BRAND EQUITY AND SALES PERFORMANCE 

(A SURVEY OF SELECTED MANUFACTURING COMPANIES IN PORT HARCOURT)
ABSTRACT
Companies desire earnestly to improve their performance in the market. All marketing decisions and programmes are thus triggered by this reason, because the market performance of a firm is essential to the corporate wellbeing of the business undertakings and also determines the continued existence of the firm in the business landscape. Brand equity as a measure of the health of the brand can be used for marketing decision making. Positive brand equity may create a desire for brand association in other product categories amidst stiff competition and better informed customers. There is a dearth of local empirical evidence supporting the fact that brand equity affects the market performance of food and beverage firms. Therefore, the present study seeks to extend the existing literature by studying the relationships between four dimensions of brand equity and market performance. Data were drawn through questionnaire from the management of food and beverage firms in Rivers State in Rivers State (236). The data instruments were validated using Cronbach alpha’s test, whereupon all variables surpassed the benchmark 0.7. Analyzing the data using the Pearson’s products moment correlation coefficient, ANOVA and regression technique. The study unveiled that through different levels of statistical interactions and directions of relationships, all the dimensions of brand equity studied were critical at P < (0.05) (one tailed) in determining the behaviour of customer acquisition. Specifically, brand awareness was found to have the most critical statistical interaction with market performance, followed by perceived quality, brand loyalty and brand association. Also, there is a significant difference between the opinions of food and beverage firms and end customers in the assessment of market performance. In conclusion, there exists sufficient evidence to show that brand equity significantly affects market performance. The study recommends amongst others that management of food and beverage firms should key in three dimensions of brand equity (brand awareness, perceived quality and brand loyalty) to customer acquisition, since the study reveals that there is a statistically significant relationship between them.
CHAPTER ONE 

INTRODUCTION

1.1 Background of the study

Brand equity is a valuable intangible asset for many successful companies in marketplace competition (Voleti, 2008).The brand equity generates a type of added value for products which help companies' long term interests and capabilities (Chen, 2008).  Establishing strong brand is a strategic priority for many companies since general beliefs indicate that powerful brands can be a strength point and a competitive advantage for companies in their target markets. Therefore, brand distinguishes product from a similar one and penetrates into the way of consumers' perception and cognition.

When brand Elements are ideal in consumers' minds, brand equity is deemed positive and it is considered as negative if it is not ideal in their minds (Amini, 2010) This competitive advantage is seen in the format of product ideal price, increasing the productivity of marketing strategies, increasing profit margin and cash flow, rising in demand and customers' satisfaction, facilitating brand expansion, bargaining power, less risk-taking than rivals(Bekhradi, 2009), entry-barriers, and retaining customers, reducing customers' gaining costs and value-generation for shareholders (Laboy, 2005). As brand strength increases, industrial buyers become more likely to repurchase and pay a price premium (Bendixenetal., 2004; Roberts & Merrilees, 2007; Taylor & et.al, 2007). Higher brand reputation would lead to more assurance of the Industrial product quality (Cretu & Brodie, 2007). The importance of brand equity to business performance has been widely recognised in the literature (e.g. O’Cass and Ngo, 2007; Hooley et al.,2005); specifically, it is considered as main capital for many businesses (Kim and Kim, 2005), and brand equity as one of the market-based assets is expected to generate profitability (Srivastava, Shervani, and Fahey, 2008). Past studies on marketing activities and sales indicate that marketing activities and sales have significant impact on business performance (e.g.: Hooley et al., 2000; Jaworski and Kohli, 2003; Narver and Slater, 2000; Sandvik and Sandvik, 2003). The most recent study of Homburg and Jensen (2007) suggests that market performance is enhanced if each of marketing and sales play their specific roles. That is, marketing emphasises product and longterm orientation; while sales focuses on customer and short-term orientation. Apart from the direct impact of brand equity on business performance (e.g. Kim and Kim, 2005; Matear, Gray, and Garrett, 2004; Seggie, Kim, and Cavusgil, 2006), brand equity can be considered as a mediating variable in the relationship between marketing, sales, and business performance.

Borghini and Cova (2006) explain that Brand equity is a basis for sellers' cultivating relationships with buyers. Webster and Keller (2004) also explain that sellers with higher brand equity are more likely to develop and maintain their relationships with buyers. A strong brand helps sellers to reinforce their control over the relational exchange with buyers in sum, brand equity is instrumental to making the buyer–seller relationship stronger, and in turn, this stronger relationship leads to the higher brand equity (Kim & Hyun, 2011).When the brand equity of a product is high enough, target buyers behave positively towards the product. For example, they pay more for the product, purchase it repeatedly, and engage in favorable word-of-mouth behaviors, and so on. In this respect, a firm can enhance its competitive position and increase financial performance by making its brand stronger (Keller, 2008).  Beside of Brand equity, marketing mix concept determines organization performance path by using controllable variables in where it has many uncontrollable factors (e.g., market) (darani, 2010; Jandaghi & et.al, 2011b, p.5). Costumer purchase persuasion can be stimulant or synthetic of under control or out of control stimulants (Agrawal & Schmidt, 2003, p.34). Costumers’ loyalty is the result of strategic and favorites marketing activities as well as the environmental impacts and marketing affairs potentially lead to alter costumer behavior (Taylor, 2004, p.218). This loyalty, on one hand, causes to repurchase that expands the product market share, and on the other hand, provides situations that lead to higher pricing brand (Chaudhuri & Holbrook, 2001, p.92). Brand equity and marketing strategy have mutual relationship. As jandaghi & et.al (2011a) and Seyyed Javadein & et.al (2011) imply that Brand equity has a considerable importance in marketing strategy and it has vital role in attracting, retaining, and supporting customer. Brand equity has strategic role and importance in gaining competitive advantage and corporations strategic management decisions.

The brand equity is a tool which helps consumer in such situations (Amini, 2010). Then, in order to direct this subject, we pay to assay effectiveness of marketing strategies in framework of mix marketing in direct to create positive corporate image and powerful brand equity in order to obtain sustainable position and competitive advantage in market and increase their productivity of performance.

1.2 Statement of Problem

Despite of tremendous tendency to brand equity, few conceptual developments and experimental researches are implemented to found that which of the marketing activities create brand equity (Barwise, 2003). Until now, identifying brand equity is mainly emphasized and its resources and development are ignored. Brand equity plays a very important role towards manufacturing companies. The impact of brand equity reflected the company’s sales and also marketing performance. There is limited study on the impact of the brand equity on firm performance in Port Harcourt. Brand is the intangible asset. It’s hard to numerate the return of investment for brand name. It is interesting to know whether the strategies of the company are successful to create the strong brand name. Based on the above, the study will explore the interactive relationship between brand equity management and Sales performance.

1.3 Purpose of the Study

The main purpose of the study is to examine Brand Equity and Sales Performance. The specific objectives of the study are:

1) To examine the relationship between Perceived quality and Sales performance of manufacturing companies in Port Harcourt.

2) To examine the relationship between Brand Loyalty and Sales performance of manufacturing companies in Port Harcourt.

3) To examine the relationship between Brand Awareness and Sales performance of manufacturing companies in Port Harcourt.

1.4 Research Questions

The following research questions will guide the study.

1) To what extent does Perceived quality enhances Sales performance of manufacturing companies in Port Harcourt?

2) To what extent does Brand Loyalty enhances Sales performance of manufacturing companies in Port Harcourt?

3) To what extent does Brand Awareness enhances Sales performance of manufacturing companies in Port Harcourt?

1.5   CONCEPTUAL FRAMEWORK OF BRAND EQUITY AND SALES PERFORMANCE.
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Repeat Purchase

Brand Loyalty

Brand Awareness

1.6 Hypotheses

The following hypothesis will be used in guiding the analysis of our findings

Ho1. There is no significant relationship between Perceived Quality and Sales Volume.

Ho2. There is no significant relationship between Perceived Quality and Repeat Purchase

H03. There is no significant relationship between Brand Loyalty and Sales Volume

H04. There is no significant relationship between Brand Loyalty and Repeat Purchase

H05. There is no significant relationship between brand Awareness and sales Volume.

H06. There is no significant relationship between brand Awareness and Repeat Purchase.

1.7 Significance of the Study

The study will benefit the owner, merchant or managers in manufacturing to understand the causal relationship between firm brand equity and stock price of company. The rationale of this research is to provide efficient information. For the component of brand equity and helps the firms to determine the factor of brand image that will reflect the stock price of company. The empirical results of this study can help the Rivers State listed company to manage the brand name of their company or product.

1.8 Scope of Study

The general scope of this study covers Brand Equity and Sales Performance. The geographical scope is Rivers State of Nigeria.  The study will be limited to selected manufacturing companies in Port Harcourt

1.9   Definition of Terms

Brand Equity: is a systemic managerial process for creating, maintaining, and developing relationships with customers in every position in order to maximize relationship value.

Marketing performance: refers to the improvement of the organizational status in the market (market share), improvement of the customers’ perception of organization and its products, and increase in their loyalty toward organization

Sales growth: The increase in sales over a specific period of time, often but not necessarily annually.

CHAPTER TWO

LITERATURE REVIEW

2.1 Introduction

In this chapter, the theoretical frameworks in the area of brand equity, upon which the study was underpinned are reviewed and discussed in the second section following this introductory section.In the third section, the conceptual framework developed from both theoretical and extant empirical literature and showing the graphical relationships between the independent and dependent variables of the study is presented and discussed. The empirical literature reviewed from published studies by scholars in the field of brand equity and brand performance in line with the identified independent variables of the study presented in section four of this chapter. In sections five, six and seven respectively, critique of existing literature, identified research gaps and a summary of the literature reviewed are presented.

2.2 Theoretical Framework

The dominant literature on CBBE is based on the theoretical foundations set forth by Aarker (2011) & Keller (2013). Erdem & Swait (2004) classified brand equity models into component-based models (Aaker, 2013; Keller, 2013; Lassar, et al., 1995; Keller & Lehmann, 2003) and; holistic models (Swait, et al., 1993; Park and Srinivasan, 1994; Kamakura & Russell, 1993).Component-based models of brand equity measure individual elements of brand equity while holistic models attempt to provide an overall evaluation of the brand. This study utilizes a component-based approach that identifies brand equity as a multidimensional concept (Aaker, 1991, 1996; Keller, 2013) because the main purpose was to test the effect of each customer-based brand equity construct on brand market performance. Consequently, the study was strongly underpinned by conceptualizations of brand equity postulated by (Aaker, 1996) & Keller (2013).

2.2.1 Keller’s Brand Equity Pyramid

Keller (2013) defined consumer-based brand equity at individual level taking brand knowledge as a starting point, which is conceptualized as an associative network, where the associations are nodes. Keller (2013) used the term consumer-based brand equity to refer to brand equity and noted that customer-based brand equity occurs when the consumer is familiar with the brand and holds some favourable, strong and unique brand associations in their memory. In 2003, Keller defined brand equity as differences in customer response to marketing activity. The concept behind the brand equity is to form how customers think and feel about the product or service relying on positive experience. A company should create a situation that their customer will have positive thoughts and feelings and perceptions concerning the brand.

Keller model in Figure 2.1, identifies 6 elements including brand salience, brand performances, brand imagery, brand feelings, brand judgments and brand relationships. The first stage relates to brand identity and uses brand salience as a measure of the awareness of the brand (Keller, 2008). Formally, brand awareness refers to customer’s ability to recall and recognize the brand; brand awareness also involves linking the brand name, logo and symbol to certain association in memory. Building brand awareness involves making sure that customer understand the product or service category in which the brand competes (Keller, 2003).

Based on Keller’s model, Kerri-Ann, et al. (2008) explained that the first step in building a strong brand is to ensure the correct brand identity; the purpose is to create an identification of the brand with customers and an association in their minds with a specific product class or need. To do this, brand salience must exist, which represents aspects of brand awareness and the range of purchase and consumption situations in which the brand comes to mind. The salience building block is, therefore, made up of two sub-dimensions - need satisfaction and category identification.

Kerri-Ann, et al. (2008) discussed the second step of Keller’s model as establishing brand meaning by linking tangible and intangible brand associations. Brand meaning is, therefore, characterised in either functional (brand performance) or abstract (image- related) associations. Brand response is the third step in the Keller’s model and represents opinions and evaluations of the brand based on a combination of associations identified in brand meaning. These judgments include overall quality, credibility, consideration and superiority. Brand feelings are customers’ emotional responses and reactions to the brand. Keller (2003) identifies six types: warmth, fun, excitement, security, social approval and self-respect. Brand relationships constitute the final step in the pyramid where brand response is converted to create an intense, active loyalty relationship between customers and the brand. The pinnacle of the pyramid is resonance, which refers to the nature of the relationship between the customer and the brand. It is described as having four elements: behavioural loyalty, attitudinal attachment, sense of community and active engagement (Keller, 2001). There is an obvious sequence in this “branding ladder” and this meaning cannot be established unless identity has been created. Responses cannot occur unless the right meaning has been developed and the relationship cannot be forged unless the proper responses have been elicited (Keller, 2001).

2.2.2 Aarker’s Brand Equity Model

Aaker (1991) provided the most comprehensive brand equity model which consists of five different assets that are the source of the value creation. These assets include: brand loyalty; brand name awareness; perceived brand quality; brand associations in addition to perceived quality; and other proprietary brand assets such as, patents, trademarks, and channel relationships.

Based on Aaker’s model, Ovidiu (2010);Tran Quan Ha Minh, (2006) brand loyalty generates value by reducing marketing costs and leveraging trade. Loyal customers expect the brand to be always available and entice others advising them to use it. Retaining existing customers is much less costly than attracting new ones. Even if there are low switching costs, there is a significant inertia among customers. It is also difficult for competitors to communicate to satisfied brand users because they have little motivation to learn about alternatives. Therefore, competitors may be discouraged from spending resources to attract satisfied and loyal customers and even if they do so, this requires a long time. Aaker (1991) believed that focusing on brand loyalty is often an effective way to manage equity.

Brand awareness is a key and essential element of brand equity which is often overlooked (Aaker, 1996). Brand awareness refers to “the ability of a potential buyer to recognize or recall that a brand is a member of a certain product category” (Aaker, 1991). Brand awareness has different level; at the recognition level, it can provide the brand with a sense of the familiarity as well as a signal of substance, commitment and awareness and at the recall level, it further affects choice by influencing what brands get considered and selected. For many companies, brand awareness is pivotal and it underlies the strength of successful brands (Aaker, 1992). Awareness plays an important role in most of conceptual models of brand equity. Brand awareness generates a high level of purchase, mainly because consumers are likely to buy those brands they are familiar with enhancing the firm’s profitability and sales (Baldauf, et al., 2003).

Aaker (1991) explained that perceived quality provides value by providing a reason to buy, differentiating the brand, attracting channel member interest, being the basis for line extensions, and supporting a higher price. In other words, perceived quality is the consumer’s judgment about a product’s overall excellence or superiority (Zeithaml, 2008). Perceived quality is included as an asset distinct from brand. It has become an important business thrust for many firms and can be the motivation for programs designed to enhance brand equity. Perceived quality is a sufficiently important and accepted strategic consideration (Aaker, 1991).

Brand associations or brand image is perhaps the most accepted aspect of brand equity. In fact, it is anything linked in customers’ memory to a brand. Brand association include product attributes, customer benefits, uses, users, life-styles, product classes, competitors and countries. Associations can help customers process or retrieve information, be the basis for differentiation and extensions, provide a reason to buy, and create positive feelings. Consumers use brand associations to process, organize, and retrieve information in memory and this helps them to make purchase decisions (Aaker, 1992). In order to build strong brand equity in the market, it is fundamental to understand the core dimensions of brand image, which is brand personality (Lee, at el, 2006). When there is a higher level of brand association, there is a higher tendency for brand extension to become relevant to customers.

Based on Aaker’s model, Ovidiu (2010) discussed that brand assets refers to patents, trademarks and channel relationships which can provide strong competitive advantage. Trademark protects brand equity from competitors who might want to confuse customers by using a similar name, symbol or package. Patent can prevent direct competition if strong and relevant to the purchase decision process. Finally, a distribution channel can be indirectly controlled by a brand as customers expect the brand to be available

Considering Aaker’s (1991) model, strong interrelationships occur among the dimensions of brand equity. The last four brand equity dimensions can enhance brand loyalty, providing reason to buy and affecting use satisfaction. Even when they are not pivotal to brand choice, they can reassure, reducing the incentive to try others. Therefore, brand loyalty is both one of the dimensions of brand equity and is affected by brand equity and the other assets that generate equity. In the same way, perceived quality could be influenced by awareness (a visible name is likely to be well made), by associations (a visible spokesperson would only endorse a quality product) and by loyalty (a loyal customer would not like a poor product). In some circumstances it might be useful to explicitly include brand equity dimensions as outputs of brand equity as well as inputs.

Aaker’s (1991) brand equity model lists three ways of how brand assetscreate value for the customer. Firstly, brand equity can help a customerinterpret, process, store, and retrieve a huge quantity of informationabout products and brands. Secondly, it can affect the customer’sconfidence in the purchase decision; a customer will usually be morecomfortable with the brand that was last used, is considered to have highquality, or is familiar. Finally, perceived quality and brand associationsprovide value to the customer by enhancing the customer’s satisfaction.

The model also assumes six ways that brand assets create value for the firm. Firstly, brand equity can enhance the efficiency and effectiveness of marketing programs. A promotion, for example, will be more effective if the brand is familiar and if the promotion does not have to influence a sceptical consumer of brand quality. Secondly, brand awareness, perceived quality and brand associations can all strengthen brand loyalty by increasing customer satisfaction and providing reasons to buy the product. Thirdly, brand equity will usually provide higher margins for products, permitting premium pricing and reducing reliance on promotions. Brand equity can also provide a

platform for growth by brand extensions and can provide leverage in the distribution channel as well. Channel members have less uncertainty dealing with a proven brand name that has already achieved recognition and has established strong associations. Finally, a strong brand represents a barrier that prevents customers from switching to a competitor.

2.2.3 Investigation Theory

This model provides the steps in which that companies need to embrace inorder to build a long-term b r a n d relationship between with customers its customers.What is intended with this investigation model in general terms is to analyse the separate steps in order to create a strong brand, where brand owners have a key role in determining the brand strategy and its elements, which managed in a sustainable way will contribute to achieving higher brand equity, reinforced by the brand communication at the other hand Baeva (2011). Both, brand strategy and brand communication are important tools in creating brand equity. In this process brand equity and its components are the core in creating a brand that will build a long-term relationship-an unshakeable bond-between the company and its customers. Such a strong brand creates value to the customer, increases corporate profits over the long term, and this way enhances the overall corporate value (Baeva 2011).

2.3 Conceptual Framework

The foundation of the conceptual framework for this study shown in Figure 2.3was based on Aaker's (1991) model of brand equity. The four dimensions of CBBE considered in the framework represent customers' evaluations and reactions to the brand that can be readily understood by consumers; these elements have been widely adopted to measure customer based brand equity in previous studies (Tang & Hawley, 2009).

2.3.1 Brand Awareness And Brand Market Performance

Brand awareness is the first and fundamental attribute of customer brand equity; and sometimes it is underestimated component of brand equity (Tang & Hawley, 2009).It is an important indicator of consumers’ knowledge about a brand, the strength of a brand’s presence in the consumers’ minds and how easily that knowledge can be retrieved from memory (O’Guinn, et al., 2009). Brand awareness is the probability that consumers will easily recognise the existence and availability of a company’s product or service

(Mowen & Minor 2001).Implicitly, brand awareness precedes building brand equity in the consumer mind set (Huang &Sarigollu, 2011).

There are two main types of brand awareness, namely ‘aided awareness’ and ‘top of the mind awareness’ (Farris, et al., 2010). Aided awareness occurs when a consumer is provided with a list of brand names and they recognise the brand from the given set whereas ‘top of the mind awareness’ occurs when the name of the brand is automatically recollected because the consumer very promptly associates the brand with the product category (Keller, 2008). Moreover, brand awareness also comprises brand recognition, which is the ability of consumers to confirm that they have previously been exposed to a particular brand, and brand recall, which reflects the ability of consumers to name a particular brand when given the product/service category, category need or some other similar cue such as brand logos (Liu, et al.,2010).

Marketsare characterized by imperfect and asymmetrical information (Erdem, et al., 2002). Thus, customers areuncertain about the quality of market offerings and therefore perceive their decisions as risky because the consequences of a purchase cannot be entirely anticipated. Arguably, the key assumption is that brand awarenessdrives brand market performance through two mechanisms: itreduces buyer information costs and buyer-perceived risk. In the first mechanism, the reduction of information costs for the buying customer reduces the resource requirements associated with collecting the information necessary for a purchase decision because the buyermay resort to extrinsic cues (Van Osselaer & Alba, 2000).

In this context, brand awareness may function as an important cue and acts as a strong signal of service quality and service provider commitment (MacDonald & Sharp, 2000) because high levels of service provider investment such as in exhibitions, advertising, or packaging) are usually necessary to build high brand awareness. Brandawareness may also signal presence and substance because high awareness levels imply to the buyer that the firm has been in business for a long time, that the firm's products/services are widely

distributed, and that the services/products associated with the brand are purchased by many other buyers (Aaker, 1991).

The second mechanism refers to the reduction of perceived risk.It is likely that decision- makers prefer to buy a brand associatedwith high awareness levels because it reduces the risk of their beingblamed if the decision turns out to have been a mistake. The buyer may well assume that the brands they know well are likely to bepurchased by many other buyers (Aaker, 1991). Therefore, they havereason to expect that the purchase of a well-known brand will notresult in any competitive disadvantage. At the same time, brand awareness signals a high service/product quality. Thus, purchasing high awarenessbrands is also associated with reduced functional risk for thecustomer, which further influences brand choice.

2.3.2 Brand Association And Brand Market Performance

Tang and Hawley (2009) citing Aaker (1991) define brand association as anything linked in memory to a brand and, according to Fayrene and Lee (2011), the most accepted aspect of brand equity. Brand associations consist of all brand related thoughts, feelings, perceptions, images, experiences, beliefs and attitudes (Kotler & Keller, 2006). Brand association is related to information on what is in the customer’s mind about the brand, either positive or negative, connected to the node of the brain memory (Emari, et al., 2012). A set of associations, usually organized in some meaningful way, forms a brand image. Consequently, brand image can be said to be the brand association or costumer's perception about a particular brand as a result of their association with the brand.

Chen (2001) categorized two types of brand associations; product associations and organizational associations (Fayrene & Lee, 2011; Chen, 2001). Product associations include functional attribute associations and non-functional associations. Functional attributes are the tangible features of a product; while evaluating a brand, consumers link the performance of the functional attributes to the brand (Fayrene & Lee, 2011). If a

brand does not perform the functions for which it is designed, the brand has low level of brand equity (Chen, 2001). Non-functional attributes include symbolic attributes which are the intangible features that meet consumer's needs for social approval, personal expression or self-esteem. Organizational associations include corporate ability associations, which are those associations related to the company’s expertise in producing and delivering its outputs and corporate social responsibility associations, which include organization’s activities with respect to its perceived societal obligations (Fayrene & Lee, 2011).

Brand association acts as an information collecting tool to execute brand differentiation and brand extension (Osselaer & Janiszewski, 2001). Brand association is the key factor which drives the development of brand relationship, because it produces customers’ brand loyalty and the effectiveness of the brand-word of mouth (Wang, 2015), elements which assist the establishment of the brand relationship between the brand and customers. Romaniuk & Sharp (2003) argue that anyinformation that comes across in brand association is connected to the brand name in consumer recall, and reflect the brand’s image. The higher the brand associations in the product, the more it will be remembered by the consumer and be loyal towards the brand.

Brand association is the platform of a brand relationship development which guides brand maintainers how to use the sources of brand equity to develop the brand relationship between the brand and customers (Wang, 2015). Leone, et al. (2011) illustrated that unique brand association are essential sources of brand equity to drive customer behaviour.Mayer (2003) considered that brandassociation is not only an individual brand theory, but also has the measurable feature to test the effectivenessof brand equity in the marketplace. This is becausecustomers’ feelings and cognitive capacity produce their brand association toward the performance of the brand equity in the marketplace (Wang, 2015). Thus, therelationship between brand association and brand equityare interacted, which helps brand maintainers to improvethe brand relationship between the brand and customers.Previous research by Pouromid and

Iranzadeh (2012) revealed that the relationship between brand association and brand equity is positive and significant.

2.3.3 Perceived Quality And Brand Market Performance

Perceived quality is the customer's judgment about a product's overall excellence or superiority that is different from objective quality and relates to customer's perception (Tang & Hawley, 2009, Fayrene & Lee, 2011). Perceived quality is one of the antecedents of customer satisfaction and has a positive effect on customers purchase intention (Syzmanski & Henard, 2001). Service quality is central to the development of strong service brands because it enhances perceived superiority of the brands and helps to differentiate brands in markets (Yoo, et al., 2000). Perceived quality decomposed into five components; tangibility, reliability, responsiveness, assurance and empathy. Researches indicate that tangibility and responsiveness have a positive effect on brand loyalty as one of the other dimensions of customer based brand equity and reliability; while assurance and empathy have positive effect on brand image as a brand association dimension of the framework (Kayaman & Arasli, 2007).

2.3.4 Brand Loyalty And Brand Market Performance

In the marketing literature, loyalty has been widely recognized as being of the utmost importance; brand loyalty produces positive word-of-mouth recommendation, and greater resistance among loyal consumers to competitive strategies from rival suppliers.It is widely acknowledged that loyalty has both attitudinal and behavioral components (Odin, et al., 2001). Behavioral loyalty refers to the frequency of repeat purchases. Attitudinal loyalty refers to the psychological commitment that a consumer makes in the purchase act, such as intentions to purchase and intentions to recommend without necessarily taking the actual repeat purchase behavior into account.

The attitudinal loyalty closely linked to the highest level of awareness (top-of-mind), where the matter of interest also is the brand, in a given category, which the consumers

recall first. Thus, a brand should be able to become the respondents' first choices (Attitudinal loyalty), and therefore purchased repeatedly (Behavioral loyalty) (Fayrene & Lee, 2011; Kamau et.al (2015). Thus, loyalty begins with the customer's becoming aware of the product and the more the customer is aware of the product, the greater the possibility that she or he will purchase the product (Kayaman & Arasli, 2007).

Integrated marketing communications plays indispensable role in convincing consumers’ brand loyalty (Seric, et al., 2014). Consumers re-buying or re-patronizing a preferred product consistently has initiated repetitive purchasing of the same-brand or same brand- set. Likewise, brand loyalty influences their purchasing decisions to the same product (Ahmed, 2011; Lam, 2007;Martenson, 2007). In other words, they become loyal with their preferred product brands and stick to well-known brand names (Sun et al., 2004), as well as used it for social recognition (Manrai, et al., 2001). Consumers developed brand loyalty by creating a positive output of brand equity which positively engenders brand preference over other brands (Atilgan, et al., 2005; Binninger, 2008; Ling, 2013; Vogel et al., 2008; Zhang, et al., 2014).

2.3.5 Brand Market Performance

Measuring of brand performance has gained increased interest in the area of brand management in recent years (Rubinson & Pfeiffer, 2005). Marketers have been constantly under pressure to justify the impact of marketing activities, which has renewed interest in measures of marketing performance. Amongst the factors that have been cited in the literature as driving this interest include the need for greater marketing accountability, the desire for greater marketing credibility, investor pressures, today’s cost cutting environment that no longer accepts a no measurement culture and a greater appreciation that business performance is, amongst other factors, influenced by brand performance (Ambler, 2003; de Chernatony, 2006; Farris, et al., 2008; Rubinson & Pfeiffer, 2005). However, despite these concessions, it is notable within the marketing literature that a universal brand performance measure does not exist (de Chernatony e

al., 2004; Lehmann, et al., 2008) probably because no single brand performance metric is likely to be perfect (Farris, et al., 2008).

A wide range of measurements have been adopted to operationalise brand performance. Some researchers have considered the performance of brand in two parts including the brand market performance and brand profitability performance .Keller (2003) proposed a conceptual model of the sources and outcomes of brand equity (Brand Value Chain) which demonstrates the linkage between a firm’s marketing actions, customer mindset measures of brand equity, and the brand’s market performance. In the first stage of the brand value chain, the firm invests in a comprehensive marketing program which leads to the second stage, in which there is the development of a set of customer brand attitudes and perceptions. Second stage leads to the third stage where the customer mindset measures affect performance of the brand in the market (measured by various product market outcome measures of brand equity) and leads to the fourth and final stage, in which brand equity is manifested in the form of stock price, price to earnings ratio among other measures of firm and shareholder value (Balmer, 2001)

Baldauf, et al., (2003) considered brand profitability performance as an index of the financial share of a brand in relation to the retailing profits, evaluated using the profit and margin of profit while the brand market performance considers the market demands and evaluates indices such as sale levels and market share. Aaker 1996; Chung, et al., 2013) proposed some brand performance indices related to the evaluation of market behavior: market share, price and distribution coverage and argued that brand performance measurement using the market share often provides a widespread and sensible reflection of the condition of a brand or its customers. According to Aaker (1996), when a brand has a relative advantage in consumer’s mind, its market share should increase or at least not decrease. Keller and Lehman (2003) operationalized brand performance in terms of profitability, price premium, price elasticity, market share, cost structure and success in category extension. Chaudhuri and Holbrook (2001) considered relative price and market share as the outcomes of brand performance. Generally, brand

performance is often taken in to account as the outcome of brand equity model and defined as the economic results that the producers with strong brands wishes to

Performance is often used as a dependent variable in marketing literature. The performance of brand points out that how successful a brand is in the market and aims to evaluate the strategic successes of a brand (Ho & Merrilees, 2008). Some researchers considered the performance of brand in two parts including the brand market performance and brand profitability performance.They declare that the brand profitability performance is an index of the financial share of a brand in relation with the retailing profits and is evaluated using the profit and the margin of profit while the brand market performance considers the market demands and evaluates the indices such as sale levels and market share (Baldauf, et al., 2003).

In order to evaluate the brand performance Aaker (1996) proposed some indices related to the evaluation of market behavior. He considered the market share, price and distribution coverage as the indices of brand performance measurement and he also pointed out that the brand performance measurement using the market share often provides a widespread and sensible reflection of the condition of a brand or its customers. When a brand has a relative advantage inconsumer’s mind, its market share should increase or at least not decrease. He also points outthat the market share or the sale related information is widely affected by distributioncoverage. If a brand has a main market or loses that or it is developing in a region, the salewill be largely affected (Aaker, 1996).

Keller and Lehman (2003) consider the price elasticity, pricepremium, market share, cost structure, profitability and the success in category extension asthe main indices of brand performance measurement. According to their research, the brandpremium is in fact the added price that a customer pays for the brand of a product and theprice elasticity is the increase or decrease of brand demand as a result of rise or decline inprices. Market share is an index that measures the success of marketing programs in

brandunit sales. Cost structure or the ability to reduce the expenditures of marketing programs of abrand is as a result of the prevailing customer mindset. In other words, because customersalready have favorable opinions and knowledge about a brand, any aspect of the marketingprogram is likely to be more effective for the same expenditure level. In addition, accordingto Keller and Lehman (2003); Cobb-Walgren, Ruble & Donthu, 1995) the profitability and the development of opportunities are other factorsof performance measurement and demonstrate the brand success in supporting line andcategory extensions and new product launches to the related categories. It indicates thepotential ability of a brand for development and increase of income flow (Keller & Lehman, 2003).

Chaudhuri & Holbrook (2001) concentrated on relative price and market share as theoutcomes of the performance. They defined the relative price as the ratio of a brand price tothat of the leading competitors. Meanwhile, they introduced the brand market share as thepercentage of a brand sale to total sales of all brands of a product.

2.3.5.1 Brand Equity and Market Performance

Brand equity envelops all marketing efforts and outcomes that set up a good or service with its brand name. Current studies on brand equity demonstrate that most companies are focused on brand equity in their marketing operations. Firms earnestly strive to improve on their market performance since market performance of the firm is paramount to the corporate well- being of businesses. Wood (1995) contends that the apprehension of brand equity in the marketing parlance is seen as an effort to delineate the relationship between brands and consumers. The positive outcome of this affects market performance enormously. Several studies carried out on this topical area (e.g Kilei et al 2016; Park & Bai 2014) suggests that brand equity significantly affects market performance.

2.4 Empirical Review

In an empirical study on the mediating effects of brand association, brand loyalty, brand image and perceived quality on brand equity (Ling & Severi, 2013), the authors utilize a sample of 300 business students of a private university in Malaysia and adopt items used to measure brand association from Kim and Kim (2005) and Yoo, et al. (2000). Using mediated regression analysis, Ling & Severi (2013) establish that brand association as an independent variable significantly affect brand loyalty as a mediator and considerably impacted brand equity as a dependent variable. In addition, brand loyalty as a mediator considerably impacted the brand equity as a dependent variable. They conclude that brand loyalty does act as a mediator in mediating the relationship between brand association and brand equity (Ling & Severi, 2013). Berry (2000) examined service brands in his model of brand equity and the brand meaning, a compilation of brand associations that lead to the overall meaning of the brand for the consumer,

disproportionately affects brand equity in comparison to brand awareness. The perception of the brand is more critical to brand equity than the mere presence of the brand in the mind of the consumer.

A study by Njuguna, et al. (2014) on the moderating effect of industrial context on the relationship between brand equity and consumer choice in branded bottled water Nairobi, Kenya indicated that market place efficacy and valence have a moderating role on the influence of brand equity on consumer choice.

A study by Gladden & Funk (2002) tested the relationship between brand associations and brand loyalty. The authors constructed a list of thirteen brand associations and subsequent measures by a review of previous literature. The thirteen dimensions of brand associations were constructed with at least three items per factor and the dimensions were further segregated based on Keller's three types of brand associations: attributes, benefits, and attitudes. Brand loyalty was conceptualized as containing two components: behavioural and attitudinal loyalty. For behavioural loyalty, three items were constructed while four items measuring attitudinal loyalty were included in order to provide a multidimensional measure of brand loyalty. The results indicated that seven associations had a significant, positive relationship with brand loyalty. In the results reported by Gladden & Funk (2001), three items related to brand attributes and four items related to benefits were considered significant predictors of brand loyalty.

In a similar manner Bauer, et al. (2008), Brown & Dacin, 1997). found that brand associations impact brand loyalty in an examination of German football club fans. The authors classified brand associations into brand attributes, benefits, and attitudes. They found that associations related to product attributes impact the benefit associations held by the consumer. Brand benefits impacted the brand attitude held by consumers. Finally, brand attitudes were found to significantly predict the behavioral loyalty of sport consumers. In this sense, a consumer's overall evaluation of the brand impacts his or her behavioral intentions toward the brand. Both Gladden & Funk (2002) and Bauer, et al.

(2008) studies have some considerable conceptual weaknesses. Conceptually, brand attitudes should not be considered a dimension of brand associations. Brand attitudes are the consumers overall evaluation of the brand while brand associations are simply thoughts linked to the brand in the mind of the consumer (Alsop, 2005).

Chavera (2015) investigated the relevance of customer based brand equity model in the geographical information systems (GIS) industry in Kenya. The study found that respondents were practicing some of the concepts in customer based brand equity considered to be among the main pillars of customer based brand equity. Among these pillars were brand awareness, perceived quality and brand associations.

Huang & Sarigollu (2012) investigated how brand awareness relates to market outcome, brand equity and the marketing mix by combining survey data with real-market data to investigate the relationship between brand awareness and market outcome and the relationship between brand awareness and brand equity. These authors use brand sales and market share to measure brand market outcome and adopts Ailawadi, et al.(2011) measures of brand market performance, that is, revenue premium due to its ability to offer a more complete view than other brand market performance measures, such as market share or price premium and its consideration for both the price and the sales of a brand as well as competitors’ performance, which is consistent with brand equity which symbolizes the strength of the brand in the marketplace relative to competitors. Using both regression and cross-prediction analyses to test whether brand awareness is an antecedent of market outcome, the results of Huang and Sarigollu's (2012) study established that a positive correlation exists between brand awareness and brand market outcome. Specifically, there was positive correlation between brand awareness and sales is and between brand awareness and market share at p <.0001.

Owino, et al. (2016) undertook a study to determine the influence of social media on brand equity in which the main elements assessed were perceived quality, brand awareness and brand loyalty. The study established that these elements have a bearing on building brand equity.

In other related studies of the relationship between brand awareness and brand performance, Kim, et al. (2003) using sales as market performance outcome in the hotel industry establishes that brand awareness has a positive relationship with market performance, and that significant differences in brand awareness are found between high and low market performance hotels. Baldauf, et al, (2003) investigation of performance consequences of brand equity management in the value chain tile industry using profit and sales as market performance outcomes established that brand awareness is the antecedent of brand profitability and sales. Kim & Kum (2004), in a study of the relationship between brand equity and firms' performance using sales as a market performance outcome in the restaurant industry report that brand awareness has a positive relationship to market performance. Similarly, Kim & Kim (2005) using sales as a market outcome in hotel and restaurant industry report that brand awareness has a positive relationship to market performance. Srinivasan, et al. (2009) use sales as a market performance outcome in the consumer-packaged goods industry and report that brand awareness could explain for approximately 3% of the variations in sales.

CHAPTER THREE

RESEARCH METHODOLOGY

3.1
Introduction
In this chapter, we would describe how the study was carried out.

3.2
Research design

It is a term used to describe a number of decisions which need to be taken regarding the collection of data before they are collected. (Nwana, 1981). It provides guidelines which direct the researcher towards solving the research problem and may vary depending on the nature of the problem being studied. According to Okaja ( 2003, p. 2),” research design means the structuring of investigation aimed at identifying variables and their relationship, it is used for the purpose of obtaining data to enable the investigator test hypothesis or answer research question by providing procedural outline for conducting research”. It is therefore, an outline or scheme that serves as a useful guide to the researcher in his efforts to generate data for his study. This study adopts the survey research design. According to Babbie (1990) cited in Akarika, Ukpe and Ikon (2019:58) survey is probably the best method available to the social scientist interested in collecting original data for describing a population too large to observe directly.

3.3
Research settings

This study was carried out Port Harcourt River state Nigeria.

3.4
Sources of Data
The data for this study were generated from two main sources; Primary sources and secondary sources. The primary sources include questionnaire, interviews and observation. The secondary sources include journals, bulletins, textbooks and the internet.
3.5
Population of the study

A study population is a group of elements or individuals as the case may be, who share similar characteristics. These similar features can include location, gender, age, sex or specific interest. The emphasis on study population is that it constitute of individuals or elements that are homogeneous in description (Prince Udoyen: 2019). In this study the study population constitute of staffs from the three major food and beverage firms in Rivers State (Nigerian Bottling Company (NBC), Pabod Breweries PLC and Dufil Prima Food Limited), and their customers in three institutions of higher learning in Rivers State (Rivers State University, Ignatius Ajuru University of Education and Port Harcourt Polytechnic) were surveyed. Statistics derived from the Human Resources Department of the sampled food and beverage firms shows the population is 580.

3.6
Sample size determination

A study sample is simply a systematic selected part of a population that infers its result on the population. In essence, it is that part of a whole that represents the whole and its members share characteristics in like similitude (Prince Udoyen: 2019). In this study, the researcher used the [TARO YAMANE FORMULA] to determine the sample size. 

3.7
Sample size technique

Yamane (1967:886) provides a simplified formula to calculate sample sizes.

ASSUMPTION: 

  95% confidence level 

 P = .5

[image: image1.png]



n= 580/1+580(0.05)2

n= 580/1+580(0.0025)

n= 580/1+1.25

n=290

A total of 290 subjects made up of 54 respondents from the three major food and beverage firms in Rivers State (Nigerian Bottling Company (NBC), Pabod Breweries PLC and Dufil Prima Food Limited), and their customers in three institutions of higher learning in Rivers State (Rivers State University, Ignatius Ajuru University of Education and Port Harcourt Polytechnic) were surveyed through questionnaire administration.
3.8
Instrumentation 

This is a tool or method used in getting data from respondents. In this study, questionnaires and interview are research instruments used. Questionnaire is the main research instrument used for the study to gather necessary data from the sample respondents. The questionnaire is structured type and provides answers to the research questions and hypotheses therein.

This instrument is divided and limited into two sections; Section A and B. Section A deals with the personal data of the respondents while Section B contains research statement postulated in line with the research question and hypothesis in chapter one. Options or alternatives are provided for each respondent to pick or tick one of the options.

3.9
Reliability

The researcher initially used peers to check for consistence of results. The researcher also approached senior researchers in the field. The research supervisor played a pivotal role in ensuring that consistency of the results was enhanced. The instrument was also pilot tested.

3.10
Validity

Validity here refers to the degree of measurement to which an adopted research instrument or method represents in a reasonable and logical manner the reality of the study (Prince Udoyen: 2019). Questionnaire items were developed from the reviewed literature. The researcher designed a questionnaire with items that were clear and used the language that was understood by all the participants. The questionnaires were given to the supervisor to check for errors and vagueness.

3.11
Method of Data Collection 
The data for this study was obtained through the use of questionnaires administered to the study participants. Observation was another method through which data was also collected as well as interview. Oral questioning and clarification was made.

3.12
Method of Data Analysis

The study employed the simple percentage model in analyzing and interpreting the responses from the study participants while the hypothesis was tested using Pearson Correlation Coefficient.

3.13
Ethical consideration

The study was approved by the Project Committee of the Department.  Informed consent was obtained from all study participants before they were enrolled in the study. Permission was sought from the relevant authorities to carry out the study. Date to visit the place of study for questionnaire distribution was put in place in advance.

CHAPTER FOUR

PRESENTATION DATA AND ANALYSIS

The aim of this section is to present the results of data analysis based on the study’s framework. This paper used descriptive statistics as well as rigorous models to ascertain the correlation between brand equity and market performance variable. The individual effects of brand equity on the control variable, customer acquisition was first measured and later the interactive effects between the control and the independent variables. The hypotheses were analyzed with Pearson Correlation Coefficient.

4.1 Demographic distribution

	Options 
	Frequency 
	Percentage 

	Gender 
	
	

	Male 
	192
	66.2

	Female 
	98
	33.8

	Marital status 
	
	

	Married 
	120
	41.4

	Single 
	150
	51.7

	Divorced 
	20
	6.9

	Educational status
	
	

	O’level 
	70
	24.1

	B.sc
	200
	69

	Msc
	20
	6.9


ANALYSIS OF RESEARCH QUESTION

Research question one: To what extent does Perceived quality enhances Sales performance of manufacturing companies in Port Harcourt?

Table 2: what extent does Perceived quality enhances Sales performance of manufacturing companies in Port Harcourt
	Options 
	Frequency 
	Percentage 

	Very high extent
	120
	41.4

	High extent
	85
	29.3

	Undecided 
	25
	8.6

	Low extent
	35
	12.1

	No extent
	25
	8.6

	Total 
	290
	100


The table above indicates the response on the what extent does Perceived quality enhances Sales performance of manufacturing companies in Port Harcourt. According to the table, 120(41.4%) respondents said that Perceived quality enhances Sales performance of manufacturing companies in Port Harcourt to very high extent, about 85(29.3%) of the respondents agreed that Perceived quality enhances Sales performance of manufacturing companies in Port Harcourt to high extent, while 25(8.6%) respondent were undecided. 35(12.1%) of the respondents said Perceived quality enhances Sales performance of manufacturing companies in Port Harcourt to low extent, and 25(8.6%) of the respondents agreed that Perceived quality enhances Sales performance of manufacturing companies in Port Harcourt to no extent.

Research Question two: To what extent does Brand Loyalty enhances Sales performance of manufacturing companies in Port Harcourt ?

Table 3: Brand Loyalty enhances Sales performance of manufacturing companies in Port Harcourt
	Options 
	Frequency 
	Percentage 

	Very high extent
	135
	46.6

	High extent
	95
	32.8

	Undecided 
	10
	3.4

	Low extent
	25
	8.6

	No extent
	25
	8.6

	Total 
	290
	100


The table above indicates the response on the what extent does Brand Loyalty enhances Sales performance of manufacturing companies in Port Harcourt. According to the table, 135(46.6%) respondents said that Brand Loyalty enhances Sales performance of manufacturing companies in Port Harcourt to very high extent, about 95(32.8%) of the respondents agreed that Brand Loyalty enhances Sales performance of manufacturing companies in Port Harcourt to high extent, while 10(3.4%) respondent were undecided. 25(8.6%) of the respondents said Brand Loyalty enhances Sales performance of manufacturing companies in Port Harcourt to low extent, and 25(8.6%) of the respondents agreed that Brand Loyalty enhances Sales performance of manufacturing companies in Port Harcourt to no extent.

Research Question three: To what extent does Brand Awareness enhances Sales performance of manufacturing companies in Port Harcourt?

Table 4: Brand Awareness enhances Sales performance of manufacturing companies in Port Harcourt

	Options 
	Frequency 
	Percentage 

	Very high extent
	120
	41.4

	High extent
	85
	29.3

	Undecided 
	25
	8.6

	Low extent
	35
	12.1

	No extent
	25
	8.6

	Total 
	290
	100


The table above indicates the response on the what extent does Brand Awareness enhances Sales performance of manufacturing companies in Port Harcourt. According to the table, 120(41.4%) respondents said that Brand Awareness enhances Sales performance of manufacturing companies in Port Harcourt to very high extent, about 85(29.3%) of the respondents agreed that Brand Awareness enhances Sales performance of manufacturing companies in Port Harcourt to high extent, while 25(8.6%) respondent were undecided. 35(12.1%) of the respondents said Brand Awareness enhances Sales performance of manufacturing companies in Port Harcourt to low extent, and 25(8.6%) of the respondents agreed that Brand Awareness enhances Sales performance of manufacturing companies in Port Harcourt to no extent.

TEST OF HYPOTHESIS

Table 2: Regression Analysis of Brand Equity and Customer Acquisition

	Model
	R
	R2
	Adjusted R2
	St-Error
of

the estimate
	Sig.
F

Change

	1.
Customer acquisition

and Brand Awareness
	.874a
	.764
	.702
	.4343
	0.00

	2.
Customer Acquisition

and
perceived
brand quality
	.810a.
	.656.
	.653
	.50668
	0.00

	3. Customer Acquisition

and brand association.
	.610a
	.412
	.401
	.088456
	0.00

	4. Customer Acquisition

and brand Loyalty
	.776a
	.603
	.553
	.08878
	0.00


Dependent variable: Customer Acquisition **p <0.01
A relatively large portion of variance exists to explain the behaviour of the dependent variable. Observe from table 2 for brand awareness and customer acquisition (R2=0.76,P< 0.01),perceived brand quality and customer acquisition (R2= 0.65, P< 0.01),brand association and customer acquisition (R2= 0.41, P< 0.01), and brand loyalty and customer acquisition (R2=0.60, P< 0.01) imply that the brand equity programmes adopted by firms surveyed explain about 76 percent, 65 percent, 41 percent and 60 percent variations respectively in customer acquisition. Therefore, brand equity has a significant effect on the surveyed market performance measure.

ANOVA test

Table 3: ANOVA ON Brand Equity and Market Performance. 

ANOVA

	
	Sum of Squares
	Df
	Mean Square
	F
	Sig

	Brand Equity
	
	
	
	
	

	Between Groups
	159.891
	1
	159.891
	141.232
	0.00

	Within Groups
	483.414
	289
	1.132
	
	

	Total

Market Performance
	643.305
	290
	
	
	

	Between Groups
	46.598
	1
	46.598
	38,525
	0.00

	Within Groups
	516.483
	289
	1.210
	
	

	Total
	563.082
	290
	
	
	


Source: SPSS 22.0 Window Output (based on 2017 field survey data)
Since Fcal equals 141.232, Ftab (0.05, 1,427) equals 3.84, and 0.00 < 0.05, we conclude significant difference between the opinions of Food and Beverages Firms and End Customers in the assessment of Brand Equity. Also, F38525 > F.3.84 and 0.00 < 0.05, there is a significant difference between the opinions of Food and Beverages Firms and End Customers in the assessment of Market Performance.

Table 4: Independent Sample t- test

	
	Levene’s equality variance
	test of

of
	t-test Equity of Means

	Brand Equity

a, Equal Variance assumed

b, Equal Variance not assumed
	F.
	Sig
	T
	Df
	Sig (2- tailed)
	Mean Difference
	Std Error Difference
	90% Confidence Internal of the difference

	
	
	
	
	
	
	
	
	lower
	Upper

	Market
	309.947
	0.000
	-11.884
	289
	0.000
	-1.31728
	0.11084
	-153516
	-1.09941

	Performance
	
	
	-17.507
	305.558
	0.000
	-1.31728
	0.07524
	-1.46534
	-1.16922

	a, Equal Variance
	
	
	
	
	
	
	
	
	

	assumed
	
	
	
	
	
	
	
	
	

	b, Equal Variance
	
	
	
	
	
	
	
	
	

	not assumed
	
	
	
	
	
	
	
	
	

	
	185.622
	0.000
	-8.207
	289
	0.000
	-0.71113
	0.11457
	-0.93633
	-0.48593

	
	
	
	-8.592
	387.972
	0.000
	-0.71113
	0.08277
	-0.87387
	-0.54840


Levene’s Confirmatory Test

Using the independent sample t-test and Levene’s test for quality of variance, the study attempts to confirm the ANOVA results on the two variables. Table 5 shows that firms assessing brand equity had a mean of 4.7 and when they assessed market performance, they had 5.2; whereas end customers assessed brand equity at a mean of 6.0 and market performance at a mean of 5.9. Thus, there is a difference between the means of the two groups of respondents in their assessment of brand E equity and market performance. From the F-value in the Levene’s test for equality of variances, Fcal equals 309.947, Ftab (0.05, 2427) equals F3.84 and 0.00<0.05 therefore, there is significance difference between the opinions of Firms and End customers in the assessment of brand equity.

Table 5: Independent Sample t-test and Levene’s test for equality of variance on Brand equity and Market performance Group Statistics

	
	Class of respondents
	N
	Mean
	Std Deviation
	Std
Error Mean

	1.
	Brand Equity
	
	
	
	

	
	a. Firms
	54
	4.6678
	1.27967
	0.07451

	
	b.  End Customers
	236
	5.9851
	0.12171
	0.0051

	2.
	Market

Performance
	
	
	
	

	
	a. Firms
	54
	5.2068
	1.29938
	0.07565

	
	b.  End Customers
	236
	5.9179
	0.38872
	0.03358


Source: SPSS 22.0 Window output (based on 2017 field survey data).
Table 6: Correlation of Brand Equity Activities and Market Performance

	S/No
	Brand Equity
	B value
	Pearson value
	P value

	1.
	Brand awareness
	.0036
	0.521**
	0.000

	2
	Perceived brand quality
	0.015
	0.511**
	0.000

	3.
	Brand association
	0.0055
	0.334**
	0.000

	4.
	Brand loyalty
	0.080
	0.415**
	0.000


Source: SPSS 22.0 window output (based on 2017 field survey data).

Brand equity elements have a moderate correlation with customer acquisition. In order of significance, brand awareness correlated most highly with customer acquisition (R=0.521**), followed by perceived brand quality (R=0.511**), and brand loyalty(R=0.415**). Brand association (R=0.334**) showed a weak but significant correlation. All the correlations were statistically significant.

DISCUSSION OF FINDINGS

Fundamentally, brand awareness is a major factor or determinant of brand equity. The first hypothesis sought to determine the association between brand awareness and customer acquisition (brand equity) using the Pearson’s product moment correlation analysis. Statistical evidence reveals that the relationship between the variables is moderate, significant and positive thus, leading to the rejection of Ho1 and the acceptance of Hai. This evidence is consistent with Kim, Kim & An (2013), who found a positive correlation between brand awareness and brand market performance. It was hypothesized in the second hypothesis that there is no significant relationship between perceived quality and customer acquisition. The outcome of the test revealed that perceived quality has a great influence on customer acquisition. The relationship between the variables is very strong, significant and positive thus, leading to the rejection of H02 and the acceptance of Ha2.It is possible to argue that, perceived brand quality triggers choice of a specific brand/product over others, and this is based on subjective judgment. Our findings is in line with Yoo et al (2000), who revealed that perceived brand quality is a complement of brand value which serves as a pointer to consumers’ choice of brand preferably to any other competing brands, and Samantaray (2015) who found that product perceived quality has direct positive relation with purchase intention.

In the third hypothesis, the relationship between brand association and customer acquisition was found to be weak, significant and positive thus, Ho3 was rejected and Ha3 accepted. Irrespective of the fact that the strength of the relationship is weak, brand association is a major contributor to customer acquisition. Brand association can connect to positive attributes which customers can hold firm, and engage in successful business with that company, thereby enhancing the company’s performance. This supports Kilei et al (2016), findings that overall brand association significantly and positively predicts market brand performance. In the fourth hypothesis, the result of the statistical analysis found a moderate, significant and positive relationship between the variables. Therefore, the researchers reject the null hypothesis and accept the alternative hypothesis that a significant relationship exists between brand loyalty and customer acquisition. This implies that brand loyalty has a positive influence on a firm’s decision to acquire new customers. This agrees with Shabbier & Khan (2017), findings that loyalty and brand image have positive effect on brand awareness. The experience which customers derive from usage of brands makes them committed to a specific brand that satisfies their requirements, and subsequently triggers off brand loyalty. This confirms Maheswari (2014), findings that brand experience and brand commitment are drivers of brand loyalty.

CHAPTER FIVE 

CONCLUSIONS, CONTRIBUTION OF THE STUDY AND RECOMMENDATION

5.1 Conclusion
This study focused on investigating the relationship between brand equity and market performance of manufacturing industries in Port Harcourt. The following conclusions can be drawn from the discussions of our findings and from the hypotheses. The study focused on two major respondents: Staff of food and beverage firms and end customers from higher institutions of learning in Rivers State. Besides, the study attempted to assess the extent to which responses from the respondents on brand equity independently explain market performance behavior. The results of the quantitative analysis revealed that there is a sufficient evidence to show that brand equity packages adopted by food and beverage firms affects their market performance through brand awareness, perceived brand quality, brand loyalty and brand association. The Ho1, Ho2, Ho3 and Ho4 were all statistically tested and rejected, indicating that brand equity significantly and positively affects customer acquisition(brand equity). Further there are positive and significant relationships between the specific elements of brand equity and market performance measure, and finally, there is a significant difference between the opinions of food and beverage firms and end customers in the assessment of market performance. It makes sense to argue that brand awareness, perceived quality, brand loyalty and brand extension have the potential to improve upon brand equity which in turn affects the measurement metric of market performance. Therefore, the study concludes that the elements of brand equity significantly affect market performance. Although all the elements of brand equity surveyed affect market performance metric, brand awareness exhibits the most satisfactory significant effects.

The implications of our conclusion are in three folds. First, managers will be guided to focus more on individual and group development of brand equity to ensure improved market performance measured by customer acquisition. Second, it will be a pointer to managers to emphasis more on brand awareness, the most critical influencer of market performance, to develop exposure needed to accurately predict and timely package programmes that firmly establish success in customer acquisition in order to assess positive market performance in the face of stiff competition. Third, although other components of brand equity, aside brand awareness, correlates differently with the dependent variable, managers will be led to exhibit creativity and be strategic in packaging them to ensure a mix that will transform brand equity to optimal market performance. For instance, if a firm’s is after customer acquisition emphasis should focus on brand awareness, followed by perceived quality and brand loyalty. Therefore, the study concludes that the elements of brand equity significantly affect market performance. Management should therefore, key in three dimensions of brand equity (brand awareness, perceived quality and brand loyalty) to customer acquisition, since the study revealed a statistically significant relationship between them.

5.2 Contributions of the study

This study has contributed to the growing number of literature in brand equity because it has demonstrated that it is possible to conduct a study using two groups of respondents (firms and end customers) in the food and beverages sector, which therefore, implies that it can also be done in any other sector. Specially, based on the findings from the study, the researchers proposes a model of brand equity and market performance as shown in figure 2.This model proposes that market performance is influenced by four dimensions of brand equity with varying degrees of relationship.

Brand awareness has a very moderate influence and is in fact the highest influencer of the dimensions of market performance in the food and beverages firms studied. Perceived quality has a moderate influence on market performance and is the second influencer of the dimensions of market performance. Brand loyalty with a moderate influence on market performance is the third influencer of the dimension of market performance. Although, brand association has a weak but positive influence on the dimensions of market performance, the relationship is significant. To a large extent, these findings enrich the theoretical strength and stimulate replications in order to build theory.

5.3 Recommendations
Based on the findings of the study, we proffer the following recommendation: Management should key three dimensions of brand equity (brand awareness, perceived quality and brand loyalty) to customer acquisition, since the study revealed a statistically significant relationship between them.

Food and beverages firms should be proficient in packaging brand awareness, perceived quality and brand loyalty to relate impressively with market performance. This implication is necessary because the study unveiled that brand awareness, perceived quality and brand

loyalty were the most statistically significant dimensions of brand equity that determine the behaviour of market performance.

Also, the study recommends that management of food and beverage firms in Rivers State adopt the brand equity and market performance model which was developed by the researchers and can translate theory into practical guidance for managers. This model provides specific enhancers for creating brand equity success in food and beverages firms and would allow management to direct and prioritize resources accordingly and reduce cost of operations.

Finally, in order to enhance customer acquisition, management should design brand equity programs that are capable of arousing or stimulating demands for their products. They should effectively reposition their brands/products in the mind of their customers through perceptual positioning. This will help to enhance customer perception of their products. Thus, the study recommends particularly to the food and beverages firms in Rivers State to be proactive in developing brand equity programmes in their organizations as a means of gaining competitive advantage.
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QUESTIONNAIRE

PLEASE TICK [√] YOUR MOST PREFERRED CHOICE (s) ON A QUESTION

SECTION A: PERSONAL INFORMATION

Gender

Male [  ]


Female [  ]

Age 

18-25
[  ]

20-30
[  ]

31-40
[  ]

41 and above [  ]

Educational level

WAEC
[  ]

BSC/HND
[  ]

MSC/PGDE [  ]

PHD   [  ]

Others……………………………………………….. (please indicate)

Marital Status

Single
[  ]

Married [  ]

Separated [  ]

Widowed [  ]

Duration of Service

0-2 years [  ]

2-5 years [  ]

5 and above [  ]

Section B: Research Questions

Research question one: To what extent does Perceived quality enhances Sales performance of manufacturing companies in Port Harcourt?

Table 1: what extent does Perceived quality enhances Sales performance of manufacturing companies in Port Harcourt
	Options 
	Please tick

	Very high extent
	

	High extent
	

	Undecided 
	

	Low extent
	

	No extent
	


Research Question two: To what extent does Brand Loyalty enhances Sales performance of manufacturing companies in Port Harcourt ?

Table 3: Brand Loyalty enhances Sales performance of manufacturing companies in Port Harcourt ?
	Options 
	Please tick 

	Very high extent
	

	High extent
	

	Undecided 
	

	Low extent
	

	No extent
	


Research Question three: To what extent does Brand Awareness enhances Sales performance of manufacturing companies in Port Harcourt?

Table 4: Brand Awareness enhances Sales performance of manufacturing companies in Port Harcourt ?

	Options 
	Please tick 

	Very high extent
	

	High extent
	

	Undecided 
	

	Low extent
	

	No extent
	


