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Abstract

Many consumer packaged goods (FMCG) companies in Nigeria, particularly in Lagos State,
are suffering from a continuous loss in market performance as a direct result of difficulties
related with brand management practises. In addition, the market performance of FMCG
companies in Nigeria experienced a decline in profitability, sales growth, customer retention,
and market share. This trend is symptomatic of difficulties connected with poor brand
management practises by FMCG companies operating in an environment that is extremely
competitive and dynamic in nature. Hence, this study investigated the effect brand
management practices (internal branding, brand equity, brand orientation and brand value) on
market performance of fast moving consumer goods in Lagos State, Nigeria. This study
adopted a descriptive research design, and the population consisted of 18,382 employees
from the five FMCG companies that were chosen for the study. The Taro Yamdane formula
was utilised to arrive at a sample size of 508 employees. The study adopted stratified random
sampling technique to select employee in the selected FMCG’s_fixms (A validated
questionnaire was used to collect data. For the purpose of data collection, a validated
questionnaire was utilised. There was a wide range of values for, the Cronbach's alpha
reliability coefficients for the constructions, from 0.71 to 0.87.° A\reSponse rate of 84.84%
was achieved for the fast-moving consumer goods in Lage$=State, Nigeria. Data were
analysed using descriptive and inferential statistics (Multipte and Hierarchical regression).
Findings revealed that brand management practices have gighificant effects on profitability of
fast moving consumer goods in Lagos State, Nigeria (AdHR’= 0.081, F(4,427)= 10.484, p=
0.000). Brand management practices had significant effect on market share of fast moving
consumer goods in Lagos State, Nigeria (Adj R’= 0.026, F(4,427)= 3.839, p= 0.000). Brand
management practices had significant effect*qf\sales growth of fast moving consumer goods
in Lagos State, Nigeria (4dj R’= 0.119, (F(4,227)= 15.600, p= 0.000). Brand management
practices had significant effect on cuStonter’retention of fast moving consumer goods in
Lagos State, Nigeria (4dj R’= 0.058\JF(4,427)= 7.629, p= 0.000). Brand management
practices had significant effect on(@arket performance of fast moving consumer goods in
Lagos State, Nigeria (R* = 0.0%Q, F(1, 430) = 32.317, p = 0.000). Brand culture have no
significant moderating effect on the association between brand management practices and
market performance of fast moving consumer goods in Lagos State, Nigeria (AR?>= 0.004,
F(3,428)= 11.486, p= 03 *). In light of these findings, it can be concluded that effective
brand management\ praCtices play a pivotal role in significantly improving the market
performance of Past-Moving Consumer Goods (FMCG) companies in Lagos State, Nigeria.
The study fecgmmended that management of FMCG firms should embrace brand
management\ practices for the purpose of strengthening their brands which will result to
improved market performance. By prioritising brand management, these companies can gain
a corhpetitive edge, build consumer trust, and consequently witness a marked improvement in
their matket performance, leading to increased sales and market share in a dynamic and
highly competitive environment.

Keywords: Brand management practices, Brand equity, Brand orientation, Brand value Brand
culture, Internal branding Market performance

Word Count: 510



Title

Table of Contents

Certification

Dedication

Acknowledgement

Abstract

Table of Contents

List of Tables ,%'\QO

List of Figures

Chapter One: Introduction &%\

1.1

1.2

1.3

1.4

1.5

1.6

1.7

1.8

1.9

Background to the Study ‘ ,\AQ)
Statement of the Problem @

Aim and Objectives of the Study :' ©
Research Questions B
Hypotheses \)Q)‘b‘

Significance of the Stud

Scope of theijéQ
Operatioal'ga 1on of Variables

Limitation of the Study

I.IOQ%ational Definition of Terms

Endnotes

Chapter Two: Literature Review

2.1

2.1.1

Conceptual Review

Brand

2.1.2 Brand Management Practices

Vi

Page
il
il

v

X

Xii

10
11
11
13
13
15
17

19

23
23

27



2.1.3 Internal Branding
2.1.4 Brand Orientation
2.1.5 Brand Value

2.1.6 Brand Equity

2.1.7 Market Performance
2.1.8 Market Share

2.1.9 Profitability

&>
2.1.10  Sales Growth ,%\QO

2.1.11 Customer Retention \%ﬁ

2.1.12 Brand Culture ,@
2.2 Theoretical Review ¢ ,\AQ)
2.2.1 Resource Dependence Theory (RDT) @

2.2.2  Entrepreneurship Innovation Theot',)\\%
2.2.2  Dynamic Capability Theory B

23 Review of Empirical Stydie§]

2.3.1 Brand management practices and Market performance
2.3.2 Brand Manage Q‘ ractices and Profitability

2.3.3 Brand Matiagement Practices and Sales Growth

2.3.4 Bra@nagement Practices and Customer Retention
2.3.Qand Management Practices and Market share

2.3.6 Moderating Effect of Brand Culture

2.4  Conceptual Framework

2.5  Summary of Gaps in Literature Reviewed

Endnotes

Vii

>

28

32

35

37

40

42

44

46

56

58

60

60

63

65

67

68

69

71

72

74



Chapter Three: Methodology

3.1 Research Design 95
3.2 Population of the Study 95
33 Sample and Sampling Techniques 96
3.4  Description of the Research Instrument 99
3.5  Validity of Research Instrument ‘b 100
3.6 Reliability of Research Instrument Q’)(\ 101
3.7  Administration of Research Instrument and Method of Data Col]f%@?rgo 102
3.9  Method of Data Analysis \%“ 104

Endnotes Q}%\ 106

Chapter Four: Results and Discussion of Findings ° ,\Q

4.1 Demographic Data Analysis @ 107
4.2  Presentation of Data :' © 109

4.3 Discussion of Findings % 145

Endnotes Q) 155

Chapter Five: Conclusion ‘%.\

5.1 Summary of@@% 158

52 Conclusio 159

53 Rec‘(%endations 159
54 Q%ribution to Knowledge 160

5.5 Suggested Area for Further Research 177
Bibliography 178
Appendix 1: Questionnaire 210
Biodata 221

The University Compliance Certification 226

viii



Table

3.1

3.2

33

3.4

3.5

3.6

3.7

4.1

4.2

4.3

4.4

4.5

4.6

4.7

4.8

4.9

4.10 %scriptive Analysis of Responses on Customer Retention

List of Tables
Title
Population of the Study
Summary of Sample Size
Confirmatory Factor Analysis
Reliability Analysis Results

Measurement of Research Instruments

Validity Statistics Process ,%\QO
Reliability Statistic ‘ﬁ.\

Response Rate Q,}%

Demographic Characteristics of Respond%@

Descriptive Analysis of Responses @al Branding
Descriptive Analysis of Ressb@y Brand Orientation
P

Descriptive Analysis of Respofises on Brand Value
Descriptive Ana si@esponses on Brand Equity
Descriptive %aly\s's of Responses on Market Share
Desc@%&na

Descriptive Analysis of Responses on Sales Growth

ysis of Responses on Profitability

4.1 19 Descriptive Analysis of Responses on Brand Culture

4.12

4.13

Summary of multiple regression analysis for the effect of brand
management practices on profitability of selected FMCGs in

Lagos State, Nigeria

Summary of multiple regression analysis for the effect of brand

>

management practices on market share of selected FMCGs in Lagos

State, Nigeria

Page
96
99
101
102
103
105
162
108
108
109

111

115
116
119
121
123
125

128

131



4.14:

4.15

4.16

4.17

Summary of multiple regression analysis for the effect of brand 134
management practices on sales growth of selected FMCGs in Lagos
State, Nigeria.

Summary of multiple regression analysis for the effect of brand 137
management practices on Customer Retention of selected FMCGs in
Lagos State, Nigeria

Summary of hierarchical regression analysis for the moderating effect
of brand culture on the relationship between brand management
practices, and market performance of FMCGs in Lagos State 140

A
Summary of Findings Q’)(\ 144

%\%



Figure

2.1

Title

Conceptual Model

List of Figures






