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Chapter One

Introduction

1.1 Background to the Study

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

necessitating the development of solutions to combat these challenges. Food, drink, personal care

products, electronics, household goods, and many more are all part of the fast-moving consumer

goods industry, which is undoubtedly one of the largest sectors in the world. Business managers in

the fast-moving consumer products industry still need help achieving market performance goals

like increased sales, market share, profitability, competitive advantage, and customer retention

despite the industry's open market competition and globalisation. In addition, the increased

competitiveness of the fast-moving consumer products sector can be attributed to the industry's

dynamic corporate environment, which is characterised by fluctuating technical demands, an

uncertain economic climate, and significant sociological advances. To improve market performance

in the fast-moving consumer goods industry in the face of such complicated and unpredictable

external conditions, all relevant parties must act immediately.

With a wide range of food, drink, personal care, appliance, and technology items, among many

others, the fast-moving consumer goods (FMCGs) industry is unquestionably one of the largest

manufacturing organisations in the world1. While fast-moving consumer goods (FMCG) businesses

can have high sales volumes, they often have low-profit margins per unit sold2. Another defining

aspect of FMCGs is their high susceptibility to substitution by consumers or competitors. As a

result, fast-moving consumer goods account for a sizeable portion of most families' monthly

budgets3,4. The impact created by brand management practices on business performance is one of

the most interesting discourses among executives and managers of companies, especially those in
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small businesses, who still do not understand clearly the efficiency and the activities implied in

brand management practices, as well as its contribution and value in the supply chain. Business

leaders across industries, from multinational corporations to sole proprietorships, are devoting a

growing portion of their time and energy to expanding into new markets with the hope that the

increased sales of their products will positively impact their bottom lines. This might also enhance

their companies' marketing capabilities, giving them a more significant say over how well their

businesses do.

In most industrialised nations, fast-moving consumer goods (FMCG) businesses are the largest

industry in the manufacturing sector. However, their performance has been dismal, with records of

gradual declines in profitability and market share5. Food and beverage multinational corporations in

the United States have had a sluggish performance due to free markets, fierce competition, and

negative consumer behaviour toward FMCG goods6. Fast-moving consumer goods companies

employ about 14 million people in Europe, and manufacturing companies in the United Kingdom

(UK) have a well-deserved global reputation for provenance, quality, and innovation7. Despite this

solid track record, manufacturing enterprises in the UK have faced unprecedented obstacles in the

form of an uncertain market climate and low purchasing turnout, resulting in stifled performance

among fast-moving consumer products businesses8.

FMCG Organizations in Australia continuously seek methods to increase their performance and

seem lucrative to investors. Nevertheless, some still need to do so due to challenges such as

inadequate business process conceptualisation, strategy formation, and execution of selected

strategies9. Asian fast-moving consumer goods (FMCG) are a key growth industry for Asian

countries and, as a result, a key component of investors' portfolios. According to the 2015 analysis

by PWC, Asia's food, beverage, and tobacco category will expand at a rate of 9% per year by 2018,
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compared to a world average of 6.4 per cent9. Asia will account for US$5.9 trillion, or 60%, of

worldwide consumer spending in this category by 2018. According to the same analysis, consumer

spending on household and personal care items would climb by an average of 8.5 per cent per year

in Asia, reaching US$730 billion by 2018. Similarly, the FMCG sector (food and beverage,

household and personal care) is particularly vulnerable through its long and diverse raw material

supply chains10.

In addition, Asian consumer and retailer attitudes toward the sustainability performance of

consumer goods manufacturers are changing11. According to studies, more Asian customers are

considering the social and environmental implications of buying things. More consumer awareness

campaigns are being launched by non-governmental organisations (NGOs), with calls to action

emphasising the customer's ability to make intelligent and responsible choices12. Such actions can

significantly negatively impact the revenues and market performance of the affected FMCG

companies.

The Indian FMCG industry is the fourth largest in the economy, with a total market value of more

than US$ 13.1 billion. It has a substantial presence of multinational corporations (MNCs), a well-

established distribution network, vigorous competition between organised and unorganised

divisions, and low operational expenses13. India has a competitive edge due to the availability of

critical raw commodities, lower labour costs, and presence across the whole value chain. From

US$ 11.6 billion in 2003 to US$ 33.4 billion in 2015, the FMCG market is expected to triple14. In

India, penetration and per capita consumption in most product categories, such as jams, toothpaste,

skincare, and hair wash, are low, suggesting an untapped market potential. The growing Indian

population, particularly the middle class and rural groups, allows branded product manufacturers to

convert customers to branded items. Consumer upgrading in older product categories is also
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anticipated to drive growth. With 200 million people predicted to switch to processed and packaged

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

FMCG retailers generally operate in a low-margin environment in Africa. As a result, the existence

of a large market is crucial to the success of these companies. Despite Africa having a population of

around one billion, the continent still needs to be served by FMCG companies15. Since FMCGs are

often identified within categories, African merchants must compete on pricing. In a competitive

market, margins are squeezed to the bare minimum, and the least efficient enterprises are driven out

of existence. Companies that can persuade consumers to buy their brand name rather than the

competitors can enhance market share without necessarily offering cheaper pricing. Loyalty

programs, improving the shopping experience, effective branding techniques, delivering items in

smaller sizes to make them cheaper, and adjusting to local demands are critical measures in this

area. Convincing a consumer that a firm's product is superior to that of a rival delivering a similar

product is critical to long-term success in a particular market15.

In a growing economy, such as that of many African nations, South Africa's fast-moving consumer

goods industry is one of the critical economic businesses, producing significant money for the

country and employing many people16. Despite its significant economic contributions, South

Africa's manufacturing companies face various issues related to the poor performance of these fast-

moving consumer goods companies in South Africa, which is attributed to a need for more

understanding of consumer behaviour toward fast-moving consumer goods17. It is relatively robust

in Kenya compared to nations at a comparable stage of economic development. The country is a

major exporter of manufactured products in Sub-Saharan Africa. This results from the Kenyan

government's ambitious development goals to boost economic growth in the fast-moving consumer

goods industry.



5

Despite the Kenyan government's efforts to implement regulations aimed at improving consumer

goods businesses in the manufacturing sector, the sector that serves as the backbone of Vision 2030

has stalled18. Furthermore, the sector's contribution to GDP fell from 9.6% in 2011 to 9.2% in 2012,

while the growth rate fell from 3.4 per cent in 2011 to 3.1 per cent in 201219. The fast-moving

consumer products business in Nigeria is a rising and dynamic Nigerian manufacturing sector

subsector facing tough and harsh competition. As emphasized in Nigeria, there has been a high rate

of manufacturing industry collapse, particularly in FMCGs, and a continuous decline in customer

purchases, which is partly due to poor customer acquisition strategy, a lack of sustainable customer

value, organisational rigidity, poor business innovation, and a mismatch of organisational

environmental planning and forces with organisational information. In an increasingly competitive

context, product-oriented fast, moving consumer goods manufacturers face increasing problems

both in the global market and on the African continent20.

Modern marketing strategies have largely superseded their archaic predecessors, reflecting the

realities of a market in which goods and services are mass-produced in factories for consumers who

buy them to solve a specific problem. Over time, manufacturers of a given product will often

experiment with new ways to set their wares apart from their competitors. These factors give rise to

a new era in marketing and a new marketing dimension through branding development. Historically,

brands were nothing more than symbols or numbers used to identify specific products21. Customers

associate the brand's value with the many benefits it provides. Like advertising, which is branding's

function, it creates a unique association and memory link in the minds of customers, which in turn

generates demand for your products and services by appealing to consumers, raising awareness of

your offerings, and instructing buyers on how best to put them to use22.
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Managers have a fiduciary duty to increase market performance to maximise the wealth of their

principles, the equity owners. The shifting and generally unfriendly climate makes that job harder

than ever. Mobilising all available material and immaterial resources is essential to the value-

creation process. The value of a company's brand is high on the list of intangible assets. These days,

brands are part of an intangible resource pool that indirectly increases a company's market worth.

Creating value for the consumer base is the primary focus. Brand equity based on customers is the

only kind that can be "leveraged" to improve owners' equity, financial performance, and the bottom

line23.

Customers are attracted to and kept on products and services by their memorable associations with

them. In order to increase their market share in domestic and international markets and to survive in

the highly competitive market, companies in the Nigerian fast-moving consumer goods (FMCG)

industry have begun introducing their products and services using various methods, such as cutting-

edge marketing practices. Companies in Nigeria are increasingly likely to employ marketing

strategies, even though brand awareness, branding, and management are relatively new concepts.

The importance of brand management to a company's success and growth is a cornerstone of

contemporary marketing theory. Within brand management techniques and their effect on the

company's performance, issues like brand improvement, enhancing corporate performance and

profitability, and grasping the benefits the customer is searching for are discussed. Researchers and

businesspeople in the market increasingly take this issue seriously. In light of these concerns, this

research looks into how various brand management strategies—including internal branding, brand

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

casual dining establishments (FCGDs) Lagos State, Nigeria23.
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1.2 Statement of the Problem

One perplexing fact is that when customers make a decision, they only respond to the consequence

of their perception. Due to Nigeria's high poverty and drive toward self-employment, numerous

cottage and small enterprises have sprouted up, producing competitively priced items that substitute

for those produced by major multinational corporations. This trend has resulted in many faulty,

inferior, and copycat items flooding the Nigerian market, leaving buyers not only defenceless but

also perplexed. A point to note is that most producers strongly believe that brand management

practices strongly influence market performance22. Brand management practices have been an

essential concept in strategic marketing management, and it is a crucial factor influencing the

organisation's overall performance. Despite several studies on branding in Nigeria, only some

academics have delved into examining the effects of brand management practices on market

performance in the Nigerian FMCG industry since most studies concentrated on distinct research

contexts, among others24,25,26. Organisations must adapt or perish in today's uncertain, unpredictable,

and rapidly evolving world. Technology advancements in the workplace have created a highly

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

and astonishing changes in the organisational environment. In this regard, many FMCG

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

performance owing to poor internal branding culture.

Furthermore, consumer brand equity is a practical starting point for assessing product equity since it

includes several connected variables such as brand awareness, brand quality, brand association, and

brand loyalty27. This connection entails reciprocal exchanges between the brand and its customers

through similar activities that benefit both parties. Any brand's purpose is to attract and keep

customers to secure its success, and it has been noted that people seek companies with specific
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attributes. Brand equity is an excellent instrument for improving marketing efficiency, and

measuring brand equity is a good approach for marketing managers to assess market performance28.

However, due to poor consumer orientation and a lack of quality and consistency given by brand

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

Furthermore, the aspects of brand equity frequently impact product and service purchase intentions

and frequency29.

Previous research on brand equity has concentrated on telecommunications, hotels, banking, and so

on while disregarding the FMCG industry, particularly in Nigeria30,31,32. Furthermore, most brand

equity research has been conducted in Europe and Asia, with relatively little in Africa, especially in

Nigeria. Although several studies on consumer behaviour have been undertaken, more study needs

to be undertaken on how brand equity influences the fast-moving consumer goods companies in

Lagos State. Nigeria. This attempt fills a void while also motivating the research33.

A product's superiority is no longer a guarantee of commercial success. When a firm shifts its

emphasis from its products to its activities or brands, a new perspective on strategy is generally the

outcome. The actions of a brand-focused business are taken as a whole and contribute to the

company's reputation. Aligning and concentrating an organisation's internal and external

communication around the brand does not mean setting aside other tasks. Brand loyalty, brand

awareness, customers' perception of quality, and the firm's ability to forge new connections

contribute to a brand-oriented company's market value34. A product's price and availability will

decide if buyers believe it does not provide any additional value. This inevitably leads to a novel

competitive situation requiring more work to regulate. Possible solutions to this problem include

reorganising the entire organisation, ensuring commitment, boosting efforts, and investing

resources35.
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Intense rivalry and industrial assistance that enable fast-moving consumer goods firms to prosper

despite business instability are also necessary if FMCGs are to play a significant part in any nation's

GDP. Furthermore, it was found that no studies in Nigerian FMCG have used brand-culture fit as

moderating variable on the association between brand management techniques and market

performance36. These are the voids that inspired this research. In light of these issues and gaps, this

research seeks to examine how brand management practices like an internal branding, brand equity,

brand orientation, and brand value affect market performance indicators like market share,

profitability, sales growth, and customer retention for FCMGs in Lagos State, Nigeria.

1.3 Aim and Objectives of the Study

The aim of this study is to examine the effect of brand management practices on market

performance of fast-moving consumer goods in Lagos State, Nigeria. The specific objectives are to:

i. examine the effect of brand management practices (internal branding, brand equity, brand

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

State, Nigeria.

ii. determine the effect of brand management practices (internal branding, brand equity, brand

orientation and brand value) on sales growth of Fast-Moving Consumer Goods in Lagos

State, Nigeria.

iii. examine the impact of brand management practices (internal branding, brand equity, brand

orientation and brand value) on customer retention of Fast-Moving Consumer Goods in

Lagos State, Nigeria.
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iv. determine the impact of brand management practices (internal branding, brand equity, brand

orientation and brand value) on market share of Fast-Moving Consumer Goods in Lagos

State, Nigeria.

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

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

State Nigeria.

1.3 Research Questions

This study raised the following questions as guide:

i. What is the effect of brand management practices (internal branding, brand equity, brand

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

State, Nigeria?

ii. What is the effect of brand management practices (internal branding, brand equity, brand

orientation and brand value) on sales growth of Fast-Moving Consumer Goods in Lagos

State, Nigeria?

iii. In what ways do brand management practices (internal branding, brand equity, brand

orientation and brand value) affect customer retention of Fast Moving Consumer Goods in

Lagos State, Nigeria?

iv. What is the effect of brand management practices (internal branding, brand equity, brand

orientation and brand value) on market share of Fast Moving Consumer Goods in Lagos

State, Nigeria?

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

Consumer Goods in Lagos State, Nigeria?
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vi. What is the moderating effect of brand-culture on the relationship between brand

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

State, Nigeria?

1.5 Hypotheses

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

H01: Brand management practices (internal branding, brand equity, brand orientation and brand

value) has no significant impact on profitability and loyalty of Fast Moving Consumer

Goods in Lagos State, Nigeria

H02: Brand management practices (internal branding, brand equity, brand orientation and brand

value) has no significant impact on sales growth of Fast Moving Consumer Goods in Lagos

State, Nigeria

H03: Brand management practices (internal branding, brand equity, brand orientation and brand

value) has no significant impact on customer retention of Fast Moving Consumer Goods in

Lagos State Nigeria

H04: Brand management practices (internal branding, brand equity, brand orientation and brand

value) has no significant impact on market share of Fast Moving Consumer Goods in Lagos

State Nigeria.

H05: Brand management practices has no significant effect on market performance of Fast

Moving Consumer Goods in Lagos State, Nigeria.

H06: Brand-culture fit have no moderating effect on the relationship between brand management

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

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

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

The study helps the manufacturing industry understand the importance of brand management

practices and their impact on market performance. This research assists in contributing a more

robust branding approach to the manufacturing industry in Nigeria. This research demonstrates

what workers should want and expect from their top-level management and how they may assist

top-level management in achieving organizational objectives and goals. The study helps

organizations identify what stakeholders expect from them regarding their customer value and

acquisition. It also assists top-level managers in identifying steps to take to ensure that their

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

This research also gives vital information to policymakers in Nigeria's fast-moving consumer goods

industry, allowing them to stimulate and strategically react to business information to achieve

company performance. This would benefit the organization's policymakers and the Nigerian

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

More specifically, the study tested the conceptual model that evaluates the market performance

effect of brand management within the FMCG industry in Nigeria, thereby contributing to recent

research and scant empirical literature on the performance effect of strategy execution among

strategic management scholars in Nigeria. It also serves as reference material for students to learn

and create the platform for further studies in strategic management, hence pushing forward the

frontier of knowledge.

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

policies in the Government sectors. This study fills the gaps in the existing literature. The studies on
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brand management practices and market performance using brand fit culture are limited when it

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

Furthermore, this research contributes to the existing literature on brand management practices and

market performance and identifies gaps for further research. Hence, this study also helped society at

large by solving the research problems inherent and addition to knowledge.

1.7 Scope of the Study

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

research examines how various brand management methods affect market performance metrics like

market share, profitability, sales growth, and customer retention. The relationship between brand

management techniques and the market performance of Fast Moving Consumer Goods in Lagos

State, Nigeria, and the individual and moderating effects of brand-culture fit are examined. There

were 18,382 managers from various FMCG companies in Lagos State, Nigeria, who were the focus

of this research. The research here focused on fast-moving consumer goods (FMCG) providers in

Lagos. This is because around half of all FMCG companies are headquartered there. Nestle Nigeria

Plc, Flour Mills of Nigeria Plc, Crown Flour Mills Ltd, Unilever Nigeria Plc, and Deli Foods Ltd.

are just a few of the FMCG providers that cut—the research period included the six months

beginning in December 2021 and ending in June 2023.

1.8 Operationalization of the Research Variables

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

variables.

` Y = f(X)

Y = (y1, y2, y3, y4)
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X = (x1, x2, x3, x4)

Z = (z1)

Y = Dependent variable: market performance (MP)

X = Independent variables: Brand management practice (BM)

Z = Moderating variables: Brand culture fit

Where:

y1 = Market share

y2 = Profitability

y3 = Sales growth

y4 = Customer Retention

x1 = Internal Branding

x2= Brand Equity

x3 = Brand Orientation

x4 = Brand Value

Y = f (XZ)

z1 = Brand fit-culture

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

Hypothesis one

y1= f (x1, x2, x3, x4)
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y1= β0+ β1x1+ β2x2+ β3x3+ β4x4+ ei ……………(i)

Hypothesis two

y2= f (x1, x2, x3, x4)

y2= β0+ β1x1+ β2x2+ β3x3+ β4x4+ ei ……………(ii)

Hypothesis three

y3= f (x1, x2, x3, x4)

y3= β0+ β1x1+ β2x2+ β3x3+ β4x4+ ei ……………(iii)

Hypothesis four

y4= f (x1, x2, x3, x4)

y4= β0+ β1x1+ β2x2+ β3x3+ β4x4+ ei ……………(iv)

Hypothesis five

Y = f (X)

Y = β0+ βiXi+ei ……………………………………………………….(v)

Hypothesis six

Y = f (Xiz1)

Y = β0 + βiXi + β2z1 + βiXiz1 + ei……….………..… (vi)

β0= constant of the equation or constant term

β1-β5= Parameters to be estimated

ei = error or stochastic term
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1.9 Limitation of the Study

The study was focused mainly on five selected fast moving consumer goods companies in Lagos

State, Nigeria, given their presence in the State. As with any single industry research, the findings

of this study are limited to the fast moving consumer goods companies. The adoption of a cross

sectional survey design equally suggests that the study was unable to provide explanations of

causality between the independent variable (brand management practices), moderating variable

(Brand culture fit) and dependent variable (market performance) over a long period. Nonetheless,

this study was not affected by this weakness because its broad objective which is to evaluate the

effect of brand management practices on market performance of selected fast moving consumer

goods (FMCG) companies in Lagos State, Nigeria, involved the collection of data at a point in time,

thereby playing to the strength of the design.

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

granted easy access by the managers of selected food and beverages companies. This limitation will

be mitigated by employing trained research assistants who will help in continuous visiting of the

selected companies, administration and collection of the questionnaire. Second, self-report data,

collected at one point in time, will be used in the study. This method is known to be subject to

errors resulting from consistency and priming.

Many published studies in organizational and entrepreneurship research journals, however, share

the view that individuals perceive their organizational environments subjectively, rather than

objectively, and are thus influenced by their personal, subjective perceptions and interpretations of

those perceptions, rather than independent, verifiable, objective measures or averages of

perceptions reported by group members. By monitoring the delivery of the questionnaire and

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

interpretations of those perceptions in the study

1.10 Operational Definition of Terms

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

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

value of a brand on the market.

Brand Equity: Brand equity refers to a value premium that a company generates from a product

with a recognizable name when compared to a generic equivalent. Companies can create brand

equity for their products by making them memorable, easily recognizable, and superior in quality

and reliability.

Market Share: is referred to as customer retention where customers purchase the current products

and services repeatedly rather than choosing other competitor’s brands.

Brand Management Practices: Brand strategy, by definition, is a long term inter-departmental

plan for a brand to achieve specific, pre-defined goals. A successful brand strategy must be well-

designed and executed across all business functions, with the capacity to improve consumer

experience, sales growth and financial performance.

Brand Orientation: Brand orientation is the way in which the processes of an organization go

around the creating, developing and protecting of a brand identity in a continuous interplay with the

specifically targeted customers with an aim of acquiring sales growth through the brands that will

last a long time.

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

business of its customer firms, and brand’s subsequent ability to compete with competitors.
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Customer Retention: customer retention is about increasing the sales by endlessly satisfy and

serve the customers so they will keep coming back. In order to ensure the customer retention to be

successful, the quality of the service needs to be able to satisfy or go beyond the customer

expectations.

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

people as its core objective, which is difficult to be replicated.

Market Performance: Market performance refers to how successful a brand is in the market. It

intends to measure the strategic achievements of a brand.

Profitability: it is a measure of value to show if the company is doing well or not.

Sales Growth: Sales growth is an important construct of firm performance, and business

productivity by implication.
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Chapter Two

Literature Review

This chapter provides a detailed explanation of the concepts used in this study, the theoretical

reviews, and the empirical findings of past studies. The chapter is classified into three main sections,

namely; conceptual, theoretical, and empirical review of the literature. It went further to provide

summary of gaps in the literature review.

2.1 Conceptual Review

This section contains the definitions, characteristics, advantages and disadvantages of the main

variables and the sub-variables of this study. The two main variables are brand management

practices and market performance.

2.1.1 Brand

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

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

a global corporate concept. A brand has several components, including a name, logo, and design1.

A brand typically combines all of these features to distinguish a company and set it apart from its

competitors. A brand may be more than just a collection of goods and services developed and

delivered by a single company; it can also be a differentiating attribute2.

A brand is more than just a memorable name; it is a set of specific promises that link a product or

service to its customers. It is self-aware, as seen by its advertising, packaging, pricing, and

customer service policies. A successful brand separates itself from rival products and competitors,

resulting in consumer loyalty and long-term financial gains3. Branding is finding competitive

advantages, creating an institutional culture and business strategy around those advantages, and
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then successfully and consistently communicating that brand4. This means that recognising one's

skills that might be a company's sales growth is critical to building a successful brand5. In order to

get a competitive edge, a firm must assess the competition, identify its strengths, validate

advantages, understand its consumers and their values, develop brand compatibility, and connect

value propositions and business operations.

Branding is described as the hot stamping of a permanent mark into a product or service that

incorporates the traits of uniformity, clarity, continuity, visibility, and authenticity across its

activities6. The capacity of a brand to consistently deliver on its promises through product/service

delivery, marketing distribution channels, and even customer service is referred to as consistency.

A brand's presence must be consistent across all customer touch points to be successful7. The

component of clarity is based on a corporation's vision, mission, and values. It implies that a brand's

numerous stakeholders, especially customers, must understand what the brand is and what it wishes

to provide straightforwardly and transparently8. On the one hand, the continuity factor implies that

a company should be deliberately and firmly handled so that it only improves. On the other hand,

the continuity factor argues that a brand should not only be market-driven but also seek to be a

market driver. This means that a brand must be driven not just by competing innovations that

establish the standards in the present marketplace but also by pioneering in a way that sets the

standards for other options in the same market. When it comes to visibility, it means that a company

should always strive to improve its exposure by expanding its target audience9.

This is accomplished by extensive marketing and advertising efforts that ensure the brand in issue is

positioned where the consumer's attention is most sensitive. These are the places when customer

responsiveness and recall are significantly increased.



25

Authenticity is the final key component to apply in order to position the brand properly. This

feature is intended to encourage marketers to think beyond the box. Authenticity is defined as

changing the standard of the brand's marketplace. According to a company's senior management,

the key to effectively operating a brand is the effective collaboration of three of those five elements:

clarity, consistency, and leadership. Due to the exceptionally continually changing environment,

driven by the overcrowding of competitors in the marketplace and rapidly emerging technology,

those three characteristics must be adaptable10. The notion of branding has been variably described

and explored in the corporate discourse and academia by researchers, commentators, and the

learned. Branding is defined as the use of different variables such as appealing names, symbolisms,

terminologies (slogans), terms, and signs, as well as a combination of all of the variables mentioned

above, to associate it with specific services and products in an organisation that is distinct from

competitors' brands. Before the industrial revolution, extensive marketing operations (branding)

existed to distinguish one product from another, particularly among artistic professionals.

A thoroughly developed and implemented brand has become a critical instrument for commercial

organisations to break into any industry since it dominates the subconscious thoughts of customers

who do not struggle to recall them whenever the necessity comes. Goods and services are branded

to emphasise their uniqueness and separate them from competitors' products and services in the

firm's industry11. Branding may be done with a name, symbol, logos, words, graphics, or a

combination of these things12. As a result of branding, customers create an emotional tie with the

product and the firm. When people form emotional ties to a company's product, it is easier for that

product to become associated with an increasingly crowded market. It is critical to communicate a

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

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

enumerated four stages: brand awareness, brand equity, brand image and corporate13.

Analysts say Nigeria's FMCG industry comprises enterprises with considerable consumer effects.

As a result of the globalisation of production and the chain of worldwide enterprises, firms have

created strategic branding tools that are implemented through specific goals, organisational culture,

and the chain of command inside the company14. Organisational brands can range from visual

(logos, symbols, colours, the physical form of the company) to audio (jingles, composed songs,

recitals) and can be classified as tangible or immaterial15. In addition, positioning, brand extension,

distribution channel, and price are the five strategic branding tactics16. The distinctiveness,

sustainability, credibility, and value consumers receive for their money are all factors in product

positioning. The higher the degree of pleasure the consumer receives, the more they are attracted to

the product. Positioning clarifies the product's direction and foundation, communicates and sets

prices in a new market, and provides clarity and advice for internal personnel.

People buy brands, not stuff. As a result, marketers utilise branding to differentiate themselves from

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

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

orientation for establishing long-term customer relationships. It is a differentiation strategy when

tangible features and a conscious customer satisfaction orientation process cannot easily distinguish

a product17.

The use of branding to gain sales growth necessitates a brand strategy to a greater level. What,

where, when, how, and to whom you plan to communicate and deliver your brand messaging are all

part of your brand strategy. It is a set of plans for the brand's methodical growth to achieve its

agreed-upon goals18. To keep customers interested, the strategy should be based on the brand and
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company's vision, values, and distinguishing concepts19. A great brand strategy would raise

awareness of a firm and its services so that powerful sentiments, responses, and a favourable

perception of the organisation as a whole are established. This method can help create the

perception that a brand connected with a product or service has particular attributes or features that

distinguish it from others. Out-branding your competition is a never-ending struggle for consumer's

hearts and minds20. A company must first obtain knowledge of its surroundings (via research)

before developing a brand that reflects its values and is powerful enough to obtain a competitive

advantage. The brand's proposal must be compelling, appealing, and distinct from competing

products.

2.1.2 Brand Management Practices

In contemporary marketing literature, brand management practices and the additional value they

offer in business performance is regarded as one of the most significant intangible resources that

produce numerous competitive advantages in companies and tiny businesses21. Furthermore, the

consequences of businesses' brand management activities are often experienced at three levels: in

the market of customers, goods, and the financial market22. This is why business organisations must

view brand management procedures not only as a versatile construct but also as an essential asset

that provides a higher degree of business performance and more excellent value for the company23.

Brand management practices perspective is essential in today's competitive environments

characterised by similar commercial goods and services, the rapid imitation of innovations, and

intense competition. Brands need more than ever to build strong relationships with their customers.

Accordingly, firms critically require developing efficient brand management practices to meet the

new environmental challenges and achieve sales growth by creating and maintaining strong brands.

The brand management practices are neither the general brand management practices process nor
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the potential relations between the brand-building activities comprising that process24,25. Instead, the

brand management practices are a dynamic capability that sustains the brand management practices

chain model.

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

how can firms create and maintain strong brands; and (2) what constitutes a strong brand26. The

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

which according to a study can subdivide into brand assets, brand strength, and brand value. The

branding literature has mainly focused on brand equity28. In contrast, this work stresses the

importance of studying how to create and maintain strong brands. The Brand management practices

involve managing the brand inside the firm with a systematic and strategic approach that considers

the brand a central element in the business strategy and sets the bases for implementing and

controlling the brand-building actions in an integrated and coordinated way29.

Brand management practices contribute to creating a more precise and reliable image in the

customer's mind, gradually increasing attraction towards an organisation's offering. In the long run,

such practices influence consumers' judgment towards the brand. The level of satisfaction will

depend on the customers' interpretation of the extent to which they perceive the brand has met their

expectations. Inconsistency between the promised benefit and the actual benefit will lead to

dissatisfaction30. According to the study, brand management practices are described as planning,

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

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

2.1.3 Internal Branding

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

consumer expectations about the brand through various functional activities. Most scholars and
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practitioners are already familiar with the notion of internal branding. It is the component of

internal marketing that aligns the responsibilities of marketing and human resource management

and is used to direct the company's internal market towards internal customers or workers 31.

Internal branding defines the actions functioning by a firm to ensure intellectual and emotional buy-

in into the organisational culture and the brand personality inside the organisational culture. Internal

branding is the process of exposing employees to branding communication so that they better

identify with the core brand values32.

A brand describes the features, attitudes, motivations, personalities and emotions, not only for the

internal customer but also for external customers that deal with the brand daily and thus signify it in

front of the public in general and customers mainly. IB's main aim is to accomplish competition

driven through people rather than through hub business practices and policies33. Internal branding is

defined as the concerted, inter-departmental and multi-directional internal communications effort

carried out in order to create and maintain an internal brand. Internal branding attempts to achieve

consistency with the external brand and encourage brand commitment and the propensity for brand

championship among employees. Internal branding is the reflection of the values and the realisation

of the promise of the brand internally and externally"34. Internal promotion is a term that is used

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

ensures employees' thoughts about the care and concern of management for their desires." Internal

marketing is attracting, motivating, and retaining workers by meeting their various job-related

demands35.

Internal branding and marketing efforts accelerate employee buy-in to the company's strategic goals

and objectives36. Internal branding is a kind of internal marketing that emphasises the development

and enhancement of the brand internally. Technically organised, internal branding encourages and
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enables staff to consistently deliver on the brand promise through their daily actions and

interactions with customers. Long-term success and dividends from internal branding require a

comprehensive strategy37. While developing company-wide brand awareness, it is essential to

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

All employees need to work together to establish a great brand once this becomes a central strategic

objective in the company's culture. Thus, businesses must provide training and education to all

employees, regardless of position or level, to ensure that they fully grasp and enthusiastically

embrace the brand identity38. The goal of this technique, which takes an internal marketing

approach, is to have employees become "brand ambassadors" for the company by developing more

than just a transactional relationship with the brand (work for pay).

Another goal of internal branding is to facilitate efficient brand development and strengthening

efforts by encouraging discussions about the brand at all levels of an organisation, from executives

to frontline workers. Brand management methods must incorporate internal brand image

monitoring to ensure a seamless fit between the brand's internal image and the organisation's

strategic goals.

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

aiding in

i. operationalising the brand orientation culture,

ii. Implementing brand-building activities, for which the employees must be perfectly familiar

with the objectives and characteristics of the brand, the lines of action that the firm foresees,

and

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

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

Employees are taught to value the company's brands and are encouraged to show constant support

through internal branding, defined as an internal organisational process39. It entails training and

educating workers on the brand's values and principles. It is an expansion of the internal marketing

strategy, which recognises that employees care more about the companies they work with than the

money they make from selling those goods. Instead of focusing on external factors, internal

branding encourages a cohesive effort to deliver a unified brand experience across all touchpoints40.

Getting everyone on board with a brand's mission and values is why internal branding exists in the

first place. Thanks to improved communication between upper-level management and the brand

teams, successful brand-building operations can also be carried out. Internal branding also aids in

the creation of higher value, strengthens employee ties to brands (symbolic value), and ensures a

steady flow of value to the company's stakeholders41.

Similarly, a scholar contends that internal branding might encourage existing staff to act as

unofficial brand representatives42. Products are often viewed as less essential than the internal

branding processes that go into creating them. Internal branding, however, is crucial in every

industry. Stakeholders and workers contribute to the brand's development through their interactions

with one another and with the brand itself.

When a firm talks about "internal branding," they mean everything they do to familiarise its

employees with its brands and what they stand for. Strong internal branding can only achieve

employee buy-in and pride in the firm. Accepting internal branding as part of internalising the

brand within the company implies integrating the brand into all aspects of the business. Thus,

advertising should start in the inside43. When implemented correctly, it helps workers feel more at
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home and more motivated to contribute to the company's success44. Some businesses have done an

excellent job implementing the idea of internal branding.

To recap, internal branding aids an organisation by

i. facilitating the efficient implementation of brand-building activities by aligning

employees with the brand values and brand promise,

ii. guaranteeing the consistency of output,

iii. ensuring the efficiency of brand-building activities, and

iv. They are easing the burden of long-term brand maintenance.

There can only be effective brand management with internal branding. To sum up, proponents of

internal branding claim it is influential in shaping employees' attitudes and behaviours. Hence, they

are consistent with a brand by helping them internalise its values and encouraging them to use those

values in their daily work.

2.1.4 Brand Orientation

Several scholarly works have hypothesised that market success is influenced by a brand's level of

uniqueness and original value. In order to remain competitive over the long term, businesses are

undertaking brand-oriented marketing efforts. Furthermore, brand orientation requires integrating

knowledge and personnel skills across functional areas within an organization to deliver on the

brand's core principles and develop distinctive customer benefits. Hence, brand orientation requires

that all organisation members work together to implement the brand's key concepts and promises.

Studies on internal branding have highlighted the value of creating a brand culture44.

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

research and relevant measurement tools, our investigation's hypothesis is as follows45. Profitability
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and low price sensitivity can be achieved when clients are willing to pay higher prices thanks to a

focus on the market and a strong brand46. Customer satisfaction, loyalty, consumer-based metrics,

and business-level impacts all improve. Among the companies in the sample, it was discovered that

consumer-based measures play a pivotal role in evaluating marketing performance. Market

orientation influences these consumer-based measures in ways that allow firms to differentiate

themselves from competitors through solid relationships with all customers47.

The authors define market orientation as "the organisation-wide production of market knowledge

taking into account current and future needs of customers, the dissemination of knowledge

horizontally and vertically within the organisation, and the organisation-wide responsiveness to

market knowledge"48. Companies frequently employ brand-centric strategies to increase market

share and patron satisfaction. Companies also capitalise on the positive associations their customers

have come to have with their brands. Brand-oriented businesses recognise branding's significance

across the board. They explain brand orientation as "the degree to which brands are central to

marketing efforts"49. Brand orientation is defined more broadly in a study as "the extent to which

the organisation sees itself as a brand." The willingness to embrace branding as a concept and a

business method50.

There has been widespread agreement in the marketing literature that customer happiness and

market share are crucial to business success51. Brand loyalty is associated with numerous positive

business outcomes, including lower marketing expenditures, a more extensive client base, and

higher profits. Another school of thought considers brand orientation an inside-out strategy in

which an organisation's core values, vision, and mission serve as the guiding principles for brand

creation. This is in contrast to the market orientation paradigm, which prioritises the client's needs

above all else52,53.
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One of a holding company's strategic orientations for attaining its objectives is the idea of brand

orientation54. The company has taken several strategic tasks to achieve competitive synergy. The

brand-oriented strategy is one such method. In the early '90s, the idea of brand orientation gained

some traction. Business orientation studies devoted much attention to brand orientation since it is a

popular business strategy54. Brand building is a subset of market orientation that emphasizes

differentiating the brand from competitors. It has been demonstrated that both ideas can improve

market performance55.

When a company is "brand-oriented," its marketing strategy and activities focus on strengthening

its brands because of the high value it places on them. This term was coined by a scholar, meaning

that branding is given considerable weight by upper management. To be "brand-oriented" means to

have a mentality or culture within a company that prioritises the brand above all else. Seventy-five

per cent of businesses claim to have an immature brand orientation and treat branding as an

afterthought when creating a competitive edge56.

Nevertheless, for companies that take an integrated brand approach, the brand serves as both a

strategic resource and a significant guide for driving revenue growth. Hence, brand orientation is

the bedrock upon which a company may maintain its brand management expertise, which in turn

enhances the brand's market distinction and provides long-term competitive advantages57. Thus,

businesses need to adopt a brand orientation attitude to build and maintain powerful brands58.

The continued success of the brand is a top priority for the organisation. The success of a market-

focused strategy relies solely on market forces. A brand's success is determined by its value to its

target audience. The company's success is gauged partly by looking at how well it does for its

customers. Hence, sales and financial metrics comprise most of the company's performance

indicators. However, brand-focused businesses gauge market performance through the quality of
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their connections with consumers59. Because it gauges the 80 success of the brand in the market, it

is a strategic indicator of market performance. Businesses that prioritise their brands are consistent

with those that prioritise the market. The end goal of catering to customers' tastes remains the same,

but the method has evolved. Companies with a strong brand identity place a premium on the value

their brands bring to the bottom line60. It guides the organisation through the steps necessary to

build its brand from the inside out. By following this procedure, the organisation will be able to

contribute to the brand's growth. Brand-oriented businesses have the internal assets to respond to

shifts in the market.

FMCG companies can take advantage of market opportunities with greater consistency and fewer

hurdles when focusing on their brands rather than their products' origins. Companies in the fast-

moving consumer goods (FMCG) industry can hone down on the pros and negatives of their

internal resources and use that information to craft a winning strategy61. Companies that use

internal resources to establish their brand tend to present themselves and their brand in a more

professional light62. To create a brand that is difficult to copy by competitors, brand-oriented firms

recognise the brand's potential as a strategic internal resource.

2.1.5 Brand Value

Business-to-business markets necessitate brand managers to devise ways to make their products

stand out from other businesses63. The value of a brand is a statement about how much it is worth to

its customer's bottom lines and how well it can compete in the marketplace. The brand's ability to

compete in a market is highlighted by the opinions of the brand's business customers64. Based on

what we know now, we know that the best way to create brand value for businesses is to focus on

strengthening the capabilities of the business customer firm65. Brands that integrate the practical

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

of an organization's operational capabilities with its marketing talents67.

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

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

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

manufacturer's operational efficiency, which benefits both consumers and businesses68. To succeed

in a highly competitive market, a brand needs to deliver all three sorts of value to its customers. In

order to satisfy the demand their brands have created, brand managers must once again concentrate

on the operations of their businesses.

Managers must base their strategic management on several underlying aspects for brands to become

a source of sales growth for the organization. The four pillars of brand management are

i. the creation of a marketing strategy in line with the desired brand image,

ii. the planning of the brand management practices over the medium to long term (established

goals),

iii. the assessment of the development of the brand's image and value in the market, and

iv. The financial and human resources are allocated for brand management practices.

Product design, positioning and packaging, communications campaigns in traditional and online

media, and brand extensions are only a few of the marketing-related areas where the models

describing brand-building activities advocate taking action.

In order to facilitate the strategic marketing planning process, the strategic brand management

procedures must involve a rigorous fit between the firm's global marketing strategy and the desired

brand image. Industrial companies' propensity to promote their brands' positions as market leaders
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was studied through case studies. Companies with solid brands execute well-coordinated action

programs and have feedback mechanisms set up to assess brand-related outcomes. This means that

strategic brand management is underpinned by careful planning and regular input on the brand's

image and value69. Finally, a scholar presents a model that summarizes the firm's brand investments

across four key areas: building and bolstering the brand identity; organizing the brand portfolio;

establishing coordinated marketing actions; and establishing an infrastructure and methodology for

brand management70. So, businesses must realize the significance of investing in brand building by

spending time and money.

2.1.6 Brand Equity

In the academic literature, brand equity is defined in various ways. Brand meaning implies saliency,

brand association, and brand personality; brand value implies the consequences of managing brand

meaning. Therefore, brand equity is the sum of the two. A company's brand equity increases when

consumers associate the company's name with the product or advertising. Additionally, brand

equity is the worth of a brand from the consumer's perspective, with brand equity established by the

consumer's perspectives on the outcomes and traits that the consumer perceives to be positive for

the brand. Many points of view on the subject of monetizing a company's brand. Some definitions

of brand equity include consumers' unique and positive associations with a brand. Brand equity is

defined as the sum of a company's goodwill, reputation, and other intangible assets associated with

a brand and any negative connotations associated with that brand. Brands with high equity have

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

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

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

repeat customers and facilitating efficient growth. On the other hand, brand equity's worth has
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never been tangible. Brand equity 104 refers to a brand's unearned advantages in the marketplace.

In other words, brand equity clarifies why promoting a branded product or service is more effective

than an unbranded one. One of the timeless management innovations that have evolved into a

significant management issue is brand equity 106. Brand equity refers to the marketing and

financial value associated with a brand's market power, which includes genuine proprietary brand

assets, brand name awareness, market share, perceived brand quality, and brand connections70.

Although brand equity has been thoroughly explored, there has yet to be a clear consensus on

defining or measuring connected brand equity components71.

Brand equity is defined by four fundamental constituents: brand awareness, brand characteristics

and connections, perceived quality, and brand loyalty. When customers are exposed to

advertisements and other communications, brand equity may affect marketing communication

efficacy by persuading them to prefer the brand72. Furthermore, the capacity to recall the

conversation improves73. As a result, brand equity is significant in advertising74. The concept of

brand equity is becoming increasingly significant and fundamental since it refers to the priceless

value(s) given to a product or service only because of the presence of the relevant brand's name and

emblem. The values that are being added include not just tangible but also abstract attributes. The

brand's intangible traits or attributes are remembered by the brand's subsequent consumers75. In

some ways, brand equity reflects the mental associations and framework a consumer has built

around a particular brand. This collection of mental connections and links appears within reach of

nowhere but takes time to develop76. It may be proven and emphasized that the untouchable brand

characteristic(s) that reside(s) in customers' thoughts is a brand equity feature of the utmost

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

good/service to improve it.
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In the increasingly severe market rivalry, particularly for identical items, brand equity is critical for

firms to thrive77. Furthermore, BE is an intelligent feeling that the customer registers from side to

side in its forename. It frequently reproduces that the consumer is eager to develop a fixation on a

specific brand or produced product78. As a result of the increased attention on brand marketing, the

value of a brand has grown in significance79. Marketing activities are an important way to ensure

the brand's popularity80. Regarding consumer-driven business decisions, a brand's valuable equity is

determined by customer loyalty.

Concerning the brand's expenses, the consumer assesses the brand's strength or connections and the

perceived worth or utility—customers' perceptions of a brand's worth influence its performance and

the company's financial gains81. The majority of vital reserves held by a small number of

corporations are fictitious. Additionally, their practical consumer, slogan and logo, slogans and

illustrations, distinctiveness, font, state of intelligence sequence, accessories, and name. They

follow each other closely across connections; brand names and alliances significantly impact power

and profit82. Each preference metric used in this study has a strong association with brand equity.

As a result, the brand with the most category equity creates substantially more preference. Given

the less abstract character of this product category, it may have been predicted that brand name

would be more significant than an overall preference for these brands. Intangible attributes in high-

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

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

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

The rise in the perceived efficacy and repute of a brand name contained in a development is known

as brand equity on the supplemental pass83. The influence of brand specifics on customer response

is known as brand equity. Brand equity is defined as a position of discernment, approach,
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information, and behaviours within a segment of customers. This results in increased usefulness and

allows a brand to be paid more volume or better boundaries than it could without the brand84. It is

self-evident that being reliant on customers has several aspects. The BE model focuses on brand

recognition and the mechanisms that underpin it, as well as BI and BA. Brand affiliation, brand

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

equity85.

Additionally, a scholar identified the emphasis points on the five dimensions of BL, BI, BA, brand

pricing, and perceived quality. Brand equity is the quantity of the brand's value to the proprietor. It

is a location where property and legal liabilities are tied to a brand, its forename, and a sign that

adds or subtracts the value provided by its produced products or ratings to claim or to that firm's

customer86.

The set of brand assets and liabilities associated with a brand and its symbol that contribute to or

detract from the value offered by a product or service to a company and its consumers is known as

brand equity. In other words, brand equity comprises all the assets and liabilities associated with a

specific brand name and emblem. Those assets and liabilities are linked in such a way that if the

brand's name or logo changes, they also change, having a significant impact87.

2.1.7 Market Performance

The term "market performance" refers to a company's outcomes or outputs, which may be compared

to their desired outcomes, goals, and objectives88. A company's success is often measured by how

well it achieves its long-term strategic and financial goals89. While some scholars analysed market

success in terms of financial performance alone, previous studies generally ignored the performance

of organisations90. In addition, 127 people talked about evaluating market success by looking at

financial indicators such as return on investment (ROI), sales growth and profit, and market share
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expansion. It is also important to note that operational performance, which considers a company's

financial results, customer feedback, and product quality, can be used as a proxy for its overall

market performance91.People's drive and skill determine their level of performance92.

Organisational structure, expertise, non-human resources, strategic positioning, and human

processes are all mentioned in a study as contributors to market performance93. The organisation's

effectiveness is affected by these elements—a scholar defined performance as the capacity to

evaluate a firm's success, large or small. Companies can be ranked according to their number of

employees, size, health of their working capital, and profitability94. Financial indicators like return

on equity, return on assets, and sales growth are just some of the measurements that can be used to

get an objective look at how well an organisation is doing95. People also believed that a small

business's success might be evaluated using monetary and non-monetary criteria96.

It is common practice to define performance solely in terms of production or achieving measurable

goals. The performance of a company can be measured in four distinct ways. Financial and market

performance, such as revenue, profits, market position, cash-to-cash cycle time, and earnings per

share Human resource performance, such as employee satisfaction Organisational effectiveness,

such as time to market, level of innovation, and production and supply chain flexibility97.

Companies' management uses financial indicators to measure, report and improve performance98. It

has been proved that to obtain a global situation of an economic entity at a specific moment, the

evaluation must be based on a balanced multidimensional system which includes both financial

ratios and non-financial indicators99. Given the above perspectives, market performance is defined

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

A company's market share can be defined as the ratio of its sales to the industry's sales for a given

period multiplied by 100. It is the ratio of a company's sales to the sales of similar businesses in the

same market. "Market share" refers to a company's percentage of a given market's total sales or

units sold100. The Harvard Business Review defines "market share" as "a company's percentage of

the total value of all sales of a product or service in a specific market within a given period"101.

How well a company's marketing budget represents, the value it brings to stakeholders is measured

by its market share. As a proxy for marketing efficiency, market share is correlated with a

company's bottom-line profit. A company's market share indicates the percentage of sales or units

sold that it controls in a particular market. A company's market share is the proportion of buyers

and sellers who transact with the company in a specific market. Market share is a measure of a

company's success compared to its rivals102.

Having a more significant portion of the market indicates that a company is more successful at

attracting and retaining customers than its rivals. Barriers to entry are one cause of monopolistic

structures, in which one company has a stranglehold on the market due to its dominance. While

internal sales growth (or decline) may be attributable to general industry trends, market share is also

an important metric for assessing performance concerning the market's growth103. One of a

company's top priorities should be expanding its market share.

The extent to which a company can hold its own against its rivals in the market is often measured

by its market share. An organization's market share is a critical performance indicator. The selling

unit ultimately bears responsibility for the company's market share, which measures how deeply the

company is embedded in a specific market. In addition, market share provides an additional

indicator of sales within an industry and, by extension, competitive performance. The market
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performance of selling units can be evaluated against a natural benchmark: competing units'

performance. In other words, when evaluating the performance of the market for selling units, it is

critical to consider the evolution of the competition's sales phases. A more accurate assessment of a

selling unit's market performance is possible when regional sales, industry sales, market shares, and

profit discrepancies are all considered together104.

Market leaders always remember that satisfied customers are the key to their success, which is why

they have such a large proportion of the market. Market dominance also displays lucidity of

purpose105. Leaders know where they want to go, and they have a plan to get there. Furthermore,

adaptability is a crucial feature of market share106. Market leaders invest in their staff and are

nimble enough to make modifications with minimal impact on the business.

Compared to other metrics, market share is less sensitive to macro-environmental variables like the

status of the economy or shifts in tax policy. They can gauge the health of the market as a whole but

also the preferences of consumers by looking at competitors' market shares. Sales growth due to

primary demand (total market expansion) is typically less expensive and more profitable than sales

growth acquired through stealing market share from rivals. While a firm's market share may not

directly correlate to its profitability, it provides valuable information about its sales, expansion, and

bottom line due to economies of scale107. The greater the scale of an organization, the more people

it can help at a lower per-person cost. Big companies can serve each consumer for less money

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

customers away from rivals, increasing its market share.

Conversely, if the company is losing ground in the marketplace, it may be time to rethink its

internal approach. Undersaturated markets can be fatal for some businesses. Market share trends for

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

local competitors due to market share rivalry108. Many businesses aim to gain a more significant

portion of the market. As a result of using market share as a metric for comparing the success of

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

their actions would affect the market share of their rivals.

2.1.9 Profitability

Profit is the monetary gains made when income from an enterprise's operations is more than the

sum of that enterprise's operating costs, including taxes. Hence, the ability to turn a profit might be

defined as profitability. Ratios gauging profitability are used to assess financial success. Many

business leaders and stockholders prioritize profitability. Long-term viability depends on a

company's profitability, which may be gauged by its track record of making a profit109. A

company's long-term objective should be to increase its profit margin. 148 states that, to remain

competitive, every profit-driven business must prioritize increasing its profit margins. So, to

increase profits, each company needs a distinct approach that accounts for the specifics of today's

competitive landscape. Companies exist to make a profit; for those that do not immediately attract

investors or get funding, that profit may be their only source of money110. With that profit, the firm

will stay afloat and eventually succeed.

A company's operating profit is the money it makes through its day-to-day activities. This number

is calculated before taxes and interests on debt obligations are deducted. It does not include profit

earned from the firm's investments, such as from minority interests in other companies, non-

recurring items like accounting adjustments, one-time transactions like legal judgments, disposal of

non-core assets like real estate and production equipment, interest earned on treasury operations, or

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

best, minus all the costs and transactions that have nothing to do with its core business111.

The term "profitability" refers to the ratio of a company's earnings to operating expenses and other

costs during a given time frame. A company's ability to make money or attract new investors is

crucial to its status as a "going concern" or ongoing business. As defined by Rule, profitability is

the rate at which an investment generates a profit. To be profitable, an organization, company, firm,

or enterprise must be capable of profiting from all of its operations112. It demonstrates how

effectively the bank's management can maximize profits using the market's resources. Although

"Efficiency" might be a synonym for "Profitability," the reverse is untrue. Profits measure

efficiency and are used as a management tool to improve operations113. Making a profit is a good

indicator of efficiency, but more evidence is needed. Profits that are too high may indicate

inefficiency, while profits that are too low may indicate inefficiency.

Like other businesses, firms profit when their revenue is more significant than their expenditures.

Fees for services and interest on assets account for the bulk of a company's revenue. Profit, on the

other hand, is the sum of money an organization makes in a specific time frame, whereas

profitability measures how well that money is put to use. In the words of 158, "Profit is the test of

efficiency and the measure of control for financial management; it is a measure of the worth of

investment for owners; it is a margin of safety for creditors; it is a measure of taxable capacity and

the basis for legislative action for government"114. Profitability can be measured by examining the

proportion of revenue to expenses, the proportion of operating income to total expenses, the rate of

return on net capital employed, and the rate of return on equity115.

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

its operations. It demonstrates management's ability to maximize profits from the market's available
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resources116. However, the analysis of profitability is strictly quantitative. It disregards internal

aspects like the competence of managers to effectively forecast and plan for profits, as well as

external factors like market conditions, product demand, and company cycles. It does not show

those things because they cannot be priced. A company's profitability can be used to indicate its

success or failure117.

2.1.10 Sales Growth

The term "growth" describes the process by which a company increases its sales, income, and assets.

Small firms aim to grow into major corporations and increase shareholder wealth. Hence expansion

is a primary focus. A company's lifetime, general industry tendencies, and the goals of its owners

all have a role in its development118. Companies grow when they increase their efforts in strategic

areas where they can maximize their profit and the wealth of their shareholders.

More revenues, a healthier bottom line, and greater operational profitability are all viable avenues

for expanding a business, as is cutting expenses119. Expansions in these areas can be used to gauge

whether or not a company is flourishing. Sales expansion is a crucial indicator of company health

and, by extension, productivity. In order to evaluate how well a company is doing over the long

term, sales growth is sometimes used as a proxy for performance120. An essential measure of a

company's productivity, sustainability, and competitiveness is its sales growth, which is the

percentage increase in sales over a specified period.

One of the most crucial goals of any business is to maximize its financial performance. Leverage,

both operational and financial, is a significant factor here. Businesses can increase their

competitiveness and market share by lowering their unit costs through operating leverage. A

company's operational risk may also be affected by its use of operating leverage121. When

discussing a company's cost structure, the term "operating leverage" describes the proportion of
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fixed to variable expenses. Put, operating leverage is the ratio of variable to fixed expenses. The

breakeven point (the level of sales needed to cover fixed expenses and produce a profit) and

operating leverage are higher for a business with higher fixed costs and lower variable costs122.

Financial results for a company could improve or worsen depending on operating leverage.

Increases in operating leverage will lead to improvements in profitability if rising sales offset the

impact of rising fixed expenses by lowering the unit cost and boosting profits. However, when fixed

costs are higher (operating leverage is high), per-unit costs rise, and the firm's earnings fall at a

steeper pace when sales decline. As a result, the connection between operating leverage and

financial performance may change significantly as sales increase. Operational leverage is correlated

with profitability during prosperous times123.

The growth in sales ratio provides a means of comparing the success of two different years and

revealing the percentage by which current-year sales compare to those of the preceding months124.

Sales growth refers to an increase in a company's revenue during a specific period, which may have

been achieved through either a rise in product prices or an increase in the number of products sold.

Sales growth can occur for various reasons, including the introduction of new products or services,

the opening of new locations, or a combination of these factors. Integrated framework for planning

and modelling sales strategies, ensuring timely execution of sales activities, and providing visibility

into performance for frontline salespeople and decision-makers; this is what we mean by "sales

growth performance"125. It is another name for a company's output that it sells to the market,

usually monthly or annually. It is affected by things like the quality of the company's relationship

with its customers, the quality of its marketing management, the expertise of its sales force, and the

price at which its products are offered126.

2.1.11 Customer Retention
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Retaining customers is all about making sure they are always happy so you can keep making sales.

Success in customer retention hinges on meeting or exceeding consumer expectations for the

quality of the service provided. Furthermore, research supports this idea by arguing that focusing

solely on current client wants and needs is insufficient. Predicting what your clients will want in the

future is also crucial. Several techniques, such as a loyalty program, may be used to keep clients

coming back127. Customer loyalty can also be maintained by the provision of service that is both

satisfactory and, ideally, exceeds the customer's expectations. In addition, by encouraging public

comment, businesses can ensure they deliver products and services that are in demand. It has been

suggested by a scholar that retaining existing customers is cheaper than attracting new ones since

loyal customers are less likely to transfer services because of the hassle and inconvenience

involved128.

Due to the diminishing ease with which businesses can presume an infinite customer base, customer

retention has risen in importance. Customer retention is directly linked to a company's bottom line,

as acquiring a new customer costs five times as much in the long run as keeping an existing one

does. Retaining customers is achieved when they have a favourable impression of the company and

are committed to continuing their relationship129. It is widely accepted that companies will go to

any length to thwart customers' efforts to abandon their current retailers in favour of a competitor.

Customers who are enthusiastic and committed to sticking with a company are likelier to do so.

Retaining clients serve the same objective as keeping good workers from leaving a business, as

their departure would hurt output. As a result, keeping existing customers is now more crucial than

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

priority in these trying economic times130.
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Indeed, firms sometimes invest 10-20 times as much in attracting new consumers as in keeping old

ones. Every thriving business needs to master the art of customer retention, even when the client

seems content. Even if they are unhappy, some clients may remain loyal if they believe they would

not obtain better service elsewhere. Providers of these services would be wise not to take it for

granted that a customer's decision to remain loyal represents an intentional act of positivity. This is

because, if they feel unhappiness incidents, they may be tempted away by competitors' enticing

offerings. There is compelling evidence for management to carefully consider the many aspects that

boost the retention rate of existing customers131.

Understanding customer behaviour and zeroing in on those clients who can provide sustainable

profits for the company are prerequisites for constructing profitable rational exchanges with the

consumer. Nonetheless, no business can retain 100% of its current clientele. This occurs for various

reasons, one of which is that in highly competitive markets, customers may migrate to a different

product or service, either temporarily or permanently. A scholar adds that aiming for 100%

customer retention would be unprofitable because of the high cost involved. So, it is crucial to keep

the consumer as a strategic goal132.

Keeping existing customers happy is crucial to growing a business's bottom line. They said that

increased customer pleasure typically leads to increased client retention133. Given what has been

mentioned by various academics, it is clear that strategic management practices aimed at generating

customer pleasure, loyalty, and retention are necessary. It is more expensive for businesses to

attract a new client than to keep an old one134. Retaining clients is crucial to a company's financial

performance, as doing so increases revenue and satisfaction for the company and its clientele in the

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

marketing if they want to see consistent development in sales135.

A scholar also noted that keeping existing clients is 5-10 times less expensive than finding new

ones. It is correct to say that customer retention is an essential part of studying relationship

marketing136. The importance of client retention and related structures to the success of relationship

marketing 188 has also been well acknowledged in relationship marketing research. Retaining

existing customers has clear business financial benefits, including higher earnings and lower

expenses. In order to maintain long-term relationships with customers and increase sales,

businesses must work to increase client retention137.

2.1.12 Brand Culture

There are both material and immaterial components that make up a brand. Visual and bodily

characteristics, cultural norms, and personal ethics all make up these factors. Brand not only reflects

cultural values but is also shaped by them138. A scholar defines brand culture as "the cultural norms

established by brands at a substantial level (history, visuals, mythology, art, communities, beliefs)

that influence the comprehension and the value of a brand on the market"139. In order to distinguish

your product or service from the competition, it is crucial to have a unique brand culture. Logos,

names, designs, iconography, conventions, cultural traits, and phenomena are all examples of such

embedded elements, as are the cultural traditions, perceptions, and emotional aspects that these

attributes reflect140. Brand culture can be seen as a superior crux of the organization's culture and

aids in showcasing the brand's essential principles, which are at the brand's heart141.

The company's cultural norms and values profoundly influence customers' pre- and post-use

perceptions of a service's or product's worth. Customers' trust and preference in a company's brand

culture can be attributed, in part, to the principles that the company upholds142. Similarly, a scholar
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observed that customers' perceptions are shaped by the brand's culture, affecting the quality of the

consumer's interactions with the business. As a result, brand culture influences not just the value of

the brand but also the experience people have with the brand143.

In addition, four critical influences on brand culture were identified by a scholar144. The company,

its clients, influential’s, and the general populace all serve as potential story starters for the brand.

Many cultural components com brand management practices on the market performance of fast-

moving consumer goods in Lagos State, Nigeria price and are influenced by brand culture. Such

examples include the impact of a company's national culture, the influence of a brand's place of

origin, linguistic and cultural diversity among employees, and the marketing approach a business

takes, whether personalization or uniformity. Hofstede defines "national culture" as "the way a

society thinks and behaves as a whole," He argues that this way of thinking profoundly influences

brand culture145. The culture of a country has a profound impact on the way its citizens think about

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

association with the Italian style146.

A brand is an asset to a culture and reflects that culture. "Brand culture" is defined as "the cultural

codes established by brands at a major level (history, imagery, mythology, art, communities, beliefs)

that impact the understanding and the value of a brand on the market"146. Brand culture is the sum

of the parts that serve to identify and differentiate a given product or service. This category includes

the concepts, emotions, qualities, cultural traditions, and personal representations represented by

these elements and the names, nouns, logos, symbols, designs, and other cultural traits and

phenomena. The brand's culture is the essence of the brand itself, distilled from the values of the

organization itself147.
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Its culture forms consumers' perceptions of a brand's worth and interactions with it. Customers are

drawn to a brand because of the value it promises, and they get emotionally invested in the brand as

a result of their favourable experiences with it147,148. Consumers' sensory experiences are influenced

by brand culture. In other words, brand culture impacts the experience and value of modern

brands149. Four primary authors contribute to brand cultures by telling stories about the brand.

Companies, the media, influential people, and consumers all write this. The marketing mix is how

businesses make their brands' cultures. Products, locations, promotions, and prices are the four Ps

of the marketing mix, and they all have a story to tell. Brand identities and their connotations are

moulded by popular culture150. Customers engage with the product, generate consumption

narratives, and talk about their experiences while using the product. As a result, they actively

contribute to shaping the company's identity. Those who can sway the opinions of others

concerning a particular brand are referred to as influencers. This means that their thoughts and

opinions can affect the brand culture151.

Several aspects of culture both influence and shape brand cultures. Some examples are the impact

of national culture on customer behaviour, the influence of the country of origin on marketing

strategy (standardization vs customization), intercultural management, language, and the

connection between corporate culture and consumer culture. Consumer behaviour is shown to be

significantly influenced by cultural variations in the academic literature152. Brand positioning,

customer decision-making processes, consumption and usage, perceptions of service quality, brand

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

response to advertising are all impacted by cultural differences153.

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

cultural contexts through consistent or unique product or service delivery. Many companies
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combine the two strategies when creating their products. A brand's underlying cultural themes may

be universal, but it is still essential to consider the specifics of each target culture. This is the first

rule of cross-cultural leadership. Language, one of the cornerstones of culture, is an essential

component of company culture. The pronunciation and connotation of a brand's name in various

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

others vary by country154.

2.2 Theoretical Review

The essential theoretical assumptions for this study are presented in this section of the review.

Three theories were considered for the purpose of the study namely the Resource Dependence

Theory, Dynamic Capabilities Theory and the Entrepreneurship Innovation Theory.

2.2.1 Resource Dependence Theory (RDT)

Pfeffer and Salancik developed the Resource Dependency Theory (RDT) at Stanford University; it

is intended to help construct and administer constrained organisations. After twenty-five years, the

book was republished in an expanded second edition that examined the Resource Dependency

Theory's continued relevance and impact in modern research155. While the development of the

Resource Dependence Theory can be traced back to the work of several earlier scholars (e.g., 200,

201), it was Pfeffer and Salancik's goal to provide a new lens through which to examine the

economic theories of mergers and board interlocks that are used to analyse the precise nature of the

relationships between organisations. In order to facilitate resource sharing, the resource dependence

theory describes mutual interaction between organisations. The core tenet of RDT is that

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

they depend on to function155.
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Resource dependence theory's central claims are as follows: organisations need resources; these

resources come from an organisation's environment; the environment primarily consists of other

organisations; the resources one organisation needs are thus often in the hand of other organisations;

resources are a basis of power; legally independent organisations can depend on each other; power

and resource dependence are intertwined156. Ultimately, power depends on the nature of the

relationship between the individuals involved and the circumstances in which they find themselves.

Resource dependence theory's basic premise is that all organisations rely on one other for essential

resources and that this reliance is frequently reciprocal. These interdependencies lead to various

inter-organisational arrangements such as "board interlocks," alliances, joint ventures, in-sourcing,

and mergers and acquisitions157. These arrangements improve these organisations' ability to deal

with interdependencies by increasing their autonomy and legitimacy158. Most of the RDT's initial

assumptions have survived and are still employed by researchers today. The underlying premise is

that an organisation, specifically management, strives to secure the company's survival. According

to the resource dependence theory, an organisation's capacity to obtain and keep resources is critical

to its existence159. The other premise of RDT is that actors aim to minimise their reliance derived

from their behaviours. The RDT assumes that each actor in the environment wishes to minimise

their reliance on others or enhance their influence over others160. Furthermore, it is assumed that the

actions of individuals are constrained to the concept of bounded rationality.

Resource dependency theory is founded on the idea that to obtain resources; an organisation must

participate in transactions with other actors and organisations in its environment161. Although such

transactions may be beneficial, they may also generate dependencies that are not in the long run

beneficial. The organisation's resources may be limited, sometimes readily available, or controlled

by disagreeable players. As a result of the uneven exchanges, inequalities in power, authority, and
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access to additional resources emerge. Organisations employ tactics (as well as internal structures)

to improve their bargaining position in resource-related transactions to prevent such dependence162.

Such methods include taking political action, growing the organisation's production scale,

diversifying, and creating ties with other organisations. Diversifying product lines, for example,

may help a company become less reliant on other firms while also increasing its strength and

leverage163.

Other academics, on the other hand, have challenged the resource dependence theory on various

philosophical and empirical grounds. Most of these objections centre on the fact that the resource

dependence theory's core idea and limits have yet to be thoroughly tested. However, scholars have

observed that testing all of the resource dependence theory's assumptions is easy, if possible.

However, some research has empirically evaluated some resource dependence theory assumptions

and variables, allowing the theory to be extended or improved164. While environmental

interdependence is a crucial predictor of mergers and acquisitions, specific empirical research

shows it is not the primary predictor165.

Furthermore, the theory has been criticised for focusing solely on an external locus of control

construct and underplaying the board's role in deciding the company's destiny via strategy and

monitoring internal management actions and performance, which was a study of mergers and

acquisitions from a resource dependence theory perspective, criticised resource dependence theory

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

imbalance between and mutual dependence of two organisations; that power imbalance should act

as an obstacle to absorption of constraint; the boundary conditions of the theory are considered

ambiguous; and empirical test of absorption of constraint did not consider reciprocal dependency

but have been focused on the dependence of one actor on the other166,167.
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Increased consumer savvy or sophistication has been characterised by changing consumer taste,

fashion, preference, income or purchase power demand for better quality products, goods, and

services, among other things; therefore, in today's hyper-competitive, cutthroat, fierce, knowledge

and information-driven competitive economy, those strategic programs, plans, and policies on all

organisational operations that will enable them to stay relevant, lucrative, and competitive should

be implemented168. Branding and other brand management activities are integral to strategic

marketing management. The resource dependency perspective, or business theory, forms the

theoretical foundation of this investigation. The resource-based view of business postulates that a

company's fortunes are heavily influenced by its tangible and intangible assets. According to this

theory, a company's capacity to turn a profit and increase productivity depends on its resources'

quality, quantity, competence, rarity, and uniqueness. According to the theory, a company's

resources give it an edge over rivals169. These include the people who work for the company, the

tools and equipment it uses, the research and development it conducts, the products and services it

offers, the money and resources it has at its disposal, how it conducts its business, the information

and communication technologies it employs, and the way it organises itself. The theory states that a

company's unique traits will pave the way for a successful brand170.

2.2.2 Entrepreneurship Innovation Theory

Joseph Schumpeter proposed his idea of entrepreneurial innovation in 1949. He argues that a

community's economic growth is aided by its entrepreneurs, who are its source of innovation,

creativity, and foresight171. When an entrepreneur offers a new product or manufacturing technique,

enters a new market, locates a new source of raw materials, or establishes a new organization, these

are all examples of innovation, according to Schumpeter. By taking risks and arranging production

components, Schumpeter developed the concept of innovation as central to entrepreneurship.
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Entrepreneurship, according to Schumpeter, is "a creative activity." An entrepreneur takes a risk

and introduces new goods and services to the market. He saw originality as a necessary skill for

business owners172.

Entrepreneurs, according to Schumpeter's theory of innovative entrepreneurship, are the ones who

"identify opportunities, assemble required resources, implement a practical action plan, and harvest

after that promptly," which is to say, they are the ones who "produce information about the

marketplace," "seek new economic opportunities," and "introduce new ideas" into the market173.

Schumpeter also assumedly differentiated between an innovator and an inventor. An investor can

unearth new processes and components. Instead, an innovator is someone who uses or applies

discoveries and creations in novel ways. The focus of an inventor is on the technical aspects of his

invention, while an entrepreneur's focus is on the business aspects. An innovator goes beyond

merely creating something new; he also finds ways to profit from his ideas, making him more than

just an inventor174.

According to Schumpeter's entrepreneurship and innovation theory, entrepreneurs are the driving

force behind economic expansion because they identify and seize upon unmet needs in the market

and identify and exploit untapped resources175. The Schumpeterian theory of entrepreneurial

innovation was endorsed by respondents, who agreed that introducing a new product or production

process or creating a new market can lead to increased competitive advantage176.

The idea of innovation has been challenged for being one-sided due to its focus on the innovative

process alone. It fails to account for the importance of taking risks, and Schumpeter's views are

especially relevant in promoting innovation in underdeveloped nations177. Schumpeter's

entrepreneurs, on the other hand, are typically large-scale businessmen and women found in

prosperous nations and well-established marketplaces. Entrepreneurs in undeveloped nations
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typically belong to classes that can get by with imitation rather than originality. Both the individual

and situational approaches to critiquing Schumpeter's theory have been criticized for their purported

inability to adequately account for entrepreneurial action at the micro level, with the former being

criticized for its single-cause logic, the latter for its insensitivity to temporal dynamics and its

failure to account for contextual factors178,179.

Several research studies have used the entrepreneurship innovation theory, focusing on three main

areas: the possibilities available to entrepreneurs, the characteristics of entrepreneurs as people, and

the decision-making environment in which they work180. In order to achieve sales growth and

superior firm performance, several studies have found that organizations with an internal branding

strategy and brand orientation toward the introduction of a new brand or a new production system,

discover market opportunities, and open a new market, have found that entrepreneurship innovation

theory is instrumental in achieving these goals181,182.

2.2.3 Dynamic Capabilities Theory

The study is anchored on the Dynamic Capability Theory as it thoroughly explains the study's

variables. Dynamic capabilities theory (DCT) was developed by a scholar183. It was defined as "the

firm's ability to integrate, build, and reconfigure internal and external competencies to address

rapidly changing environments, and it examines how firms address or bring about changes in their

turbulent business environment through reconfiguration of their firm-specific competencies into

new competencies184. In organisational theory, the dynamic capability is the capability of an

organisation to adapt an organisation's resource base purposefully. Dynamic capability is the firm's

processes that use resources-specifically the processes to integrate, reconfigure, gain and release

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

and die185.

The dynamic capabilities hypothesis assumes, among other things, that successful businesses can

exhibit timely responsiveness to market changes. Furthermore, according to the theory, how

businesses create firm-specific skills to adapt to changes in the business environment is ultimately

linked to the company's business process, market positions, and prospects. Moreover, the theory

takes a Schumpeterian approach to the competition, with companies always striving to develop

novel combinations and market competitors constantly attempting to enhance or copy the

competencies of their best-qualified competitors186. The dynamic capabilities theory backed the

dynamic capabilities theory by explaining how businesses' responsiveness and innovation became

timely, fast, and adaptable in dynamic marketplaces187. According to the theory, businesses with

higher dynamic capabilities will outperform enterprises with lower dynamic capabilities. The

theory aims to understand how companies employ dynamic capabilities to adapt to and generate

environmental changes to develop and preserve an operational performance advantage over other

firms. Capabilities are high-level, learnt, structured, and repeatable actions that enable a company to

outperform its competitors188.

The notion of dynamic capabilities emerged from a significant flaw in the resource-based approach

to business. The idea believed that companies develop capacities to manage their idiosyncratic

resources to fit changing market conditions189. Despite its widespread acceptance and sound

theoretical underpinning, the dynamic capabilities method has been challenged for failing to

address all problems of long-term competitive advantage. The dynamic capabilities literature has

some contradictions and ambiguities190. Another counter-argument is that dynamic capabilities are

difficult to measure experimentally. In a study, managers' views of the need for change - functions
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of their perceptions of their businesses' external and internal environments must be examined to

comprehend dynamic capacities191. Thus, a manager can misperceive the need for change and, as a

result, fail to apply appropriate dynamic capabilities. Viewing dynamic capabilities literature from

an organisational learning perspective demonstrated that in the conceptualisation of dynamic

capabilities theory191:

 Dynamics of learning and knowledge-sharing processes should be included.

 Knowledge should be critically treated as an organisational asset and a collective, socially

generated resource.

 Socio-political aspects relating to learning and knowledge in organisations should be

incorporated in future developments of dynamic capability theory192.

While most definitions of dynamic capabilities are internally oriented and company-focused, as the

relevance of combined activity competence and a network view is recognised, the perspective has

begun to shift. There is a growing recognition that companies need to function in a network and that

firms collaborate with their customers and other stakeholders to generate joint advantages. The

branding process expands the usual internal firm-centric idea by being a dynamic capacity owned

by an actor within a network193. By allowing other actors to build on their initial operational

competence in building a brand identity, the dynamic capacity allows an actor to support meaning

development throughout the network. Facilitating the contributions of numerous actors as they

build on the original and developing brand identity is a unique dynamic capacity founded on

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

with a dynamic competence in integrative branding may gain long-term strategic advantage194.
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2.3 Review of Empirical Studies

This section reviewed the works of other researchers related to the objectives of this study. This is

to enable the researcher identify and fill gaps left by previous studies and in so doing enrich our

knowledge of understanding of brand management practices and market performance. The review

will be done objective by objective.

2.3.1 Brand management practices and Market performance

A scholar implemented a model of three stages of brand management practices (the adoption of an

orientation towards the brand; the internal brands; and the creation of a consistent brand), which

allows not only to build the equity of the brand of the products of enterprises but also to protect

them which creates a higher level of business performance195. Similarly, a scholar developed a

theoretical concept of the background and results of brand management practices and proposed four

essential dimensions for the measurement of brand management practices196:

1. The relationship of the brand with the culture and the organization

2. The knowledge and education of the brand

3. The marketing capacities

4. The innovation and orientation of the brand as well as finding a positive and significant

relationship between brand management practices and business performance

Additionally, a scholar concluded in a research carried out in service enterprises from Spain that

there is a positive and highly significant relation between brand management practices and business

performance196. Likewise, another scholar used a multi-item scale to measure the perception of the

brand's strength, the association of the brand and the business performance of the four instruments

of the marketing mix (product, price, place and promotion)197. The results show that brand
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management practices [measured with two factors: 1) sustainability and corporate government; and

2) innovation and expertise] and the perception of the product and the distribution have a positive,

significant impact on both the results and the business performance198. In another set of ideas, a

scholar concluded in their research that the improvement in the equality of clients, the brand and the

brand management practices are closely linked with business performance199. Similarly, some of the

few authors that have analyzed and discussed the relation between brand management practices and

business performance have usually considered business performance from the perspective of two

essential factors: those associated with the growth of enterprises (getting new clients, barriers to

deter competitors, growth of the same groups of products or categories of new products, easy access

to new markets), and the ones regarding profit (loyalty of the brand, higher prices, low elasticity of

prices, promotional efficiency, better position to negotiate in the marketing channels)200.

A scholar studied the role of branding in successfully promoting Nigerian agricultural products.

The research included five states in Nigeria's southeast. All farmers and food merchants in South-

Eastern Nigerian states were included in the sample for this research. The 2-Related Samples (Z)

test and the Z-test data (including frequency and percentage tables) are presented. Researchers in

Nigeria found that using a brand name helped sell more produce201. Branding was also proven to

impact consumers' decisions to purchase agricultural products. Branding was also discovered to

help agricultural businesses make money. Branding of agricultural products for Nigerian consumers

was the research focus of a researcher202. Kogi was chosen as the focus of the descriptive survey

since it is one of Nigeria's agricultural States. A total of 400 farmers were included in the analysis,

spread among nine LGAs in the three senatorial districts that make up Kogi State. The average

Mean Score was used for the data analysis. Branding Nigeria's agricultural products was met with

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

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

retaining a more significant portion of the market203.

According to a recent study, businesses in Nigeria's soft drink bottling industry can improve their

marketing results by adopting a brand expansion approach. The methodology used in this study was

a survey. Using the descriptive tables and Pearson Correlation Coefficient from the SPSS software,

we can see that the extended brands of the parent products account for a sizable portion of the

overall annual sales of soft drinks204. Researchers studied how public sugar manufacturers in Kenya

responded to changes in their branding strategies205. Descriptive and inferential statistics were used

to evaluate the data, and the results showed that brand name and image positively impacted the

financial performance of publicly traded sugar companies. The value of branding in Ghana's

telecommunications industry was the subject of research by the same team206. Their research found

no significant association between trademarks and network preferences, suggesting that brand

recognition plays little role in the mobile industry. Although not an essential element, the study

indicated that brand quality considerably influenced mobile network sales in Ghana.

Internal branding initiatives like regular meetings, training, workshops, and developing a shared

vision and mission can influence employees' attitudes and actions. If this is the case, it stands to

reason that the training and internal communication that make up internal branding initiatives

would benefit employees' attitudes about the brand. Another scholar looked at how brand

recognition influences consumers' spending habits in the context of the apparel market207. The

study's most important findings are that brand awareness declines with age, consumers place a

premium on price and brand names, and eighty per cent of respondents think that name brands have

become status symbols in the fashion sector208. Also, a scholar looked into how branding affected
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consumer decisions. Branding affects consumer behaviour in light of various dependent and

independent factors209.

2.3.2 Brand Management Practices and Profitability

There needs to be a connection between brand value and marketing health because all investments

should increase shareholder value, (ii) brand equity should be reflected in financial statements, and

(iii) marketers should adequately justify brand investment returns. Brands are primarily

acknowledged as significant intellectual capital that fuels economic success and expansion210. Since

brand strategy can affect a company's bottom line, it deserves careful attention when setting

business goals211. Increases in stock price, sales, earnings, and market share have all been linked to

more notable brands.

Marketing conducted a study in Turkmenistan to determine the impact of brands on consumer

choices212. The results showed positive associations between the two variables that had high factor

loadings. The reputation of a product's brand can make a big difference in how much people like it.

Similarly, a scholar looked into the mediating role of quality perception and market share in the

relationship between brand awareness and buying intent. Brand recognition significantly impacted

consumers' propensity to make purchases and companies' market shares213. The proportion of a

market is a substantial and favourable predictor of future purchases. Perceived quality is positively

and significantly affected by how well-known a brand is. Consumers' perceptions of the product's

quality positively impact market share and consumer intent214. Brand awareness and perceived

quality can mediate between market share and purchasing intent.

In addition, a scholar looked at how advertising affected brand recognition and customer choice

(particularly in the context of men's fashion). The research showed that if consumers sense

dissonances or discomforts as a result of their purchasing decision, the level of discomfort can be
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reduced by advertising by providing information on the product's features215. The need to counteract

the influence of ads for competing products only grows. A scholar researched the effect of media on

raising brand recognition and consumer behaviour in North Cyprus (A case study of fast food

restaurants)216. Four aspects of consumer-based brand equity were analyzed in this study: brand

recognition, brand perception, quality perception, and market share. Consumers appear to place the

most negligible value on market share as a brand equity indicator among the three metrics.

However, this factor affects how customers view the brand217.The effect of brand recognition on

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

As a result of reading the aforementioned informative articles, it has been concluded that consumers

are more likely to purchase a well-known brand. The average consumer is understandably wary of

trying out brand-new items. A scholar looked at how brand awareness affects the success of service

companies in the marketplace while considering the banking business in Kenya. The results show a

positive and statistically significant relationship between brand recall and brand recognition and

that both brand recall and overall brand awareness are strong indicators of market performance.

Nevertheless, there is no statistical link between brand awareness and financial success218. A

scholar looked at how successful food and drink companies were in Rivers State, Nigeria, in terms

of both brand recognition and sales. A positive, significant, and moderate association was

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

data supports the claim that brand awareness has a considerable impact on financial results219.

The techniques of customer loyalty and brand management techniques were mapped out in a

systematic study conducted by participants. The research discovered that the main criteria linked to

loyalty are customer satisfaction, commitment, trust, and involvement. Empirical model

development and quantitative analysis have found positive relationships between these variables. In



66

the same way that each of these factors positively affects client loyalty, loyalty, in turn, strengthens

each of these other factors220. Researchers looked at deposit money banks' brand strength and

marketing viability. All the indicators of marketing health studied in the study were found to have a

positive and statistically significant correlation with brand value, with market share demonstrating

the strongest link223.

2.3.3 Brand Management Practices and Sales Growth

Workers' Brand Endorsement in Service Organizations: Is There a Role for Internal Branding

Factors? An Analytical Review of Ideas. According to the research results, managers should view

internal branding not just as an organizational duty but also as a tactic for increasing sales.

Managers should focus first on constructing and disseminating information about the company's

brands within the company, as doing so can positively affect workers' attitudes toward brands that

are a good fit for the company's strategic strategy.

Two hundred and fifty-seven students at a university in Chittagong, Bangladesh, were surveyed on

the influence of brand equity on their choice of smartphone. The research shows that factors

including brand recognition, association, perceived quality, and market share all contribute to a

company's brand equity, which affects consumers' purchasing decisions. In addition, researchers

looked at how brand equity affected whether or not people planned to repurchase the product224.

Higher financial performance and longer-term commercial viability are indicators of a strategy that

is doing an excellent job of generating market share for the organization. Researchers also studied

the influence of brand equity on smartphone purchasing intent. According to the data, brand

recognition and market share are the two most important aspects of a consumer's decision to buy a

smartphone225. When comparing genders, women fared better than men regarding their intent to

buy. There were no appreciable changes in smartphone purchasing intent due to qualification. The
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effect of brand equity on consumers' intent to buy was studied by a scholar226. Consumers' desire to

buy is highly connected to market share and brand association but not to their awareness of the

brand or their perception of its quality.

The connection between brand equity and buying intent has also been investigated multiple times.

There is a positive association between BE and PI, suggesting that BE can be used to help explain

PI fluctuation. In order to forecast the 68% of the PI that is not explained by the intercept and other

variables in the regression model, more variables are needed. Additionally, a scholar studied the

mediating effects of the nation of origin image on the relationship between brand equity and

purchase intent and brand preference227. According to the findings, brand equity negatively affects

consumers' propensity to choose and buy a specific brand. However, the data did not support a

moderating effect of the perceived nation of origin—the effect of PT. X's Candy's brand equity on

consumers' intent to buy was also studied by a researcher228. Consumers' propensity to make a

purchase is demonstrated to be influenced by several factors, including brand equity, brand

association, and perceived quality.

2.3.4 Brand Management Practices and Customer Retention

A scholar investigated the relationship between brand management strategies and the success of

small businesses in Mexico229. The study's findings showed that small businesses benefited

significantly from adopting brand management methods. Additionally, when disaggregated by

organization size, the results from the moderated hierarchical regression analysis show that

although the two capabilities typically produced positive moderating effects across all enterprises,

these are conditional and not invariant (small vs medium)230.

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

loyalty—the role of mediation between service quality and happy customers. The findings indicate
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that brand image influences customer loyalty, whether or not customer happiness and service

delivery are considered231. The data also show that the likelihood of switching to a new store is

inversely proportionate to the effort involved in making the transition. Moreover, researchers

studied the effect of hotel brand recognition on patron satisfaction in Malaysia. The results were

surprising because they showed that brand image affects hotel guests' satisfaction in Malaysia. This

research is helpful since it sheds light on the factors influencing hotel selection232. The function of

customer happiness and brand awareness as mediators between brand image and customer loyalty

was also studied233. The statistical analysis shows that brand image and customer loyalty are

significantly related to customer satisfaction and brand awareness, whereas brand image is not

significantly related to brand awareness234.

The role of customer satisfaction as a mediator between brand image and customer retention was

also studied by researchers in Pakistan235. It was found that consumers' perceptions of well-known

brands influence their decisions when shopping for fashion apparel. The analysis further

demonstrates consensus regarding customer retention's substantial influence on market share, brand

awareness, and customer satisfaction. A scholar also studied the relationship between perceived

value and premium pricing for packaged food companies236. Findings from the poll highlight the

significance of "origin" in allowing packaged brand companies to charge premium prices.

Furthermore, an empirical study of the automotive industry was conducted to determine the effect

of brand image and customer commitment on loyalty (N=271). The study's sample indicated that

customer commitment strongly influenced consumer loyalty and that corporate brand image

considerably affected both. A literature review of the effect of brand image on consumer behaviour

was conducted in another study (n=272). According to the results, brand perception has a

constructive effect on customer happiness and loyalty238.
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2.3.5 Brand Management Practices and Market share

A scholar looked at MTN Ghana as a case study to see how corporate branding and customer

loyalty play out in telecommunications. According to the data, consumers were more loyal to well-

known brands. The size of the customer base has less link with consumer loyalty than the brand's

colour or emblem. According to the data, satisfied customers are likelier to remain loyal to a

business239. A scholar, who looked at corporate branding and sustainability in Ugandan businesses

as a case study for modern enterprises, Uganda was the focus of research240. Scholarship programs,

health clinics, boreholes, schools, and improved access to power were all mentioned as examples of

CSR activities that were well-received by the local populations surveyed in the study.

Two hundred and seventy-four researchers looked at the role of company branding as a

competitive-market strategy. The research demonstrates the importance of solid corporate branding

in today's competitive industry. R = 0.621 (62.1%) is a statistically significant correlation,

suggesting a favourable link between corporate branding and market competition241. While

communicating with the government, the financial sector, the labour market, or the general public,

the purpose of the corporate brand is to lend credibility242. As services are more intangible than

actual goods, corporations in the service sector can benefit significantly from effective corporate

branding. Thanks to the company's brand name, customers get a sense of the product's quality,

history, and genuineness even when they cannot see it. Because of the rising complexity of markets

and the rapid imitation and homogenization of products and services, genuine product

differentiation is becoming increasingly challenging. It necessitates positioning the entire

organization rather than just its products243. The rise of corporate branding is a response to rising

advertising expenses, the influence of retailers, the diversity of available products, the need for

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

According to data collected from a study, Critically Analyzing Empirical Theories of Consumer

Attachment, Affection, and Engagement with Brands. According to the findings, only two types of

human involvement are possible: attachment (or passion) and active engagement (long-term

relationship)244. Hence, the connection must stem from fascinating feelings. This awe inspires

participation, and the customer becomes your most ardent advocate. Likewise, research from How

Important Are Branding for Private Companies? The Relationship Between Brand Equity and

Financial Outcomes: Empirical Evidence245. The research on earnings persistence is particularly

pertinent to the ongoing discussion about the relationship between brand equity and stock markets.

The importance of brand management strategies in the strategic planning of unlisted enterprises is

demonstrated by the fact that present earnings carry more information about future earnings for

companies with higher brand equity246.

Researchers looked into the impact of company names and logos on consumer decisions in the

Serbian telecom industry. The analysis reveals a different set of findings in comparing the study's

findings to those in the literature. It explores the significance of company branding in the mobile

phone telecommunications business from the consumer's perspective247. In addition, scholars

looked at the luxury fashion industry as a case study on the links between company branding,

customer loyalty, and market share248. Results reveal that functional and symbolic benefits matter

for market share, while other variables do not. This research provides new empirical evidence for

the hypothesis that corporate branding initiatives play a small role in fostering patrons' sentimental

investment in and loyalty to luxury brands249.

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

the FMCG sector. The results corroborate the existence of a connection between brand management
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practices and market performance, with brand culture serving as a moderating variable. At the same

time, other elements have been proposed as determinants of the strength of this connection.

Nevertheless, while there were some inconsistent results on the relationship between brand

management practices and market performance, a detailed examination of the current literature

proves that brand management practices and market performance are in diverse circumstances249,250.
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2.4 Conceptual Framework

H

Figure 2.1: Conceptual Model

Source: Conceptual Model developed by the researcher (2021)

The conceptual model of this study is developed based on the dynamic capability theory. The

theory explains the interactions between brand management practices and market performance. The

strength of the DCT provided the link between the FMCG firms and the complex and changing

external environment in which they operate. The model thus summarizes the study; brand
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management which is the independent variable was measured by; internal branding, brand

orientation, brand value and brand equity. The market performance, which is the dependent variable,

is measured by profitability, sales growth, customer retention and brand loyalty, and the moderating

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

 brand management practices and profitability

 brand management practices and sales Growth

 brand management practices and market performance

 brand culture fit

 brand management practices and market performance

These formulated null hypotheses were subjected to statistical tests to determine the direction of

results, conclusion, and possible recommendations for this study.

2.5 Summary of Gaps in Literature Reviewed

Research suggests that most businesses do not employ strategies for managing their brands to

increase their market share. There was a call for more research into brand management techniques

from several sources to determine whether or not there is a correlation between brand management

and profitability251. So, the study aimed to address this knowledge gap by analyzing the impact of

brand management methods on FMCG profits in Lagos State, Nigeria. In order to better

comprehend the connections between brand management practices and market performance, many

academics and researchers have suggested that future research look into additional elements that

affect market performance252,253. The relationships between sales growth and consumer desire for a

particular brand could be better understood if their respective aspects were investigated. In addition,

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

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

Numerous researchers studied the correlation between SMEs' brand focus and their financial

success. Impact of social media and innovative capacities on the Discussion; Small-Business Brand

Management and Financial Results in Mexico; How Important Are Branding for Private Companies?

Corporate Branding and Sustainable Business in Uganda: A Case Study for 21st Century

Enterprises is an empirical study of the relationship between brand equity and financial

performance. Detailed recommendation #285: Further research is needed to fully understand sales

growth in other nations, especially developing countries254. In light of the preceding, this research

aims to examine how brand management techniques influence the persistence of buyers of FMCG

in Lagos State, Nigeria. Impact of Branding on Consumer Buying Behavior: An Evidence of the

Footwear Industry in Punjab, Pakistan; The Effect of Branding on the Marketing Performance of

Companies in the Mobile Phone Industry (Case Study of Techno Ghana, Accra); and many others

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

researchers argued, among other things, that it is essential to consider the interplay between brand

management practices and strategies and their impact on brand acceptability and market share.

Because of this void, action is required. So, this research aims to examine how brand management

strategies affect the distribution of FMCG in Lagos State, Nigeria255.



75

Endnotes

1. M. Rahman, M. Rodríguez-Serrano, and M. Lambkin, “Brand management efficiency and
firm value: An integrated resource based and signalling theory perspective.” Industrial
Marketing Management, 72, 2018, 112-126.

2. O. Damar, R. Nancy, and M. Wilson, “Effect of branding strategy on the performance of
multinational corporations in Kenya.” International Journal of Contemporary Aspects
in Strategic Management, 2(1), 2018, 239- 252.

3. R. Gossen, & S. Gresham, “Branding as the foundation of sustainable competitive
advantage.”2001 Last Modified April 23, 2018. Http://Www.
Brandchannel.Com/Papers_Review.Asp?Sp_Id=146.

4. H. Horsfall & F. MacKingsley, “Brands equity and market performance: an empirical study
of food and beverage firms in Rivers State.”Journal of Economics and Business
Management, 2018, 1-35

5. A. Boman, T. Musa, A. Onu, & I. Idris, “Effect of brand equity on the performance of
distributors in flour mills of Nigeria PLC.”International Journal of Business and
Economics Research, 8(3), 2019, 108-117

6. O. Damar, R. Nancy, & M. Wilson, “Effect of Branding Strategy on the Performance of
Multinational Corporations in Kenya.” International Journal of Contemporary Aspects
in Strategic Management, 2(1), 2018, 239- 252.

7. L. Allison, & K. Flaherty, “Investigating firm level drivers of salesperson brand
identification.” Journal of Business Research, 2020, 154-169

8. L. Ameyibor, P. Anabila, & Y. Saini, “Brand positioning and business performance of
alcoholic beverage firms in an emerging market context: the mediation effect of brand
equity.”International Journal of Wine Business Research, 2021, 1-19

9. R., Patel & N., Patel, “Brand orientation & Firms’ Performance: A Systematic Review.”
International Journal of Business and Management Invention, 9(12), 2020, 06-10

10. D. Chepkwony, L. Langat, W. Rop & I. Naibei, “Influence of brand equity on financial
performance of mobile telecommunication firms in Nairobi, Kenya.” International Journal
of Economics, Commerce and Management, 6 (9), 2018, 487-530

11. P. Bhalla & A. Nazneen, “A study of consumer perception and purchase intention of electric
vehicles.” European Journal of Scientific Research, 2018, 362-368.

12. M. Arani & H. Shafiizadeh, “Investigation of brand familiarity and brand recognition and
their relationship with loyalty, repurchase intention, and brand recommendation with
mediating role of brand reputation (Case Study: Esteghlal Hotel).”Revista Gestao &
Technologia, 19(5), 2019, 7-29

13. Y. Wang, J. Yang, & C. Yang, “Hotel internal branding: A participatory action study with a
case hotel.” Journal of Hospitality and Tourism Management, 40, 2019, 31-39.



76

14. D. Buhalis & S. Park, “Brand Management and Cocreation-lessons from tourism and
hospitality: introduction to the special issue.” Journal of Product & Brand Management,
30(1), 2021, 1-11.

15. J. Etuk, “Destination Branding Capability and Beach Tourism Patronage in Akwaibom
State, Nigeria.” JournalNX, 7(03), 2021, 417-431.

16. J. John, J. Kilumile & H. Tundui, “Internal Branding: An Engine in Building and Sustaining
Brand Equity–A Conceptual Paper” American Journal of Management 19(5), 2019, 72-
84.

17. S. Sop & N. Kozak, “Effects of brand personality, self-congruity and functional congruity
on hotel brand loyalty.”Journal of Hospitality Marketing & Management, 28(8), 2019,
926-956.

18. M. Moise, I. Gil-Saura, M. Šerić, & M. Molina, “Influence of environmental practices on
brand equity, satisfaction and word of mouth.”Journal of Brand Management, 26(6),
2019, 646-657.

19. M. Khurram, F. Qadeer, & M. Sheeraz, “The Role of Brand Recall, Brand Recognition and
Price Consciousness in Understanding Actual Purchase.”Journal of Research in Social
Sciences, 6(2), 2018, 219-241.

20. M. Vriens, S. Chen & J, Schomaker, “The evaluation of a brand association density metric.
Journal of Product & Brand Management.” Retrieved
fromhttp://www.emeraldgrouppublishing.com/licensing/reprints.htm, 2019

21. M. Ikegwuru, “Branding Strategies and Marketing Performance of Money Deposit Banks in
Rivers State of Nigeria.” International Journal of Scientific Research and Engineering
Development, 2020, 1-24

22. H. Winzar, C. Baumann, & W. Chu, “Brand competitiveness: Introducing the customer-
based brand value (CBBV)–competitiveness chain”. International Journal of
Contemporary Hospitality Management30(1), 2018, 634-643

23. R. Ebrahim, The Role Of Trust In Understanding The Impact Of Social Media Marketing
On Brand Equity And Market share. Journal Of Relationship Marketing, 2019, 32-42

24. E. Al Khajeh, “Impact of leadership styles on organisational performance”. Journal of
Human Resources Management Research8, 2019,1-10.

25. K. Dinesh, S. Fadzli, & M. Norlida, “Investigating the link between service quality and
customer-based performance of social insurance industry: Malaysian perspective.”
International Academic Research Journal of Social Science4(1), 2018, 12-18.

26. A. Ahmed, & I. Othman, “The impact of strategic attributes on organisational performance
in Pakistan banking sector: A review and suggestions for future research.” International
Journal of Academic Research in Business and Social Sciences 7(8), 2017, 371-387.

27. A. Ahmed, F. Khuwaja, N. Brohi, & I. Othman, “Organisational factors and
organisational performance: A resource-based view and social exchange theory viewpoint.”
International Journal of Academic Research in Business and Social Sciences 8, 2018,
579-599.



77

28. M. Karunarathne, A. Sewwandi, I. Subhashini & W. Arachchige, “The signaling effect of
dividends on the market & financial performance of listed companies in Sri Lanka.”
International Journal of Academic Research in Business and Social Sciences, 11(10),
2021, 1-12.

29. I. Pappas, User experience in personalized online shopping: A fuzzy-set analysis. European
Journal of Marketing, 52(7/8), 2018, 1679-1703.

30. S. Eliakis, D. Kotsopoulos, A. Karagiannaki & K. Pramatari, “Survival and growth in
innovative technology entrepreneurship: A mixed-methods investigation.”Administrative
Sciences, 10(39), 2020, 1-35.

31. T. Brink, “Organisingto enable strategic innovation means horizontal leadership for
dualities of stability and change.” International Journal of Business Innovation and
Research, 27(1), 2022 37-60.

32. Fengzeng Xu, Yunhe Li and Jian Zhou, “Brand awareness for entrepreneurial hotel chains:
Perceived quality and market share. Anthropologist 19(3), 2017, 763-771.

33. Kenton, W., and Barnier, B.” Profit definition. Retrieved from
https://www.investopedia.com/terms/p/profit.asp, 2020

34. B. Jaggi, & J. Considine, “Differences in financial characteristics of owner controlled and
non-owner controlled acquired firms.” The Mid-Atlantic Journal of Business 26(2), 2018,
10-28.

35. F. Onyango, & S. Ngahu, “Influence of working capital management on financial distress in
hospitality industry (A study of four and five-star hotels in Nairobi County).”Journal of
Economics and Finance 9(3), 2018, 52-59.

36. O. Falope, & O. Ajilore, “Working capital management and corporate profitability:
Evidence from panel analysis of selected quoted companies in Nigeria.” Research Journal
of Business Management 3(3), 2017, 73-84

37. K. Boateng, “The relationship between efficiency, productivity, and profitability of
Ghanaian banks.” IOSR Journal of Business and Management 21(6), 2019, 52-60.

38. M. Moussa, & A. Bouabaker, “The impact of liquidity on bank profitability.” European
Journal of Accounting, Auditing and Finance Research 8(2), 2020, 20-37.

39. S. Kajola, W. Sanyaolu, A. Alao, & O. Ojunrongbe, “Liquidity and profitability: Evidence
from the Nigerian Banking Sector.” Accounting and Taxation Review 3(2), 2019, 1-12

40. K. Kangangi, & J. Omagwa, “Working Capital Management Practices and Growth of Small
and Medium-Sized Enterprises in Nyeri County, Kenya.” International Journal of
Economics, Business and Management Research 4(11), 2020, 37-61

41. İ. Kalas & A. Bilen, “The Role of Sales Growth in Determining the Effect of Operating
Leverage on Financial Performance: The Case of Turkey” The Journal of Accounting and
Finance 91(1), 2021, 186-209

42. A. Grau, & A. Reig, “Operating leverage and profitability of SMEs: agrifood industry in
Europe”, Small Bus Econ, 2020 https://doi.org/10.1007/s11187-019-00294- y

https://www.investopedia.com/terms/p/profit.asp


78

43. C. Zhiyao, H. Jarrad & K. Avraham, “Operating Leverage, Profitability, and Capital
Structure”, Journal of Financial and Quantitative Analysis 54(1), 2019, 369-392.

44. U. Farooq, “Impact of inventory turnover on profitability of non-financial sector of
Pakistan.’ Journal of Finance and Accounting Research1(1), 2018, 1-23.

45. B. Akinlabi & M. L. Sonko, “Influence of Inventory Management on Sales Growth of Food
and Beverage Manufacturing Companies in Nigeria.” International Journal of Trend in
Scientific Research and Development (IJTSRD) 5(6), 2021, 1204-1219

46. Gusti Noorlitaria A, Fadillah Ridho Pangestu, Fitriansyah, Untung Surapati, And Syahriful
Mahsyar, “How Does Brand Awareness Affect Purchase Intention In Mediation By
Perceived Quality And Market share?” Journal Of Critical Reviews 7, No 2(2020): 105

47. Harcourt Horsfall and Ozo Johnson Ubaka, “Brand Awareness And Market Performance Of
Food And Beverage Firms In Rivers State, Nigeria” International Journal Of Business and
Law Research 6, no 4(December, 2018): 10

48. Andrea Moretta-Tartaglione, Ylenia Cavacece, Giuseppe Russo and Giuseppe Granata. “A
Systematic Mapping Study on Customer Loyalty and Brand management practices”
Administrative Sciences Review 9, no 8 (2018): 88

49. Tahsina Khan and Rezbin Nahar. “Do Internal Branding Factors Influence Employees'
Brand Endorsement In Service Organizations? A Conceptual Assessment.” Singaporean
Journal of Social Science 3, No. 1 (2020), 1

50. Sy Ed Md Hasib Ahsan, Md Kazi Golam Azam, Md. Zohir Raihan,Ishtiak Bin Imam and
Md. Nurul Islam, “Impact Of Brand Equity On Consumer’s Purchase Decision Of
Smart Phone-A Study On University Students In Chittagong, Bangladesh” Global
Journal Of Management And Business Research: A Administration And Management 20,
no 6 (2020): 38.

51. Otero Gómez, María and Giraldo Pérez, W, “Brand Equity As A Determinant Of Product
Purchase And Repurchase Intention”. Espacious 40 no 35(2019): 23

52. Dhruba Kumar Gautama and Sajeeb Kumar Shrestha, “Impact Of Brand Equity On
Purchase Intention Of Smart Phones” Asia-Pacific Journal Of Business 9, no.1(March 2018):
2

53. Rungsrisawat, S and Sirinapatpokin, S, “Impact Of Brand Equity On Consumer Purchase
Intent” Utopía Y Praxis Latinoamericana, 24 (2019): 6

54. Gonzalo Maldonado-Guzman, Jesús Francisco Mellado-Siller and Edith Reyes-Ruiz.
“Brand management practices and Business Performance in Mexican Small Business.”
Journal of Management and Sustainability 8, No. 3( July, 2018), 16

55. R. Odoom & P. Mensah. "Brand orientation and market performance in SMEs: The
moderating effects of social media and innovation capabilities." Management Research
Review 42(1), 2019, 154-162.

56. P. Sharma, “Effect of Brand Image On Customer Loyalty. The Mediating Role Of Customer
Satisfaction And Service Delivery” International Journal Of Advanced Research In
Engineering And Technology 11(6), 2020, 1103-1112



79

57. U. Abbas, A. Islam, S. Hussain, M. Baqir & N. Muhammad, “Pact Of Brand Image On
Customer Loyalty With The Mediating Role Of Customer Satisfaction And Brand
Awareness” International Journal Of Marketing Research Innovation 5(1), 2021, 231-
239

58. M. Gómez-Suárez. “Examining Customer–Brand Relationships: A Critical Approach to
Empirical Models on Brand Attachment, Love, and Engagement” Administrative Science
9(10), 2019, 1-13

59. A. Schmitz & N. Villaseñor-Román, “Do Brands Matter in Unlisted Firms? An Empirical
Study of the Association between Brand Equity and Financial
Performance.”Administrative Science 9(10), 2019, 72-81

60. A. Schmitz & N. Villaseñor-Román. “Do Brands Matter in Unlisted Firms? An Empirical
Study of the Association between Brand Equity and Financial Performance.”
Administrative Science 9(10), 2019, 72-87

61. B. Ateke & C. Nwulu. Brand Value and Marketing Wellness Of Deposit Money
Banks.”European Journal of Management and Marketing Studies 2(2), 2017, 85-91

62. A. Moretta-Tartaglione, Y. Cavacece, G. Russo & G. Granata. “A Systematic Mapping
Study on Customer Loyalty and Brand management practices” Administrative Sciences
Review 9(8), 2018, 82-892

63. R. Odoom & P. Mensah. "Brand orientation and market performance in SMEs: The
moderating effects of social media and innovation capabilities." Management Research
Review 42(1), 2019, 152-162.

64. G. Maldonado-Guzman, J. Mellado-Siller & E. Reyes-Ruiz, “Brand management practices
and Business Performance in Mexican Small Business.” Journal of Management and
Sustainability, Canadian Center of Science and Education 8(3), 2018, 1-16.

65. A. Schmitz & N. Villaseñor-Román. “Do Brands Matter in Unlisted Firms? An Empirical
Study of the Association between Brand Equity and Financial
Performance.”Administrative Science 9(10), 2019, 71-86

66. J. Novixoxo, A. Jamal-Deen, L. Anning & S. Darko, “The Effect Of Branding On The
Marketing Performance Of Companies In The Mobile Phone Industry (Case Study Of
Techno Ghana, Accra).” International Journal Of Developing And Emerging
Economies 6(2), 2018), 32-47.

67. T., Ekrem, S., Sahadev, & M., Demirbag. "Brand management practices in emerging
country firms–exploring the patterns of variation and its impact on firm
performance." Journal of East European Management Studies 23, no. 3, 2018: 447-473.

68. V., Cleopatra, & E., Delgado-Ballester. "New challenges in brand management." Spanish
Journal of Marketing-ESIC, 22, no. 3, 2018: 254-271.

69. I., Pramod, A., Davari, & A., Paswan. "Determinants of brand performance: The role of
internal branding." Journal of Brand Management, 25, 2018: 202-216.



80

70. W., Serena, S., von Wallpach, & H., Mühlbacher. "Brand management: Unveiling the
delusion of control." European Management Journal 36, no. 3, 2018: 301-305.

71. A., Isabelle, F., Berger-Remy, & L., Marie-Eve. "Lessons from nearly a century of the
brand management system." Journal of Historical Research in Marketing 10, no. 4, 2018:
420-450.

72. K., Joachim, & M., Shaun Powell. "Twenty-five years of the Journal of Brand
Management." Journal of Brand Management, 25, 2018: 489-493.

73. L., Shirley, & E., Merlot. "Power relations within brand management: the challenge of
social media." Journal of Brand Management, 25, no. 2, 2018: 85-92.

74. L., Yipeng, O., Christina, S., YedidiaTarba, & Y., Xing. "Brand management in mergers
and acquisitions: emerging market multinationals venturing into advanced
economies." International Marketing Review 35, no. 5, 2018: 710-732.

75. I., Pramod, A., Davari, & A., Paswan. "Determinants of brand performance: The role of
internal branding." Journal of brand Management, 25, 2018: 202-216.

76. P., Rico. "Employees’ brand understanding, brand commitment, and brand citizenship
behaviour: a closer look at the relationships among construct dimensions." Journal of
Brand Management 25, 2018: 217-234.

77. K., Emma, Kim A. Johnston, Ian Lings, & Amanda T. Beatson. "Brand signalling: An
antecedent of employee brand understanding." Journal of Brand Management, 25, 2018:
235-249.

78. R., Elaine Laidlaw. "Fashion brand management: Fashioning value through CSR."
In Fashion and Textiles: Breakthroughs in Research and Practice, IGI Global, 2018:408-440.

79. L., Jan Felix. "The moderating effect of culture on the interactions of internal brand
management practices and its outcomes." PhD diss., 2018.

80. A., Christos, P., Parganas, S., Chadwick, & A., Fenton. "Branding in pictures: using
Instagram as a brand management tool in professional team sport organisations." European
Sport Management Quarterly 18, no. 4, 2018: 413-438.

81. K., Samuel, C., Baumgarth, & J., Henseler. “Brand play” versus “Brand attack”: the
subversion of brand meaning in non-collaborative co-creation by professional artists and
consumer activists." Journal of Product & Brand Management, 27, no. 3, 2018: 334-347.



81

82. P., Rico, D., Grace, & C., Burmann. "Internal brand management: introduction to the
special issue and directions for future research." Journal of Brand Management 25, no. 3,
2018: 197-201.

83. H., Marta, M., Florek, & A., Augustyn. "On measuring place brand effectiveness–between
theoretical developments and empirical findings." Economics & Sociology, 11, no. 2, 2018:
36-51.

84. W., Cheng Lu, A., Sarkar, & J., Gahlot Sarkar. "Building the holy brand: Towards a
theoretical model of brand religiosity." International Journal of Consumer Studies 42, no.
6, 2018: 736-743.

85. M., Andreas, & M., Auer. "Designing brands and managing organizational politics: A
qualitative case study of employer brand creation." European Management Journal, 36,
no. 4, 2018: 485-496.

86. S., Holger J., & C., Baumgarth. "Strengthening internal brand equity with brand
ambassador programs: Development and testing of a success factor model." Journal of
Brand Management, 25, 2018: 250-265.

87. S., Holger J., & J., Redler. "Equally diverse? Investigating the congruence of brand
management research schools with approaches to corporate strategy." In Forum
Markenforschung 2016: Tagungsband der internationalenKonferenz “DERMARKENTAG”,
2018: 79-100.

88. R., Mahabubur, M., Ángeles Rodríguez-Serrano, & M., Lambkin. "Brand management
efficiency and firm value: An integrated resource based and signalling theory
perspective." Industrial Marketing Management, 72, 2018: 112-126.

89. C.H., Sahyaja, & K.S., Sekhara Rao. "Role of Brand Leadership On Brand Management
Practices-A Study On Hero Motocorp." I-Manager's Journal on Management 13, no. 2,
2018: 31.

90. N., Young Peter. "A practice-based model of effective marketing based on an auto-
ethnographical observation of brand management training at Procter & Gamble
(P&G)." The Marketing Review 18, no. 3, 2018: 243-269.

91. N., Nicky. "Understanding structures of Collaborative Design Innovation (CDI)
management practices: A strategic brand alignment approach." Artifact: Journal of
Design Practice, 5, no. 1, 2018: 1-2.

92. S., Kevin Kam Fung, W., Laurie, L., Xiong, & K., Ceridwyn. "Brand management in the
era of social media: Social visibility of consumption and customer brand
identification." Journal of Travel Research, 57, no. 6, 2018: 727-742.



82

93. S., Hasnizam, & S., Md Salleh, eds. Contemporary Research in Brand Management (UUM
Press). UUM Press, 2018.

94. F., Cassandra, D., Grace, B., Merrilees, & D., Miller. "Customer brand co-creation
behavior: conceptualization and empirical validation." Marketing intelligence &
planning 36, no. 3, 2018: 334-348.

95. H., Klaus, G., Atwal, S., Crener-Ricard, & P., Michel. "Personality-driven luxury brand
management." Journal of Brand Management, 25, 2018: 474-487.

96. P., Ana Rita, B., Sousa, & A., Azevedo. "Brand management and internationalization: A
case study in the sports equipment industry." Tékhne–Review of Applied Management
Studies, 16, no. 2, 2018: 19-27.

97. L., Ulrika, C., Chapleo, & H., O’Sullivan. "A brand within a brand: An integrated
understanding of internal brand management and brand architecture in the public
sector." Journal of Brand Management 26, 2019: 277-290.

98. P., Rico, M., Schade, & C., Burmann. "Employees as a second audience: the effect of
external communication on internal brand management outcomes." Journal of Brand
Management, 26, no. 4, 2019: 445-460.

99. S., M'zungu, B., Merrilees, & D., Miller. "Strategic and operational perspectives of SME
brand management: A typology." Journal of Small Business Management, 57, no. 3, 2019:
943-965.

100. T., Benjamin J. "Use of culture in the website brand management of Kentucky wine
producers." The Qualitative Report, 24, no. 9, 2019: 2372-2400.

101. M., Mihaela Simona, I., Gil-Saura, M., Šerić, & M., Eugenia Ruiz Molina. "Influence of
environmental practices on brand equity, satisfaction and word of mouth." Journal of
Brand Management, 26, 2019: 646-657.

102. L., Nguyen Thanh. "Supermarkets’ Brand Management: Comparative Analysis between
AEON and Coop Mart in Vietnam Retail Market." International Journal of Research in
Marketing Management and Sales 1, no. 2, 2019: 112-117.

103. M., Stephen, J., Munyoki, M., Kinoti, & J., Owino. "Brand management practices,
corporate ımage, customer characteristics and satisfaction among University Students in
Kenya." European Scientific Journal December, 15, 2019: 34.

104. N., Bang, T.C., Melewar, & J., Hemsley-Brown, eds. Strategic brand management in higher
education. Routledge, 2019.



83

105. N., Bang, T.C., Melewar, & J., Hemsley-Brown. "Introduction to strategic brand
management in higher education." Strategic brand management in higher education, 2019:
1-21.

106. M., Adam J., C., Pitt, & S., Lord Ferguson. "The relationship between fake news and
advertising: Brand management in the era of programmatic advertising and prolific
falsehood." Journal of Advertising Research, 59, no. 1, 2019: 3-8.

107. C., Michelle, & S., Kim. "Exploring conspicuous compassion as a brand management
strategy." Journal of Product & Brand Management, 28, no. 4, 2019: 540-554.

108. B., Moliner-Velázquez, M., Fuentes-Blasco, & I., Gil-Saura. "Effects of value and
innovation on brand equity in retailing." Journal of Brand Management, 26, 2019: 658-
674.

109. K., Kevin Lane, & T., Oliver Brexendorf. "Strategic brand management
process." HandbuchMarkenführung, 2019: 155-175.

110. M., Tartaglione, A., Ylenia Cavacece, G., Russo, & G., Granata. "A systematic mapping
study on customer loyalty and brand management." Administrative Sciences, 9, no. 1, 2019:
8-21.

111. G., Urša, & K., Podnar. "Researching CSR and brands in the here and now: An integrative
perspective." Journal of Brand Management 26, 2019: 1-8.

112. M., Kirimi Stephen. "Brand Management Attributes, Corporate Image, Customer
Characteristics and Customer Satisfaction among Undergraduate University Students In
Kenya." PhD diss., UoN, 2019.

113. A., Paula, P.W., Ballantine, & L.K., Ozanne. "Sustainable brand image: An examination of
ad–brand incongruence."Marketing intelligence & planning 37, no. 5, 2019: 513-526.

114. F., -e-Hasan, S., Muhammad, H., Ahmadi, L., Kelly, & I.N., Lings. "The role of brand
innovativeness and customer hope in developing online repurchase intentions." Journal of
Brand Management, 26, 2019: 85-98.

115. P., Justin. "Masstige model and measure for brand management." European Management
Journal, 37, no. 3, 2019: 299-312.

116. H., Sara, L., Jiang, J., Ye, & N., Murthy. "Society or the environment? Understanding how
consumers evaluate brand messages about corporate social responsibility
activities." Journal of Brand Management, 26, 2019: 21-34.



84

117. S., Saeed, & M., Seyyed Naghavi. "Internal Brand Management Framework in Tehran
Hotels." The Monthly Scientific Journal of Bagh-e Nazar, 15, no. 68, 2019: 25-38.

118. C., Yu-Shan Athena, & B., Lien-Ti. "Free the brand: How a logo frame influences the
potentiality of brand extensions." Journal of Brand Management, 26, no. 4, 2019: 349-
364.

119. A., Amani. "Improving Collaborations between Brand Managers and Experience Designers
within the Pressures of Globalization: A Case Study about Nostalgic Experiences in Modern
Spatial Design in Bahrain." The Design Journal, 22, no. 4, 2019: 541-550.

120. R., SHR & S., DA. Impact of External Communication on Internal Brand Management
Outcomes Using Employees as a Second Audience: A Comparative Analysis of
Manufacturing and Service Sectors of Pakistan. Business and Management Studies 5, no. 2,
2019: 1-20.

121. Y., Deli, M., Sonmez, M., Gonzalez, Y., Liu, & C.Y., Yoder. "Consumer-based brand
equity and consumer-based brand performance: evidence from smartphone brands in the
USA." Journal of Brand Management, 26, 2019: 717-732.

122. A., Jake, D., Khac Xuan Do, L. Viet Ngo, & T., Ha Minh Quan. "Turning brand credibility
into positive word-of-mouth: integrating the signaling and social identity
perspectives." Journal of Brand Management 26, no. 2, 2019: 157-175.

123. D., Pierre-Yves, & B., Wubs. "Storytelling and the making of a global luxury fashion brand:
Christian Dior." International Journal of Fashion Studies, 6, no. 1, 2019: 83-102.

124. F., Marc, & A., Sampedro. "Brand forgiveness." Journal of Product & Brand
Management, 28, no. 5, 2019: 633-652.

125. S., Yuri, & M., Buchanan-Oliver. "Constructing a typology of luxury brand consumption
practices." Journal of Business Research, 99, 2019: 414-421.

126. K., Christian H., & R.I., Gyrd-Jones. "Corporate brand positioning in complex industrial
firms: Introducing a dynamic, process approach to positioning." Industrial Marketing
Management, 81, 2019: 40-53.

127. K., Imran, & M., Fatma. "Connecting the dots between CSR and brand loyalty: the
mediating role of brand experience and brand trust." International Journal of Business
Excellence, 17, no. 4, 2019: 439-455.

128. R., Mahabubur, M., Ángeles Rodríguez-Serrano, & M., Lambkin. "Brand equity and firm
performance: The complementary role of corporate social responsibility." Journal of
Brand Management, 26, 2019: 691-704.



85

129. B., Maryam, E., Abedi, & S., Mahmoud Hashemi. "Investigating the behavioral/attitudinal
consequences of internal brand management among sales personnel of farm and
company." Journal of Business Management, 11, no. 3, 2019: 505-524.

130. H., Nurina, P., Aldrin Herwany, & D., Wahyu Handayani. "The relationship between
internal brand management with brand trust, brand citizenship behavior, and intention to
stay: The mediating role of brand commitment and job satisfaction." JBFEM, 2, no. 2, 2019:
89-100.

131. O., Raphael, J., Paul Kosiba, C., Tetteh Djamgbah, & L., Narh. "Brand avoidance:
underlying protocols and a practical scale." Journal of Product & Brand
Management, 28, no. 5, 2019: 586-597.

132. G., Urša, M., AP Davies, J., Kernstock, & S.M., Powell. "Trending topics plus future
challenges and opportunities in brand management." Journal of Brand Management, 27,
2020: 123-129.

133. M., Jana, W., Sroka, A., Krizanova, L., Gajanova, G., Lazaroiu, & M., Nadanyiova.
"Sustainable brand management of alimentary goods." Sustainability 12, no. 2, 2020: 556-
571.

134. A., Yagnik, S., Thomas, & S., Suggala. "Creativity centred brand management model for
the post-covid marketing 5.0 world." Journal of Content, Community and
Communication, 12, 2020: 227-236.

135. H., Tilde, C.F., Knudtzen, & M., Bjerre. Brand management: Mastering research, theory
and practice. Routledge, 2020.

136. I., Oriol, & I., Nicholas. "Towards a theory of conscientious corporate brand co-creation:
The next key challenge in brand management." Journal of Brand Management, 27 2020:
710-720.

137. Ö., Özgül, & E., Cengiz. "The Effect of Brand Management Practices on Patient’S Brand
Equity Perception and Hospital Preference." International Journal of Health
Management and Tourism, 5, no. 2, 2020: 145-169.

138. B., Carsten, B., Dirk-Mario, H.J., Schmidt, & S., Roper. "Fresh perspectives on brand
management." Journal of Marketing Management, 36, no. 11-12, 2020: 973-980.

139. W., Talaya. "Personal Brand Management."Management for Professionals, Springer, 2020.
140. S., Joanna Krywalski. "Integrating knowledge and employer brand management: A

conceptual model." Online Journal of Applied Knowledge Management (OJAKM), 8,
no. 1, 2020: 63-84.



86

141. L., Weng, M., Teck, W., Jee, & E., Cyril De Run. "Strategic brand management for higher
education institutions with graduate degree programs: empirical insights from the higher
education marketing mix." Journal of Strategic Marketing 28, no. 3, 2020: 225-245.

142. I., Nicholas, & J., Holger Schmidt. Co-creating brands: Brand management from a co-
creative perspective. Bloomsbury Publishing, 2020.

143. P., Keith, A., Marie Doherty, S., Gounaris, & A., Wilson. "Investigating international
strategic brand management and export performance outcomes in the B2B
context." International Marketing Review, 37, no. 1, 2020: 98-129.

144. J., Jenna. "You are a brand: social media managers’ personal branding and “the future
audience”." Journal of Product & Brand Management, 29, no. 6, 2020: 715-727.

145. P., Keith, A., Marie Doherty, S., Gounaris, & A., Wilson. "Investigating international
strategic brand management and export performance outcomes in the B2B
context." International Marketing Review, 37, no. 1, 2020: 98-129.

146. G., Francesca, & A., Polli. "Emotional Text Mining: Customer profiling in brand
management." International Journal of Information Management, 51, 2020: 101934.

147. T., Borges, T., Flavio, T., O., Silva, J., Manuel Guaita Martínez, & D., Botella‐Carrubi.
"Online users' attitudes toward fake news: Implications for brand
management." Psychology & Marketing, 37, no. 9, 2020: 1171-1184.

148. M., Alex, & B. DeCillia. "Reputation and brand management by political parties: Party
vetting of election candidates in Canada." Journal of Nonprofit & Public Sector
Marketing, 32, no. 4, 2020: 342-363.

149. I., Muhammad Ishtiaq, & E., Di Maria. "Sustainability countenance in brand equity: A
critical review and future research directions." Journal of Brand Management, 27, no. 1
2020: 15-34.

150. S., Tim, & C., Christian Germelmann. "Exploring new routes within brand research in sport
management: directions and methodological approaches." European Sport Management
Quarterly 20, no. 1, 2020: 1-9.

151. Z., Abdul Rahman, E., Esa, J., Rajadurai, N., Azlinna Azizan, & P., Fadzline Muhamad
Tamyez. "The effect of corporate social responsibility practices on brand equity: An
examination of malaysia's top 100 brands." The Journal of Asian Finance, Economics
and Business 7, no. 2, 2020: 271-280.



87

152. T., Mina, R., Marie-Odile, W., YiChuan, & N., Hajli. "Brand co-creation through social
commerce information sharing: The role of social media." Journal of Business
Research, 121, 2020: 476-486.

153. T., Van Dat, T., Ngoc Linh VO, & T., Quynh DINH. "The relationship between brand
authenticity, brand equity and customer satisfaction." The Journal of Asian Finance,
Economics and Business 7, no. 4, 2020: 213-221.

154. C., Paul, C., Chapleo, & K., Suomi. "Branding higher education: An exploration of the role
of internal branding on middle management in a university rebrand." Tertiary Education
and Management 26, 2020: 131-149.

155. M., Adam J., & K., Robson. "Brand management in the era of fake news: narrative
response as a strategy to insulate brand value." Journal of Product & Brand
Management 29, no. 2, 2020: 159-167.

156. A., Tarek, M.A., Abid‐Dupont, & M., Jean‐Louis. "What corporate social responsibility
brings to brand management? The two pathways from social responsibility to brand
commitment." Corporate Social Responsibility and Environmental Management 27, no. 2,
2020: 925-936.

157. J., Sojin, G., Bhaduri, & J.E., Ha-Brookshire. "What to say and what to do: The
determinants of corporate hypocrisy and its negative consequences for the customer–brand
relationship." Journal of Product & Brand Management 30, no. 3, 2020: 481-491.

158. F., Cassandra, D., Grace, J., Lo Iacono, & J., Carlini. "Exploring the interplay between
customer perceived brand value and customer brand co-creation behaviour
dimensions." Journal of brand Management, 27, 2020: 466-480.

159. K., Jana, M., Kovacova, J., Olah, & E., Nica. "Quo Vadis Brand Management? Specifics in
Brand Value Sources Across Markets." In Advances in Cross-Section Data Methods in
Applied Economic Research: 2019 International Conference on Applied Economics
(ICOAE 2019), 2020, pp. 291-305.

160. B., Saara, J., Moisander, & R., Järventie-Thesleff. "Brand co-creation in multichannel
media environments: A narrative approach." Journal of Media Business Studies, 17, no. 1,
2020: 69-86.

161. K., Christian H. "Brands as activists: The Oatly case." Journal of Brand Management, 27,
no. 5, 2020: 593-606.

162. C., Elena, Y.M., Tommaso Pucci, & L., Zanni. "Managing founder-based brand identity
during succession." Journal of Brand Management, 2020: 1-14.



88

163. S.M.A., Moin. Brand storytelling in the digital age: Theories, practice and application.
Palgrave Macmillan, 2020.

164. T.C., Melewar, & H., Skinner. "Territorial brand management: Beer, authenticity, and
sense of place." Journal of Business Research, 116, 2020: 680-689.

165. S., Bruno, D., Langaro, T., Fernandes, & F., Guzmán. "Social media brand engagement in
the context of collaborative consumption: the case of AIRBNB." Journal of Brand
Management, 27, 2020: 645-661.

166. C., Hsu-Hsin, H., Tzu-Shian, & D.C., McConville. "A multilevel study of brand-specific
transformational leadership: Employee and customer effects." Journal of Brand
Management, 27, 2020: 312-327.

167. O., Gary, & W., Kilgore. "Higher Education Lags in Use of Brand Management Techniques
to Recruit High School Seniors." Strategic Enrollment Management Quarterly, 7, no. 4,
2020: 3-16.

168. M., Georgia-Zozeta. "Brand communities, fans or publics? How social media interests and
brand management practices define the rules of engagement." European Journal of
Marketing, 55, no. 12, 2021: 3129-3161.

169. K., Mihalis, & M., Jo Hatch. "The elusive destination brand and the ATLAS wheel of place
brand management." Journal of Travel Research, 60, no. 1, 2021: 3-15.

170. M., Emmanuel, & E., Mogaji. "Contemporary issues in brand management." Brand
Management: An Introduction through Storytelling, 2021: 241-255.

171. M., Beverland. "Brand management: Co-creating meaningful brands." Brand Management,
2021: 1-424.

172. A., Mona, M., Sadegh Eshaghi, & J., Lay-Hwa Bowden. "Internal brand management,
brand understanding, employee brand commitment, and brand citizenship behavior: a meta-
analysis." Journal of Strategic Marketing, 2021: 1-29.

173. M., Jana, M., Klepek, & A., Križanová. Behavioral aspects of brand management. Addleton
Academic Publishers, 2021.

174. R., Rofikoh, I., Mayasari, & P., Wulandari. "Is brand management critical to SMEs’
product sustainability? Qualitative analysis in the context of Indonesia small enterprise
environment." In IOP Conference Series: Earth and Environmental Science, vol. 716, no. 1,
p. 012109. IOP Publishing, 2021.



89

175. K., Pongsiri. "A Stakeholder-Oriented Sustainability Brand Management: An
IntroductoryReview." วารสารวิชาการการตลาดและการจัดการมหาวิทยาลัยเทคโนโลยีราช
มงคลธัญบุรี 8, no. 1 (2021): 99-129.

176. K., Rajender, R., Sindhwani, & P., Lata Singh. "Identifying the Factors Related to CSR
Activities Contributed toward Brand Management through Extensive Literature
Review." Advances in Interdisciplinary Engineering: Select Proceedings of FLAME 2020,
2021: 155-164.

177. I., Pramod, A., Davari, S., Srivastava, & A.K., Paswan. "Market orientation, brand
management processes and brand performance." Journal of Product & Brand
Management, 30, no. 2, 2021: 197-214.

178. D., Mark AP, U., Golob, J., Kernstock, & S.M., Powell. "Journal of Brand
Management:Editorial guidelines and expectations of authors." Journal of Brand
Management, 28, 2021: 1-7.

179. G., Jiménez-Marín, Z., Rodrigo Elías, A., Galiano-Coronil, & L., Tobar-Pesántez. "Brand
management from social marketing and happiness management binomial of in the age of
industry 4.0." Journal of Legal, Ethical and Regulatory Issues 24, no. 3, 2021: 1-10.

180. R., Anne, & F., Pinto Santos. "What makes a corporate heritage brand authentic for
consumers? A semiotic approach." Journal of Brand Management 28, no. 5, 2021: 545-
558.

181. S., Donna, J., Jacobson, & J.L., Rudkowski. "Employees as influencers: measuring
employee brand equity in a social media age." Journal of Product & Brand
Management, 30, no. 6, 2021: 834-853.

182. G., Melanie. "Exploring brand management practices within UK media organisations: the
role of brand co-creation and its influence on brand identity." PhD diss., Bournemouth
University, 2021.

183. A., Gisela Maria, B., Barbosa Sousa, & M., Belino. "Understanding the brand management
and rebranding processes in specific contexts of medical tourism." In New Techniques for
Brand Management in the Healthcare Sector, pp. 124-141. IGI Global, 2021.

184. S., Vibha, & V., Agrawal. "A conceptual outlook concerning brand management." Journal
of Contemporary Issues in Business and Government, Vol 27, no. 3, 2021: 2344.

185. M., Juliane. "The Limits of Corporate Chains and Brand Management:“Loyalty” and the
Efficacy of Vernacular Markets in the Andes." Cultural Anthropology 36, no. 2, 2021: 252-
281.



90

186. M., Emmanuel, & Emmanuel Mogaji. "Brand in the digital era." Brand Management: An
Introduction through Storytelling, 2021: 145-158.

187. I., Pramod, A., Davari, M., Zolfagharian, & A., Paswan. "Organizational ambidexterity,
brand management capability and brand performance." Journal of Business & Industrial
Marketing 36, no. 6, 2021: 946-961.

188. H., Monika, & R., Kłeczek. "The real purpose of purpose-driven branding: consumer
empowerment and social transformations." Journal of Brand Management, 28, 2021:
359-373.

189. B., Nenad, & N., Seric. "Creating a brand on the identity of a sports club: Preliminary
report creating a brand on the identity of a sports club." Sport Mont, 19, no. 2, 2021: 65-68.

190. T., Ashwini Kumar, & R., Mehta. "Brand development and entrepreneur’s role in small
businesses." Journal of Research in Marketing and Entrepreneurship, 23, no. 1, 2021:
159-174.

191. J., Polfuß. ““Made in China” and Chinese brand management across cultures: a new
matrix approach." Journal of International Consumer Marketing, 33, no. 1, 2021: 19-37.

192. C., Sung-Yun, & J., Byrom. "Co-creating consistent brand identity with employees in the
hotel industry." Journal of Product & Brand Management, 30, no. 1, 2021: 74-89.

193. W., Jennifer M. "“Between a regular person and a brand”: Managing the contradictions of
the authentic self-brand." The Sociological Quarterly 62, no. 1, 2021: 143-160.

194. R., Deepa, & R., Baral. "Relationship between integrated communication effectiveness and
employee-based brand equity–mediating role of psychological contract
fulfillment." Journal of Product & Brand Management, 30, no. 6, 2021: 883-897.

195. P., Andrew, E., Treen, L., Pitt, & A., Chan. "Brand stories in marketing: a bibliographic
perspective." Journal of Strategic Marketing, 2021: 1-20.

196. H., Chaohua, & R., Guo. "The effect of a green brand story on perceived brand authenticity
and brand trust: the role of narrative rhetoric." Journal of Brand Management, 28 2021:
60-76.

197. D., Barros-Arrieta, & E., García-Cali. "Internal branding: conceptualization from a
literature review and opportunities for future research." Journal of Brand
Management, 28, no. 2, 2021: 133-151.

198. L., Ulrika. "What about context in internal brand management? Understanding employee
brand commitment in the public sector." Journal of Marketing Management, 37, no. 13-
14, 2021: 1243-1266.



91

199. L., Jialing, Z., Zhou, & C., Leckie. "Green brand communication, brand prominence and
self–brand connection." Journal of Product & Brand Management, 30, no. 8 2021: 1148-
1161.

200. E., Sara. "Brand Management Research, Theory and Practice." 2021.

201. P., Rico, A., Roessler, & C., Burmann. "The role of leadership and communication in
internal city branding." Journal of Product & Brand Management, 30, no. 6 2021: 854-
865.

202. Y., Jing, & A., Francesca Battocchio. "Effects of transparent brand communication on
perceived brand authenticity and consumer responses." Journal of Product & Brand
Management, 30, no. 8, 2021: 1176-1193.

203. P., Keyoor, & K., Jeesha. "Community based brand equity as brand culture: advancing
brand equity conceptualization for a connected world." AMS Review, 2021: 1-19.

204. H., Linda D., M.K., Clark, W., Hammedi, & R., Arvola. "Cocreated brand value:
theoretical model and propositions." Journal of Brand Management, 28, 2021: 413-428.

205. H., Heidi. Brand management in a co-creation perspective: Communication as constitutive
of brands. Routledge, 2021.

206. S., Holger L., J., Nicholas Ind, & O., Iglesias. "Internal Branding-In search of a new
paradigm: Guest editorial." Journal of Product & Brand Management 30, no. 6, 2021:
781-787.

207. K., Rajender, R., Sindhwani, R., Arora, & P., Lata Singh. "Developing the structural model
for barriers associated with CSR using ISM to help create brand image in the
manufacturing industry." International Journal of Advanced Operations
Management, 13, no. 3, 2021: 312-330.

208. S., Hemant C., & A.R., Jassawalla. "Brands as personal narratives: learning from user–
YouTube–brand interactions." Journal of Brand Management 28, no. 6, 2021: 657-670.

209. D., Jason Patrick, T., Kunkel, S., Jane Kelly, K., Filo, & G., Cuskelly. "Seeing the same
things differently: Exploring the unique brand associations linked to women’s professional
sport teams." Journal of Strategic Marketing, 2021: 1-15.

210. H., Khalid, F., Jing, M., Junaid, Q., Uz Zaman, & S., Huayu. "The role of co-creation
experience in engaging customers with service brands." Journal of Product & Brand
Management, 30, no. 1, 2021: 12-27.



92

211. P., Ivana, W., Sroka, & J., Majerova. "Sustainable brand management: Goodwill as a tool
to quantify brand value from the perspective of stakeholders." In Sustainable Branding,
2021, pp. 55-77.

212. M., Argyro Elisavet. "Strategic brand management in and through sport." Journal of
Strategic Marketing, 2022: 1-8.

213. R., Joern, & H.J., Schmidt. "I know that I know nothing: exploring the managerial
relevance of recent orientations in brand management research." Journal of Brand
Management, 29, no. 5, 2022: 498-511.

214. L., Ulrika, G., Biedenbach, & P., Hultén. "Internal brand management in the public sector:
the effects of internal communication, organizational practices, and PSM on employees’
brand perceptions." Public Management Review 24, no. 3, 2022: 442-465.

215. S., Holger J., & P., Steenkamp. "Beware, an underdog may bite: literature review and
brand management framework in the context of underdog brands." Journal of Brand
Management, 2022: 1-26.

216. T., Fikirte Belachew, & M., Workineh. "The effect of sales promotion on brand awareness
and brand loyalty: Assessment of Walia beer Brand Management practices." International
Journal of Marketing and Business Communication, 10, no. 1, 2022: 2021-2042.

217. K., Joachim, & S., Powell. "Commentary on 'Towards a Paradigm Shift in Corporate Brand
Management'." In the Routledge Companion to Corporate Branding, pp. 83-92, 2022.

218. S., Monika, & Z., Rahman. "Anthropomorphic brand management: An integrated review
and research agenda." Journal of Business Research, 149, 2022: 463-475.

219. G., Urša, M., Burghausen, J., Kernstock, & M., AP Davies. "Brand management and
sustainability: exploring potential for the transformative power of brands." Journal of
Brand Management, 2022: 1-7.

220. P., Keith, A., Marie Doherty, S., Gounaris, & A., Wilson. "A contingency-based approach
to the nexus between international strategic brand management and export
performance." Journal of Business Research, 148, 2022: 472-488.

221. H., Andreas, K., Bündgen, S., Claren, & S., Frank. "Practices of brand extensions and how
consumers respond to FMCG giants’ greening attempts." Journal of Brand
Management, 29, no. 6, 2022: 520-537.

222. K., Larry D., K., Bartel Sheehan, L., Dobias, D.E., Koranda, & D.W.,
Jugenheimer. Advertising media planning: a brand management approach. Taylor &
Francis, 2022.



93

223. A., Madiha, S., Hussain Mustafa Gillani, M., Usman, F., Amjad, & S., Ahmad Baig.
"Impact of Internal Brand Management on Brand Performance: An Empirical Investigation
of Fashion Brand." Journal of Promotion Management, 2022: 1-22.

224. R., Julia, & M., Kreuzer. "Me versus we: The role of luxury brand managers in times of co-
creation." Journal of Business Research, 145, 2022: 240-252.

225. M., Adam J., & J., John. "Revisiting brand origin: expanding the strategic portfolio of
brand level attributes." Journal of Strategic Marketing, 2022: 1-18.

226. S., Line, & A., Karina Kjeldsen. "Corporate Brand Management and Multiple Voices:
Polyphony or cacophony?." In The Routledge Companion to Corporate Branding, pp. 281-
299, 2022.

227. D., Laurence, & G., Bressolles. "Intensity of collective consumption practices in brand
communities: the case of crossfit." Journal of Brand Management, 2022: 1-18.

228. H., Heidi, A., Jensen, & C., Maagaard. "The brand manager as practical author. An
empirical study of the co-creation of a CSR-based brand." Journal of Brand Management,
2022: 1-14.

229. H., Linda D., T., Ghosh Sharma, R., Pandey, P., Sanyal, & M.K., Clark. "Fifteen years of
customer engagement research: a bibliometric and network analysis." Journal of Product
& Brand Management 31, no. 2, 2022: 293-309.

230. A., Urooj, & S., Hashim. "Sustainable Brand Management: The Role of Internal Brand
Management and Intrinsic Motivation in Building Employee’s Brand Relationship Quality
towards Organization’s Brand." Sustainability 14, no. 24, 2022: 16660.

231. L., Florian, H.J., Schmidt, & J., Henseler. "Building brand meaning in social
entrepreneurship organizations: the social impact brand model." Journal of Brand
Management, 2022: 1-20.

232. M., Jelle, & W., Lambrechts. "Reactive brand management in higher education: the case of
a teacher training programme in the Netherlands." Journal of Marketing for Higher
Education, 2022: 1-15.

233. M., Evelin, & S., Miranda. "The Impact of Social Media Communication on Personal Brand
Management." In Marketing and Smart Technologies: Proceedings of ICMarkTech 2021,
Volume 2, 2022, pp. 405-413.

234. M., Hans. "Corporate Brand Management from a Co-Creative Perspective.". In the
Routledge Companion to Corporate Branding, 2022, pp. 42-58.



94

235. X., Lina. "It takes a village: examining how and when brand-specific transformational
leadership affects employees in internal brand management." Journal of Brand
Management, 2023: 1-14.

236. S., Juhi Gahlot, A., Sarkar, & S., Sreejesh. "Developing responsible consumption
behaviours through social media platforms: Sustainable brand practices as message
cues." Information Technology & People 36, no. 2, 2023: 532-563.

237. S., Asif Ali, & L., Hancheng. "Role of corporate social responsibility authenticity in
developing perceived brand loyalty: a consumer perceptions paradigm." Journal of
Product & Brand Management, 32, no. 2, 2023: 330-342.

238. Z., Besjon. "Service Dominant Logic Centered Brand Management." European Journal of
Marketing and Economics, 6, no. 1, 2023: 91-109.

239. B., Olena, T., Iankovets, A., Orozonova, S., Voitovych, A., Parmanasova, & K.,
Medvedieva. "Using Crm Systems for the Development and Implementation of
Communication Strategies for Digital Brand Management and Internet Marketing: eu
Experience." International Journal of Professional Business Review 8, no. 4, 4, 2023:
1613-1623.

240. A., Amani Ali. "From global brand management to localised spatial experience design:
how global brands adapt their spatial experiences around the world." PhD diss.,
Northumbria University, 2023.

241. D., Praveen, & S., Arora. "Employee branding dimensions and brand citizenship behaviour:
exploring the role of mediators in the hospitality context." Journal of Product & Brand
Management, 32, no. 1, 2023: 124-137.

242. D., Marc, & I., Paunovic. "Strategic brand innovation–an explorative study of up-and
downstream brand innovation practices in SME wineries." International Journal of Wine
Business Research, 35, no. 1, 2023: 66-88.

243. P., Fabien, G., Rose, A., Merchant, & S., Choi. "Brand heritage across cultures: USA,
France and South Korea." Journal of Brand Management, 30, no. 1, 2023: 49-60.

244. A., Sophie Esmann, & T., Susanne Johansen. "The activist brand and the transformational
power of resistance: towards a narrative conceptual framework." Journal of Brand
Management, 2023: 1-13.

245. S., Achmad Daengs Gatot, & R., Panjaitan. "Religio-centric product strategic: Halal
literacy and brand management capabilities towards business performance." Jurnal Siasat
Bisnis, 2023: 86-105.



95

246. L., Zoe, A., Spry, Y., Ekinci, & J., Vredenburg. "From warmth to warrior: Impacts of non-
profit brand activism on brand bravery, brand hypocrisy and brand equity." Journal of
Brand Management, 2023: 1-19.

247. G., Florent, I., Blal, & R., Lunardo. "The role of brand authenticity for higher education
institutions." Journal of Marketing for Higher Education, 2023: 1-21.

248. Y., Shuang, J., Tang, J., Cai, & G., Guo. "Effects of online brand community rituals on
customer citizenship behavior: exploring the sequential mediation mechanism." Journal of
Product & Brand Management, 32, no. 3, 2023: 393-405.

249. W., Amy, & H., Yu-Chen. "Love the star, love the team? The spillover effect of athlete sub
brand to team brand advocacy in online brand communities." Journal of Product &
Brand Management, 32, no. 2, 2023: 343-359.

250. P., Denise Linda, & F., Guzman. "Evolving brand boundaries and expectations: looking
back on brand equity, brand loyalty, and brand image research to move forward." Journal
of Product & Brand Management, 32, no. 2, 2023: 191-234.

251. N., Ayesha, S., Ali Abdullah Mehboob, S., Haider, & A., Khan. "Exploring the role of
human resource management practices in the nexus of internal and external employer
branding."Middle East Journal of Management, 10, no. 1, 2023: 51-71.

252. K., Imran, & M., Fatma. "Understanding the Influence of CPE on Brand Image and Brand
Commitment: The Mediating Role of Brand Identification." Sustainability, 15, no. 3 2023:
2291-2306.



96

Chapter Three

Methodology

This chapter presents the procedures and methods adopted for this study. These include research

design, study population, sample and sampling techniques, research instrument, data gathering

methods, validity and reliability of instrument, and data analysis procedures.

3.1 Research Design

The researchers in this study used a descriptive research design to examine the effect of brand

management practices on market performance of fast-moving consumer goods in Lagos State,

Nigeria. The researcher opted for a descriptive research design because it provides a clear and

detailed snapshot of a subject or phenomenon, helping researchers and readers gain a better

understanding of the topic being studied. Also, because the research aimed to ask into a

phenomenon using a representative sample of the population, as explained in prior related studies1,2.

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 Lagos State, Nigeria's

Food and beverage companies. This is because 50% of FMCG companies are located within the

region. This location is a good representative of FMCG industries in Nigeria. Thus, the people in

the location are used as the study population for this study. From company documents, the

population of the five leading selected FMCGs companies, i.e., Nestle Nigeria Plc, Flour Mills of

Nigeria Plc, Crown Flour Mills Ltd, Unilever Nigeria Plc and Deli Foods Ltd are 18, 382 staff

which comprises of top management, middle management and lower-level management employees

who in one way or the other are involved in strategic decisions, supervisions and operational
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marketing activities in the selected FMCG firms in Lagos state 3. Table 3.1 below shows the study

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

Table 3.1: Population Table of Personnel from Selected FMCG

S/N FMCGs Location Top level

mgt Staff

Middle

level Mgt

Staff

Lower

Mgt Staff

Total

1 Deli Foods

Ltd

Ilasamaja

Rd, Mushin

197 295 491 983

2 Nestle

Nigeria Plc

Ilupeju 439 658 1,097 2,194

3 Flour Mills

of Nigeria

Plc

Wharf

Road,

Apapa

2,393 3,589 5,982 11,964

4 Crown

Flour Mills

Ltd

Tincan

Island,

Apapa

451 676 1,126 2,253

5 Unilever

Nigeria Plc

Ikeja 198 296 494 988

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

Source: Human Resource Department of Respective Firms, 2021

3.3 Sample and Sampling Techniques

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

estimating sample size from a finite population was used to determine the appropriate number of
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participants for this investigation. This formula presupposes, among other things, that the

population from which the sample will be drawn is not infinite. It also presupposes that the margin

of error is always more than zero and never smaller than zero for any given sample. When n is the

desired sample size, N is the known size of the finite population, and e is the desired degree of

accuracy, Yamane presents a straightforward method for determining sample sizes.

Formula:

The reason for adopting this formula is that it is simple and less complicated and can also provide

accurate results of the necessary sample size that will be adequate for the research study since the

population for this study is finite. Also, adopting this formula increases the precision and

confidence level of making lesser risk in determining the sample size necessary for the study.

Applying the formula above, where:

n = sample size

N = finite population size, which is 18,382 (total number of personnel within the population)

e = maximum acceptable error margin, which is 5%

We then have:

n = 18,382
1 + 18,382(0.05)2

= 18,382
1+18,382x0.0025

= 18,382
1 + 45.955

= 18,382
46.955

= 391.48 @ 391
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In order to compensate for the non-response and the wrong filling of some copies of the

questionnaire, the sample of 391 was increased by 117, which is 30% of the total sample. This is as

recommended by a scholar4. Therefore, we have 508.

The sample size for this study using the Taro Yamane formula is five hundred and eight (508)

elements. However, the five hundred and eight (508) elements will be chosen using stratified and

random sampling techniques to increase the sampling precision for the study.

To also have comprehensive and across-the-board information, 20% of the instrument was

administered to the top management, 30% to middle-level management, and 50% are lower-level

staff.

This study adopted the stratified random sampling technique. The sampling technique adopted for

this study was stratified sampling and proportionate sampling techniques. A stratified sampling

technique was used to determine the sample drawn from the total population of the study, which

enabled the researcher to draw from different groups or strata in the population comprising the three

identified levels of management staff. The respondents taken as a sample from the 18,382

management staff drawn from the selected FMCG firms include the top management, middle

management and frontline management staff. A proportionate sampling technique was then used to

allocate the number of questionnaire copies distributed to each insurance company.
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Table 3.2: Summary of Sample Size

Source: Researcher’s Computation, 2022

3.4 Description of the Research Instrument(s)

The questionnaire used to collect information in this study was carefully designed and modified.

The survey was conducted with the help of four (4) paid research assistants the researcher

supervised. The research assistants were instructed on adequately communicating with respondents

for one week. The instrument for conducting a survey using closed-ended questions, with responses

ranging from 1 (the lowest) to 4 (the greatest) on a Likert scale. In order to construct the empirical,

this study used closed questions, to which participants could only respond with one of a finite

number of possible choices. This instrument was selected because of its high response rate and low

potential for researcher bias due to intervention. Another benefit of this strategy is that it allows for

S/N Organizations Population

Size per

org

Proportionate

sample

size %

Top

level

mgt

Staff

Middle

level

Mgt

Staff

Lower

Mgt

Staff

Proportionate

sample size

1. Deli Foods Ltd 983 5.31 5 8 14 27

2. Nestle Nigeria

Plc

2,194 12 12 18 31 61

3. Flour Mills of

Nigeria Plc

11,964 65.17 66 99 166 331

4. Crown Flour

Mills Ltd

2,253 12.20 12 19 31 62

5. Unilever

Nigeria Plc

988 5.32 5 8 14 27

Total 18,382 100% 100 152 256 508
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a rapid, thorough, and accurate evaluation of data4 Part A of the questionnaire collected basic

respondent information, while Section B assessed respondents' brand management skills.

3.5 Validity of Research Instrument

A pilot study was conducted using the regular staff of UAC foods limited in Lagos State, given that

they share similar attributes with firms under investigation. A sample of 51 copies of the

questionnaire, which represented 10% of the sample size, was sent out to UAC foods limited in

Lagos State5. A total of 47 copies of the questionnaire were filled, representing a return rate of 92%.

Further, only 45 copies of the questionnaire were correctly filled and suitable to run the pilot test,

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

The feedback obtained was instrumental in refining the questionnaire before it was finalised for the

study. During the pilot test, the respondents suggested that the least qualification category should be

HND since the minimum requirement to be employed as a lower-level employee in the organisation

is Higher National Diploma (HND). Further, the respondents suggested that minimum years of

experience should start with "0". The researcher observed that the respondents had no issue with the

items measuring the variables of this study's acceptability and easy understanding of the questions

while completing the questionnaire. Comments and suggestions made by respondents during the

pre-testing were thoughtfully considered and incorporated to improve the questionnaire. The

responses were then analysed for their reliability and validity tests. The results of the validity and

reliability are presented thus.

Face, content, and concept validity were used to verify the reliability and validity of the research

instrument. The research instrument's content validity was established through consultation with

academic and professional peers and the researcher's supervisor. The input was utilised to fine-tune

the questionnaire. The test's face validity was determined by surveying participants' level of
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comprehension. The study aimed to determine if the respondents could grasp the tasks at hand. The

Variance Extraction Method was used for exploratory component analysis to determine the

questionnaire's construct validity. The Average Variance Extracted was calculated based on the

factor loadings of these variables (AVE). The construct validity of all study variables was

established by using an AVE value greater than 0.5 as additional proof of convergent validity.

Table 3.3 provides evidence for the convergent and construct validity of the instrument:

Table 3.3 Confirmatory Factor Analysis

S/N Variables No. of

Items

AVE KMO Bartlett

Test

Composite

Reliability

1 Internal Branding 5 0.684 0.592 0.000 0.865

2 Brand orientation 5 0.753 0.627 0.000 0.873

3 Brand Value 5 0.578 0.449 0.024 0.983

4 Brand Equity 5 0.641 0.567 0.000 0.812

5 Market share 5 0.716 0.610 0.000 0.834

6 Profitability 5 0.786 0.716 0.000 0.932

7 Sales growth 5 0.832 0.643 0.002 0.841

8 Customer Retention 5 0.761 0.508 0.038 0.856

9 Brand-Culture 5 0.859 0.681 0.007 0.812

Source: Field Survey, 2022

3.6 Reliability of the Research Instrument

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

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

was highly reliable based on the 0.70 benchmark 6.

Table 3.4: Reliability Analysis Results

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

Coefficient

1 Internal Branding 5 0.729

2 Brand orientation 5 0.801

3 Brand Value 5 0.713

4 Brand Equity 5 0.737

5 Market share 5 0.723

6 Profitability 5 0.805

7 Sales growth 5 0.734

8 Customer Retention 5 0.873

9 Brand-Culture 5 0.750

Source: Field Survey, 2022

3.7 Administration of Research Instrument and Method of Data Collection

Considering the research design of this study and after assessing various research questions and

hypotheses, the primary source of data will be used in gathering data from the respondents for this

study. The justification for using primary data sources is that it allows the researcher to collect data

directly from respondents, making the data more accurate and up to date, as compared to secondary

data sources, which are existing data sources and changes over time would be missed out on7. The

primary data will be collected by administering copies of the questionnaire to the target respondents.
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The justification for using a questionnaire is that the questionnaire translates research objectives

into specific questions the respondents will be asked to answer. Also, the questionnaire accelerates

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

Moreover, the questionnaire is less expensive and offers greater anonymity. The sources of the

items in the questionnaire are depicted in Table 3.5. This study divided the questionnaire into four

(4) sections. Section A captured employees' personal data on sex, age, highest level of education

and work experience. Section B comprised items used to collect data on brand management

practices sub-variables as the independent variable. Section C contained information on market

performance as the dependent variable, and the last section, Section D, contained information on

the moderating variable (brand fit-culture). The study adopted closed-ended questions using a 4-

point Likert -type scale format. The responses from every item in the questionnaire were answered

by rating the responses on; (4) "strongly agreed," (3) "agree", (2) "disagree", to (1) "strongly

disagree". This modified scale increases the responses' reliability and gains more effective results

from the respondents.

Table 3.5: Measurement of Research Instruments

Independent Variable Predictive Parameter Number

Items

Sources of instrument

Brand management

practices

Internal Branding 5 8 measured internal

branding as dimension of

brand management practices

Brand orientation 5 9 measured brand

orientation as dimension of

brand management practices

Brand Value 5 10 measured brand value as

dimension of brand
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management practices

Brand Equity 5 12 measured brand equity as

dimension of brand

management practices

Dependent Variable Predictive Parameter Number

Items

Sources of instrument

Market performance Market share 5 13 measured market share as

dimension of market

performance

Profitability 5 14 measured profitability as

dimension of market

performance

Sales growth 5 15 measured sales growth as

dimension of market

performance

Customer Retention 5 16 measured customer

retention as dimension of

market performance

Moderating variable Brand fit-culture 5 17 measured brand fit culture

Source: Researcher’s Computation (2022)

3.8 Method of Data Analysis

The researcher used both descriptive and inferential statistics to assess the data gathered via the

questionnaire. The analysis was conducted using SPSS version 23.0, a statistical program for the

social sciences. SPSS is the most used program for statistical analysis in many disciplines.

Demographic data and trends in the variables were presented using descriptive statistics analysis.

Section A of the questionnaire was analyzed using frequency distribution, percentages, means, and

standard deviation. Multiple regression analysis, an inferential statistical method, was used to

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

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

Table 3.6: Method of Data Analysis

S/N Hypotheses Tools of Analysis

1 H01: Brand management practices (internal branding, brand

equity, brand orientation and brand value) has no significance

impact on profitability in the selected Fast Moving Consumer

Goods in Lagos State, Nigeria

Multiple Linear

Regression

2 H02: Brand management practices (internal branding, brand

equity, brand orientation and brand value) has no significance

impact on sales growthin the selected Fast Moving Consumer

Goods in Lagos State, Nigeria

Multiple Linear

Regression

3 H03: Brand management practices (internal branding, brand

equity, brand orientation and brand value) has no significance

impact on customer retentionin the selected Fast Moving

Consumer Goods in Lagos State Nigeria

Multiple Linear

Regression

4 H04: Brand management practices (internal branding, brand

equity, brand orientation and brand value) has no significance

impact on market share in the selected Fast Moving Consumer

Goods in Lagos State Nigeria.

Multiple Linear

Regression

5 H05: Brand management practices has no significant effect on

market performance in the selected Fast Moving Consumer

Goods in Lagos State, Nigeria.

Multiple Linear

Regression

6 H05: Brand-culture fit have no moderating effect on the

relationship between brand management practices and market

performance in the selected Fast Moving Consumer Goods in

Lagos State Nigeria.

Hierarchical

Regression

Source: Author’s Computation, 2022
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Table 3.5 shows the respective tools that were used to analyse each of the hypotheses. These tools

have been selected based on the nature of the objectives research questions, hypotheses and

econometric models.
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Chapter Four

Results and Discussion of Findings

The chapter provides empirical information concerning the result of the data analysis with respect

to data description, interpretation of the result of the hypotheses tested and the discussion of the

study's implications within existing literature. The aim of this study is to examine the effect of

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

State, Nigeria. This research was carried out via questionnaire in order to acquire the necessary

information for this purpose. The study adopted the SPSS version 25 for the descriptive and the

inferential statistics to analyze the data.

4.1 Demographic Data Analysis

A total of five hundred and eight (508) copies of questionnaire were administered, and four hundred

and seventy-one (471) copies were returned. After sorting the questionnaire only four hundred and

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

questionnaire represented 84.84% response rate. The high response rate was recorded as the

researcher administered the instruments with the help of research assistants who put concerted

efforts to ensure due diligence with the questionnaire administration. The response results are

presented in Table 4.1.
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Table 4.1: Response Rate

Responses Frequency Percent

Completed usable copies of questionnaire 431 84.84%

Unusable, unreturned and disqualified questionnaires 77 15.16%

Total 508 100%

Source: Researcher’s Field Survey Results (2023)

Table 4.2 Demographic Characteristic of Respondents

Variables Category Frequency Percentage

Gender Male 247 57.2%

Female 185 42.8%

Age 20-29 years 143 33.2%

30-39 years 112 25.9%

40-49 years 79 18.3%

50-above 98 22.6%

Level of Education Bachelor 147 34.0%

Masters 285 66.0%

Year of Experience 10 years and above 432 100.0%

Source: Researcher’s Field Survey Results (2023)

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

characteristics such as gender of the respondents, age, level of education, and years of experience.
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Table 4.2 presents the demographic and personal profile of respondents used for this study.

Demographic and personal profile of respondents as shown in table 4.2. Profile of gender indicated

that 247 respondents representing 57.2% were male, while, 185 respondents representing 42.8%

were female, indicating that most of the respondents were male. Also, 112 respondents representing

25.9% were between 20-29 years, 143 respondents representing 33.2% were between 30-39 years.

79 respondents representing 18.3% were between 40-49 years. 98 respondents representing 22.6%

were between 50 above years. This indicates that most of the respondents are within 30-39 years.

Furthermore, 147 respondents representing 34.0% had Bachelor, and 285 respondents representing

66.0% had Masters. In addition, 432 respondents representing 100.0% had 10 years and above work

experience.

4.2 Presentation of Data

4.2.1 Research Questions

In Table 4.3, internal branding was presented as measures of brand management practices strategies

of FMCGs in Lagos State, Nigeria using descriptive statistics and computed for each statement to

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

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

Table 4.3: Descriptive Analysis of Responses on Internal Branding

Internal Branding SA A D SD MEAN

The way my organization
mission and vision is
communicated helps me to
practice

314
(72.7%)

82
(19.0%)

12

(2.8%)

24
(5.6%)

3.59

There are training and
development that have been
set for employees by my
organization to understand its

77
(17.8%)

290
(67.1%)

49
(11.3%)

16
(3.7%)

2.99
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mission, vision and core
value

I have adequate knowledge
about this brand

277
(64.1%)

102
(23.6%)

53
(12.3%)

- 3.52

My position of choice set is
high towards the brand

103
(23.8%)

283
(65.5%)

42 (9.7%) 4 (0.9%) 3.12

I am emotionally connected
to my company aims and
objectives

167
(38.7%)

183
(42.4%)

74
(17.1%)

8 (1.9%) 3.18

Weighted Mean 3.28

Source: Researcher’s Field Survey Results (2023)

According to results in Table 4.3. 72.7% of the respondents strongly agree that the way their

organization mission and vision is communicated helps them to practice, 19.0% agree, 2.8%

disagree, and 5.6% strongly disagree. On average, the respondents indicated that the way their

organization mission and vision is communicated helps them to practice has a mean of 3.59. Results

also indicated that 17.8% of the respondents strongly agree that there are training and development

that has been set for employees by their organization to understand its mission, vision and core

value, 67.1% agree, 11.3% disagree, and 3.7% strongly disagree. On average, the respondents

indicated that there are training and development that have been set for employees by their

organization to understand its mission, vision and core value has a mean of 2.99.

Results also indicated that 64.1% of the respondents strongly agree that they have adequate

knowledge about this brand, 23.6% agree, and 12.3% disagree. On average, the respondents

indicated that they have adequate knowledge about this brand has a mean of 3.52. Results also

indicated that 23.8% of the respondents strongly agree that their position of choice set is high

towards the brand, 65.5% agree, 9.7% disagree, and 0.9% strongly disagree. On average, the

respondents indicated that their position of choice set is high towards the brand has a mean of 3.12.
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Results also indicated that 38.7% of the respondents strongly agree that they are emotionally

connected to their company aims and objectives, 42.4% agree, 17.1% disagree, and 1.9% strongly

disagree. On average, the respondents indicated that they are emotionally connected to their

company aims and objectives has a mean of 3.18. The weighted mean for internal branding is 3.28

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

relates to how internal branding is an appropriate measure of brand management practices strategies.

Additionally, the weighted mean of 3.28 suggested that the internal branding with respect to

FMCGs in Lagos State is moderately high.

In Table 4.4, brand orientation was presented as measures of brand management practices strategies

of FMCGs in Lagos State, Nigeria using descriptive statistics and computed for each statement to

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

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

Table 4.4: Descriptive Analysis of Responses on Brand Orientation

Brand Orientation SA A D SD MEAN

Customers feel our brand are
strongly different from
others

234
(54.2%)

158
(36.6%)

27 (6.3%) 13
(3.0%)

3.42

My organization is seen to
deliver superior value to
customers

125
(28.9%)

234
(54.2%)

65
(15.0%)

8 (1.9%) 3.10

My organization is perceived
as making it brand easy to
access

154
(35.6%)

181
(41.9%)

80
(18.5%)

17
(3.9%)

3.09

Our brand is perceived to
make customers more
important

140
(32.4%)

201
(46.5%)

83
(19.2%)

8 (1.9%) 3.09

The brand takes the largest
share of your targeted
market segment

134
(31.0%)

173
(40.0%)

105
(24.3%)

20
(4.6%)

2.97
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Weighted Mean 3.13

Source: Researcher’s Field Survey Results (2023)

According to results in Table 4.4, 54.2% of the respondents strongly agree that customers feel their

brands are strongly different from others, 36.6% agree, 6.3% disagree, and 3.0% strongly disagree.

On average, the respondents indicated that customers feel their brand are strongly different from

others has a mean of 3.42. Results also indicated that 28.9% of the respondents strongly agree that

their organization is seen to deliver superior value to customers, 54.2% agree, 15.0% disagree, and

1.9% strongly disagree. On average, the respondents indicated that their organization is seen to

deliver superior value to customers has a mean of 3.10.

Results also indicated that 35.6% of the respondents strongly agree that their organization is

perceived as making it brand easy to access, 41.9% agree, 18.5% disagree, and 3.9% strongly

disagree. On average, the respondents indicated that their organization is perceived as making it

brand easy to access has a mean of 3.09. Results also indicated that 32.4% of the respondents

strongly agree that their brand is perceived to make customers more important, 46.57% agree,

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

is perceived to make customers more important has a mean of 3.09.

Results also indicated that 31.0% of the respondents strongly agree that the brand takes the largest

share of their targeted market segment, 40.0% agree, 24.3% disagree, and 4.6% strongly disagree.

On average, the respondents indicated that the brand takes the largest share of their targeted market

segment has a mean of 2.97. The weighted mean for brand orientation is 3.12 indicates that on

average, respondents agreed with most of the statements on the high scale as it relates to how brand

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

is moderately high.

In Table 4.5, brand value was presented as measures of brand management practices strategies of

FMCGs in Lagos State, Nigeria using descriptive statistics and computed for each statement to

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

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

Table 4.5: Descriptive Analysis of Responses on Brand Value

Brand Value SA A D SD MEAN

My organization consider
customer requirement in
product design

207
(68.8%)

86
(19.9%)

45
(10.4%)

4 (0.9%) 3.56

My organization offer a
unique product that cannot
be found elsewhere

59
(13.7%)

293
(67.8%)

72
(16.7%)

8 (1.9%) 2.93

Our brand is superior in the
market

208
(48.1%)

128
(29.6%)

88
(20.4%)

8 (1.9%) 3.24

Customer consider our
brand before other brands

113
(26.2%)

242
(56.0%)

48
(11.1%)

24
(5.6%)

3.06

Our brands are tailored
towards meeting customer
needs

161
(37.3%)

138
(31.9%)

104
(24.1%)

24
(5.6%)

3.04

Weighted Mean 3.17

Source: Researcher’s Field Survey Results (2023)

According to results in Table 4.5, 68.6% of the respondents strongly agree that their organization

consider customer requirement in product design, 19.9% agree, 10.4% disagree, and 0.9% strongly

disagree. On average, the respondents indicated that their organization consider customer
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requirement in product design has a mean of 3.56. Results also indicated that 13.7% of the

respondents strongly agree that their organization offer a unique product that cannot be found

elsewhere, 67.8% agree, 16.7% disagree, and 1.9% strongly disagree. On average, the respondents

indicated that their organization offer a unique product that cannot be found elsewhere has a mean

of 2.93. Results also indicated that 48.1% of the respondents strongly agree that their brand is

superior in the market, 29.6% agree, 20.4% disagree, and 1.9% strongly disagree. On average, the

respondents indicated that their brand is superior in the market has a mean of 3.24.

Results also indicated that 26.2% of the respondents strongly agree that customer consider their

brand before other brands, 56.0% agree, 11.1% disagree, and 5.6% strongly disagree. On average,

the respondents indicated that customer consider their brand before other brands has a mean of 3.06.

Results also indicated that 37.3% of the respondents strongly agree that their brands are tailored

towards meeting customer needs, 31.9% agree, 24.1% disagree, and 5.6% strongly disagree. On

average, the respondents indicated that their brands are tailored towards meeting customer needs

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

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

an appropriate measure of brand management practices strategies. Additionally, the weighted mean

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

In Table 4.6, brand equity was presented as measures of brand management practices strategies of

FMCGs in Lagos State, Nigeria using descriptive statistics and computed for each statement to

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

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

Brand Equity SA A D SD MEAN

Brand equity influences
customer responses toward
brand marketing

252
(58.3%)

112
(25.9%)

68
(15.7%)

- 3.43

Brand equity increases
customer perceptions

107
(24.8%)

241
(55.8%)

68
(15.7%)

16
(3.7%)

3.02

Brand equity is a degree of
loyalty of a customer to a
brand

148
(34.3%)

178
(41.2%)

94
(21.8%)

12
(2.8%)

3.07

Brand equity increase the
value of the product

113
(26.2%)

218
(50.5%)

89
(20.6%)

12
(2.8%)

3.00

Brand equity influences
customer responses toward
brand marketing

125
(28.9%)

174
(40.3%)

116
(26.9%)

17
(3.9%)

2.94

Weighted Mean 3.09

Source: Researcher’s Field Survey Results (2023)

According to results in Table 4.6. 58.3% of the respondents strongly agree that brand equity

influences customer responses toward brand marketing, 25.9% agree, and 15.7% disagree. On

average, the respondents indicated that brand equity influences customer responses toward brand

marketing has a mean of 3.43. Results also indicated that 24.8% of the respondents strongly agree

that brand equity increases customer perceptions, 55.8% agree, 15.7% disagree, and 3.7% strongly

disagree. On average, the respondents indicated that brand equity increases customer perceptions

has a mean of 3.02. Results also indicated that 34.3% of the respondents strongly agree that brand

equity is a degree of loyalty of a customer to a brand, 41.2% agree, 21.8% disagree, and 2.8%

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

customer to a brand has a mean of 3.07.
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Results also indicated that 26.2% of the respondents strongly agree that brand equity increase the

value of the product, 50.5% agree, 20.6% disagree, and 2.8% strongly disagree. On average, the

respondents indicated that brand equity increase the value of the product has a mean of 3.00.

Results also indicated that 28.9% of the respondents strongly agree that brand equity increase the

value of the product, 40.3% agree, 26.9% disagree, and 3.9% strongly disagree. On average, the

respondents indicated that brand equity increase the value of the product brand has a mean of 2.94.

The weighted mean for brand equity is 3.09 indicates that on average, respondents agreed with most

of the statements on the high scale as it relates to how brand equity is an appropriate measure of

brand management practices strategies. Additionally, the weighted mean of 3.09 suggested that the

brand equity with respect to FMCGs in Lagos State is moderately high.

In Table 4.7, market share was presented as measures of market performance of FMCGs in

Southwest, Nigeria using descriptive statistics and computed for each statement to reveal the

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

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

Table 4.7: Descriptive Analysis of Responses on Market Share

Market Share SA A D SD MEAN

My organization offer
unique customer value
through effective brand
management practices

311
(72.0%)

85
(19.7%)

16 (3.7%) 20
(4.6%)

3.59

The customer patronage
level of my organization is
high

105
(24.3%)

243
(56.3%)

55
(12.7%)

29
(6.7%)

2.98

By offering customer value 154 140 125 13 3.01
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driven brands, my
organization sustainability
is realistic

(35.6%) (32.4%) (28.9%) (3.0%)

My organization have
experienced significant
growth in market share in
recent years

123
(28.5%)

248
(57.4%)

53
(12.3%)

8 (1.9%) 3.13

My organization adopt
various strategies to ensure
a value driven relationship
with the customer

158
(36.6%)

175
(40.5%)

83
(19.2%)

16
(3.7%)

3.10

Weighted Mean 3.16

Source: Researcher’s Field Survey Results (2023)

According to results in Table 4.7., 72.0% of the respondents strongly agree that their organization

offer unique customer value through effective brand management practices, 19.7% agree, 3.7%

disagree, and 4.6% strongly disagree. On average, the respondents indicated that their organization

offer unique customer value through effective brand management practices has a mean of 3.59.

Results also indicated that 24.3% of the respondents strongly agree that the customer patronage

level of their organization is high, 56.3% agree, 12.7% disagree, and 6.7% strongly disagree. On

average, the respondents indicated that the customer patronage level of their organization is high

has a mean of 2.98. Results also indicated that 35.6% of the respondents strongly agree that by

offering customer value driven brands, their organization sustainability is realistic, 32.4% agree,

28.9% disagree, and 3.0% strongly disagree. On average, the respondents indicated that offering

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

Results also indicated that 28.5% of the respondents strongly agree that their organization have

experienced significant growth in market share in recent years, 57.4% agree, 12.3% disagree, and

1.9% strongly disagree. On average, the respondents indicated that their organization have
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experienced significant growth in market share in recent years has a mean of 3.13. Results also

indicated that 36.6% of the respondents strongly agree that their organization adopt various

strategies to ensure a value driven relationship with the customer, 40.5% agree, 19.2% disagree, and

3.7% strongly disagree. On average, the respondents indicated that their organization adopt various

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

The weighted mean for market share is 3.16 indicates that on average, respondents agreed with

most of the statements on the high scale as it relates to how market share is an appropriate measure

of firm market performance. Additionally, the weighted mean of 3.16 suggested that the market

share with respect to FMCGs in Lagos State is moderately high. Relating results in tables 4.3, 4.4,

4.5, 4.6, and 4.7 together, the measures of brand management practices strategies which includes

internal branding, brand orientation, brand value, and brand equity has varying patterns of increase

with market share of FMCGs in Lagos State, Nigeria. Consequent on these findings mentioned

above, it suggests that brand management practices strategies may influence market share of

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

the researcher to achieve the first objective of this study.

In Table 4.8, profitability was presented as measures of market performance of FMCGs in

Southwest, Nigeria using descriptive statistics and computed for each statement to reveal the

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

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



122

Table 4.8: Descriptive Analysis of Responses on Profitability

Profitability SA A D SD MEAN

My organization’s net
profit position improves
relative to competition

248
(57.4%)

146
(33.8%)

34 (7.9%) 4 (0.9%) 3.48

My organization is satisfied
with return on corporate
investment

127
(29.4%)

246
(56.9%)

51
(11.8%)

8 (1.9%) 3.14

My organization is satisfied
with return on sales

145
(33.6%)

146
(33.8%)

129
(29.9%)

12
(2.8%)

2.98

My organization’s returns
on investment position
improves relative to
competition

297
(68.8%)

113
(26.2%)

14 (3.2%) 8 (1.9%) 3.62

My organization’s returns
on asset position improves
relative to competition

100
(23.1%)

268
(62.0%)

56
(13.0%)

4 (0.9%) 3.10

Weighted Mean 3.26

Source: Researcher’s Field Survey Results (2023)

According to results in Table 4.8., 57.4% of the respondents strongly agree that their organization’s

net profit position improves relative to competition, 33.8% agree, 7.9% disagree, and 0.9% strongly

disagree. On average, the respondents indicated that their organization’s net profit position

improves relative to competition has a mean of 3.48. Results also indicated that 29.4% of the

respondents strongly agree that their organization is satisfied with return on corporate investment,

56.9% agree, 11.8% disagree, and 1.9% strongly disagree. On average, the respondents indicated

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

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

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

Results also indicated that 68.8% of the respondents strongly agree that their organization’s returns

on investment position improves relative to competition, 26.2% agree, 3.2% disagree, and 1.9%

strongly disagree. On average, the respondents indicated that their organization’s returns on

investment position improves relative to competition has a mean of 3.62. Results also indicated that

23.1% of the respondents strongly agree that their organization’s returns on asset position improves

relative to competition, 62.0% agree, 13.0% disagree, and 0.9% strongly disagree. On average, the

respondents indicated that their organization’s returns on asset position improves relative to

competition has a mean of 3.10.

The weighted mean for profitability is 3.26 indicates that on average, respondents agreed with most

of the statements on the high scale as it relates to how profitability is an appropriate measure of

firm market performance. Additionally, the weighted mean of 3.26 suggested that the profitability

with respect to FMCGs in Lagos State is moderately high. Relating results in tables 4.3, 4.4, 4.5,

4.6, and 4.8 together, the measures of brand management practices strategies which includes

internal branding, brand orientation, brand value, and brand equity has varying patterns of increase

with profitability of FMCGs in Lagos State, Nigeria. Consequent on these findings mentioned

above, it suggests that brand management practices strategies may influence profitability of FMCGs

in Lagos State, Nigeria. This provided response to research question two and has enabled the

researcher to achieve the second objective of this study.

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

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

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

Table 4.9: Descriptive Analysis of Responses on Sales Growth

Sales Growth SA A D SD MEAN

Our customer base have
increased in recent times

221
(51.2%)

142
(32.9%)

53
(12.3%)

16
(3.7%)

3.31

My company sales is
increasing due to product
superiority

117
(27.1%)

239
(55.3%)

56
(13.0%)

20
(4.6%)

3.05

My firm experience
increase in sales growth
through effective brand
management practices
strategies

171
(39.6%)

182
(42.1%)

71
(16.4%)

8 (1.9%) 3.19

A company’s sales growth
involves the increase in
amount of revenue by a firm

150
34.7%)

203
(47.0%)

63
(14.6%)

16
(3.7%)

3.13

Our firm has experienced
increase in the number of
products and service offered
to the customers

212
(49.1%)

134
(31.0%)

73
(16.9%)

8 (1.9%) 3.31

Weighted Mean 3.20

Source: Researcher’s Field Survey Results (2023)

According to results in Table 4.9., 51.2% of the respondents strongly agree that their customer base

have increased in recent times, 32.9% agree, 12.3% disagree, and 3.7% strongly disagree. On

average, the respondents indicated that their customer base have increased in recent times has a

mean of 3.31. Results also indicated that 27.1% of the respondents strongly agree that their

company sales is increasing due to product superiority, 55.3% agree, 13.0% disagree, and 4.6%

strongly disagree. On average, the respondents indicated that their company sales are increasing due
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to product superiority has a mean of 3.05. Results also indicated that 39.6% of the respondents

strongly agree that their firm experience increase in sales growth through effective brand

management practices strategies, 42.1% agree, 16.4% disagree, and 1.9% strongly disagree. On

average, the respondents indicated that their firm experience increase in sales growth through

effective brand management practices strategies has a mean of 3.19.

Results also indicated that 34.7% of the respondents strongly agree that a company’s sales growth

involves the increase in amount of revenue by a firm, 47.0% agree, 14.6% disagree, and 3.7%

strongly disagree. On average, the respondents indicated that a company’s sales growth involves the

increase in amount of revenue by a firm has a mean of 3.13. Results also indicated that 49.1% of

the respondents strongly agree that their firm has experienced increase in the number of products

and service offered to the customers, 31.0% agree, 16.9% disagree, and 1.9% strongly disagree. On

average, the respondents indicated that their firm has experienced increase in the number of

products and service offered to the customers has a mean of 3.31.

The weighted mean for sales growth is 3.20 indicates 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

firm market performance. Additionally, the weighted mean of 3.20 suggested that the sales growth

with respect to FMCGs in Lagos State is moderately high. Relating results in tables 4.3, 4.4, 4.5,

4.6, and 4.9 together, the measures of brand management practices strategies which includes

internal branding, brand orientation, brand value, and brand equity has varying patterns of increase

with sales growth of FMCGs in Lagos State, Nigeria. Consequent on these findings mentioned

above, it suggests that brand management practices strategies may influence sales growth of

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

the researcher to achieve the third objective of this study.
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In Table 4.10, customer retention was presented as measures of market performance of FMCGs in

Southwest, Nigeria using descriptive statistics and computed for each statement to reveal the

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

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

Table 4.10: Descriptive Analysis of Responses on Customer Retention

Customer Retention SA A D SD MEAN

My organization firms
continuously keep track of
the relationship between
their customers

235
(54.4%)

119
(27.5%)

49
(11.3%)

29
(6.7%)

3.30

My organization resource
and effort are geared
towards maintaining a long-
term relationship with its
customers

122
(28.2%)

228
(52.8%)

70
(16.2%)

12
(2.8%)

3.06

Through product quality
improvement, my
organization has managed to
secure a good customer base

159
(36.8%)

181
(41.9%)

75
(17.4%)

17
(3.9%)

3.12

Customer satisfaction efforts
by my organization have
enhanced the firm’s
reputation and customer
long-term patronage

144
(33.3%)

209
(48.4%)

67
(15.5%)

12
(2.8%)

3.12

My organization makes
every effort to reward
customer inputs in
improving their product
quality

189
(43.8%)

173
(40.0%)

53
(12.3%)

17
(3.9%)

3.24

Weighted Mean 3.17

Source: Researcher’s Field Survey Results (2023)
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According to results in Table 4.10., 54.4% of the respondents strongly agree that their organization

firms continuously keep track of the relationship between their customers, 27.5% agree, 11.3%

disagree, and 6.7% strongly disagree. On average, the respondents indicated that their organization

firms continuously keep track of the relationship between their customers has a mean of 3.30.

Results also indicated that 28.2% of the respondents strongly agree that their organization resource

and effort are geared towards maintaining a long-term relationship with its customers, 52.8% agree,

16.2% disagree, and 2.8% strongly disagree. On average, the respondents indicated that their

organization resource and effort are geared towards maintaining a long-term relationship with its

customers has a mean of 3.06.

Results also indicated that 36.8% of the respondents strongly agree that through product quality

improvement, their organization has managed to secure a good customer base, 41.9% agree, 17.4%

disagree, and 3.9% strongly disagree. On average, the respondents indicated that through product

quality improvement, their organization has managed to secure a good customer base has a mean of

3.12. Results also indicated that 33.3% of the respondents strongly agree that customer satisfaction

efforts by their organization have enhanced the firm’s reputation and customer long-term patronage,

48.4% agree, 15.5% disagree, and 2.8% strongly disagree. On average, the respondents indicated

that customer satisfaction efforts by their organization have enhanced the firm’s reputation and

customer long-term patronage has a mean of 3.12. Results also indicated that 43.8% of the

respondents strongly agree that their organization makes every effort to reward customer inputs in

improving their product quality, 40.0% agree, 12.3% disagree, and 3.9% strongly disagree. On

average, the respondents indicated that their organization makes every effort to reward customer

inputs in improving their product quality has a mean of 3.24.
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The weighted mean for customer retention is 3.17 indicates that on average, respondents agreed

with most of the statements on the high scale as it relates to how customer retention is an

appropriate measure of firm market performance. Additionally, the weighted mean of 3.17

suggested that the customer retention with respect to FMCGs in Lagos State is moderately high.

Relating results in tables 4.3, 4.4, 4.5, 4.6, and 4.10 together, the measures of brand management

practices strategies which includes internal branding, brand orientation, brand value, and brand

equity has varying patterns of increase with customer retention of FMCGs in Lagos State, Nigeria.

Consequent on these findings mentioned above, it suggests that brand management practices

strategies may influence customer retention of FMCGs in Lagos State, Nigeria. This provided

response to research question four and has enabled the researcher to achieve the fourth objective of

this study.

In Table 4.11, brand culture was presented as moderating variable given the FMCGs in Lagos State,

Nigeria using descriptive statistics and computed for each statement to reveal the frequencies,

percentages, and mean on a four-point Likert type scale (Strongly Agree (SA)=4, Agree (A)=3,

Disagree (D)=2, Strongly Disagree

Table 4.11: Descriptive Analysis of Responses on Brand Culture

Brand Culture SA A D SD Mean

My organization brand
philosophy influences the
performance of our brand in
the market

256
(59.3%)

93
(21.5%)

66
(15.3%)

17
(3.9%)

3.36

Brand culture of our
organization accelerates the
delivery of superior value to
customers by firm

116
(26.9%)

244
(56.5%)

56
(13.0%)

16
(3.7%)

3.06
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Brand culture provides
buffer against competition
thereby, enabling firms to
maintain and improve market
performance outcomes

133
(30.8%)

157
(36.3%)

134
(31.0%)

8 (1.9%) 2.96

Brand culture influences
market performance through
enhanced internal integration
and adaptation to the
external environment

81
(18.8%)

214
(49.5%)

121
(28.0%)

16
(3.7%)

2.83

Possible behavior of
customers depends on our
ability to adapt by adopting
superior branding strategies

189
(43.8%)

117
(27.1%)

86
(19.9%)

40
(9.3%)

3.05

Weighted Mean 3.05

Source: Researcher’s Field Survey Results (2023)

According to results in Table 4.11., 59.3% of the respondents strongly agree that their organization

brand philosophy influences the performance of their brand in the market, 21.5% agree, 15.3%

disagree, and 3.9% strongly disagree. On average, the respondents indicated that their organization

brand philosophy influences the performance of their brand in the market has a mean of 3.36.

Results also indicated that 26.9% of the respondents strongly agree that brand culture of their

organization accelerates the delivery of superior value to customers by firm, 56.5% agree, 13.0%

disagree, and 3.7% strongly disagree. On average, the respondents indicated that brand culture of

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

Results also indicated that 30.8% of the respondents strongly agree that brand culture provides

buffer against competition thereby, enabling firms to maintain and improve market performance

outcomes, 36.3% agree, 31.0% disagree, and 1.9% strongly disagree. On average, the respondents

indicated that brand culture provides buffer against competition thereby, enabling firms to maintain
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and improve market performance outcomes has a mean of 2.96. Results also indicated that 18.8%

of the respondents strongly agree that brand culture influences market performance through

enhanced internal integration and adaptation to the external environment, 49.5% agree, 28.0%

disagree, and 3.7% strongly disagree. On average, the respondents indicated that brand culture

influences market performance through enhanced internal integration and adaptation to the external

environment has a mean of 2.83.

Results also indicated that 43.8% of the respondents strongly agree that possible behavior of

customers depends on their ability to adapt by adopting superior branding strategies, 27.1% agree,

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

behavior of customers depends on their ability to adapt by adopting superior branding strategies has

a mean of 3.05.

The weighted mean for brand culture is 3.05 indicates that on average, respondents agreed with

most of the statements on the high scale as it relates to how brand culture is an appropriate

moderator. However, the weighted mean of 3.05 suggested that brand culture is moderately high.

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

brand culture. 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 brand management practices strategies which includes internal branding, brand

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

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

retention, and brans culture of FMCGs in Lagos State, Nigeria. Consequent on these findings

mentioned above, it suggests that brand management practices strategies may influence market

performance of FMCGs in Lagos State, Nigeria. More so, the mean value of brand culture which

has varying degree of increase with brand management practices strategies holds the potential to
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moderate the interaction between brand management practices and market performance of FMCGs

in Lagos State, Nigeria. This provided response to research question five and six and has enabled

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

4.2.2 Hypotheses

H01: Brand management practices (internal branding, brand equity, brand orientation and brand

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

In order to test the hypothesis, linear multiple regression analysis was used. In the analysis, the

values of profitability were regressed on the values of each of the values of brand management

practices. The data for brand management practices was generated by summing responses of all

items for internal branding, brand equity, brand orientation and brand value respectively while that

of profitability was generated by adding responses of all items used to measure the variable. The

regression test results are presented in Tables 4.12.

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

practices on profitability of selected FMCGs in Lagos State, Nigeria

Model Beta T Sig. R R2 Adj.
R2

Anova
Sig.

F(df)

.299a .089 .081 .000b 10.484
(4,427)

(Constant) 2.698 11.362 .000

Internal
branding -0.002 -.033 .974

Brand
Orientation 0.225 5.104 .000

Brand value -0.112 -2.877 .004
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Brand Equity 0.071 1.822 .069

Dependent Variable: Profitability

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

Researcher’s Field Survey Results (2023)

Table 4.12 presents the results of multiple regression analysis for the effect of brand management

practices on profitability of selected FMCGs in Lagos State, Nigeria. Table 4.12 presents a model

summary which establishes how the model equation fits into the data. The Adj R2was used to

establish the predictive power of the study’s model. From the results, brand management practices

(personality, perception, learning, and attitude) have positive but very weak relationship with

profitability of selected FMCGs in Lagos State, Nigeria(R =0.299, p=0.000). The Adjusted

coefficient of determination (Adj. R2) of 0.081 shows that brand management practices explained

8.1% of the variation in profitability of selected FMCGs under study while the remaining 91.9%

changes in profitability is explained by other exogenous variable different from brand

management practices considered in this study. This result suggests that brand management

practices influence 2.6% of profitability of selected FMCGs in Lagos State, Nigeria in Lagos State.

Table 4.12 presents the results of ANOVA (overall model significance) of regression test which

revealed that the combined brand management practices have a significant effect on profitability of

selected FMCGs in Lagos State, Nigeria in Lagos State. This can be explained by the F-value

(10.484) and low p-value (0.000) which is statistically significant at 95% confidence interval.

Hence, the result posited that brand management practices adopted by FMCGs in Lagos State,

Nigeria influenced profitability however the influence is very small.
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Furthermore, the results of regression coefficients which revealed that a positive effect was reported

for all the brand management practices dimension except Internal branding and brand equity which

shows insignificant relative effect. Specifically, the results reveal that at 95% confidence level,

Brand Orientation (β = 0.225, p= 0.000), and Brand value (β = -0.112, p= 0.004) of the FMCGs

were statistically significant as the p-values were less than 0.05 and the t-values greater than 1.96.

Based on coefficient of regression table 4.12, the regression model is restated as follows:

PF = 2.698 + 0.225BO – 0.112BV………… Eq. (i)

Where: PF = Profit

BO = Brand Orientation

BV = Brand Value

According to the regression equation above, taking all factors constant at zero, profitability of

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

variables at zero, a unit change in brand orientation will lead to a 0.225 increase in profitability of

FMCGs in Lagos State, Nigeria given that all other factors are held constant. Moreover, the result

also indicates that taking all other independent variables at zero, a unit change in brand value will

lead to a 0.112 decrease in profitability of FMCGs in Lagos State, Nigeria given that all other

factors are held constant.

Overall, from the results, only brand orientation has the highest positive relative effect on the

profitability of FMCGs in Lagos State, Nigeria with a coefficient of 0.225 and t value of 5.104 and

this raised significant concern for the relevance of other brand management practices activities.

Nevertheless, based on the results, this study can conclude that brand management practices

significantly influence profitability of FMCGs in Lagos State, Nigeria. On the strength of this result
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(Adj R2= 0.081, F(4,427)= 10.484, p= 0.000), this study rejects the null hypothesis two (H02) which

states that brand management practices have no significant effects on profitability of selected

FMCGs in Lagos State, Nigeria.

H02: Brand management practices (internal branding, brand equity, brand orientation and brand

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

In order to test the hypothesis, linear multiple regression analysis was used. In the analysis, the

values of market share were regressed on the values of each of the values of brand management

practices. The data for brand management practices was generated by summing responses of all

items for internal branding, brand equity, brand orientation and brand value respectively while that

of market share was generated by adding responses of all items used to measure the variable. The

regression test results are presented in Tables 4.13.

Table 4.13: Summary of multiple regression analysis for the effect of brand management

practices on market share of selected FMCGs in Lagos State, Nigeria

Model Beta T Sig. R R2 Adj.
R2

Anova
Sig.

F(df)

0.186a 0.035 0.026 .004b 3.839
(4,427)

(Constant) 2.196 7.254 0.000

Internal
branding 0.220 3.231 0.001

Brand
Orientation 0.071 1.253 0.211

Brand value -0.057 -1.149 0.251

Brand Equity 0.066 1.330 0.184
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Dependent Variable: Customer satisfaction

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

Researcher’s Field Survey Results (2023)

Table 4.13 presents the results of multiple regression analysis for the effect of brand management

practices on market share of selected FMCGs in Lagos State, Nigeria. Table 4.13 presents a model

summary which establishes how the model equation fits into the data. The Adj R2was used to

establish the predictive power of the study’s model. From the results, brand management practices

(personality, perception, learning, and attitude) have positive but very weak relationship with

market share of selected FMCGs in Lagos State, Nigeria(R = 0.186, p=0.000). The Adjusted

coefficient of determination (Adj. R2) of 0.026 shows that brand management practices explained

2.6% of the variation in market share of selected FMCGs under study while the remaining 97.4%

changes in market share is explained by other exogenous variable different from brand

management practices considered in this study. This result suggests that brand management

practices influence 2.6% of market share of selected FMCGs in Lagos State, Nigeria in Lagos

State.

Table 4.13 presents the results of ANOVA (overall model significance) of regression test which

revealed that the combined brand management practices have a significant effect on market share of

selected FMCGs in Lagos State, Nigeria in Lagos State. This can be explained by the F-value

(3.839) and low p-value (0.000) which is statistically significant at 95% confidence interval. Hence,

the result posited that brand management practices adopted by selected FMCGs in Lagos State,

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

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

for only Internal branding as the components of brand management practices while other
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component including brand equity, brand orientation and brand value shows insignificant effect.

Specifically, the results reveal that at 95% confidence level, Internal branding (β = 0.221, p= 0.001)

of the FMCGs were statistically significant as the p-values were less than 0.05 and the t-values

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

follows:

PF = 2.196 + 0. 0.221IB………… Eq. (ii)

Where: PF = Profit

IB = Internal Branding

According to the regression equation above, taking all factors constant at zero, market share of

selected FMCGs in Lagos State, Nigeria is 2.196. The result also indicates that taking all other

independent variables at zero, a unit change in internal branding will lead to a 0.221 increase in

market share of FMCGs in Lagos State, Nigeria given that all other factors are held constant.

Overall, from the results, only internal branding has the highest relative effect on the market share

of FMCGs in Lagos State, Nigeria with a coefficient of 0.221 and t value of 3.231 and this raised

significant concern for the relevance of other brand management practices activities. Nevertheless,

based on the results, this study can conclude that brand management practices significantly

influence market share of FMCGs in Lagos State, Nigeria. On the strength of this result (Adj R2=

0.026, F(4,427)= 3.839, p= 0.000), this study rejects the null hypothesis two (H02) which states that

brand management practices have no significant effects on market share of selected FMCGs in

Lagos State, Nigeria.

H03: Brand management practices (internal branding, brand equity, brand orientation and brand

value) has no significant impact on sales growth of FMCGs in Lagos State, Nigeria
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In order to test the hypothesis, linear multiple regression analysis was used. In the analysis, the

values of sales growth were regressed on the values of each of the values of brand management

practices. The data for brand management practices was generated by summing responses of all

items for internal branding, brand equity, brand orientation and brand value respectively while that

of sales growth was generated by adding responses of all items used to measure the variable. The

regression test results are presented in Tables 4.14.
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Table 4.14: Summary of multiple regression analysis for the effect of brand management

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

Model Beta T Sig. R R2 Adj.
R2

Anova
Sig.

F(df)

0.357 0.128 0.119 0.000b 15.600
(4,427)

(Constant) 1.833 7.663 0.000

Internal
branding 0.252 4.690 0.000

Brand
Orientation 0.179 4.031 0.000

Brand value 0.058 1.465 0.144

Brand Equity -0.066 -1.692 0.091

Dependent Variable: Sales growth

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

Researcher’s Field Survey Results (2023)

Table 4.14 presents the results of multiple regression analysis for the effect of brand management

practices on sales growth of selected FMCGs in Lagos State, Nigeria. Table 4.14 presents a model

summary which establishes how the model equation fits into the data. The Adj R2was used to

establish the predictive power of the study’s model. From the results, brand management practices

(personality, perception, learning, and attitude) have positive but very weak relationship with sales

growth of selected FMCGs in Lagos State, Nigeria(R =0.357, p=0.000). The Adjusted coefficient

of determination (Adj. R2) of 0.119 shows that brand management practices explained 11.9% of

the changes in sales growth of FMCGs under study while the remaining 88.1% changes in sales
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growth is explained by external factors different from brand management practices considered in

this study. This result suggests that brand management practices influence 11.9% of sales growth

of FMCGs in Lagos State, Nigeria in Lagos State.

Table 4.14 presents the results of ANOVA (overall model significance) of regression test which

revealed that the combined brand management practices have a significant effect on sales growth of

FMCGs in Lagos State, Nigeria in Lagos State. This can be explained by the F-value (15.600) and

low p-value (0.000) which is statistically significant at 95% confidence interval. Hence, the result

posited that brand management practices adopted by FMCGs in Lagos State, Nigeria influenced

sales growth however the influence is very small.

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

for all the brand management practices dimension except brand value and brand equity which

shows insignificant relative effect. Specifically, the results reveal that at 95% confidence level,

internal branding (β = 0.252, p= 0.000) and brand orientation (β = 0.179, p= 0.000) of the FMCGs

were statistically significant as the p-values were less than 0.05 and the t-values greater than 1.96.

Based on coefficient of regression table 4.XX, the regression model is restated as follows:

SG = 1.833 + 0.252IB + 0.179BO………… Eq. (iii)

Where: SG = Sales Growth

IB = Internal Branding

BO = Brand Orientation

According to the regression equation above, taking all factors constant at zero, sales growth of

FMCGs in Lagos State, Nigeria is 1.833. The result also indicates that taking all other independent

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

also indicates that taking all other independent variables at zero, a unit change in brand orientation

will lead to a 0.179 increase in sales growth of FMCGs in Lagos State, Nigeria given that all other

factors are held constant.

Overall, from the results, internal branding has the highest relative effect on the sales growth of

FMCGs in Lagos State, Nigeria with a coefficient of 0.252 and t value of 4.690 followed by brand

orientation with a coefficient of 0.179 and t value of 4.031. Based on the results, this study can

conclude that brand management practices significantly influence sales growth of FMCGs in Lagos

State, Nigeria. On the strength of this result (Adj R2= 0.119, F(4,427)= 15.600, p= 0.000), this study

rejects the null hypothesis three (H03) which states that brand management practices have no

significant effects on sales growth of selected FMCGs in Lagos State, Nigeria.

H04: Brand management practices (internal branding, brand equity, brand orientation and brand

value) has no significant impact on Customer Retention of FMCGs in Lagos State, Nigeria

In order to test the hypothesis, linear multiple regression analysis was used. In the analysis, the

values of Customer Retention were regressed on the values of each of the values of brand

management practices. The data for brand management practices was generated by summing

responses of all items for internal branding, brand equity, brand orientation and brand value

respectively while that of Customer Retention was generated by adding responses of all items used

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

practices on Customer Retention of selected FMCGs in Lagos State, Nigeria

Model Beta t Sig. R R2 Adj.
R2

Anova
Sig.

F(df)

0.258a 0.067 0.058 0.000b 7.629
(4,427)

(Constant) 1.935 6.840 0.000

Internal
branding 0.224 3.534 0.000

Brand
Orientation 0.181 3.434 0.001

Brand value -0.051 -1.094 0.275

Brand Equity 0.030 0.639 0.523

Dependent Variable: Customer Retention

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

Researcher’s Field Survey Results (2023)

Table 4.15 presents the results of multiple regression analysis for the effect of brand management

practices on Customer Retention of selected FMCGs in Lagos State, Nigeria. Table 4.15 presents a

model summary which establishes how the model equation fits into the data. The Adj R2was used

to establish the predictive power of the study’s model. From the results, brand management

practices (personality, perception, learning, and attitude) have positive but very weak relationship

with Customer Retention of selected FMCGs in Lagos State, Nigeria(R =0.258, p=0.000). The

Adjusted coefficient of determination (Adj. R2) of 0.058 shows that brand management practices

explained 5.8% of the changes in customer retention of FMCGs under study while the remaining
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94.2% changes in customer retention is explained by external factors different from brand

management practices considered in this study. This result suggests that brand management

practices influence 5.8% of customer retention of FMCGs in Lagos State, Nigeria in Lagos State.

Table 4.15 presents the results of ANOVA (overall model significance) of regression test which

revealed that the combined brand management practices have a significant effect on customer

retention of FMCGs in Lagos State, Nigeria in Lagos State. This can be explained by the F-value

(7.629) and low p-value (0.000) which is statistically significant at 95% confidence interval. Hence,

the result posited that brand management practices adopted by FMCGs in Lagos State, Nigeria

influenced Customer retention however the influence is very small. Furthermore, the results of

regression coefficients which revealed that a positive effect was reported for all the brand

management practices dimension except brand value and brand equity which shows insignificant

relative effect. Specifically, the results reveal that at 95% confidence level, internal branding (β =

0.224, p= 0.000) and brand orientation (β = 0.181, p= 0.001) of the FMCGs were statistically

significant as the p-values were less than 0.05 and the t-values greater than 1.96. Based on

coefficient of regression table 4.15, the regression model is restated as follows:

CR = 1.935 + 0.224IB + 0.181BO………… Eq. (iv)

Where: CR = Customer Retention

IB = Internal Branding

BO = Brand Orientation

According to the regression equation above, taking all factors constant at zero, customer retention

of FMCGs in Lagos State, Nigeria is 1.935. The result also indicates that taking all other

independent variables at zero, a unit change in internal branding will lead to a 0.224 increase in
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customer retention of FMCGs in Lagos State, Nigeria given that all other factors are held constant.

Moreover, the result also indicates that taking all other independent variables at zero, a unit change

in brand orientation will lead to a 0.181 increase in Customer Retention of FMCGs in Lagos State,

Nigeria given that all other factors are held constant.

Overall, from the results, internal branding has the highest relative effect on the Customer

Retention of FMCGs in Lagos State, Nigeria with a coefficient of 0.224 and t value of 3.534

followed by brand orientation with a coefficient of 0.181 and t value of 3.534. Based on the results,

this study can conclude that brand management practices significantly influence customer retention

of FMCGs in Lagos State, Nigeria. On the strength of this result (Adj R2= 0.058, F(4,427)= 7.629,

p= 0.000), this study rejects the null hypothesis four (H04) which states that brand management

practices have no significant effects on customer retention of FMCGs in Lagos State, Nigeria.

H05-6: Brand culture has no significant moderating effect on the interactions between brand

management practices and market performance of FMCGs in Lagos State, Nigeria.

To evaluate the null hypothesis seven, hierarchical regression was applied whereby the analysis was

carried out in the order of hierarchy. A composite score was obtained for the brand management

practices as adopted by the FMCGs in Lagos State, Nigeria and were used in the regression analysis.

Also, data for market performance (Y) was created by adding responses of all items for the variable,

while that of brand culture (Z) was obtained from adding responses of all items for the variable. In

addition, an interaction term for brand management practices and brand culture (Xi*Z) was

obtained by multiplying the composite score for brand management practices and brand culture.

The hypothesis would be supported if the effect of the interaction of brand management practices

and brand culture (Xi*Z) on market performance of FMCGs in Lagos State, Nigeria is statistically

significant. The results of the analysis step by step are presented in Table 4.16.
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Table 4.16: Summary of hierarchical regression analysis for the moderating effect of brand

culture on the relationship between brand management practices, and market performance of

FMCGs in Lagos State

Model1,2,3 Beta t Sig. R R2 Adj.
R2

ΔR2 ΔF Sig. F
Change

(Constant)1 2.319 14.971 .000 0.264a 0.070 0.068 0.070 32.317 0.000

Brand management
practices .277 5.685 .000

F&Anova Sig: 32.317 (1,430), p=.000

(Constant)2 2.339 12.911 .000 .265b .070 .066 .001 7.084 .000

BrandManagement .278 -4.419 .000

Brandculture -.007 8.327 .000

F&Anova Sig: 16.166(2, 429), p=.000

(Constant)
4.058 3.345 .001 .273c .075 .068 .004 2.048

.153

Brand management
practices -.258 -.683 .495

Brand culture -.575 -1.447 .149

Brand management
practices*Brand
Culture

.177 1.431 .153

F&Anova Sig: 11.486(3,428), p= .177

a. Predictors: (Constant), Brand management practices

b. Predictors: (Constant), Brand management practices, Brand culture
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c. Predictors: (Constant), Brand management practices, Brand culture, BM*BC denote Brand

management practices*Brandculture

d. Dependent Variable: Market performance

Source: Researcher’s Field Survey Results (2023)

Tables 4.16 present hierarchical multiple regression results for the moderating effect of brand

culture on the interactions between brand management practices, and market performance. Results

in Table 4.16 model 1 summarizes the output for the analysis if moderation effect is not considered.

Therefore, in this model, the independent variable was brand management practices and firm-

specific capability. Moreover, the result in model 1 reflect the outcome of hypothesis 5 which test

the effect of brand management practices on market performance of FMCGs in Lagos State,

Nigeria.

From table 4.16, Model 1 reveals that R = 0.264, R² = 0.070, and F(1, 430) = 32.317, p = 0.000.

The value of coefficient of determination, R² indicates that 7% of the variance in the market

performance of FMCGs in Lagos State, Nigeria was explained by brand management practices. The

remaining 93% of the total variation in market performance are explained by factors not included in

the model. The explained variation of brand management practices on market performance was

found to be significant at p-value of 0.000 which is below the accepted threshold of 0.05. The

regression coefficients section in Table 4.16 shows that the coefficient and constants were both

positive and statistically significant given the p-value of 0.000. Hence, the model that establishes

the effect of brand management practices and firm-specific capability on Market performance was

expressed as follows;

MP = 2.319 + 0.277BM………………………………. Eq. (v)
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Where MP= Market performance

BM= Brand management Practices

According to the regression equation above, taking all factors constant at zero, customer retention

of FMCGs in Lagos State, Nigeria is 2.319. The result also indicates that taking all other

independent variables at zero, a unit change in brand management practices will lead to a 0.277

increase in market performance of FMCGs in Lagos State, Nigeria given that all other factors are

held constant. Based on the results, this study can conclude that brand management practices

significantly influence customer retention of FMCGs in Lagos State, Nigeria. On the strength of

this result (R2= 0.070, F(1,430)= 32.317, p= 0.000), this study rejects the null hypothesis five (H05)

which states that brand management practices have no significant effects on market performance of

FMCGs in Lagos State, Nigeria.

In the second model, a multiple regression involving Brand management practices, and brand

culture was introduced in the model as predictor variables and the results indicates that a change

was experienced as R2 change is 0.001 implying that the regression model explains 26.5% of

variations in market performance while the rest (73.5%) are attributed to variables not included in

the model. The F-statistics is 16.166 with a corresponding p-value of 0.000 (p˂0.05) indicating

that the effect is statistically significant. Brand management practices has a coefficient of 0.278; t-

statistic of -4.419 and a p-value of 0.000. This implies that the performance effect of brand

management practices is negative and significant. In addition, brand culture has a coefficient of -

0.007; t-statistic of 8.327, and a p-value of 0.000. This implies that brand culture has positive and

significant influence on market performance of FMCGs in Lagos State, Nigeria. More so, a unit

change in brand culture will have a concomitant -0.007 change in market performance. The

regression model is hence restated as follows;
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MP = 2.339 - 0.278BM -0.007BC ……………….. Eq (vi)

Where: MP = Market Performance

BM= Brand management practices

BC= Brand Culture

The third model involved the introduction of interaction term of brand management practices, and

brand culture using regression model. Result in Table 4.16 indicates that the R square change is

0.004, and F-change of 31.366 with a corresponding p-value of 0.153 implied that the interaction

term of brand management practices and brand culture have a positive but insignificant moderating

effect on market performance of FMCGs in Lagos State, Nigeria (p=0.153). Furthermore, the

interaction term of brand management practices, and brand culture has a beta coefficient of .177,

and a corresponding t-value of 1.431. Hence, this implies that brand culture does not moderates the

functional relationship between Brand management practices and market performance of FMCGs in

Lagos State, Nigeria. Based on this result (ΔR2= 0.004, F(3,428)= 11.486, p= 0.177), this study fail

to reject the null hypothesis six (H06) thereby confirming that brand culture has no significant

moderating effect on the association between Brand management practices, and market

performance of FMCGs in Lagos State, Nigeria.

Summary of Findings

The study positioned the effect of brand management practices activities (internal branding, brand

orientation, brand value, and brand equity) on the individual market performance (market share,

sales performance, profitability, and customer retention) of FMCGs in Lagos State, Nigeria. It also

examined the moderating effects of brand culture on the functional relationship between brand
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management practices activities and market performance of FMCGs in Lagos State, Nigeria. Table

4.17 presents summary of the hypotheses tested and the result thereof.

Table 4.17: Summary of Findings

S/N Hypotheses Results Remarks

1 H01: Brand management practices have no
significant effects on profitability of selected
FMCGs in Lagos State, Nigeria.

(Adj R2= 0.081,
F(4,427)= 10.484,
p= 0.000)

Reject H01

2 H02: brand management practices have no
significant effects on market share of selected
FMCGs in Lagos State, Nigeria.

(Adj R2= 0.026,
F(4,427)= 3.839,
p= 0.000)

Reject H02

3 H03: Brand management practices have no
significant effects on sales growth of selected
FMCGs in Lagos State, Nigeria.

(Adj R2= 0.119,
F(4,427)= 15.600,
p= 0.000)

Reject H03

4 H04: Brand management practices have no
significant effects on customer retention of FMCGs
in Lagos State, Nigeria.

(Adj R2= 0.058,
F(4,427)= 7.629,
p= 0.000)

Reject H04

5 H05: There is no significant effect of Brand
management practices on market performance of
FMCGs in Lagos State, Nigeria.

(R² = 0.070, and
F(1, 430) =
32.317, p = 0.000)

Reject H05

6 H06: Brand culture has no significant moderating
effect on the association between brand
management practices, and market performance of
FMCGs in Lagos State, Nigeria.

(ΔR2= 0.004,
F(3,428)= 11.486,
p= 0.177)

Fail to reject H06

Source: Compiled by the Researcher (2023)
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Table 4.17 above presentsthe result of the six null hypotheses tested in relation to the FMCGs

manufacturers in Lagos State, Nigeria. From the table 4.17, only hypothesis six which suggested

that brand culture has no significant moderating effect on the association between brand

management practices, and market performance of FMCGs in Lagos State, Nigeriawas accepted

while the null hypotheses one, two, three, four, and five were not accepted. In all, five null

hypotheses were rejected and one null hypothesis was accepted. This result has implication for

management and external stakeholders of the FMCGs in Lagos State, Nigeria.

4.3 Discussion of Findings

The results of the multiple regression analysis for the effect of brand management practices on the

profitability of selected FMCGs in Lagos State, Nigeria, established that brand management has

significant effects on the profitability of selected FMCGs in Lagos State, Nigeria. Conceptually,

strong brands lay out in their identities what consumers can expect from them and what value they

can offer, and it is through brand management these are reinforced at all touchpoints1. This leads to

creating a consistent and precise image formulated in the consumer's mind. The role of a brand and,

therefore, brand management is to provide consumers, users and other stakeholders some

reassurance and confidence in their decision-making, helping them navigate the range of other

brands and products in a marketplace and enhance the overall profitability of the business2.

This result found support in prior brand management studies. For instance, a study in the Balkans

examined the impact of customer retention orientation and brand orientation on customer loyalty

and financial performance in SMEs. The study employed structured research questionnaires and

was analysed using structured equation modelling (SEM). The study suggests that customer loyalty

can be improved through orienting strategies towards ensuring customer retention, creating brand

value and supporting brand consistency. The study established a positive association between brand
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association and financial performance with a significant partially mediating effect on customer

loyalty. The study focus was general SME firms, while the current research context is specifically

on star-rated hotels in Kenya, which have a standardised environment of operations. Scholars

focused on examining the internal branding process and financial performance in service companies.

The study sampled 124 service companies in Finland and utilised structured questionnaires to

collect data. The study model was tested using SEM analysis. The results of the study established

that internal branding has an indirect effect on the service companies' brand and market

performance. The results revealed a direct association between internal branding processes such as

brand value concepts, set beliefs and attributes and a firm's financial performance. The research

does not interrogate how other aspects of brand management affect the performance of the firms

this study examined3,4.The result of another study reveals a direct positive effect of brand

orientation on brand performance. Further, a positive relationship exists between brand

performance and a firm's financial performance. Additionally, brand orientation delivers

substantially to the creation of economic outcomes directly5.

This study's findings supported the dynamic capability theory because the brand management

performance effect, which is the bone of contention in this study, depicts an outcome of

management change activity. More so, while establishing strong identification is necessary, the

strategic advantage comes from the dynamic capability of branding within a network, where other

actors are also playing with the brand6. Thus interactive communications between buyers and

sellers and other actors to create standard, shared, and diverse meanings play a critical role in the

firm's profitability. Hence, the interaction between brand management and its associated

performance effect is explained within the framework of the dynamic capability theory. This study's

results are in concomitance with these theoretical perspectives. Hence, given the support found in

conceptual, empirical and theoretical submissions in previous literature with this present study's
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result, the study posits that brand management practices significantly affect the profitability of

selected FMCGs in Lagos State, Nigeria.

The results of the multiple regression analysis for the effect of brand management practices on the

market share of selected FMCGs in Lagos State, Nigeria, established that brand management has

significant effects on the market share of selected FMCGs in Lagos State, Nigeria. Conceptually,

brand management refers to how firms manage and market their brands. Strategic brand

management involves building, measuring, and managing a brand's value to an organisation, its

visibility, and familiarity with the consumer to influence their purchase decisions7. It involves using

frozen assets to ensure consistency in product attributes, quality, and market presence, ultimately

leading to a strong presence in the market. Brand management is analysing, planning, and

implementing branding strategies to influence customers' perceptions of a brand or service8.

This result found support in prior brand management studies. For instance, a study investigated

brand equity and purchase intentions of Telecommunication firms in Rivers State; it was found that

brand equity attributes significantly affect purchase intention. Another study observed the influence

of brand competency on brand performance in the Nigerian cosmetics and health products sector in

Rivers State. The analysis was executed using multiple regressions aided by the Statistical Package

for Social Sciences (SPSS) version 22.0. The results revealed that brand attributes and brand value

significantly affect brand performance, and concluded that the attributes of brand competency

(brand attributes and brand value) have significant and positive effects on brand performance, and

recommended that managers of cosmetics and health products should build robust and reliable

brand attributes to enhance superior brand performance10,11.

A study inquires about the relationships between four dimensions of brand equity and market

performance (customer acquisition). The study divulged that through the various heights of
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statistical interactions and guidelines of relationships, all the dimensions of brand equity studied

were decisive at P < (0.05) (one-tailed) in shaping the behaviour of customer acquisition.

Exclusively, brand awareness was established to have the most decisive statistical interface with

market performance, tagged by perceived quality, brand loyalty and brand association. Furthermore,

there is a significant difference between the opinions of food and beverage firms and end customers

in the market performance estimation. Another study investigated the relationship between brand

equity dimensions in the fashion industry. The study's outcome underlined that brand equity

dimensions of perceived quality, brand loyalty, brand awareness and brand association have

significant and positive effects on brand equity. Also, the study found a relationship between brand

equity dimensions used in the study; it provided significant insight into how marketing activities,

when put into practice, can show the way to the expansion of brand equity12,13.

The findings of this study supported the dynamic capability theory because dynamic capability is

the capability of an organisation to adapt an organisation's resource base purposefully14. Dynamic

capability is the firm's processes that use resources-specifically the processes to integrate,

reconfigure, gain and release resources-to match and even create market change" and "the

organisational and strategic routines by which firms achieve new resources and configurations as

markets emerge, collide, split, evolve, and die14. Hence, the interaction between brand management

and the market share effect is explained within the framework of the dynamic capability theory.

This study's results are in concomitance with these theoretical perspectives. Hence, given the

support found in conceptual, empirical and theoretical submissions in previous literature with this

present study's result, the study posits that brand management practices significantly affect the

market share of selected FMCGs in Lagos State, Nigeria.
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According to the findings of a multiple regression analysis, brand management strategies

substantially affect the sales of selected fast-moving consumer goods (FMCGs) in Lagos State,

Nigeria. By extension, brand management is the process through which a company builds a

marketing campaign around an image for its brand, establishes objectives, evaluates its brand's

worth and reputation, and decides how much money to put into the effort. Any brand management

strategy aims to increase and solidify customer loyalty to that brand over time. In part, increased

customer traffic and performance can be attributed to the improved brand image fostered by

effective brand management methods.

Previous research on brand management supported this finding. For instance, research has shown

that modifying the brand's value signals is essential for building consumer recognition and

preference among consumers17. The effect of brand association on consumer purchasing behaviour

in the footwear industry was studied. The research showed a favourable correlation between the

aspects of consumers' associations with brands and their purchasing decisions. Guarantee, social

identity, personal identification, and status are some of the brand association functions that benefit

referrals, repeat purchases, and premium pricing. A study was conducted to see what role

familiarity with a brand has in influencing a consumer's buying decision. The study found a positive

and substantial relationship between brand awareness and brand loyalty. The study also found that

positive brand attitudes tend to rise in tandem with consumers' levels of brand awareness. Scholars

have added to the conversation by measuring brand association and emotional loyalty in a cross-

section of deposit money banks. The research shows that brand association increases company

growth indices by allowing consumers to identify customer preferences and differentiate firms from

competitors easily18. Researchers in Ghana's Ho Municipality looked into the effect of branding on

the purchasing habits of people who use textiles. According to the research, buyers will remain

loyal to their favourite brands even if the price of those goods increases by 21 per cent.
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This research lent credence to the dynamic capability idea. According to the hypothesis, businesses

with more excellent dynamic capabilities are predicted to outperform those with fewer such

capabilities. The theory's overarching objective is to explain why some businesses are more

successful than others in creating and maintaining a competitive edge in terms of operational

performance than their rivals. A company's capabilities are the sum of its superior performance-

enabling behaviours: high-level, learned, structured, and repeatable. Since the current study's

findings are consistent with those of earlier conceptual, empirical, and theoretical contributions to

the literature, the study concludes that brand management techniques significantly affect the sales

growth of selected FMCGs in Lagos State, Nigeria.

The impact of brand management methods on customer retention of fast-moving consumer goods in

Lagos State, Nigeria: A multiple regression analysis found that retention rates for fast-moving

consumer goods (FMCGs) in Lagos State, Nigeria, are significantly impacted by brand

management. Branding is a compilation of client guarantees concerning the product's physical and

emotional traits and benefits19. It serves the purpose of establishing a unique position for the

company and setting it apart from its competitors. Companies of all sizes understand the importance

of branding in creating a customer base that can differentiate items and understand why one product

is better than another. Many businesses, including retail, wholesale, finance, consulting,

telecommunications, education, and hospitality, have found success with brand management

methods aimed at influencing consumers' purchase decisions20.

A study of Ugandan hotels found that most of them regularly self-evaluate their services to

guarantee the highest standards for their clientele. Hotels actively forged partnerships among their

many departments to better serve their guests. According to the findings, hotel branding

significantly influenced consumers' propensity to repurchase, level of brand loyalty, and frequency
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of stays. Due to high consumer expectations and the costs involved, the survey found that most

hotels needed help with branding. The study does not determine whether specific branding

strategies affect hotel performance21. Customer loyalty in Embu County, Kenya's savings and credit

cooperatives: the role of brand awareness and customer attributes. A cross-sectional study was

conducted, with participants drawn from among the 30 Saccos active in Embu22. According to the

findings, client loyalty is substantially affected by how well-known a brand is. According to the

findings, weak brand identities and ineffective awareness initiatives (including marketing and

alternative distribution channels) significantly reduce customer loyalty. Whereas that study looked

at customer loyalty within Saccos, this one looks at the success of small and medium-sized hotels in

Nairobi County that have earned a star rating23.

A causal model explains the connection between hotel guests' perceptions of the hotel's brand and

their subsequent loyalty. According to the results, there is a correlation between brand perception

and brand loyalty. Significant factors of the brand image included the degree of originality, the

brand's repute, and advertising techniques24. Previous stays, hotel atmosphere, and overall offering

all played a role in determining customer loyalty. The number is a positive correlation between

customer loyalty and the likelihood that a guest will refer the hotel to friends and family. In another

study, researchers in Kenya examined how brand management traits, business image, client traits,

and client happiness all tied together25. The researchers used a descriptive research strategy and

randomly selected individuals for the study. According to the results, there was a statistically

significant correlation between brand management features and higher levels of consumer

satisfaction. According to the findings, there is a close relationship between the characteristics of

brand management and consumer happiness. Students' decisions to enrol at a specific university are

heavily influenced by factors such as the university's brand, image, culture, service providing,

reputation, alumni affiliation, and history26.
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The study's results lent credence to claims of increased dynamism. The dynamic capacities

hypothesis postulates, among other things, that profitable companies will demonstrate the ability to

adapt quickly to shifts in the market. According to the notion, a company's business process, market

position, and prospects all have a hand in shaping the firm-specific talents that enable it to adapt to

its environment. Most definitions of dynamic capabilities still focus inwardly on the organisation,

but this is beginning to change as the importance of combined activity competence and a network

view is realised. It is becoming more accepted that businesses rely on partnerships with their clients

and other interested parties in order to succeed27. The findings of this investigation are consistent

with these theoretical frameworks. This study concludes that brand management strategies in Lagos

State, Nigeria, significantly affect customer retention of fast-moving consumer goods (FMCGs)

because conceptual, empirical, and theoretical contributions in the existing literature support them.

Proposition 5

According to the findings of a multiple regression study, brand management has a considerable

impact on the market performance of fast-moving consumer goods (FMCGs) in Lagos State,

Nigeria. Client market, product market, and financial market are the typical conceptual tiers at

which businesses' brand management can be seen. Because of this, brand management is crucial, as

it allows the brand to be seen not just as a malleable construct but also as one of the most valuable

assets that contribute to improved market performance and increased corporate value28.

Furthermore, brand management is an organisation's overall scope and direction, as well as how its

many functions work together to achieve a specific goal29. Thus, it is the journey a firm takes to

establish a distinct brand identity in the eyes of its target market.

Previous research on brand management supported this finding. They examined how the hotel

industry's brand performance is affected by the hotel brand's trademark, brand awareness, brand
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attitude, and brand repute. According to the findings, hotel brand performance implementation

serves as a preface to brand consistency. Brand attitude has two parts (brand association and brand

belief), brand awareness is made up of familiarity and recognizability, and brand consistency is

characterised by reliability in brand reputation. Hotels worldwide can utilise brand signatures to

monitor how their namesake brands are doing globally30. Another analysis examined how a

company's branding tactics affected its bottom line in Kenya. The research method used in this

study was a survey sent to the upper echelons of management at specific multinational

organisations. The research found that many methods commonly used by multinational

corporations (MNCs), such as those involving brand recognition, brand elements, brand personality,

brand name, and brand identity, are widely used. According to the results, branding tactics do have

an impact on the success of international corporations. According to the findings, it is essential to

assess the success of branding efforts regularly. Whereas one research focused on global

corporations, this is narrower in scope and looks at hotels in Kenya31.

Research the correlation between hotel management philosophy and financial success at

establishments in the greater Nairobi area32. Multiple linear regression was used to analyse the

study's primary research data. According to the regression analysis results, an organisation's

performance is enhanced by its market power, strategic orientation, organisational structure, and

market orientation33. According to the research, hotel performance is improved by focusing on the

market and carefully monitoring customer quality and positioning. There was an empirical gap in

the literature about evaluating the effect of brand association on the performance of hotels in

Nairobi City County, and this study filled that void34.

Given that the branding process represents an actor's dynamic capacity inside a network, the results

of this study lend credence to the dynamic capability theory. An actor's dynamic capacity facilitates
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meaningful growth across the network by permitting others to build upon their operative

competence in establishing a brand identity. Competitors will have a hard time duplicating

distinctive dynamic capability since it is based on "socially complex" information and is used to

facilitate the contributions of various actors as they build on the original and developing brand

identity. A marketing business adept at integrative branding and constantly evolving in this area

may have an advantage in the long run. The findings of this investigation are consistent with these

theoretical frameworks. Therefore, the study concludes that brand management has considerable

effects on the FMCG market performance of FMCGs in Lagos State, Nigeria, based on the support

found in conceptual, empirical, and theoretical presentations in previous literature.

Multiple regression research of the impact of brand culture on the relationship between brand

management and the financial success of fast-moving consumer goods in Lagos State, Nigeria,

found no evidence of a moderating role for brand culture. Brand culture can be seen as a superior

crux of the organisation's culture and aids in showcasing the brand's essential principles, which are

at the brand's heart. The company's cultural norms and values profoundly influence customers' pre-

and post-use perceptions of a service's or product's worth. Inherent brand values inspire consumer

trust and loyalty, contributing to overall popularity.
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Chapter Five

Conclusion

This chapter discusses the summary of the findings, conclusions, recommendations, contribution to

knowledge and future research.

5.1 Summary of Findings

The study evaluated the effect of brand management on the market performance of FMCGs in

Lagos State, Nigeria. It precisely assessed the effect of brand management practices such as internal

branding, brand equity, brand orientation and brand value on market performance measures such as

market share, profitability, sales growth and customer retention of FCMGs in Lagos State, Nigeria.

Further analysis was done to ascertain the moderating effect of brand culture on the association

between brand management and market performance of FMCGs in Lagos State, Nigeria. From the

interpretation of analyses of data collected and findings of the study, the following can be summed

up as the significant empirical findings of this study:

1. Brand management practices (internal branding, brand equity, brand orientation and brand

value) have significant effects on profitability of selected FMCGs in Lagos State, Nigeria

(Adj R2= 0.081, F(4,427)= 10.484, p= 0.000).

2. Brand management practices have significant effects on market share of selected FMCGs in

Lagos State, Nigeria (Adj R2= 0.026, F(4,427)= 3.839, p= 0.000).

3. Brand management practices have significant effects on sales growth of selected FMCGs in

Lagos State, Nigeria (Adj R2= 0.119, F(4,427)= 15.600, p= 0.000).

4. Brand management practices have significant effects on customer retention of FMCGs in

Lagos State, Nigeria (Adj R2= 0.058, F(4,427)= 7.629, p= 0.000).
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5. There is a significant effect of brand management on market performance of FMCGs in

Lagos State, Nigeria (R² = 0.070, F(1, 430) = 32.317, p = 0.000).

6. Brand culture has no significant moderating effect on the association between brand

management practices and market performance of FMCGs in Lagos State, Nigeria (ΔR2=

0.004, F(3,428)= 11.486, p= 0.177).

5.2 Conclusion

Based on the empirical findings, this study concluded that brand management practices had a

statistically significant effect on the market performance of FMCGs in Lagos State, Nigeria. Further

analysis showed that brand culture has no significant moderating effect on the association between

brand management and market performance, given that the interaction effect was insignificant.

Theoretically, the outcome of this study is in line with the dynamic capability theory, which

provided the theoretical underpinnings for this study. The theory was selected to guide this study

because their perspectives relate to the variables under investigation. This underpinning theory

(dynamic capability) suggests that within a dynamic macro-environment, it is imperative for firms

desirous of achieving superior performance to possess capabilities that are renewable and can be

used to adapt to the changing business environment. Hence, the brand management practices

investigated are all capabilities that are not static but can be renewed by FMCGs under

investigation consistently to harness opportunities in the environment and, consequently, to attain

superior market performance.

5.3 Recommendations

Based on the findings of this study, the following recommendations are made;

i. The management of FMCGs should focus more on brand management practicesespecially

brand equity and internal branding given their potential influence on profitability in extant
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literature. Similarly, there is still opportunity to devote additional resources to brand

management in order to boost the organization's profit-generation ability.

ii. The management of FMCGs should pay special attention to brand management practices

given its insignificant contribution to sales growth. Despite internal branding, brand equity,

brand orientation and brand value contribute significantly to sales growth there is still a

need for improvement in these practices to meet the aspirations of all customers Lagos State,

Nigeria.

iii. The management of FMCGs should improve their brand management practices especially

brand equity so that it can increase retention from customers which will in return improve

performance.

iv. Given the significant performance contribution of brand management for FMCGsin Lagos

State, Nigeria, management of the FMCGs should embrace brand management practices for

the purpose of strengthening their brands which will result to improved market performance.

v. Brand culture has no significant moderating effect on the association between brand

management, and market performance of FMCGs in Lagos State, Nigeria. To improve

market performance, particularly in a changing environment marked by uncertainties, the

management of FMCGs should embrace personal relationships with customers, as this will

ensure that the company creates brand association and will also aid in changing the

customer's attitude towards their products.

5.4 Contributions to Knowledge

Based on the conceptual review, this study offers an immersive contribution to knowledge

conceptually in several ways. This study identified and filled conceptual gaps in the literature
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regarding the effect of brand management practices on the market performance of FMCGs in Lagos

State, Nigeria. Likewise, the gap regarding the moderating role of brand culture on the brand

management practices and market performance of FMCGs in Lagos State, Nigeria, was equally

addressed. This study also contributed to conceptual knowledge by providing its definition for each

of the independent variables and their sub-variables. This can form the basis for conceptual

discussion in future studies on brand management literature. The conceptual model developed for

the study suggests another area in which this study has contributed conceptually to the body of

knowledge because no known similar studies, both theoretical and empirical, have utilized the

model in their studies. Hence, adding to models that can explain the link between brand

management practices and FMCG market performance of FMCGs in Lagos State, Nigeria.

5.5 Suggested Area for Further Research

The limitations of this study offer opportunity and suggestions for future study.

i. In order to provide explanations of causality between the brand management practices and

market performance studied over time, future studies may consider a longitudinal study.

ii. On methodological basis, future study on brand management practicesmay focus mainly on

top management staff as the unit of analysis so as to enhance obtaining in-depth

understanding of issues and consider mixed method approach to data gathering.

iii. Future studies may consider incorporating the other brand culture factors to position the

market performance-effect of each dimension.

iv. Future study may incorporate other brand management practiceslike brand association to see

their first-order and or second-order effect on market performance.
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Appendix 1

Questionnaire

Transmittal Letter

I am a PhD candidate for Marketing at Lead City University undertaking a dissertation on “Brand

management practices and market performance: A study of Fast Moving Consumer Goods in

Lagos State, Nigeria”. In view of this, I request you to participate in this study. Kindly answer this

questionnaire without leaving any question unanswered. Please be assured that the information you

give will be treated with utmost confidentiality and will be used for academic purpose only. Before

answering this questionnaire kindly read and sign the attached informed consent.

Thanks.

Yours faithfully

______________________

Adeniran, Ademola Joshua
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Informed Consent

I am giving my consent to be part of the research study of Mr. Adeniran Ademola Joshua on

“Brand management practices and market performance: A study of Fast Moving Consumer

Goods in Lagos State, Nigeria”. I have been assured of privacy, anonymity and confidentiality

and that I will be given an option to refuse participation and right to withdraw my participation any

time. I have been informed that the research is voluntary and that the result will be given to me if

ask for it.

Survey method of research will be used. Should you decide not to continue with the research for

any reason, be rest assured that you will not in any way be penalized. You are free to withdraw at

any stage of the research as there is no conflict of interest of whatsoever. You are however, assured

that your response will be treated in utmost confidence and used only for academic purpose.

If you agree with these terms, please sign this consent form on the space provided below.

Thank you

Initial ……………………………………………Date ……………………………………….
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Department of Marketing,

Lead City University,

Ibadan,

Oyo State.

Dear sir/ma,

Please kindly spare some of your valuable time and respond to the following questions. The

questionnaire items are about a study on “Brand management practices and market

performance: A study of Fast Moving Consumer Goods in Lagos State, Nigeria”. The

researcher has purposely selected you to participate in this study because you work in this reputable

manufacturing industry. The results of this study will confidentially be treated and only used for

academic purposes. Your participation is voluntary, and indeed your name may not be required.

Thank you

Section A: Profile of the Respondents

Instruction: please tick the option that best describes you

1. Sex: Male ( ) Female ( )

2. Age: 20-29 ( ) 30-39 ( ) 40-49 ( ) 50 and above ( )

3. Highest Level of Education: Certificate ( ) Diploma ( ) Bachelor ( ) Masters ( )

PhD ( )

4. Work Experience: 1-5 years ( ) 6-10 years ( ) More than 10 years ( )

Section B: Brand management practices
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This section is intended to capture information on various brand management practices. Answer

it to the best of your knowledge by ticking the responses indicated in the table below that

corresponds with your level of agreement or disagreement. Use the scale below to rate your

agreement or disagreement with the statements in the table below.

Strongly disagree Disagree Agree Strongly agree

1 2 3 4

Brand management practices 1 2 3 4

A Internal Branding

1 The way my organization mission and vision is

communicated helps me to practice

2 There are training and development that have been

set for employees by my organization to understand

its mission, vision and core value

3 I have adequate Knowledge about this Brand

4 My Position of Choice Set is high toward the brand

5 I am emotionally connected to my company aims

and objectives

B Brand Orientation

1 Customers feel our brand are strongly different from
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others

2 My organization is seen to deliver superior value to

customers

3 My organization is perceived as making it brand

easy to access.

4 Our brand is perceived to make customers more

important

5 The brand takes the largest share of your targeted

market segment

C Brand Value

1 My organization consider customer requirement in

product design

2 My organization offer a unique product that cannot

be found elsewhere.

3 Our brand is superior in the market

4 Customer consider our brand before other brands

5 Our brand are tailored towards meeting customer

needs

E Brand Equity

1 Brand equity influences customer responses toward

brand marketing

2 Brand equity increases customer perceptions

3 Brand Equity is a degree of loyalty of a customer to
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a brand

4 Brand equity increase the value of the product

5 Brand equity influences customer responses toward

brand marketing

Section C: Market performance

This section is intended to capture information about various market performance. Answer it to

the best of your knowledge by ticking the responses indicated in the table below that

corresponds with your level of agreement or disagreement. Use the scale below to rate your

agreement or disagreement with the statements in the table below.

Strongly

disagree

Disagree Agree Strongly agree

1 2 3 4

Market performance 1 2 3 4

A Market share

1 My organization offer unique customer value

through effective brand management practices

2 The customer patronage level of my organization is

high

3 By offering customer value driven brands, my

organization sustainability is realistic
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4 My organization have experienced significant

growth in market share in recent years

5 My organization adopt various strategies to ensure a

value driven relationship with the customer

B Profitability

1 My organization’s net profit position improves

relative to competition

2 My organization is satisfied with return on corporate

investment

3 My organization is satisfied with return on sales

4 My organization’s returns on investment position

improves relative to competition

5 My organization’s return on assets position improves

relative to competition

C Sales growth

1 Our customer base have increased in recent times

2 My company sales is increasing due to product

superiority

3 My firm experience increase in sales growth through

effective brand management practices strategies

4 A company’s sales growth involves the increase in

amount of revenue by a firm

5 Our firm has experienced increase in the number of
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products and service offered to the customers

E Customer Retention

1 My organization firms continuously keep track of

the relationship between their customers

2 My organization resource and effort are geared

towards maintaining a long-term relationship with its

consumers

3 Through product quality improvement, My

organization has managed to secure a good customer

base

4 Customer satisfaction efforts by my organization

have enhanced the firm’s reputation and customer

long-term patronage.

5 My organizationalways makes every effort to reward

customer inputs in improving their product quality

Section D: Moderating Variables

This section is intended to capture information about brand culture. Answer it to the best of

your knowledge by ticking the responses indicated in the table below that corresponds with

your level of agreement or disagreement. Use the scale below to rate your agreement or

disagreement with the statements in the table below.



197

Strongly

disagree

Disagree Agree Strongly agree

1 2 3 4

Brand Culture 1 2 3 4

D Brand Culture

1 My organization brand philosophy influence the

performance of our brand in the market

2 Brand culture of our organization accelerates the

delivery of superior value to customers by firm

3 Brand culture provides buffer against competition

thereby, enabling firms to maintain and improve

market performance outcomes.

4 Brand culture influences market performance

through enhanced internal integration and adaptation

to the external environment.

5 Possible behavior of consumers depends on our

ability to adapt by adopting superior branding

strategies
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Appendix II

SPSS OUTPUT

HYPO 1

Model Summary

Model R R Square Adjusted R Square

Std. Error of the

Estimate

1 .186a .035 .026 .39783

a. Predictors: (Constant), BrandEquity, Brandvalue, BrandOrientation, Internalbranding

ANOVAa

Model Sum of Squares df Mean Square F Sig.

1 Regression 2.430 4 .608 3.839 .004b

Residual 67.581 427 .158

Total 70.011 431

a. Dependent Variable: Marketshare

b. Predictors: (Constant), Brand Equity, Brand value, Brand Orientation, Internal branding

Coefficientsa
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Model

Unstandardized Coefficients

Standardized

Coefficients

t Sig.B Std. Error Beta

1 (Constant) 2.196 .303 7.254 .000

Internalbranding .220 .068 .168 3.231 .001

BrandOrientation .071 .056 .061 1.253 .211

Brandvalue -.057 .050 -.058 -1.149 .251

BrandEquity .066 .050 .065 1.330 .184

a. Dependent Variable: Marketshare
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Profitability

Model Summary

Model R R Square

Adjusted R

Square

Std. Error of

the Estimate

1 .299a .089 .081 .31205

a. Predictors: (Constant), BrandEquity, Brandvalue,

BrandOrientation, Internalbranding

ANOVAa

Model Sum of Squares df Mean Square F Sig.

1 Regression 4.084 4 1.021 10.484 .000b

Residual 41.579 427 .097

Total 45.662 431

a. Dependent Variable: Profitability

b. Predictors: (Constant), BrandEquity, Brandvalue, BrandOrientation, Internalbranding
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Coefficientsa

Model

Unstandardized Coefficients

Standardized

Coefficients

t Sig.B Std. Error Beta

1 (Constant) 2.698 .238 11.362 .000

Internalbranding -.002 .053 -.002 -.033 .974

BrandOrientation .225 .044 .243 5.104 .000

Brandvalue -.112 .039 -.142 -2.877 .004

BrandEquity .071 .039 .086 1.822 .069

a. Dependent Variable: Profitability
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Hypo 3

Model Summary

Model R R Square

Adjusted R

Square

Std. Error of

the Estimate

1 .357a .128 .119 .31435

a. Predictors: (Constant), BrandEquity, Brandvalue,

BrandOrientation, Internalbranding

ANOVAa

Model Sum of Squares Df Mean Square F Sig.

1 Regression 6.166 4 1.541 15.600 .000b

Residual 42.193 427 .099

Total 48.359 431

a. Dependent Variable: Salesgrowth

b. Predictors: (Constant), BrandEquity, Brandvalue, BrandOrientation, Internalbranding
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Coefficientsa

Model

Unstandardized Coefficients

Standardized

Coefficients

t Sig.B Std. Error Beta

1 (Constant) 1.833 .239 7.663 .000

Internalbranding .252 .054 .231 4.690 .000

BrandOrientation .179 .044 .187 4.031 .000

Brandvalue .058 .039 .071 1.465 .144

BrandEquity -.066 .039 -.078 -1.692 .091

a. Dependent Variable: Salesgrowth

Model Summary

Model R R Square

Adjusted R

Square

Std. Error of

the Estimate

1 .258a .067 .058 .37159
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a. Predictors: (Constant), BrandEquity, Brandvalue,

BrandOrientation, Internalbranding

ANOVAa

Model Sum of Squares df Mean Square F Sig.

1 Regression 4.213 4 1.053 7.629 .000b

Residual 58.960 427 .138

Total 63.173 431

a. Dependent Variable: CustomerRetention

b. Predictors: (Constant), BrandEquity, Brandvalue, BrandOrientation, Internalbranding

Coefficientsa

Model

Unstandardized Coefficients

Standardized

Coefficients

t Sig.B Std. Error Beta

1 (Constant) 1.935 .283 6.840 .000
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Internalbranding .224 .063 .180 3.534 .000

BrandOrientation .181 .053 .165 3.434 .001

Brandvalue -.051 .046 -.054 -1.094 .275

BrandEquity .030 .046 .030 .639 .523

a. Dependent Variable: CustomerRetention

Model Summary

Model R

R

Square

Adjusted

R Square

Std. Error of

the Estimate

Change Statistics

R Square

Change

F

Change df1 df2

Sig. F

Change

1 .264

a
.070 .068 .20909 .070 32.317 1 430 .000

2 .265

b
.070 .066 .20931 .000 .084 1 429 .772

3 .273

c
.075 .068 .20906 .004 2.048 1 428 .153
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a. Predictors: (Constant), BrandManagement

b. Predictors: (Constant), BrandManagement, Brandculture

c. Predictors: (Constant), BrandManagement, Brandculture, BMgtBculture

ANOVAa

Model Sum of Squares df Mean Square F Sig.

1 Regression 1.413 1 1.413 32.317 .000b

Residual 18.799 430 .044

Total 20.212 431

2 Regression 1.417 2 .708 16.166 .000c

Residual 18.796 429 .044

Total 20.212 431

3 Regression 1.506 3 .502 11.486 .000d

Residual 18.706 428 .044
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Total 20.212 431

a. Dependent Variable: MarketPerformance

b. Predictors: (Constant), BrandManagement

c. Predictors: (Constant), BrandManagement, Brandculture

d. Predictors: (Constant), BrandManagement, Brandculture, BMgtBculture

Coefficientsa

Model

Unstandardized Coefficients

Standardized

Coefficients

t Sig.B Std. Error Beta

1 (Constant) 2.319 .155 14.971 .000

BrandManagement .277 .049 .264 5.685 .000

2 (Constant) 2.339 .170 13.727 .000

BrandManagement .278 .049 .265 5.686 .000

Brandculture -.007 .026 -.014 -.290 .772

3 (Constant) 4.058 1.213 3.345 .001
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BrandManagement -.258 .378 -.246 -.683 .495

Brandculture -.575 .397 -1.048 -1.447 .149

BMgtBculture .177 .124 1.177 1.431 .153

a. Dependent Variable: MarketPerformance
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