Nigeria, established that brand management has
significant effects on the market share of selected FMCGs in Lagos State, Nigeria..Conceptually,
brand management refers to how firms manage and market their brands. %ﬁ&gic brand
management involves building, measuring, and managing a brand's value .'Xg ganisation, its
visibility, and familiarity with the consumer to influence their purch.ase ci§i0n57. It involves using
frozen assets to ensure consistency in product attributes, quality&gﬁn&mrket presence, ultimately
leading to a strong presence in the market. Brand maK ent is analysing, planning, and

implementing branding strategies to influence custom@eptions of a brand or service?®.

This result found support in prior brand m@& studies. For instance, a study investigated
brand equity and purchase intentions of T%@mmunication firms in Rivers State; it was found that
brand equity attributes significantly affeet purchase intention. Another study observed the influence
of brand competency on brand.q;%fqrmance in the Nigerian cosmetics and health products sector in
Rivers State. The anal%&xecuted using multiple regressions aided by the Statistical Package
for Social Scien e@E‘SS) version 22.0. The results revealed that brand attributes and brand value
significantly Qaf t brand performance, and concluded that the attributes of brand competency
(brand a tes and brand value) have significant and positive effects on brand performance, and
recommended that managers of cosmetics and health products should build robust and reliable

brand attributes to enhance superior brand performance'%!!.

A study inquires about the relationships between four dimensions of brand equity and market

performance (customer acquisition). The study divulged that through the various heights of

151



statistical interactions and guidelines of relationships, all the dimensions of brand equity studied
were decisive at P < (0.05) (one-tailed) in shaping the behaviour of customer acquisition.
Exclusively, brand awareness was established to have the most decisive statistical interface with
market performance, tagged by perceived quality, brand loyalty and brand association. Furthermore,
there is a significant difference between the opinions of food and beverage firms and end customers
in the market performance estimation. Another study investigated the relationship %@‘en brand
equity dimensions in the fashion industry. The study's outcome underling Qbrand equity
dimensions of perceived quality, brand loyalty, brand awareness and‘%i association have

[ ) “
significant and positive effects on brand equity. Also, the study fm%é‘%ationship between brand

equity dimensions used in the study; it provided significant @ into how marketing activities,

when put into practice, can show the way to the expa@brand equity'>13.

The findings of this study supported the dyn '{\c%ability theory because dynamic capability is

the capability of an organisation to adapt& nisation's resource base purposefully'*. Dynamic

capability is the firm's processes t %se resources-specifically the processes to integrate,
'\

ifles by which firms achieve new resources and configurations as

organisational and stra@&

plit, evolve, and die'*. Hence, the interaction between brand management

reconfigure, gain and releaseﬁso rces-to match and even create market change" and "the

markets emerge, col%,
and the marke e effect is explained within the framework of the dynamic capability theory.
This st@gsults are in concomitance with these theoretical perspectives. Hence, given the
support found in conceptual, empirical and theoretical submissions in previous literature with this
present study's result, the study posits that brand management practices significantly affect the

market share of selected FMCGs in Lagos State, Nigeria.
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According to the findings of a multiple regression analysis, brand management strategies
substantially affect the sales of selected fast-moving consumer goods (FMCGs) in Lagos State,
Nigeria. By extension, brand management is the process through which a company builds a
marketing campaign around an image for its brand, establishes objectives, evaluates its brand's
worth and reputation, and decides how much money to put into the effort. Any brand management
strategy aims to increase and solidify customer loyalty to that brand over time. In @ncreased
customer traffic and performance can be attributed to the improved b‘@\Q%c fostered by

effective brand management methods.

. \ "
Previous research on brand management supported this finding. {%\ustance, research has shown
that modifying the brand's value signals is essential ﬁ)@zﬂ%ﬁng consumer recognition and
preference among consumers'’. The effect of brand A@&)n on consumer purchasing behaviour
in the footwear industry was studied. The re eq®1owed a favourable correlation between the
aspects of consumers' associations with rij

and their purchasing decisions. Guarantee, social

referrals, repeat purchases, an.

identity, personal identification, agdys@' are some of the brand association functions that benefit
B{ mium pricing. A study was conducted to see what role

familiarity with a brant:@% encing a consumer's buying decision. The study found a positive
ship

and substantial relat between brand awareness and brand loyalty. The study also found that
positive brand‘%ges tend to rise in tandem with consumers' levels of brand awareness. Scholars
have ad@ the conversation by measuring brand association and emotional loyalty in a cross-
section of deposit money banks. The research shows that brand association increases company
growth indices by allowing consumers to identify customer preferences and differentiate firms from
competitors easily'®. Researchers in Ghana's Ho Municipality looked into the effect of branding on

the purchasing habits of people who use textiles. According to the research, buyers will remain

loyal to their favourite brands even if the price of those goods increases by 21 per cent.
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This research lent credence to the dynamic capability idea. According to the hypothesis, businesses
with more excellent dynamic capabilities are predicted to outperform those with fewer such
capabilities. The theory's overarching objective is to explain why some businesses are more
successful than others in creating and maintaining a competitive edge in terms of operational
performance than their rivals. A company's capabilities are the sum of its superior performance-
enabling behaviours: high-level, learned, structured, and repeatable. Since the :@% study's
findings are consistent with those of earlier conceptual, empirical, and thf%t@ntributions to

¢
the literature, the study concludes that brand management techniques signifi
. )\ N

The impact of brand management methods on customer retep{&%?f fast-moving consumer goods in

ntly affect the sales

growth of selected FMCGs in Lagos State, Nigeria.

Lagos State, Nigeria: A multiple regression analys(@.% that retention rates for fast-moving

consumer goods (FMCGs) in Lagos State] @ria, are significantly impacted by brand

management. Branding is a compilation 0@ guarantees concerning the product's physical and

emotional traits and benefits'®. It se@the purpose of establishing a unique position for the

company and setting it apart fro %ﬁmpetitors. Companies of all sizes understand the importance
>

of branding in creating ic‘@

is better than another. any businesses, including retail, wholesale, finance, consulting,

base that can differentiate items and understand why one product

telecommunic‘z%, education, and hospitality, have found success with brand management

method@ at influencing consumers' purchase decisions?.

A study of Ugandan hotels found that most of them regularly self-evaluate their services to
guarantee the highest standards for their clientele. Hotels actively forged partnerships among their
many departments to better serve their guests. According to the findings, hotel branding

significantly influenced consumers' propensity to repurchase, level of brand loyalty, and frequency
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of stays. Due to high consumer expectations and the costs involved, the survey found that most
hotels needed help with branding. The study does not determine whether specific branding
strategies affect hotel performance?!. Customer loyalty in Embu County, Kenya's savings and credit
cooperatives: the role of brand awareness and customer attributes. A cross-sectional study was
conducted, with participants drawn from among the 30 Saccos active in Embu?2. According to the
findings, client loyalty is substantially affected by how well-known a brand is. Ac{ﬁ&lg to the
findings, weak brand identities and ineffective awareness initiatives (inclu '%narketing and
alternative distribution channels) significantly reduce customer loyalty. W%s that study looked

[ ) “
at customer loyalty within Saccos, this one looks at the success of s@‘d%m medium-sized hotels in

&

A causal model explains the connection between ho\ﬁ@&' perceptions of the hotel's brand and

Nairobi County that have earned a star rating?>.

their subsequent loyalty. According to the resilﬁ{\t‘ e is a correlation between brand perception
and brand loyalty. Significant factors of’the brand image included the degree of originality, the
brand's repute, and advertising tec nic@. Previous stays, hotel atmosphere, and overall offering

'\
customer loyalty and t l@o that a guest will refer the hotel to friends and family. In another

all played a role in determinigius omer loyalty. The number is a positive correlation between
study, researchers indKenya examined how brand management traits, business image, client traits,
and client haﬁ% all tied together?. The researchers used a descriptive research strategy and
randou@ted individuals for the study. According to the results, there was a statistically
significant correlation between brand management features and higher levels of consumer
satisfaction. According to the findings, there is a close relationship between the characteristics of
brand management and consumer happiness. Students' decisions to enrol at a specific university are

heavily influenced by factors such as the university's brand, image, culture, service providing,

reputation, alumni affiliation, and history?®.
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The study's results lent credence to claims of increased dynamism. The dynamic capacities
hypothesis postulates, among other things, that profitable companies will demonstrate the ability to
adapt quickly to shifts in the market. According to the notion, a company's business process, market
position, and prospects all have a hand in shaping the firm-specific talents that enable it to adapt to
its environment. Most definitions of dynamic capabilities still focus inwardly on the organisation,

but this is beginning to change as the importance of combined activity competence @ network

view is realised. It is becoming more accepted that businesses rely on paﬂneéh@th their clients

.3

and other interested parties in order to succeed?’. The findings of this Qes tgation are consistent
ment strategies in Lagos

with these theoretical frameworks. This study concludes that brand@yg
State, Nigeria, significantly affect customer retention of .faﬁ ing consumer goods (FMCGs)

because conceptual, empirical, and theoretical contrib{&g% the existing literature support them.

Proposition 5 ° %
N

According to the findings of a multiple cul ession study, brand management has a considerable

>

impact on the market performa@ast—moving consumer goods (FMCGs) in Lagos State,

{6

Nigeria. Client market, prod rket, and financial market are the typical conceptual tiers at
which businesses' brand managément can be seen. Because of this, brand management is crucial, as
it allows the bra dé\e seen not just as a malleable construct but also as one of the most valuable
assets that Sn ibute to improved market performance and increased corporate value?®.
Further@ brand management is an organisation's overall scope and direction, as well as how its
many functions work together to achieve a specific goal®. Thus, it is the journey a firm takes to

establish a distinct brand identity in the eyes of its target market.

Previous research on brand management supported this finding. They examined how the hotel

industry's brand performance is affected by the hotel brand's trademark, brand awareness, brand
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attitude, and brand repute. According to the findings, hotel brand performance implementation
serves as a preface to brand consistency. Brand attitude has two parts (brand association and brand
belief), brand awareness is made up of familiarity and recognizability, and brand consistency is
characterised by reliability in brand reputation. Hotels worldwide can utilise brand signatures to
monitor how their namesake brands are doing globally®’. Another analysis examined how a
company's branding tactics affected its bottom line in Kenya. The research meth@d in this
study was a survey sent to the upper echelons of management at 'K%multinational
organisations. The research found that many methods commonly used by multinational
. %
corporations (MNCs), such as those involving brand recognition, br@&l ents, brand personality,
brand name, and brand identity, are widely used. According t&%&sults, branding tactics do have
an impact on the success of international corporatim]%@iing to the findings, it is essential to
assess the success of branding efforts regyl Whereas one research focused on global

corporations, this is narrower in scope and,lo@wtels in Kenya3!.

Research the correlation between management philosophy and financial success at
establishments in the greater ir% area®’, Multiple linear regression was used to analyse the
study's primary resear @ ccording to the regression analysis results, an organisation's
performance is enhanced by its market power, strategic orientation, organisational structure, and
market orienté%.QAccording to the research, hotel performance is improved by focusing on the
market@gefully monitoring customer quality and positioning. There was an empirical gap in
the literature about evaluating the effect of brand association on the performance of hotels in

Nairobi City County, and this study filled that void>*.

Given that the branding process represents an actor's dynamic capacity inside a network, the results

of this study lend credence to the dynamic capability theory. An actor's dynamic capacity facilitates
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meaningful growth across the network by permitting others to build upon their operative
competence in establishing a brand identity. Competitors will have a hard time duplicating
distinctive dynamic capability since it is based on "socially complex" information and is used to
facilitate the contributions of various actors as they build on the original and developing brand
identity. A marketing business adept at integrative branding and constantly evolving in this area
may have an advantage in the long run. The findings of this investigation are consis@ith these
theoretical frameworks. Therefore, the study concludes that brand manag%&s considerable

[ ) “
found in conceptual, empirical, and theoretical presentations in prev@ﬂi rature.

A\

Multiple regression research of the impact of brand cultl{clgg? the relationship between brand

effects on the FMCG market performance of FMCGs in Lagos State, N‘i%efia, ased on the support

management and the financial success of fast—movﬂ@ sumer goods in Lagos State, Nigeria,

found no evidence of a moderating role for b m@ﬁure. Brand culture can be seen as a superior
s;v

crux of the organisation's culture and aids™} casing the brand's essential principles, which are

at the brand's heart. The company's cu norms and values profoundly influence customers' pre-

0’

trust and loyalty, contriC)t'@Qo erall popularity.

N
QQ%Q

and post-use perceptions of a %ce s or product's worth. Inherent brand values inspire consumer
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Chapter Five
Conclusion

This chapter discusses the summary of the findings, conclusions, recommendations, contribution to

knowledge and future research.

5.1 Summary of Findings ) @
&>

The study evaluated the effect of brand management on the market perf fnﬂ%of FMCGs in
Lagos State, Nigeria. It precisely assessed the effect of brand management praetices such as internal
branding, brand equity, brand orientation and brand value on mark%@r:ance measures such as
market share, profitability, sales growth and customer retenti%&CMGs in Lagos State, Nigeria.
Further analysis was done to ascertain the moderat%’@ﬂ\ of brand culture on the association
between brand management and market performq@)f FMCGs in Lagos State, Nigeria. From the
interpretation of analyses of data collecte%@ings of the study, the following can be summed

up as the significant empirical ﬁndings@ms study:

'\
ffects on profitability of selected FMCGs in Lagos State, Nigeria

value) have si gg;@%

(Adj R?= o.(%& ,427)=10.484, p= 0.000).

2. Brand mandagement practices have significant effects on market share of selected FMCGs in

1. Brand management pr@es (internal branding, brand equity, brand orientation and brand

‘%Qtate, Nigeria (4dj R°= 0.026, F(4,427)= 3.839, p= 0.000).

3. Brand management practices have significant effects on sales growth of selected FMCGs in
Lagos State, Nigeria (4dj R>=0.119, F(4,427)= 15.600, p= 0.000).

4. Brand management practices have significant effects on customer retention of FMCGs in

Lagos State, Nigeria (Adj R*= 0.058, F(4,427)= 7.629, p= 0.000).
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5. There is a significant effect of brand management on market performance of FMCGs in
Lagos State, Nigeria (R*=0.070, F(1, 430) =32.317, p =0.000).

6. Brand culture has no significant moderating effect on the association between brand
management practices and market performance of FMCGs in Lagos State, Nigeria (AR?*=

0.004, F(3,428)= 11.486, p=0.177).
5.2 Conclusion @’&{b

Based on the empirical findings, this study concluded that brand manﬂ%)tqgractices had a
statistically significant effect on the market performance of FMCGSJI@;)SS State, Nigeria. Further
analysis showed that brand culture has no significant moderatiné:&%:\t on the association between
brand management and market performance, given that @teraction effect was insignificant.
Theoretically, the outcome of this study is in line With the dynamic capability theory, which
provided the theoretical underpinnings for tléjg .4The theory was selected to guide this study
because their perspectives relate to the vasiables under investigation. This underpinning theory
(dynamic capability) suggests tha@%it@ a dynamic macro-environment, it is imperative for firms
desirous of achieving superiom%rﬁprmance to possess capabilities that are renewable and can be
used to adapt to the @@1 business environment. Hence, the brand management practices
investigated i@\apabilities that are not static but can be renewed by FMCGs under

investigation_consistently to harness opportunities in the environment and, consequently, to attain

superio@@t performance.

5.3 Recommendations
Based on the findings of this study, the following recommendations are made;

1. The management of FMCGs should focus more on brand management practicesespecially

brand equity and internal branding given their potential influence on profitability in extant
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literature. Similarly, there is still opportunity to devote additional resources to brand

management in order to boost the organization's profit-generation ability.

ii.  The management of FMCGs should pay special attention to brand management practices
given its insignificant contribution to sales growth. Despite internal branding, brand equity,
brand orientation and brand value contribute significantly to sales growth there is still a

need for improvement in these practices to meet the aspirations of all custor%&agos State,

Nigeria. S\

iii.  The management of FMCGs should improve their brand maq@'ﬁnt practices especially
brand equity so that it can increase retention from custc%@%which will in return improve

performance. ) '$

iv.  Given the significant performance contributt Qbrand management for FMCGsin Lagos
State, Nigeria, management of the F@ould embrace brand management practices for

the purpose of strengthening theigé'%!ds which will result to improved market performance.

v.  Brand culture has no sigMnt moderating effect on the association between brand
management, and @t ;erformance of FMCGs in Lagos State, Nigeria. To improve
market perfO{Q , particularly in a changing environment marked by uncertainties, the
manag%gf FMCGs should embrace personal relationships with customers, as this will

hat the company creates brand association and will also aid in changing the

customer's attitude towards their products.
5.4 Contributions to Knowledge

Based on the conceptual review, this study offers an immersive contribution to knowledge

conceptually in several ways. This study identified and filled conceptual gaps in the literature

164



regarding the effect of brand management practices on the market performance of FMCGs in Lagos
State, Nigeria. Likewise, the gap regarding the moderating role of brand culture on the brand
management practices and market performance of FMCGs in Lagos State, Nigeria, was equally
addressed. This study also contributed to conceptual knowledge by providing its definition for each
of the independent variables and their sub-variables. This can form the basis for conceptual
discussion in future studies on brand management literature. The conceptual mode‘@oped for

the study suggests another area in which this study has contributed conf%%o the body of

knowledge because no known similar studies, both theoretical and empirical, have utilized the
[ ) “
model in their studies. Hence, adding to models that can e@\i e link between brand

management practices and FMCG market performance of F.M@ Lagos State, Nigeria.

5.5 Suggested Area for Further Research @

The limitations of this study offer opportuniqq%\lﬁggestions for future study.

i. In order to provide explanations(@hsality between the brand management practices and

market performance studiew time, future studies may consider a longitudinal study.

'\
ii.  On methodological @Jture study on brand management practicesmay focus mainly on

top manageg{‘ aff as the unit of analysis so as to enhance obtaining in-depth

under;@of issues and consider mixed method approach to data gathering.

1ii. ‘@e studies may consider incorporating the other brand culture factors to position the

market performance-effect of each dimension.

iv.  Future study may incorporate other brand management practiceslike brand association to see

their first-order and or second-order effect on market performance.
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Appendix 1
Questionnaire
Transmittal Letter

I am a PhD candidate for Marketing at Lead City University undertaking a dissertation on “Brand
management practices and market performance: A study of Fast Moving Consu}xémoods in
Lagos State, Nigeria”. In view of this, I request you to participate in this study. %%ﬂy answer this
questionnaire without leaving any question unanswered. Please be assured that the information you
give will be treated with utmost confidentiality and will be used for'@y?c purpose only. Before

answering this questionnaire kindly read and sign the attachex&@ed consent.

Thanks. Q‘Q\
Yours faithfully ‘ %
o
\)Q:b
4%'»
Adeniran, Ademola J&@

N
QQ%Q
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Informed Consent

I am giving my consent to be part of the research study of Mr. Adeniran Ademola Joshua on
“Brand management practices and market performance: A study of Fast Moving Consumer
Goods in Lagos State, Nigeria”. I have been assured of privacy, anonymity and confidentiality
and that I will be given an option to refuse participation and right to withdraw my pafticipation any

time. I have been informed that the research is voluntary and that the result will bé"&en to me if

ask for it. ‘@QO

Survey method of research will be used. Should you decide not tq de with the research for
any reason, be rest assured that you will not in any way be pen% . You are free to withdraw at
any stage of the research as there is no conflict of interest %ﬂtsoever. You are however, assured

that your response will be treated in utmost conﬁdenceg used only for academic purpose.

If you agree with these terms, please sign thi@nt orm on the space provided below.

Thank you Q:bn
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Department of Marketing,
Lead City University,
Ibadan,

Oyo State.

Dear sir/ma, %:&{b

Please kindly spare some of your valuable time and respond to the fi .\?@uestions. The
questionnaire items are about a study on “Brand manageme p,gactices and market
performance: A study of Fast Moving Consumer Goods @gos State, Nigeria”. The
researcher has purposely selected you to participate in this M@& ecause you work in this reputable

manufacturing industry. The results of this study will, confidentially be treated and only used for

academic purposes. Your participation is Volw indeed your name may not be required.

Thank you '6,
>

Section A: Profile of the Responw
'}

Instruction: please tick th@ that best describes you
1. Sex: Maleb\k‘ emale ( )
2. Age:@— ( )30-39 () 4049 ( ) 50andabove ( )

3. Highest Level of Education: Certificate ( ) Diploma ( ) Bachelor ( ) Masters ( )

PhD ( )
4. Work Experience: 1-5 years ( ) 6-10 years ( ) More than 10 years ( )

Section B: Brand management practices
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This section is intended to capture information on various brand management practices. Answer
it to the best of your knowledge by ticking the responses indicated in the table below that
corresponds with your level of agreement or disagreement. Use the scale below to rate your

agreement or disagreement with the statements in the table below.

Strongly disagree Disagree Agree Strongly agree

A\‘

4

< ;\63)
N/

Brand management practices 1, @'\3 4
A
A Internal Branding Q&O
AN

1 The way my organization mission and Vis@

communicated helps me to practice

2 There are training and developm@j@éﬁave been

set for employees by my orga@ion to understand

its mission, vision and% ue

3 I have adequate Kn&%edge about this Brand

Q&

4 My s@yof Choice Set is high toward the brand

A0
5 \Q)am emotionally connected to my company aims
and objectives
B Brand Orientation
1 Customers feel our brand are strongly different from
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others

My organization is seen to deliver superior value to

customers

My organization is perceived as making it brand

easy to access.

Our brand is perceived to make customers more

important

The brand takes the largest share of your targeted

market segment

s

Brand Value . Q
RN . N

My organization consider customer req@ﬁym

product design ‘%
AR

My organization offer a uniquﬂé \dﬁct that cannot

be found elsewhere. & Q)(b"

Our brand is superi(l)gl the market

Customer co rbrand before other brands

Our brank\e/taﬂored towards meeting customer

,%Q

Nnd Equity

Brand equity influences customer responses toward

brand marketing

Brand equity increases customer perceptions

Brand Equity is a degree of loyalty of a customer to
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a brand

4 Brand equity increase the value of the product

5 Brand equity influences customer responses toward

brand marketing

Section C: Market performance : \QO

This section is intended to capture information about various market performance. Answer it to
[ ) ”

the best of your knowledge by ticking the responses indi%&f ih the table below that

N

corresponds with your level of agreement or disagremnmzwse the scale below to rate your

agreement or disagreement with the statements in@ below.

Strongly Disagree Agree, )ﬁ Strongly agree
disagree ?\'C)
1 2 D 4

\f)

)
&

Market pelanr@\%e ‘ 1 |2 |3 4
)

A Market re
R

1 My “organization offer unique customer value

<3rough effective brand management practices

2 The customer patronage level of my organization is
high
3 By offering customer value driven brands, my

organization sustainability is realistic
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My organization have experienced significant

growth in market share in recent years

My organization adopt various strategies to ensure a

value driven relationship with the customer

Profitability

My organization’s net profit position improves

relative to competition

My organization is satisfied with return on corporate

investment

s

My organization is satisfied with return on sales. Q
LN

My organization’s returns on 1nvestme®?on

improves relative to competition 6

My organization’s return on as&éts\aéltlon improves

relative to competition Q:b‘

Sales growth

Our custome (k @\& increased in recent times

My co K}'/sales is increasing due to product

ol

ﬁrm experience increase in sales growth through

effective brand management practices strategies

A company’s sales growth involves the increase in

amount of revenue by a firm

Our firm has experienced increase in the number of
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products and service offered to the customers

E Customer Retention

1 My organization firms continuously keep track of

the relationship between their customers

2 My organization resource and effort are geared

towards maintaining a long-term relationship with its %&

consumers A\Q’O

3 Through product quality improvement, My @, ‘

organization has managed to secure a good custom@q.)

base Q‘Q\

A
4 Customer satisfaction efforts by m)Q&%anization
have enhanced the firm’s rep%gu) and customer

long-term patronage. Q)‘b
Q"

5 My organizaiio@yé makes every effort to reward
p

customernyin in improving their product quality

Q
>
Section D: Moderating Variables
This section is intended to capture information about brand culture. Answer it to the best of
your knowledge by ticking the responses indicated in the table below that corresponds with
your level of agreement or disagreement. Use the scale below to rate your agreement or

disagreement with the statements in the table below.

196



Strongly Disagree Agree Strongly agree
disagree
1 2 3 4
Brand Culture 1 2 |3 4.
D Brand Culture Q’){\
1 My organization brand philosophy influence the y O

performance of our brand in the market

Brand culture of our organization accelerates the

delivery of superior value to customers by firm ® Q
LAY

Brand culture provides buffer against cﬁ@‘fﬂon

thereby, enabling firms to mamtf‘l@ improve

market performance outcomes.

Brand culture influ nce&arket performance

through enhanced iggn.a\ll integration and adaptation

to the extert@nment.

)

Possible @avior of consumers depends on our

abili o adapt by adopting superior branding

erate i
gies
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SPSS OUTPUT

HYPO 1

Model Summary

Appendix 1T

Model R

R Square

Adjusted R Square

Estimate

Std. Error of the

1 .186?

.035

.026

.39783

a. Predictors: (Constant), BrandEquity, Brandvalue, BrandOrientation, Internalbranding

ANOVA?
Model Sum of Squares | df Mean Square |F Sig.
1 Regression |2.430 4 .608 3.839 .004°
Residual 67.581 427 158
Total 70.011 431

a. Dependent Variable: Marketshare

b. Predictors: (Constant), Brand Equity, Brand value, Brand Orientation, Internal branding

Coefficients?

198




Standardized

Unstandardized Coefficients |Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) 2.196 303 7.254 .000
Internalbranding |.220 .068 .168 3.231 .001
BrandOrientation |.071 .056 .061 1.253 211
Brandvalue -.057 .050 -.058 -1.149 251
BrandEquity .066 .050 .065 1.330 184

a. Dependent Variable: Marketshare

o\

.
S

\
,%Q
Q
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Profitability

Model Summary

Adjusted R|[Std. Error of

Model |R R Square |Square the Estimate

1 .299° .089 .081 31205 . QO

a. Predictors: (Constant), BrandEquity, Brandvalue, ﬂ N

BrandOrientation, Internalbranding 3\
ANOVA?
Model Sum of Squares | df Mean Square |F Sig.
1 Regression |4.084 4 1.021 10.484 .000P
Residual 41.579 427 .097
Total 45.662 431

a. Dependent Variable: Profitability

b. Predictors: (Constant), BrandEquity, Brandvalue, BrandOrientation, Internalbranding
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Coefficients?

Standardized
Unstandardized Coefficients |Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) 2.698 238 11.362 .000
Internalbranding | -.002 .053 -.002 -.033 974
BrandOrientation |.225 .044 243 5.104 .000
Brandvalue -112 .039 -.142 -2.877 .004
BrandEquity 071 .039 .086 1.822 .069

a. Dependent Variable: Profitability

o\

Q)QY ‘

>

>
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Hypo 3

Model Summary

Adjusted R|[Std. Error of
Model |R R Square |Square the Estimate
1 357° 128 119 31435

a. Predictors: (Constant), BrandEquity, Brandvalue,

BrandOrientation, Internalbranding

Q@‘

;\Q%w

N

%'%

AL

ANOVA?
Model Sum of Squares | Df Mean Square |F Sig.
1 Regression |6.166 4 1.541 15.600 .000°
Residual 42.193 427 .099
Total 48.359 431

a. Dependent Variable: Salesgrowth

b. Predictors: (Constant), BrandEquity, Brandvalue, BrandOrientation, Internalbranding
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Coefficients?

Standardized
Unstandardized Coefficients |Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) 1.833 239 7.663 .000
Internalbranding  |.252 .054 231 4.690 .000
BrandOrientation |.179 .044 187 4.031 .000
Brandvalue 058 .039 071 1.465 144
BrandEquity -.066 .039 -.078 -1.692 .091
a. Dependent Variable: Salesgrowth
o
Model Sum;ary
Adjusted R|[Std. Error of
Model |R R Square | Square the Estimate
1 2582 .067 .058 37159
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a. Predictors:

(Constant),

BrandOrientation, Internalbranding

BrandEquity,

Brandvalue,

ANOVA?
Model Sum of Squares | df Mean Square |F Sig.
1 Regression [4.213 4 1.053 7.629 .000°
Residual 58.960 427 138
Total 63.173 431

a. Dependent Variable: CustomerRetention

b. Predictors: (Constant), BrandEquity, Brandvalue, BrandOrientation, Internalbranding

N

A

Coefficients®
Standardized
Unstandardized Coefficients |Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) 1.935 283 6.840 .000
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Internalbranding | .224 .063 .180 3.534 .000
BrandOrientation |.181 .053 165 3.434 .001
Brandvalue -.051 .046 -.054 -1.094 275
BrandEquity .030 .046 .030 .639 523
a. Dependent Variable: CustomerRetention
o
Model Summary
Change Statistics
R Adjusted |Std. Error of|[R Square [ F Sig. F
Model |R Square | R Square |the Estimate | Change Change | dfl df2 Change
1 264
.070 |.068 20909 .070 32.317 |1 430 .000
2 265
.070 |1.066 20931 .000 .084 1 429 772
b
3 273
075 ].068 20906 .004 2.048 |1 428 153
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a. Predictors: (Constant), BrandManagement
b. Predictors: (Constant), BrandManagement, Brandculture

c. Predictors: (Constant), BrandManagement, Brandculture, BMgtBculture

&

%'%

ANOVA?

Model Sum of Squares | df Mean Square |F Sig.

1 Regression 1.413 1 1.413 32317 .000°
Residual 18.799 430 044
Total 20.212 431

2 Regression 1.417 2 708 16.166 .000¢
Residual 18.796 429 .044
Total 20.212 431

3 Regression 1.506 3 502 11.486 .000¢
Residual 18.706 428 .044
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Total 20.212

431

a. Dependent Variable: MarketPerformance

b. Predictors: (Constant), BrandManagement

c. Predictors: (Constant), BrandManagement, Brandculture

d. Predictors: (Constant), BrandManagement, Brandculture, BMgtBculture

Coefficients®
Standardized
Unstandardized Coefficients |Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) 2.319 155 14.971 .000
BrandManagement .2777 .049 264 5.685 .000
2 (Constant) 2.339 170 13.727 .000
BrandManagement |.278 .049 265 5.686 .000
Brandculture -.007 026 -.014 -.290 772
3 (Constant) 4.058 1.213 3.345 .001
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BrandManagement |-.258 378 -.246 -.683 495
Brandculture -.575 397 -1.048 -1.447 .149
BMgtBculture A77 124 1.177 1.431 153

a. Dependent Variable: MarketPerformance
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