Chapter One
Introduction

1.1 Background of the Study

Many countries' economic success would be predicated on a thriving manufacturin@bbr. This
is because the sector will help the country to effectively utilize its factor enéby@%{) and become
less dependent on foreign suppliers of finished goods or raw materials,

[ ) '3
development, and sustainability. Moreover, food and beverage m@k ring sector are among

economic growth,

the primary manufacturing sectors crucial to Nigeria's dqveh@n‘[ in terms of the value chain

for food security, employment security, and an incr&é\g&)ss Domestic Product (GDP).

As a result of evolving government polici '@ting domestic demand, and global market
dynamics, Africa's manufacturing sectc@as developed over time. Since independence, the
manufacturing sector's signiﬁcan@%aﬁonal economies of African countries has fluctuated,
although its contribution to g&){gal income and importance has increased!. Over time, Africa
has substantially ch Q%ndustrial organization, policies, output mix, and magnitude. In
terms of overall %Qpction or employment, manufacturing is frequently a modest industry in
African countiies, but its expansion has long been seen as essential for economic progress?.
Howe@wnufacturing only made up 14% of the economy in South Africa, down from 20% in
1994, while it expanded at a rate of 3.5% in Kenya in 2015 and 3.2 % in 2014, contributing

10.3 % to GDP?.

In Nigeria, the manufacturing industry contributes 12.67% of the country's GDP, which has

remained stable between 2020 and 2021 Undoubtedly, difficulties like the inability to obtain



sufficient raw materials from the agricultural sector, as well as inaccuracies in forecasting, poor
responsiveness to customer needs, inadequate implementation of an effective marketing strategy,
and a lack of timely information technologically continue to limit the performance of operations
in the sector’. Between 1982 and 1986, Nigeria's industrial value-added drastically dropped
partly because of inefficient resource allocation brought on by unfair pricing and import
restrictions. From early 1986 to 1988, the World Bank undertook a struct%‘ﬁl’lstment
program (SAP) in the economies, which led to faster development .\&GDP of the
manufacturing sector, which rose by 8% in 1988. By increasing in.put st%, the non-interference
of the foreign exchange market was also formed to in@ the competitiveness of
manufacturing sectors. The manufacturing sector's share O@P was not exceptionally stable
during the years (1990-2010). In 1990, it was over &%‘chnt, but by 2010, it had decreased to

2.22 per cent. Similarly, from 40.3 per ceit @5)0 to 58.92 per cent in 2010, the world's

industrial capacity was used more than i\ 9

Despite the above statistics, man@ing firms, especially food and beverage worldwide, face
several challenges in their ﬂ@)ﬁﬁ:rations, apart from poor usage of marketing strategies which

is purely an internal (facto#’ that is fully controllable by the organization. There is equally an

uncontrollable%e@!dal factor that was damaging to the success and performance of

manufactur'@

Natural sters are unforeseen circumstances that affect the business environment to achieve its

s. This can be seen from foreseen and unforeseen circumstances perspectives.

goals and objectives.

Covid 19 is one major world disaster beyond diseases and all other aspects of life, economy,
society, and businesses. The policies established by the government to curb the diseases on the

one hand, such as restriction on social mobility, the shutdown of companies, and aid to the
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people, on the other hand, became counterproductive. These have been severely detrimental to
the firm performance. This is because it leads to a reduction in business operations and the laid-
off of many workers, which hurts economic growth. Even the aids designed by the government
to put succour on the faces of the people were discovered to be hijacked by the cyber-crime
perpetrators. %

The food and beverage industry has undergone a series of changes in the last &ue to the
rapidly changing behaviors of consumers, technological advance‘%'s, and stringent
regulations. Such factors have plagued the industry with a series of @SQS Being a consumer-
driven industry, this industry faces severe challenges with the@e in consumers' perspective
as they have become more focused on maintaining h a@estyles. Today, F&B products are

judged based on not only their quality but also § utritional value. As a result, food and

beverage manufacturers need to bring abo‘@

Food and market research shovkl%at consumers are becoming more aware of food-related

'\
disorders. This has led t@le of food in the day-to-day progressing from beyond taste to

nt changes in their existing manufacturing

processes’.

nutrition and welanss; any manufacturers have been known to add sugar or other sweeteners
to products. i%geasing incidence of diabetes, obesity, and allergies has led to dairy, gluten,
and s %&. sumption being vilified. However, with more consumers reading product labels,

this will be problematic®.

Some causes associated with reducing manufacturing company performance include inadequate
or improper execution of these strategies by enterprises. Many issues have arisen, all challenging

the functioning of many manufacturing companies. Low product turnover/sales growth, ongoing


https://www.quantzig.com/capabilities/food-beverage/
https://www.quantzig.com/content/food-beverage-supply-chain-analytics?pk_campaign=blog_wk332021&pk_source=blog&pk_medium=onsite&pk_keyword=foodindustryproblemsandsolutions
https://www.quantzig.com/content/food-beverage-supply-chain-analytics?pk_campaign=blog_wk332021&pk_source=blog&pk_medium=onsite&pk_keyword=foodindustryproblemsandsolutions

profitability losses, failure to track inventory, subpar service standards, challenges identifying

demand, and others are problems these businesses encounter®.

The stock price, which reflects the public's evaluation of the firm's performance, is a crucial
indicator of its value, also known as its market value. Shareholders and business owners want the
company's worth to be high since it reflects their financial success. The shares to be'\ sted in
can also be valued by the firm's valuation. Based on the firm's stated missi z')%rhich is to
increase its value by making its shareholders or owners as financially secﬁ%possible, it stands

to reason that a company with a high share price must be doing we\@so’épective investors can

auge the company's ability to raise its value against several cri %
gaug pany y g

Q

Research finds that sales growth has a positive im%‘%\company value. However, research
find the opposite, finding that sales growth huxts,@)value. According to the findings of another
study, while profitability and sales growth_affect firm value, leverage has a much more
significant impact>S. This study is a Q)f@etion of others, but it advances the field by increasing

the number of observations a&&ng stand-ins for original variables. Using Profitability and
a

'\
Sales Growth as independ@r ables, research variables are developed’.
Since a firm mus in a healthy financial position to function, profitability is crucial. It will be
easier for é%

shareholders’ need to know how profitable a company is. Profits are used to repay debts to

sses to secure outside funding if they can turn a profit. Creditors’ and

lenders like banks and investors. For stockholders, earnings are a driving factor in how their

investments perform.

High profitability indicates that the company successfully manages its assets to generate profits

in each reporting quarter. Investors in a company's stock often seek a financial return on their
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investment, with that return rising in direct proportion to the investor community's confidence in

the company's potential to make profits?.
pany's p p

Profits go into retained earnings, which grow as the company's capital. A corporation can more
easily develop its operations with the help of external money or debt flows if its sales are
consistent and on the rise. More loans and significant fixed expenses may be'K ble to

organizations with more consistent sales than those with more volatile sales. _ QO

An organization's performance is its level of competitiveness in the m { hen a corporation
achieves all three goals—pleased employees, satisfied custome%‘% a new community—it

performs at peak efficiency”. QQ

Organizational performance is measured by how &company does financially and runs its
operations. The entire upstream and downst; .11§ss ts heavily impact decisions about the value
chain. Previous research establishing %connection between supply chain practices and
organizational performance has f@ on particular practices, such as the relationship between

supply chain information syst&% and organizational performance'’.

Marketing capabili{iidguﬂguence the kind of strategic response taken by the management teams.
In a study @archer found a correlation between organizational capability and the
perfor f sugar manufacturing firms. However, it is advised by the studies that more
research be done to determine the link between marketing expertise and business performance.
Furthermore, given the fiercely competitive business environment, Nigerian manufacturing
companies are active. In order to survive and outperform the competition, the company must
fully utilize its marketing capabilities. To ascertain whether the company has the strengths

required to handle the specific forces in the external environment and to enable management to



recognize external threats and seize external opportunities, the capabilities are examined based
on the firm's strengths and weaknesses in the product, distribution channel, financial, and

technical areas'!.

In today's world, the business environment is rapidly changing, with product-market competition
among industries increasing all the time, information technology improving in VariOL)é\Bdustries
as time passes, and firms using internet facilities and social media to advertise arket their
products and services. Firms must constantly make strategies and ta@llons to compete
successfully in today's competitive business environment, such as i@iﬁg product quality and
productivity, lowering product costs, promoting product and p@ innovations, and improving

product speed to market and customer goodwill. E&@ attempt to keep up with global
m

change to get a competitive edge and improve perfi e compared to their competitors'?,

N
Promotion is any marketing strength wlga\function is to notify or convince actual or
prospective customers about the qual%%o the given goods or services to induce a consumer to
start purchasing or to continueNasing the firm's goods or services. Several promotional
methods can be used tan ?micate with folks, clusters, and organizations. The exact
amalgamation of pK ional methods used is advertising, personal selling, sales promotion, and
public relatiu% romotional strategies include all means through which a company

comw@ the benefits and values of its products and persuades targeted customers to buy'4.

It has been acknowledged that there is a need to investigate the mediating effects of marketing
capabilities on the relationship between Marketing Performance Measurement Systems (MPMS)
and firm performance, despite an increased focus on a variety of marketing capability-related

issues, such as conceptualizing marketing capabilities, empirically examining their role in



explaining firm performance and identifying significant new marketing capabilities that will
likely emerge. However, industry-based strategies "cannot provide the solid theoretical
foundation for strategy in the hypercompetitive, dynamic, global economy"!>. However, more
than acquiring resources in a dynamic market environment is required for superior market
performance. (b

Public policy making and implementation is a critical area in which both gov '%\tand non-
governmental organizations have divergent opinions in making and imple‘\%ng such programs
and activities. Public policy refers to all authorized means devised@ébvemment to achieve
its stated goals and objectives. Policy implementation has beez‘é%ribed as one major problem
confronting developing countries. Government p li®omprises political decisions for

S

implementing programs to achieve societal goals mplementation problem in developing
countries is the problem of a widening éap%i en policy intentions and outcomes. The
implementation gap manifests in the widehing of the distance between stated policy goals and

the realization of such planned%% The implementation gap from policy formulation in

Nigeria must be addresse Uccessive governments make policies that are not realizable

throughout their ‘[enue)Q

Relating to g%k ent policies in this study will be centred on taxation and trade regulations. In
Nigeri enforced by the three tiers of government, federal, state, and local governments,
each having its sphere spelt out in the Taxes and Levies Act of 1998. These taxes are imposed
with the primary objective of generating revenue to provide for the citizens' welfare, economic
growth and development, and the general administration. It, therefore, enables the government to
mobilize funds for some critical projects in society (like roads, airports, and factories) and

alleviate poverty!’. Company income tax is often determined as taxable income for individual
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taxpayers (personal income tax). Generally, the tax is imposed on net profits. In some
jurisdictions, rules for taxing companies may differ significantly from those for taxing

individuals!'®.

On the other hand, government rules on business enterprises are the laws and guidelines
established by the government to act as a manual for conducting business. Corg\ firms
respond to the government's timely establishment of policies, rules, and proced :SBusinesses
and their spokespersons frequently criticize government regulations as‘@cal roadblocks to
profits, economic efficiency, and employment growth. Unsurpris@r’ﬁany companies have

broken antitrust rules, transferred operations overseas, andé&d loopholes to get around

regulations®. Q‘&

Businesses could invest a lot of effort and mo into adhering to rules that ultimately appear
unneeded and useless. However, organi tigs)nust be adaptable enough to adjust to new laws
and regulations. This applies to the@ and local governments and the federal level®!. As a

result, harsh and inconsistent goverirment rules seriously hamper the expansion of the food and

"
beverage industry and s able development. Confusion and uncertainty have resulted in
business decisions,qld s' planning in Nigeria due to these unpredictable and inconsistent

revenue poli@ch are backed by unstable political events?2,

Based@he context, the study aims to ascertain how government policies affect the link
between marketing capabilities and firm performance of Food and beverage companies in

Southwest Nigeria.



1.2 Statement of the Problem

In manufacturing industry, the processes leading to attractive firm performance with respect to
sales growth, profitability, market share and continuity is not entirely a straight path given the
complexities and dynamism within the business environment®?>.Moreover, in the dynamic and
competitive landscape of the food and beverage industry, firms are striving to enhance their
performance and achieve sustainable success because they are facing issues suc@\narketing
and legislative restrictions, rising cost associated with production .58@12(; customer
satisfaction, and low customer purchasing power which negatively ir}ge%ced developing firm-
level capabilities to enhance firm performance™!'3?423. One cri{%\factor with the capacity to
influence a firm's overall performance is its marketing cap@%“g. Marketing capability suggest
a firm's capacity to effectively design, implement, @ marketing strategies and initiatives
to meet the ever-changing demands of c s@$‘ and the market!'?.Despite the recognized
importance of marketing capability, t einznains a gap in the understanding of how this

capability directly impacts a firm's p@hance within food and beverage industry in Southwest

Nigeria?”-282,

N
In addition, foreign a@%ic investors avoided significant investments in the manufacturing
sector due to l@ f political stability in Africa®®>. Although Africa has great potential to
develop it@ia ufacturing sector, the political leaders play a major role in creating clear
econo@vision to develop sectors in which their respective countries have sources of
competitive advantage. Without a conducive environment supported by the relevant economic
framework, there are no significant incentives for potential investors to commit themselves?. In
addition to the high incidents of corruption, the various government policies have not effectively

helped in enhancing the firm performance of multinational companies, given its high level of



inconsistences?*. This is further compounded by socio-political instability, economic instability,
and high turnover, all of which have had considerable adverse effects on the primary institutions
responsible for policy monitoring and implementation®!'*. Unfortunately, such failures have also

2,27

led to low productivity and distortion of the macroeconomic structure**’. Therefore, they are a

significant hindrance to developing these firms in the country. The implications of such failures

are dire for the growth of the private sector, the country's industrialisation, and th@}tamablhty

of manufacturing firms that will lead to economic growth?>. 'E '\

Because of the high rate of post-harvest losses and the technole ﬁg" in the food industry
amidst the growing population, food experts in ngerla re@% raised the alarm over the
looming food crisis and severe food insecurity capablg o, 1ng the largest market in Africa>2*,
Although smallholder farmers essentially serv Nigerian food industry, raw material
production is appreciably high. Unfortu tel &onsiderable proportion of these farmers'
produce is wasted due to inadequate l@cs systems?’. This challenge contributes to the fact

that processing facilities are ofte d far away from sources of raw materials. This increases

food production costs beyo a'b consumers can or are willing to pay?.

A company's viabilit pends heavily on how well it performs financially. The company's
bottom line 1‘%&@ to be severely hit due to Nigeria's high tax rates and myriad taxation
regulatiof Q‘his causes tension between management and stockholders. While management is
interested in other things, shareholders want their wealth to be maximised over the long run.
Manufacturing firms' profits, return on capital employed, return on equity, and economic activity
believed to be diminished due increased tax liabilities and inadequate tax planning'3. It was also
believed that the tax charges incurred by food and beverage manufacturers had decreased their

asset tangibility and return on equity due to insufficient tax preparation?6-2’.
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Despite the recognized importance of government and its policy in providing an enabling
environment that aid business sustainability'!!213-282% Yet within marketing literature, evidence
of empirical submission on how government policy intervene with the interaction between
marketing capability and firm performance is sparse and require empirical investigation to
address it. It is in view of this discussion and gap that this study seek to examine the effect of
marketing capability (product development capability, price competitivenessQQ&c\nological

capability, and promotion) and firm performance (sales growth, profitability, et share and

sustainability) with government polices ( taxation and trade regulatio%o%mdered as moderator

S
&
1.3 Aim and Objectives of the Study Q@

within food and beverage industry in Southwest, Nigeria.

The study aimed to investigate the effect of mas@g capabilities on firm performance in Food
and Beverages Firms, in Southwest ]\%'Q,)using government policies as the moderating

variable. Other specific objectives arf@t

N

1. investigate the effect&%ﬁpduct development capabilities on firm performance of food

and beverage <1rml Q%outhwest, Nigeria

il.  assess :heé!ﬂuence of Price competitiveness on the firm performance of food and

bevgg firms in Southwest, Nigeria

iil. @nine the influence of Technological capabilities on the firm performance of food and
beverage firms in Southwest, Nigeria

iv.  investigate the effect of Promotion on the firm performance of food and beverage firms in

Southwest, Nigeria
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v.  investigate the effect of Marketing capabilities on firm performance of food and beverage
firms in Southwest, Nigeria
vi. investigate the moderating effect of Government policy on the relationship between

Marketing capabilities and performance of food and beverage firms in Southwest, Nigeria

1.4 Research Questions . @,
The study raised the following questions: : ‘\QO
1.  what is the effect of product development capabilities on the erformance of food

and beverage firms in Southwest, Nigeria?
2. what is the effect of price competitiveness on the fu@ ormance of food and beverage

firms in Southwest, Nigeria? Q

3. what is the effect of technological ca ﬁ%les on the firm performance of food and
beverage firms in Southwest, Ni Q_)

4.  what is the effect of promoti@ the firm performance of food and beverage firms in

Southwest, Nigeria? \)

"
5.  what is the effect@keting capabilities on firm performance of food and beverage

firms in Soulkhd , Nigeria?
6. what‘% moderating effect of government policies on the relationship between
ing capabilities and firm performance of food and beverages firms in Southwest,

Nigeria?
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1.5 Hypotheses

The study proposed the following null hypothesis to test the relationship between the Variables in

the study: %»&\

Hol:

H02 H

Ho3:

H04 .

H05:

Hy6:

Product development capabilities have no significant effect on t qgrformance of

food and beverage firms in Southwest, Nigeria

%\

Price competitiveness has no significant effect on rm performance of food and

beverage firms in Southwest, Nigeria Q’Q\

Technological capabilities have no s@')@ effect on the firm performance of food and

beverage firms in Southwest, Nig

>

Promotion has no signiﬁw fect on the firm performance of food and beverage firms

in Southwest, Nige ;Q

Marketing k@ga ilities have no significant effect on firm performance of food and

bever‘ag%&ms in Southwest, Nigeria

@ernment policy has no significant moderating effect on the relationship between
Marketing capabilities and firm performance of food and beverage firms in Southwest,

Nigeria
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1.6 Significance of the Study

The findings of this study will be of great significant to the various stakeholders in the society.
Firstly, the result help consultants and researchers appreciate the problems encountered by the
multinational industry, particularly food and beverages companies. Secondly, it helps to
influence policymakers' decisions in addressing the issues of marketing capabilities ifi)food and
beverage firms in Southwest Nigeria. Thirdly, the study allows manufacturers @rstand the
extent of variation in the performance of multinationals and domestic mﬁ%\wrmg companies
concerning product development capability, price competitivenes@nﬁological capabilities,
and promotion. It also helps to influence the formulation, i@@entation, and evaluation of
government policies while also creating further op o{%’ ies for research on the issues of
marketing strategies in management strategie Qelopment, trend, and inter-industry
relationship in the African economy. Finall@% will reveal and broaden the knowledge of
indigenous firms on the competitive @ of marketing strategies in the development and

\)Q)

marketing of products.

0\

1.7 Scope of the Stud Q’@

This study is f c@&on the interaction between marketing capability, government policy, and
firm perforgn of food and beverage firms in Southwest, Nigeria. The study explored concept
that in@s marketing capabilities (independent variable), measured using product development
capabilities, price competitiveness, technological capabilities, and promotion. On the other hand,
firm performance (dependent variable) was measured using sales growth, profitability, market
share and sustainability. Meanwhile, government policies (moderating variable) measured using

trade regulation and taxation.
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This study was conducted in Southwest, Nigeria. The Southwest region has six (6) states;
however, only three states will be focused on in the course of the study, because these are the
areas where headquarter and main food and beverages manufacturing plants under study are
located. Although the scope is limited to food and beverages firms in selected southwest states,
Nigeria. Meanwhile, three (3) food and beverages firms namely: Unilever's brother, Coca-Cola
bottling, and Nestle were used as case studies. The study's time frame will l@b months,
starting from December, 2022 to June 2023. Concept notes, proposals, fiel y Q@llecting, data
analysis, and thesis write-ups were all part of this period. ) \‘%"

1.8 Limitation of the Study Q’)&%\
The study experienced some limitations in terms of dg@lection process and scope of the
study. However, the researcher was able to manag @tuaﬁon without jeopardizing the quality
of the research work. Also, the limita@)@ted the presentation, interpretation, and
generalization of the findings and as s rves as the basis for suggestions for further study.
The study was limited to mar%qeapabilities variables (product development capabilities,
price competitiveness, tech ical capabilities, and promotion) and firm performance (sales
growth, proﬁtability(rr@e share and sustainability) using government policies (trade
regulation and a@ ) as a mediator. Other variables not included in the study are areas for
further stu% the administration of questionnaire, there was hesitation from the part of
manager$yin the selected food and beverage firms in Southwest Nigeria. This limitation was
mitigated by employing trained research assistants that assisted in continuous visiting of the
selected companies, administration, and collection of the questionnaire. Also, the underlying

assumptions of simple regressions indicating normality of error terms is itself limiting leading to

possible spurious results which thus accounts for the error term in the research mathematical
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model. Furthermore, the hierarchical regression analysis was used to find out the moderating
effect of some of the variables on the relationship between the independent and dependent
variables. As a result, necessary assumptions of hierarchical regression and simple linear

regression analysis were adhered to and observed.

1.9  Operationalisation of Research Variables
This study will be based on two constructs namely; Market Capabilities and F@fomance

that is Y = f(X), where Y = Firm performance (dependent Varlable Marketing

Capabilities (Independent Variables). The following model has been ted.
Y = f(X) A@b&
Y=yl,y2,y3,y4 Q

X =xl1,x2,x3, x4 b( \)

Where; \)
Y = Firm Performance (FP)@“

y1= Sales growth %}C)
y2 = Proﬁt@'lit P)
y3= Market share (MS)

y4= Sustainability (S)

X = Marketing Capabilities (MC)
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x1= Product development capabilities (PDC)
x2 = Price competitiveness (PC)
x3= Technological Capabilities (TC)

x4= Promotion (P) . ‘b

Y =£(X2) j \QO
Z = Government Policies (GP) "
Q)

z1 = Trade Regulation (TR)
z2 = Taxation (T) QQ
Equations 1- 5 are the working equations ¢ ll.la % this study
yl=f(x1)

yl =0+ BIxl+ei .......4 4 (3)

y2 =f(x2)

>
y2=P0+B2X2t el oo (i)
y3 = f&
y3=B0+PB3x3+tei ..o (iii)
y4 = (x4)
y4=B0+ Pdxdtei ... (iv)
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Y = f(X)

Y=B0+pI1Xl+e1r v)
Y = f(XiZi)
Y =B0+BiX+P2Zi +P3XFZi+ @l evevniiiiiiiiiiiii e (eq.vi) %

B0= constant of the equation or constant term ;' ,\QO

B1-B4= Parameters to be estimated . \%o\

el = error or stochastic term

1.10  Operational Definition of Te@t

N

Government Policies: Thesa%er\decisions that reflect values and allocate resources based on

those values C)QQ
o

Marketing ities: Marketing capabilities are an integrated process designed to create

accum@nowledge, skills, and resources from a firm to a business related to a market.
Market Share: Market share is the percentage of a market that a certain business controls.

Price Competitiveness: Pricing strategy refers to the method companies use to price their

products or services.
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Product Development Capability: a firm ability to consistently introduce successful new

product.

Promotion: A promotion is a different marketing approach that marketers develop to optimize

promotional efforts and reach a broader audience.

Profitability: A business's capacity to generate a return on an investment based o@ources

in comparison to an alternative investment. é I\QO

Sales Growth: A metric which assess a sales team's capacity\%m)ost revenue over a

predetermined time frame. &%\
&
&

Sustainability: Sustainability focuses on meeting tl{eﬁ@f the present without compromising

the ability of future generations to meet their npg&

N

Technological Capabilities: technologi%c'apability refers to a company's ability to design and
develop a new process, product, @upgrade knowledge and skills about the physical

environment in a distinctive \%J\hen transform the knowledge into instructions and designs for

effectively producing s@erformance.
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Chapter Two
Literature Review

This section contains four sections. The first section explore conceptual clarification of key
concept of the research, the second section traverse the theoretical review underlying the

research concept, the third section reviewed empirical studies and the forth s&review

summary of gaps in literature reviewed. ; @
2.1 Conceptual Review \%“

2.1.1 Marketing Capabilities Qé

Marketing Capabilities are defined as the potenti@ enterprise to recognise and satisfy
clients' needs at the right time, place, and Valug.@eting functionality is crucial for sustainable
enterprise overall performance. Many mi r@@}esses no longer have any advertising approach
and or have restrained advertising %sl. Marketing functionality is vital in businesses'
choice-making, especially marke%(?e—associated topics®>. Many definitions exist for marketing
functionality. For instanch I.ezs and Blesa define advertising capability as "a firm's abilities
and capabilities relati market statistics gathering, sharing, and dissemination in the course of
the enterprise%@uing a hit new merchandise, and patron relationship and supplier relationship
impro 3. However, Banterle defines advertising capabilities as "the sports and the
techniques, regarding marketplace research, method, planning, and evaluation, aimed at attaining
the delight of customers' possibilities"4. Advertising capability could also be described because

the "complex mixture of the human sources or assets, market assets, and organisational property

of a firm">. In this observation, we define marketing capability as an organisation's potential to
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apprehend converting customer desires and satisfy clients' expectations through tangible and

intangible belongings.

Even though businesses had more often than not focused on principles associated with
production and selling, the significance of advertising is increasingly more customary in the
literature®’. Advertising and marketing have emerged as of topical importance spec'l‘@y since
they allow corporations to recognise customers' needs, the delight of whom i@%}al for their
monetary achievement within the marketplace. Formerly, corporations co '\omote what they
produced, and often their income strategies were a hit sufﬁci&@iﬁcrease their income.
Nevertheless, these techniques are increasingly inefficient as @nsumer—based advertising and
marketing approach has replaced the triumphing "pro t@ell" approach. These days, a wide
variety of to-be-had choices have led clients to eourtt’on more than just a product from the
businesses. Certainly, evolving advertising @k ting surroundings permit clients to pick out
the merchandise which could fulfill th%@t most effective with their features but also with the
whole system, which includesﬂ{é’c—sale services’. This shift in patron expectations has
intensified the opposition i;g the market. As a result, advertising and marketing departments

have gradually tume@

contribution to“i @ing sales, income, and marketplace shares®. This is because groups intend

e critical for an enterprise's overall performance in terms of their

to understa@t eir customers better to survive in the market and acquire monetary success. To
gain t&ot only the advertising and marketing branch but all departments of an organisation
have to recognise and undertake the advertising concept that's especially based on fulfilling
clients' goals and wishes helpfully. However, the advertising and marketing approach may also
range depending on the scale of the enterprise. Although advertising is considered one of the

essential elements for achievement or failure in the market, small businesses are regularly unable
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to adopt this method efficiently. In a study, the researchers emphasise many small companies
understand the advertising approach via a predominantly product, production, and income-
orientated attitude whereby advertising seems like something other than a priority®. This
technique will be defined as utilising these corporations' pressure to benefit income from
production in a tremendously brief time rather than specialising in purchaser desires and a
competitive environment, a movement that requires long-term monitoring!®. T%»%mmon

scenario has aroused a hobby in assessing micro-companies' advertising fu%ﬁg@ty. Although
m

most proceeding studies are cognizant of both large establishments and\small and medium-sized

businesses (SMEs), micro-organisation studies are constrained ¢ outstanding research is

needed to understand higher the factors that can be invo‘lvecmg)the selections related to micro-

organisations' advertising capability'!. @

Those abilities were selected to determian-)e\ma ufacturing area's strategic and operational
capability usage. Such functionality isc@h to replicate with opponents' aid over time on the
competencies and know-how o%%and abilities, creating a company-specific that further
results in companies gainin, ‘é&aﬁhed aggressive advantage and more desirable company overall
performance—fee control~functionality method cognisance of the pricing of products and
services of co e@) . Agencies utilise the fee management capability to set up appropriate rate
techniques@ cértain patron segments'!. The ability for product control requires the adaptation,
delivery,band preservation of products and services to meet customers' needs. For product
management functionality to be practical, it has to be cognizant of the needs and wants of
potential clients. Channel management is the act of handling the connection with channel
individuals—the act of maintaining valuable relationships, including purchaser relationships in

the coverage region!2,
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Advertising conversation functionality is a technique of effectively interacting with prospective
and existing customers. Communication advertising abilities encompass advertising, public
relations, and personal income!?. Decisions on repeat purchases and disseminating new
information to potential customers depend heavily on communication. The cognitive dissonance
of customers is also lessened by engagement with marketing. Obtaining, assembling, and
deploying the proper resources are all part of marketing. It requires putting mark@strategies
into practice and coordinating various resources, including the procure. Q@f goods and
services, hiring personnel, and staff development, all of which must be integrated and used
. &*x
effectively'®. There is no denying the technology's uncertain role}fs\wironmental sustainability.
Improved environmental efficiency, defined as "the m@%’ economic and environmental
performance," is supported by the technique'*. Th‘@ﬁo denying that technology's role in

promoting environmental sustainability is ﬁ@s defined as "the ratio of economic and

environmental performance," the techniq& otes increased environmental efficiency. In this

view, marketing focuses on intemal@'extemal factors, including product, pricing, location,

and promotion, which are aff@ ongoing changes in the environment where the business is
'\

trying to reach a mar@

affect the market Na ring the product. Therefore, the ability to advertise and sell various

ver, it must figure out how to incorporate innovations that can

goods has %onnected to marketing skills, which include unique components that are
challe@go imitate. While this happens, customer connections with product managers

improve the market strategy by giving customers a considerable edge.
2.1.2 Product Development Capabilities

Product development is an essential marketing skill for successfully and sustainably introducing

new or modified items to the market successfully and sustainably. Throughout the process,
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businesses must figure out how to adapt their products to foreign, untapped markets while
improving their financial performance!®. Innovation in financial services, whether in terms of
goods or business strategies, is essential for a provider to remain viable and competitive in
expanding markets'”. The financial services industry has been disrupted by technological
innovation thanks to new methods of creating and providing value to clients'®. Additional
investments in information technology (IT) assets, resources, and capabilities %Qb?tiﬁed in
light of this. The diversity of customer needs is expanding along with IT 1.V7t$@nt. Financial

.3

service providers (FSPs) must also improve their procedures to sa}%l and even exceed the
olders!2°,

expectations of their clients, who are the most potent yet unstabl@

Q

Understanding client pain points is essential to develo@@ executing a compelling customer

value offer that satisfies their varied financial service heeéds. According to a researcher, financial

products and services are characterised by C@c@ alue propositions (CVPs) like affordability,
accessibility, ease of use, service reliabil%,and security. These CVPs are necessary for FSPs to
attract and keep customers. FSP&{&continuously evaluate their customer value propositions
and product fit in light of shif%gxconsumer habits to attain and maintain these features in their
goods. One such stra egy%%e ongoing evaluation of product development procedures. This is

unquestionablé tk@dse; particularly when emerging non-bank financial technology (Fintech)

companies 66 n the market leaders and upend them with new value propositions.

A new&mct or service is introduced that has been greatly improved in terms of its features or
intended applications. This can include advancements in technical specifications, materials,
components, software integration, user-friendliness, and other functional qualities?>. Determine
the level of change involved in product development to determine whether it is radical or

incremental. An organisation, industry, or society experiences significant changes as a result of
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radical advancements which deviate sharply from the status quo. On the other hand, incremental
developments primarily strengthen the existing organisational skills, only necessitating minor
deviations from current procedures. The significance of scale and scope economies in creating
and expanding mass markets is highlighted by incremental advancements. Minor, incremental
improvements to current items are essential to creating more competitively sophisticated

products to improve performance?*. &b

Financial product improvement calls for the commitment of vital assets %dge of patron
needs, characteristics, and behaviour’s to benefit the adoption, )@u’ﬁler satisfaction, and
continuous use of economic services**?>. Well-evolved econ@%\ierchandise yields benefits,
including progressed market shares, better profits, r t@i fairness, customer loyalty, and
lengthy-term survival®®?”-28, For brand new merché to succeed, companies have to ensure
that product development methods consi@g)édf ideation, prototyping, checking out, and
launching should be cautiously and syste@ically executed?’. Past the cost proposition, the pilot
and launch techniques that FSPr%)%can also affect product popularity. Therefore, there may
be a need to be revolutionary~iiside the product development method. Such approaches require

an equipped crew, g@l)@e tional strategies, and a strategy for managing emerging product

risks. 6\»

It is mi %ystem that leads to introducing new merchandise into a market as a reaction to a
markre&sibility by logically combining a fixed of activities. Product improvement practices
(PDPs) are a described set of tasks, steps, and phrases that describe the requirements. An
organisation repetitively converts embryonic thoughts into sellable services or products®’. They
are company practices that translate into improving and releasing recent merchandise as a

reaction to new marketplace possibilities. Product development practices (PDPs) are success
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drivers of the latest product development efforts because they are correctly implemented; they
can positively impact an enterprise's marketplace proportion, profitability, and long-term
survival. PDPs include practices that help commercial enterprise groups arrive at first-class and
viable merchandise that meets marketplace desires and can seize the company's cost even at a
growing price for customers®®. The idea affects three vast components of organisational
achievement: operational, financial, and advertising performance. Nguyen, Ngu@ﬁan, and
Matsui, noted that practices which include the development of product y , studies and

development (R&D), and innovation could translate into fulfilling a ng&ng uct!,

It is crucial to word that how nicely a new product plays&\rases of overall economic
performance, customer adoption, growth in market ier %e, and customer satisfaction is a

feature of the product improvement practices that the adopts?2.

Hit products need a sturdy product d Ve@}t group to conduct practices that foster the
fulfillment of evolved merchandise? duct managers need to, therefore, recognise the
commercial enterprise effects ot%ﬁuct improvement decisions and want to have the correct
product development pract% '.\place“. Regularly, product development managers need to
isolate the reasons fomthe poor product overall performance and may address them personally.
However, a x@of these factors may exist. Product improvement practices intend to fulfill
custo es even as preserving a focal point on profitability and business sustainability.
Merchandise is one measurement of competition inside the monetary services area. The practices
producing the products need to get good enough interest. They are essential to improving the
first-rate of services to promote patron adoption, purchaser delight, purchaser retention,

profitability, and lengthy-term sustainability.
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2.1.3 Price Competitiveness

Pricing is the final payment made in exchange for a product or service. In other words, this refers
to the value placed on a product or service, and pricing strategies are how businesses set prices
for the goods and services they offer before entering a market and once they are established
there®>. How a business sets its prices is a significant factor in determining its ultim\ evel of

success. Successful businesses pay close attention to the four pillars of the @eting mix:

product, price, place, and promotion. Nevertheless, many bﬂ%}es concentrate

disproportionate weight on advertising, often at the expense of the pﬁ@ Structure?®.

A
Even with this, pricing is vital to a company's success, and Q%'%%rrect valuation of costs could
hurt sales and revenue. Much consideration must be gi éQ} the pricing strategy and how things
are priced because consumers often use the p.riK judge the product's perceived quality. It is
well established in the marketing literature @ice is one of the five Ps (Product, Positioning,
Place, Promotion, and Price) that r@ the marketing mix and work together to attract,
engage, and convert consumers in\tb,bh:yers”. A company's pricing strategy is the method it uses

: : N : : .
to set prices for its produﬁQ[ compete in the marketplace. Factors like market conditions,

competition behavious, _trade margins, and input prices are all considered when developing a

pricing strat@ designated customers and competitors are the focus?®.

Due t@ors such as increased competition, grey market activities, counter-trade regulations,
regional trading blocs, the emergency of intra-market segments, and variable exchange rates,
pricing has long been one of the most challenging issues in marketing®. Customers' opinions of a

product's quality change when its price changes. Because high prices might make people feel
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cheated, and low prices can mislead them about other aspects of a product, like its quality,

finding the optimal price point can be challenging®.

Scholars argue that pricing techniques, such as non-intergraded competitive pricing, are
grounded in the company's marketing configuration. The financial, commercial, and
psychological aspects of pricing were all taken into account by the researcher who un@\%red the
findings*!. Scholars highlight that external members of a firm only sometimes ce”innovation
and positive movement of pricing strategies and their application, as‘%}ced by positive
ongoing achievement in sales*’. They understand that pricing ctn@x"is a challenging and
intricate part of the marketing environment that require%&%}ing supply and demand
interactions. A company's ability to achieve its goals, @t share, and profit index can be
facilitated by the various pricing techniques at its sal. Retailers can choose from several
different pricing techniques. Each is well-@)& specific market*. The High-Low pricing
approach and the Daily Low pricing stra‘%@ are two examples. Under the Daily Low Price Plan,
as opposed to competitors that gﬂe\gﬂodic unilateral promotions, the store always maintains a

consistently lower price. Lé%eh average prices and no differential between regular and

advertised prices chau@s%e 5ECDLP, a pricing approach**.

Profitability Saer financial outcomes, as well as non-financial consequences like product
positk@vality, and distribution, are heavily influenced by a company's pricing strategy®’.
Given the fundamental role prices play in generating interest in a company's goods and services,
this is crucial to the continued success of commercial banks over the long run. Profitability is the
result of optimal pricing*. Effective pricing, as pointed out by a scholar, is the fruit of the labour
put into developing and marketing a product. Even if reasonable pricing cannot save a business

that botches the first three steps, bad pricing can kill any chance of making a profit*’. A pricing
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strategy's effectiveness is questioned if it does not mesh with the company's larger strategic aims
and objectives. Pricing strategy outcomes can heavily influence managerial and public policy

choices™®.
2.1.4 Technological Capabilities

The technological capabilities have been defined as the company's capability t&ut and

increase a brand-new system or product and improve knowledge and taleéfs,@ximately the

physical surroundings in a unique way and rework the know-how into instsuctions and designs
for the efficient creation of the preferred performance®. Tec@g' 21 capability includes
technical mastery capability and the capability to ampl&%ﬁﬂ install the company's core
capabilities, effectively combine the specific strea @nologies, and mobilise specialised
sources at some point in the firm>°. Moreover, ‘e&ological capability accommodates the body
of practical and theoretical understanding, s@es, experience, strategies, and physical gadgets
and devices’!. Technological functi% represents a firm's advanced and heterogeneous
technical sources which are metieulously associated with the layout technologies, product
technologies, statistics anQ S ?n technology, sourcing, and integration of outside. Those

components of techn cal abilities are accountable for enormous, tremendous variants in a

firm's perfor @

The t@%gical functionality permits a firm to pick out, gather and practice new outside
expertise to increase operational abilities, which end up in attaining advanced performance. Via
effective technological functionality, a firm creates and can provide new services and products in
a better and greater green manner that nicely satisfies the customer wishes, consequently

enhancing the general achievement of the company's further product improvement and
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performance>. Hence, the technological capability allows SME corporations to undergo the
effects of dynamically converting commercial enterprise surroundings at some stage in the life of
a commercial enterprise, right from the startup to the age of corporate social obligation. Robust
development of technological functionality in SME companies entails becoming open-minded to
improving technological surroundings, endless accumulation of valuable know-how, and
deploying the modern-day technologies effectively®®. Therefore, a compelli@n(gture of
appropriate operational competencies complements the energy of a com .N%echnological
capability. The technological capabilities has been established. in %r&nitting companies to
increase and supply special services or products to clients %\nsure effective consumer

relationships that beautify performance®. . '\QQ

S

Technological capability contributes to fulfilling hi@anges of overall economic performance
for companies since it permits incremental @.pjgxb ents from the use of recent technologies®®.
Getting entry to a much wider variety @e latest technology options can affects the product
cycle time, the velocity of CW innovation, release and time to market of the latest
merchandise, product improvement expenses, and fulfillment in growing new products, and is

taken into consideratién aglg' al factor of information and talents for the firm>’.

N

Technologic ility is the potential of the business enterprise to execute any proper
techni @ction, including the capability to increase new products, procedures, and
technological expertise to attain higher ranges of organisational efficiency. Via technological
functionality, the employer can take advantage of an aggressive side in the enterprise, especially
in an excessive-tech environment, together with the chemical, digital, or pharmaceutical

industries>s.
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Technological functionality is critical to gaining an aggressive advantage as multinational
corporations seek to boost the transfer from era gadgets placed in developed countries to its
subsidiaries established in growing nations, such as China, Russia, Mexico, Brazil, and India*.
However, relying on the diffusion capability of home technologies, the use of a starting place
may additionally have a decreased technology internationalisation fee, including in Ind(iabéo.

A few reasons that can justify advancing technological functionality are the @% growing
and maintaining inner skills, adjustments in technologies underlying th '}u ated machine,
R&D, closer relations with universities, studies institutes, Specialised suppliers,
improvement of latest generation components, lengthy-time ps@%\adget integration skills, and

™

is' a superb predictor of product

company internationalization®'. Technological ca%'y&

innovation, but high levels of technological function might also prevent the product from
generating innovation®?. To reduce this im@ﬁy rs have to search for markets that display
technological growth capability (the biot%ﬁnterprise, for instance) and market innovation®?.

2.1.5 Promotion \)

'\
A scholar described r@’% as a social and management method through which individuals

and organisations ngulre their needs and desires by producing and exchanging goods and
services at a profit: According to the American Marketing Association (AMA), marketing is "the
execu@%usiness activities that guide the flow of goods and services from the point of origin
to the point of consumption"®. Verbal exchanges that enlighten and persuade consumers,
businesses, and government institutions to buy a company's product or service are called

"promotion"®. Five primary forms of communication make up the ad:
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Marketing is one of the most used approaches to promoting a product or service. Brands can use
digital and analogue advertisements to raise brand recognition and interest. Mass market
exposure can also help with advertising, and it is a cost-effective publicity strategy. Marketers
can employ a variety of advertising and marketing appeals to pique the interest of their target
audience®®. %

The importance of personal selling in the B2B setting must be consider &rpersonal
communication, including personal selling, is a significant factor in pur \ is a powerful
type of interaction since the sales team can quickly respond to. tbéss'tbmer's problems and

queries, satisfying their needs and influencing the buying pro%&%ong-term relationships with

customers can also be effectively built through priv%@%ﬂgm.

Income promotions: a powerful tool for driviqg@ and incremental revenue growth. Business
owners can increase sales by increasin dQ(l;}ts, offers, coupons, and competitions. Despite

their short-term success, sales promo% ntribute little to developing lasting connections with

customers®s. \)

'\
Public family membe I@Q’an attain segments that do not reply to commercials. Public family

members include 6&{? releases, features, events, press conferences, addressing any controversies
about the e@, and so forth. That is called media relationship management. Instead of
imme addressing purchasers through commercials or income promotions, this

communication shape creates a more tremendous diffused buzz around a product or emblem®.

Direct advertising: entails communicating with customers without delay, in other phrases,
without using any intermediaries. Direct advertising includes email, catalogues, mail, SMS, and

telemarketing. Direct advertising is effective at achieving a specific target organisation or
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demographic. Marketers can customise messages to match the target phase's wishes, and direct
advertising and marketing might also inspire two-way verbal exchange. Nevertheless, clients
may sense uncomfortable whilst bombarded with frequent direct communications®’. A strategy is
a comprehensive plan of movements that involves applying skill and understanding to attain
organisational vision and assignment statements which typically cause the attainment of
organisational desires and objectives®®. Brand managers can spot market opportu%@and gaps
thanks to the promotional plan, and businesses may track the results y %&r marketing
communications. Promotional goals are derived from business and marketing strategies. On the
. !
other hand, promotional strategy is a marketing concept that in'&@gas selecting a target market
and creating the best promotional mix to sway and persua(@geonsumer's consumption pattern
to enhance organisational performance. If everyon@ organisation knows the promotional
initiatives' objectives, organisational perfor&@ll be improved. Promotional activities are

communication tasks like raising aware%' fostering favourable perceptions of the business
or good (s). Compared to its expec tputs, the actual output or results of an organisation

make up organisational perf‘c%lan e (or goals and objectives). According to a study, three
'\

distinct areas of compC};&

1. Financial @Vrmance (profits, return on assets, return on investment)

es are included in organisational performance’:

2. Q@t—market performance (sales, market share)

3. Shareholder return (total shareholder return, economic value-added)

The word "organisational effectiveness" is more general. Organisational performance is a topic
that interests experts in a wide range of disciplines, such as strategic planners, operations,

finance, legal, and organisational development. Recent years have seen an increase in the number
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of organisations attempting to manage organisational performance using the balanced scorecard
methodology, where performance is tracked and measured in multiple dimensions, including
financial performance (e.g. shareholder return), customer service, social responsibility (e.g.
corporate citizenship, community outreach), employee stewardship, organisational performance,
performance measurement systems, performance improvement, and organisational engineering’?.
Successful organisations are crucial for developing countries because they play a %@cant part
in our daily lives. As a result, many economists liken organisations and ins$ Y % to an engine
that drives advancement in the economy, society, and politics. Thg%rgmotional mix, which
includes advertising, personal selling, sale promotion, public rel@t\\;d and direct marketing, has
been viewed over the years by some eminent authors® as&g'eing functions like stimulating
demand, boosting sales in a specific geographic are@%ing profit, increasing market shares,
fending off competitors' strategies, and retaini ustomer loyalty or patronage within the
company. On the other side, a firm or %’gation's promotional policy is a set of rules and
regulations that specify how personn to engage potential customers in promoting a good or
service”®. Thanks to the pro t;%ﬁolicy, the corporation may manage the message it sends
about the product or s @édecide what actions its staff should take when interacting with
outsiders. When re egi)atives meet with clients to promote a good or service, Nestle, Unilever,
and Coca-Ccf%rQinstance, may believe that they must go by a promotion policy. Since they
had th@gay over how the household's disposable income would be spent, the heads of the
household were the focus of the promotional approach’. The marketing department is
responsible for choosing the most effective promotional strategy in a specific customer

demographic setting. In a societal sense, marketing is any exchange activity meant to satiate

human needs. Marketing is a system of commercial activity created to plan, price, advertise, and
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distribute goods and services that satisfy market needs’®. How a business can accomplish its
immediate tasks, goals, and strategic objectives in terms of long-term survival in the face of

change is marketing’>.
2.1.6 Firm Performance

Accounting-based and market-based measurements are methods for thinking&ﬁ&ﬁt firm

performance. The renowned accounting metric used to assess a company's @al efficiency

is Return on Assets (ROA). ROA can be used to compare the profit eazned over time and
AW

between firms because it does not compound by utilizing mark%N and is unaffected by

changes in the company's market value’, ROA can be, u@ gauge a company's financial

performance’. Q‘Q

The tangible and intangible investments mzi;'@iinesses pay off in the form of consistently

good results for the firm's success. The%'r mance of a company may be financial or non-
financial. According to some re@ , a company's reputation, public image, sales growth,

.\
performance”. A fi @ng improvement in financial metrics, including profit after tax,

market share, goodwill, and ?ff evotion and happiness may all contribute to its long-term
return on assets, rem on equity, net income margin, and return on investment, among others, is
referred to as cial performance, according to this definition. Since firm performance is a
multi@smnal concept, various performance metrics are necessary’s. A researcher defined
business performance as the result or accomplishment impacted by the company's operations
using its resources. A company's performance has improved over time due to its shared ideals.

This study used market share, profitability, and sales growth to gauge a company's

performance’®7°.
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2.1.7 Sales Growth

Pressure to reach ever-higher sales targets increases as businesses become more optimistic about
growth potential. Due to these factors, boosting the economy's sales performance requires using
reliable and driven data for fundamental marketing functions, including strategic planning,
locational planning, resource planning, and compensation schemes. The amount of acta&work a
person performs, or the degree to which that person represents actual ;&, is called
performance®®. Strategic marketing techniques are ineffective in ﬁ@ompetition and
aggressive consumer bargaining. Creating value that the consumev&m’és not consider while

A
deciding is the secret to marketing success. %'&%

The influence and size of behaviour are considere @ in sales performance. Salespeople
who place a premium on performance view }l@les achievements as proof of their ethical
performance®!. As a result, they have di cer_e}a favourable correlation between the effort put
forth in the work of commitment and erformance. To put it another way, those willing to
sell need to put in more effort at k, which will directly affect how well the job is done”.
Action plans assist in man@?mderstanding, and improving our company's work. When we
reach our goals, whe chstomers are happy, when our processes are statistically regulated,

and when a Q adjustments are required effective performance metrics inform us of how

well v@ing&.

2.1.8 Profitability

Profit and ability are the two words that make up the term profit. For-profit refers to making
money, and the word and ability indicate the organisation's capacity for doing so. Profit is the

capacity of a specific investment to provide a return on its capital. While profit is a complete
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definition, profit is a related notion®*. In accounting, profitability has a long-term objective for
market expansion and product success. By comparing revenue and associated costs, the business
calculates its profit. Costs are frequently contrasted to income, which helps to produce that
income and assess profit. To survive and expand long enough to stay relevant in the marketplace,
businesses must turn a profit®*. Profit and profit are two distinct ideas despite being
interconnected and interdependent. In other words, despite their familiarity, they %}}y distinct
roles in the company. Profit is insignificant in comparison to a company's y %ness. Lower
earnings are not usually a symptom of organisational sicknesgﬁlgwr do higher profits
automatically indicate organisational effectiveness. Therefore, @15 not a crucial factor in

comparing an organisation's effectiveness and financial pe{&ggnce. Profit analysis is regarded

as one of the best techniques for evaluating expendi&@’%&ctiveness and the funds' output®.

Profit is occasionally seen as "mean, ordina@ which is part of the cost (unexplained) and
not at all included in the business's pro@t is regarded as an opportunity cost because of the
time an owner spends managin%%siness when they could be managing another. In other
words, the business owner w. to know that the same amount earned by doing one job is equal
to time compared to @Q’% she can do earned while doing other work. This is known as the
profit of a busi eé\vhich is seen as the precise amount that the business owners consider to be

worth their@m in doing so%3.

The entit; may also be seen as capital returns to investors, including business owners, equivalent
to the return that the most significant investor would expect (in a safe investment) and risk
compensation if not incorporated in the production plan®®. To put it another way, the price of

typical earnings varies within and between industries, along with the risk involved in each
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investment and the type of return on that risk. Businesses have no motive to enter or leave the

industry because long-term economic justice results from actual competition conditions.

Along with profitability being a crucial component in starting a business, job satisfaction is a
healthy goal that any company aspires to. Profitability provides unequivocal evidence of a
business's revenue and how successfully it has been managed. When an organisat{% cannot
make the necessary profit, the investment may be volatile; if this trpn@ﬁnues, the
organisation may eventually cease to exist. Profitability evaluates the cﬁ@'s capability for
profit and the return on investment for security analysts, shareh()@,'\and investors. For a
business to be successful overall, profit is necessary. Und%gl?}ing interest rates benefits
shareholders, creditors, potential investors, bankers%@ment& Another advantage is that

the past report card is the future's gold star®’.

%

Since strong growth is likely to endure W@)%‘ﬁts being made for internal reinvestment, an
organisation employs profitability as é)@ﬁcant performance metric. Growth of this size could
be considered when calculating o | profit or return on assets. Successful businesses need to
be profitable. Earnings ar gial indicator of success. However, according to Delmar and
Davidson, the relatio inetween scale and profit is only visible when businesses are combined
or over the Qn in single organisations. Selecting the related profitability indicators that
best re corporate expansion and economic growth components is best. The repercussions
of understanding the economic crisis are manifold. Models were developed to investigate how
capital expenditure and resource allocation will impact the multi-resource donation obligation's

strong efficiency growth and profit expression®’.
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2.1.9 Market Share

Market share measures a company's overall market sales over some time or its portion of the
industry. By deducting the company's cumulative sales from the industry as a whole at the same
time, the market share is determined. It can also be described as the percentage of a company's or
a product's overall market capitalisation. Market share is seen as a crucial metric @©f market
competition, or how well a business does compare to its rivals. Managers can a&%\he primary
and chosen demand in their market using this statistic in conjunction‘@hanges in sales

income. Gaining shares from other companies is more expensive a@gs'é profitable than total

C:,
&
S

ong-term issues that call for tactical

market expansion.

On the other hand, losing market share may portend
modification. Market share for any product {&garded as a precursor to potential future
possibilities or issues®®. Additionally, st di@e demonstrated that market share is desirable.
However, experts do not suggest u@)@%aﬂ(et sharing as a benchmark for evaluating the
performance of rival enterprises o a criterion on which economic policy should be founded.
He has advocated for a s %?1 which businesses decide how well they are performing by
considering how eacCcﬂoice will affect the market share of their rivals. To determine, it is
typically ne approve market research (typically desk or secondary research). However,
there tions when one can estimate a company's market size and share using only basic
research. ‘Increasing a company's market share through acquisition or growth is a proactive or
aggressive move’®. They claim that companies use market share to gauge their competitiveness
over other businesses in the same industry. This enables the organisation to accurately assess its

performance each year and determine whether a business performs better or worse than others in

the same sector®®. However, a scholar defined market share as the portion of sales of a specific
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good or service in a specific region that a corporation controls. Managing market share is thus a
crucial component of corporate management®’. A scholar asserted that the market share does,
however, reflect the company's current competitive position in the market. According to him,
businesses with a significant market share are thought to meet customer wants better and, as a
result, have an edge over smaller competitors®s. %

Better performance is the effect of market share rather than its cause. Due to .ex%%;ﬁf\efﬁciency,
there are profit differences between businesses. A direct correlation size and profit
exists in successful businesses since they have a substantial markeb\ﬁéseﬂand make significant
profits®>. Companies that are well-run and have a competitiv%i%\ntage expand more quickly
than their rivals. Through lower pricing or superi%@, highly qualified and competent

companies increase their market share®,

S
2.1.11 Sustainability §_)

The idea of sustainability is broad; @3%6, the following parts are devoted to explaining the
concepts, models, and comp@%s of the sustainability portion of this research project. Since
sustainability cannot @ged separately for commercial objectives, other types must be
defined, describin&‘{? essential steps for incorporating sustainability into corporate governance.
The reviews‘%ed in the Sustainability Tools area are warranted since the donations aim to
highli@ucial steps to be taken in the implementation of sustainability and the tools that can

be created at each stage of the process®’.

A standard definition of sustainability keeps a firm operating. Another frequently used phrase in
this context is "business as proof of the future"*®.Some scholars’ talk about achieving success

today without sacrificing requirements for the future®. The Ford Board of Directors established
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the Charter of Sustainability Committee with a focus on sustainable growth, which is defined as
the capacity to satisfy present customers' needs while considering those of future generations®'.
A company strategy for sustainable growth incorporates value creation while reducing costs and
enhancing short-, medium-, and long-term well-being. The Employee Center for Employment
and Development cites enhancing the social, environmental, and economic systems under which
the company operates as the essence of corporate sustainability®?. This introduceség\oncept of
a three-pronged focus on organisations pursuing sustainability. Some scho. q@o assert that

sustainability entails simultaneously concentrating on economic, %@1\, and environmental
e_

N\

performance, also agree with this®>. The emergence of so-call@l ottom-line accounting,
which will be discussed later in this paper, may be conne&&@o this idea. The organisational
culture may be more directly linked to stability v@ company than specific policies and

practices. Some scholars point out that organis'aﬂ@ reate sustainability policies. However, they

underline that these policies are meant to‘ad e a core culture of sustainability, with guidelines

emphasising the importance of th@ironment, society, and financial performance®. By

expressing the values and b lie}{hat support corporate objectives, these policies aim to
'\

encourage a culture ofc)%%i ity.

Similarly, sust 'n@ﬂy is described as an organisation's capacity to hold onto invested resources
to carry oué%ivity effectively and efficiently over an extended period®. Sustainable means
that t@mmunity may use no non-renewable resources. The ecosystem's capability for
management and the input-output models the app uses can account for this. Creating sustainable
jobs or preparing for a time when resources are unavailable is two ways to deal with
unsustainable employment. Businesses frequently put more emphasis on sustainability by using

resources more effectively®. It is fundamental to organisational success and intertwines with all
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other crucial spheres. In order to be effective, sustainable strategies must consider strategic
direction, ethics, governance, management procedures, human resources, the impact of service
delivery, financial resources, and external relations. A clear policy and strategic direction, the
abilities needed to draw resources from a variety of domestic and international sources, the
abilities and skills needed to effectively and efficiently manage resources, and any attempts to

reorganise the organisation are found to be the minimum requirements %}ustainable

organisations”’. E ‘\QO
4%%

2.1.12 Government Policies . \

S

According to the Merriam-Webster Online dictionary, a .p(&&)' a path of action picked from
other options to direct and decide on present and fut ons”. The distribution of resources
and the setting of prices can also be considered Qﬁgonents of the policy®®. As a result, a policy
symbolises a specific political, moral @ematic idea. Government policy represents
conceptual or informed presumptions ﬁ@’ what is necessary to address a specific problem or
set of problems. Government M is any course of action intended to alter a specific
circumstance. Govemmentn@r.}n Nigeria is reflected in both provincial governments. Hence

N

it may originate from ayatriety of places®’.

Another ele;n%that helps explain organisations' significance in the national economy is
gove%olicy, which includes regulations that increase organisations' efficiency and laws
that lower their administrative costs®®. The need to pay bribes to access public services and the
dependence on the justice system to obtain assistance from government institutions are
significant obstacles to organisational growth in developing nations, even though there have been

government programs to encourage and support organisations to improve their development and
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reduce poverty. The government has a policy of managing everything that occurs in the economy.
Notably, industrialised nations have sustainable policies and tactics that occasionally make

institutions sustainable since they understand the value of principles®.

A policy functions as an internal administrative law directing appropriate company behaviour.
The organisation as a whole will be affected by the policy's structure, implemenm&)n, and
decision-making since it serves as a guide for the organisation as a whole. Thi Qs')%ecause the

™

entire organisation is a system made up of various sub-systems made‘%f various units or

sections outside of it'%, . \‘%'\

Primary policy functions include, among other things, diyidi&@f—%ninistrative and philosophical
viewpoints within the designated functional categori ‘@ﬁnes a pattern for accelerating and
controlling power flows. It gives authorised i@duals the freedom and direction to make
decisions and conduct actions in the a m@ion. It made decisions on how to respond to
situations and occurrences in the mtuéi}qlcourages self-assurance when making management
decisions'?!. Based on the aforemeftioned, government policies are the concepts and methods by

which the government e&@ its duties and directs administrative operations toward sound

administration and thestate's welfare. Government-sponsored policies have a significant effect.

Govemment‘;%es provide evidence on various topics, including the inflation rate, the state of
infras@r@development, the state of peace and security, and the state of human development.
The policy approach is a crucial factor in the tremendous influence of government policies.
When policies are not adequately implemented, regardless of how well-structured they are, they
frequently have a favourable impact on society!®. This is a flawed implementation because the

organisation's growth rate is used to gauge business growth. The rise of the workforce, financial
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obligations, assets, and opening of new shopping center’s indicate the increase'®. The
development of businesses is significantly influenced by government policy. This is because
government-developed and -implemented policies impact all facets of corporate running costs
and efficiency'™. Government policies considered in this study include taxation and trade
regulation. %
Taxation refers to the levying body, usually the state, receiving money eit @En\pelled or
arbitrarily. Taxation includes all mandatory levies, including wage dé%}ﬁs, capital gains
taxes, and inheritance levies. Taxation is a charge that must be paid @Shﬁbitants in a particular
area in order for the government to recoup its costs. This guara%g hat everybody who makes a
profit must pay taxes regularly. In order to achieve 'ts@, the government will always be
responsible for periodically evaluating the tax posit'@

Taxes are levies placed by law on citize s'%)}\:gs in order to finance government operations.

Hence, the tax base, the tax rate, and Q yield are the three components of taxation. Income,

profits, and assets are all example tax bases; the tax rate is the percentage of tax collected

% -
from the tax base. The ta)@presents the actual amount paid in taxes.

"it shall be the du@ every citizen to disclose his income honestly to appropriate and legitimate
agencies and‘%his tax immediately," Section 24(f) of the Constitution of the Federal Republic
of Ni 9 (as amended) states. Corporations are considered taxable individuals in Nigeria,
like any other individual or organisation. The Businesses Income Tax was first implemented in
1961 and subsequent revisions in 2007 and 2012. The Federal Inland Revenue Services collects
and distributes corporate income taxes in Nigeria. The Businesses Income Tax Act establishes

the rate at which all corporations must pay the tax (CITA). The imposition of tax and taxable
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income are addressed in Part 11 of the Company Income Tax Act, notably in Section 9!,
Accordingly (1) subject to the provisions of the Act, tax shall for each year of assessment be
payable at the rate specified in subsection (1) of section 40 of this Act upon the profit of any
company accruing in, derived from, brought into, or received in Nigeria concerning (a) Any
trade or business for whatever period such trade or business may have been carried onlg6.b

(b)Rent or any premium arising from a right to any other person for the use or %%ps}ion of any
property; and where any payment on account of such rent as it is mentio%'n\fhls paragraph is
made before the expiration of the period to which it relates and is.in&e& for this paragraph in
the profit of a company, then, so much of the payment as relate@&%}y period beginning with the

date on which the payment is made shall be treated for @urposes as accruing to the period

beginning with the date on which the payment is due!

Any amount deemed to be income or ro@er a provision of this Act or, concerning any
benefit arising from a pension or pro fund, the Personal Income Tax Act; (f) Fees, dues,
and allowances (wherever paid)wervices rendered; and (g) any amount of profits or gains

arising from the achISltIO\'@ isposal of short-term money in a financial market'%.

Nigeria levies a ta%QrSﬁ)e earnings of corporations called the Companies Income Tax (CIT)'%,
Also included\is“the tax levied on the earnings of foreign firms operating in Nigeria. Limited

liabili@% including public limited liability companies, are subject to the tax.

Profit, or revenue less costs, is the basis for calculating a company's taxable or corporate income
tax. Wages, the depreciation of fixed assets like buildings and machinery, the cost of raw
materials, marketing, and interest payments are all legitimate business expenses that can be

written off when calculating net profit. The corporate tax structure provides many benefits
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intended to promote certain forms of behaviour and to assist certain businesses. These benefits
are officially defined as corporate tax expenses that provide preferential privileges, allowances,

exemptions, exclusions, and tax thresholds that result in a government loss of revenue!%.

Trade restrictions are commonly characterised as government laws, regulations, programs, or
practices that shield domestic products from foreign competition or artificially boost ceéports of
particular domestic items. Even though they occasionally have a similar i ::&,restricting
corporate practices is not typically recognised as a trade barrier%}mment-imposed

restrictions and policies that limit, forbid, or obstruct the intematio@eﬁhange of goods and

D

producers to help them compete against forpi@oducers are all examples of trade policy.

services are the most prevalent foreign trade obstacles!'"’. %'&%

Import taxes, quotas on the import and export of items, and subsidies for domestic
Governments frequently enter into bilat: ra@ agreements with other nations to lower trade
tariffs and other barriers, create a fre& area, or create a common market. Some firms may
benefit from this, but it may alsong€sult in more competition abroad. Trade sanctions or an
embargo on another count %@0 more ways that barriers might be raised'%. The commercial
and volunteer sectorsggﬁicularly employers, are expected to carry out a wide range of activities

on behalf of ernment, including collecting revenue (PAYE, National Insurance & VAT,

for ins%%nd providing benefits (tax credits, maternity pay).

Since trade liberalisation and integration have characterised the last 50 years, economists have
demonstrated that increased trade leads to higher economic growth. While trade can increase
national welfare, recent estimates from developed and developing countries show that labour

market adjustment costs matter. There are better strategies than regulating trade, defined as
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raising or removing tariffs and other trade barriers, to help lower-income employees who suffer
from trade-induced losses. Policies that lower adjustment costs may boost aggregate welfare

more than regulating trade flows does!'®.

Different kinds of tariff systems may be put in place by the government of a specific nation to

safeguard the interests of local producers, dealers, and service providers. . ®

A\

Conventional Tariff System: Under this system, save for a country wit ‘\KG% the bilateral

agreement was entered into as a part of a particular treaty, a uniform tariff is applied to imports
. . . XN . .

from all other countries. Generally, special treaties have been enteee;k ta with specific countries

due to political, racial, or regional relations. Hence, the t@&es applicable for import and

export with such countries are preferential tariffs. @

Specific Duty: A specific charge rate is on 1@h the tariff duty is assessed in accordance
with the number of goods, commoditi%&: services involved (e.g., tonnes, numbers, skill
person-hours). Instead of per unit of @Jrement, if the duty is applicable as a percentage of the

value of the goods, commodiﬁ&or services, then it is known as an ad valorem duty.

Compensatory Tariﬂ(lbat?%hen an imported good is offered at a significant discount to its
domestic runni @é, a special charge is placed on imported goods to safeguard the interests of
domestic p@u rs. As a result, the imported goods will not be able to compete in the domestic

marke@h duty is known as compensatory tariff duty.

Countervailing Charge: The importing country will impose additional duty on imported goods if
imported from a particular country when an exporting country helps its goods to be exported by
the monetary support supplied through subsidy. To protect domestic manufacturers, such
additional duties are levied by importing nations on the import of such goods.
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The government is also imposing quantitative limits in addition to tariff controls to defend the
interest of the domestic players. This limits the number of goods imported during a given period
in a country. The government resorts to the quota specification and import license to impose
quantitative restrictions. A quota limits the total quantity of goods to be imported, while an
import license will limit the imports of an individual importer. To mitigate the situation of
foreign exchange shortage and maintain the Balance of Payment position, the gov@é@t would
like to involve control and restriction of the sale and purchase of fo .'gg@change. The
exchange control and regulation practice would be correctly carri;%qglt by regulating and
imposing import limitations on products, commodities, and sew@
. QQ’
N
)¢
2.2.1 Dynamic Capability Theory . \%
N

Dynamic capacities (DC) theory appeare% an alternate way to alleviate some of the limitations

2.2 Theoretical Framework

of RBV theory!'?. DC theory d ril%path-dependent mechanisms that allow organizations to
respond to rapidly changing enyvironments by constructing, integrating, and reconfiguring their
resource and capabili@ lio''". However, until the 1980s, there had been little interest in

strategic mana er@g Particularly in the 1980s, Porter's industry-based theory attracted the most

112

significant attention' '“. During that period, the RBV theory was the primary subject of discussion.

It Vie@a firm as a portfolio of human resources, tangible and intangible resources, and

capabilities; the capacity to creatively and effectively combine resources constituted "the firm's

nl13

capabilities"''”. According to this theory, a firm has a competitive advantage "when it is

implementing a value-creating strategy that is not concurrently being implemented by any

nl14

current or potential competitors"''*. A firm has a sustainable competitive advantage "when it is
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implementing a value-creating strategy that any current or potential competitors are not
concurrently implementing and when these other firms are unable to duplicate the benefits of this

strategy." These concepts are a result of VRIN resources!!>.

Regarding describing durable competitive advantage and superior performance in a dynamic
environment, RBV theory had some drawbacks addressed by DC theory, which’@derived
from it. The firm's capacity to integrate, build, and reconfigure inten% d external
competencies to address rapidly changing environments is what is mearf‘%.}Cs, according to
definition'!>. DCs, thus, are "the organizational and strategic rout@y which firms achieve
new resource configurations as markets emerge, collide, split, @&% and die"''®. A scholar made
a major contribution to DC theory by writing about e% -foundations for each of the three
following dimensions: sensing (identification and assessment of an opportunity), seizing

(mobilization of resources to address an c@}m

and to capture value), and transforming
(continued renewal "reconfiguring t siness firm's intangible and tangible assets")!'!’.
However, the theory has come&% heavy fire for several reasons, including the term's
vagueness, difficulties e iﬁg the merits of the theory's conclusions, difficulties
understanding the na@ Cs, and the lack of explicit models to measure these capabilities
and how they 1 \rganizational performance. The idea has also come under fire for needing
to be more@oe itious and fully explain how DCs function. DC theory has also been hampered
by a neeéd for more consensus regarding the nature of its fundamental ideas''®. Despite the
significant expansion of studies exploring the idea of DCs, the progress of the theory still
requires further collective efforts from academics to illustrate concepts linked to the theory and

how to link them to empirical practices within organizations''°.
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Dynamic capabilities show the firm's ability to integrate, build, and restructure internal and
external competencies to handle changing situations. Dynamic capabilities offer a
conceptualization and paradigm for enterprises to do that. In this study, the theory aids in
identifying the aspects (such as competencies, processes, learning, adaptability, decision-making,
and organizational skills) that should be impacted by new technologies and how SSCs may

change the demand for those capabilities!?. Q’)&\
2.2.2 The Resource-Based Theory (RBT) ‘@

RBT theory can be traced back to earlier research by Penrose, @%@ther researchers. This
theory highlights the organization's ability to leverage firm-s & resources, i.e. the company's
strategic resources such as physical, people, a d@lzatlonal resources, to acquire a
competitive advantage over other firms and a mplish greater performance'?!. The firm's
resource-based view (RBV) proposes th @rformance depends on firm-specific resources
and capabilities. A scholar puts fort ility, transparency, transferability, and replicability
levels as the key RBV determinan Some scholars argue that complementarily, scarcity, low
trade-ability, inimitabilityg@g(? substitutability, appropriability, durability, and overlap with

123

important industry vasiables constitute the primary business resources'=. A scholar suggested

that organizati Qay build skills that strengthen competitive advantage and improve market

perfm@@y utilizing intangible assets, including market orientation, knowledge management,

and organizational learning'?*

For a firm to grow both inside and externally, either through merger, acquisition, or
diversification, it will rely upon how its resources are utilized'?>. This suggests that no matter

how great a company's diversification strategy may be, it will not be able to be implemented if it
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has the necessary resources to support it. The scholar also postulates that although a firm's
performance is driven directly by its products, it is atlas determined by the resources that go into
its products. This way, resources are likewise crucial in implementing a product development
strategy. Market-specific resources, market-based assets, and market-based competencies are
crucial in boosting a corporation's financial performance in a marketplace. Even when

organizations build and implement market penetration or market development &fégles, it is

vital to consider those variables to succeed with such strategies'26. E‘\QO

The RBT suggests that a firm's competitive advantage is a functii{%{’é set of firm-specific
resources and capabilities that are valuable, rare, and imperf%‘%\nitable and for which there
are no commonly available substitutes'?’. This is so b c@source endowments are unevenly
distributed and not easily transferred and such unique immobility nature of resources qualify

the firms to become competitive by enab mg%é to use the combination of the resources

&

A growing body of empirical lité&y}e supports links between firm-specific resources and firm

effectively'?s.

performance, suggesting tth .\'s competitive advantage is a function of a set of firm-specific
resources and capabilities that are valuable, rare, and imperfectly imitable and for which there
are no com Qailable substitutes'?’. For instance, prior works of some scholars stress the
import f specific firm talents, competencies, and resources in the design and
implementation of strategies as essential factors affecting the competitiveness of different

organizations'3%-131132,

Furthermore, because (RBT) emphasizes the firm's resources as the primary determinants of

competitive advantage and performance, a scholar used a meta-analysis to demonstrate that
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strategic resources account for a sizable proportion of the variance in performance across extant
pieces of evidence'?*. This finding suggests managers should shift their attention from the
uncontrollable external environment to firm-specific factors. These literary works attempt to
explain how these resources continue to be sustainable in addition to bolstering the close
connection between RBT and firm performance!**. The method by which a firm can acquire
resources was also considered, and he contends that the asymmetries in comp%@x for new
resources are caused by the stock of resources the firm currently has. This f y ?g@ may further
imply that the RBT base for competitiveness gives enterprises the up&l%and to approach even

new resources, making them vital for a long'3>. @

Accordingly, successful businesses are those that discov @Q resources-based possibilities and
learn to make use of current resources-based ad Qes Hence, more significant marketing
resource deployment opens the door to a beQ)@k ting strategy, which raises the likelihood of
success in the market. Furthermore, t esources are crucial in understanding inter-firm
performance variances, and the nteract with one another in defining firm performance
results'3®. Thus, a solid con ahframework supports the notion that the link between resources
and firm performanc@@o able. However, for resources to promote competitive advantage,

they must be u ed@\he right ways through the right skills'?’.

23 R Empirical Studies

This section reviewed the works of other researchers in relation to their findings.
2.3.1 Market Capabilities and Firm Performance

Another study Linking Product Line Strategies to Competitive Advantage: An Empirical Study
of Nigerian Food and Beverages Industry. Using a self-administered questionnaire, information
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was collected from a sample of 278 employees from 8§ enterprises in northeastern Nigeria's foods
and drinks sector. Multiple regressions and Pearson's correlation were used in the data analysis.
All four hypotheses were validated by the research's findings, indicating that product line
strategies significantly affect the competitive advantage of the foods and beverage industries in

Nigeria'3.

A researched was examined on New Product Development Practices and the S%&h of Small
JIn

"N

mixed methods approach and cross-sectional research designs were u&ﬁ%&to establish the effect

and Medium Enterprises in the Greater Kampala Metropolitan Area, this study, a
of new product development on the growth of small and r@@i companies in the greater
Kampala metropolitan area on a sample of 226 senior c@rators of SMEs. Results showed a
significant association between new product develg Q processes and the expansion of SMEs.

Linear regression results demonstrated thateﬁ)ép cent of the growth of SMEs, according to

this study, was explained by changes in n%,product development techniques'’.

Q

A study on the performance of Nroducts made by manufacturers of fast-moving consumer
goods in emerging econonﬁ%ggrding organizational structure and firm-specific capability. A
survey approach \Ka d%ed, and 529 employees of fifteen FMCGs participated in the data
gathering. T lated hypotheses were put to the test using a moderated regression analysis.
The r Qof the moderated regression analysis showed that firm-specific capability
signiﬁﬁy improved the performance of new products. The introduction of a clear
organizational structure increased the effect that firm-specific capability was already known to

have on new products' performance, suggesting a moderator that was significant'4’,
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A study examined the capabilities for gaining competitive advantage through new product
development. The primary objective is to identify the customer requirement and design the
product using these capabilities to innovate something that can deliver value to the customers
and achieve a competitive edge over competitors. In order to get a competitive edge in their line

of business, successful companies leverage these new product development process capabilities,

as discussed in this article!'#!. &
L <L

A study was done on how network capabilities boost business f\@ performance—
information from the financial supply chain. The authors collect pa t® and adopt regression
analysis to analyze the joint investment activities among 13 %anufacturing firms and 289
financial service providers in China to explore how ne.@ capabilities, network power and
network centrality improve CFP in the FSCs. In t &s environments, network power (node
degree, clustering coefficient) and netwo(l)c;bfa ity (i.e., eigenvector centrality, closeness
centrality, and between's centrality) botl%orease CFP (ROA, ROE, and Tobin's Q). However,
Tobin's Q is harmed by node s%gg)from the network power stream, showing that when a

firm's partner has a powerfullinfluence in FSCs, this reduces the focal firm's flexibility and

capacity to bargain, I(Qe% 1ls long-term financial performance'#,

A study con @n supply chain management and organizational performance among Kenyan
textile a moderated mediation model of government support and environmental
uncertainty. The model was tested using a sample of 309 workers from textile and apparel
companies based in Nairobi City County. The study found that government support served as a
mediator in the relationship between supply chain management and textile company performance,
which was shown to be both positive and significant. The study also showed that the indirect

association between supply chain management and organizational performance through
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government support was mitigated by environmental uncertainty. By outlining aspects that need
to be considered, the study's findings established a new avenue via which the performance of

textile enterprises in Kenya may be approached!*.

A study on the moderating effects of legal ties and operational linkages in vertical stakeholder
collaborations for firm innovation in new product development. By emphasizing VapioUbt‘ypes of
formal mechanisms rather than just one type of formal mechanism for tyi &akeholders
together, the study adds to the body of literature on stakeholder groups.‘%'\rom a survey of
146 Turkish companies show that while legal bonds reduce the hkel Of vertical stakeholder
collaborations during technological upheaval, these collabora%&%ncrease firm innovation for
focal firms with operational linkages. Additionally, v %k stakeholder interactions increase a

company's ability to innovate in the face of technglogical change and boost the performance of

the company's new products'#, < . ‘\\‘

The baby-diaper industry in Nigeria é)@went a study on the moderating effect of customer
engagement on new product deve ent capability and performance. This study employed a
cross-sectional survey des@tﬁ a sample of 262 employees of the three producers of baby
diapers in Lagos S)ta\' igeria. To investigate two-way interaction hypotheses, a hierarchical
regression a 'g/as done. The results suggest that new product development has a favourable
and sigm @t effect on new product performance (R2 =0.273, F(1,260) =97.409, p =0.000).
With the addition of customer involvement as a moderator, further analysis reveals that customer

engagement explained the improvement in new product performance (R2 = 0.168, F (1,559) =

77.565, p =0.000)45,
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A study was conducted on Marketing capability and firm performance: The mediating role of
new product development and management innovation. This study employed a cross-sectional
survey design and a sample of 452 employees of eight FMCG manufacturers of FMCGs in
Lagos State, Nigeria. The multiple regression analysis to test the mediation hypotheses was
conducted. The results show that marketing capability positively and significantly affects firm

performance (R2 =0.414, p=.576, F (1,450) =317,344, t=17.814, p =0.000). F&érbanalysis
shows that when the interaction term new product development and man@ ovation was
included in the model as multiple regression analysis, (Adj. R2 .= OA§9‘3 (2,449) =344.,864 p
=0.000) reveals that while the coefficient of the interaction term & MI had a significant

effect (p =0.080, t= 14.390, p= 0.000) on firm perfor@ , the coefficient of marketing

capability became insignificant (p =0.054, t= -1.046% 296) suggesting that a full mediation

effect is established!°. . @

The effectiveness of new items was i%stigated concerning Chinese market dynamics and
governmental regulations. Only%&cademics have noticed the effects of market dynamics
and government innovation. €ver, many have developed models to analyse the elements that
affect how well new @)&&eed. The results of this study showed how directly and obviously,
government i oé}en policies affected the process of developing new products and the
competitiveé%tage of those products. Market dynamics did not considerably impact the
develc@n‘[ of new items, but their ability to compete was severely affected. The study also
showed how market dynamics and government innovation policies might affect different types of
firm product competitive advantages. Government innovation initiatives were likely to affect

various business types!'4’.
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The study examined how government policies affected the Nigerian foundry industry and how
far they had been implemented. This was done in order to create an acceptable and sufficient
policy framework for raising the performance of the nation's foundry industry. This study's scope
included two of the nation's geopolitical regions. For this study, four sets of questionnaires were
created to attain the study's goals. The survey's data was analysed using social science statistical
software (SPSS). Statistical analyses that were both descriptive and inferent@% used.
Although most stakeholders were aware of the government policies, the § .ﬁsg@md that they
were not involved in their creation. Low levels of policies and strat@&sﬂdlrecting the foundry
industry are being implemented. The lack of raw materials, er@g\}wer supply, inconsistent
government regulations regarding the importation of met@ products, outdated equipment,

inadequate infrastructures, policy discontinuity, and4a lackrof funding for R&D are some factors

limiting the growth and development of the ffu@ydustrym.

The impact of government green develo@nt policy on a firm's disruptive innovation was the
subject of another study. This @ased on institutional theory, examines how enterprises'
disruptive innovation behE iQur”)is influenced by local governments' green development

strategies using data ron@7 hinese manufacturing entrepreneurs. According to the empirical

findings, busi s@mers are more likely to adopt disruptive innovation strategies in areas with
1n§

green or su@'

firm. T udy shows that the local government's adoption of sustainable development policies

le development policies; the effect is more substantial the more prominent the

significantly impacts how businesses behave when it comes to disruptive innovation. The

findings of this paper enrich the research on the causes of disruptive innovation behaviour. They

also contribute to the institutional theory and the theoretical framework for disruptive innovation,
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and they support the specific application of studying disruptive innovation in the manufacturing

sector!®.

The case of Nigeria was examined in research on how government policies affect the growth of
small and medium-sized businesses in developing nations. Numerous studies found that the
government's measures had little positive impact on SMEs in Nigeria. This study e){@nes the
growth barriers for manufacturing SMEs and the prerequisite conditions th %1 t exist for
SMEs to gain from government-specific programs. The study used a quaﬂ@ technique based
on in-person interviews with 20 SME owners and managers in five igeria's six geographical
regions, 20 bank managers in Lagos, the nation's metropoli%& 20 government officials in

'

Abuja, the country's federal capital'*, ®

The relationship between government actions @tock market performance in Nigeria from
1985 to 2018 was researched. It used th F@odiﬁed OLS (FMOLS) model and the Bounds
cointegration test to analyze the lineé non-linear effects of policy interactions with stock
market performance. The Bounds ‘epintegration test result demonstrated a long-run linear link
between government polic %s.t\ock market performance in Nigeria. However, the non-linear
test result revealed th ly fiscal policy, as opposed to monetary policy, has a long-term link
with stock Qrformance. Both fiscal and monetary policies have a considerable impact on
stock Q@bperformance based on the FMOLS results. However, the contractionary fiscal

policy has a more substantial impact than the monetary equivalent'>'.

Additional research was done on entrepreneurship stages and government policies in South
Africa and Nigeria, two growing economies. This study was carried out in South Africa and

Nigeria, the economic centres of two growing economies in Africa, where most entrepreneurship
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occurs. One thousand two hundred questionnaires were distributed (650 in Lagos, Nigeria, and
550 in Johannesburg, South Africa). Descriptive statistics were used in stage one of the analysis,
while inferential statistics were used in stage two. Additionally, the most beneficial government
policies in each stage of entrepreneurship were determined using Principal Component Analysis
(PCA). The findings indicate some differences between the two economies' methods for
implementing policies. The policies' efficacies and inadequacies impacted %;gyeneurial
activity. The results demonstrate that the effects of governmental policies .f\g@)us stages of
entrepreneurship vary across the two countries!. ) \‘% .

The study looked at how government policies affected th%&%)rmance of a few Kenyan
manufacturing companies. 56 Chief Executive Offic r%&eneral Managers, or similar senior
management personnel of sampling businesses wi Qployment levels between fifty-one (51)
and two hundred people were surveyed as ;éj@ scriptive study design (200). By adding up
all of the codes from all 56 respondents mean responses on a Likert scale of 1 to 5 for each
test item were determined. The %@und that the performance of manufacturing businesses is

significantly impacted by probleis caused by a complex regulatory environment, unfavourable

customs and trade lavﬁs)@t ;’mnetary and credit policies, corruption and excessive tax regimes,

and workforce §n@bour regulations'33.

Ina s piece of research, the impact of pricing methods on the bottom lines of Kenyan

insurance’ companies is dissected. Descriptive research was chosen over alternative methods
because it more accurately conveys the current state of the research variables. On December 31,
2012, 45 insurance companies in Kenya were included as the study's population. The years 2008-
2012 were used to compile the data. This research used ten per cent of the sales force, or 900

people, from 45 insurance companies. Purposeful sampling was used to select two workers from
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each insurance provider in this study. The researcher used a questionnaire to gather primary data.
Descriptive and inferential statistical methods were used to summarize and analyze the primary
data collected from the surveys. Economy pricing, skimming pricing, penetration pricing,
premium pricing, price optimization tactics, and strategies for increasing profits were all
statistically significant positive relationships. Insurers' bottom lines improve when they adopt
techniques like economy pricing, price skimming, price penetration, price op%&%ﬂon, and
premium pricing. Profitability was strongly positively correlated with . % penetration
methods, premium pricing, and price optimization. Economy pri&gﬂ penetration pricing,
premium pricing, a price optimization strategy, and skimmin&év\fng were all found to be

Q

significant predictors of profit in a regression analysis!. * Q

S

The study results on the effectiveness of personal % ng efforts were published. Study A is a

summary of a licentiate thesis from 2002, @d

journals. Research A examined how S% in the Swedish industry offer their wares to other

B comprises three articles from academic

businesses (SMEs). Three resear@tives were answered in this study, all of which had to do
with the activities, people, rfocedures of personal selling in one of three different settings.
Quantitative methods@e)gls d in Study A, whereas in Study B, human selling relationships in
the industrial se \Nere analyzed. This included interactions between salespeople and both
internal co&a es and external clients. For a study of this scope, the sample size of 219
partic@ is minimal. The research was done at Swedish factories. There were 120 participants
in the study. Relationship-building and direct sales have a significant impact on business success.
It was suggested that personal selling be utilized to strengthen existing customer connections and,

in turn, bring those consumers back into a favourable fit with the company'*3.
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The impact of Hotel Pricing Strategies on developing a Sample of Hotels in Kenya's Nyeri
District was also investigated. A descriptive method was adopted for this study. A questionnaire
was the primary method of data collection in this study. The researcher employed Cronbach's
alpha Coefficient as a measure of data trustworthiness. The hotel guests who participated in the
survey were in Nyeri County. Information was gathered from respondents via a self-administered
questionnaire'*®, Frequency tables were used to display the findings of an SPSS %;‘&; of the
data. The hotel room price was found to have a positive and statistically si . relationship
with its number of bookings, according to a bivariate linear regress}o@lxsm.

Using a sample of 35 SMEs (Small and Medium-sized Busi%@%}in Romania from 2009 to
2012, researchers looked into the financial elements t at.@ SMEs' (Small and Medium-sized
Enterprises') functionality and profitability. The @s analyzed using ordinary least square,

and the findings demonstrate that manager@ tment decisions have a significant impact on

SME profitability, especially during time%ﬁ economic uncertainty.

Q

Competitiveness of prices and th&yeffect of government policies on chili in Indonesia were
studied. The goals of this n@gl? are to (1) determine the profitability of growing chilies from
both a business and c'%l standpoint, (2) assess the competitiveness of chilies from both a
competitive Qparative advantage standpoint, (3) evaluate the impact of government policy
on chili '%formance, and (4) develop strategies to promote chili development in Indonesia.
Privat& public returns from chili growing in Indonesia's production centers were found to be
high in the policy analysis matrix. It is competitive and offers comparative advantages as well.
Bandung district in West Java has the highest competitiveness thanks to its 0.416 PCR and 0.269
DRCR (private cost ratio to domestic resources). Tabalong district in South Kalimantan has the

lowest competitiveness, with a PCR coefficient of 0.857 and a DRCR of 0.556'%7.
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The impact of technological prowess on high-tech manufacturers' bottom lines was investigated
in a recent study. Descriptive quantitative analysis was used in this investigation; specifically,
multi-linear regression and path analysis were employed as statistical tools for hypothesis testing.
This research relied on secondary data collected by Indonesia's national statistics bureau,
BadanPusatStatistik (BPS). This research makes use of survey information gathered in 2017
from Indonesia's annual survey of manufacturing enterprises. There is a str%@relation
between a company's performance and its technological capabilities and va . Ag@nwg. Yet, the
value chain as a moderating component has no appreciable impact o@g\iness results. In other

words, value chain outcomes are equivalent whether or not techn’@ls used's.

The relationship between technological capabilities fn@pany success was the subject of

another study. The purpose of this study is to examinéshew Brazilian companies who have made
technical investments have fared economi }é thought that this link is beneficial on the
basis of economic development theo@d the experience of industrialized countries. 133
Brazilian companies were asses@ng a set of key indicators. It is not viable to affirm the

presence of a positive relati ipybetween technological aptitude and company performance in

the context of an emegi)@e onomy, where the majority of enterprises are based on low and

medium-low téh@sgy industries. Several factors help businesses accomplish this. Although

companies 6

technological capacity, they still managed to outperform the economy as a whole. The success of

ctors with a lower technological intensity invested less in building their

companies and nations should not be discounted as a result of these discoveries'>’.

Technical Capacity and Relationship Performance: The Roles of Power was the subject of a
study. The authors of this study plan to primarily rely on a quantitative methodology to analyze

the data and draw conclusions. Questionnaire surveys will be used to get the information needed.

65



The sample for this research will be drawn from the directory of factories that is maintained by
the Federation of Malaysian Manufacturers (FMM). In order to verify the hypotheses, this
research will use structural equation modeling (SEM). The benefits of maintaining long-term
inter-firm ties have been validated by past research. Researchers have found that companies that
work together reap benefits in both overall business success and prospects for new product
development1%1%°. The results of the literature review supported the idea tha@bmological
proficiency can give supply chain participants a strategic edge. Having t 1 ?@of authority,
however, could lead to an imbalance of influence and ultimately han&thg working relationship

between businesses' . %‘\\d
)

Product innovation, trust, technological aptitude, an@ Qorations were also examined in a
separate study aimed at improving export perf(§1 (a study on the furniture industry in

Jepara Regency of Indonesia). With a ta@b‘éﬁr in of error of 5%, this study employs a

quantitative methodology based on data cted from 307 exporting furniture manufacturers in

Jepara. Primary data and secon&g&ta are the two forms of information available. Primary

information was collected ’@%'ﬁ questionnaire that was mailed to 174 participants. Jepara
0

furniture exporters ddta and Jepara furniture SME (structural equation models) export

volume in 201;-2@\!\161'6 obtained from BPS Jepara Regency and Jepara Regency Industry and
Trade Ofﬁ%r pectively, and used as a basis for determining the methods and procedures for
collecting research data. The findings indicate that export success for furniture in the Jepara

region is influenced by product innovation, trust, technological capability, and collaborations',

In addition, Open Innovation, Eco-Innovation, and Technical Capabilities as Dynamic
Capabilities to Improve SMEs' Corporate Performance were investigated. To this end, open

innovation and eco-innovation are critical components. In light of this, this research seeks to test
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a structural equation model utilizing Smart-PLS on data from 684 Mexican SMEs in order to
investigate the impact of technological competency, open innovation, and eco-innovation on
business success!é!. The primary findings demonstrate that technology capabilities greatly affects
open innovation and eco-innovation practices without having any direct impact on company
performance. The positive impacts of eco-innovation and open innovation on the financial
performance of SMEs are further supported by our findings. These findings h@\igniﬁcan‘[
ramifications for the study of dynamic talents that have not yet been Y Q@e test in the

literature. It explains to businesses and policymakers why these &thg\ds work so well for

Technical Capabilities, Entrepreneurship, and Creaél:&n Technology-Based Startups: A

SMBs!62,

Resource-Based Perspective was the subject of re& rom a resource-based perspective, this

article examines the elements that contributéojé'h ological innovation in Korean tech startups
(RBV). Data from 248 Korean tech startips,were subjected to an empirical analysis that merged
ordinary least squares and ord&&d%‘obit analysis. The findings quantitatively validate the
connection between technologigal*prowess and entrepreneurial initiative in driving technological
advancement. In the @PC ; having an in-house research and development department has no
discernible impac echnical innovation, but a startup's technological capabilities, as measured
by patents %hnological competitiveness, do have considerable beneficial consequences'®.
Secon@repreneurship has a moderating effect that promotes the beneficial effect of technical

competitiveness on technological innovation, and this effect is highly good for start-ups'

technological innovation'®4,

The effect of dynamic capabilities on the productivity of food and drink businesses in Lagos,

Nigeria, was investigated. The purpose of this research was to analyze how dynamic capacities
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affect the productivity of food and drink businesses in Lagos, Nigeria. The variable of dynamic
capacity was represented by the following sub-variables: the ability to make strategic decisions,
the ability to innovate products, the ability to adapt to change, the level of competition, the rate
of technical advancement, and the level of technological capability. In addition, the sub-variables
of sales expansion, company longevity, operational efficiency, and competitive edge were used
to characterize business performance'®. Descriptive and inferential statistics \%ﬁ\alculated
using primary data; PLS-SEM, calibrated in Lisrel 8.70, was used to estima. atistics. This

\'3

study found that product innovation, competitive intensity and technological turbulence,
technological capability and competitive intensity, and strate @eﬁility are critical sub-
variables in determining the robustness of dynamic ca@%ﬁ, as they adequately improve
increasing sales growth, survival, and sustenance oﬁ@se into the unforeseeable future, the
efficiency of the enterprise, and competitive @tage of food and beverage manufacturing
enterprises, respectively, particularly in‘&i'g?)ing period that is evidenced with technological

change and competition, among othe@

Researchers in Lagos, Nigeriawanalyzed the technological prowess and productivity of a sample
of the state's food @Q’%k producers. This research therefore assessed the impact of
technological I@éﬂ% on the productiveness of some publicly traded firms producing food
and drink i%a s State, Nigeria. A survey research method was used for this investigation. The
sampl@luded 692 managers from various levels within the mentioned companies. The
strategy of comprehensive counting was chosen. A questionnaire was adapted and verified for
the investigation'¢’. The construct has a Cronbach's alpha between 0.815 to 0.968. After sending

out 692 questionnaires, 92.9% of respondents filled them out'®”. Specifically, a linear regression
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analysis was performed on the data. The research found that a company's technological prowess

significantly affected its productivity.

An Analysis of the Role of Government Policies in Fostering SO2 Control Technology
Innovation, for the development of efficient policies to reach environmental goals with limited
resources, understanding the connection between government actions and inn@‘@ion in
environmental control technologies is crucial. In this work, we look at one &onnection,
specifically how technology for reducing emissions of sulfur dioxide ﬂ%}erlcan coal-fired
power plants has evolved'®®. Many supplementary research technii@yfﬁe used in this study,
such as evaluations of significant governmental actions, é@%\)logical patenting activity,

Q

technology performance and cost trends, knowledge ir 1 activities, and expert elicitations.
n

Our findings suggest that government regulation§ e expectation of regulation, stimulates

°
innovative activity more than government-s@%&d

Evidence from India and Pakistan @ed in another study titled "Dynamic Capabilities,

esearch financing alone'®.

Government Policies, and Per ance in Companies from Developing Economies."
Organizational learning, r@yﬂengineering, and manufacturing adaptability are the three
processes for dynan@?pability growth that we found. Using this framework, we made
hypotheses relationship between these systems and the success of businesses!'”.
Manageri les in making use of input-supporting and marketing-supporting government
policies were also modeled. We put our theories to the test on a cross-section of industrial
companies in India and Pakistan. Several factors were shown to significantly affect EMF

performance, including organizational learning, reverse engineering, and manufacturing

flexibility'”!. In addition, performance was improved when organizational learning was joined
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with input supporting government policies, while performance was unaffected when

manufacturing flexibility was paired with input supporting government policies in marketing.

The purpose of the study was to quantify the effect of innovative marketing approaches on the
efficient operation of business units. Strategic focus and environmental unpredictability are both
included as moderators. Using a multi-stage random sample strategy, we surve{&68 key
informants in the banking, pharmaceutical, chemical, insurance, and enginee.rir%%g*fors, among
others!”?. The research hypotheses are examined by means of a factor ﬁ%} and a series of
hierarchical regressions. The findings show a positive correlation b@n’ﬁnnovative marketing

strategies and their successful implementation and company ﬁl@&?} outcomes.

Research into the impact of sales promotion metho siness performance was conducted
with TelOne Zimbabwe in mind. The study Wa@ivated by a desire to learn how promotions
like competitions and sweepstakes impact Qv_g’}le, how bonuses encourage new customers to
sign up, and how discounts increase olume. Lucy's formula for estimating sample sizes
was used to arrive at the final coWhere were a total of 160 people in mind for this campaign,
including Gweru-based er@?, managers, and VIP customers (subscribers). Samples were
selected from the stqugﬁpulation using a stratified random sampling method. Management held
interviews a i uted questionnaires to all workers and significant subscribers!”?. The data
showe @ll three sales promotion tactics were successful, with contests and sweepstakes
contriS;lg the most and price cuts making up the least. The most important conclusions are that
TelOne relied heavily on contests and sweepstakes as their primary promotion activities to boost
profits, bonuses increased sales volume, and price discounts boosted market share expansion!”>.

Sales promotion efforts were found to have a significant positive correlation to firm performance

as assessed by revenue growth, profit margin expansion, and market share gains. The research
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found that consumer consumption of TelOne products on the market increased as a result of sales
promotion activities. The study's authors emphasized the importance of TelOne learning about
promotion actions and customer media preferences. Planning promotional programs and
establishing promotional goals and tactics should be given considerable attention. The sales
promotion and control of promotion process should be evaluated regularly and tweaked as
needed by the organization. Research into public relations and advertising is %&\’mportant,

since it provides an edge for the company in the dynamic telecommunicatio h%@tm.

Many manufacturing firms in Lagos, Nigeria were analyzed to detengiine how their promotional
strategies affected their market success. Hence, the research ir%g%\ated how different forms of
advertising affected the sales of Lagos, Nigeria's top @mring firms. The precise aims of
the research are to (i) examine the impact of promo Qstrategy on market performance and (ii)
assess the impact of advertising on the e;-)rﬁé‘ ing survey methodology, the researcher
conducted a descriptive study. The SPS plication was also used to run multiple regressions
and calculate correlation coefﬁci%%ﬂe study employed a census sample technique to choose a
total of 24 managers invol ifyproduct promotion. The data for this study came from two
sources: an annual réportidinancial statement and a questionnaire. Descriptive and inferential
statistics were sé\@ examine the retrieved data. The data demonstrates that NNP achieved
better overall prefitability performance than CNP. The level of advertising spending was found
to be &erably and positively related to the companies' earnings. Investment in marketing or
promotional activities was also proven to increase the profitability index'’>. As promotional

strategy has such a significant impact on company profits, the research suggests that those

responsible for its implementation should prioritize it.

71



A study was conducted to analyze the effectiveness of the promotional mix in champion brewery
plc, Uyo. Champion Breweries Plc., Uyo, Nigeria, employed 330 people as the study's
population; from this pool, a random sample of 181 was drawn using the Taro Yamane
procedure. A questionnaire consisting of both closed- and open-ended questions was utilized to
compile the data. After undergoing expert validation and establishing reliability by Cronbach
Alpha, the instrument was found to have a reliability coefficient of 0.84. The data@ggamined
with Pearson Product Moment Correlation (PPMC), which confirmed th .éxg@ce of a link
between the success of a company and the use of promotionrill r& %omponents including
personal selling, advertising, and sales promotion. So, the elem §the promotional mix that

can boost an organization's performance include persoﬁ&zgelling, advertising, and sales

Q>
promotion!’¢. Q

The study also looked at how different sal@ﬁ@ing methods affected Nigerian businesses.
All upper, middle, and entry-level empl s of the Flour Mills of Nigeria's Maiduguri, Borno
State location were included in &%ﬁy’s population. Both primary and secondary data were
used in the analysis. Twent )employees were selected at random to fill out questionnaires.
Descriptive statistics{ su g percentile ranks, were employed to examine the data, while

regression ana s@ re performed to test hypotheses. Positive and significant effects of sales

promotionalumethods on organizational performance are indicated!””.

»

Research” conducted in Canada's for-profit college (FPC) industry looked at marketing
approaches from the perspective of legitimacy on the periphery. This research looks at a subset
of 751 for-profit institutions in Canada and finds evidence of non-traditional thinking.
Organizations in this field actively seek out distinct markets by differentiating themselves from

the competition through strategic use of marketing collateral. They achieve this by utilizing the
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symbolism and connections of the industries they serve. Modern theories in the field of

organizational sociology are used to make sense of the data'’8.

This study looked at how different marketing tactics had an impact on the revenue growth of
Kenya's commercial banks. The Central Bank of Kenya-licensed commercial banks in Kenya, of
which there are 43, that were the intended audience. The researcher used semi{@mtured
questionnaires to gather information. Overall, the study's findings indicated that th¢ imiplemented
marketing variables were significant, though individual variables shoW%}le impact when
tested against bank performance on its own. This supported the co@ifdn that the marketing
approaches and methods must be integrated effectively to yi%%a\tter results. The purpose of
marketing would be undermined, for instance, if a %;6&0 conduct promotional operations

without first gaining a thorough understanding of the et!”.

Examining the impact of the 4Ps of mar et@_(;n\\t‘he success of vehicle fuel sales at a sample of
Nakuru service stations, the questionn search design was used for this study. The success of
oil marketers depends heavily on\@? "4 Ps." Yet, each factor has its own impact on the sales
results of automobile fuel@h@ chosen stations in Nakuru town!”>. Using a two-pronged
empirical strategy, tht t?y investigates customer value-based pricing methods and the reasons
why certain itesses are resistant to implementing them. It was shown that problems with
value nt, value communication, ineffective market segmentation, ineffective sales force
management, and a lack of support from senior management are all factors in the failure to
effectively adopt a value-based pricing strategy. There was a favorable correlation between

penetration price and firm profitability, according to a study of its impact on insurance

companies in Kenya'”’.
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Examining the mediating role of public entrepreneurship in the relationship between government
policy and the performance of provincial administration organizations [version 1; peer review:
awaiting peer review]. A cross-sectional questionnaire study is used for this investigation.
Validity and reliability assessments were performed on the data collected from 216 government
personnel using five-point Likert scale questionnaires. Descriptive statistics and inferential
statistics geared toward path analysis were used to examine the data. According @Eﬁrgfndings,
public policy significantly affects business results, with a standardised coe ’ 1‘@@ 0.655. With
a normalized correlation of 0.566, public entrepreneurship acts @wa mediator between
government policy and organizational performance. At the %{‘»\ level of significance, a
>

standardized coefficient of 0.733 characterizes the overallee

Teenagers' Favorite German-Speaking Influenc &FikTok, YouTube, and Instagram
Promoted Food and Drinks. With a combiné)&)}% more than 34 million followers/subscribers,
the chosen influencers were extremel pular among teens. We used the World Health
Organization's (WHO) YouTub&&éncer Marketing Protocol as our framework for writing
this article's code. Out of the860 videos/posts we looked at, 24% had food and beverage (F&B)
related cues, which w@)@tt 18.1 F&B cues per hour. Overall, 23% of the products presented
were chocolate a \ugary confectionary, and across all platforms, 77% of the cues were not
allowed f06h1 ren's advertising according to WHO rules. The likelihood of branding, good
descri@ and 'likes' were all much greater for not-permitted food and drink'®'. Branded

products were mentioned in 62% of presentations, although only 6% of the content was

identified as advertising.

In Nigeria, researchers looked at how advertising and publicity affected sales. This study used a

survey research design and a basic random sample technique for its data collection. Structured
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questionnaire responses on a five-point Likert scale are used in conjunction with the Chi-square
test to examine hypotheses. The results show that in a highly competitive marketing environment,
publicity and sales promotion are reliable means of accomplishing marketing objectives at a

ﬁrrnl82

2.3.2Moderating Influence of Government Policies on the Relationship between M&*keting

Capabilities and the Firm Performance . : &

Government Policy and Company Size as a Moderating Impact of Innovation on Business
Performance were the subjects of the study. In Indonesia, smallé@sx Bium—sized businesses
(SMEs) were the subject of this study. The study's primary g&@o determine whether firm size
and government regulations impact how innovatio \Business success—based on survey
information gathered from 84 SME:s in this sgu@ructural equation modeling and correlation
analysis were used in the analysis. Acc di@he study's findings, firm size and government

regulations moderate innovation's con§ on to business performance!'®>,

In Nigeria, a study was done ‘%r)amework for moderating the impact of government support
policy on the link bet @Q’repreneurial orientation and small business performance. In order
to assess how gox&q}ment assistance policies affect the relationship between EO and SME
performance:%study proposed the moderating effect of those policies. In particular, from a
growi\@mntry, this study will contribute to extending the frontier of already-known
knowledge in EO, SMEs, and government assistance policy. This study has implications for
policy by supporting practitioners, particularly those working with government organisations and
decision-makers in Nigeria's SME development sector. Moreover, SME owner-managers will

find this book to be a helpful resource!84.
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The role of environmental uncertainty in the pandemic as a moderator of entrepreneurial
orientation and innovation capability was examined in a study. The study was conducted at
Giriloyo, Bantul, Yogyakarta, Indonesia, the hub of small and medium-sized batik businesses.
One hundred thirty small and medium-sized businesses that were randomly chosen to participate
in the survey served as the respondents. The questionnaire is the primary method for gathering
data. This study used WarpPLS to investigate how different variables affected OHE@&[GI’. Their
entrepreneurial attitude is an essential component of enhancing SMEs' ca .dg@r innovation.
The COVID-19 pandemic's unstable environmental conditions‘%ha‘ye strengthened an
entrepreneurial orientation's impact on innovation skills. The @\s of this study show that

entrepreneurial orientation significantly affects one's capqe’\iﬁg[%r invention. The impact of an

entrepreneurial attitude on an individual's capaci reativity is greatly strengthened b
p p y1s g y g y

185

environmental uncertainty'®>, . @

A study on the relationship between d ic capacities and the performance of competitive
firms: the mediating function ofﬁ{gﬁnovaﬁon. In order to better comprehend the importance
of open innovation, we con ted a framework based on the theory of dynamic capabilities.
This framework coul@&x lain the connection between businesses' dynamic capabilities and
their competitiye performance. We used structural equation modeling (SEM) to investigate
the propos ‘sel's research hypotheses and route linkages using empirical data from 465
enterprises/operating in innovative and non-innovative industries. According to SEM research, a
firm's dynamic capabilities substantially impact its open innovation performance, which in turn
affects its competitive performance. Furthermore, the findings demonstrate that open innovation
partially mediates the relationship between dynamic capabilities and competitive company

performance!'®,
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A study was conducted to determine the impact of taxes on the success of enterprises in Nigeria.
As a result, the primary goal is to discover how various tax-related factors impact Nigerian
business profitability. The investigation was conducted between 1994 and 2020. The Granger
causality test and the Cointegration test were applied. Once the initial differencing was taken at a
1% significance level, all the variables became stationary, according to the Augmented Dickey-
Fuller (ADF) unit root test result. The Johansen Cointegration test shows that the%g les have
a long-term relationship. The Value Added Tax (VAT), Petroleum Pr : (PPT), and

03

Corporate Income Tax (CIT) all have a favourable and considerable i%:t on firm profitability,
ccording to the ECM,

according to the Parsimonious Error Correction Model (ECM) @\g
the speed of adjustment is acceptable. Based on these°@%§ions, the study makes several

recommendations, including a distribution of the ta@enue that should be effectively used

to support an increase in corporate proﬁtabiliél)@

A study looked into Nigerian deposit mo@institutions' tax strategies and financial success. The
study included ex-post facto reéﬁ% which involved securing pertinent data from nine (9)

banks between 2012 and 2018.JT e results demonstrate that tax planning or the effective tax rate

significantly reduces @)Qﬁ%ﬁbility of banks!®,

Another stu Q pertinent data drawn randomly from fifty-four (54) listed companies to
assess @act of tax policy on the performance of listed industrial enterprises in Nigeria. The
Generalized Method of Movement (GMM) was used to analyse the 1990-2002 period of data.
The outcome demonstrates a correlation between corporate tax and the performance of listed

manufacturing enterprises in Nigeria, which is favourable!'®.
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A study looked into how taxes affected the profitability of several food and beverage businesses
in Nigeria—an ex-post facto analysis of panel data collected between 2009 and 2018. The
findings indicate that corporate income tax and company profitability in Nigeria have a strong

positive association'®.

In order to assess the impact of various taxes on the financial performance of small and@edium-
sized businesses in the state of Benue, a study was carried out. The TaroYa rmula was
used, with a 5% error margin, on a sample of 268 responders, with an ov@;p%pulation of 816.
Several regressions were used in the study's data analysis. The@ﬁsh demonstrates that

duplicating market taxes, development levies, and premise@@stration taxes significantly

impacted enterprises' financial performance and pro%@

Another study examined corporate income ‘&impact on Ghanaian mining companies'
profitability using data from 2005 to 2 14@9 sample of two publicly traded mining firms.
Several regressions were used in the to analyse the data. According to research, Ghana's

corporate tax rates are too highMegatively affect the profitability of the country's mining
.\
companies!®?. Qﬁ@

A study was doné%n quoted food and beverage companies in Nigeria on their financial
performance orporate tax planning. Using a population of 15 quoted food and beverage
comp@sted on the Nigerian Stock Exchange for ten years between 2008 and 2018, this
study evaluated the impact of corporate tax planning on the financial performance of quoted food
and beverage firms in Nigeria. The sample was created using the total enumeration sampling
method. An ex-post facto research design was used in the study. The required audit of the

financial statements and the regulator's clearance for usage served as the foundation for the

78



instruments' validity and dependability. Statistics that are both descriptive and persuasive were
used to analyse the data. According to the analysis, the effective tax rate, capital intensity, and
thin capitalisation are corporate tax planning variables that do not significantly improve the
financial performance of a listed Nigerian food and beverage company. F-statistic (input) = 8.81;
adjusted R 2 = 0.069; p = 0.03830.05. The industry's return on assets is significantly positively
impacted by all proxies of corporate tax planning strategies (Adjusted R 2 = O.l%&tatistic
37.76, p=0.0000.05). The outcome demonstrates that none of the proxy m .%for corporate
tax planning strategies significantly increase earnings per share iI: the 00’%1 and beverage sector

(Adjusted R 2 = 0.068: F-statistic 1.34, p= 0.2639>0.05)'%3. %‘\\d

A study on the shares of listed companies in Nigeri % ined how taxes affected investors'
performance. The study used a quasi-experimental éch method and gathered secondary data
from the yearly financial reports of 10 choséjs}d ompanies from various Nigerian economic
sectors for the years 2009-2019. The @ysis used multiple regression with ordinary least
squares (OLS). According to th% findings, Company Income Tax and Return on Equity

positively impact Dividends pet\Share and, thus, the success of investors!®.

Q

Environmental Res‘tr\1‘ ions, Creativity, and Business Performance: A Reconsideration of the
Porter Hypothesistwas the subject of a study. It aims to identify how a company's relationship
with @mment, which primarily enacts regulations to maximise public sustainability
benefits 1n the interests of society, influences its environmental behaviour to improve its
sustainability benefits. The Porter hypothesis is a model for the paper as it formulates some
broad, initial assumptions to guide the research approach. A conceptual framework was created
using template analysis and inductive case studies. The findings demonstrate that, depending on

a firm's capabilities and resources, those who adopt a more dynamic strategy to creatively
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respond to environmental regulations and take a proactive approach to manage their
environmental performance are typically better able to enjoy the personal advantages of

sustainability!®>.

The impact of trade credit financing on business performance was the subject of another study. A
case study of an emerging market, we tested our hypothesis by using regression ana‘lééis with
random effects, firm fixed effects, and ordinary least squares (OLS). Our 1 &indicate a
negative association between trade credit and company performance‘%} 02 firm-year
records. We employ an instrumental variable method to check-ab@sa'ﬁage difficulties with
endogeneity and reverse causation (i.e., Heckman's two-sta%k%} squares regression). Our

outcomes are still solid via several assessments of coi@erformance and trade credit. Our

work offers additions to the literature on trad it and firm performance and policy

implications!. < .‘\\‘

Environmental regulation and the fi success of Chinese-listed corporations were the

subjects of the investigation. Inwr to assess both a company's financial and non-financial
N " o :

performance, this article @@s a random effect, variable-intercept model. The variables are

separated into two {d based on the intensity of industrial pollution: light pollution and heavy

pollution. T Q)anies are then split into three variable groups: the eastern, central, and

sions. Lastly, the business is split into two distinct groups based on the property type:

state-owned and non-state-owned. According to the report, environmental rules have hampered

businesses' financial operations'®’.

Another study looked at Kenya as a case study for domestic trade regulation and the expansion

of wholesale and retail businesses. A cross-sectional dataset from the 2018 World Bank
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Enterprise Survey was employed for the empirical research since it incorporates regulatory
variables that affect the expansion of wholesale and retail trading enterprises. Regression
analysis was performed using the Tobit model. According to the report, firms' capacity to expand
and generate jobs is supported by business registration laws, licensing laws, firm size, use of
mobile money, commercial websites, membership in trade associations, and staff traini(rig”.

The moderating impact of governmental regulation on supply chain collab Qi}i\and firm
performance was the subject of another study. The study aimed to detef@ow government
(logistics) regulation influences the performance of dry port compa){de%b'}) reducing the impact
of supply chain collaboration. The study employed cross-secti@%u\antitative, or causal survey
techniques. Purposive sampling was used in conjunction @questionnaires to acquire the data.
Fifty-five participants, or stakeholders in the dry g orporation, comprised the sample size.

SEM-PLS software was utilised in thisq;éﬁ

demonstrated that the impact of supp(@ain collaboration on the performance of dry port

tion to process the data. The findings

enterprises was significantly andﬂ&s%@ely moderated by the government's logistics control. In

this study, the implications aﬂeﬂrictions of the findings were further examined!®”.

Another analysis exgiﬂed the connection between food producers in Pakistan's marketing

strategies a Qoottom lines. Secondary information from 14 food production companies

over s (2009-2013) is included in the analysis. The study compared the sales revenue

and financial performance of low-marketing-cost firms to those of high-marketing-cost firms.
This study's findings add to marketing theory by illuminating the impact of marketing

expenditures on a company's bottom line?%.
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The influence of marketing strategies on organisational performance was also studied in A Study
of Nigeria Bottling Company Kaduna. The study found that marketing strategies, such as
production, pricing, promotion, and place strategies, contributed to the company's success. For a
long time, businesses have used marketing strategies to improve the company. Our research adds
to the literature on marketing strategy by providing evidence for a connection between marketing
strategy and firm success. A conceptual model explaining total business perforn%éwas built
using inductive reasoning from the existing literature. Promotion, prici ' ) ?@'ibution, and

product standardisation and adaptation impact firms' sales, customer, ‘§1 ’{inancial performance
firms™!. @

The results of marketing strategies on company success X %also analysed in a separate study.
The research sought to determine how the compan@rketing efforts affected its bottom line.
The information for this exploration was é)&sing a self-structured, prepared summary
gleaned from important information orgafiisation performance, and its quality was assessed using
a review research plan technique&@g)ding to the findings, product, advertising, packaging, and
price were all significant cofittibutors to the company's bottom line. According to the study,

businesses should [QV)@ stomers with high-quality goods at competitive prices in

aesthetically pl;a i ackaging, access to after-sale support, and additional tangible benefits.

The s so analysed the advertising campaign for the Chinese graduate school of
professional studies. Many American institutions have a large and growing population of
Chinese students representing the most significant international student body?*?. The trend of
increasing numbers of graduate students going overseas began to slow down around 2010. The
administration is trying to attract Chinese students despite the dismal global economy and high

education expenses. Since schools compete for Chinese students as a means of increasing
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revenue, the creation of marketing strategies to get the attention of prospective students has
become crucial. This article's marketing strategy draws from academic studies, the first-hand
accounts of Chinese students studying in the United States, and the audacious ambitions of these

same individuals?®.

Another analysis looked at Nigerian domestic airlines' advertising approaches and@wancial
success. Strategic marketing takes into account all of the essential building blo marketing.
A survey research method was used for this investigation. Total enurﬁ%} was used on a
sample of 488 employees from the chosen airline. The "Marketbq&tﬁitegies and Business
Performance Questionnaire" (MSBPQ), adapted and validated %\estudy, was used to collect
data. Descriptive and inferential statistics (Pearson %@oment correlation and regression

analysis) were used to examine the data. The rese

significant impact on ROI?%, < . ‘\\‘

found that marketing tactics have a

Another study examined the impact G@ious marketing methods on the revenue growth of

Kenyan SMEs. A survey method/ was used to collect data for this descriptive study.

.\
Questionnaires were usedg@) primary method of data collection. Statistical Package for the

Social Sciences was for the statistical analysis (SPSS version 21.0). The research revealed
that severa in Nairobi had implemented product development techniques that
signiﬁ%@oosted the financial success of Kenya's micro, small, and medium-sized businesses.

Kenya's ‘small and medium-sized businesses sales results improved significantly after
implementing new pricing methods. Small and medium-sized businesses in Kenya saw a
considerable uptick in sales after implementing various forms of advertising. In addition, a
considerable beneficial impact was observed when place tactics were applied to the sales results

of Kenya's small and medium-sized businesses. Because it provides a framework for developing
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new goods and enhancing the performance, cost, and quality of existing ones, the study
concluded that SMEs in Kenya should consistently adopt a product development strategy. The
study also investigated the marketing management approaches SMEs use in Cote d'Ivoire to
boost their productivity, finding that most business owners understand the crucial part that
marketing plays in their success?0>2%, (b

An analysis of how their online marketing capabilities influence e-commerce &'\worldwide
performance. Why do small and medium-sized enterprises (SMEs) eng@} international e-
commerce experience a wide range of performance results? A rese jodel is built, drawing
on the capabilities perspective and market orientation lit®%} and tested using linear
regression and mediation analysis on a representative @e of 99 Swedish SMEs that sell
internationally via the Internet. Based on the resu f our research, it is clear that these
businesses need more than just online mar .e@ apabilities to improve their effectiveness.
Based on our research, it is clear that@ing a balanced, market-driven and market-driving

strategy to market is crucial for \ﬂq{\%‘he most of your online marketing resources®%,

The impact of Omoluabi's I?ip on strategic response capability and firm competitiveness is
examined by a schol 2OSQThree hundred forty-three workers from 18 different paint firms in
Lagos Staten.Nigeria, were surveyed in this cross-sectional study. Three-way interaction
hypot @ere tested using hierarchical regression analysis. A favourable and statistically
signifﬁrelationship between strategic response capability and company competitiveness was
discovered (R2 = 0.46.3, F (1,341) =294.165, p=.000). With Omoluabileadership introduced as a
moderator; further analysis revealed that the interaction term of strategic response capability and

Omoluabileadership explained the rise in businesses' competitiveness (R2 =0.039, p=0.000).
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Based on their findings, the researchers concluded that implementing Omoluabi leadership into

their strategic response capabilities improved business competitiveness.

According to a researcher, case research of higher education consulting firms, the impact of
dynamic capabilities and market orientation on firm performance is significant. This study
examines the impact of distributed decision-making (DC) and mixed optimisati-o\n‘wlO) on
company performance within sole proprietorships, MSEs, and HE cons %& The HE
consultancy industry was picked because it is highly fragmented (coﬁ@ of many small
businesses) and highly dynamic (undergoing constant and rapuicb\d élopment). This study
surveyed 60 MSEs in the United Kingdom, Europe, and Noﬂ@%\rica and found that sensing
capabilities and operational MO are significant factor i@ess performance. In addition, the
link between learning ability and company succgss™was found to be strongly moderated by
operational MO. Based on these findings, i@r@énended that I studies of DC be expanded to
include small and medium-sized ente s (SMEs) and (ii) more applied research on DC,
looking beyond their theoret%@lidaﬁon and toward the development of practical

recommendations for firms ink%i‘bus industries, be included in the business literature?%-207,

RN

Small and medium;{gg}gro—processors had their digital marketing strategies, tools, and results
analysed. B godel and the study are novel in their consideration of digital marketing from
the V&l@int of a developing nation. Zimbabwe's existing research must explain the effect of
agro-processors digital marketing resources and capabilities on market performance. Based on
the study results, experts in various fields must acquire a wide range of specialised knowledge

and abilities?%.
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This study examined how a company's digital marketing capabilities affect the success of agro-
processing businesses in Harare, Zimbabwe. The sampling method used was a hybrid of the
quota and stratified varieties. We used a drop-off/pick-up system and in-person interviews to
administer a closed-ended survey. Statistical analysis was performed in STATA version 15. A
multiple logistic regression analysis was carried out to analyse the effect of digital marketing
skills on market performance. Our research shows that the ability to develop ar@&mem a
digital strategy, as well as the ability to innovate in the digital market, to .ﬁsg@d lead in the
digital marketplace, all have a positive impact on the intermediate.maKet '?utcomes of customer
awareness, customer attitudes, product availability, and brand as’{@&)nsm. However, only the
ability to develop and implement a digital strategy ® @%ely impacts the final market
performance outcomes of sales growth, market sha%‘ profitability. These findings suggest

N

that agro-processors need to strengthen their al marketing capabilities to achieve their
sic]wth, and market share. For a company to thrive,

primary business goals of profitability, sale

it must achieve more than intermedia@rket outcomes. This research adds to the existing body

of knowledge by bringing t%op ¢ of marketing capabilities into digital marketing as it is
'\

practised in developit;@s

transferring it fromyone market to another was crucial.

The effect%f arketing capabilities on financial performance via innovation capabilities in

9, Because marketing knowledge is so dependent on context,

Meda@shion SMEs were studied. The 93 smaller fashion businesses in Medan were the
subjects of this research. To quantify the impact of marketing capabilities on financial
performance via innovation capabilities, this study employs quantitative methods and inferential
statistical analysis employing path analysis?!!. The findings indicated that the direct marketing

capabilities of fashion SMEs in Medan had a positive and non-significant effect on financial
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performance, the direct marketing capabilities of fashion SMEs in Medan had a positive and
significant effect on innovation capabilities, and the direct innovation capabilities of fashion

SMEs in Medan had a positive and significant effect on financial performance?!?.

The effectiveness of small businesses' marketing efforts and the strategies they employ were
analysed in a recent study. This research develops and evaluates a model for compre@ing the
connections between marketing abilities, strategy, and execution. Managers_of i@businesses

N\

may benefit from implementing a marketing strategy if they consider t tonships between
these factors. Relationships between marketing capabilities, strategy “iaplementation, and firm
performance are investigated using the resource-based view an%&%mic capabilities theories. In
Kenya, researchers used self-administered question%@ll a representative sample of 296

small businesses. The survey's bootstrap and regre§ esults are consistent with the proposed

model. The study's most important ﬁnd@i&\g

marketing strategy is implemented mo@tes the impact of marketing capability on small

businesses' market performance %d\fgdncial performance?!?,

est that the effectiveness with which a

The role of market orientaﬁ@e?sonal abilities, and management skills in sales capability and
performance was inv i%ed. We polled 223 businesses, splitting them into those that made
software or ided services and those that focused solely on providing ICT-related services. To
begin, Q}Vhen the same strategic orientation influences personal and managerial sales
abiliti&ey still lead to different outcomes. Second, the mediation effect further substantiates
the importance of sales force management capability over individual selling ability. Third,

learning to sell yourself is crucial in the service industry. Finally, they provide evidence that

software/service firms exhibit unique characteristics compared to other service firms?'“,
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This study used data collected in Nigeria to look at how improvements in marketing can boost a
company's bottom line. Therefore, this paper aims to investigate the effect of marketing capacity
on the success of Nigerian businesses. It has been shown empirically that marketing capability
positively affects firm performance, suggesting that it encourages businesses to innovate and
implement new processes to keep up with the ever-changing nature of the market?!>, (b

International E-Commerce Dynamic Marketing Capabilities of Emerging-Ma&%'%\MEs were
researched. We used in-depth interviews with business owners and represa%;%s rom ancillary
organisations, as well as site visits and focus groups, to conclude th&@g'éf small enterprises in
Mongolia. For small businesses, we propose intemationalé‘%\mic marketing capabilities
(IDMCs) like an entrepreneurial mindset, the ability t I}@%{ effectively, and the flexibility to

o

adapt to changing market conditions. Implications fi ry and management are discussed?'S.

The impact of market intelligence on fi ny}\‘ls analysed, along with the mediating function
played by marketing expertise. By comibuiing SPSS and SEM in AMOS 22.0, we looked at how
the three dimensions of market ligence (MI)—MI generation (MIG), MI dissemination
(MID), and RMI responsiv%ss ?RMI)—relate to SMC and BP. The mediation effect of SMC
between MI dimensio d BP was examined using the Sobel test. In examining the connection
between MI ) RMI and BP, the analysis reveals that SMC plays a significant role as a
paﬂiah@r. Based on the findings of this research, it appears that business leaders of SMEs
are aware of market intelligence's role in boosting SMC and BP. As a result, they can better
allocate resources toward discovering and perfecting the optimal SMC configuration with which
to raise BP. This study combines one facet of marketing abilities with the MI dimensions: the

ability to measure results, SMC into an empirical model to learn more about the connection

between MI and SMC and how these elements form BP?!7.
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The role of marketing skills in international trade was investigated in a recent study. The
international marketing literature has also reflected this growing interest in research into
marketing capabilities. However, it is still being determined if and how international marketing
capabilities differ from domestic marketing capabilities in terms of thought and research. To
investigate this, the authors sift through marketing capability studies from the top international
marketing journals. Quotes from executives at companies with varying degrees @ernational

marketing involvement supplement this. The findings imply significan ?@xist between

conceptualisation and empirical research of international marketing cagcit’iseszlg.

N
The effects of flexible marketing strategies on export efﬁcie%\%\re investigated. The author
uses data from 180 Korean export businesses to ana ys@ agile marketing strategies affect
earnings. The findings reveal that dynamic marke@apabilities such as "market responding
capabilities" and "marketing resource rebu@r&&e‘a abilities" significantly impact performance
in exporting. The result demonstrates th icacy of dynamic marketing techniques. Especially
in the international market, wh&c@ market environment is entirely different, a company's

constructed dynamic marketiﬂ%@abilities must produce the desired performance?'”.

The research was con@:}% into the impact of dynamic and adaptable marketing capabilities on
the success uese small and medium-sized enterprises (SMEs) in the global B2B market.
The q '@aire used in this study was developed as part of a quantitative study. As of June
ZOZO,SVaIid responses had been gathered from Portuguese SMEs. Multiple hierarchical
regressions were carried out in order to put the hypotheses to the test. Dummies were developed
to assess the various effects of the capabilities in International Marketing Performance in

230

analyses involving environments of low and high Competitive Intensity This research

demonstrates how companies can improve their international marketing performance by adopting
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dynamic and adaptive marketing strategies, particularly in product development management,
supply chain management, vigilant market learning, and open marketing. Dynamic marketing
capabilities only positively affected performance in a low, competitive-intensity environment. In
contrast, adaptive and dynamic marketing capabilities positively affected performance in a
highly competitive-intensity environment. The unique contribution of this research is its focus on

international marketing from the perspective of small and medium-sized ente@x (SMEs)

engaged in business-to-business (B2B) activities®*!. E‘\QO

Network capability and strategic performance in small and medium@ enterprises: the role of
strategic adaptability and organisational ambidexterity was the@%ch subject. Information was

gathered from business owners and top executives in P@;a 1 SMEs. The data were analysed
using a correlation test, a regression, and a boots &mple. NC was found to have a direct
impact on both SF and SP. The findings @d@borate a mediating function of SF in the
connection between NC and SP. In addi OA's moderating role in bolstering the connection
between NC and SP is also con@However, the existing body of knowledge, especially in
the context of SMEs, mus duce and present strong evidence on the link between NC,
organisational strategjes, Q‘P

Even though empirical evidence shows that NC has substantial

contributions t i@eving organisational performance, SMEs face particular challenges in this

area??, Q

Sustaina;ﬂity competence in the fashion industry: findings from case studies of economic,
organisational, and environmental factors. We created a conceptual model using a two-phase
data collection approach and a resource-based perspective to demonstrate the significance of
business sustainability capability and business sustainability competence and their impact on

firm performance. We demonstrate how organisational, environmental, and economic
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competencies affect business sustainability competence and, by extension, firm performance
using data from a case study of three Fortune 500 companies in the fashion and textile industries.
We can conclude the relationship between business sustainability competence and financial
success by analysing real-world businesses. Three years of research confirm the significance of
economic competence in the context of market-driven competence and innovation;
organisational competence in the context of managerial competence and social \@ﬁlg; and
environmental competence in the context of the application of the five .N%nonstrate the
significance of business sustainability capabilities (i.e., re-imagine, re si%n, reuse, recycle, and

reduce). As a result, the findings of this study offer importa’i%xv information about how

business sustainability capability and business sustainabih't&%f)etence boost firm performance

in the global fashion industry?®. @

This study aimed to investigate the rela@@@etween small business sustainability and
marketing strategies in the state of BauChi, Nigeria. The study relied on a descriptive survey
approach to research. The stud&%&ded 526 small businesses in the metropolitan area of
Bauchi. The study included é%lypne in the world. The data was gathered using a structured
questionnaire with a(4-point scale. Three specialists and a pilot test in the Azare metropolis
confirmed the ins nt's accuracy. The Cronbach Alpha coefficient of reliability was 7.9. The
researcher had “the help of eight enumerators to get the job done. Research questions were
answe@sing descriptive statistics (means and standard deviations) and inferential statistics
(Linear Regression) to test hypotheses at the 0.05 significance level?**. The research found that
small businesses in Bauchi's metro area are more likely to succeed if they employ various

marketing strategies, including content, endorsement, sponsored posting, referral, and
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competitive marketing. It was stated that marketing tactics had the potential for the sustainability

of Small-scale enterprises in the Bauchi metropolis?®.

The results of a study into the impact of marketing tactics on business output are presented. This
research aimed to examine the impact of Marketing Strategy on Organizational Performance: A
Case Study of Nigeria Bottling Company Kaduna. The focus was on the company's a\ oach to
production, pricing, promotion, and location. Marketing strategy has been afo&%g&businesses
and a tool for obtaining overall firm performance. Our research adﬁ%\he literature on
marketing strategy by providing evidence for a connection be larketing strategy and

corporate success. A theoretical model explaining firm perfon%@was developed by deducing

from existing literature. Their promotional, price%r tion, standardisation, and adaption

efforts influence firms' sales, client base, and financ esults. According to the research, this

effect is mediated by the efficiency with wh@jﬂ}k ing strategies are put into practice®?!.
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24.

Conceptual Model

The conceptual model is thus presented in Figure 2.1
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Figure 2.1: Research Conceptual Model

Source: Researcher’s Conceptual Model, (2022)



The conceptual model above shows the link between marketing capabilities (Product
development capability, Price competitiveness, Technological capability, & Promotion) and firm
performance (sales growth, profitability, market shares, and sustainability) with the moderating
role of government policies using trade regulation and taxation as an antecedent. The model
shows the relationship between marketing capabilities and the sub-variables under dependents It
also depicts the moderating role of government policies on the independent @\ependen‘[

variables. E \

2.5 Summary of Gaps in Literature Reviewed

The current study bridges a gap in the literature by measu@&iaﬂ(etmg capabilities using

product development capability, price competitiveness, @oglcal capability, and promotion,
N

and firm performance using sales growth, profitability,/marketing share, and sustainability, as

well as government policies using trade reg@ﬁ}a taxation.

Although, studies has been conducted&e relationship between marketing capabilities and
firm performance. However, these\sttidies neither have yet to consider government policies as
moderating variable nor co@gd food and beverages firms in southwest Nigeria. Hence, the
study presents a gaK cg the current study was carried out in the southwest, Nigeria among the

selected fo Qbeverage firms employees in Nestle, Coca-cola, and Unilever, using

gover@)licies as a moderator, hence closing a contextual gap.
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Chapter Three
Methodology

This chapter comprised the research design, target population, sample size, sampling technique,

data sources, data collection methods, data collection instruments, validity and reliability, and

data analysis. : ®
&

3.1 Research Design ‘@ :

[ ) ﬂ
Research design is a framework that researchers use to conduct re%@. The researcher in this

study used a cross-sectional study design. A cross-secti.on&%'usfy involves looking at people
who differ on one key characteristic at a specific ti "Qe data were collected simultaneously
from people with similar characteristics but.d@nt in key factors of interest such as age,
income levels, or geographic location?. T@thod is often used to make inferences about
possible relationships or to gather %)@nary data to support further research. This study
preferred a cross-sectional design ‘9ecause it is usually inexpensive and allows researchers to
collect much information rV ;2 quickly. Data is often obtained using self-report surveys, and
researchers can aﬁ rge amounts of information from a large pool of participants’.
Furthermore y used a quantitative approach to gain better knowledge and understanding
of th$@s. Quantitative research relies on deductive reasoning with the help of

questionnaires®.
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3.2 Population of the Study

A population can be defined as the total number of events, individuals and objects that meet the
sample inclusion criteria in a particular study. This study concentrated on South west, Nigeria's
Food and beverage companies. This is because the headquarters of these companies are located
within the region. This location is a good representative of food and beverage 'i@;ries in
Nigeria. Thus, the people in the location are used as the study population for udy. From
company documents, the population of the three selected companies, i. stle Nigeria Plc,
Coca-cola, and Unilever Nigeria Plc are 642 staff which compr@sf'\managerial staff and
middle level staff who in one way or the other is involved in stég% decisions, supervisions and
operational marketing activities in the selected fi Tﬁle 3.1 below shows the study
population and the locations of selected organizatio &thwest, Nigeria.
N

Q)\

Q>

Table: 3.1: Target Population Q‘b‘

Company name ‘\§’§h es Target population

1 Nestle ,@“ Ogun 205

2 Coca-Cola 6\' Oyo 155
3 i@er Lagos 282

Total 642
Source>®7
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3.3 Sample size and sampling technique.

This is the minimum recommendation size of your survey, creating a sample of many people and
get responses from everyone, you’ve more likely to get a correct answer than you would from a

large sample where few percentage of the sample responded to your survey.

In this study, the appropriate sample size from a population of 642 from the three é%}&ation is

415 as prescribed by Raosoft Online calculator for sample size deterrninag‘zqu@yg 3% as the

margin of error with 96% confidence level and 50% response distributi‘%rat g
'3

Table 3.2 below gives the summary of the target population@o%l Staff strength of the case
study) and sample size distribution. Sample sizes were pﬁ&%oned base on the strength of each
organization. The calculation was derived using t opulation per State divided by total

population of the three States and multiplie@&&s mple size determined. For example, Nestle:

205/642 X 415= 133, Coca-Cola: 155/6@4152 100, and Unilever: 282/642 X 415=182.

\)Q)

Table: 3.2: Target Population I?d Sample Size Distribution

S/N Company NQD.Q‘ States Target population Sample Size
6\» N n
1 Ne&le s Ogun 205 133
2 Coca-Cola Oyo 155 100
3 Unilever Lagos 282 182
Total 642 415

Source: Researcher’s Computation, 2023
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The researcher used simple random sampling to select the middle-level staff. The entire sampling
process was done in a single step, with each subject independent of the other population
members. This method was preferred because of its non-bias and inclusiveness. It gives every

respondent an equal opportunity to participate in the study without any special considerations.

The purposive technique was used to select the managerial staff. This is because this @\%gory of
participants is considered more informed about the research topic and would 6%\)'&166 relevant
and in-depth information. It was posited that purposive sampling peﬂ’@e selection of a
sample with a bias to warrant the inclusion of those informant%ﬁare most suitable in

providing critical information to the study?®. %'&%
3.4 Description of the Research Instrument @6\

This study was based on only the primary so Tq@ata collection. This is because primary data
are likely more up-to-date than data obtﬁ@i om a published source. The study used a survey
method of data collection. The r sea@(h‘preferred the survey method because it is suitable for
gathering descriptive data, rg\‘\ely easy to administer, cost-effective, and time-saving. This
method was used to @;@tion about the effect of government policies on the marketing
capabilities and fi’Q} performance from departmental managers of the selected food and

beverages compatties in southwest Nigeria.

Q
The r@her used closed-ended questionnaires to collect data from the marketing and sales
staff of the selected manufacturing companies. The researcher preferred to use questionnaires
because large amounts of information can be collected from many people in a short period and in
a relatively cost-effective way. A four Likert scale was used to assess the extent to which a

respondent agrees or disagrees with a statement of an attitude, belief, or judgment, where Very
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High Extent = 4, High Extent=3, Low Extent =2, Very Low Extent =1. The questionnaire was
structured into four sections; the first section captured information regarding the demographic
characteristics of the respondents in terms of gender, age, education level, and work experience;
the second section captured information about marketing capabilities which was measured using:
product development capabilities (5 items), price competitiveness (5 items), distribution network
capabilities (5 items), and promotion (5 items). The section captured inforrnation%&ﬁng firm
performance, which was measured using sales growth (5 items), profitabi it ms), market
share (5 items), and sustainability (5 items), while the last section cq%re% government policies
which were measured using trade regulations (5 items) and taxat@uems)

-
$

3.5 Validity of Research Instrument Q

This section contains information on how tl}e\ idity and reliability of the instrument were
ensured. This study used the Content Vali 'ty}dex (CV]) to establish the degree to which a
sample of items, taken together, cons '&n adequate operational definition of a construct. To
examine the content validity, pr\og?sional subjective judgment is required to determine the
extent to which the scale Q Qigned to measure a trait of interest’. This is because content
validity is a subject udgment of experts about the degree of relevant construct in an
assessment 1 t. However, the inclusion of at least five experts (mostly senior lecturers,
assoc%@essors, methodologists, and professors) in that field or five to ten experts would be
useful to judge the content domains of a scale through the use of rating scales'?. The researcher
achieved this by involving experts in the field of marketing, specifically two (2) methodologists
from statistics departments. Their suggestions, expert opinions, and recommendations were

adjusted accordingly and the following formula was used to substantiate them.
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CVI=

Where CVI=Content Validity Index

If CV1is >0.70, the items are considered valid.

This study employed interpretive validity. To ensure interpretive validity which resultantly
enhances the trustfulness of the data, a measure was taken to ensure that the i@étations
reflect the participants™ perspectives, not the researcher’s. The intention as@ure that the
participants® words and actions were interpreted rightly and without bias.%alize this, the data
analysis was exposed to an expert reviewer who was adequately b@eﬁ?able about the subject
matter and context. safeguards against a situation of ”holi.sti&@y” where data or results have
a habit of looking more patterned, consistent, or simi they were and the tendency of the

researcher to selectively note and record certain at the expense of other data'l.

)
3.6 Reliability of Research Insf@

The researcher determinedQ &@szility by measuring the instrument's internal consistency. This
reliability analysi\\g_)conducted on the piloted survey instruments before official data
collection to@hat the instruments provided reliable data for the study. The researcher used
the te method of measuring reliability to conduct the pilot study to ensure that the
instruments could provide consistent measurements. Twenty (20) samples (the middle-level staff)
from one manufacturing industry were used, and the instruments were administered to them. If

the results of the pilot study are found to be consistent, the instruments are assumed as reliable!?.
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Cronbach's alpha was used in the actual study to determine the reliability of the instruments.
Cronbach's alpha measures the internal consistency, which is, how closely related a set of items
are as a group. The higher the a-value, the more reliable the instruments were considered. A
commonly accepted rule for describing internal consistency using Cronbach's alpha is shown on

the table below as follows:

&

Table 3.3: Interpretation of Cronbach’s Alpha Results . QO
Cronbach’s alpha Internal consistency ‘@
>

= . Excellent .
> ) Good .%)6‘%
> = | Acceptable . Qé

> = Questionable Q@
> = Poor C-J@

> Unacceptabl

v

Source: Researcher’s Computation@@B

'\
3.7 Administration off;@@ Instrument and Method of Data Collection

When admini?el@“the research instruments to the respondents, they were properly and

adequately@ie ed on the study and why it was being carried out. The respondents were
requeste sign the consent form. They were guided on how to fill out the questionnaires and
the importance of answering every item of the questionnaire without leaving any part
unanswered. The respondents requested to respond to the questionnaire on time kindly. After
retrieving them, they were thoroughly checked and ensure the respondents adequately answered

all items. This study observed the following ethical considerations during data collection.

122



The researcher ensured quality and integrity by reporting only what the researcher found in the
field and following a scientific and generalized report writing for academic research. The
researcher sought informed consent from the respondents. This was done by requesting the
researcher to sign the informed consent form before participating in the study. The researcher
respected the confidentiality and anonymity of the research respondents by involving them in the

study in their terms and places of convenience and coding their names in the study@ﬁeport.

Similarly, the researcher ensured that participating in the study was \‘/%ary No one was
coerced, forced, or bribed to be part of the study. The researc‘@ﬁo ensured voluntary
withdrawal from the study in case of a change of mind by the r@'ﬁ&ient The researcher ensured
that there was no harm to the participants. Last but % he researcher ensured that the final

reporting was impartial and independent of an

opinions were used in the final analysis of tl‘e r&‘r

w@'

3.8 Method of Data Analysm%q

nal opinion. Instead, the respondents'

Data analysis is QQQﬁcess where collected data is reduced to a more controllable and
convenient a researcher can start to identify trends or patterns, apply statistical
techni @d summarise the data'3. The collected data was sorted and coded. Statistical
Packa&r Social Sciences (SPSS Version 25.0) was used to analyze data. Descriptive and
inferential research is used to analyze data. The researcher used frequencies, mean, and standard
deviations to analyze descriptive research. Inferential statistics is a technique researchers use to
study samples and make generalizations about the population'4. Regression analysis was done to

test the entire hypothesis formulated in this study. Specifically hypothesis 1-5 was examine using
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simple regression analysis, and the hierarchical multiple regression analysis was used to test the
moderating effect of government policy on the interaction between marketing capability and firm
performance of food and beverage in Southwest Nigeria. Determine the effect of moderator
variables on the variance of the predictor and dependent variables, the following model has been

adopted; . %
&

Y = f(X) ‘@%

Y =yl,y2,y3, y4

X=xl1,x2,x3, x4

Where; QQ

Y = Firm Performance (FP) C.-)\‘ﬁ

y1= Sales growth (SG) (b"é'
y2 = Profitability (P) \)

%w
y3= Market share (M QQ
N
y4= Sustaina‘%%)
Q

X = Matketing Capabilities (MC)
x1= Product development capabilities (PDC)
x2 = Price competitiveness (PC)

x3= Technological Capabilities (TC)
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x4= Promotion (P)
Y ={(XZ)
Z = Government Policies (GP)

= Trade Regulation (TR) . ‘b‘

z2 = Taxation (T) ; \

Equations 1- 5 are the working equations evaluated in this study \%

y1=f (x1) Q’}%\'
=B0+PBlxl+ei  .oooooonnnn.. (i) Q’Q\

y2=1(x2) Q@

y2=PB0+P2x2+ el ...l

y3 =f(x3) °
>

y3 = B0 + B3x3+ e ........... (ii1)

Q
y4 =1f( X4)
y4 = B0 ;B4X4+ el e (iv)

Y = f(X)
Y=pB0+pI1Xl+er v)

Y = £ (XiZi)
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Y =P0+ BiX + P2Zi + B3IXFZi €1 overiniiniiiiiiii e (eq.vi)
B0= constant of the equation or constant term
B1-p4= Parameters to be estimated

ei = error or stochastic term . %

Decision Rule: The p-value will be set at 0.05. If the p<0.05, the null hypotgé@ be rejected,
otherwise it will be accepted. Furthermore, if the p<0.05, the effect of the,IV on the DV was

considered significant, otherwise not.

. \ "
&
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Results and Discussion of Findings

The chapter provides empirical information concerning the result of the data analysis concerning
data description, interpretation of the result of the hypotheses tested, and the discussion of the
study's implications within the existing literature. This study aims to examine the effect of
marketing capability on the performance of food and beverage firms in Southwest, Nl\ ia. This
research was carried out via a questionnaire to acquire the necessary informa.tio%;%lis purpose.

The study adopted the SPSS version 25 for the descriptive and inferentia '}cs to analyze the

data. @“

4.1 Demographic Data Analysis . Q@'&

A total of four hundred and fifteen (415) copies @wstionnaire were administered, and

three hundred and ninety-one (391) copies %ﬁe}u‘ned. After sorting the questionnaire only
three hundred and sixty-one (361) copies'%e'ri‘()ertiﬁed as duly filled and considered usable. The
useable questionnaire represented an %%% response rate. The high response rate was recorded
as the researcher administerﬁ%ﬂ.l’e instruments with the help of research assistants who put
concerted efforts to Q@%e diligence with the questionnaire administration. The response

results are presente&{r} able 4.1.

QQ
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Table 4.1: Response Rate

Responses Frequency Percent
Completed usable copies of the questionnaire 361 86.99%
Unusable, unreturned, and disqualified questionnaires 54 13.01%
Total 415 100%
Source: Field Survey Result (2023) 6&
Table 4.2 Demographic Characteristics of Respondents &,3
Variables Category Freque Percentage
N
Gender Male 215 ° \Q“ 59.6%
Female 6 Q 40.4%

Age 20-29 years . ‘Q% 24.7%
30-39 years < \) 224 62.0%
48

40-49 years Cb§' 13.3%
Level of Education Certifi teQ) 151 41.8%
Di ma 154 42.7%
@e or 56 15.5%
Qi\sult (2023)

Source: Field Suer
This sectioﬂ%msts of background and respondents’ information that describes basic
chara@g such as gender of the respondents, age, and level of education, the results are
presented in Table 4.2. Accordingly, the profile of gender indicated that 215 respondents
representing 59.6% were male, while, 146 respondents representing 40.4% were female,
indicating that most of the respondents were male. Also, 89 respondents representing 24.7%
were between 20-29 years, 224 respondents representing 62.0% were between 30-39years, and

48 respondents representing 13.3% were between 40-49 years, indicating that most of the
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respondents were between 30-39 years. Furthermore, 151 respondents representing 41.8% had a
certificate, 154 respondents representing 42.7% had a diploma, and 56 respondents representing

15.5% had Bachelor.
4.2 Presentation of Data
4.2.1 Research Questions &

In Table 4.3, product development capability was presented as a measu g@\e marketing
capabilities of food and beverage firms in Southwest, Nigeria usingesﬁzriptive statistics and
computed for each statement to reveal the frequencies, percen;@and mean on a four-point

Likert-type scale (Very High Extent (VHE)=4, High Exte@zl Low Extent (LE)=2, Very

Low Extent(VLE)=1 @

Table 4.3: Descriptive Analysis of Respor@s}@oduct Development Capability
A

Product Development Capability E HE LE VLE Mean
This company offers a broad ptod 297 43 18 3 3.76
strategies  line  based  on e (82.3%) (11.9%) (5.0%) (0.8%)
implementation of govemmenh%iqies

This company has pred trategies 61 239 61 - 3.00
with a road marketing appeal based on (16.9%) (66.2%) (16.9%)

the implementatio\ government

policies Q

This company “develops and tests its 161 95 105 - 3.16
product Q)nﬁrm their adaptability (44.6%) (26.3%) (29.1%)

and su@y to target customers based

on the implementation of government

policies

This company uses a packaging strategy 147 166 48 - 3.27

that influences consumer-perceived (40.7%) (46.0%) (13.3%)
product quality based on the
implementation of government policies

Product development capability is 186 141 34 - 3.42
successfully and sustainably bringing (51.5%) (39.1%) (9.4%)

130



new or adapted products to the
marketing department of the company
with  new  government  policies
implemented

Grand Mean 3.32

Source: Field Survey Result (2023)
KEY: = (Very High Extent=4, High Extent=3, Low Extent =2, Very Low Extent =1)

***Pecision Rule if mean is <1.99= VLE; 2.0 to 2.99 = LE; 3.0 to 4.0 = HE; 4.0.and\above =

HE Q')&\

According to the results in Table 4.3, 82.3% of the respondents rated to ‘%%h extent that

.3

the company offers a broad product strategies line based on the impllege\nt ion of government
tent. On average, the

policies, 11.9% high extent, 5.0% low extent, and 0.8% Very@“
respondents indicated that the company offers a broad %&} strategies line based on the
implementation of government policies has a mean {%&esults also indicated that 16.9% of
the respondents rated to a very high extent th,,at,{h%:ompany has product strategies with a road
marketing appeal based on the impleme taQr_l)of government policies, 66.2% high extent, and

16.9% with low extent. On averageé@: respondents indicated that the company has product

'\
a mean of 3.00. Q’Q

Results also indic@{tbat 44.6% of the respondents rated to a very high extent that the company

strategies with a road marketi&%lwﬂ based on the implementation of government policies has

develops and tests its products to confirm their adaptability and suitability to target customers
based@e implementation of government policies, 26.3% high extent, and 29.1% low extent.
On average, the respondents indicated that the company develops and tests its products to
confirm their adaptability and suitability to target customers based on the implementation of
government policies has a mean of 3.16. Results also indicated that 40.7% of the respondents

rated to a very high extent that the company uses a packaging strategy that influences consumer-
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perceived product quality based on the implementation of government policies, 46.0% high
extent, and 13.3% low extent. On average, the respondents indicated that the company uses a
packaging strategy that influences consumer-perceived product quality based on the

implementation of government policies has a mean of 3.27.

Results also indicated that 51.5% of the respondents rated to a very high extentst roduct
development capability is successfully and sustainably bringing new or adapteé%"&}cts to the
marketing department of the company with new government policies im‘@ted, 39.1% high
extent, and 9.4% low extent. On average, the respondents indicata@gt'\product development
capability is successfully and sustainably bringing new or a@%products to the marketing

department of the company with new government p(%@emented has a mean of 3.42.

The grand mean for product development @aﬂity is 3.32indicating that on average,
respondents agreed with most of the st te@on the high scale as it relates to how product
development capability is an appropé%, easure of marketing capabilities. Additionally, the
grand mean of 3.32 suggested me level of product development capability for food and

.\
beverage firms in Southwe&Q1 eria is moderately high.

In Table 4.4, price‘&%mpetitiveness was presented as a measure of the marketing capabilities of
Food and be firms in Southwest, Nigeria using descriptive statistics and computed for
each th to reveal the frequencies, percentages, and mean on a four-point Likert-type scale
(Very High Extent (VHE)=4, High Extent (HE)=3, Low Extent (LE)=2, Very Low Extent

(VLE)=1
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13/

Price Competitiveness

VHE HE LE VLE Mean

This company uses a pricing strategy
with the help of policies implemented by
the government to increase its sales
volume

This company uses price discounts to
influence its sales performance based on
the implementation of government
policies

This company offers products that are
lower in price compared to market
segments

This company uses penetration pricing to
increase product adoption with the
government

This company uses free samples and
bonus packs to increase its firm
performance based on subsidiary policies
of the government

238 93 30 _ 3.58
(65.9%) (25.8%) (8.3%)

(24.7%) (64.5%) (10.8%)

89 233 39 - 6&&@'

&%
120 130 111 o 3.02
(33.2%) (36.0%) (305; ‘%

164 159 « Q(g} - 3.35
(45.4%) % 10.5%)

150, %466 45 - 3.29
(@v 6.0%) (12.5%)

)(bd 3.28

Grand Mean Q)
Source: Field Survey Result&)%

KEY: = (Very High Ext —;, High Extent=3, Low Extent =2, Very Low Extent =1)

HE

QQ

According to the results in Table 4.4, 65.9% of the respondents rated to a very high extent that
the company uses a pricing strategy with the help of policies implemented by the government to
increase its sales volume, 25.8% high extent, and 8.3% low extent. On average, the respondents

indicated that the company uses a pricing strategy with the help of policies implemented by the

***PDecision Rult&gean is <1.99= VLE; 2.0 to 2.99 = LE; 3.0 to 4.0 = HE; 4.0 and above =
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government to increase its sales volume has a mean of 3.58. Results also indicated that 24.7% of
the respondents rated to a very high extent that the company uses price discounts to influence its
sales performance based on the implementation of government policies, 64.5% high extent, and
10.8% low extent. On average, the respondents indicated that the company uses price discounts

to influence its sales performance based on the implementation of government policies has a

mean of 3.14. Q’;&{b

Results also indicated that 33.2% of the respondents rated to a very high é’%hha the company
offers products that are lower in price compared to market segme}(‘,&g&o% high extent, and
30.7% low extent. On average, the respondents indicated that@ mpany offers products that
are lower in price compared to market segments has r@f 3.02. Results also indicated that
33.2% of the respondents rated to a very high exte ttﬁnhe company uses penetration pricing to
increase product adoption with the govern e. t&%

0% high extent, and 10.5% low extent. On

average, the respondents indicated that t@mpany uses penetration pricing to increase product

adoption with the government haﬁig%nean of 3.35.

.\
Results also indicated that @Q of the respondents rated to a very high extent that the company

Q

uses free samples andNponus packs to increase its firm performance based on subsidiary policies

of the gove 46.0% high extent, and 12.5% low extent. On average, the respondents
indica%@the company uses free samples and bonus packs to increase its firm performance
based on subsidiary policies of the government has a mean of 3.29.

The grand mean for price competitiveness is 3.28 indicating that on average, respondents agreed
with most of the statements on the high scale as it relates to how price competitiveness is an

appropriate measure of marketing capabilities. Additionally, the grand mean of 3.28 suggested
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that the level of price competitiveness of food and beverage firms in Southwest, Nigeria is

moderately high.

In Table 4.5, the technological capability was presented as measures of marketing capabilities of
Food and beverage firms in Southwest, Nigeria using descriptive statistics and computed for
each statement to reveal the frequencies, percentages, and mean on a four-point Likertétype scale

(Very High Extent (VHE)=4, High Extent (HE)=3, Low Extent (LE)=2, V. ﬁow Extent

(VLE)=1 ‘@

[ ) “
Table 4.5: Descriptive Analysis of Responses on Technological @ﬁlity

Ny

Technological Capability VHE HE ° Qﬁ VLE  Mean
NS

Innovation influences firms to design 190 ﬁ&\" 35 - 3.43

and develop new processes and (52.6%)4 (3777%) (9.7%)

products ° )%

Policies made by the government help 1§.) 212 37 - 3.21

firm upgrade their knowledge and skill .0%) (58.7%) (10.2%)

about the physical environment ir@

unique way

Components of ted;%lqgical 165 162 34 - 3.36

capabilities are  res 1 for (45.7%) (44.9%) (9.4%)

significant positive V%& a firm’s

performance through ‘policies made by

the governmen é\

Policies ma y the government 136 169 56 - 3.22

enable 1@ effectively identify, (37.7%) (46.8%) (15.5%)

access, acquire technologies and

knowled§ as well as skills

Technological capability plays a crucial 158 166 37 - 3.34

role in the attainment of a firm’s (43.8%) (46.0%) (10.2%)

efficiency in innovativeness and

production process

Grand Mean 3.31

Source: Field Survey Result (2023)

135



KEY: = (Very High Extent=4, High Extent=3, Low Extent =2, Very Low Extent =1)
***Pecision Rule if mean is <1.99= VLE; 2.0 to 2.99 = LE; 3.0 to 4.0 = HE; 4.0 and above =
HE

According to the results in Table 4.5, 52.6% of the respondents rated to a very high extent that

innovation influences firms to design and develop new processes and products, 37.7% high

extent, and 9.7% low extent. On average, the respondents indicated that innovation é&f‘luences
sul

firms to design and develop new processes and product has a mean of 3. @e

ts also
indicated that 31.0% of the respondents rated to a very high extent th XI made by the
government help firm upgrade their knowledge and skills about ‘thKd sical environment in a
unique way, 58.7% with high extent, and 10.2% with a low ext n average, the respondents
indicated that policies made by the government help ﬁr.ﬂ@grade their knowledge and skills
about the physical environment in a unique way havirtg amean of 3.21.
2
Q)\

Results also indicated that 45.7% of th@ondents rated to a very high extent that components
of technological capabilities aﬁ@onsible for significant positive variation in a firm’s
performance through polici de by the government, 44.9% high extent, and 9.4% low extent.
On average, the re§pon g indicated that components of technological capabilities are
responsible fo i@tcant positive variation in a firm’s performance through policies made by
the government has a mean of 3.36. Results also indicated that 37.7% of the respondents rated to
a very high extent that policies made by the government enable firms effectively identify, access,
and acquire technologies and knowledge as well as skills, 46.8% with a high extent, and 15.5%
with low extent. On average, the respondents indicated that a policy made by the government
enable firms effectively identify, access, and acquire technologies and knowledge as well as

skills has a mean of 3.22.
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Results also indicated that 43.8% of the respondents rated to a very high extent that technological
capability plays a crucial role in the attainment of a firm’s efficiency in innovativeness and
production process, 46.0% high extent, and 10.2% low extent. On average, the respondents
indicated that technological capability plays a crucial role in the attainment of a firm’s efficiency
in innovativeness and production process has a mean of 3.34.The grand mean for technological
capability is 3.31 indicating that on average, respondents agreed with most of th%%t&ments on
the high scale as it relates to how technological capability is an appropriate . %@of marketing
capabilities. Additionally, the grand mean of 3.31 suggested tl:at }%l?vel of technological
capability of food and beverage firms in Southwest, Nigeria is m@%ly high.
. Q@
N

In Table 4.6, promotion activity was presented as m@s of marketing capabilities of Food and
beverage firms in Southwest, Nigeria ust Y @iptive statistics and computed for each
statement to reveal the frequencies, %gentages, and mean on a four-point Likert-type

scale(Very High Extent (VHE)&H%“Extent (HE)=3, Low Extent (LE)=2, Very Low Extent

(VLE)=1 o
Q
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Table 4.6: Descriptive Analysis of Responses on Promotion

Promotion VHE HE LE VLE Mean
The firm uses advertising to capture the 225 120 16 - 3.58
target audience’s attention creatively (62.3%) (33.2%) (4.4%)
and uses a variety of advertising
appeals with relevant government
policies . (b
The firm uses effective communication 126 191 '}
methods as it can quickly address the (34.9%) (52.9%) (12 2%)
buyer’s wants and needs with personal \
selling policies
There is high intensity of thematic 172 142 3.35
advertising through community (47.6%) (39.3%) L@@
relations backup by government
broadcasting policies
There is satisfaction feedback from 160 A a - 3.33
customers based on information derived (44 3% %) (1 1.6%)
from advertising
There is high intensity of the thematic , 1 174 30 - 3.35
day’s advertising by print media @.5%) (48.2%) (8.3%)

3.37

Grand Mean \g)

Source: Field Survey Resulu%lﬁ)

ean is <1.99= VLE; 2.0 to 2.99 = LE; 3.0 to 4.0 = HE; 4.0 and above =

KEY:=(Very H § nt—4 High Extent=3, Low Extent =2, Very Low Extent =1)

***Pecision ‘%

Acco Dthe results in Table 4.6, 62.3% of the respondents rated to a very high extent that
the firm uses advertising to capture the target audience’s attention creatively and uses a variety
of advertising appeals with relevant government policies, 33.2% high extent, and 4.4% low
extent. On average, the respondents indicated that the firm uses advertising to capture the target

audience’s attention creatively and uses a variety of advertising appeals with relevant

government policies has a mean of 3.58.
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Results also indicated that 34.9% of the respondents rated to a very high extent that the firm uses
effective communication methods as it can quickly address the buyer’s wants and needs with
personal selling policies, 52.9% with high extent, and 12.2% with low extent. On average, the
respondents indicated that the firm uses effective communication methods as it can quickly
address the buyer’s wants and needs with personal selling policies have a mean of& Results

also indicated that 47.6% of the respondents rated to a very high ext t%here is high
ckﬁkp

intensity of thematic advertising through community relations a by government
broadcasting policies, 39.3% high extent, and 13.0% low exten% average, the respondents

indicated that there is high intensity of thematic advertising Q@gh community relations backup

by government broadcasting policies has a mean of QSQ
)

Results also indicated that 44.3% of th }dents rated to a very high extent that there is
satisfaction feedback from custo%@‘d on information derived from advertising, 44.0% high
extent, and 11.6% low exterg)y’ average, the respondents indicated that there is satisfaction
feedback from custo @d on information derived from advertising has a mean of 3.33.
Results also indica g 43.5% of the respondents rated to a very high extent that there is high
intensity of ‘t%tematic day’s advertising by print media, 48.2% high extent, and 8.3% low
exten@average, the respondents indicated that there is high intensity of the thematic day’s
advertising by print media has a mean of 3.35.The grand mean for promotion activity is 3.37

indicating that on average, respondents agreed with most of the statements on the high scale as it

relates to how promotion activity is an appropriate measure of marketing capabilities.

139



Additionally, the grand mean of 3.37 suggested that the level of promotion activity of food and

beverage firms in Southwest, Nigeria is moderately high.

In Table 4.7, sales growth was presented as measure of firm performance of food and beverage
firms 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 (Very-H' Extent

(VHE)=4, High Extent (HE)=3, Low Extent (LE)=2, Very Low Extent (VLE)= Q')&

Table 4.7: Descriptive Analysis of Responses on Sales Growth E
'3
2
Sales Growth VHE  HE 1,@" VLE  Mean
Government policies affect the sales 252 - 3.61

growth of your firm positively (69.8%) %@V (8.3%)

The sales growth of this company’s

products increased because of the (19-7 68.4%) (11.9%)
quality and the policies implemented by

the government

The effective marketing capabilit] 4 134 83 - 3.17
utilization affect positively the@ (39.9%) (37.1%) (23.0%)

sales growth

- 3.08

Customer satisfaction ha %osmve 160 163 38 - 3.34
effect on the firm sal (44.3%) (45.2%) (10.5%)

Employee's tlmel reSponsiveness to 201 117 43 - 3.44
customer increased the (55.7%) (32.4%) (11.9%)

firm’s sales g

Grand@g 3.33

Source: Field Survey Result (2023)

KEY: = (Very High Extent=4, High Extent=3, Low Extent =2, Very Low Extent =1)
***Pecision Rule if mean is <1.99= VLE; 2.0 to 2.99 = LE; 3.0 to 4.0 = HE; 4.0 and above =
HE
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According to the results in Table 4.7, 69.8% of the respondents rated to a very high extent that
government policies affect the sales growth of their firm positively, 21.9% high extent, and 8.3%
low extent. On average, the respondents indicated that the government policies affect the sales
growth of their firm positively having a mean of 3.61. Results also indicated that 19.7% of the
respondents rated to a very high extent that the sales growth of the company’s products increased
because of the quality and the policies implemented by the government, 68.4% h@(tent, and
11.9% low extent. On average, the respondents indicated that the sales gro ’ Q@e company’s
products increased because of the quality and the policies implemente‘gywthe government has a

mean of 3.08. é.%‘\\i

Results also indicated that 39.9% of the respondents%%%very high extent that the effective

marketing capabilities utilization affects positiv% firm’s sales growth, 37.1% to a high

extent, and 23.0% to a low extent. On averaéjs}* pondents indicated that effective marketing
capabilities utilization affect positively t@rm’s sales growth has a mean of 3.17. Results also
indicated that 44.3% of the respo%@rated to a very high extent that customer satisfaction has
a positive effect on the firm4sales) growth, 45.2% high extent, and 10.5% to a low extent. On

average, the respondfnts@il??ated that customer satisfaction has a positive effect on the firm

sales growth h @ n of 3.34.

Result Qldicated that 55.7% of the respondents rated to a very high extent that employees’
timely responsiveness to customer complaints increased the firm’s sales growth, 32.4% high
extent, and 11.9% low extent. On average, the respondents indicated that employees’ timely
responsiveness to customer complaints increased the firm’s sales growth has a mean of 3.44. The
grand mean for sales growth is 3.33 indicating that on average, respondents agreed with most of

the statements on the high scale as it relates to how sales growth is an appropriate measure of
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firm performance. Additionally, the grand mean of 3.33 suggested that the sales growth level of

food and beverage firms in Southwest, Nigeria is moderately high.

Relating results in tables 4.3, 4.4, 4.5, 4.6, and 4.7 together, the measures of marketing
capabilities which includes product development capability, price competitiveness, technology
capability, and promotion activity have varying patterns of increase with sales grewth, of food
and beverage firms in Southwest, Nigeria. Consequent these findings me '%\above, it
suggests that marketing capabilities may influence the sales growth of fo \ everage firms

in Southwest, Nigeria. This response to research question one h@?ﬁled the researcher to

A\
achieve the first objective of this study. é%

In Table 4.8, profitability was presented as a measure performance of food and beverage

firms in Southwest, Nigeria using descriptive §tg§%s computed for each statement to reveal the

(LE)=2, Very Low Extent (VLE)=1

frequencies, percentages, and mean OE Qf_(;}—point Likert-type scale (Very High Extent

(VHE)=4, High Extent (HE)=3, Low%)

Table 4.8: Descriptive Anal@g\&esponses on Profitability
o\

PN

Profitability C Y7 VHE HE LE VLE  MEAN
The profit mar ir@\his firm has been 166 155 40 - 3.35
increasing i\ﬂ%ast years (46.0%) (42.9%) (11.1%)

The r %1 assets of this company 133 167 61 - 3.20
has bemreasing in the past years (36.8%) (46.3%) (16.9%)

The return on investment of this firm 152 152 47 - 3.29
has been increasing in the past years (42.1%) (44.9%) (13.0%)

The return on equity of this firm has 157 168 36 - 3.34
been increasing in the past years (43.5%) (46.5%) (10.0%)

The sales of this company’s products 152 159 50 - 3.28

have been increasing in the past years (42.1%) (44.0%) (13.9%)
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Grand Mean 3.30

Source: Field Survey Result (2023)

KEY: = (Very High Extent=4, High Extent=3, Low Extent =2, Very Low Extent =1)
***Pecision Rule if mean is <1.99= VLE; 2.0 to 2.99 = LE; 3.0 to 4.0 = HE; 4.0 and above =
HE

According to the results in Table 4.8, 46.0% of the respondents rated to a .@@h extent that
hi

the profit margin of the firm has been increasing in the past years, 42.‘9%1 extent, and 11.1%
»

03

low extent. On average, the respondents indicated that the proﬁ%‘ﬁs} of the firm has been

increasing in the past years has a mean of 3.35. Resulﬁs@b indicated that 36.8% of the
respondents rated to a very high extent that the @n assets of the company has been
increasing in the past years, 46.3% high ex@and 16.9% low extent. On average, the

respondents indicated that the return on% f the company has been increasing in the past

years has a mean of 3.20. Q)‘b‘

Results also indicated that 424% of the respondents rated to a very high extent that the return on
investment of the ﬁn@a@% increasing in the past years, 44.9% high extent, and 13.0% low
extent. On ave g@\he respondents indicated that the return on investment of the firm has been
increasing in past years has a mean of 3.29. Results also indicated that 43.5% of the
respo@ rated to a very high extent that the return on equity of the firm has been increasing in
the past years, 46.5% high extent, and 10.0% low extent. On average, the respondents indicated

that the return on equity of the firm has been increasing in the past years has a mean of 3.34.

Results also indicated that 42.1% of the respondents rated to a very high extent that the sales of

the company’s products have been increasing in the past years, 44.0% high extent, and 13.9%
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low extent. On average, the respondents indicated that the sales of the company’s products have
been increasing in the past years has a mean of 3.28.The grand mean for profitability is 3.30
indicating that on average, respondents agreed with most of the statements being on the high
scale as it relates to how profitability is an appropriate measure of firm performance.
Additionally, the grand mean of 3.30 suggested that the profitability level of food and beverage

firms in Southwest, Nigeria is moderately high. Q’&\

Relating results in tables 4.3, 4.4, 4.5, 4.6, and 4.8 together, the \?%'Rs of marketing
capabilities which includes product development capability, price @Se'ﬁitiveness, technology
capability, and promotion activity have varying patterns of inc%g%}th the profitability of food
and beverage firms in Southwest, Nigeria. Conse eﬁ% ese findings mentioned above, it
suggests that marketing capabilities may influence &ﬁtability of food and beverage firms in
Southwest, Nigeria. This response to resear@i two has enabled the researcher to achieve
Q>
>
6

In Table 4.9, market share was pwed as a measure of firm performance of food and beverage

the second objective of this study.

firms in Southwest, Nige@gescrimive statistics and computed for each statement to reveal
the frequencies, percgggges, and mean on a four-point Likert-type scale (Very High Extent

(VHE)=4, H@t (HE)=3, Low Extent (LE)=2, Very Low Extent (VLE)=1

QQ
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Table 4.9: Descriptive Analysis of Responses on Market Share

Market Share VHE HE LE VLE MEAN
Highly skilled and forensic firms gain 203 126 32 - 3.47
market share through lower prices or (56.2%) (34.9%) (8.9%)
better products
Market share is the result of better 123 188 50 - }2%
performance among food and beverages (34.1%) (52.1%) (13.9%) \
companies 6
The food and beverages market shares 151 150 25
have been on the increase compared to (41.8%) (41.6%) (16 6%)
other industries in the past years ‘%
AN L

The firm performs compared to its 135 171
competitors in the recent times (37.4%) (47. 4%)
The market share of the firm over time 125 192 '\ 4 - 3.22
is favourable (34.6%) 2%) (12.2%)
Grand Mean * 3.27

KRN

Source: Field Survey Result (2023) ( \) e

KEY: = (Very High Extent=4, Higl%hent=3, Low Extent =2, Very Low Extent =1)
***Pecision Rule if mean is < leLE; 2.0 t0 2.99 =LE; 3.0 to 4.0 = HE; 4.0 and above =

HE %w

e
According to é\ts in Table 4.9, 56.2% of the respondents rated to a very high extent that
highly s i]@ d forensic firms gain market share through lower prices or better products,
34.9% high extent, and 8.9% low extent. On average, the respondents indicated that highly
skilled and forensic firms gain market share through lower prices or better products has a mean
of 3.47. Results also indicated that 34.1% of the respondents rated to a very high extent that

market share is the result of better performance among food and beverages companies, 52.1%

145



high extent, and 13.9% low extent. On average, the respondents indicated that market share is the

result of better performance among food and beverages companies has a mean of 3.20.

Results also indicated that 41.8% of the respondents rated to a very high extent that the food and
beverages market shares have been on the increase compared to other industries in the past years,
41.6% high extent, and 16.6% low extent. On average, the respondents indicated ﬂ@e food
and beverages market shares have been on the increase compared to other ipdlé%;sS in the past
years has a mean of 3.25. Results also indicated that 37.4% of the resp@ rated to a very
high extent that the firm performs compared to its competitors in rec imes, 47.4% high extent,
and 15.2% low extent. On average, the respondents indic@%}at the firm's performance
compared to its competitors in recent times has a mea o@ Results also indicated that 34.6%
of the respondents rated to a very high extent that market share of the firm over time is

%On average, the respondents indicated that

favorable, 53.2% high extent, and 12.2% 1(@3@%&

the market share of the firm over time is @rable has a mean of 3.22.

Q

The grand mean for market shaM.N indicating that on average, respondents agreed with
most of the statements on@i?gh scale as it relates to how market share is an appropriate
measure of firm perf %e. Additionally, the grand mean of 3.27 suggested that the level of
market shar and beverage firms in Southwest, Nigeria is moderately high. Relating
results@@s 4.3,4.4,4.5, 4.6, and 4.8 together, the measures of marketing capabilities which
includes ‘product development capability, price competitiveness, technology capability, and
promotion activity have varying patterns of increase with a market share of food and beverage
firms in Southwest, Nigeria. Consequently, these findings mentioned above, suggest that

marketing capabilities may influence the market share of food and beverage firms in Southwest,
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Nigeria. This response to research question three has enabled the researcher to achieve the third

objective of this study.

In Table 4.10, sustainability was presented as a measure of firm performance of food and
beverage firms in Southwest, Nigeria using descriptive statistics computed for each statement to
reveal the frequencies, percentages, and mean on a four-point Likert-type scaler (VW High

Extent (VHE)=4, High Extent (HE)=3, Low Extent (LE)=2, Very Low Extent (

Table 4.10: Descriptive Analysis of Responses on Sustainability E

Sustainability VHE HE 1,@" VLE  MEAN
My company engages in incorporating 188 147 © - 3.45
sustainability to increase performance (52.1%) ( @V (7.2%)

with government policies intervention

My company focuses on meeting the 128. \ 32 - 3.27
needs of the present without 5 7%) (8.9%)

compromising

This company maintains public cordi 7 174 30 - 3.35
relationships to increase the leyel (43.5%) (48.2%) (8.3%)

performance

This company uses co %{s\ocial 219 90 52 - 3.46
responsibility strategi s@ sure its (60.7%) (24.9%) (14.4%)

sustainability < )

The company® ketlng strategies 125 191 45 - 3.22
with a marketlng appeal (34.6%) (52.9%) (12.5%)

influence 'qu tainability

Grand n 3.35

Source: Field Survey Result (2023)

Key: = (Very High Extent=4, High Extent=3, Low Extent =2, Very Low Extent =1)
***PDecision Rule if mean is <1.99= VLE; 2.0 to 2.99 = LE; 3.0 to 4.0 = HE; 4.0 and above =
HE
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According to the results in Table 4.10, 52.1% of the respondents rated to a very high extent that
their company engages in incorporating sustainability to increase performance with government
policies intervention, 40.7% high extent, and 7.2% low extent. On average, the respondents
indicated that their company engages in incorporating sustainability to increase performance
with government policies intervention has a mean of 3.45. Results also indicated that 35.5% of
the respondents rated to a very high extent that their company focuses on meeti&%@ needs of
the present without compromising, 55.7% high extent, and 8.9% low ex . % average, the

respondents indicated that their company focuses on meeting the ne§ %f the present without

compromising has a mean of 3.27. %‘\\J
&

Results also indicated that 43.5% of the respondents r te@rery high extent that the company
maintains public cordial relationships to increase @el of performance, 48.2% high extent,
and 8.3% low extent. On average, the resp@)&ﬁvi dicated that the company maintains public
cordial relationship to increase the lev%gf performance has a mean of 3.35. Results also
indicated that 60.7% of the reﬁﬁn%ts rated to a very high extent that the company uses
corporate social responsibility\sttategies to ensure its sustainability, 24.9% high extent, and
14.4% low extent. O@Qge, the respondents indicated that the company uses corporate social
responsibility ra@as to ensure its sustainability has a mean of 3.46. Results also indicated that
34.6% of t@r pondents rated to a very high extent that the company’s marketing strategies
with a d marketing appeal influence its sustainability, 52.9% high extent, and 12.5% low

extent. On average, the respondents indicated that the company’s marketing strategies with a

broad marketing appeal influence its sustainability has a mean of 3.22.
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The grand mean for sustainability is 3.35indicates that on average, respondents agreed with most
of the statements on the high scale as it relates to how sustainability is an appropriate measure of
firm performance. Additionally, the grand mean of 3.35suggested that the level of sustainability
of food and beverage firms in Southwest, Nigeria is moderately high. Relating results in tables
4.3,4.4,4.5, 4.6, and 4.8 together, the measures of marketing capabilities which includes product
development capability, price competitiveness, technology capability, and pro%{%ﬂ activity
have varying patterns of increase with the sustainability of food and bevera c ig@in Southwest,
Nigeria. Consequently, these findings mentioned above, suggest tl.lat ﬁkgtmg capabilities may
influence the sustainability of food and beverage firms in South@%igeria. This responded to
research question four and has enabled the researcher to ae@gﬂle fourth objective of this study.

Q‘Q

In Table 4.11, trade regulation and taxation were§ ted as measures of government policy

given the food and beverage firms in @

computed for each statement to reveal t'%frequencies, percentages, and mean on a four-point

I
st} Nigeria using descriptive statistics and

Likert-type scale (Very High EWE)Z{ High Extent (HE)=3, Low Extent (LE)=2, Very

Low Extent (VLE)=1 "
S

>

&
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Table 4.11: Descriptive Analysis of Responses on Government Policy

Government Policy VHE HE LE VLE MEAN
Trade Regulation
Conventional tariff system influences 228 106 27 - 3.56

marketing  capabilities and firm (63.2%) (29.4%) (7.5%)

° @d
performance in food and beverages Q’&

Specific duty sometimes affects the 96 229 36 4%‘\QQ 17
relationship between marketing (26.6%) (63.4%) (10.0%& o
capabilities and firm performance %\

The compensatory tariff rate imposed 141 161 « Q@ - 3.23
on goods helps the performance of food (39.1%) %Q;)\ (16.3%)

and beverages

Government bilateral trade agreements 1§4 \ﬁSO 47 - 3.32
with other countries contribute to the '@;.4%) (41.6%) (13.0%)
performance of food and beverages Q)

Price regulation policies ma b%/ the 181 148 32 - 3.41
government affect the p@t ce of (50.1%) (41.0%) (8.9%)

food and beverages fitms

W\
Mean of tradi%@tion 3.34
TaxatiQQ

Company's Income Tax (CIT) imposed 212 125 24 - 3.52
on the manufacturing firm affects the (58.7%) (34.6%) (6.6%)
performance of food and beverages

firm

High payment of Corporate Income Tax 115 215 31 - 3.23
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affects the relationship between (31.9%) (59.6%) (8.6%)
marketing  capabilities and  firm

performance

The corporate tax structure provides 191 130 40 - 3.42
many benefits intended to promote (52.9%) (36.0%) (11.1%)

certain forms of behavior and to assist

the food and beverages business Q’&\
High Personal Income Tax reduces the 160 'E\ 33
purchasing power of consumers of food (44.3%) (44.3%) (11. 4%

and beverages \
Unstructured personal income tax '&%
harms the food and beverages firm (43.2%) (46 &S(IO 2%)

performance

3.33

Mean of taxation C.')\‘\% 3.37

Grand Mean for government policy 3.35

0.4\°
Source: Field Survey Result (ZW

'\
KEY: = (Very High Ext , High Extent=3, Low Extent =2, Very Low Extent =1)

***PDecision Rule lf ean is < 1.99= VLE; 2.0 to 2.99 = LE; 3.0 to 4.0 = HE; 4.0 and above =
Accor Qhe results in Table 4.11, 63.2% of the respondents rated to a very high extent that
the conventional tariff system influences marketing capabilities and firm performance in food
and beverages, 29.4% high extent, and 7.5% low extent. On average, the respondents indicated
that the conventional tariff system influences marketing capabilities, and firm performance in
food and beverages has a mean of 3.56. Results also indicated that 26.6% of the respondents

rated to a very high extent that specific duty sometimes affects the relationship between

151



marketing capabilities and firm performance, 63.4% high extent, and 10.0% low extent. On
average, the respondents indicated that specific duty sometimes affects the relationship between

marketing capabilities and firm performance having a mean of 3.17.

Results also indicated that 39.1% of the respondents rated to a very high extent that the
compensatory tariff rate imposed on goods helps the performance of food and bevera\ 44.6%
high extent, and 16.3% low extent. On average, the respondents indicated that %%’:’S‘npensatory

D

tariff rate imposed on goods helps the performance of food and bevera a mean of 3.23.
Results also indicated that 45.4% of the respondents rated to a Venyi\f%e'itent that government
bilateral trade agreements with other countries contribute @%\performance of food and
beverages, 41.6% high extent, and 13.0% low exter@ ge, the respondents indicated that

government bilateral trade agreements with other cou s contribute to the performance of food

and beverages having a mean of 3.32. < : ‘\\‘

Results also indicated that 50.1% % espondents rated to a very high extent that price
regulation policies made by the goverhment affect the performance of food and beverages firms,
41.0% high extent, and &% ?N extent. On average, the respondents indicated that price
regulation policies m y the government affect the performance of food and beverages firms
having a me Ql. According to the results in Table 4.5, 58.7% of the respondents rated to a
very I@nt that Companies' Income Tax (CIT) imposed on the manufacturing firm affects
the performance of food and beverages firms, 34.6% high extent, and 6.6% low extent. On
average, the respondents indicated that Companies Income Tax (CIT) imposed on the

manufacturing firm affects the performance of the food and beverages firm has a mean of 3.52.
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Results also indicated that 31.9% of the respondents rated to a very high extent that high
payment of Corporate Income Tax affects the relationship between marketing capabilities and
firm performance, 59.6% high extent, and 8.6% low extent. On average, the respondents
indicated that high payment of Corporate Income Tax affects the relationship between marketing
capabilities and firm performance having a mean of 3.23. Results also indicated that 52.9% of
the respondents rated to a very high extent that the corporate tax structure %V\ldes many
benefits intended to promote certain forms of behavior and to assist thé .Gg d beverages
business, 36.0% with high extent, and 11.1% with low extent..On‘xe'rSage, the respondents
indicated that the corporate tax structure provides many benefkﬁé?}ended to promote certain

forms of behavior and to assist the food and beverages busi s a mean of 3.42.

Results also indicated that 44.3% of the respon di to a very high extent that High
Personal Income Tax reduces the purchasiné)ﬁé& f consumers of food and beverages, 44.3%
high extent, and 11.4% low extent. On%rage, the respondents indicated that High Personal
Income Tax reduces the purchasiﬁap%er of consumers of food and beverages having a mean of
3.33. Results also indicate t*43.2% of the respondents rated to a very high extent that
unstructured persona@@e ax harms the food and beverages firm performance, 46.5% high
extent, and 10 °®w extent. On average, the respondents indicated that unstructured personal

income tax@ the food and beverages firm performance has a mean of 3.33.

The g&mean for government policy is 3.35indicating that on average, respondents agreed
with most of the statements on the high scale as it relates to how trade regulation and taxation is
an appropriate measure of government policy. Relating results in tables 4.3, 4.4, 4.5, 4.6, 4.7, 4.8,
4.9, 4.10, and 4.11 together, the measures of marketing capabilities which includes product

development capability, price competitiveness, technology capability, and promotion activity has
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varying patterns of increase with firm performance measures which include sales growth, market
share, profitability, and sustainability of food and beverage firms in Southwest, Nigeria.
Consequently, these findings mentioned above, suggest that marketing capabilities may influence
the firm performance of food and beverage firms in Southwest, Nigeria. More so, government
policies hold the potential to mediate the interaction between marketing capabilities and firm
performance of food and beverage firms in Southwest, Nigeria. This respor@ research

questions five and six has enabled the researcher to achieve the fifth and si Pb%ctives of this

study.
[ ) “
N

4.2.2 Hypotheses . Qé%\

Hy1: Product development capabilities have no sig@ffect on firm performance of Food

and beverage firms in South-west Nigeria. ‘\%

The null hypothesis one which states& there is no significant influence of Product
development capability on firm rf(@%ce of Food and beverage firms in South-west Nigeria
was tested using simple lim%ar“regression analysis. In the analysis, the values of firm
performance were re @n the values of Product development capability. The data for
product developmek&gapability (independent variable) was generated by summing responses of
all the items while firm performance (dependent variable) was generated by adding responses of

all ite@% to measure the variable. The regression test results are presented in Tables 4.12
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Table 4.12: Summary of Regression Analysis for the Effect of Product Development
Capability on Firm Performance of Food and Beverage Firms in Southwest, Nigeria

Model F(df) Anova Sig
R 0.179

R Square 0.032 11.896 (1,359)  0.000
Adjusted R Square 0.029

Coefficients Unstandardized T sig

Coefficients Q*)&\
(Constant) 2949 28.035 0‘@0

Product development
capability 0.109 3.449 . \*'\

a. Dependent Variable: Firm Performance
b. Predictors: (Constant), Product development capability ,
Source: Field Survey Result (2023) V

'\

From the results in Table 4.12, product de nt capability has weak positive and
statistically significant relationship with the(pro %evelopment capability on firm performance
of Food and beverage firms in Soutlab‘%t Nigeria (R = 0.179, p<0.05). The coefficient of
determination (R?) of 0.032 sh&&t product development capability predicts 3.2% of the
changes in firm performan hile the remaining 96.8% changes in firm performance of the
selected Food and Qﬁrms is explained by other external factors other than those
examined in From the Table 4.12 the results of ANOVA (overall model significance)
of regresm@te%vhmh revealed that Product development capability has a significant influence
on ﬁrm formance of Food and beverage firms in South-west Nigeria. This can be explained
by the F-value (11.896) and low p-value (0.000) which is statistically significant at 95%
confidence interval. Hence, the result posited that product development capability in the selected

Food and beverage firms examined in South-west Nigeria significantly influenced their

performance at work.
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Furthermore, the results of regression coefficients revealed that a positive and statistically
significant relative influence was reported for product development capability. Specifically, the
results reveal that at 95% confidence level, product development capability (B = 0.109, p=0.001,
t= 3.449) with the Food and beverage firms in South-west Nigeria is statistically significant as
the p-values were less than 0.05 and the t-values greater than 1.96. This suggesg{@ a unit
change in Product development capability will lead to a 0.109 increase in the erformance
of Food and beverage firms in South-west Nigeria, given that all other fz;(%%re held constant.
Given this result (R*= 0.109, F(1,359)= 11.896, p= 0.000), this stn@?as the null hypothesis

one (Hol) which states that Product development capability ha@%signiﬁcant influence on firm

performance of Food and beverage firms in South—w%%@» ia.
Restatement of Hypothesis Two . \%

Hy2: Price competitiveness has no signi%r'lt effect on firm performance of Food and beverage

firms in South-west Nigeria. \g:b‘
"

The null hypothesis v@%lch states that there is no significant influence of Price
competitiveness oﬁ(@m performance of Food and beverage firms in South-west Nigeria was
tested using s linear regression analysis. In the analysis, the values of firm performance
were %sed on the values of Price competitiveness. The data for Price competitiveness
(independent variable) was generated by summing responses of all the items while firm
performance (dependent variable) was generated by adding responses of all items used to

measure the variable. The regression test results are presented in Tables 4.13
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Table 4.13: Summary of Regression Analysis for the effect of Price competitiveness on
Firm Performance of Food and Beverage Firms in Southwest, Nigeria

Model F(df) Anova Sig
R 0.419

R Square 0.175 76.247 (1,359)  0.000
Adjusted R Square 0.173

Coefficients Unstandardized T Sig

A
Coefficients \
&>

(Constant) 2.451 24.808 : OOSO
% oﬁ)

Product competitiveness 0.262 8.732

a. Dependent Variable: Firm performance
b. Predictors: (Constant), Price competitiveness
Source: Field Survey Result (2023)

S

e

From the results in Table 4.13, Price competit@ts weak positive and statistically
significant relationship with the Price compg@tness on firm performance of Food and
beverage firms in South-west Nigeria ( Z@\,p<0.05). The coefficient of determination (R?)
of 0.175 shows that Price competiti\% redicts 17.5% of the changes in firm performance,
while the remaining 82.5% changes\in firm performance of the selected Food and beverage firms
is explained by other extet@ c?ors other than those examined in this study. From the Table
4.13 the results of A A (overall model significance) of regression test which revealed that
Price competiti gs has a significant influence on firm performance of Food and beverage
firms 1 @—west Nigeria. This can be explained by the F-value (76.247) and low p-value
(0.000) which is statistically significant at 95% confidence interval. Hence, the result posited that
Price competitiveness in the selected Food and beverage firms examined in South-west Nigeria

significantly influenced their performance at work.
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Furthermore, the results of regression coefficients revealed that a positive and statistically
significant relative influence was reported for Price competitiveness. Specifically, the results
reveal that at 95% confidence level, Price competitiveness (B = 0.262, p= 0.000, t= 8.732) with
the Food and beverage firms in South-west Nigeria is statistically significant as the p-values
were less than 0.05 and the t-values greater than 1.96. This suggest that a unit change in Price
competitiveness will lead to a 0.262 increase in the firm performance of Food and @e\dge firms
in South-west Nigeria, given that all other factors are held constant. Given .'%t (R’=0.175,

N

F(1,359)= 76.247, p= 0.000), this study rejects the null hypothesis t% Ho2) which states that
product competitiveness have no significant influence on fw@&er ormance of Food and

beverage firms in South-west Nigeria. . '\QQ

Ho3: Technological capabilities have no significant ‘effect on firm performance of Food and

beverage firms in South-west Nigeria. < : ‘\\'

The null hypothesis three which sta%@ there is no significant influence of Technological
capability on firm performance of\f6od and beverage firms in South-west Nigeria was tested
using simple linear regres?llysis. In the analysis, the values of firm performance were
regressed on the valtes Jof Technological capability. The data for Technological capability

(independen e) was generated by summing responses of all the items while firm

perfor@dependent variable) 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 Regression Analysis for the effect of Technological Capability on
Firm Performance of Food and Beverage Firms in Southwest, Nigeria

Model F(df) Anova Sig
R 0. 246

R Square 0.061 23.158 (1,359)  0.000
Adjusted R Square 0.058

Coefficients Unstandardized T sig

A
Coefficients \
&>

(Constant) 2.763 24.176 : OOSO
% oﬁ)

Technological capability 166 4.812

a. Dependent Variable: Firm Performance
b. Predictors: (Constant), Technological capability
Source: Field Survey Result (2023)

S

RS

From the results in Table 4.14, Technological ca 7@5 weak positive and statistically
significant relationship with the Technologiga@ability on firm performance of Food and
beverage firms in South-west Nigeria ( :@ p<0.05). The coefficient of determination (R?)
of 0.061 shows that Technological ca y predicts 6.1% of the changes in firm performance,
while the remaining 93.9% chanw firm performance of the selected Food and beverage firms
is explained by other extet@ c?ors other than those examined in this study. From the Table
4.14 the results of A A (overall model significance) of regression test which revealed that
Technologic ility has a significant influence on firm performance of Food and beverage
firms 1 @—west Nigeria. This can be explained by the F-value (23.158) and low p-value
(0.000) which is statistically significant at 95% confidence interval. Hence, the result posited that
technological capability in the selected Food and beverage firms examined in South-west Nigeria

significantly influenced their performance at work.
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Furthermore, the results of regression coefficients revealed that a positive and statistically
significant relative influence was reported for technological capability. Specifically, the results
reveal that at 95% confidence level, Technological capability (B = 0.061, p= 0.000, t= 4.812)
with the Food and beverage firms in South-west Nigeria is statistically significant as the p-values
were less than 0.05 and the t-values greater than 1.96. This suggest that a unit change in
Technological capability will lead to a 0.166increase in the firm performanc%‘&g ood and
beverage firms in South-west Nigeria, given that all other factors are hel .Og@t. Given this
result (R’= 0.061, F(1,359)= 23.158, p= 0.000), this study rejects ‘Ehe %%ypothesis three (Ho3)
which states that Technological capability have no significant i@\ce on firm performance of

Food and beverage firms in South-west Nigeria. . '\QQ

Ho4: Promotion has no significant effect on firm Q‘?ance of Food and beverage firms in
South-west Nigeria. C.;\\'

The null hypothesis four which states the@ere is no significant influence of Promotion on firm
performance of Food and bevera‘g&fgﬁ\s in South-west Nigeria was tested using simple linear
regression analysis. In the and%ia the values of firm performance were regressed on the values
of Promotion. The @Q&Promotion (independent variable) was generated by summing
responses of a ﬂ@\mﬂs while firm performance (dependent variable) was generated by adding

responses of alDitems used to measure the variable. The regression test results are presented in

Table@.
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Table 4.15: Summary of Regression Analysis for the effect of Promotion on Firm
Performance of Food and Beverage Firms in Southwest, Nigeria

Model F(df) Anova Sig
R 0.221

R Square 0.049 18.516 (1,359)  0.000
Adjusted R Square 0.046

Coefficients Unstandardized T Sig

A
Coefficients \
&>

(Constant) 2.848 26.363 : OOSO
% 0

Promotion 138 4.303

a. Dependent Variable: Firm Performance
b. Predictors: (Constant), Promotion
Source: Field Survey Result (2023)

S

e

From the results in Table 4.15, Promotion has XSitive and statistically significant
relationship with the Promotion on firm perfo.rr@ of Food and beverage firms in South-west
Nigeria (R = 0.221, p<0.05). The cogf ie}of determination (R?) of 0.049 shows that
promotion predicts 4.9% of the ch ﬁ&n firm performance, while the remaining 95.1%
changes in firm performance owselected Food and beverage firms is explained by other
external factors other thar%s .\examined in this study. From the Table 4.15 the results of
ANOVA (overall gn\od IQigniﬁcance) of regression test which revealed that Promotion has a
significant 1 on firm performance of Food and beverage firms in South-west Nigeria.
This (@Xplained by the F-value (18.516) and low p-value (0.000) which is statistically
significant at 95% confidence interval. Hence, the result posited that promotion in the selected
Food and beverage firms examined in South-west Nigeria significantly influenced their

performance at work.
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Furthermore, the results of regression coefficients revealed that a positive and statistically
significant relative influence was reported for Promotion. Specifically, the results reveal that at
95% confidence level, Promotion (B = 0.138, p= 0.000, t= 4.303) with the Food and beverage
firms in South-west Nigeria is statistically significant as the p-values were less than 0.05 and the
t-values greater than 1.96. This suggest that a unit change in promotion will lead to a
0.138increase in the firm performance of Food and beverage firms in South-westée 1a, given
that all other factors are held constant. Given this result (R’= 0.049, F(1,35 .%6, p= 0.000),
N

this study rejects the null hypothesis four (Ho4) which states that pro%ti:n have no significant
st Nigeria.

influence on firm performance of Food and beverage firms in So @e

Ho5: Marketing capabilities (Product developmin@ability, Price competitiveness,

Technological capability, & Promotion) has no signi t impact on firm performance of food

and beverage firm in Southwest, Nigeria. C.;\\'

To test the hypothesis, simple regressio%ualysis was used. In the analysis, the value of firm
performance was regressed on é@%lue of marketing capabilities. The data for marketing
capability was generated by s«%rﬁing responses of all items for product development capability,
price competitivenes@%)gical capability, and promotion while that of firm performance

was generated by@dding responses of all items used to measure the variable. The regression test

results are %s ted in Table 4.16.
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Table 4.16: Summary of Regression Analysis for the Effect of Marketing Capabilities on
Firm Performance of Food and Beverage Firms in Southwest, Nigeria

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

88.552

0.445*  0.198  0.196 0.000°  (1,359)

(Constant) 1751 10.557  0.000

Marketing ‘ %

capability 0470  9.410  0.000 Q&\
—S

Dependent Variable: Firm performance QO

Predictors: (Constant), product development capability, price competiti \s, technological

capability, and promotion
Source: Field Survey Result (2023) . \‘%'ﬁ

Table 4.16 presents the results of a simple regression. aﬂ siy for the effect of marketing
capability on firm performance of food and bevera@}in Southwest, Nigeria. Table 4.16
presents a model summary that establishes hox.)v t@o el equation fits into the data. The R*was
used to establish the predictive power le-lﬁ\study’s model. From the results, marketing
capability has a positive but very weak onship with firm performance of food and beverage
firms in Southwest, Nigeria(R %}453, p=0.000). The coefficient of determination (R?) of
0.198 shows that marketinQ%a?)ility explained 19.8% of the change in performance of the
food and beverage ﬁr@nder study while the remaining 80.2% of changes in firm performance
is explained Bher exogenous variable different from marketing capability considered in
this stu @s result suggests that marketing capability influence 6.1% of the firm performance

of food and beverage firm in Southwest, Nigeria in Southwest.

Table 4.16 presents the results of the ANOVA (overall model significance) of the regression test
which revealed that the combined marketing capability has a significant effect on firm

performance of Food and beverage firms in Southwest, Nigeria in Southwest. This can be
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explained by the F-value (88.552) and low p-value (0.000) which is statistically significant at a
95% confidence interval. Hence, the result posited that marketing capability adopted by the food

and beverage firms in Southwest, Nigeria influenced firm performance.

Furthermore, the results of regression coefficients revealed that a positive effect was reported
only for marketing capability. Specifically, the results reveal that at a 95% conﬁdenc{‘&vel, the
marketing capability of the food and beverage firms was statistically signific Qﬂ& 0.470, p=

%Based on the

0.000) as the p-values were less than 0.05 and the t-values greater t

coefficient of regression table 4.12, the regression model is restated a@%c'ﬁws:

FP=1.751 + 0.470MC ............ Eq. (v)

S
Where: FP = Firm Performance QQ

MC = Marketing Capability ( @

According to the regression equati ove, taking all factors constantly at zero, the firm
performance of Food and beverag&&%s in Southwest, Nigeria is 1.751. The result also indicates
that taking all other indep@t zriables at zero, a unit change in marketing capability will lead
toa 0.470 increase% performance of food and beverage firms in Southwest, Nigeria given
that all othe Qare held constant. Hence, based on this result, this study can conclude that
markett ability significantly influences the firm performance of food and beverage firms in
Southwest, Nigeria. On the strength of this result ( R?= 0.198, F(1,359)= 88.552, p= 0.000), this

study rejects the null hypothesis five (Ho5) which states that marketing capability has no

significant effects on firm performance of food and beverage firms in Southwest, Nigeria.
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Ho6: Government policy has no significant moderating effect on the relationship between

marketing capability and firm performance of food and beverage firms in Southwest, Nigeria.

To evaluate the null hypothesis, hierarchical regression was applied whereby the analysis was
carried out in the order of hierarchy. A composite score was obtained for the marketing
capability as adopted by the food and beverage firms in Southwest, Nigeria, and was \‘r&d in the
regression analysis. Also, data for firm performance (Y) was created by ad@inélgbg%nses of all
items for the variable, while that of government policy (Z) was obtained‘ﬁ%hng responses of
all items for the variable. In addition, an interaction term fo ﬁ%rﬁeting capability and
government policy (X;*Z) was obtained by multiplying th%&%\posite score for marketing
capability and government policy. The hypothesis 9.@6 supported if the effect of the
interaction of marketing capability and government cy (Xi*Z) on the firm performance of

food and beverage firms in Southwest, N@f»\‘s tatistically significant. The results of the

analysis step by step are presented in Tableg.17.

Q

Table 4.17: Summary of Hierarehical Regression Analysis for the Moderating Effect of
Government Policy on thé, Relationship between Marketing Capability and Firm
Performance of FMCGs i hwest

Model'23 eta\) Yt Sig. R R? Adj. AR? AF Sig. F
R? Change

Constant)! t .000
(Constant) %\, 51 10557  .000 445 198 .196  .198 88.552
Marketing
capabilit Q 470 9410  .000
F &Anova Sig: 88.552 (1,359), p=.000

2
(Constant) 1.009 5453  0.000 .550® 0302 .299 0.105 53.688 .000
Marketing 0422 8962  0.000
capability
Government 0269  7.327  0.000
policy

F &Anova Sig: 77.618 (2,358), p=.000
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(Constant)
1.442 444 657 .550¢ 302 297 .000 0.018 .897

Marketing 293 302 762

capability

Government 140 144 886

policy

Marketing

capability*Govern .039 134 .894

ment policy ° QQ\,
a. Predictors: (Constant), Marketing capability &\.
b. Predictors: (Constant), Marketing capability, Government policy . Q)
c. Predictors: (Constant), Marketing capability, Government policy, MC* Marketing
capability*Government Policies
d. Dependent Variable: Firm performance o
Source: Field Survey Result (2023) ¢ \%

\
&

Table 4.17 presents the results of a simple regr&@%ﬁalysis for the effect of marketing
capability on firm performance of food and be e firms in Southwest, Nigeria. Table 4.17
presents a model summary that establishgs @e model equation fits into the data. The R*was
used to establish the predictive po the study’s model. From the results, marketing
capability has a positive but VeryM relationship with firm performance of food and beverage
firms in Southwest, Nig@ “0.4453, p=0.000). The coefficient of determination (R?) of
0.198 shows that Q{é@ﬁﬁg capability explained 19.8% of the change in performance of the
food and be\%grms under study while the remaining 80.2% of changes in firm performance
is explai Qy another exogenous variable different from marketing capability considered in
this study. This result suggests that marketing capability influence 6.1% of the firm performance

of food and beverage firm in Southwest, Nigeria.

Table 4.17 presents the results of the ANOVA (overall model significance) of the regression test

which revealed that the combined marketing capability has a significant effect on firm
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performance of Food and beverage firms in Southwest, Nigeria. This can be explained by the F-
value (88.552) and low p-value (0.000) which is statistically significant at a 95% confidence
interval. Hence, the result posited that marketing capability adopted by the food and beverage

firms in Southwest, Nigeria influenced firm performance.

Furthermore, the results of regression coefficients revealed that a positive effect v@eported

only for marketing capability. Specifically, the results reveal that at a 95% qon@e level, the

W\

marketing capability of the food and beverage firms was statistically sig nt (B= 0.470, p=
0.000) as the p-values were less than 0.05 and the t-values greaf{{d ant 1.96. Based on the
coefficient of regression table 4.17, the regression model is res%@s follows:

FP=1.751 + 0.470MC ............ Eq. (vi) @Q\
Where: FP = Firm Performance . ‘\%

MC = Marketing Capability .'

According to the regression eq&ﬁ%) above, taking all factors constantly at zero, the firm
performance of Food and beverage, firms in Southwest, Nigeria is 1.751. The result also indicates
that taking all other il@)p@igt variables at zero, a unit change in marketing capability will lead
to a 0.470 increa irm performance of food and beverage firms in Southwest, Nigeria given
that all othé%rs are held constant. Hence, based on this result, this study can conclude that
marketihg €apability significantly influences the firm performance of food and beverage firms in
Southwest, Nigeria.

In the second model, a multiple regression involving marketing capability and government
policy was introduced in the model as predictor variables and the results indicate that a change

was experienced as R? change is 0.105 implying that the regression model explains 29.9% of
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variations in firm performance while the rest (70.1%) are attributed to variables not included in
the model. The F-statistics is 77.618 with a corresponding p-value of 0.000 (p<0.05) indicating
that the effect is statistically significant. Marketing capability has a coefficient of 0.422; a t-
statistic of 8.962 and a p-value of 0.000. This implies that the performance effect of marketing
capability is negative and significant. In addition, government policy has a coefficient of 0.269;
a t-statistic of 7.327, and a p-value of 0.000. This implies that government policy@'positive
and significant influence on firm performance of food and beverage firms i . %\rest, Nigeria.
More so, a unit change in government policy will have a concomit ntw0.269change in firm
performance. The regression model is hence restated as follows; &%\

FP = 1.751 + 0.470MC + 0.269GP............ Eq. (vii)

Where: FP = Firm Performance @
MC = Marketing Capability @

GP = Government Policy
The third model involved the 1ntro@'bn of interaction terms of marketing capability, and
government policy using the regression model. The result in Table 4.16 indicates that the R
square change is 0.000 %—change of 0.018 with a corresponding p-value of 0.897 implied
that the interactio gﬂ)of marketing capability and government policy have a positive but
insigniﬁcanﬂ%@raﬁng effect on firm performance of food and beverage firms in Southwest,
Nigeri@%&%) Furthermore, the interaction term of marketing capability and government
policy has a beta coefficient of 0.039, and a corresponding t-value of 0.894. Hence, this implies
that government policy does not moderate the functional relationship between Marketing
capability and firm performance of food and beverage firms in Southwest, Nigeria. Based on this

result (AR?= 0.000, F(3,357)= 11.486, p= 0.897), this study fails to reject the null hypothesis six
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(Hos) thereby confirming that government policy has no significant moderating effect on the
association between Marketing capability, and firm performance of food and beverage firms in

Southwest, Nigeria.

Table 4.18: Summary of Findings

S/N  Hypotheses Results :\R&mrks

1 Hol: product development capability has no (R’=0.109, @Hol
significant effect on the firm performance of F(1,359)=11.89 \

food and beverage firms in Southwest, Nigeria ~ p=0.000)

[ ) '3
2 Ho2: price competitiveness has no significant (R’= 0.% Reject Ho2

effect on the firm performance of food and F(I%CQ,) 76.247,

beverage firms in Southwest, Nigeria K .000)

3 Hy3: technological capability has no signiﬁc% (R’=0.061, Reject Ho3
effect on the firm performance of* é& nd F(1,359)=23.158,
beverage firms in Southwest, Nigeri p=0.000)

4 Ho4: promotion has no signi effect on the (R*=0.049, Reject Ho4
firm performance of foow everage firms in  F(1,359)=18.516,

Southwest, Nigeria. %'\ p=0.000)
5 Ho5: Marketi apabilities have no significant (R*=0.198, Reject HoS
effect 0 %1 performance of food and beverage F(1,359)=88.552,
ﬁn@in outhwest, Nigeria p=0.000)

6 ;66; Government policy has no significant ((AR?=0.000, Accept Ho6
moderating effect on the relationship between F(3,357)=11.486,
Marketing capabilities and performance of food p=0.897),)

and beverage firms in Southwest, Nigeria

Source: Compiled by the Researcher (2023)
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Table 4.18 above presents the result of the six null hypotheses tested about the food and
beverage firms in Southwest, Nigeria. From Table 4.18, hypotheses one, two, three, four, and
five were rejected while hypothesis six which tested moderating effect was accepted. This result
has implications for management and external stakeholders of the food and beverage firms in
Southwest, Nigeria. %

4.3 Discussion of Findings . Qg)'&\
A positive and significant influence of marketing capability dime "(33 on company
performance was found using simple regression analysis. Also, .\%E '(?al regression analysis
was to examine the moderating role of government pqli%@ the link between marketing
capabilities and firm performance in Food and B ﬁ%} Companies in Southwest Nigeria.
However, government policy does not affect tk&ﬁociaﬁon between marketing competencies
and company success in Food and Beverag@s in Southwest Nigeria. In theory, a company's
performance can be bolstered by devaﬂ@’g fruitful relationships with its customers, which in
turn is facilitated by the market department's ability to set its products apart from the
competition's and bring theQn Qny closer to its target market. Research shows that the ability
to advertise products services effectively helps businesses improve their performance by
fostering clo ing relationships with key partners. The sales growth of food and beverage
comp@% southwest Nigeria is positively correlated with marketing capacities, including

price competitiveness and technological capabilities, but negatively correlated with product

development capability and Promotion.

The conclusions of this study have support in the empirical literature. The research was done, for

instance, on the impact of innovation on business performance and the moderating role of
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government policies and firm size. The focus of this study was Indonesia's thriving SME sector.
The primary goal of this research is to determine if and how firm size and governmental
regulations influence the impact of innovation on business success. A total of 84 SMEs were
surveyed for this study. Structural equation modeling and correlation analysis were used for the
analysis. According to the study's findings, government regulations and company size are
moderators of innovation's impact on organizational performance'. The study's ﬁ@s showed
that Southwest Nigerian food and beverage enterprises' Marketing capabiliti y 'hg@no functional
relationship to their firm performance. Even with the mixed results, I§erous empirical studies

have shown the importance of marketing competencies to overa @ness success.

A study established the indirect effect of online m i}@qg capabilities on the international

success of e-commerce SMEs. A research model is constructed and tested with linear regression

and mediation analysis on a representat1x€)§® of 99 Swedish small and medium-sized
enterprises (SMEs) who engage in intern. al sales via the Internet. Our research demonstrates
that these businesses need Intem@eting capabilities, but that is not all they need to improve
their performance. Based on &%data we gathered, it is clear that taking a market-driven market-

driving approach is 0@5& u want to make the most of your online marketing resources.

W\

Strategic Re pacity and Business Competitiveness: The Impact of Omoluabi Leadership
is the ti @a related study conducted by researchers?. The researchers used a cross-sectional
surveﬁollect data from 343 workers at 18 different paint firms in Lagos State, Nigeria.
Researchers used a hierarchical regression analysis to examine hypotheses involving a three-way
interaction. Positive and statistically significant correlations between strategic response
capabilities and company competitiveness were found. The study's findings confirmed that

adopting Omoluabi's leadership improves a company's competitiveness by fostering a strategic
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response to challenges. Although one study examined how response capabilities affected firm
competitiveness, the other studied how strategic response capabilities affected firm
competitiveness. Despite these differences, it is still possible to conclude the importance of

strategic execution for company performance?.

Moreover, the results are consistent with previous research in this area. A researche‘bfound a
favourable connection between strategic response capability and firm comp.eti&@s in his or

her study. Other studies had comparable results to these®. ‘@

[ ) W
Sensing competence is a crucial factor of corporate performa%géa%’\ding credence to the
importance of reaction strategy implementation. The results @her comparable study backed
up those of the first. British, European, and No ican businesses using MSEs have

demonstrated that differences in their sensing %account for much of the variance in their

firm's success°. 5( \)

The purpose of a second relate st@%onducted in Harare, Zimbabwe, was to assess digital
marketing tools' effect on sal ;oKrécro, small, and medium-sized agro-processing businesses.
We used a combinati c@’%‘[a and stratified sampling to determine our sample size. Both the
drop-off and pick’% and interviewer-based procedures used a closed-ended questionnaire.
STATA versi was used for the statistical analysis of the data. Multiple logistic regressions
were @Qearn how digital marketing talents affect market performance. Their research shows
that the intermediate market outcomes of customer awareness, consumer attitudes, availability,
and brand associations are favourably influenced by digital strategy creation & execution, digital
market innovation, e-market sensing, and leadership capabilities. Just the ability to establish and

implement a digital strategy positively correlates with the ultimate market performance outcomes
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of increased revenue, market share, and net profit. To achieve their key business goals of
profitability, sales growth, and market share, agro-processors are indicated by these findings to
strengthen their digital marketing capabilities. Business sustainability requires more than just
achieving intermediate market outcomes. The research adds to the existing body of knowledge
by expanding the marketing capabilities discourse to include the digital marketing landscape in

low-income countries. Due to the contextual nature of marketing information, it isé%& than just

transferable from one market to another>. E‘\QO

This result also agrees with the findings of other researchers. Som i€ looked into the link

between marketing and financial success in Medan's fashion %&%through innovation. Medan,

Q

home to 93 fashion SMEs, served as the study's po u@;\. This study employs quantitative
bﬁg

approaches using inferential statistical analysis em ing route analysis to examine the effect of
marketing capabilities on financial perfornia %ugh innovation capabilities. It was found
that the direct effect of marketing ca%aﬁ%;ies on financial performance was positive but not
statistically significant, that the %@)f marketing capabilities on innovation capabilities was
positive and statistically s@ﬁ%&ht, and that the effect of innovation capabilities on financial

performance was positivetand %tatistically significant®.

W\

A study exami w well small businesses advertise themselves and how well their marketing
strategi @ implemented. Relationships among marketing capabilities, strategy, and
implegngltion are explored in this study's design and testing of a framework. Managers can
adopt a marketing strategy that improves the performance of small businesses by better
understanding the relationships among these elements. The authors use the resource-based

approach and the dynamic capacities theories to probe the connections between marketing

proficiency, marketing strategy execution, and business results. Self-administered questionnaires
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were sent to a random sample of 296 Kenyan small businesses. The proposed model is supported
by the survey's regression and bootstrap results. The study's most important findings suggest that
the effect of marketing capabilities on small firms' market performance and financial
performance is moderated positively by the efficacy with which marketing plan implementation
is handled’?®,. %

Similar research looked at the impact of marketing capacity on business resul &eria. So,
this article aims to investigate the impact of firms' marketing capabiﬂ%}lbq\eir financial
outcomes in Nigeria. It has been shown empirically that a firm's pe afice improves when its

marketing department is well-equipped. This is because a wel%@oped marketing department

allows businesses to adapt to the ever-changing nature oﬂ@arkeﬁ.

The effects of Dynamic Marketing Capabilit.ieK Export Performance were the subject of a

enterprises, the author analyzes th ts of agile marketing on profitability. Dynamic

similar study conducted in a country o 6@9\1 Nigeria. Using data from 180 Korean export
N

marketing capabilities, such as "nwt reacting capabilities" and "marketing resource rebuilding

capabilities," have substagn@gf ects on export efficiency. The outcome provides concrete

evidence of the value ynamic marketing tools. Especially in the international market, where

the market ent is radically different, the firm's developed dynamic marketing skills

must %@Xpectedlo.

Similar research was conducted in Portugal, focusing on the impact of nimble and flexible
marketing strategies on the success of small and medium-sized enterprises (SMEs) in the B2B
international market. A questionnaire was created and used in the development of a quantitative

investigation. In June 2020, we received 335 valid replies from Portuguese Businesses. Several
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hierarchical regressions were run to check the hypotheses. In order to compare the impacts of
various capacities on international marketing performance, dummies were created for analyses
including two levels of Competitive Intensity environments: low and high intensity. This
research demonstrates how product development management, supply chain management, active
market learning, and open marketing favourably affect the worldwide marketing performance of
the organizations evaluated. Only dynamic marketing capabilities had a beneﬁci@ ence on
performance in a setting with a low level of competition. In contrast, both ¢ G@f capabilities
had positive effects in an environment with high competition. This&esg\arch contributes new

knowledge by exploring international marketing from the Vant@mt of small and medium-

sized enterprises (SMEs) engaged in business-to-business‘(@&gﬁctivities11.

Q’Q
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Chapter Five
Conclusion

This chapter discusses the summary of the findings, conclusions, and recommendations of the
study. The findings of this study concisely summarize the contributions of the study to

knowledge whilst also emphasizing respective limitations to study as well as sugg?ﬁions for

further studies. @Q

5.1 Summary of Findings é
'3

The study examined the effect of marketing capabilities (Product'd@)ment capability, Price
competitiveness, Technological capability, & Promotion) o&éh% performance (sales growth,
profitability, market shares, and sustainability) of a F everage firm in Southwest Nigeria.
It assessed the effect of Product development cﬁbl ity on Firm performance (sales growth,
profitability, market shares, and sustain ili‘\;' effect of Price competitiveness on Firm
performance (sales growth, proﬁta% Y market shares, and sustainability); effect of
Technological capability on Firr&w)%{)rmance (sales growth, profitability, market shares, and
sustainability); effect of P, %ian on Firm performance (sales growth, profitability, market
shares, and sustainab@Qurther analysis was done on the effect of Marketing capability and
Firm perforn;%@)\d also to determine the moderating effect of government policies on the
intera%@t een marketing capability and firm performance of food and beverage firms in

Southwest” Nigeria. From the analyses and interpretation of hypotheses, the following can be

summed up as the significant empirical findings of this study:

1. Product development capability have a significant effect on the Firm performance of food

and beverage firms in Southwest, Nigeria (4dj R*= 0.109, F(1,359)= 11.896, p= 0.000).
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2. Price competitiveness have a significant effect on the Firm performance of food and
beverage firms in Southwest, Nigeria (4dj R*= 0.175, F(1,359)= 76.247, p= 0.000).

3. Technological capability have a significant effect on the Firm performance of food and
beverage firms in Southwest, Nigeria (4dj R*= 0.061, F(1,359)= 23,158, p= 0.000).

4. Promotion have a significant effect on the Firm performance of food and beverage firms
in Southwest, Nigeria (4dj R’= 0.049, F(1,349)= 18,516 p= 0.000). Q’}\(b

5. Marketing capabilities have a significant effect on firm perfo ' ms@of food and
beverage firms in Southwest, Nigeria (R°= 0.198, Fl (1’359)? 8§§2ﬂp= 0.000).

6. Government policy has no significant moderating effe’{%&\‘the relationship between

Marketing capabilities and performance of food Qg)beverage firms in Southwest,

Nigeria(AR?= 0.000, F(3,357)=11.486, p= O@
5.2 Conclusion C.-)\\%

Based on the empirical findings, this @’ concluded that there was a statistically significant
effect of marketing capabilitiwroduct development capability, Price competitiveness,
Technological capability, R)motion) on firm performance (sales growth, profitability,
market shares, and @Qabﬂity) of Food and beverage firm in Southwest, Nigeria Further
analysis show t&ovemmen‘[ policy has no significant moderating effect on the relationship
betwee eting capabilities and performance of food and beverage firms in Southwest,
Nigermetically, the outcome of this study is in line with the dynamic capability theory
and the resources-based theory, which provided the theoretical underpinnings for this study. The
theories were selected to guide this study because their perspectives relate to the variables under

investigation.
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5.3 Recommendations

Based on the findings of this study, the following recommendations are made;

1.

ii.

iii.

1v.

V.

The study found that product development capability has weak positive and statistically
significant relationship with the product development capability on firm performance of
food and beverage companies in Southwest Nigeria, the effect is modest,@ﬁng that
management needs to also put effort into other marketing capabilitie . ‘\QO

Price competitiveness has negligible effects on the ﬁr.m fq{mance of food and
beverage. This shows that the food and beverage compan’%;x\aer investigation are weak.
Therefore, to ensure firm performance, the compa; fost improve its product creation
capabilities by rethinking its innovation and%&lg strategies to utilise its value chain

and learn about the market through sil:\&%oability.
i

Technological capabilities have % e impact on the viability of food and beverage
businesses in southwest Ni@ Due to its relative impact on firm performance,

management of food dR erage firms should also pay attention to their capacity for

product devel@:@% cing competitiveness, and promotion if they wish to stay in

business. \
Q

Prom@has a considerable but limited impact on firm performance. Hence. Due to
@\inimal relative impact on firm performance, management of food and beverage

companies should pay special attention to other marketing capabilities.

The study demonstrates that marketing capabilities significantly but only marginally

influence the performance of food and beverage companies in southwest Nigeria.
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Vi.

5.4 Contributions to Knowledge

Management should pay close attention to marketing capability antecedents to improve
company performance in food and beverage enterprises in southwest Nigeria.

The findings showed that government policies have not significantly affects the
performance of food and beverage companies in Southwest Nigeria. It also showed that
the relationship between government policy and marketing capability had no moderating
influence on the business performance of food and beverage companiez‘;&\(sglthwest
Nigeria. However, government policy needs to control the fu y % relationship
between marketing expertise and the business performances of food and beverage

. '3

companies in Southwest Nigeria, despite this, and s@\t‘\le study under research
contradicts it, food and beverage companies are'@ eless required to monitor how

government regulations can still influence thém. Q

S

5.4.1 Implication for Researcher Q:bd:

Based on the conceptual reviest study offers an immersive contribution to knowledge

'\
conceptually in the follow@rs;

i.  The study i@s Technology as one of the marketing capability variable among others

ii.

in ten%ghe variables to be measured. This study introduced technology as part of
ing mix, as a means of enhancement of other capabilities.

The research model identified a set of equations that relate to specific independent

variables (product development capability, price competitiveness, technological

capability, and promotion) as well as dependent variables on firm performance (sales

growth, profitability, market shares, and sustainability), and a moderator variable on

government policies (trade regulation and taxation).
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5.4.2 Implication for Practitioners
Empirically, this study equally contributed to the body of knowledge in following ways;

1. Most research on marketing capabilities and business performance has occurred in
developed nations. The current study, specifically focused on Nigeria, and may also be
relevant to other developing economies. '&\

ii.  The results of this study will inform managers of food and be é&%ompames in
Southwest Nigeria on how to use marketing capabilities to 1mpr0ve performance and
how organizations can benefit from a marketing- inclineﬁ%{ The findings of this

study have a variety of policy consequences for Vélﬂ(&&eholders

In particular, hypothesis one claimed that pro&é%/elopment have a favourable and
considerable impact on firm performance I ria and considerably influence the firm
performance of food and beverage comp g\‘\? Southwest Nigeria. Hypothesis two showed that
the firm performance of food an be@%e companies in Southwest Nigeria is significantly and
favourably impacted by pric petitiveness. The third hypothesis proved that marketing
capabilities (technolo %&uhty) have a favourable and considerable impact on the firm
performance of fod&gg)beverage firms in Southwest Nigeria. The fourth hypothesis proposed
that marketi@pablhty (promotion) have a favourable and significant impact on the firm
perfo@e of food and beverage businesses in Southwest Nigeria. According to hypothesis
number five, the success of food and beverage companies in Southwest Nigeria is positively and
significantly impacted by marketing capabilities (product creation capability, price

competitiveness, technological capability, and promotion). The study also showed that the

combined marketing competence proxy significantly impacts the performance of food and
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beverage companies in Southwest Nigeria. Last but not least, hypothesis six proposes that
government policies have no favourable moderating influence on the association between
marketing capability and firm performance of food and beverage enterprises in Southwest

Nigeria.

iii.  They also serve as a resource for upcoming manufacturing organization, as it rovide

N

a strategic impact on the marketing capabilities and firm performance t}@ transform

to be a guiding principle for the managers in order to do the @ry so as to take

advantage of competitive market and less their focus on fA‘St'\government policies.

Overall, the elements above highlighted how import%e%\nowledge contribution this

study makes to practitioners’, and how it has :@%ation for the food and beverage
N

companies in Southwest Nigeria that were t ect of the study.

5.5 Suggested Areas for Further Rgse@

The results obtained from this se@ yields a range of limitations of this study and offer

opportunity and suggestions gu.t’ure study;

Future studies shoul@géte on a longitudinal investigation or do analyses utilizing a non-
recursive stru odel that demonstrates how a firm's performance affects its assets and
potential. ‘§termine how other factors affect business performance, such as market
segmentagion, innovation capability, and brand loyalty, can be investigated. Additionally,
because the variables in this study were measured on a single level, other studies can measure

them on several dimensions to obtain more information. The model can be determined by an

additional study using a mixed-method approach. We can suggest examining how organizational

183



resources and other forms of capabilities connect with digital capabilities (such as labour and

social relations, marketing capabilities, and technological capabilities)

The study's target audience is employees from the sales, brand/production, and marketing
departments of the chosen food and beverage manufacturing industry in the southwest state in

Nigeria. Future research should include other departments beyond the current study's iew.

Since it is within the current study's purview, future research should conciﬁt,@‘%l areas other
'3

than the nations southwest.

Future research may consider a longitudinal study employing p @gﬂta to explain the causation

between the variables evaluated over time. ° ,\QQ

Future research should concentrate on other mc%a g factors to ascertain their moderating

impact on company performance and marke@ig)‘%l :

The study looked at how well—deve@)@narketing strategies affect business performance in

Nigeria. The study results were Mted to owners/managers of small businesses and food and

.\
beverages firms’ employe@ ore research on larger businesses can be done.

The analysis carri@yt for this study gathered cross-sectional data at a particular time within the

framework of the "new normal."

Future reaarch may consider a multi-industry study that includes organizations besides Nigerian
food and beverage companies. This can make the conclusions of this study more broadly

applicable.
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Appendix I
Questionnaire
I am a PhD candidate for Marketing at Lead City University undertaking a research on “The
effect of Government Policies on Marketing Capabilities and Firm Performance in Food
and Beverages Firms, Southwest, Nigeria”. In view of this, I request you to participate in this

study. Kindly answer this questionnaire without leaving any question unanswe@l’ ease be

assured that the information you give will be treated with utmost conﬁdenti%’b‘ will be used

for academic purpose only. ‘% -
Rotimi Jimoh RAHMON 'é\\‘

NS
>
Section A: Socio-Demographic Information Q

1. Instruction: please tick (\) the option that b@scribes you
2. Gender: Male ( ) Female ( ) C-)

3. Age Bracket: 20-29 ( ) 30-39 ( @-’49 () 50 and above ()

4. Level of Education: Ceﬁiﬁ&%{ Diploma ( ) Bachelor ( ) Masters ( ) PhD ()

Q)QQ
>
N
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Section B: Marketing Capabilities

The statement in this section concerns marketing capabilities as relates to food and beverage

companies in Southwest Nigeria. Using the four-point Likert scale provided below. Please tick

the appropriate choice that indicates your opinion on marketing capabilities.

Very High Extent (VHE)=4, High Extent (HE)=3, Low Extent (LE)=2, Very Low Extent (SD)=1

Marketing Capabilities

4 3.5\
e 5

4

N

LE

1
VLE

Product Development Capability

<

This company offers a broad product strategies line based on the. \
implementation of government policies %\

. 3

:%'33

This company has products strategies with a broad mark.et%@peal
based on the implementation of government pohcles\Q

This company develops and tests its products to confism their

adaptability and suitability to target custor@ﬁ@e on the

implementation of government pollcle&

This company uses a packaging strat at influences consumer-

perceived product quality based‘on th€ implementation of

government policies A N

Product development,c Qt} is successfully and sustainably
bringing new or ada@ products to the marketing department of the

Price Competitiveness
N

company wi% n@ovemment policies implemented.

This}@;ny uses a pricing strategy with the help of policies

implemented by the government to increase its sales volume.

This company uses price discounts to influence its sales

performance based on the implementation of government policies

This company offers products that are lower in price compared to

market segments.
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This company uses penetration pricing to increase product adoption | 4 3 2
with government policies

This company uses free samples and bonus packs to increase its firm | 4 3 2
performance based on subsidiary policies of the government.

Technological Capabilities

Innovation influences firms to design and develop new processes 4 3 2
and products. : .\%
Policies made by the government help firm upgrade their knowledge | 4 @"2
and skills about the physical environment in a unique way. ,@éo
Components of technological capabilities are responsible for N 4 ';" 3 2
significant positive variation in a firm’s performance through g\\\

policies made by the government

Policies made by the government enable firms effectivel /?gn%, 4 3 2
access, and acquire technologies and knowledge W skills

Technological capability plays a crucial role.i ttainment of a 4 3 2
firm’s efficiency in innovativeness and pr@i}%roces&

Promotion h

The firm uses advertising to captur@@farget audience's attention 4 3 2
creatively and uses a variety of a ising appeals with relevant

government policies N

The firm uses effecti @n‘xunicaﬁon methods as it can quickly 4 3 2
address the blllye;f\wv s and needs with personal selling policies.

There is higﬁ%ﬁpsity of thematic advertising through community 4 3 2
relati{o‘rg @k p by government broadcasting policies

Therwatisfaction feedback from customers based on information | 4 3 2
derived from advertising

There is high intensity of the thematic day’s advertising by print 4 3 2

media
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Section C: Firm Performance
The statement in this section concerns performance of food and beverage companies in
Southwest Nigeria. Using the four-point Likert scale provided below. Please tick the appropriate
choice that indicates your opinion on the performance metrics using the four-point Likert scale
provided below. %
N
&

Very High Extent (VHE)=4, High Extent (HE)=3, Low Extent (LE)=2, Ve S%thent (SD)=1

Firm Performance 4.\ 713 2 1
%VHE HE | LE VLE

o X
APC':\\‘

A | Sales Growth » ,\@V

1 Government policies affect the sales growth of your« ﬁ@itively. 4 3 2 1

2 | The sales growth of this company’s products id&@ﬁ'because of | 4 3 2 1

the quality and the policies implemented by.tﬁ@ﬁvemment.
'

3 The effective marketing capabilities util ’;t; ;1 fect positively the | 4 3 2 1
firm's sales growth '6,

4 | Customer satisfaction has a pq{ti ; ect on the firm sales growth | 4 3 2 1

5 Employees' timely responsivenes¥’to customer complaints increased | 4 3 2 1

the firm's sales growth Q "

) A
B | Profitability ( )\) Y

1 | The profit m&r ifhof this firm has been increasing in the past years | 4 3 2 1

2 | The retun@s\s"ets of this company has been increasing in the past | 4 3 2 1

yeaze\Q

3 | The réturn on investment of this firm has been increasing in the past | 4 3 2 1
years.

4 | The return on equity of this firm has been increasing in the past | 4 3 2 1
years.

5 | The sales of this company’s products have been increasing in the | 4 3 2 1
past years.
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Market Share

1 | Highly skilled and forensic firms gain market share through lower | 4 3 2
prices or better products

2 | Market share is the result of better performance among food and | 4 3 2
beverages companies

3 | The food and beverages market shares have been on the increase | 4 3 2
compared to other industries in the past years ::\';b»

4 | The firm performs compared to its competitors in the recent time 4 . (Sﬁy 2

5 | The market share of the firm over time is favorable @;@ 2

E | Sustainability ' A\ '\\"

1 | My company engages in incorporating sustainability to inc c’%« 3 2
performance with government policies intervention '&{\3

2 | My company focuses on meeting the needs of the pfe@without 4 3 2
compromising. QQ

3 | This company maintains public cordial relqtion%ps to increase the | 4 3 2
level of performance C )\

4 | This company uses corporate socia&gmnsibility strategies to | 4 3 2
ensure its sustainability. < Q)(b‘

5 | The company’s marketing stratégiés with a broad marketing appeal | 4 3 2

influence its sustainabili@"

Q)Q&
S
N
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Section D: Moderating Variable (Government Policy)

The statement in this section concerns government policy as a moderator. Using the four-point
Likert scale provided below. Please tick the appropriate choice that indicates your opinion on
government policy.

Very High Extent (VHE)=4, High Extent (HE)=3, Low Extent (LE)=2, Very Low Extent (SD)=1

Government Policies 4 3 {‘5 1
\Y @ LE | VLE

A Trade Regulation ’%\'

1 Conventional tariff system influences marketing capabilities” @‘\ﬁ.\) 3 2 1
firm performance in food and beverages. ) 0%

2 Specific Duty sometimes affects the relationships\bétween | 4 3 2 1
marketing capabilities and firm performance \\Q

3 The compensatory tariff rate imposeq ‘(&g&fds helps the | 4 3 2 1
performance of food and beverages firms.

4 Government bilateral trade agree I‘Irg':tith other countries | 4 3 2 1
contributed to the performance o and beverages

5 Price regulation policies nfwgy the government affect the | 4 3 2 1
performance of food an}\’b&e?ages firms

B Taxation (& \Q& .

1 Companies Inc&n}&?ﬁx (CIT) imposed on the manufacturing firm | 4 3 2 1
affects t mance of food and beverages firm

2 High ment of Corporate income tax affects the relationship | 4 3 2 1
be % marketing capabilities and firm performance.

3 The corporate tax structure provides many benefits intended to | 4 3 2 1
promote certain forms of behavior and to assist the food and
beverages business.

4 High Personal income tax reduces the purchasing power of | 4 3 2 1
consumers of food and beverages
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Unstructured personal income tax harms the food and beverages 4 3 2 1

firm performance

Thank you for participating in this study
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Appendix 11

List of Multinational Companies in Nigeria

1. 7up Bottling Company Multinational specializes in Fast consumer Movable

Goods(FMCG)

2. British American Tobacco Multinational specializes in Fast consumer Movable Goods

(FMCG)

3. Cadbury Multinational specializes in Fast consumer Movable Goods(FMCQG)

4. Coca-Cola specializes in Fast consumer Movable Goods(FMCQ)

5. Dangote Group Multinational firm

6. Friesland Foods WAMCO specializes in Fast consumer Movable Goods(FMCG)

7. GE Conglomerate Multinational

8. GlaxoSmithKline Pharmaceuticals Multinational

9. Guinness specializes in Fast consumer Movable Goods(FMCG)

10. Nestle Nigeria specializes in Fast consumer Movable Goods(FMCG)

11. P&G specializes in Fast consumer Movable Goods(FMCG)

12. PZ specializes in Fast consumer Movable Goods(FMCG)
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13. UAC specializes in Fast consumer Movable Goods(FMCG)

14. Unilever specializes in Fast consumer Movable Goods(FMCG)

Data Source: Nigeria Finder (2019)
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