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INTRODUCTION 

The period we are today can be said to be the most competitive era in the history of business. 
The level of competition has greatly increased in virtually all areas of business, including the 
telecommunication sector. Most businesses today rise and fall while some others fail out-rightly. 
This is an indication that businesses lagging behind, lack proper pursuance and execution of 
appropriate business strategy. The result of this is a jeopardized organizational performance and 
sustainability (Ambler and Roberts, 2008). The right strategy when applied is seen to help 
organizations out-perform competitors and achieve above average profits (Jobber, 2004). 

Pricing strategy is an important part of an organization’s marketing focus that is capable of 
elevating or deterring a company’s performance. This calls for the need for businesses to get 
their pricing strategies right. Pricing strategy simply refers to the method used by organizations 
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Abstract: This study is descriptive, and examines pricing strategies and marketing performance of 
Telecommunication firms in Port Harcourt. The source of data used in this study was mainly secondary 
with the review of relevant literature that bothers on both variables. The study reveals that a well-
tailored pricing strategy that considers the perception and sensitivity of target customers, as well as 
organizational goals, will have a positive impact on organizational marketing performance. The study 
found out that there is a positive relationship between values based pricing and marketing performance. 
Also, the study reveals that there is a positive relationship between costs based pricing and marketing 
performance. Based on the findings, the study concludes that there is a positive relationship between 
pricing strategies and marketing performance. With this, the study recommends that telecommunication 
firms in Port Harcourt that seek to improve in their marketing performance should determine and 
implement right pricing strategies such as value based pricing strategy and  cost based pricing strategy. 
   
Keywords:  Pricing Strategies, Marketing Performance, value-based pricing, cost based pricing, customer 
satisfaction, customer loyalty 
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to price their products. It can also be seen to be activities used in finding a products optimum 
price. A pricing strategy is targeted at organization’s selected or defined customers; it is also 
targeted against competitors. A pricing strategy focuses on: segments, segments ability to pay, 
the actions of competitors, market conditions, trade margins, input costs, etc.  

There has been a realization of the impact of pricing strategies on the marketing performance of 
an organization. Economic and technological changes have made consumers more educated, 
conversant and curious about the product they want to buy, this has made the pricing strategy of 
organizations, extremely important. The advent of the Internet, e-shopping and   e-commerce has 
made consumers to get information about a product both from the organization and external 
sources as well. Therefore, it is needful for organizations especially in the telecommunication 
industry, to get their pricing strategies right, since it deals directly with the transmission of 
information (Armstrong & Kotler, 2008). Furthermore, it is seen that the fortunes of an 
organization depends on its ability to satisfy and retain customers, since they are a top priority to 
the attainment of marketing goals (Coyles & Gokey, 2005). An adoption of a good pricing 
strategy is pivotal to firms in the telecommunication industry as it allows for competitive 
advantage that births a positive marketing performance. The importance of a good marketing 
performance is transparent as it helps to equip, fortify, and sustain the telecommunication firms 
against competition (Mwangeka, Mtomba, Omindo & Nyatichi, 2014). 

Customer satisfaction and loyalty does not only boost high profitability, but also minimizes 
customers switching. This establishes and strengthens the relationship between the organization 
and customers, which is beneficial for a business and its survival (Armstrong & Kotler, 2008). 
According to Singh and Khan (2012), a satisfied and retained customer earns a firm a goodwill 
and high reputation since they are most likely to offer good words of mouth to friends and 
relatives, this in turn increases patronage. It is to this end that the need to care for the customers 
is paramount for the telecommunication industry. This care is not limited to the delivery of 
quality services, but also an application of a pricing strategy fair enough to satisfy and retain the 
desired customers (Storbacka, 2011). 

Price is very important in the telecommunication industry as it plays a vital role in the market, 
especially for the mobile telecommunication service providers (Kollmann, 2000). The price here 
consists of the price of SIM Card, Recharge Voucher, Call Rate, SMS Charge, Internet Charge, 
Phone Price e.t.c. A network with a fair price may well attract a large subscriber-base which will 
lead to an impressive marketing performance. The income gotten from the number of call 
minutes is the determinant of the basic commercial success for the network providers (Kollmann, 
2000). Kollmann also stated that the success of this sector depends on continuing usage and 
pricing policies that requires consideration on several levels. As it is seen, the telecommunication 
firms in Port Harcourt are put into lots of pressure because of increase in competition. Various 
strategies are formed to satisfy customers in order to make them loyal. One of the key strategies 
is an effective pricing strategy.  

There has been an intense rivalry among telecommunication operators that brought about 
reduction in tariff, introduction of new products, different types of adverts, a rise in sales 
promotion, and an innovative customer service. The essence of all of these is to improve the 
marketing performance of these firms in terms of satisfying customers, retaining and making 
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them loyal, among others. What further intensified the competition are the lower switching costs 
among the subscribers of the various networks. This made subscribers frequently enter and leave 
the networks, which in turn has made it difficult for operators to retain and make existing 
customers loyal. This rang a bell on the importance of satisfying new and existing customer 
(Coyles and Gokey, 2005). In the light of the intense competition facing the telecommunication 
industry, one of the major challenge is the determination and execution of various marketing 
strategies that will not only attract new subscribers but also to retain and make loyal, the existing 
ones (Mason & Lancioni, 2005). This is so because, improving the marketing performance of an 
organization depends on its ability to retain and make loyal, its customers (Pfeifer, 2005). One of 
the identified marketing strategies to put in place is the Pricing Strategy. Pricing strategies 
without a doubt has played imperative roles in today’s marketing environment. But even with its 
positives, Singh Kan (2012) noted that some firms in the telecommunication industry have failed 
to incorporate the right pricing strategies in their marketing plan. Avlonitis & Indounas (2006) 
also noted that even with its importance, price is seen not to have the deserved attention in some 
telecommunication firms.  The main focus is however placed on product development channels 
of distribution as well as communication strategies. This can cause undesirable pricing decisions 
that fail in the area of proper evaluation of market and cost factors (Lancioni, 2005). 

With the foregoing, pricing strategy is seen to be treated as the simplest strategy within 
marketing. This perception is due to the fact that most companies determine their prices on the 
basis of intuition and Manager’s market experience (Sevin, 1965). It is in line with this that this 
study seeks to X-ray the relationship between pricing strategies and marketing performance of 
telecommunication firms in Port-Harcourt. 

Literature Review 

Theoretical Foundation  

Van Westerdrop price sensitivity model  

In 1976, Van Westerdrop proposed the price sensitivity model. This model is focused on finding 
an acceptable price that indicates quality. The assumption in this model is that for every category 
of consumers, reasonable prices exists and for each perceived quality within a category, 
consumer price decisions are made by balancing value against price, and there is an upper and 
lower bound to the price a consumer will pay for a product. The VW model emphasised on the 
concerns of low quality, indicating low quality and also too high pricing. 

The model suits this study as it reminds organizations of the need to pay attention to their pricing 
strategies, so as to determine and implement the appropriate pricing strategies suitable for the 
target audience, and improve marketing performance in turn.  

Conceptual Review 

Concept of Pricing Strategies 

Pricing strategies are means to determine relative price levels by considering factors which are 
influential and then realizing particular business objectives in a specific situation (Noble & 
Gruca, 1999).According to Hinterhuber & Bertini (2011), the main reason for pricing is to 
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adequately cover overhead costs including work and materials costs so as to produce an adequate 
profit which helps to maintain growth and create sustainability in an organization. Kohli & 
Rajneesh, (2011) pointed out that product development, promotion and distribution are used to 
sow the seeds of the success of a business, and an effective pricing is the harvest. This calls for 
the need to tailor pricing strategies to fit specific products and customers perception of the 
product’s value.  

According to Morris (1987), a pricing technique is in addition focused at the characterized 
clients and against contenders. When selecting a pricing strategy, the businesses as well as 
financial goals are kept in mind because the elements of a business plan can influence the choice 
of a pricing strategy. Also, the price assigned to a product also influences the consumer’s 
perception of the product and this in turn impact on their willingness to purchase the product. 
Furthermore, Ding (2007) noted, that pricing strategy also helps as a market segmentation 
strategy since it can be used to differentiate products from those of competitors. Pricing has 
always been an integral component of marketing (Borden, 1964). The only traditional marketing 
element that creates revenue is pricing (Shipley & Jobber, 2011). According to Morris (2007), 
one of the most critical decisions facing an organization is what price to charge customers for its 
products. With the highly competitive nature of today’s business environment, a good pricing 
strategy is needed to help in facilitating customer value creation, structuring pricing decisions, 
and earning a profit (Lancioni, Schau & Smith, 2005). This is vital because a deficient pricing 
strategy obstructs profitability (Hinterhuber and Bertimi, 2011). Developing an appropriate 
pricing strategy is seen to be crucial and highly complex, and as such depends on factors such as 
the environment, firm’s objectives and customer characteristics as well as the pricing situation 
(Clark, 2000, Diamanto Poulos, 1991, Noble & Gruca, 1999). 

The purchase behaviour of consumers can be manipulated using an assortment of pricing 
strategies (Cooper, 2000). The availability of multiple pricing strategies presents a strategic but 
tantalizing dilemma to organizations (Ambler, 2000). The challenge is heightened by the 
consciousness of pricing strategies consistency with company’s overall image. Having a pricing 
strategy which is consistent with company’s overall image, sales, profits and ROI is a daunting 
task. Organizations may choose to price high, low, or become merely price followers (Borden, 
1964).For instance, the use of one-dimensional price, quoting a single figure e.g. N100.00 has 
given way for odd-even pricing strategies targeted at taking advantage of information elaboration 
process or prospective biases related to specific price presentations (Morris, 1987). An example 
of this is can be seen in a case where instead of pricing a product at a standard N100.00, the 
product is priced at N99.99 (Cressman, 2012). This makes the consumer feel he is paying a 
lower price for the product; this in turn leads to an acceleration of sales. 

Value Based Pricing 

Value based pricing is the practice to set prices of products in accordance to customer perceived 
value of that product (Nagle, Hogan, and Zale, 2011). According to Liozu (2016), value based 
pricing strategy allows managers to device prices based on the perception of customers of 
product benefits. Ingenbleak, Frambach and Verhallen (2010), also posit that value-based pricing 
is a pricing practice in which decisions are taken based on the perception of benefits from items 
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offered to customers, and how the benefits are perceived and weighed by customers in relation to 
the price they pay for the product. 

This strategy is to take into consideration how these benefits are perceived in comparison to the 
price they pay. In other words, the willingness to pay is limited by benefits perceived by the 
customer (Toyari, Rajala & Alejandro, 2015). They also state that “value based pricing strategy 
is mainly based on the value a product delivers to customers”. To sum it up, the delivered and 
perceived value determines the price set for the customer. According to Ding (2007), value-
based pricing is highly applicable to services. It is an important conceptual approach for services 
that uses the benefits of the service offering in order to match the buyer’s willingness to pay with 
the value received. Ingenbleak, Frambach, and Verhallen (2010) opined that this is an interesting 
aspect, as there is an increasing need for services when industries are becoming more market 
oriented. Customized marketing, sales activities as well as individual pricing have increased over 
the last few decades (Frenzen, Hansen, Kraft, Mantrala, and Schmidt, 2010). Customers now 
request for differentiated offerings which are well adapted for their specific needs, instead of 
standard products (Oyedijo, 2012).  

When a value-based strategy is adopted, different prices are set for different segments; this is as 
a result of the different values each segment receives from products (Morris & Calantone, 1990). 
Here, the customer’s willingness to pay is the determinant of the price settings; this dictates how 
high prices can be. According to Sevin (1965), this strategy is better in a case where there are 
few alternatives for customers to choose. Due to the difficulty of defining it, most organizations 
often discard value-based pricing. This strategy takes a great amount of time and effort; it is also 
complex because of the charge in the perceived value over-time (Coster, 2015).The value could 
be measured in terms of financial gains, total savings, or customer’s satisfaction derived from the 
use of the product (Nagle & Hogan, 2006).Also, value is connected to emotions oftentimes, for 
this, customers might not be able to define desired value themselves (Davidson, 1999). A firm 
must therefore, differentiate their products and more away from commodities so as to achieve 
value. 

Cost Based Pricing  

Cost-based pricing is the most common, simple, and popular strategy for setting prices. 
According to Simon (1992), this strategy is the most common because of its ability to carry a 
sense of financial prudence. Liozu (2016) added that it is the most common since it provides 
unambiguous ways where the cost of making a product available are summed-up and a profit 
margin is added. This implies that a profit margin is added on cost. What happens in this case is 
that, sales level are first of all determined, followed by the calculation of the unit and total cost, 
afterwards, the organizations profit objectives are set and finally the prices are established. 
Ambler and Roberts (2008) charged professionals involved in this process to show customers, 
enough value on products so as to justify the prices which the organization is charging. 

Hitesh (2017) identified three factors capable of interfering with cost-based pricing strategy. The 
first is the intensity of competition. The intensity of competition in a highly competitive market 
marketing result in contribution and profit margins loss due to the pressure of trying to make 
prices equal to the prices of competitors. In this scenario, cost becomes a highly relevant element 
as it determines the limits of prices to be charged on the products. The second is the company 
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size. Here, companies which are larger, have a greater influence on prices. This is so because 
they have the capacity to act as a guide for the price ranges which are prevalent in the market. 
Another reason for their influence is because of their frequent scale gains. The type of industry is 
the third factor capable of interfering with cost-based pricing strategy. The high investments on 
physical facilities, and resources used in the process of manufacturing has made manufacturing 
industries have higher expenses compared to other industries. This has made it difficult for 
manufacturing industries to accurately define the cost of products, which in turn force an 
increase on the total cost of the product. According to Morris (2013), there seem to be a greater 
focus on price setting that is based on costs. With this, the cost-based pricing strategy encourages 
organizations to make use of better expenditure techniques. Cost based pricing is easy to apply as 
little information is required to put it into effect. All the information needed is within the 
organization and much won’t be needed gaining market and consumer insight (Kohli and 
Rajneesh, 2012).  

Marketing Performance 

Marketing performance refers to marketing result compared against set objectives. This can also 
be said to be indicators managers use to assess the progress of marketing activities of a business 
or unit in a business (The Marketing Science Institute, 2004). According to O’sullivan (2007), 
marketing performance is the end result of marketing activities. At one level it may seem so 
simple like this definition, while at a different level, the notion might be both intriguing yet 
continually disappointing.  

With the well-established research on marketing performance, it is a thing of surprise that there 
is no explicit definition of the term (AMA 1959; Feder, 1965). Bonoma and Clark (1998) also 
gave a nod on this when they noted that marketing performance has been resistant to 
conceptualization, definition and application more than other concepts in marketing’s short 
history. The only general agreement in strategic and marketing literature is the view that 
marketing performance is multidimensional in nature (Clark and Amber, 2001; Vorhies and 
Morgan, 2003). Even on this note, what constitute a superior marketing performance may be 
different for different organizations (Vorhies & Morgan, 2003). 

The effectiveness and efficiency aspect of performance may not be seen as the same and may not 
even be related in the short term, for this organizations make important decisions that reflect an 
emphasis on either effectiveness or efficiency in setting marketing goals and allocating resources 
(Walker and Ruekert, 2013). According to Homburg (2007), marketing performance is the 
effectiveness and efficiency of an organization’s activities based on market related goals like 
revenues, market share growth etc. even with the consensus on how marketing performance 
should be measured, and some general trends its studies. In the history of performance 
measurement, Clark (1999) provided a review and suggested three different shifts. The first one 
is the shift from financial measures to nonfinancial measures of output. The main focus on the 
early work on marketing performance was on financial measures such as profits, sales unit and 
value, and cash flow (Bonoma & Clark, Feder, 1965, Sevin, 1965). Eccles (1991) however noted 
that there is some unease about the usage of financial measures in the assessment of business 
performance. There has been a criticism on traditional accounting systems for not considering 
long term factors (Chakravarthy, 1986). According to Clark (1999) new measures which are non-
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financial such as customer loyalty, brand equity, customer satisfaction etc. has gotten the interest 
of research. Davidson (1999) emphasized that intangible assets such as brand, customer loyalty, 
technology and competence are gradually becoming more important measures of business 
performance. This, on his path is recognition of the importance of non-financial measures of 
performance. The second shift is the shift from the measurement of just the yielded output to the 
inclusion of the input as well. Marketing activities like market orientation, marketing audit and 
implementation lead to outcomes such as brand equity, customer satisfaction, and loyalty, which 
at the end, results in financial output. The outcomes are termed marketing assets (Srivastava, 
Shervani and Fahey, 1998) that are capable of producing financial performance. The third shift is 
the emphasis from the use of one dimensional to multidimensional measures of performance. 
Bonoma and Clark (1988) and Walker and Ruekert (1987) suggested the inclusion of the 
assessment of marketing efficiency and marketing effectiveness in the measurement of 
marketing performance. Here there was an agreement on the multidimensional nature of 
marketing performance by more researchers (Ambler kokkinaki and Puntoni, 2004; Vorhies and 
Morgan, 2003).      

Customer Satisfaction 
Customer satisfaction has been a popular topic in marketing practice and academic Research 
since Eccles (1991) initial study of customer effort expectations and satisfaction. Customer 
satisfaction is regarded as the head of all marketing activities. According to Coyles and Gokey 
(2005), “the principal purpose of marketing is to satisfy customer needs and wants. Satisfying 
customers is essential because satisfied customer will reward firm with favourable behaviour”. It 
is found that “enhancing customer satisfaction brings about a higher future profitability” 
(Anderson et al, 2006). “Increase consumer willingness to pay a higher price, make a good 
accommodation and use the product frequently” (Chakravarthy, 1986) and develop customer 
loyalty (Hitesh, 2017). All these points to the fact that, “customers satisfaction play a significant 
role in generating long term benefits for companies” (Davidson, 1999). 
 
These are many attempts on the definition and the clarification of what customer satisfaction is 
in marketing literature. Oyedijo (2012) defines customer satisfaction as “the customer fulfilment 
response”. It is a judgement that a product or service feature, or the product itself, provided (or is 
providing) a pleasurable level of consumption related fulfilment, including level, of under or 
over fulfilment. According to Ambler and Kokkinaki (1997) Satisfaction is a kind of stepping 
away from an experience and evaluating it. One could have a pleasurable experience that caused 
dissatisfaction because even though it was pleasurable, it wasn’t as pleasurable as it was 
supposed to be. So satisfaction / dissatisfaction is not an emotion, it’s the evaluation of the 
emotion; Satisfaction is seen to be the evaluation or feeling that results from the disconfirmation 
process”. It is not the comparison itself (i.e. the disconfirmation process), but it is the customers 
response to the comparison. Satisfaction has emotional components. customer satisfaction is an 
emotional response to the experiences provided by associated with particular product or services 
purchasers, retail outlet, or even molar patterns of behaviour such as shopping and buying 
behaviour as well as the overall market place (Cronin, Bradley and Hult, 2000).Oyedijo (2012) 
equally supported this view when he said “Customer Satisfaction is the summary psychological 
state resulting when the emotion surrounding disconfirmed expectations is coupled with the 
consumers’ prior feelings about the consumption experience”. Customer satisfaction is the 
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satisfactory post-purchase experience with a product given an existing purchase expectation 
(Cooper, 2000). It is also said to be the buyer’s cognitive state of being adequately rewarded for 
the sacrifices he has undergone (Morris, 1987). Nobla & Grace (1999) define it as “the 
consumer’s response to the evaluation of the perceived discrepancy between prior and 
expectations and the actual performance of the product as perceived after its consumption”. 
Bonoma & Clark (1988) argued that since customer satisfaction is influenced by the availability 
of customer services, the provision of quality customer service has become a major concern of 
all businesses. They see customer satisfaction as typically a post consumption evaluative 
judgement concerning a specific product or service. It is the result of an evaluative process that 
contrasts pre-purchase expectations with perceptions of performance during and after the 
consumption experience.  
 
Customer Loyalty 
Customer loyalty is the customer attitude to prefer a brand over that of competitors.  According 
to Singh and Khan (2012), customer loyalty is a repetition of customer’s visiting and meeting or 
repetition of purchase behaviour, including emotional commitment and the expression of 
favourable attitude towards an offering. Loyalty comes when customers are satisfied. The main 
tool of getting loyalty is getting customers to recommend your firm to others. Rowleys & Dawes 
(1999) explained that the main tool for customer satisfaction measurement should be customer 
loyalty. According to Allender and Richard (2012), customer loyalty comes as result of a firm 
creating a benefit that will help maintain and increase the times customers patronise them. Loyal 
customers are not moved by constraints or influences inherent in the business environment. At 
the peak of loyalty, customers begin to advocate for a firm at no fee, and patronage extends to a 
long period of time (Ambler and Kokkinaki, 1997). Loyalty is the result of developing past 
positive experiences with the customers and having them return to the company, irrespective of 
its product, price or service delivery (Adeleke, and Aminu, 2012). Canina and Enz (2010) 
demonstrates that loyalty is more than a repetition of bahaviour . 
 
According to Hammond et al (1996), “loyalty is a customer's inclination to re-buy a particular 
brand through actions which is measurable and significantly affect sales”. Allender and Richard 
(2012) sees it as “a profoundly accommodated steadfastness, to repurchase the product 
frequently in the future, by that giving rise to repetitions identical brand or identical brand-set 
buying, notwithstanding environmental influences and switching behaviour”. On the other hand 
Lehman (2004) sees it as a "sentiment of the fidelity to or fondness for a firm's people or 
products”. Scholars have different opinions as to how loyalty should be measured. According to 
Anderson, Kumar, & Narus (2007) loyalty should be measured by using "re-buys dynamics and 
recommendations". Ambler et al (2014) and Morris (1987) supports this view but Simon et al 
(2008) argues about this by saying “loyalty is not an attitudinal function and thus, should be 
measured through a purchase parameter so as to include cognitive captured consumer and 
habitual purchases among others”. 
 
Pricing Strategies and Marketing Performance 

An examination of various literatures shows that studies were undertaken on pricing, pricing 
strategies, and organization performance (Allender and Richards (2012) Moore, Kenney and 
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Fairhurst (2003), Rowley and Dawes (1999), Shipley and Jobber (2001), with different modes. In 
their studies, Ambler & Roberts (2008), Ambler, Kokkinaki, & Punting (2014) pointed that 
pricing strategies are root causes of performance in industries. Anderson, Kumar, & Narus 
(2007), Pfeifer (2015) stated that pricing policy is a reliable tool necessary for the coordination 
of decision across all channels of marketing so as to maximize profitability. The performance of 
any organization may be obstructed by the type of marketing strategies adopted and these are 
influenced by the forces of pricing strategies. 

Cooper (2000); Noble & Gruca (1999) in their study also gave an affirmation that pricing 
strategy is positively related to advertisement activities as well as sales strategies needed to 
improve performance as well as organizational benefits. For a firm to have an increase in market 
share, it must choose a fast approach of buying market share through an appropriate pricing 
strategy (Roos, & Krogh, 2004). Pricing and price control must be well considered, as it is a 
critical factor in marketing and competitive strategy that determines an organization marketing 
performance (Shipley and Jobber, 2001). Through price, industrial and commercial customers 
consider the value of a product and this is seen to have a strong impact on the selection of band 
among alternatives. According to them, pricing is vital if sales products must grow and expand, 
because it attracts demand. Nwokah, Ugoji and Ofoegbu (2009) in their view stated that a 
company’s performance cannot be better than their sales performance, and one key determinant 
of sales level is the price. Organizations with poor price marketing lose control over them, at the 
detriment of their sales performance and subsequently, their profitability (Nagle and Hogan 
2007). 

Even in an industry or sector where competition is fierce and organizations engage in a war of 
producing the best products, the pricing strategy can make a firm stand out. This is supported by 
Alinezhad et al (2012) when they opined that when the quality of a product is equal competitors 
in the face of fierce competition, price comes out as the most vital factor to use in maintaining 
and attracting customers as well as their loyalty and satisfaction. It is believed that pricing 
strategies properly and timely applied will enhance customer patronage, loyalty, satisfaction and 
retention (Borden, 1964; caning & Enz, 2010; Fibich et al 2005; Ambler & Roberts, 2008).  

Furthermore, Cooper & Kleinschmdt (1987) documented that the perception of price fairness of 
a customer influences his perceived value, satisfaction and for that bring about different 
emotions and behavioural responses by the customers. What is means is that a positive 
perception will lead to a positive response and behaviour. In the same vain, a negative perception 
of perceived price fairness will lead to a negative behaviour. Considering how well consumer 
behaviour impacts on the profitability of a firm, they are therefore encouraged to strategically 
note their pricing strategies so as not to lose their customers due to poor pricing. Srikanjanrak 
and Ramayah (2009) noted that service quality is not the only aspect that positively relates with 
price fairness. Satisfaction is a result of customer’s perception (Cronin, Brady and Hult, 2000). 
This was supported by Choi and Mattila (2006) when they stated that there is a positive influence 
of perceived value on the satisfaction of the customer. In addition to what others found out, 
Anderson, Narus, & Rossum (2006) concluded in their study, that perceived price fairness affects 
customer satisfaction. The study of Dutta et al (2002) correspondingly reveals that price fairness 
is positively related to customer satisfaction and loyalty.  
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Value-Based Pricing and Marketing Performance 

Value-based pricing is a strategy that safeguards the long term profitability or value of a firm as 
imitating it is not always easy. Nagle and Hogan (2006) gave a nod on this when they stated that 
value-based pricing is a strong competitive advantage as competitors are unable to copy it 
instantly. This way, companies can achieve profitability by controlling their prices (Alinezhad 
Sarokolaee et al. 2012). Nagle et al (2011) saw that adopting a value-based strategy impacts 
positively on organizational profit margin. According to Anderson, Jain, & Chintagunta (1993) 
in their study, the factors influencing organizational performance mostly are related to 
achievement of goals by the introduction of new offerings. What it means is that, organizations 
that achieve sales and profit margin objectives shoved a better organizational performance. It is 
therefore identified that organizational success is linked to the introduction of new products 
which are of value to the customers (Cooper 2000).When this is considered and followed with an 
appropriate pricing strategy; there is a greater possibility of a positive marketing performance in 
an organization (Anderson & Narus, 1998). 

Ding (2007) has it that a higher price is a selling point for some consumers; this is more 
pronounced when items are regarded as a status symbol or makes a statement. If these customers 
are attracted to your offerings, then success comes when a price that communicates the worth of 
your product and the need to pay extra is employed. This is applicable to other areas of pricing 
strategies. Ingenbleek, Debruyne, Frambach, and Verhallen (2003) showed that the use of value-
based pricing is a vital pricing practice for getting larger returns as well as for creating 
comparative advantage for organizations offers. This was demonstrated by Harmon, Raffo, & 
Faulk (2009) in a study carried out on medium-sized companies in Austria. The authors 
identifies that the companies that employed the value-based strategy had larger contribution 
margins compared to others. Thus, value-based pricing is seen to be a superior approach in 
bringing about a positive marketing performance (Liozu and Hinterhuber, 2013). It is important 
to note that products which customers attach higher value tend to generate better returns to the 
organization (Kohli and Rajneesh, 2011), this is so because customers will be ready to pay more 
for the product and thus, generate more profit (Anderson, Kumar, and Narus, 2007). 

According to Hinterhuber and Bertini (2011), value-based products are more resistant to 
economic downturn. It is an obvious fact that people tend to watch their money closely during 
economic downturns, this means also that people become more interested in the value they get 
for their money. When value pricing shows real added value in terms of extra attributes or 
services, that quality brings in a slight increase in the price (Cooper, 2000). In tough times those 
who chose similar luxury-priced products are seen to switch to the value-priced items, so as to 
save money (Anderson, Thomson and Wynstra, 2000). Value-based pricing rewards an 
organization for its expertise, skills and expediency (Ding, 2007). This can be seen in an example 
sighted by Cressman (2012) when he compared the hours a new web designer uses to design & 
code a project. He stressed that the new designer will spend more time compared against when 
more experience is gained. The saved time can be used for other activities of profitable nature. 
He is thereby rewarded with more profit because of his expertise.  

 

 



International Academy Journal of Management, Marketing & Entrepreneurial Studies 

                                          arcnjournals@gmail.com                                                             11 
 
 

Cost Based Pricing and Marketing Performance 

Several studies (Zeithaml, 1988; Fibich et al, 2005; Khan, 2010; Nwangeka Mjoba, Omindo & 
Nyatichi 2014; Khan, 2013) has indicated the relationship between cost-based pricing strategy 
and marketing performance. Some researchers (Guilding, Drury and Tayles, 2005); Simon, 1992, 
Hitesh, 2017; Berge, 2003) have also found out that one of the determinants of the relationship 
between cost-based pricing strategy and marketing performance is customer satisfaction. Yoo, 
Lemak, and Choi (2006) showed that customer satisfaction results to repeat purchase, intention 
to revisit and future patronage. Diamantopoulos (1991) opined that in an environment where 
customers are aware of the cost of production (especially cost of superior product), cost-based 
strategy will boost the confidence of customers lower prices in this regard tend to loose 
customer’s trust, as products will be though to be made with inferior materials. With the current 
economic situation, organizations are having a hard time with limited resources (Dutta, Zbaracki, 
and Bergen, 2003). Every organization strives to employ fewer resources in making products 
available, while still remaining profitable (Fibich et al, 2005). It takes few resources to make use 
of this strategy as a lot of market research is not needed (Manson and Lancioni, 2005).  

Hitesh (2017), Ding (2007); Liozu et at (2011) and Yoo, Lemak, and Choi (2006) showed that 
cost-based pricing provides overall coverage of cost employed, and also consistency in the rate 
of return.  

Discussion of Findings 

The findings from literature reveal that there is a relationship between pricing strategies and 
marketing performance, in that pricing strategies influences marketing performance. As noted by 
Lancioni et al (2005), “a pricing strategy is positively related to advertisement activities as well 
as sales strategies needed to improve performance as well as organizational benefits. In their 
study, Dutta, Zbarachi and Bergen (2003) concluded that price fairness is positively related to 
customer satisfaction and loyalty. It was also found that there is a positive relationship between 
values based pricing and marketing performance. Value based pricing is seen to have an 
influence on marketing performance as Nagle, Hogan and Zale (2011) noted that value based 
pricing is a strong competitive advantage that helps firms achieve profitability and competitive 
edge. 

It was also revealed that cost based pricing have an influence on marketing performance. 
Hinterhuber and Bertini (2011) showed that consumers are more educated and informed in this 
era; this has made it easier for consumers to the cost of producing and making products 
available. For this reason when a price is relatively low consumers might term the product an 
inferior one. In the same vein, when the price is too high, dissatisfaction sets in. in other words, 
when cost based pricing strategy is properly applied, customers tend to view the firm a 
transparent one, and subsequently get satisfied (Shipley and Jobber, 2001). This in turn betters 
the marketing performance of a firm.     

Conclusion and Recommendations 

Based on the findings from literature, we conclude that pricing strategies are prerequisites for 
marketing success in our contemporary business environment. This is because obtaining a 



International Academy Journal of Management, Marketing & Entrepreneurial Studies 

                                          arcnjournals@gmail.com                                                             12 
 
 

positive marketing performance requires strategic activities such as appropriate pricing 
strategies. Our business world is characterised by unpredictability, dynamism, and 
uncontrollability. As such, the right pricing strategies are necessary to cushion the effect of these 
variables on the firm and its offerings. In other words, firms that pays attention to their pricing 
strategies by determining and implementing the appropriate one suitable for their target market 
will stand out in their marketing performance. 

We also conclude from the findings that there is a positive relationship between value based 
pricing and marketing performance, as value based pricing has an influence on marketing 
performance. Also, there is a positive relationship between cost based pricing and marketing 
performance. The following recommendations are hereby made; 

1. Telecommunication firms in Port Harcourt that seek to improve their marketing performance 
should treat their pricing strategy as one of the most important strategies in their marketing plan. 

2. Telecommunication firms in Port Harcourt that seek to have a positive and improved 
marketing performance should adopt a value based pricing strategy. 

3. In order to improve marketing performance, telecommunication firms in Port Harcourt should 
include a cost based pricing strategy in their plan.  
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INTRODUCTION  

The proliferation of advanced mobile devices has opened up several opportunities for using them in 
carrying out numerous personal and professional activities (Verkijika, 2019). Smart phones, 
personal digital assistants (PDAs), wireless tablets, and laptop computers are capable of 
transmitting all kinds of data. These devices can now be used to pay for purchases of goods and 
services via data transmission, a system known as mobile payments (M-payments). 
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Abstract: Nigerian payment systems are based on cash because cash is the primary mode of payment for 
many transactions. Cash transactions is challenged with insecurity, inconvenience of carrying larger 
volume of currency notes, time lost as a result of long waiting in banking hall and making frequent trips 
to banks. M-payment system is mean to encourage cashless economy and overcome the challenges 
associated with the use of cash. The study examines the determinants of intention to use M-payment 
among academic staff in Bauchi metropolis. The study adopted a cross-sectional survey research 
design. The population of the study consisted of academic staff teaching in public tertiary institutions in 
Bauchi metropolis: Abubakar Tafawa Balewa University(ATBU), Bauchi State University Yuli campus, 
Federal polytechnic Bauchi, Abubakar Tatari Ali Polytechnic Bauchi, Adamu Tafa Balewa college of 
education Kangere, Abubakar Tatari Ali college of agriculture Bauchi, Abubakar Tafawa Balewa 
teaching hospital college of nursing and midwifery, and Bauchi state college of nursing and midwifery 
with population of 2220 and sample size of 327. The respondents were drawn at random from the above-
mentioned institutions where the data was collected. A validated questionnaire was used. A total of 327 
questionnaires were distributed, with an 86.5 percent response rate. Cronbach's alpha coefficients 
ranged from 0.772 to 0.890 for the constructs. Using IBM SPSS 26.0, the data was analyzed using 
descriptive and inferential statistics (Pearson Product Moment correlation and Regression). The result 
of the study showed that one out of the two constructs have significant relationship with intention of 
academic staff to use M-payment in Bauchi metropolis. It was recommended that future researchers 
should include other variables that were not tested in this study and they should also consider studying 
diffusion of M-payment use. 
 
Keyword: Performance Expectancy, M-payment, Effort Expectancy and Behavioural Intention  
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M-payment is a method of transferring monetary value that vastly improves the efficiency of 
transactions between suppliers and customers (Schierz, et al, 2010). M-payment is defined as any 
wireless method of initiating, activating, or confirming a transaction (Geva, 2012). According to 
Liebana-Cabanillas (2012) any personal or commercial activity that involves an electronic device 
connected to a mobile network to execute an economic transaction is considered as M-payment. 
M-payment services are different from a number of other mobile services, such as Mobile ordering 
(where a mobile device is only used to place an order but not for payment), mobile delivery 
(where a mobile device is only used to receive delivery of digital services), mobile authentication 
(using a mobile device to authenticate a user), and mobile banking (accessing banking functions 
via a mobile device) (Koenig-Lewis et al, 2015). 
 
M-payments allowed consumers to avoid using cash (Pham & Ho, 2015), while also providing 
convenience and speed (Teo et al, 2015), as well as performance and secure data transfer between 
devices, from single or individual transactions to environments with high volume of payments, such 
as restaurants or large retailers (Leong et al, 2013). Using M-payment benefits both retailers and 
consumers, resulting in time savings and increased productivity advantages (Karsen, et al, 2019). 
The most common services offered by M-payment are the payments for the purchase of products 
and services online and the payment of invoices. The main claimed benefits of M-payment services 
are their ubiquity and flexibility where by both consumers and merchants are able to conduct 
payments at anytime from anywhere (Zhou, 2013). Among the advantages of M-payment include 
ease and convenience (Acker & Murthy, 2018), and the ability to perform a transaction without 
limits of location or time (Qasim & Abu-Shanab, 2015). 
 
Problems arising from the use of several payment instruments have received the global attention 
and so also is the close monitoring of efficient payments instrument by various monetary authorities 
of the world (Adeoti, 2013). Several countries of the world have adopted policies to accelerate the 
use of electronic channels and reduce the use of cash. The motivations for these policies vary from 
country to country but typically reducing the cost of banking, encouraging financial inclusion, 
increasing the amount of capital available for investments within the banking system, driving real 
economic growth and possibly reducing tax evasion (NIBSS, 2015). 
 
Cash based economy is risky, cumbersome and not healthy for a nation’s economy (Omotayo & 
Dahunsi, 2015). M-payment services will minimize the risks associated with the use of physical 
cash that do arise from burglary and thefts as well as financial losses from counterfeit banknotes. 
Embracing M-payment as a means of payment is expected to ease the hardship and inconveniences 
associated with the used of cash by consumers. 
 
One area that is experiencing exponential growth is the M-payment service (Liébana-Cabanillas, et 
al, 2015), which enables users to pay for goods and services by using their mobile phones wherever 
they go (Kim, et al, 2010). Researchers are increasingly convinced that M-payment systems are an 
appropriate means of payment, with many advantages over traditional payment systems (Liébana-
Cabanillas,  et al, 2018). 
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The Nigerian payments system has undergone significant changes in terms of the number of 
instruments and the scope of operations over the years, these changes have been occasioned by new 
policies and other revolutions in the environments. In 2006, the Federal government of Nigeria 
initiated a new payment system strategy 2020, which is part of the overall Financial Sector Strategy 
(FSS) 2020, the aims of which are to make the Nigeria payments system effective, efficient, 
technology driven and in line with emerging global trends (Olasojumi, 2017). The Central Bank of 
Nigeria (CBN) also came up with its cashless policy the aim of which is to limit the amount of cash 
in circulation and to encourage people to key into the new payments system (Olasojumi, 2017). 
Data from the Nigerian Bureau of Statistics (NBS) report, produced in collaboration with the 
Central Bank of Nigeria (CBN), on electronic payments in first quarter of 2017 revealed that M-
payments recorded 12 million transactions valued at N307bn (US$1bn) in the quarter. According to 
the report, though the value of transactions grew by 30% year-on-year, nonetheless, that value only 
accounts for about 1.1% of the total electronic transactions (NBS, 2018) as cited in (Olasojumi, 
2017). 
 
Every new technology introduces into the market has to go through a proper introductory process 
for the populace to be able to adapt and then benefit from the use of such technology (Agboola, 
2006). The M-payment should undergo proper introductory process through basic education and 
awareness creation just like ATM. Many of the consumers need to know what M-payment system 
is, what it stands for or what it looks like and what its functions are. Prospective users need to be 
motivated to adopt the use of M-payment. Creating an awareness of the importance of M-payment 
has become a major factor to encourage its use and especially in line with the high number of 
illiterate population within the Nigerian society (Dada & Oronsaye, 2011). 
 
Security challenges arising from robbery attack of cash holders, and other vices are among factors 
of interest in the adoption of M-payment, as reported by the Central Bank of Nigeria (CBN, 2009; 
CBN, 2010; CBN, 2011), to overcome the challenges and other vices associated with the use of 
cash for business transactions, this study has become imperative. The focus of the research is the 
acceptance by consumers rather than by merchants. This study investigates and examines those 
factors that determine users’ intention to use M-payment.  
 
Unified Theory of Acceptance and Use of Technology (UTAUT) by Venkatesh, et al, (2003) is 
used as a point of departure and is extended to include other factors perceived security and 
perceived awareness. The Venkatesh et al, (2003) developed the UTAUT model to consolidate 
previous TAM related studies. The UTAUT aims to explain user intentions to use an Information 
System (IS) and subsequent usage behavior. The theory holds that three key constructs 
(performance expectancy, effort expectancy and social influence) are direct determinants of 
usage intention and behaviour (Venkatesh et al., 2003). The major factors of interest in the use of 
M-payment includes: performance expectancy and effort expectancy and customer awareness. 

This study would provide answers to the following research questions  

i. Does performance expectancy relates with the intention of Academic staff to use M-payment 
in Bauchi metropolis? 

ii. What is the relationship between effort expectancy and the intention of Academic staff to use 
M-payment in Bauchi metropolis? 
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LITERATURE REVIEW 
Theoretical Framework 
Unified Theory of Acceptance and Use of Technology (UTAUT) 
This theory was based on improvement of some of the existing theories, Venkatesh et al. (2003). 
They formulated and validated the Unified Theory of Acceptance and Use of Technology 
(UTAUT) from the integration of elements of eight prominent models related to the topic after 
empirical comparisons between them. The eight models were tested from a sample of four 
organizations for six months, with three points of measurement, and explained 53% of the variance 
in intent to use information technology. By contrast, the UTAUT formulated from four major 
constructs of intent to use and four key relationships moderators explained 70% of variation when 
applied to the same database. According to the research, the new model provided an important 
managerial tool for evaluation and construction of strategies for introducing new technologies. The 
eight models revisited by Venkatesh et al. (2003) are the Theory of Rational Action (TRA), the 
Technology Acceptance Model (TAM/TAM2), the Motivational Model (MM), the Theory of 
Planned Behavior (TPB/DTPB), a model agreement between the Technology Acceptance Model 
and the Theory of Planned Behavior (C-TAM-TPB), the Model of PC Usage(MPCU), the 
Innovation Diffusion Theory (IDT) and the Social Cognitive Theory (SCT). According to the 
UTAUT, the intended use of information technology (IT) can be determined by three points: 
expected performance, expected effort and social influence. Intent to use has influence over the 
actual behavior, with a view to the adoption of technology enabling conditions. The fourth 
construct, enabling conditions, specifically precedes use behavior (Venkatesh et al.,2003). 
 
formulated a new model called the unified Theory of Acceptance and Use of Technology in 
order to improve upon the TAM, this theory suggests that there are three constructs that are main 
determinants of intention to use an information technology. The three constructs are performance 
expectancy, effort expectancy and social influence. Figure 2 represents the research model. 

Concept of Mobile payment 
M-payment system utilizes wireless and other communication technologies, thereby allowing 
users to make quick payments with their mobile devices (Kujala, et al, 2017). Ghezzi et al. (2010, 
p.5) define mobile payment as "a process in which at least one phase of the transaction is conducted 
using a mobile device (such as a mobile phone, smart phone, Personal Digital Assistants (PDA), or 
any wireless enabled device) capable of securely processing a financial transaction over a mobile 
network, or via various wireless technologies (Near Field Communications (NFC), Bluetooth, 
Radio Frequency Identification Device (RIFD), 

In Nigeria, there are three ways in which Mobile payment is carried out: 

• Card Account Based 
• Bank Account Based 
• Stored Value (e-money) Account Based 
In the Card Based scenario, a payment card (Credit, Debit and Pre-paid) is linked to the Mobile 
phone for initiating and concluding the Mobile payment financial transactions. The Bank Account 
Based is where the financial transactions are initiated through the bank accounts of the consumers 
which could be their existing bank accounts (current account, savings account, domiciliary account 
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etc) in the various banks or newly generated ones. The Stored Value Account Based is a scenario 
where financial transactions are driven through a system-based account. Examples of the stored 
value are Re-loadable stored value accounts, prepaid accounts etc. 
 
Due to the growth that M-payment is experiencing is suggested that M-payments will change 
lives and ways of conducting business; since consumers and mobile devices have become in 
separable (Lee, et al, 2012). This payment system presents several advantages for companies and 
users when compared to alternative payment system in e-commerce (point-of-sale). Significant 
advantages for companies and vendors include (among others): increased versatility, 
considering the large number of existing phones, faster transactions, greater convenience, 
time saving, and lower costs (lower discount rates), etc. (Lie-bana-Cabanillas, 
2012; Mehra, 2010). 

Determinates of M-Payment  

Performance expectancy (PE) 
Performance expectancy refers to the extent to which an individual believes that using a particular 
technology will improve his/her performance (Venkatesh et al., 2003). Performance expectancy, 
therefore, constitutes the different attributes of information systems that can offer benefits to users.  
The general consensus from prior literature is that individuals will be more inclined to adopt and 
use a new technology if they believe that the technology will be useful to them (Alalwan, et al., 
2017; Venkatesh et al., 2012; Al-Saedi, et al., 2020). In the context of M-payment, performance 
expectancy will entail the extent to which a consumer perceives that using a M-payment application 
can be beneficial in completing his/her business transactions. Nowadays, people believe in 
technology only if it makes their lives easier. 
 
Effort expectancy (EE) 
Effort expectancy is defined as the degree of perceived easiness associated with using a 
particular technology (Venkatesh et al. 2003). If an individual perceives using a particular 
technology easy, then he/she will have stronger inclination to use it (Teo et al., 1999). Previous 
research has shown that the more the customer believes using mobile payment is effortless, the 
stronger their intentions to use it (Alshare, et al., 2004; Thakur, 2013). 

Behavioural Intention 
Behavioural intention is the individual’s readiness to perform a specific action or behaviour 
(Davis, 1989). In general, the stronger the intention to perform a certain behaviour, the more 
likely it is that such performance will take place (Ajzen, 1991). Behavioural intention is the 
dependent variable in this study and refers to a student's intention to use smartphone for 
academic learning. According to Ajzen (1991) “Intentions are assumed to capture the 
motivational factors that influence a behaviour; they are indications of how hard people are 
willing to try, of how much of an effort they are planning to exert, in order to perform the 
behaviour. As a general rule, the stronger the intention to engage in a behaviour, the more likely 
should be its performance”. In this study, the behavioural intention can be determine through 
different factors including performance expectancy, effort expectancy, social influence, 
facilitating condition and self-management of learning.  Generally, the concept that behavioural 
intention can affect behaviour influences has been well proven in literature (Ahmad, Amr & 
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Zahra, 2018). And found to have a positive effect on actual use of technology (Turner et al., 
2010). 

H1:  Performance expectancy has a direct positive influence on the behavioral intention of 
Academic staff to use M-payment. 

H2: Effort expectancy has a direct positive influence on the behavioral intention of Academic 
staff to use M-payment. 

 
 

METHODOLOGY 

The study adopted the cross-sectional survey method in the generation of data. The target 
population of the study consisted of all academic staff within Bauchi metropolis teaching in 
public higher institutions as presented in the table below: 

Table 1: Population Distribution of the Study 
S/No Clusters Location No. of Staff % 
1. Universities  Abubakar Tafawa Balewa University, 

Bauchi 
898 40.5 

2.  Bauchi State University, Yuli Bauchi 
Campus 

87 3.9 

3. Polytechnics Federal Polytechnic, Bauchi 576 25.9 
4.  Abubakar Tatari Ali Polytechnic, Bauchi.  294 13.2 
5. Monotechnics Bauchi State College of Nursing and 

Midwifery, Specialist Hospital, Bauchi 
58  2.6 

6.  School of Nursing, ATBUTH, Bauchi. 56 2.5 
7.  Abubakar Tatari Ali college of Agriculture, 

Bauchi. 
58 2.6 

8. College of Edu. Adamu Tafawa Balewa College of 
 Education Kangere, Bauchi. 

193 8.7 

9. TOTAL  2220 100 
Source: Field survey, 2020. 

The sample size was obtained using the Krejcie and Morgan (1970) table for determining 
minimum returned sample size for a given population. For our population, the table placed our 
sample size at three hundred and twenty seven (327). The sampling procedure used in this study 
was the cluster sampling procedure to select its sample. In this study, cluster sampling was used. 
Cluster sampling involves dividing the population into heterogeneous groups. 

Descriptive statistics and Pearson Product Moment were used for data analysis and hypothesis 
testing with the aid of the SPSS Package version 23. 
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Table 2: Descriptive Statistics of Constructs 

Constructs  N Mean  Std. Deviation Cronbach’s Alpha 

Performance expectancy 283 21.81 3.71267 0.890 
Effort expectancy 283 21.51 3.72586 0.845 
Behavioral intention 283 21.19 3.57409 0.859 

Source: Extracted from SPSS 26.0 output, 2021 

Data Analysis and Results 

Bivariate Analysis  
The test of hypothesis cover hypotheses Ho1 and Ho2 which were bivariate and all stated in the 
null form. We have relied on the Spearman Rank (rho) statistic to undertake the analysis. The 
0.05 significance level is adopted as criterion for the Employee Performance of either accepting 
the null hypotheses at (p>0.05) or rejecting the null hypotheses at (p<0.05). 
 
Test of Hypothesis  

H1:  Performance expectancy has a direct positive influence on the behavioral intention of 
Academic staff to use M-payment. 

Table 3 shows the significant relationship between performance expectancy and intention of 
academic staff to use M-payment. The correlation coefficient (r) performance expectancy is .317 
and the significance level is 0.01 (p˂.01). The Table 12 shows that the p-value is 0.000, which 
is less than 0.01. Therefore, the alternative hypothesis is accepted. This result indicates that 
performance expectancy has a significant relationship on the behavioral intention of Academic staff 
to use M-payment. Since the correlation coefficient is positive, it indicates that there is a 
positive linear relationship between the independent variable and the dependent variable, any 
increase in the performance M-payment will correspondingly leads to an increase in the intention to 
use M-payment. 
 
This is in line with the findings of Oliveira et al (2016) and Slade et al (2016) who carried out 
studies on Mobile payment adoption and obtained positive results in the mobile payment context. 
This implies that, the extent to which mobile payment provides benefits in performing payment 
tasks is significant to the adoption of M-payment. 
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Table 3: Pearson Product Correlation for performance expectancy and intention of 
academic staff to use M-payment 

 
Performance 
expectancy 

Intention to use M-
payment 

Performance 
expectancy 

Pearson 
Correlation 

1 .317** 

Sig. (2-tailed)  .000 
N 283 283 

Intention to use M-
payment 

Pearson 
Correlation 

.317** 1 

Sig. (2-tailed) .000  
N 283 283 

**. Correlation is significant at the 0.01 level (2-tailed). Extracted from IBM SPSS 26.0 
output, 2021 
 

H2: Effort expectancy has a direct positive influence on the behavioral intention of 
Academic staff to use M-payment. 

Table 4 shows the significant relationship between effort expectancy and intention of academic 
staff to use M-payment. The correlation coefficient (r) effort expectancy is .181 and the 
significance level is 0.01 (p<.01). The Table 13 shows that the p-value is 0.002, which is less 
than 0.01. Therefore, the alternative hypothesis is rejected. The result indicates that effort 
expectancy has a significant relationship on the behavioral intention of Academic staff to use M-
payment. This is in contradict the findings of Gouveia and Coelho (2007) which shows that effort 
expectancy is significant in the performance expectancy of M-payment, but not significant in 
explaining the behavioral intention to adopt M-payment. 

 
Table 4: Pearson Product Correlation for Effort expectancy and intention of 

academic staff to use M-payment 

 Effort Expectancy 
Intention to Use M-

payment 
Effort Expectancy Pearson 

Correlation 
1 .181** 

Sig. (2-tailed)  .002 
N 283 283 

Intention to Use M-
payment 

Pearson 
Correlation 

.181** 1 

Sig. (2-tailed) .002  
N 283 283 

**. Correlation is significant at the 0.01 level (2-tailed). Extracted from IBM SPSS 26.0 
output, 2021 
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CONCLUSIONS AND RECOMMENDATIONS 

The study assumed that predictors will influence the intentions to use mobile payment technology. 
The bivariate correlations supported our premise in assuming the predictions. The commonalities 
between predictors would not allow all assumed predictors to be significant when joint together in 
the proposed research model. Results indicated that performance expectancy was significant in 
predicting behavioral intentions but not effort expectancy. 
Based on the findings obtained from the study, the following recommendations were proffered: 
1. As customers tend to put great emphases on performance expectancy (the most influential 

predictor of mobile payment acceptance), system developers should take that into account as 
they design mobile payment systems. Developers should try to maximize the number of 
mobile payment types supported by the application, its ability to handle different currencies, 
and the processing speed. 

2. Findings also indicate the importance of awareness creation (customer education), customer 
awareness has significant relationship with acceptance of M-payment, stakeholders are to 
ensure its commitment in awareness creation exercise for public education on the benefits 
and uses of M-payment. 
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INTRODUCTION 
Online shopping is a term belonging to the general family of electronic commerce. Advances in 
information and communication technologies and emergence of the Internet have revolutionized 
business activities enabling new way of doing business (Muhammad, Muhammad &Chaudhary 
2015). Online shopping is one of the widely and commonly used mediums for convenient 
shopping. It is in fact, a popular means of shopping in the Internet community (Bourlakis, 
Papagiannidis & Fox 2008). Online shopping is increasing day by day as many Websites are 
opening every day just to cater for these rising demands for comfort and convenience. Online 

 

International Academy Journal of Management, Marketing and Entrepreneurial Studies                                              

Volume 9, Issue 1, PP 29-42, ISSN: 2382-7446, February, 2022                                                                                                               
Double Blind Peer Reviewed International Research Journal                                                                               
arcnjournals@gmail.com                                                                                  
©Academic Science Archives (ASA) 

                                                                                                                                                   

Abstract: This study focused on the relationship between online shopping trend and consumer buying 
behavior. The study used a cross sectional design. The population of the study comprised final year 
undergraduate students of Abubakar Tafawa Balewa University Bauchi (Faculties of: Science, 
Engineering, Environmental Technology, Agriculture, Management Sciences and Education. The 
number of students in the faculties gives a total population of 3,332 Students. A sample size of 336 was 
adopted through the Krejcie and Morgan table and the simple random technique was used. After data 
cleaning, only data of 293 respondents were finally used for data analysis. Descriptive statistics and 
Spearman’s rank correlation were used for data analysis and hypothesis testing. Empirical results 
confirm that there is a positive significant relationship between online shopping trend and consumer 
buying behavior. The study confirmed that online shopping trend (performance expectancy and 
facilitating conditions) significantly related with consumer buying behavior. The study recommended 
that online retailers should organize workshop and create public awareness on the benefits of online 
shopping in Nigeria and as well providing the services that can meet the requirements of the consumers. 
Government on the other hand should provide technology infrastructures that can facilitate the use of 
online shopping in Nigeria 

Keyword: Performance Expectancy, Facilitating Conditions, Online Shopping and Consumer Buying 
Behavior 
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shopping is fast becoming the way to make all your purchases, whether you are at home or in the 
office, or in a different country 24/7 (Bourlakis et al, 2008). 
 
Online convenient shop is mostly reflected in shorter time and less energy spent, including 
shipping cost reduction, less crowd and queues than real markets, unlimited time and space, 
which all increase convenience of shopping. Internet shopping for businesses and consumers are 
being accepted as an alternative shop mode rather than visiting the physical stores (Salehi, 2012) 
The faster development of information communication technology (ICT) and smart phones, 
smart technology and mobile application software (applications) have become a broad and 
integral part of everyday life (Alalwan, 2020). 
 
This trend to shop online from the comfort of your own couch has recently been taken up in the 
certain parts of Nigeria. Lagos and Abuja seem to have adopted the trend much faster, with 
multiple fashion, furniture and food websites, along with venturing into the more commonly 
known companies, such as Jumia, Konga, Yakxo, OLX, jiji and many others (Ibikunle, 2013). 
For Nigeria, however, the conversion has been more difficult. As a rule, people do not even trust 
what has been put in front of them, and expect them to buy something online and be satisfied 
with it is a little difficult to do. However, Nigerian are fast ecoming open minded and have 
slowly begun to embrace online shopping especially in the Northern part of Nigeria, even if it is 
just ordering electronics or food online (Ibikunle, 2013).  
 
As a nation, and as individuals, we have been victims of so many scams, both online and on our 
phones that it is obvious that we would look at any online activity slightly suspiciously. This 
recent trend has led researchers to believe that the only factor that is causing the people in 
general and youth in particular to turn towards online shopping is not just age. Other factors are 
also involved in making online shopping one of the fastest growing markets in Nigeria as a 
country, as well as greatly helping the IT industry to flourish. 
 
 Nowadays, online shopping has become the norm and consumers are adopting it as it has many 
advantages. On consumers’ perspective, online shopping provides low and transparent prices, 
comprehensive assortment of goods and services and a much more convenient shopping 
alternative that has eliminated such traditional shopping inconveniences of squeezing through 
crowds, stuck in long queue at cashier counter, battling for parking spaces at a busy mall. On the 
other hand, retailers see it as a huge business opportunity to grab. According to Euromonitor 
(2013). Malaysia’s Internet retail realized $842 million in 2011 and will expect to post 
compound annual growth rate (CAGR) of 15% to reach $1.7 billion in 2016 With Malaysian 
consumers shifting their shopping needs online, a lot of small and medium sized businesses 
(SMBs) or even corporation are taking advantage of this opportunity by setting up their 
alternative e-commerce stores to better serve their customers’ needs. 
 
According to Gabriel, Ogbuigwe & Ahiauzu, (2016), a complete online shopping and e-
commerce transaction consists of series of actions, especially: (1) the customer searching for the 
desired product online (2) making a choice and placing the order online (3) the payment stage 
(which could be done online or offline) and finally (4) the delivery of the products. These can be 
referred to as the major stages of a typical ecommerce transaction. Online vendors are therefore 



International Academy Journal of Management, Marketing & Entrepreneurial Studies 

                                          arcnjournals@gmail.com                                                             31 
 
 

faced with the responsibility of ensuring that these four major stages operate in a seamless 
manner that creates a pleasurable and functional shopping experience for online customers. 
Online shopping has experienced a rapid growth during the recent years due to its unique 
advantages for both consumers and retailers, such as shopping at round the clock facilities, 
decreasing dependence to store visits, saving travel costs, increasing market area, decreasing 
overhead expenses and access to multiple options (Gabriel et al, 2016).  
 
The Internet has made online shopping not only a possibility but also a huge success contributing 
to economies around the globe. With the development of internet technology and network 
service, they play an increasingly important role in people’s daily life. People believe they can 
get the satisfied service or goods in a convenient way and in very short time. Hence, the 
electronic commerce system at this moment plays a very critical part. On one hand, it is very 
convenient for people to look at the goods online and it also shortens people’s time period for 
shopping. On the other hand, for the enterprise, it shortens intermediate links, and it can reduce 
the geographic restrictions and decreases the merchandise inventory pressure, therefore, it can 
greatly save business operating cost (Gabriel et al, 2016). 

The study would provide answers to the following research questions: 

1. What is the effect of performance expectancy on consumers’ attitude toward online 
shopping in Nigeria? 

2. To what extent does facilitating conditions affects consumers’ attitude toward online 
shopping in Nigeria? 

 
 

LITERATURE REVIEW 
Theoretical Framework 
Unified Theory of Acceptance and Use of Technology (UTAUT) Model 
Based on the work of Venkatesh et al., (2012), Unified Theory of Acceptance and Use of 
Technology (UTAUT) Model in e-commerce adoption which was modified by Venkatesh et al., 
(2012) from the original UTAUT model is used for this research.  The concept of the unified 
theory of acceptance and use of technology (UTAUT, Venkatesh et al., 2003) serves as a basic 
model and has been applied to various studies that use basic technology in both organizational 
and non-organizational settings. There is a lot of research on the application and replication of all 
models or parts of models in organizational settings that have contributed to strengthening 
generalizations (Venkatesh et al., 2012).  
 
Unified Theory of Acceptance and Use of Technology (UTAUT) is a theory about the 
acceptance of the latest technology that was first developed by Venkatesh et al., (2003). as a 
connection of eight previous theories, namely Theory of Reasoned Action (TRA), Theory of 
Planed Behavior (TPB), Technology Acceptance Model (TAM), Motivational Model (MM), 
Combined TAM-TPB (C-TAM-TPB), Model of Personal Computer Utilization (MPCU), 
Innovation Diffusion Theory (IDT), and Social Cognitive Theory (SCT). The UTAUT model 
was developed with four types of core constructs, namely expectations for performance 
(expectancy performance), expectations for effort (social expectancy), social influence (social 
expectancy), and conditions support (facilitating expectancy).  
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In addition to the four constructs, there are four moderators, namely gender, age, experience, 
volunteerism of users. According to Venkatesh et al., (2003), the resulting UTAUT model 
formulates the factors that give rise to system acceptance and usage with four key moderators 
that influence each other. The factors that give rise to user acceptance in the UTAUT model are: 
Performance expectancy, names the level of user confidence that using a system will help users 
produces maximum work performance. Effort Expectancy, which is the level of ease felt by the 
user in using a system. Social Influence, i.e. one's awareness of the existence of another person 
using a system. The constructs that are incorporated in social influence are: Facilitating 
Conditions, names the belief that there are organizational and technical facilities that support the 
use of the system. Behavioral Intention According to Ajzen, (1991) intention to consume is one 
of the motivational factors that influence behavior. Behavioral Intention is defined as the extent 
to which someone will use technology services in the future.  
 
Consumer Buying Behavior 
According to Mojtaba (2012), research on consumers’ attitudes and behavior towards online 
shopping has been the main focus in e-commerce recently. This may be due to an individual’s 
attitude towards consuming a product is one of the most important antecedents for predicting and 
explaining consumers’ choices across products and services, including food products (Voon 
2011). In other words, understanding consumers’ attitudes would shed lights on preferences and 
behaviors of individuals. Attitude as defined by Voon  (2011) is a psychological construct which 
represents an individual’s readiness to act or react in a certain way. Asiegbu (2012) defines 
attitude as a mental and neural state of readiness, organized through experience, exerting a 
directive or dynamic influence upon the individual's response to all objects and situations with 
which it is related. According to Asiegbu (2012), attitude is a learned predisposition to respond 
or react in a consistently favorable (like) or unfavorable (dislike) manner with respect to a given 
object/situation. In a simpler definition, Pickens (2005) defines attitude as a mind-set or a 
tendency to act in a particular way due to both an individual’s experience and temperament and 
the reactions/responds include the tricomponent of feelings (emotions), thoughts (beliefs) and 
actions (behaviors). 
 
According to Kuester (2012), “Consumer behavior can be described as the study of individuals, 
groups, or organizations and the processes they use to select, secure, and dispose of products, 
services, experiences, or ideas to satisfy needs and the impacts that these processes have on the 
consumer and society”. Every individual’s consumer behavior varies from another, depending on 
their buying choices. These choices are influenced by their buying habits which are affected by 
psychological and social factors which have an effect on the purchase decision process. 
(Brassington & Pettitt, 2000). Online shopping behavior (also known as online buying behavior) 
is the process of purchasing products or services through websites on the Internet. The process 
has five steps, which are similar to the steps related to conventional shopping behavior (Liang & 
Lai 2000). 
 
Online shopping 



International Academy Journal of Management, Marketing & Entrepreneurial Studies 

                                          arcnjournals@gmail.com                                                             33 
 
 

According to Gabriel et al (2016), online shopping refers to the shopping behavior of consumer 
in an online store or a website used for online purchasing purposes. Online shopping is one of the 
widely and commonly used mediums for convenient shopping.  
 
One advantage of internet shopping is that it provides the consumers with detailed information 
and multiple choices so that they can compare products and prices. The more the choice and 
convenience, the easier it is to find what you are looking for online (Butler & Peppard, 2018). It 
has been seen that online shopping provides more satisfaction to the modern day consumers who 
are seeking convenience as well as speed (Yu & Wu, 2007). Online shopping has experienced a 
rapid growth during the recent years due to its unique advantages for both consumers and 
retailers, such as shopping at round the clock facilities, decreasing dependence to store visits, 
saving travel costs, increasing market area, decreasing overhead expenses and access to multiple 
options. The Internet has made online shopping not only a possibility but also a huge success 
contributing to economies around the globe. 
 
Dimensions of Online Shopping  
Performance Expectancy 
According to Shin (2009), performance expectancy is defined as the degree to which an 
individual believes that using the system or technology will help him or her to attain gains in his 
job.2010). Zhou (2010) found that performance expectancy, task technology fit, social influence, 
and facilitating conditions have significant effects on user adoption. In addition, we also found a 
significant effect of task technology fit on performance expectancy. The result showed that 
perceived usefulness, perceived enjoyment, trust, cost, network influence, and trust have 
significant influence on consumer’s e -commerce adoption intentions. The online shopping 
intention is positively influenced by: (1) the levels of performance and effort expected with 
regard to the transaction; (2) the level of innovativeness of users. In addition, the innovativeness 
construct has a moderating effect on the relationship between performance expectancy and 
online shopping intention (Martín & Herrero, 2012). 
 
Facilitating Conditions 
Chang (2012) described facilitating conditions as the degree to which an individual believes that 
organizational and technical infrastructure exists to support use of the system.  
 
According to Chiemeke and Evwiekpaefe (2011) facilitating Conditions is a provision of support 
for users in terms of computer hardware and software necessary to work on e-commerce, e-
commerce compatibility with the other systems and the users who are using e-commerce is also 
covered. The underlying construct of facilitating condition is operated to include aspects of the 
technological and/or organizational environment that are designed to remove barriers to use 
(Keong, 2012). The UTAUT construct consists of items from perceived behavioral control and is 
theorized to model the relationship between the organization's attempts to overcome barriers to 
use and the potential users' intent to use. Like effort expectancy, the power of this variable 
predicts usage decreases after initial acceptance.  
Effect of Online Shopping on Consumer Buying Behavior 
According to Mojtaba (2012), research on consumers’ attitudes and behavior towards online 
shopping has been the main focus in e-commerce recently. This may be due to an individual’s 
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attitude towards consuming a product is one of the most important antecedents for predicting and 
explaining consumers’ choices across products and services, including food products (Voon 
2011). Allport viewed attitudes as complex systems made up of the person’s beliefs about the 
object, his feelings toward the object, and his action tendencies with respect to the object. Peter 
(2002) see attitude as a person’s overall evaluation of a concept and it can range anywhere on the 
continuum from extremely negative to extremely positive. Generally, attitudes are developed 
from personal experiences and learning with reality, as well as from information, from friends, 
sales people and news media. They are also derived from both direct and indirect experiences in 
life. In short, consumers’ perceptions of the product and service would determine their readiness 
to accept and adopt the product and service or otherwise. 
 
Many previous studies have investigated the influence of attitudes in the adoption of online 
shopping and indicated that attitudes is important in predicting online shopping intentions or 
behaviours. In the study by Delafrooz and Narges (2009) showed that the level of online 
shopping intention was relatively high and direction of attitude towards online shopping was 
positive among the postgraduate students in Malaysia. Jarvenpaa et al (2000) assessed 
consumers’ intention to shop online indicated that consumers’ intention to shop online (or 
willingness to buy in an internet shop) is positively associated with attitude towards internet 
buying, and influences their decision-making and purchasing behaviour. 
 
According to Shwu-Ing (2003), the group with more positive attitude towards online shopping 
should be the target market as attitude is believed to influence online purchase decisions directly. 
In particular, attitude serves as the bridge between consumers’ background characteristics and 
the consumption that satisfies their needs (Shwu-Ing, 2003). According to Na & Ping, (2002), in 
the context of online shopping, the first dimension of attitudes for investigation is the consumers’ 
acceptance of the Internet as a shopping channel. The second dimension for investigation is the 
consumer attitudes toward a specific Internet store (i.e., to what extent consumers think that 
shopping at this store is appealing). 
 
On the basis of this arguments that the following hypothesis were formulated: 
HO1:  Performance expectancy significantly and positive affect consumers’ behavior toward 

online shopping.in Nigeria. 
HO2:  Facilitating conditions significantly and positive affect consumers’ behavior toward 

online shopping.in Nigeria. 
 

METHODOLOGY 
The study adopted the quantitative research design base on the cross-sectional survey method. 
The target population of the study was final year undergraduate students of Abubakar Tafawa 
Balewa University Bauchi (Faculties of: Science, Engineering, Environmental Technology, 
Agriculture, Management Sciences and Education. The number of students in the faculties gives 
a total population of 3,332 Students. (DICT ATBU, 2019). The sample size was obtained using 
the Krejcie and Morgan (1970) table for determining minimum returned sample size for a given 
population. For our population, the table placed our sample size at three hundred and thirty six 
(336). The Stratified proportional random sampling technique was adopted for the purpose of 
this study in order to contact the respondents, even though, there are many sampling techniques 
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that can be used in a given study. Descriptive statistics and Spearman’s rank correlation were 
used for data analysis and hypothesis testing with the aid of the SPSS Package version 23. 
Table 1. Reliability statistics for the instruments 
S/No Dimensions/Measures of the study 

variable 
Number of 

items 
Number of 

cases 
Cronbach’s 

Alpha 
1      Performance Expectancy  5 293 0.844 

2      Facilitating Conditions           5 293 0.870 

3      Consumer Behaviour 5 293 0.821 

Source: Research Data, 2022 

Data Analysis and Results 

Bivariate Analysis  
The test of hypothesis cover hypotheses Ho1 and Ho2 which were bivariate and all stated in the 
null form. We have relied on the linear Regression to undertake the analysis. The 0.05 
significance level is adopted as criterion for the probability of either accepting the null 
hypotheses at (p>0.05) or rejecting the null hypotheses at (p<0.05). 

Testing of Hypothesis  
Table 2 shows the result of correlation matrix obtained for performance expectancy and 
Customer’s Behaviour. Also displayed in the table is the statistical test of significance (p - 
value).  

Table 2:  Correlations Matrix for Performance Expectancy and Consumer’s Behaviour 
 Performance 

Expectancy 
Customer 
Behaviour 

Spearman's 
rho 

Performance 
Expectancy 

Correlation 
Coefficient 

    1.000 .667** 

Sig. (2-tailed) . .000 
N         293   293 

Consumer 
Behaviour 

Correlation 
Coefficient 

       .667** 1.000 

Sig. (2-tailed)        .000 . 
N         293   293 

**. Correlation is significant at the 0.01 level (2-tailed). 
Source: SPSS 23.0 data Output, 2021 
 
Table 2 illustrates the test for the first previously postulated hypothesis: 
 

H1: A significant and positive relationship exists between performance expectancy and 
consumers’ behavior toward online shopping.in Nigeria. 
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From the result in table 2, it is shown that a positive relationship exists between performance 
expectancy and consumers’ behavior toward online shopping in Nigeria. The rho value 0.667 
indicates the strength and magnitude of this relationship and it is significant at p= 0.000 <0.01.  
Therefore, based on empirical findings, the bivariate hypothetical statements are hereby upheld. 

Table 3 shows the result of correlation matrix obtained for facilitating conditions and customer’s 
behaviour.  Also displayed in the table is the statistical test of significance (p - value).  

Table 3:    Correlations Matrix for Facilitating Conditions and Customer’s Behaviour 
                                                                              Facilitating                    Customer  
                                                                              Conditions                     Behaviour                                                 

Spearman's 
rho 

Facilitating 
Conditions 

Correlation  
Coefficient            1.000                            .775** 
                                                           
Sig. (2-tailed) 

.      

           
          .000 
             
           293      
 
 

 N                             293                                          

 Customer 
Behaviour 

Correlation  
Coefficient              .775**                                     1.000 
 
Sig. (2-tailed)         .000 

. 
N                             293                                293 

 
**. Correlation is significant at the 0.01 level (2-tailed). 

 Source: SPSS 23.0 data Output, 2021 

Table 3 illustrates the test for the second previously postulated hypothesis: 

H2: A significant and positive relationship exists between facilitating conditions and consumers’ 
behaviour toward online shopping.in Nigeria. 

From the result in table 3, it is shown that a positive relationship exists between facilitating 
conditions and consumers’ behavior toward online shopping.in Nigeria. The rho value 0.775 
indicates the strength and magnitude of this relationship and it is significant at p= 0.000 <0.01. 
Therefore, based on empirical findings, the previous bivariate hypothetical statement stated is 
hereby upheld. 
 
 
 
Discussion of Findings 
The findings revealed a strong and positive significant relationship between online shopping 
trend and consumer buying behaviorusing the Spearman’s rank order correlation tool and at a 
95% confidence interval. The findings of this study confirmed that online shopping trend 
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(performance expectancy and facilitating condition) has a significant positive relationship with 
consumer buying behavior. This finding however supports the views of Salehi (2012) whose 
findings indicated that the first five factors influence consumers towards online shopping and 
security is the factor that contributes most towards online shopping.  
 
Another study that agrees with the findings of this study is that of Gabriel, et al (2016) who 
suggested that online vendors should introduce product reviews of their products and encourages 
customers who have bought and used a product to honestly share their experiences on the 
product page as a way to create improved customer experience. They concluded that the issue of 
trust has been identified as the most relevant factor that seems to be affecting consumers’ online 
buying behaviour. They said if the consumers trust the website, they will be more disposed to 
buying online. Also, in agreement to the findings of this work is that of Muhammad, et al (2015) 
whose results showed that trust factor was considered as the most relevant factor that seems to be 
affecting consumer buying behaviour towards online shopping when it came to the younger 
generation. They concluded that if the consumers trusted the website, they are likely to buy more 
from it. 

Mojtaba et al (2012), conducted a research on consumers’ attitudes and behavior towards online 
shopping. They concluded that individual’s attitude towards consuming a product is one of the 
most important antecedents for predicting and explaining consumers’ choices across products 
and services. It was suggested in their research that every online retailer should study the attitude 
and behavior of his consumers. Ibikunle (2013) also conducted an explorative research on earlier 
research on issues and challenges of E-commerce in developing nations, with a focus on 
consumer attitude in the Nigerian market. From the result of his research, it was clear that the 
consumer attitude is on the positive side. 
  
Chang (2012) carried out a review on UTAUT and UTAUT2: A review and agenda for future 
research. His study examined works which employed UTAUT and UTAUT 2 by focusing on 
findings on the core constructs of UTAUT to predict Behavioural Intentions. The results 
confirmed previous studies that all of the four constructs of UTAUT contributed to behavioural 
intention even though performance expectancy seemed to be the most significant contributors 
among the four.  
 
Lastly, another work in collaboration with this study is that of Fong (2013) whose findings 
showed that consumers exhibited positive intention to make an online purchase in future and 
attitude is positively and strongly correlated with behavioural intention. The study concluded that 
the perceived benefits of online shopping, consumers’ lifestyles, perceived merchants’ 
trustworthiness and consumers’ prior e-commerce experience have direct influence on attitude. 
 
 
 

Conclusion and Recommendations 
It is without doubt that online shopping is and will remain an important platform in human life as 
far as transaction is concerned. Today people are harvesting tremendously from its existence not 
only from buyer’s point of view but also from retailer’s end. Different items have been sold and 
bought online through the existence of online shopping system. Purchasing of varieties of items 
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from one’s comfort zone at any time is no longer a struggle as compared to the traditional way of 
shopping. Hence the study concludes that there is a relationship between online shopping and 
buying behavior of the consumers. 
 
The study thus recommended that: 

i. Online retailers should organize workshop and create public awareness on the benefits of 
online shopping in Nigeria and as well providing the services that can meet the 
requirements of the consumers.  

ii. Government on the other hand should provide technology infrastructures that can 
facilitate the use of online shopping in Nigeria 
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INTRODUCTION 

Macroeconomic variables are signals showing the present style in the economy. The 
arrangement, behavior and decision-making of an economy as a whole (Osullivan and 
Sheffrna, 2003). Everybody anticipates that the government in order to handle the economic 
aggregates must carry out an investigation and understand the key indices or instruments that 
decides the present behavior of macroeconomy of any country (Berharden, 2009). The key 
macroeconomy indices used for the study are money supply, inflation rate, government 
spending, exchange rate and interest rate. In the present economy, we interpret 
macroeconomic indices quite differently within the parameters of the international crisis and 
other outside economic shocks as they happen. 
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Abstract: The study examined the connection between macroeconomic variables and tertiary school 
enrolment in Nigeria for the period 1986-2018. The data used for the study was obtained from the Central 
Bank of Nigeria (CBN) official bulletin and Annual Report and Accounts of various issues. The dependent 
variables for the study is tertiary school enrolment while the independent variable are money supply, interest 
rate, exchange rate, inflation and government expenditure as a measure or proxy for macroeconomic 
variables. The study deployed unit root test to establish the stationarity of the variables, and the auto 
regressive distribution lag (ARDL) to determine the effect of macroeconomic variables in school enrolment. 
The result obtained indicated that macroeconomic variables have no short run and long run effect on 
tertiary school enrolment in Nigeria. The study concluded that macroeconomic instruments cannot influence 
tertiary school enrolment in Nigeria. The study recommended among others that government should continue 
to create programmes such as Amajari school, school teachings programme, free textbooks and uniforms etc 
to encourage parents to sent their children to school and also encourage private sector investment to create 
job opportunities for the unemployed graduates.    
 
Keywords: Macroeconomic Instruments, Tertiary School Enrolment, Fiscal Tools, Monetary Tools 
Programme 
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The most priceless possessions in every economy are the human beings (Ogunliye, Owolabi, 
Sanyaolu and Lawal, 2017). To attain development, it therefore becomes very important for 
these possessions to be handled correctly and efficiently. One way of doing this is by making 
adequate investment in human capital. Human capital refers to the capability and skills of human 
resources and human capital development refer to the procedure of acquiring the increasing the 
number of persons who have the skills, education and knowledge which are capital for the 
economic development of the country (Adekunle, 2011). Government should therefore up its 
attempt to make sure that more pupils are enroll in tertiary school education in Nigeria.  
 
Statement of the Problem 
Over the years, macroeconomic variables and school enrolment have drawn important attention 
from development professionals and have been argued at length. a number of studies carried out 
on macroeconomic indices and tertiary school enrolment are with varied findings. For instance, 
Ndiku (2016) studied the effect of the speedy development of university instructional 
effectiveness in Maseno University. The result of the study showed that there was a 
proportionate development and advancement of teaching amenities to match the rising enrolment 
which has compromise instructional efficiency and value of education given in Maseno 
University. Okeke (2015) examined the effect of public health and education spending on their 
sectoral result.  
 
The study used Vector Error Connection Mechanism (VECM) to examine the effect of 
government spending on overall school enrolment and under -5 death rate in Nigeria for the 
period 1980-2010.  
 
The findings showed that government health spending greatly decreased under -5 death rate 
while government spending did not greatly impact on overall school enrolment. 
 
Furthermore, empirical studies in Nigeria are few that used time series data to clarify the 
macroeconomic indices nexus and tertiary school enrolment in Nigeria.  
 
In all, most of the studies did not think about the short run shocks on tertiary school enrolment. 
Also, a good number of the extent literature used panel and cross-sectional data and as well lack 
agreement on their results on macroeconomic instruments association and tertiary school 
enrollment. One of the bases for this is the fact that these countries have different stage of 
macroeconomic indices and tertiary school enrolment and their measurements.  The present 
study therefore complements the obtainable empirical studies by using yearly data for the year 
2018 and auto distributive lag model that is able of exposing both short and long run shocks of 
macroeconomic indices relationship and tertiary school enrolment in Nigeria.  
 
Objective of the Study 
The objective of the study is to investigate the relationship between macroeconomic variables 
and tertiary school enrolment in Nigeria. However, other specific objective include: 
(1) Evaluate the effect of interest rate on tertiary school enrolment in Nigeria.  
(2) Analyze the effect of money supply on tertiary school enrolment in Nigeria.  
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(3) Determine the effect of government expenditure on tertiary school enrolment in Nigeria.  
(4) Ascertain the effect of inflation rate on tertiary school enrolment in Nigeria. 
(5) Examine the effect of exchange rate on tertiary school enrolment tin Nigeria. 
 
Research Questions  
The following research questions are raised in this course of this study: 
1. How does interest rate affect tertiary school enrolment.  
2. How does inflation rate affect tertiary school enrolment? 
3. What are the effects of money supply on tertiary school enrolment in Nigeria? 
4. How does exchange rate affect tertiary school enrolment in Nigeria? 
5. What are the effects of government expenditure on tertiary school enrolment in Nigeria? 
 
Research Hypothesis  
The following are the research hypothesis for the study stated in their null form. 
Ho1: Interest rate has no significant effect on tertiary school enrolment in Nigeria 
Ho2: Inflation rate  has no significant effect on tertiary school enrolment in Nigeria. 
Ho3: Government expenditure has no significant effect on tertiary school enrolment tin 

Nigeria.  
Ho4: Money supply has no significant on tertiary school enrolment in Nigeria. 
Ho5: Exchange rate has no significant effect on tertiary school enrolment tin Nigeria. 
 
Significant of the Study 
Result from the study will be of great advantage to the following persons or groups. 
1. Government: the result of this study will enable the government to make sufficient 

supplies for education. The will train them more on the significance of good and solid 
education in a country. This research will also help the government to know the state 
of affairs of the education sector in the country and how to better it particularly in 
terms of budgetary allotment. 

2. Education Sector:  It will aid the government on the need to assign more resources 
to the education sector because of their high inclination to human capital growth. 

3. Investors: For potential investor and investors, the study would extensively shed 
some leading lights on the investment opportunities in the education sector and the 
effect of macroeconomic instruments on their investment opinion.  

4. Academics, Scholars and Researchers: This study will unlock a new area that has 
not been studied before therefore, arousing inquisitiveness in trying to dig deeper in 
this field particularly for those who may be attracted in conducting their research in 
this field. Finally, it will add to the obtainable body of knowledge, thus giving 
pertinent information that could direct further research on the topic.  

 
LITERATURE REVIEW  

Conceptual Framework 
Macroeconomic indices are such tools or instrument that government used in the 
management of the economy at both the local and nationwide level and they influence a 
large people rather than a small amount of selected individuals or group of individual. The 
following macroeconomic indices such as inflation/money supply, exchange rate, 
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government spending and interest rate are employed in this study as a gauge of 
macroeconomic instruments and their connection with tertiary school enrolment in Nigeria.  
 
Interest rate is the price of loaning money for business or other transaction motives. 
Investors loan funds from banks and other financial institutions to fund their business. 
Similarly, government also loan money to fund their financial plan. Interest rate is one the 
strongest factor that influences financial plans, as financial plans are the guiding doctrines of 
investors. The reaction of investment spending changes eagerly as interest rate which is the 
mind of money making analysis, Acha and Acha (2011). The aim of interest rate is in its 
reaction to capital investment to look ahead in narrowing the discrepancy concerning the 
result of cost and interest rate in the commercial banks. 
 
Inflation is the persistent rise in the overall price level within the economy which affects the 
worth of the home currency (Fafukasi, 2012). It is not one time and uphill price rise but has 
to be maintained through time and influences all commodities and services within the economy. 
A lot factors are accountable for inflation in Nigeria. The inflation which occurs from surplus 
total demand is called demand push inflation; the cost push inflation arises from uphill movement 
in the price of production while the structural inflation occurs from some variables such as 
ineffective production, marketing and distribution system in the productive segments of the 
economy. Other form of inflation is developing country could be imported, open and many 
market oriented economies, there are a embodiment of empirical studies on the over-archiving 
problems of inflation, yet only chosen few seem to know about the determinants, workings and 
the actual effects of inflation on national economic growth. 
 
Government spending is the total in cash terms of the Federal State and the Local Government 
expenditure including transfers to the parastatals and the three levels of government Anyato, 
2016). The provision of social and physical amenities through public investment and spending on 
some commodities and services. Hypothetically it can directly enhance output in the private 
segment through more effective allotment of resources due to the unique features of solid goods 
(Kethie, 2009).  It is the duty of the state through spending to make available the desired services 
which the price methods cannot offer or create at all or would only do so at high cost and with 
lesser social benefits. The recurrent spending is government spending made frequently annually. 
Some examples include personnel cost, operating cost cost, utility services, furniture and 
equipment. On the other capital spending are used up on new construction, land and building 
acquisitions etc. 
 
Money supply is a collection of liquid assets that is commonly accepted as a means of exchange 
and for payments of debt. In that role, it serves to save on the use of scarce resources dedicated 
to exchange, increase resources for production, enhance trade, encourage specialization and 
involvement to social welfare (Sing et al, 2011).  
 
The supply of money at any time is the aggregate quantity of money in the economy at a given 
time (Chingan, 2006). In Nigeria, the narrow money supply (MI) is defined as money outside 
bank plus demand deposit of commercial bank plus domestic deposit with the central Bank less 
Federal Government deposits at Commercial Bank. 
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Exchange rate is the cost of one’s currency in relation to another. Exchange rate is the proportion 
between a unit of one currency and the amount of another currency for which that unit can be 
swapped at a given time (Ngerebo and Ibe, 2013). In other words, exchange rate is the cost of 
one’s currency in relation to another and is the amount of units of a currency needed to purchase 
another currency (Mordi, 2006). 
 

Exchange rate of currency is the connection between local and international value of 
commodities and services. Also, exchange rate can either increase or decrease. An increment 
happens if fewer unit of local currency exchanges for a unit of international currency while 
decrease in exchange rate happens if additional units of local currency exchanges for  a unit of 
international currency. 
 

Tertiary school enrolment rate is a fraction of the proportion of secondary school graduates that 
successfully register into university more accurately, the tertiary enrolment rate is the proportion 
of overall enrolment (in spite of age), in post secondary institutions people within five years of 
the age at which students normally graduate high school. Overall student enrolment is defined as 
the amount of students, despite of age in all types of tertiary educational institutions in the 
province including public, private and all other institutions providing prepared tertiary 
educational programmes. In Nigeria, obtainable proof has shown that tertiary enrolment growth 
rate are quite conflicting and slow. The population of tertiary enrolment in Nigeria shows that 
tertiary enrolment has relatively been rising over the years, with the higher growth rate of 21.64 
percent in 1991 and the least growth rate in 2004. On the other hand, 1995 and 2004 showed key 
disturbances in the tertiary enrolment in Nigeria. This is basically as a result of the political crisis 
and industrial disagreement seen in these periods. It should be taken into consideration that 
regardless of various policy interventions put in place by the government over the years to 
encourage schooling at all levels of education, enrolment rates of school-aged children still 
remain awfully poor. Apart from this, documentary proof of the effect of education, in general on 
economic growth are many but the effect of tertiary enrolment particularly is till burgeoning. 
Therefore, the major purpose of this paper is to investigate the effect of tertiary enrolment on 
economic growth in Nigeria. The fact that diverse schooling levels of economic growth at the 
time that an educational increase took place particularly in secondary and chiefly in higher 
education. The results may perk up decisions of policy makers about education and it 
involvement in economic growth.  
 

Theoretical Literature   
The hypothetical framework of this study is based on the keysian theory because the theory is 
connected to economic growth investment and output of human capital. 
 

The Keynesian theory of 1936 during the great melt down states that it was insufficient total 
demand as well as the part that a vigorous stabilization law was required to keep good economic 
performance. As a result, fiscal law stressed as the therapy for insufficient aggregate that requires 
stability and consequently should be stabilized by necessary monetary and fiscal laws. Thus, 
Keynesian proposed thorough interference to modify the economy in the neighbourhood, curb 
unemployment and inflation. Keynesian theory of model stressed the importance of government 
interference as major determinant as the key determinants of growth level in an economy that is 
in full employment, and an increase in the productivity of capital. Since Keynesian emphasized 
the need of government interference through expenditure and debt financing, it follows therefore, 
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that the assumption is appropriate in the study of developing country like Nigeria. Keynes posits 
on the need for the economic growth, “Credit becomes the way through which production 
moves. The bank as their obligation requires should provide the transport services necessary so 
that the productive strength of the community can be employed to their full capacity”. Keynes 
advocated for quick returns on economic theories and policy concern on short term requirements 
and alteration on a nation’s economy.  
 

Empirical Review  
Ndiku (2016) ascertain the effect of the quick growth of university instructional efficiency in 
Maseno University. The study was done in Maseno University. The intended population was 
7,175 comprising of 7,000 undergraduate students and 175 lecturers of Maseno University in the 
2011 / 12 academic year. Simple random sampling was used to select 210 students and 96 
lecturers making a sample of 306. Data were gathered using a questionnaire for students and 
lecturers. Research instruments were tested using face and content validity while reliability was 
examined using test-retest technique at r 0.7. Data was analyzed descriptively with the aid of 
frequencies and percentages by help of SPSS version 1.7 and shown in tables and graphs. The 
result of the study revealed that enrolments, particularly a steady rise. However, the study 
showed that there was no corresponding development and enhancement of teaching amenities to 
match the increased enrolment, which is made up instructional effectiveness and quality of 
education given in Maseno University. 
 

Sede and Ohemeng, (2015) investigated the socio-economic determinants of life expectancy in 
Nigeria using data from 1980-2011. Judging from the endogeneity characteristics of the indices, 
A VAR and VECM frameworks was used. Socio-economic characteristics were substituted by 
secondary school enrolment, government spending on health, per capita income, unemployment 
rate and the Naira foreign exchange rate. It was found that, the conventional socio-economic 
indices such as per capita income, education and government spending on health was thought to 
be highly efficient in deciding life expectancy of developing countries which are not significant 
as in the case of Nigeria. 
 

Oluwatoyin, Adegboye, & Fagbeminiyi, (2018) Studied the impact of public health spending on 
health outcomes in Nigeria between 1979 and 2012. This study utilized the Johansen 
Cointegration and the Vector Error Correction Model (VECM) econometric technique to 
establish the long-run connection between public expenditure on health and health outcomes in 
Nigeria. The study revealed that public expenditure on health has an important relationship with 
health outcomes in Nigeria. It was also revealed that environmental factors such as carbon 
dioxide emissions which were used in this study impacted on individuals’ health. 
 

Okeke (2015) investigated the impact of public health and education spending on their sectoral 
outcomes. Under-5 death rate and total school enrolment were used as health and education 
outcomes correspondingly. The study used vector error correction mechanism (VECM) to 
examine the effect of government spending on total school enrolment and under-5 mortality rate 
in Nigeria in the period 1980-2010. The findings propose that government health spending 
considerably decrease under-5 mortality rate white government spending on education did not 
notably impact total school enrolment. Moreover, female education was seen to have a negative 
association with under-5 mortality (health outcome) though its impact was not significant. The 
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study also revealed an extra rise in per capita GD1 will raise total school enrolment considerably. 
Based on the finding that health spending significantly lowers under- 5 death rate, 
 

According to Sen (2018), education has both innate and instrumental worth; it is advantageous 
not only for the individual but also for the society as a whole. Education as private good benefits 
straight those who receive it, which in turn impacts the individual’s prospective earnings stream. 
At the comprehensive level, a improved educated work force is thought to increase the stock of 
human capital in the economy and increase its productivity. In analysis of the externalities 
rampant in education, it is generally, acknowledged that the state has a key role to play in 
ensuring fair allotment of educational opportunities to the whole population. This is mostly 
crucial in developing countries such as Nigeria that experience high levels of poverty, inequality 
and market imperfections. Public interference in education can lead to enhancement in the 
prospective flow of individuals, enabling fair distribution of wealth and assist in decreasing 
poverty (Mukherjee, 2007). 
 
Furthermore, the validation of public expenditure on social goods, particularly education, is rests 
on the classical literature on public goods, where it is posited that social goods provide a 
justification for the allocative function of budget plan. It is posited that the public sector carries 
out some functions because some goods cannot be provided proficiently through the market 
system due to obvious market failures or connected inefficiencies. Market failure happens 
because the benefits fashioned by social goods are not restricted to one exact consumer who buys 
the goods, as is the case with private goods. The non-opposition or non-excludability nature of 
public goods has significant consequences for consumer behavior and on the stipulation of both 
private and social goods (Musgrave & Musgrave, 1989). Even though the market mechanism is 
structured for the provision of private goods, the distinctiveness of the name given to purchasers 
of private goods is lacking in social goods. It would be inept therefore to exclude any consumer 
from sharing in the benefits of a social good since such consumption does not decrease the 
benefits according to others (Onwioduokit & Tule, 2002). 
 

Research Methodology  
Research Design and Sources of Data 
The study used the ex-post facto research design to examine the relationship between 
macroeconomic variables and tertiary school enrolment in Nigeria. The data for the study was 
generated from the Central Bank of Nigeria Statistical Bulletin and Annual Reports and Account. 
The time frame for the study is 30 ears spanning 1986-2018. 
 

Model Specification  
The model for the study was adapted from the work of Eravwoke and Esiti (019) who studied 
tertiary school enrolment in Nigeria, implication for national development and its variables are: 
Y = f(TSE, GREE) where 
Y = National Development 
TSE = Tertiary School Enrolment 
GREE = Government Recurrent Expenditure  
 

This present study modified the models as: 
TSE  = f(MS, EXR, INF, GOVEXP, INT) where: 
TSE  = Tertiary School Enrolment 
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MS  = Money Supply 
INF  = Inflation 
GOVEXP = Government Expenditure  
EXT  = Exchange Rate 
INT  = Interest Rate 
The relationship can be explicitly formulated into model thus: 
 Co is a constant or intercept, C1, C2, C3, C4 and C5 are the coefficients of the explanatory 
variables, and p is the stochastic error term.  
 
Data Presentation and Analysis  
Date Presentation  
The logged data for the study was presented in appendix 1. The data was tagged to present the 
data in the same base before it was used for the analysis. Another reason is to achieve normality. 
 
Analysis of Data 
Table 1: Descriptive Statistics 

Macroeconomic Variables and Tertiary School Enrolment 
 TSE LMS INF EXR LGOVT INT 

Mean 
Median 
Maximum 
I1inimum 
Std. Dev. 
Observations 

7.912368 
5.345000 
49.00000 
0.740000 
8.504014 

32 

6.547237 
6.611111 
10.12982 
2,672078 
2.555846 

32. 

68.07474 
70.18000 
85.66000 
37.97000 
12.61960 

32 

90.q9474 
97.40000 
360.5000 
0.610000 
91.1405 

32 

11.67463 
11.81725 
14.53615 
8.431766 
2.287401 

32 

17.61579 
17.68500 
29.80000 
7.750000 
5.626656 

32 
 
The summary statistics show that the average mean of Tertiary School Enrolment is about 7.912. 
The average mean for money supply is 6.54, while averages mean of inflation rate, exchange 
rate, government expenditure and interest rate were 6.547237, 68.07474, 90.09474, 11.67463 
and 17.6 1579 respectively. The standard deviations of macroeconomic variables such as money 
supply inflation rate, exchange rate government expenditure and interest rate are 2.971298, 
2.555846, 12.61960, 91.21405, 2.287401 and 4.626646. The values of the standard deviations 
indicate that there is wide spread in tertiary school enrolment n Nigeria. This is also evident in 
the wide gap between the maximum and minimum values. For example, the maximum value of 
life expectancy is 449.0000 while the minimum is 0.740000 with difference of 48.26. Similarly, 
the maximum of money supply is 10.12982 while the minimum is 2.672078. These performance 
variations are rather at the high side. Even in the case of inflation rate the maximum is 85.66 and 
the minimum is 37.97. It is equally observed that exchange rate varied widely over time. For 
instance, exchange rate is 360.5 while its minimum value is 0.61.The wide variation over time 
indicates high level of fluctuation of Macroeconomic Varia1les which affects tertiary school 
enrolment in Nigeria. 
 

The variables for this analysis are subjected to two types of unit root test to determine whether 
they are unit root or stationary. The tests employed are the Augmenied Dickey Fuller (ADF) test 
and the Phillips-Perron test (PP) Test. The null in both the ADF and PP is the presence of unit 
root.  
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Table 2: Augmented Dickey Fuller Test (ADF) 
Variable At Level First Difference        Order of 

 t- Statistic Prob t- Statistic Prob Integration 
MS -2.264016 01892 -2.425122 0.1437 1(2) 
INT -4.656213 0.0007   1(0) 
INF -4.323164 0.0025   1(0) 
EXR 1.753328 0.9995  0.0004 1(1) 
GOVT -2.046787 0.2665 -4.355259 0.0050 1(1) 
TES -1.873990 0.9996 -3.596335 0.0492 1(1) 
 
Table 3: Augmented Dickey Fuller Test (ADF) 
Variable At Level First Difference        Order of 

 t- Statistic Prob t- Statistic Prob Integration 
MS 2264016 0.1892 -4.575709 0.0010 1(2) 
INT -4.774825 0.0005   1(0) 
INF -2.775847 0,0730   1(0) 
EXR 1.753328 0.9995  0.0004 1(1) 
GOVT 2264016 0.1892 -3.355259 0.0050 1(1) 
TES -4.774825 0.0005 -8.904031 0.0000 1(1) 
 
The analyses of the stationarity of the variables were l3erforIe using the ADF and PP tests. Both 
tests showed similar result outcomes. The ADF result is shown on Table 2 while the PP results 
were in Table 3.  From both Tables, the results for INT tnd INh were integrated at levels. This 
suggests that the variables are stationary at their level forms. However, MS, EXR, GOVT and 
TES were not stationary in their levels [(O)], but were found stationary in the first differences 
1(1). It is worthy of’ note that MS was not stationary at 1(0) and 1(1) using the ADF but was 
found stationary at 1(1) using tl1e P. Thus the result of the PP was taken to imply that MS is 
stationary at 1(1). 
 
These results of Unit root tests (stationarity test) showed that some of’ the variables (INT and 
INF) are stationary at level 1(0) while others including MS, EXR, GOVLT and TES, P are found 
stationary at first difference 1(1). The stationarity found at level suggests that the variable cannot 
be affected by changes in time series when they are employed in regression analysis. On the, 
other hand, the variables that are stationary at first difference showed that they respond to 
changes in time series. Based on the pure of the variables having a combination of 1(0) and 1(1) 
stationaries, the most suitable tool of analyses is the Autoregressive Distributive Lag (ARDL) 
technique. 
 
4.3  Estimation of the Specified Models 
The Autoregressive Distributive Lag (ARDL) technique was used to investigate the effect of 
macroeconomic variables on school enrolment in Nigeria. The two forms of regression analysis 
conducted are the Bound test and ARDL Short run regression estimation. 
 
 
 



International Academy Journal of Management, Marketing & Entrepreneurial Studies 

                                          arcnjournals@gmail.com                                                             52 
 
 

4.3.1 Estimation of Long run Effect 
The estimation of long run relationship in the specified models are shown on Table 4. The 
analysis is the Bound, test to determine the long run relationship macroeconomic variable and 
School enrolment. The ARDL results compared the bound critical values with the F-statistics 
values. The decision rule is: If the F-statistic is above the upper and lower critical bound values, 
then there is a long run relationship in the model; but where the F- statistics is below the upper 
and lower bound critical values, it is inferred that there is no long- run effect (relationship). The 
null hypothesis is that “No long-run relationship exists”. 
 
Table 4: ARDL Bounds Text for Long-Run effect of Macroeconomic Variable on School 
Enrolment 

Models F-Statistic Lower Critical 
Value Bound at 5% 

level 

Upper Critical 
Value Bound at 5% 

level 
Model 3: School enrolment 2.0.375 2.62 3.79 
Significant at 5% 
Source: Extracts from Eviews 9 output on Appendix 
 
From the results in Table 4, the critical bound values were computed at 5% level of significance. 
The lower critical bound value is 2.62 while the upper critical value is 3.79. The F-statistics for 
the model is 2.0376. the results shows that the model have F-statistics lower than the upper 
(3.79) and lower (2.62) critical bound values. This model with F-statistics that is lower than the 
critical bound values, suggest rejection of the alternate and acceptance of the null hypothesis. 
The results are summarized as follows: 
1. Macroeconomic variables (money supply, exchange rate, inflation rate, government 

expenditure and interest rate) do not have a significant long-run effect on school 
enrolment in Nigeria.   

 
Hypothesis Testing: Ho: Macroeconomic variables have no significant effect ton school 
enrolment in Nigeria. 

Variables Coefficient Std. Error t-Statistic Prob. 
TSE(-1) 
LMS 
LMS(-I) 
LMS(-2) 
LMS(-3) 
LMS(-4) 
INF 
INF-1) 
INF(-2) 
1NF(-3) 
INF(-4) 
EXR 
EXR(-1) 
LXR(-2) 

-0.371610 
7.9374 10 
-19.68070 
5.276050 
3.623223 
-11.99043 
0.371838 
-0.070191 
0.030231 
0.021281 
0.178576 
0.006902 
0.115773 
0.212802 

0.591514 
8.225764 
9.163062 
9.333138 
10.93995 
7.689410 
0.274361 
0J02963 
0.108744 
0.069825 
0.127485 
0.031245 
0.049222 
0.079622 

-0.628235 
0.964945 
-2.147829 
0.565303 
0.331192 
-1.559343 
1.355288 
-0.684628 
0.278002 
0.304780 
1.400765 
0.220907 
2.352049 
2.672651 

0.5940 
0.4364 
0.1648 
0.6288 
0.7720 
0.2593 
0.3081 
0.5643 
0.8071 
0.7893 
0.2963 
0.8457 
0.1430 
0..1161 
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EXR(-3) 
EXR(-4) 
LGOVT 
LGOVT(-1) 
LGOVT(-2) 
LGOVT(-3) 
LGOVT(-4) 
INT 
INT(-1) 
1NT(-2) 
INT(-3) 
1NF(-4) 
C 

0.064430 
0.092355 
-5.354935 
-8.700304 
13,26656 
-2.597293 
9.557858 
-0.297607 
-0.613393 
-1.071645 
-1.599522 
-0.133853 
75.49205 

0.079420 
0.076530 
2.165471 
5.233308 
6.404350 
5.342740 
4.018439 
0.348390 
0.447543 
0.544889 
1.039178 

, 0.228710 
45.8097 1 

0.811262 
-12.845134 
-2.472873 
-1.662486 
2.071491 
-0.486135 
2.378500 
-0.854236 
-1.370581 
-1.966721 
-1.539219 
-0.585249 
1.647949 

0.5024 
0.3509 
0.1319 
0.2383 
0.1741 
0.6749 
0.1405 
0,4830 
(1.3041 
0.1881 
0,2636 
6.6176 
62411 

R-square  
F-statistics 
Prob(F-statistics 

0.697829 
1.86212 

0.087853 

 
Durbin-Watson Stat 

 
2.229183 

 
The result of the ARDL to analyze the short run effect of mc1oeconom1c variables on school 
enrolment in Nigeria. The endogenous coefficient of school enrollment (TSE) showed negative 
relationships at lags 1, but the probability values are greater than 0.05, and not statistically 
significant. This means that school enrolment is not an endogenous variable in the model of the 
relationship between macroeconomic variables and school enrolment nexus. 
 
Mors so, the result showed that money supply (MS) have negative relationships at lag I and 4; - 
and a positive relationship in current year, lags 2 and 3, respectively. However, the probability 
values of t-statistics are greater than 0.05 level at all the periods. This means that money supply 
does not have a significant short run effect on school enrollment in Nigeria. 
 
Moreover, the coefficient of inflation rate (INF) are positive in the current year, lags 2, 3 and 4; 
but negative relationship in lag 1. The p.values are greater than 0.05 indicating no significant 
short run effects. Thus the study posit that inflation rate does not have a significant short run 
effects on school enrolment in Nigeria. 
 
As is the trend with other, exchange rate, government expenditure and interest rate have varying 
direction (negative and positive) of relationships with school enrolment in Nigeria. In a similar 
note, the p.values are greater than 0.05 and thus the variables re seen to have no significant effect 
on school enrolment in Nigeria. The study thus concluded that exchange rate, government 
expenditure and interest rate do not have a significant effect on school enrolment in Nigeria. 
 
Post-Estimation Test 
 Breusch-Godfrey Serial Correlation LM Test 
This serial correlation test was used to check for the serial relationship between the variables. 
The null hypothesis stated absence of serial correlation while the alternate hypothesis states the 
presence of serial correlation. The prob. Chi square if less thatn5% level of significant signifies 
the acceptance of the alternative and rejection of null hypothesis while the prob. chi square 
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greater than 5% level of significance signifies the acceptance of the null hypothesis and rejection 
of the alternate hypothesis. 
 
Table: Interpretation of Serial Correlation  

MODEL LM-STAT PROB.  
School Enrolment 9.560477 0.0566e 
Source: Author’s Computation  
 
The result above showed that the prob. (chi-square) having a value of 0.0664 which is greater 
than 5% level of significance, therefore we accept the null hypothesis which state that there is no 
serial correlation.  
 
Normality Test  
In general, a normality test is used to verify if a data set is well-modeled by a normal distribution 
or not, or to compute how likely an underlying random variable is to be normally distributed. 
The essence of this is to check if the residual of the model is normally distributed. One of the 
assumptions of least square estimator is that the residuals are normally distributed; obeying well 
defined probability laws and also can bear any value which could be negative, positive or zero. 
 
Table: Jaque Bera Normality Test Result  

MODEL LM-STAT PROB.  
School Enrolment 2.134205 1.502088 
Source: Author’s Computation  
 
Discussion of the Findings 
The research investigated the impact of macroeconomic indices on school enrolment in Nigeria 
for the period 1986-2018. Data were collected from the CBN Statistical Bulletin on several 
issues. The data gotten were subjected to statistical and econometrics examination and the 
following findings were gotten. 
 
The study found that macroeconomic indices do not have considerable impact on school 
enrolment in Nigeria.  This shows that macroeconomic indices cannot sway the level of school 
enrolment in Nigeria and hence do not compel school enrolment in Nigeria. The current study 
could not hold up extant literature which states that well-structured and developed 
macroeconomic indices are seen as the foundation of any organization and institution and the 
economy at large (Ndiku, 2016) and that macroeconomic indices have important result on school 
enrolment date (Yede and Ohemangi, 2015). 
 
Summary of the Findings, Conclusion and Recommendation  
The study investigated the impact of macroeconomic indices on tertiary school enrolment in 
Nigeria for the period 1986-2018. The findings of the study are summarized as follows: 
 
Macroeconomic indices Such as money supply, inflation rate, exchange rate, government 
spending and interest rate do not have important impact on school enrolment in Nigeria both 
long run and short run. 
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The study has shown that the above macroeconomic indices are not policy instruments for both 
short and long run management of tertiary school enrolment in Nigeria. A combined 
administration of the above instrument is not enough policy tools in managing tertiary school 
enrolment of a developing economy like Nigeria.  
 
It is therefore suggested that important policy instruments be put in place other than the one 
stated above if government wants to improve tertiary school enrollment in Nigeria. This can be 
achieved by the creation of people oriented programme that will draw children to go to school. 
The establishment of Amajarin School, school feeding programme, free textbook and uniforms 
for school pupil, creation of jobs for graduate is a few examples of government programme that 
can efficiently sway tertiary school enrolment positively in Nigeria.  The government should also 
make certain the sustainability of the programmes once created. Private sector investment should 
also be encouraged by the government at all levels in other to create job opportunities for our 
tertiary graduates wandering about the streets.  
 
The coefficient of determination shows the general the descriptive authority of the 
macroeconomic indices being the independent variables 1oyent as the dependent variable. 
Table 5 showed R2 coefficient as 0.697829 which means that about 69% of the changes in 
school enrolment dynamics in Nigerian can be explained by the chosen macroeconomic 
indices (MS, INF, EXR, GOVT and INT) in Nigeria. The result of the F-statistics is 1.86212 
which a consequent p.value of 0.087853. Since the p.value is greater than 0.05, the study 
cannot reject the null hypothesis. Thus it states that macroeconomic indices do not have 
considerable short run impact on school enrolment in Nigeria. The Durbin Watson of 2.019 
shows that the model is dependable. 
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Abstract: The aim of this study was to examine the relationship existing between customer accountability and 
Nation building within the context of Rivers State in Nigeria. The problem which necessitates this study was the 
issue of disunity amongst the several multi-ethnic nations in Nigeria which of lately has resulted to killings and 
clashes between one tribe and another in Nigeria. Drawing from social action theory, this paper suggests that 
business concerns should use marketing strategies such as customer accountability in terms of making the 
customer understand their role in the use of goods and services offered to them by marketers so as to achieve 
expected satisfaction whereby building strong bonds and unity amongst buyers and sellers from different ethnic 
nationality in Nigeria. The population of the study comprised of the residents of Port Harcourt City LGA with an 
estimated population of 3,171,076 residents (World Population Review, 2021). Using Taro Yamen formula, a 
sample size of 399 individuals where generated. 381 copies of questionnaire out of the distributed 399 were valid 
and used for the study. The study adopted a quantitative research design method, and Pearson moment correlation 
coefficient was used to test our hypothesis. The study revealed that customer accountability has a significant 
positive impact on nation building in terms of creating understanding between marketers and customers from 
different backgrounds. The study recommends that marketing practitioners should learn to engage their customers 
in the most friendly and appealing manner to account for and contribute to the achievement of the needs they so 
desire since this has proven to help reduce customers blame on marketers, strengthen and unite them with the 
business and foster long time harmony. Secondly, they should learn to draw up policies that will explain in simple 
terms roles customers have to play before and while their desire offering is been processed so as to help marketers 
deliver accurate customer success and on time. 

Keywords: Customer Accountability, Nation Building, Social action theory 



International Academy Journal of Management, Marketing & Entrepreneurial Studies 

                                          arcnjournals@gmail.com                                                             58 
 
 

1.1  Introduction 

In a country with people of diverse ethnicity and tribes such as Nigeria, nation building is crucial 
in order to harmonize the people to leave in unity, whereby developing the country’s economy. 
OECD (2008) defined nation building as actions taken mainly by national actors to develop a 
sense of common nationhood, normally to defeat ethnic, communal or sectarian differences. 
Nweke and Nwoye (n.d.) opines that previously and after the formation of Nigeria as an 
Independent country, there has been several forms of discussion on how to attain a principled 
arrangement that would enable Nigerians to be one united people despite their cultural and 
religious differences. This is because over the years there have been several clashes and tribal 
issues both politically and economic wise amongst the different tribes in Nigeria which is made 
up of several multi ethnic groups and tribes with different cultural value system and religious 
believes. Each tribe recognizes its own and wants to favor theirs as against the other tribes both 
in politics, businesses and other spheres of life which has caused problems to the Nigerian 
society. Hence, the unification of these different ethnic groups under nation building so as to 
have one voice, tolerance, unity rather than acting under their different cultural and religious 
values which goes against one another value system and believes will benefit the country called 
Nigeria both economically and in ensuring peace and unity. And one little area that could unit 
people of different nationality or tribe in Nigeria is business transaction mostly between 
customers and businesses. Every academic discipline as part of education should be able to 
contribute to nation building, which is why Gupta (2019) asserts that “education plays a very 
important role in nation building because education transform the human being into an intelligent 
honest citizen towards its country. Hence, marketing in trying to contribute to nation building 
can achieve that through business transactions which could be seen as economic ways of getting 
people of different ethnic, religious, and racial group to come together in other to meet minds for 
economic benefit purposes. 

Business transactions create friendships that know no bound in tribe or ethnicity. It units people 
from different cultural background and nationality. Although business transactions have these 
benefits, but in most cases when business transaction is been conducted within Nigeria, most 
customers have cognitive dissonance and feel bad about the outcome of the business which in 
turn heightens the rift between tribes when both the customer and the marketer comes from 
different tribes because they attach the outcome to tribal sentiment. Customers have over time 
been considered and favored when such issues arise at the detriment of the marketers since the 
customer is always right, is king and pays the bill and without the customer the business will go 
moribund. In reality, most business transaction default comes from the customers rather than the 
marketer when some unscrupulous customers out of their mistakes destroys the products and 
come back to claim refund and other settlements. That is why Kjeruff (2006) gave five reasons 
why the phrase “customer is always right” is wrong. According to him it makes employees 
unhappy when falsely accused; give abrasive customers unfair advantage; it results in bad 
customer service; most customers are bad for business; while some other customers are just plain 
wrong (Kjeruff, 2006). 
 

This has brought about a resent line of thought in marketing to apportion some certain mild 
responsibility to the customer making them understand clearly their own end of the bargain 
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which is termed “customer responsibility”. When customer and marketers enter into a 
relationship (relationship marketing) and the customer is made to understand in a cordial manner 
through product labels, terms and conditions of product usage, warranty etcetera, that he/she is 
accountable for small portion of the satisfaction the business will offer (customer accountability), 
this will reduce customer blame and negative word of mouth on the business when the actual 
expected value is not achieved because both had a role to play. Hence customer accountability is 
a new method of getting the customer to be responsible and devoted to the business offering.  

There is an upcoming paradigm shift from traditional view of customer been the king and served 
as a lord to them having to take on small responsibility by been accountable for small portion of 
the success to be achieved in marketing offerings they so desire. That is why Kjeruff (2006) 
states that “the phrase the customer is always right was originally coined by Harry Gordon 
Selfridge, but luckily more and more business ventures are abandoning this adage – ironically 
because it leads to bad customer service”. Manila Times (2013) asserts that as a consumer, one 
has the right to empower and protect him or herself, and that is their source of power, but their 
responsibilities on the other hand, serve as guidance when enforcing their rights and is also an 
assurance that they will not abuse the rights given to them. Hence customer accountability allows 
the customer know that to an extent he or she is responsible for certain actions in the transaction  
like properly checking of products before payments, proper care in usage of the product to avoid 
brake down and so on when asserting their rights over the marketer. And when this is done, will 
ensure peaceful transaction deals where the customers will not use negative word of mouth to 
bring down the marketers business, and this contributes to nation building since both parties 
from different tribes in most cases will live in peace and do businesses without ill feelings.  

Although studies have been done in the areas of consumerism, customer ethnocentrism and 
commercial nationalism, but there are scarce research studies in the area of customer 
accountability and nation building within the context of Port Harcourt in Rivers State, Nigeria, 
Hence our point of departure and this creates a gap which this study will try to fill when 
conducted. 

1.2 Statement of the problem 

The issue of disunity amongst the major tribes in Nigeria is a thing of concern where several 
tribes hate each other, speak ills about one another and in most cases enter into fighting amongst 
themselves. This hatred and disunity if not addressed properly, will lead to anarchy and brake 
down of law.  

According to the publication in The Nations newspaper by Akabogu (2019, July 23), “it is not an 
overstatement to state that things actually have fallen apart even as suspicion, deep rooted 
animosity, mutual mistrust and unprecedented level of disunity among the different ethnic 
groups in Nigeria have reached an alarming rate, awaiting for the inevitable to happen. He 
further stated that to make worse the already disturbing and messy situation in the country is the 
ill-conceived and reckless threats by various ethnic leaders in the country.   

Hence one may ask, what can be done to unite the different tribes of Nigeria under nation 
building? How can marketing as an academic discipline contribute with its strategies to achieve 
nation building in Nigeria? Judging from the angle that business relationships in Nigeria brings 
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people of different ethnic background together to have consensus ad idem (meeting of the mind), 
but in most cases issues arise when customers develop cognitive dissonance after purchase. If so, 
could customer accountability serve as a means to get the customers feel a little bit concern in 
the usage of bought items so as to reduce blames for businesses whereby fostering a better long 
lasting relationship? Hence, this study tries to investigate the extent customer accountability as a 
new marketing instrument can help create understanding and friendly bonds between customers 
and marketers from different ethnic backgrounds in Nigeria through nation building. 

1.3 Aim of the Study 
The aim of the study was to empirically investigate the extent of relationship between customer 
accountability and Nation building. 
 
 

1.4 Research Question 
Based on the aim of the study, the following research question was formulated: 
1. To what extent does customer accountability relates to nation building within the Nigerian 

perspective? 
 

1.5 Research Hypotheses 
Ho1: There is no significant relationship between customer accountability and nation building. 
 
 

2 Review of Related Literature 
2.1 Theoretical Foundation 

The theoretical under pinning to this study is that of social action theory by Max Weber. Social 
action according to Fadul and Estoque (2010) refers to an act that takes into consideration the 
actions and reactions of individuals or agents. Duncan Mitchel (as cited in Farooq, 2014) argues 
that action can be seen as social when the actor conducts him or herself in a way that his/her 
action will influence the action of one or more other individuals. Hence this study which is on 
customer accountability pins itself to this theory because action such as customers accountable in 
the cause of taking part in being responsible for generating small portion of the satisfaction they 
so desire intends to influence the way the customer judges the marketer or business when 
services are been rendered to them.  

2.2 Conceptual Review of Customer Accountability 

According to business dictionary.com, accountability is the duty of a person or business to 
account for its activities, accept responsibility for them and to disclose the results in a transparent 
manner. Cornock (2011) asserts that accountability basically refers to being called to account, 
while Ieraci (2007) states that accountability involves reporting. Benjamin et al. (2006) on their 
own account saw accountability as the principle that persons, businesses and the community are 
responsible for their actions and can be asked to explain them to others. CrossKnowldge (2018) 
defined accountability as “an obligation or willingness to accept responsibility or to account for 
one’s actions”. 
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From the word accountability comes the term customer accountability which according to 
Murphy (n.d.) is “telling the customer what they need to hear – not what they want to hear – so 
they do the right thing.” Within this study, customer accountability simply means getting the 
customer to accept some responsibility and disclose results in a transparent manner. Brenner 
(n.d) states that “accountability is something you choose to exhibit – it is not assigned to you.” 
Hence the role is not forced on the customer but they willingly accept it. 
 

The National academic Press (2011) asserts that the idea of accountability has diverse meanings 
that cover the fields of law, accounting, ethics, management theory and practice, and 
governance. Within this study, we are looking at accountability from the angle of marketing and 
how it concerns the consumers of goods and services. As a marketing manager, sales agent or 
business owner, you already know that satisfying your customer is very vital for business 
survival and profitability hence will put in your best to achieve this satisfaction and beat 
competition. But according to Eizips (2017), “there comes a time when all of your efforts are not 
enough and your clients do not collaborate with you enough in order to achieve the desired 
outcomes which often happens when your client doesn’t understand their end of the bargain in 
the equation called Customer Success”. In order to achieve customer success in a business - to - 
customer relationship, most businesses assigns all the rights and privileges to the customers since 
he is the king in the relationship. But according to Newman (2016) “such a relationship will not 
last long – it would be one-sided where customers hold all the ‘trumps’ and all the company 
would ever be able to do is provide service and appear to have control over the relationship, and 
in order for a long-term robust relationship, it is essential to hold customers accountable for 
success too.” This simply implies that the customer needs share in the responsibility when it 
comes to a transaction in keeping to specification of product usage and terms and conditions, so 
that all the blames will not go to the marketer when after purchase regret sets in. They need to be 
accountable in the area of keeping to recommendations that comes with the product in terms of 
proper handling, good maintenance and usage of the product to avoid spoiling the product and 
returning it to the seller while blaming the seller for selling bad or not durable product to the 
customer 

When most goods are purchased by customers, they the customers don’t keep to the strict 
regulations of how to use the product or how to handle it, and along the line the product brakes 
down. Most dishonest customers will come back to the marketer with the damaged product 
claiming refund and using negative word of mouth to even run the business down while they 
were at fault in not using the product in the proper manner and these incidents weigh down on 
the business and its reputation. Some scholars have shifted from the normal where customers are 
blameless to advocating for customer accountability where customers are to be responsible in 
certain area of the business transaction whereby they keep to the product regulations and usage 
after purchase so as to avoid defaults. That is why Murphy (n.d.) opines that: 

But at some point you also need to let the customers know that they are accountable for 
some portion of the results. In fact, one of the things we have to do as part of an 
operationalized customer success initiative is to tell the customer what they need to hear – 
not what they want to hear – so they do the right thing. Which means we have to be realistic 
with our customers about what is on their plate – and what is on our plate – and who’s 
ultimately responsible for the success of the customer. This is called Customer 
Accountability and it’s the missing piece in your customer success strategy. 



International Academy Journal of Management, Marketing & Entrepreneurial Studies 

                                          arcnjournals@gmail.com                                                             62 
 
 

This should be done because most customers are ready to blame the marketer and service 
provider even when it is not fair. Kjeruff (2006) states that “the phrase The customer is always 
right was originally coined by Harry Gordon Selfridge, the founder of Selfridge’s department 
store in London in 1909, and is typically used by businesses to: (a) convince customers that they 
will get good service at this company, (b) convince employees to give customers good service, 
but fortunately more and more businesses are abandoning this maxim – ironically because it 
leads to bad customer service”. This signifies that there is an upcoming paradigm shift from 
traditional view of customer been the king and served as a lord to them having to take on small 
responsibility by been accountable for small portion of the success to be achieved in marketing 
offerings they so desire. Clayton et al. (2013) states that responsibility is not top of mind for 
consumers and only comes up as an issue when things go wrong. 
 

Murphy (2006) suggests that when customers come to you for business because they feel you 
can help them achieve their desire, if you can, you do whatever it takes, but that doesn’t mean 
you bear the whole burden, “part of doing whatever it takes is pushing back on the customer to 
hold up their end… to keep them accountable for what they need to do”. Jantsch (n.d.) asked 
questions regarding customer accountability: 

“at what point are there consequences if customers don’t live up to their part of the bargain? At 
what point do you stop inspiring, cajoling and yelling and just start backing off or disengaging all 
together? What about building monetary penalties into service agreements that kick in when a 
customer does not complete assignments they agreed to? I know this may run counter to the 
“customer is always right” line of thinking, but I wonder if a customer who won’t allow you to do 
what you were hired to do contributes to devaluing your service? At some point they will disengage 
anyway and conclude that your service didn’t really help them. Is that any way to build a 
business?” 

All these assertions point to the fact that customer accountability is necessary to foster 
understanding and cooperation between customer and service provider in filling the success gap 
which will enable customers get their expected desires and bring about continuous good 
relationship between the business and the customer. This paradigm shift is coming with the 
increasing negative word of mouth complaints from some customers about product and services 
they bought and in most cases seeking for full refund even when they the customers are the ones 
that damaged the product or didn’t follow the requirements of the services stipulated by the 
marketer, and will let the business bear the full brunt of their negligence. Cendon (n.d.) identified 
responsibility as a dimension of accountability.  
 

Consumer responsibility according to SF Environment (2019) is “taking personal responsibility 
for the environmental costs and consequences of what you purchase and use”. 
Smartcampaign.org listed the following customer responsibilities as “(1) customer has 
responsibility to treat individuals with respect, (2) customer has responsibility to evaluate the 
costs of a product, (3) customer has responsibility to comply with the terms and conditions of the 
chosen product, (3) customer has responsibility to provide truthful and timely information, (4) 
customer has responsibility to protect other people’s personal sensitive information”. Hence the 
responsibilities which the customers are to take in other to achieve marketing success and better 
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enjoyment of goods and services they bought which includes strict adherence to product terms 
and condition of usage can serve as a dimension of customer accountability. 
 

2.3 Concept of Nation Building 

In other to understand what nation building is, one needs to have a clue of what a nation is all 
about. The word nation according to Harper (2011) “came from the Old French word nacion – 
meaning birth (naissance), place of origin -, which in turn originates from 
the Latin word natio (nātĭō) literally meaning birth.” Stephenson (2005) defined “a nation as a 
group or race of people who shared history, traditions, and culture, sometimes religion, and 
usually language. While Nation, State, Nation-State (2019) opines that “peoples with common 
ethnic roots, language, religion, historical memory and the explicit desire to act as a political 
unity make up a nation”. Butt (2010: 33) opines that: 

“Nationalism has played a significant role in bringing people together and removing differences 
among them, but at the same time, it has also been used as an instrument of dividing the world in 
different camps and groups. It has helped create feelings of love and assimilation for the fellow 
beings, but at the same time, it has sowed the seeds of hatred, enmity, and intolerance among the 
people belonging to different races, religions, and sects”.  

 

The hatred stressed above could be noticed in Nigeria where different ethnic nationalities hate 
one another because of political propaganda and quest to control resources. “The country of 
Nigeria is viewed as a multinational state as it is inhabited by 250 ethnic groups (Nigeria Fact 
Sheet, 2018), of which the three largest are the Hausa, Igbo and Yoruba; these ethnic groups 
speak over 500 different native languages and are identified with a wide variety of cultures 
(Nigeria Fact Sheet, 2018; Ethnicity in Nigeria, 2007; Pereltsvaig, 2011; Ethnologue, 2019). 
Hence in Nigeria, we have several nations but the three dominant once are Igbo, Hausa and 
Yoruba. These different ethnic groups are of lately hating, killing and castigating one another 
which calls for the need of nation building in Nigeria. 
 

Nation-building According to Market Business News (n.d.) means “creating a country that 
functions out of a non-functioning one – either because the old one has been destroyed in a war, 
has fallen apart, or never really worked properly, as occurred in Iraq, the Soviet Union, and 
Afghanistan respectively”. Nation-building as defined in www.dac.gov.za is “the process 
whereby a society of people with diverse origins, histories, languages, cultures and religions 
come together within the boundaries of a sovereign state with a unified constitutional and legal 
dispensation, a national public education system, an integrated national economy, shared 
symbols and values, as equals, to work towards eradicating the divisions and injustices of the 
past; to foster unity; and promote a countrywide conscious sense”. Dinnen (2006) defines nation-
building as “refers to more abstract process of developing a shared sense of identity or 
community among the various groups making up the population of a particular state. Also, 
Stephenson (2005) saw nation-building programs as “those in which dysfunctional or unstable or 
failed states or economies are given assistance in the development of governmental 
infrastructure, civil society, dispute resolution mechanisms, as well as economic assistance, in 
order to increase stability”. 
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Within this study, we align with the definition given by www.dac.gov.za and define nation 
building as a process whereby a society of people with diverse origins, language, religion and 
cultures come together within the boundaries of a sovereign state with a unified constitutional 
and legal dispensation. One thing about nation building is that it indicates the fact that someone 
is intentionally trying to do the building. 
 

Creasey et al. (2011) in their study Does Nation Building Spur Economic Growth concluded that 
“nation building operations occur for many varied reasons, including attempting to promote 
security and stability of strategic regions, thwarting the spread of terrorism or nuclear weapons 
or abhorrent ideologies, protecting natural resource stockpiles, and promoting democracy”. 
Nation building tries establishing unity and peace which promotes security and stability, Datta 
(2015) asserts that marketing as a social process is continuously trying to eliminate problems 
from the society to keep the world in peace. In this study, we discussed nation building from the 
angle of using marketing strategy of customer accountability where customer is meant to 
understand their roles and responsibility in the business transaction so as to foster  peace and 
unity through the use of business transactions. This is further evaluated below. 
 

2.4 Customer Accountability and Nation Building 

Customer accountability can be traced to help build peace and unity which is used to measure 
nation building in this study through its ability to reduce blames and argument from the 
customers when they accept to be accountable for the attainment of small portion of the customer 
success they so desire, whereby building long lasting relationship, peace and unity between the 
business and customers whom are in most cases from different ethnic nationality. According to 
Alesina and Reich (2015), “nations stay together when citizens share enough values and 
preferences and can communicate with each other”. Homogeneity amongst people can be built 
through business relationships and understandings where both customer and business concern 
understand each other in the areas of the transaction they are accountable for. 
 

Nweke and Nwoye (n.d.) opines that “before and from the inception of Nigeria as an 
Independent nation, it has been from one form of organized discourse to another in search of 
principled arrangement that would make Nigerians one united people irrespective of obvious 
differences”. One little area that can unite people of different nationality or tribe in Nigeria is 
business transaction mostly between customers and businesses. Because, customers and 
businesses can enter into a close relationship (relationship marketing strategy) where both gets to 
build trust and commitment towards one another and benefit from it at the long run. Lima and 
Fernandes (2015) in their study found out that relationship bonds customers creates with 
businesses leads to customer loyalty. Arantola (2002) argues that bonds and bonding have has 
taken a central stage in the study of customer relationships.  

In Nation building, the key factor is the establishment of peace and unity through bonding which 
promotes security and stability. That is why Grotenhuis (2016) asserts that “peacemaking is the 
preliminary step towards nation-building”. Previous literatures on Nation building has looked at 
it from political angle (Mylonas, 2013; Fabbe, 2016; Maboloc, 2017; Ekine, 2018), but Castelló 
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and Mihelj (2017) asserts that, “the current revival of the national extends well beyond the realm 
of politics; it is anchored in the logic of global capitalism, and has become inextricably 
intertwined with the practices of promotion and consumption. Hence moving away from politics 
and democracy as means of nation building, marketing also can contribute to the objective of 
nation building through uniting people of different ethnic background in marketing transactions 
using marketing tenets which creates relationships, bonds and peace amongst the buyers and 
sellers.  

That is why Datta (2015) assert that “marketing as a social process is continuously trying to 
eliminate problems from the society to keep the world in peace. Ademiggbuji (2016) also opine 
that Nigeria may soon adopt strategic communication as tool for nation building. Hence one can 
see that marketing through its strategies (which include customer accountability) can unite 
individuals and people from different ethnic nationality into close peaceful relationship through 
business transactions whereby encouraging nation building. 
 

Customer accountability tries to build understanding, peace and stronger relationship between 
customers and the marketer since according to Eizips (2017) there will be a time when all the 
efforts the marketer puts in to satisfy the customers will not be enough and their clients will not 
collaborate with them enough in order to achieve the desired result. Hence Murphy (n.d.) advised 
that at that point in time, the marketer needs to let the customers know that they are as well 
accountable for small portion of the outcome they so desire to get. Because, if the consumers are 
not in any way involved in the process, will blame the marketer for any failure even when the 
fault is not theirs. That is why Brenner (n.d.) asserts that “when you refuse to be accountable, 
you'll place the blame on someone else for the project's failure”. But, in order to be able to 
indulge the customer in being accountable for their desired success, the marketer needs to build a 
strong relationship that is based on mutual understanding and trust (Eizip, 2017). Once the 
relationship is established, the marketer needs to clearly draw up roles and responsibilities which 
detail the little contribution such as adhering to product usage regulations the customer needs to 
make in order to satisfy his desired needs and wants. That is why Eizip (2017) opines that one of 
the ways a marketer can ensure that their customers comprehend their part to play in achieving 
their own desired success is by drawing up clear roles and responsibilities. 
 
Putting the accountability measure ahead of the transaction helps eliminate surprises and give a 
clearer vision of what reality is rather than too many lofty promises. This assertion was 
supported by www.walkthetalk.com (n.d.) when they suggested that the secret which most 
successful businesses have come to discover is to infuse accountability on the front end of their 
interactions before the outcome is known, and that most successful businesses front-load 
accountability into their strategy which generates better relationships, removes elements of 
surprises, and greatly enhance job satisfaction and performance.  Taking about clear roles to 
play, Bregman (2016) listed five areas a marketer should clarify when fostering accountability 
with another as - clear expectations, clear capability, clear measurement, clear feedback and 
clear consequences. 
 

Once these roles are clear to customers, they will know their expectations (accountability) and 
will be involved as well which will reduce tension between them and the marketer whereby 
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fostering peace and unity. Hence marketing through its activities which units and creates 
friendship bonds between the business and customers contributes to nation building. 
 

Due to the importance of consumers towards nation building several authors (Castello & Mihel, 
2017; Acikdilli et al., 2017; Aramendia-Muneta, 2016; Vida & Dmitrovic, 2001) have coined 
constructs such as consumer ethnocentrism, commercial nationalism etcetera to discuss 
customers impact on nation related issues.  Castello and Mihel (2017) argue that “concepts such 
as ethnocentric consumption, consumer nationalism, ethno consumerism or consumer patriotism 
gives primacy to the activities of the customers, examining how their practices relate to their 
sense of national belonging”. 

Hence we propose that: 

Ho1: There is no significant relationship between customer accountability and nation building 
through peaceful relationship between individuals from different ethnic nationalities and 
business concerns. 

2.5 Operational Conceptual Framework of Customer Accountability and Nation 
building 

             

 

 

 

 

 
 

                      Source: Researchers Conceptualization from Literature, 2019. 
 
3.0    Research Methodology 
Our philosophical stands in this study took a realist viewpoint and a positivist epistemology. 
Hence, the study utilized quantitative research method thereby adopting a cross-sectional survey 
research design. The target population comprised of the residents of Port Harcourt City Local 
Government Area with an estimated population of 3,171,076 residents (World Population 
Review, 2021). Using Taro Yamen formula, we generated a sample size of 399, and convenient 
sampling technique was used to select the 399 individuals for the study in Port Harcourt City 
Local Government Area and a copy of questionnaire was given to each of them. 
 
Our scales of measurements were validated using a pilot survey of six (6) individuals. The 
consistencies of our study variables were determined using Cronbach’s Alpha test. Their 
reliability coefficients are above 0.70 benchmark recommended by Nunnally (1978). 
 
          Table 3.1 Reliability Statistics 

CUSTOMER 
ACCOUNTABILITY 

NATION 
BUILDING 

Peace & 
Unity 

H01 
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S/N Construct No of items Cronbach’s Alpha 
1. Customer Accountability 3 0.860 
2. Peace & Unity 3 0.773 

             Source: SPSS Output on Data collected August-November, 2021. 
 

4.0     Analyses of Data 
4.1 Results 

399 copies of the questionnaire were distributed to residents of Port Harcourt City Local 
Government. Due to mistakes and incomplete responses, 12 copies accounting for 3% were 
dropped, while 6 copies representing 2% were lost in transit. Hence, the total response rate that 
formed the basis of our analysis was 381 representing 95%. 

4.1.1 Decision Rule 

Reject the null hypothesis (H0) and accept its alternative (Ha) if p-value < 0.05 for 2 – tailed test 
and conclude that significant relationship exists 

We adopted Pearson moment correlation coefficient to analyze the relationships between the 
study variables. Tables 4.1 below shows the tests of the hypotheses. 

Ho1: There is no significant relationship between customer accountability and nation 
building. 

Ha1: There is a significant relationship between customer accountability and nation building. 
 

Table 4.1:  Correlations Analysis of Customer Accountability and Nation Building 

               Variables 1                           Statistics Customer 
Accountability 

(CA) 

 Nation Building 
(NB) 

 
 
 
 

Customer Accountability         Pearson Correlation  
 (CA)                                          Sig. (2-tailed) 
                                                   N 

1.000 
. 

         381 

.973** 
.000 
381 

Nation Building (NB)               Correlation Coefficient 
                                                  Sig. (2-tailed) 
                                                   N 

.973** 
.000 
381 

1.000 
. 

381 

        **. Correlation is significant at the 0.05 level (2-tailed). 
        b. Listwise N = 381 

       Source: SPSS Output (based on 2021 Field Survey Data) 
         

Table 4.1 above shows the outcome of the analysis using the SPSS version 25.1. The Pearson 
moment correlation coefficient is estimated as 0.973**. This suggests that a significant positive 
relationship exists between customer accountability and nation building. Since the p-value 
(0.000) < 0.01, we reject the null hypothesis and conclude that a significant relationship exists 
between the two variables. 

4.2   Discussion of Findings 
The objective of this study was to ascertain if there is a relationship between customer 
accountability and nation build. Customer accountability was discovered to have a positive 
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relationship with the nation building in terms of uniting customers and contact personnel of 
businesses from different ethnic nationalities. 

The foregoing finding as seen from the result of the analysis is believed to be premised on the 
fact that customer accountability tries to build understanding, peace and stronger relationship 
between customers and the marketer since according to Eizips (2017) there will be a time when 
all the efforts the marketer puts in to satisfy the customers will not be enough and their clients 
will not collaborate with them enough in order to achieve the desired result. Which made 
Murphy (n.d.) to advise that at that point in time, the marketer needs to let the customers know 
that they are as well accountable for small portion of the outcome they so desire to get.  

5.0 Conclusion, Recommendation and Contribution 
From our finding of our analysis and review of literature, we were led to conclude that there is a 
positive relationship between customer accountability and nation building within the context of 
Nigeria. 

This study hence recommends that marketing practitioners should learn to engage their 
customers in the most friendly and appealing manner to account for and contribute to the 
achievement of the needs they so desire through adhering to product warrantees, terms and 
conditions and usage manuals since they have proven to help reduce customers blame on 
marketers, strengthen the bonds and unite them with the business and foster long time harmony. 
Secondly, marketing practitioners should learn to draw up policies that will explain in simple 
terms roles customers have to play before and while their desire offering is been processed so as 
to help marketers deliver accurate customer success and on time. 
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1.0  INTRODUCTION 

1.1  BACKGROUND TO THE STUDY 

Business organizations in this contemporary age operate in competitive manner. The competition 
arises as a result of controllable and uncontrollable environmental factors. The 
telecommunication industry is not left out or this stiff syndrome. The major players in the 
industry have all struggled to sustain their business positions with its attendant scramble to 
increase their market shares. 
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Abstract: This study was conducted to explain how integrated marketing communication is used to communicate 
customer’s retention strategies in Nigeria telecommunications industry. The major players in Nigeria mobile 
telecommunication industry are: MTN, GLO MOBILE, Airtel, Etisalat and Visafone. Explorative method was used 
as relevant academic materials; journals and online publications relating to the subject matter were consulted for 
the study. The study came out with the following findings; poor network issues often result in “dual loyalty” as 
customer tend to defect to other networks in resolving the problem of network failures especially in critical 
moments. Subscribers are price sensitive which can lead to brand switching. The implication of these is that, when 
network providers are not reliable in billings and network, the defection rate becomes high with the attendant 
repercussion of loss of revenue loss of revenue, patronages or market shares.  It was discovered that instability of 
network affects the company’s market coverage. The study recommended that mobile telecommunication 
companies should strengthen the bond between them and their subscribers’ through effective integrated marketing 
communication approach. They should incorporate the feelings of their respective subscribers in advertising 
campaigns rather than the usual manner of playing the role of saints as against their competitive ralvaries.The 
study cited the cybernetic theory of message transmission by Norbert Wiener and elaboration likelihood model. 

Keywords: Integrated Marketing Communication, Customer Retention, Customer Loyalty 
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Telecommunication companies have flooded the minds of potential and actual users of their 
services with antics in a bid to retaining them or preventing them from defecting to competitors. 
Management thinkers like Zineldin (2000) has written on the importance of customers to an 
organization and how companies should strategically retain them. Theories on communication 
and that of customers retention have been developed to explain how integrated marketing 
communication approach has reduced the rate of defection among customers. Customer retention 
theories equally explain the condition under which customers may become loyal for a company’s 
offering be it industrial or consumers goods. The main reason for a business according to 
Drucker (1973) was “to create a customer”. The retention of these customers varying economic 
and psychological considerations remains paramount. Reichheld, (1990) affirms that customer 
retention, increases customer net present value by over 25%, integrated marketing 
communication tools are used to communicate to customers (actual and potential) about a firm 
offerings through several strategic media platform to acquire, grow and retain them in value over 
time. Mobile telephone network companies in Nigeria design offers and promote various types of 
services and incentives to different market segments. This has triggered the rate of customer 
switching action. Customers’ defection is a clear manifestation of mobile telephone subscribers 
in Nigeria. (Aminu and 1iartini 2008), customers retention has become successful to a large 
extent due to the application of integrated marketing communication programs in Nigeria. 

1.2  STATEMENT OF PROBLEM 

In recent times, the rate out which mobile telecommunication subscribers defect from one 
network to another is alarming. According to Reicheld (1990) brand defection  account for over 
25 percent of a net-present value to the receiving companies and 85 percentage loss of revenue to 
relieving companies. One major reason for this customer disloyalty is poor service quality 
coupled with inconsistencies in application of integrated marketing communication tools to 
communicate product offerings to their customers. 

Evident of this is the manifestation of dual loyalty that is, where one individual maintain two or 
more telecommunication lines. The reasons for this are challenges encountered by individual 
users from various communication companies with respect to service availability, reliability, 
coverage and incentives. 

1.3  AIM AND OBJECTIVES OF THE STUDY 

The aim and objectives of this study is to examine the role of integrated marketing 
communication in sustaining customers’ retention for mobile telecommunication companies in 
Nigeria. 

- How does advertising messages communicate service quality? 
- How does direct marketing communicate customers’ satisfaction/loyalty?  
- How is sales promotion use to display the corporate image? 
- How publicity/public elation use to communicate incentives to customers. 
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1.4  IMPLICATIONS OF THE STUDY 

The findings of this study, will give stakeholders in telecommunication industry a 
platform to re-enforce their integrated marketing communication tools in sustaining their various 
customer retention strategic options 

It will also add to the body of marketing literature especially strategic marketing. Also, 
those wishing to carryout empirical or explorative research in respect to variables will be 
equipped to greater extent, when relying on this material. 

Finally, the outcome of the study can be used as a basis to replicate the study in other 
sectors of the Nigeria economy. 

 

1.5 CONCEPTUAL FRAMEWORK ON 

INTEGRATED MARKETING COMMUNICATION AND CUSTOMERS RETENTION 
STRATEGIES FOR MOBILE TELECOMMUNICATION COMPANY IN NIGERIA 
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2.0  REVIEW OF RELATED LITERATURE 

2.1  CONCEPTUAL REVIEW 

The various understanding about integrated marketing communication (IMC) as a new concept 
has created difficulty in its definition in the body of marketing literature. It is my belief that IMC 
is still going through surgical-intellectual evaluation in the marketing space.   

Arens and Weigold (2013) believed that marketing scholars view IMC as “one voice” which 
signifies that all communication tools will leverage upon to have a single meaning; while others 
view it from its integrated nature where advertising should achieve action and awareness goal. 
Caywood, Schultz and Wang (1991) “defined IMC as a marketing communication concept that 
recognizes the added value of a total plan to evaluate the role of variety of communication 
disciplines for example, advertising, direct marketing, sales promotion, public relation etc and 
combined them to provide clarity, consistency and positive impact” American marketing 
association (AMA) defines IMC as “A planning process designed to guarantee that all brand 
contacts received by customers or prospect for a product, service, or organization are relevant to 
that person and consistent over time” the unification of different marketing communication tools 
helps to reduce promotional  costs although, each tool has its peculiar strengths and short 
comings (Belch-and Belch, 2011) 

IMC; is  a strategic marketing action plan that helps all messaging and communication tools to 
be unified across all media platform, directed to audience customer (Kehinde, (2009), lerindha 
(2014) integrated marketing communication gives a lot of cooperate and competitive advantages 
such as cost minimization, increase in patronage, sales and as well as reducing  stress. Vantamay 
(2011) suggested five factors for measuring the effectiveness  of IMC programme: customer 
responses, market performance, brand exposures, communication effect and distribution channel 
suppor.t IMC sends messages using various marketing communication  tools, creating more 
platforms for customers to be informed, aroused and effect positive action. Kotler and Weller 
(2012) posit that IMC is a strategic planning process which evaluates the strategic roles of 
various communication tools and combines them to provide clarity, consistency and maximum 
impact through messages integrated seamlessly.  

The promotional mix will have to be uniquely planned to incorporate all the elements to achieve 
harmony (Jobber and Lancaster (2009) Crowens and Piercy (2013) posited that apart from 
integrating promotional mix, companies should also select specific strategy for each of the 
components of marketing communication. They believe that each promotional component has its 
own specific objectives, with variation in measurement of their effectiveness for each tool. 

IMC is therefore a marketing strategic action designed to ensure that all promotional tools work 
in harmony even if they are isolated in practice but passing across the same massage to their 
audience customer. It combines an individual customers own perspective into all customer facing 
functions at a company, including marketing, sales, and service. The Wikipedia dictionary see’s 
IMC as the application of consistent brand messaging across both traditional and non-traditional 
marketing channels and using different promotional methods to reinforce each other. 
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Professor Michael Savod of Golden Gate University posit that IMC is the blending of 
promotional variables using consistent, meaningful and credible messages, directed at selected 
targeted markets with target media using the amount of money to accomplish communication 
Objectives in a measurable way. 

He developed 7Ms strategy. 

1.  Market(s): Targeted customers 

2.  Mission: Marcomm (marketing communication) objectives 

3.  Message: Creative themes  

4.  Method: Blending communication techniques  

5.  Media: Channels of marketing communication 

6.  Money: Budget that is the cost implication 

7.  Measurement: Results analysis 

Promotional mix or IMC tools which are often used by telecommunication firms in 
Nigeria like MTN,Airtel, Glo Mobile, Starcomms, Multi-links, Visafone and Etisalat to execute 
their IMC plan are advertising, sales promotions, personnel selling, public relation/publicity and 
direct marketing activities. The combination of these promotional elements in transmitting 
seamless brand capturing messages about company’s offerings to their target audience for 
attention and trial or even sustaining patronage becomes a strategic focus of integrated marketing 
communication drive.  

Advertising: Advertising makes meaning only when transmitted. In today’s competitive 
environment, the media platforms are enormous (Okpara, G.S.,  Anyanwu, A and Inyanga J. I.N. 
1999). Most telecommunication companies use these elements to reach out to a large audience. 

Advertising is a non-personal communication or mass communication channel that is 
usually paid for by an identified sponsor. Orji (2003) defines advertising as all activities 
(religious, business, social or cultural) that educates, informs or persuades the audience about the 
existence and usefulness of a good, service or idea by an identified sponsor. Advertising 
objectives of most of these telecommunication companies in Nigeria may be to inform, persuade 
and remind their customers both actual and potential about their offerings with a view to 
retaining them. To me, adverting is a non-personal form of interaction through communication 
about a firm being the sponsor for its offerings. 

Sales Promotion: Most times, companies’ sponsors’ public shows in form of sales promotion. 
Sales promotion is a non-current selling effort undertaking to stimulate demand for a product or 
service. Sales promotion is seen as a variety of ways deployed by a sponsor to stimulate the 
purchase of a product or brand. It is usually tactical and non-selling these can be inform of 
coupons, loss leaders, point of purchase displays, premiums, prizes, product sample etc. sales 
promotion can be directed either to the customer, sales staff or distribution channel members, 
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Mobile telecommunication companies sponsors these shows as a strategic tool to retain their 
customer. Most times, when they offer free gifts, like free airtime, bonuses and all that, the idea 
is to increase patronage.  

Selling: Of all communication mix elements, personal selling is peculiar because of its person to 
person interaction during presentation. AMA (1960) defines personal selling as the oral 
presentation in a conversation with one or more prospective customer for the purpose of making 
sales. The aim is to inform and encourage the customer to buy or at least make a trail Most times, 
companies use this tactics to persuade potential customer to patronize their product Mobile 
telecommunication companies often approach people through this means. Most lines are sold 
through this medium with enticing words from commissioned sales men; they are apparently 
influential due to the presence of women. 

Public Relations: Public relation is an indispensable tool in maintaining good relationship 
between an organization and its public Orji (2003) it is a conscious, deliberate and planned effort 
established to improve and sustain mutual understanding to elicit patronage from a target public. 
This method can be achieve through publicity events, press releases, newsletters, blogs social 
media etc. the fundamental objective is to identify the target audience and tailor messages  that 
will be  relevant to each audience. 

Publicity: When awareness is created through a mass media about an organization and it 
offerings then publicity function has been undertaking, usually this action is not paid for by the 
organization. It is commercially significant news or editorial comments about ideas, services or 
institution. Bush and Houston (1985) opined that publicity is any message concerning an 
Organization appearing in mass media as an item of news, for which organization does not pay 
for and is not general considered to be the source. It is an act or device, designed to attract public 
interest. In this digital age, there are two major types of publicity, offline and online publicity. 

Offline publicity include print media (magazines, journals, newsletters, post cards, bills, fliers) 
television, radio, bill boards etc. online publicity is done through the internet. 

Direct Marketing: This is a form of advertising where organization communicate directly to 
customers through a variety of media including cell phone text messaging, email, websites, 
online adverts data marketing, fliers, catalogue distribution, promotional letters and targeted 
television, newspapers and magazine. 

Internet Marketing: This refers to advertising and marketing effort that uses the web and email 
to drive direct sales ‘for electronic commerce, in addition to sales leads. Internet marketing can 
be broken down into more specialized pattern such as web marketing, email marketing, social 
media marketing, and search engine optimization. In Nigeria, telecommunication companies use 
the online system to strategically communicate and retain their customers. 

Theoretical Framework  

 The term “theory” suggest an abstract understanding of a process. Miller says it is a process, 
Hoover (1984) defines it as “a set of proposition related, which suggest why events occur in the 
manner they do” Foss and Griffin (1999) opined that it “a way of framing an experience or 
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event-an-effort to understand and account for something and the way it functions in the world”, 
Integrated marketing communication as a process is an approach by an organization to give a 
unified message by integrating all the elements in the mix to elicit positive response and Obtain 
loyalty on the part of customers. Theories are real would phenomenon and such can be used to 
relate to several circumstances. It is in this context I relate the theory of cybernetics and the 
likelihood elaboration model to integrated marketing communication. 

Cybernetic Theory of Message Transmission 

In 1948, Norbert Wiener coined the term ‘ cybernetics” to explain more on the existing 
theory of message transmission by incorporating his idea that messages sent within a system in 
an effort to control their surrounding environment (Wiener 1954) the basic function of 
communication, according to Wiener in his theory is to influence or control the environments in 
which one lies or operates The ideas suggest that the goal of human communication is to become 
familiar with certain environments while at the same time influencing the behavioral outcome of 
an aspect of it According to Wiener, the purpose of cybernetics is to develop and language and 
technique that enables the individual attack the problem of control and communication in general 
and finding the proper repertory of ideas and techniques to classify their particular manifestation 
under certain concept. He defines the problem as control and system malfunction. He introduces 
the idea of entrophy and feedback. According to Wiener people are built like complex machines 
which are capable of receiving, processing and giving feedback to affect changes in the 
environment. 

The relevance of this theory to the study is that Integrated marketing communication 
tools transmits messages to the audience which is intended to affect their patronage decision and 
most often stimulate the drive for defection. Like wiener, messages are capable of creating 
conviction why a listener of MTN advert on television should move from GLO mobile to MTN. 
The idea behind most  radio jingles, or newspapers and television advert is to control the mind of 
their audience by indirectly discrediting the services of their competing rivalries   

Likelihood Elaboration Model 

Elaboration likelihood model was developed by Richard E. Peety and John T. Caceoppo 
in 1980’s. According to this model, persuasion which is part of our daily life occurs when 
readers, listeners or viewers learns a message from what they read, listen or watch which is 
translated to them inform of ideas and will be persuaded by it. One learns something from and be 
persuaded. However, learning does not combine with persuasion as when one hate an advert or 
message and do not want to hear it, it will be difficult to persuade such individual. (ELM) 
Explains how persuasion helps in changing the altitude of a reader or viewer.  Communication 
firms put into consideration human emotion and situation before executing their promotional 
programs. (ELM) further explains how each and every message undergoes two stages of 
persuasion. They are central and peripheral route, acting as persuasive techniques. Central route 
occurs when altitudinal changes occurs because of purposeful evaluation of a message while 
peripheral route occurs when elaboration and altitude change do not occur from the inference but 
rather by association,  most of these mobile telecommunication adverts are highly persuasive 
even when you seems not interested they will deploy a means of persuading you. 
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2 1 2 Customers Retention Strategy 

Customers retention refers to all activities and actions companies take to reduce the 
number of customer defections. The goal of customer retention programs is to help firms retain 
as many customers as possible and this is achieved through customer or brand loyalty programs. 
Customers retention is usually a strategic task to any mobile communication firm. They must 
incorporate it as because of its long term benefits especially on returns on investment. Free 
airtime, free data, free T. shirts and all that are all strategic steps in pinning down customers 
within the mobile telecommunication sector in Nigeria. Let me add that retaining customers is 
capital intensive because all the free and bonuses erodes firms profit. Retaining customers can 
come in the following ways; 

1. Engaging them 
2. Allowing them to experience the company’s brand 
3. Understanding their relationship with their brand 
4. Exploring their social media influence 
5.  Providing value 
6. Making them feel special and responding to every concern of theirs. 

There are a number of customer retention strategies firms can use. These may include price 
slash, product customization, customer care, special offers, discounts (Reichheld, 1990). Stun 
and Thiry (1991) opined that a retained customer does display immunity to competitive pull. 
Customer may graduate from being a client, to supporter and finally an advocate.  

Customer Retention Methods 

Customer retention strategies are program of action mapped out by a firm in an attempt to 
discourage customers from defecting or switching to competitors brand.  Some of the factors 
responsible why customers stay or leave are lack of empathy, service quality, Reichheld (1996), 
Some unsatisfied customer may choose not to defect, since they may not get better service 
delivery elsewhere, hence customers satisfaction is important indicator for customers retention. 

There may still be range of other factors like incentive, market coverage or cooperate 
image. Management should consider the range of these factors (Omotayo 2008). 

Service Quality 

Maintaining long term relationship as well as surviving in contemporary business world 
requires the delivery of quality Service to customers.  Claycomb and Mann service quality refers 
to the consistency with which customer’s expectation is met and the general superiority of the 
service relative to that of the competitor”. The actions that guarantees service quality may 
include delivery on time, variety of options, prompt in attending to complaints, competent staff, 
these positive intentions can drive the need for referrals. 
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Customer Satisfaction 

To build a comprehensive customers value, customers’ satisfaction should be the cardinal 
objective of any organizations. (Kotler & Keller, 2009) views customers satisfaction as ‘the 
perceive monetary value of the bundle of economic, functional and psychological benefits 
customers expect from a given market offering” Zeithaml and Bitner (2000), define customer 
satisfaction as the “evaluation of a product or service in terms of meeting expectation” 
Consumers measure their experiences from a product or service after acquisitions, consumption 
and disposition Hoyer and Maclinis (1997). 

Customers Loyalty 

The reason for customer’s loyalty is as a result of defection rate, witnessed across 
industries. The concept of loyalty can be defined as “a deeply held commitment to repurchase or 
re-patronize a preferred product or service consistently in the future, thereby causing repeating 
the purchase of same-brand or same brand-set, despite situational influences and marketing effort 
having the potential to cause switching behavior’.’ (Oliver, 1999).  Keavenev (1995) gave 
reasons for switching behavior within the service industry as price variation, inconveniences, 
core service failures, failed employee responses to service failure, ethical problem, involuntary 
factors, competitive issues and new failures. 

Incentives 

Sometimes, firm tries to use incentives inform of coupon, discounts, bonuses for certain 
level of patronage. Incentives may be seen as inducement or supplementary reward that serves as 
a motivational device for a desired action or behavior. Incentives motivate an individual action. 
Either a customer or an employee to perform certain action. An incentives structure is central to 
economic activities (both in terms of individual decision-making and in terms of co-operation 
and competition within a larger institutional structure). 

Corporate Image 

Corporate identity or image is the manner which a firm presents itself to the public such 
as customers, investors as well as employees. Corporate identity is a primary goal of corporate 
communications. A typical identity will be a way of branding, trademarks, product design, logo 
etc. 

2.2  CONTEXTUAL REVIEW 

Brief background of mobile tele-communication industry in Nigeria. Global System of 
Mobile (GSM) services was introduced in Nigeria during the leadership of president Olusegun 
Obasanjo in 2001 Before this time NITEL (Nigerian telecommunication Limited) which have 
been privatized by the same government enjoyed a monopolistic market, being the sole provider 
of the nation’s telephone services. 

Omotayo et al., (2011) believe that the degree of competition in the telecommunication 
industry became high as a result of  the launching of Mobile Telephone Network (MTN), 
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Econnet now Airtel, (M-Tel) formerly Nitel, Globacom now Glo Mobile, Star Comms, multi-
Links, Visafone and Etisalat etc. 

These service providers design, offer and aggressively promote different types of services 
with incentives to different market segments The subscribers now have better chances of 
evaluating each service provider with a view to knowing who to be loyal to. Also, due to the stiff 
competition within the industry, Telecomm companies have deployed a program of actions, for 
each customer group with a view to controlling reasonable market-share, retain profitable 
customers and discourage defection to competitors. Each of these companies has different 
customers retention approach to that effect. 

2.2.1. Advertising as an Integrated Marketing Communication Tool and Service Quality  

Advertising is an essential tool to telecommunication firms about service and its 
reliability. Advertising is a non-personal communication channel, usually paid for by the sponsor 
to create awareness and provide information about their product and service. MTN, GLO 
ETISALAT. VISAFONE etc. make use of both print and electronic media to display their 
various products or service to users. Sometimes, it comes as jingles on radio stations, newspapers 
publication, online advert etc. In each of the medium, there is a display of a satisfied customer on 
the screen or bill broads which clearly shows how customers who have subscribed those services 
feel about the respective mobile telecommunication provider on their service quality. The MTN 
slogan for service quality may be “24 hours service, good customer relationship and service 
reliability all the time”. Glo and other providers may have theirs and in some instances they will 
stimulate a trial on the media to show its practicability. People are trapped upon watching or 
listening to the advert and those who want to defect can easily do so. The understanding is that 
the rhetoric’s of a message can trigger the spirit and continuity. 

2.2.2 Direct Marketing as Integrated Marketing Communication for Sending Information 
about how Satisfied their Customers are in using a Particular Service or Product as a 
Customers’ Retention Strategy 

Anderson et al., (1994) point out a distinction between customer satisfaction and future 
experiences of customers when they come in contact with a product or service and value 
received Direct marketing which is a strategy firms use to communicate directly to consumers 
through variety of media. Mobile telecommunication companies in Nigeria like MTN, ECONET, 
AIRTEL etc. most times print fliers, promotional letters, or electronic means to inform their 
customers the desired benefits derivable from using specific package. They use the same media 
platforms to show case other individuals who are satisfied with their services and will not be 
willing to switch to other networks. In most situations, they do it to solicit patronage attention for 
newly introduced service . 

Zeithaml and Bitner,(2000), see’s customer’s satisfaction as customer evaluation of a 
product or service. Hoyer et al., consumer’s measures experience received after using a product 
or service. Most times, these companies target the emotions of customer. Direct marketing 
activities or approach occurs more during the festive seasons. They send special messages, 
emails, give out fliers to users. The aim is to directly elicit positive responses from them and to 
introduce new plan. 
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Integrated Marketing Communication Tool (Sales Promotion) strategy, Drive Customer 
Retention Using Incentives 

American marketing association, in its Web Dictionary of Marketing “defined sales 
promotion as ‘media and non-media marketing pressure applied for a predetermine, limited 
period of time in order to stimulate trial, increase consumer demand, or improve product 
availability. These non-current marketing efforts attempt to provide value added incentives to 
users or dealers. The media platform can still be inform of advertising, prints and electronic. 
MTN, GLO, Airtel etc. give bonuses for recharging certain amount, currently there are several 
incentives, aimed at stimulating instant recharges. Like the MTN 400% bonus, users can as well 
borrow and pay later. GLO and Airtel networks still give bonuses for loading and have a soft 
landing for their data plan. Etisalat is not left out the essence for this initiative is to build strong 
customers relationship and strategically reduce the rate of defection. Some of these consumer 
oriented promotion can be inform of free samples or air time, coupons, discounts, premium 
offers, cash bonuses, personality promotion etc. Some sales promotional activities are 
communicated in the loyalty’ programs prize contest (Chandon & Wansink, 2000); in Nigerian, 
bonus offers and discounts is practice by al1 the mobile telecommunication companies. It is also 
practice in like manner around the globe (Ndukwe, 2008) Most of the time, the medium for 
sending out messages concerning incentives and new packages is through bulk SMS, street 
displays, bill boards, personal selling approach (face to face Interaction). These strategic roles 
creates a sense of belonging and sometime it is followed by direct calls from their customers care 
lines soliciting responses from customers about their services delivery and reliability. Another 
promotional tactics can be inform of painting strategic areas  with their trade colors like MTN 
uses yellow, Glo-Green etc. 

Integrated Marketing Communication Tool (Public Relation/Publicity) As a Driver of 
Customer Retention through Cooperate Image 

Professionally, maintaining favorable image between an organization and its  numerous 
publics and at the same time creating a favorable significant commercial news items about that 
organization is a pointer  a good co-operate image. 

In telecommunication industry in Nigeria, news worthy items about telecommunication 
companies is all over strategic platforms like newspapers, journals, public outings etc. 
Telecommunication companies have equally been engaged in public presentations to their 
publics about their activities including constructive dialogue. In the areas of social 
responsibilities, good number of them, have embarked on scholarship schemes, construction of 
social institutions for the benefits of host environments. Some of them are into joint-venture 
schemes with a view to fostering community relation. All these have enhanced their reputation 
globally. 

In Nigeria, each of the telecommunication companies especially the market leaders stand 
out for something unique to the environment and to their numerous clients. Kotler and 
Armstrong (2012) assert that public relations and publicity facilitate the building of good relation 
with a company’s various publics by obtaining better news worthy items that is of commercial 
significance, building up a good corporate image and heading off unfavorable rumours, stories 
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and events relating to such a company Ajai (2005), Consumers prefer organizations that portray 
credible image, and public relations seek to mirror such image. 

3.0  GAPS AND OUT COMES 

Communication is an essential part of human existence. Life and businesses will be 
boring without communication. Bothered by the rate out which subscriber’s defect- to other 
networks. Through the study, it was observed that some subscribers of telecommunication 
services operates what I termed as ‘Dual Loyalty” Dual loyalty exist when an individual use two 
or more mobiles networks. The reason for this is that no single telecommunication provider has 
100% reliability in service coverage. 
 

3.2 FINDINGS  

The following findings were discovered during the study. 

- It was observed that mobile telecommunication users are “dual loyalist” 
- It was also discovered that service delivery for mobile telecommunication companies is 

poor.  
- Through the study, it was discovered that some of the incentives given by mobile 

telecommunication companies were meant to encourage users to still retain their 
patronage. 

- It was discovered that there are constant issues of network conjection, failure and service 
coverage which can be summarily be described as technical failures are enormous.  

- It was also discovered that integrated marketing communication tools has fostered 
mutual/strategic relationship between service providers and their numerous customer.  

3.3 DISCUSSION OF FINDING  

From the study, it was discovered that so many subscribers of mobile network services 
are not completely loyal to one particular service provider. The reason for this is due to poor 
network, lack of service coverage in some location etc. the fallout of this, will be high level of 
migration from one service in some location etc. The fallout of this will be high level of 
migration from one service provider to another.  

Also, the delivery of these services is so bad that in some locations for example you may 
find. MTN, Glo-Mobile and others will be absent and vice visa, people travel either for work or 
leisure and end up buying another line for easy communication.  

Most of the incentive or bonuses like extra data or free airtime are primarily a strategic 
plan to encourage users to maintain their services rather than defecting to others. They use it as a 
compensation for their poor service delivery at the same time to knock off competitors who may 
introduce a new scheme, to attract new set of customer.  

Technical failure is one of the reasons for network conjection and poor service delivery. 
In most of their service centres, the generating set will work and breakdown. When this happens, 
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subscribers within that location can no longer make calls. Sometimes one is billed when he or 
she did not actually use data or airtime.  

Finally, marketing communication tools like advertising, publicity, sales promotion, 
direct marketing etc have been comprehensively packaged, used for the purpose of delivery 
quality assurance, customers’ relationship  induced messages with a view to securing good brand  
position and to sustain their customer base.  

4.0  CONCLUSION 

In concluding this paper, I will not fail to commend the contributions of these mobile 
telecommunication firms in Nigeria especially in creating job opportunities, social programmes 
and micro and macro-economic benefits to the economy. All these have multiplier effect and a 
resounding growth in our GND and GDP rates. Business opportunities have been created and 
enhanced due to the introduction of mobile telephones. Mobile network providers like MTN, 
ECONET, ETISALAT, VISAFONE, GLO Mobile etc are seriously competing and expanding 
the horizon of our economic and social sectors. Integrated marketing communication tools have 
been fully utilized to explore benefits that abound. It was discovered from the study that IMC 
tools have positive impact in driving the customers’ retention strategies of these companies. 

4.1  RECOMMENDATIONS  

For purposes of this study, I recommend the following measures to mobile 
telecommunication companies as a way of improving then service delivery. 

-  Network providers should expand their technical capacity to deal with network 
conjections. 

-  Billing rates and time should not be uniform during the weekend and non- working hours 
should attract low billing rates.  

-  Service charges for borrowing airtime should be abolished since; it represents welfare 
incentives to users who are in urgent need for airtime. 

-  They should intensify and strengthened their social responsibility,  emphasizing more on 
customer relationship.  

- A comprehensive package scheme should be introduced and reviewed in order to reduce 
the dual loyalty that has pervaded the telecommunications sector.  

- Companies should periodically review their service packages in line with economic and 
social realities. The issue of service coverage should be tackled to enhance efficiency 

 

4.2  CONTRIBUTION TO KNOWLEDGE 

This research intends to add this as contribution to knowledge and to assist others who 
may want to carryout full empirical studies. Since all the mobile telecommunication companies 
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have numerous packages or services for their numerous customers. A comprehensive package 
should be introduced, which will be self-activating. Any new plan or scheme will automatically 
activate itself without any code. The name should be mobile comprehensive services. It will have 
the ability to migrate from the residual service provider to other network, without any charge. 
This normally will reduce the incidence of rapid defection. 
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APPENDIX 

A brief rundown of the four major telecommunication companies in Nigeria with their services 
are: 

MTN Tariff Plan 

-  MTN tru talk +: It provides a means of making calls at lower rate 
-  MTN Zone: Inter-calls between MIN and MTN at lower rafts. 
- MTN Xtra Pro 
-  MTN Xtra special: a perfect tool for international calls 
- MTN prepaid plan 
-  MTN beta talk 200% airtime bonus 
-  MTN Ipulse: It attract lower cost plus extra data bonus 
- MTN xtra value bundle 
-  MTN migration 
 

      

 

ss 

 

Airtel Services in Nigeria 
-  Airtel self-care 
-  Premier packs 
- Data offers 
-  Airtel care app 
-  Caller tunes 
-  Magic voice 
-  Payg infotainment service 
-  Airtel credit 
-  Hellow tunes 
- SMS/trust message 
 

Etisalat Nigeria Services 
-  Etisaqiat mobile assistant 
-  Etisalat dotrne 
-  Etisalat easyflex 
-  Etisalat easy life. 
-  Etisalat easy ADZ 
- Etisalat easy wallet 
- Etisalat easy business 
- Etisalat my zone Etisalat e-top up 
-  Etisalat football cOmmunity 
-  Etisalat easy blaze 
- Etisalat easy starter 
 

Gb-Mobile Service 
-  Instant top-up 
-  Glo xchange a mobile money 
- Glo data service 
-  Glo café app 
-  Glo infinitizer 
-  Glo 4x 
-  Self-care 
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Abstract: This study analyzes the impact of forensic audit and financial statement fraud of deposit 
money bank in Nigeria between the period of 2016-2020. The following were the objectives of the this 
study to Determine the effect of data mining on financial statement fraud of deposit money bank in 
Nigeria. Ascertain the effect of computer assisted audit techniques on financial statement fraud of 
deposit money bank in Nigeria. Two research questions are formulated in line with two objectives. 
Panel Least Squared (PLS) method of data analysis was used. the interested variables were culled from 
the annual report of the quoted deposited money bank. The following variables were used, financial 
statement fraud of deposit money bank is the dependent variable, while data mining and computer 
assisted audit techniques are the independent variables.. The findings show that  Data mining has 
significant effect on financial statement fraud of deposit money bank in Nigeria. Computer assisted audit 
techniques, has significant effect on financial statement fraud of deposit money bank in Nigeria. 
Following recommendations were made. Banks should encourage the practice of forensic accounting by 
providing adequate data and resources to forensic accountants such that they can do a good job. 
Forensic accounting should be introduced in deposit money bank as a compulsory tool in dealing with 
financial fraud and corruption in order to promote firms‟ performance by adopting fraud detection 
techniques in forensic accounting 

Keywords: forensic audit, financial statement fraud, deposit money bank, data mining and computer 
assisted audit techniques 
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1.1 Introduction 

Forensic auditing is a relatively new career field that has expanded rapidly since its inception. 
Forensic auditing is perceived to have evolved rather inorganically in response to certain 
emerging fraud related challenges and has been precipitated by the surging number of white-
collar crimes pressures (Dada, Owolabi & Okwu, 2011),. The scandals that recently rocked the 
corporate world with classical examples being the often cited Enron and WorldCom cases have 
also brought the field of forensic auditing to the forefront. Forensic accounting is seen as 
encapsulating all the other areas in the use of accounting for investigative purposes. The 
increasing sophistication of certain crimes requires that forensic accounting be added to the tools 
necessary to bring about the successful investigation and prosecution of those individuals 
involved in criminal activities. Forensic auditing is perceived to have evolved rather 
inorganically in response to certain emerging fraud related challenges and has been precipitated 
by the surging number of white-collar crimes pressures (Knezevic, 2015). The scandals that 
recently rocked the corporate world with classical examples being the often cited Enron and 
WorldCom cases have also brought the field of forensic accounting to the forefront. Forensic 
auditing is seen as encapsulating all the other areas in the use of accounting for investigative 
purposes. The increasing sophistication of certain crimes requires that forensic accounting be 
added to the tools necessary to bring about the successful investigation and prosecution of those 
individuals involved in criminal activities. 

According to AICPA (2004) Forensic auditing is the application of accounting principles, 
theories and discipline to facts or hypothesis at issues in a legal dispute and encompasses every 
branch of accounting knowledge. Forensic auditing is the tripartite practice of utilizing 
accounting, auditing and investigative skills to assist in legal matters. It is the specialty practice 
area of accounting that describes engagements that result from actual or anticipated disputes or 
litigation. Forensic auditing can therefore, be seen as an aspect of accounting that is suitable for 
legal review, offering the highest level of assurance and including the generally accounted 
connotation of having been arrived at in a scientific fashion (Apostolou, Hassell, & Webber, 
2000). Ojaide (2000) noted that there is an alarming increase in the number of fraud and 
fraudulent activities in Nigeria emphasizing the visibility of forensic auditing services. 
According to the Centre for Forensic Studies (2010) report in Nigeria; “If well applied, forensic 
auditing could be used to reverse the leakages that cause corporate failures. This can be 
attributed to the fact that proactive forensic auditing seeks out errors, operational vagaries and 
deviant transactions before they crystallize into fraud. Forensic accounting methods are mainly 
used to detect and deter financial information manipulation that becomes more complex as a 
result of advanced information technology. The focus of this study therefore is to examine the 
role and prospects of forensic accounting in curbing financial crimes in Nigeria with particular 
emphasis on the banking sector. 

1.2 Statement of the Problem 

Recently, series of fraud have been committed both in the public sector and private sector of the 
economy. These in no doubt are perpetrated under the supervision of the internal auditors of the 
organization. It suffices to say that the independent of the internal auditor is not guaranteed 
because he works as an employee of the government or organization. Then come the idea of 
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external auditors, yet frauds are still being committed on a daily basis. The above scenario 
indicated that as more and more development both in the information Communication 
Technology (ICT) world and other fields, so fraudsters continue to groom their own tactics 
towards fraudulent practices. It now become pertinent that forensic accounting be introduced and 
practices since the external auditors do not or may not have the required training to be able to 
tackle modern frauds like white collar crimes such as security fraud, embezzlement, 
bankruptcies, contract disputes and possibly criminal financial transaction; including money 
laundering by organized criminals, also is the ability of the forensic auditors to provide litigation 
support and investigative accounting. These areas have become a complex area of concern for 
the accounting profession. 

1.3 Objective of the Study 

The general purpose of this study was to determine the impact of forensic audit and financial 
statement fraud of deposit money bank in Nigeria. Specifically, the study sought to: 

1. Determine the effect of data mining on financial statement fraud of deposit money bank in 
Nigeria.  

2. Ascertain the effect of computer assisted audit techniques on financial statement fraud of deposit 
money bank in Nigeria  

1.4 Research Questions 

Based on the specific purposes, the following research questions were formulated to guide the 
study: 

1. To what extent does data mining affect financial statement fraud of deposit money bank in 
Nigeria in Nigeria? 

2. What is the computer assisted audit techniques affect financial statement fraud of deposit money 
bank in Nigeria? 

 

2.1 LITERATURE REVIEW 

 2.1.1 Forensic Audit 

Forensic audit has been defined by the Institute of Forensic Auditors (IFA) as an activity that 
involves the collection, verification, analysis and reporting of data with the aim of collecting 
evidence to use in a court of law. The focus of forensic audit is the in-depth investigation and 
detection of fraud and it involves investigating the fraud and providing litigation support services 
in the court of law (Knezevic, 2015). Forensic auditing is the systematic application of auditing 
skills to situations or circumstances that have legal implications or consequences. According to 
Dada, Owolabi & Okwu (2011), forensic auditing arises from the integration of accounting, 
investigative auditing, criminology and litigation services. Forensic auditors are experts in 
financial matters who are trained in detecting, investigating and deterring fraud and white collar 
crimes which are to be presented to court for legal action or to public discussion and debate 
(Eyisi & Agbaeze, 2014). 
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 Forensic audit evidence collected and evaluated could be presented in a court of competent 
jurisdiction in a case of litigation and could be used to correct a situation that could lead to fraud. 
According to Enofe, Omagbon and Ehigiator (2015), forensic audit focuses on the detection, 
analysis and communication of evidence of underlying financial and reporting events. It should 
be noted that forensic audit service is useful not only as a reactive measure but also as a 
proactive measure to curb fraud in the bank. Reactive forensic auditing investigates any 
suspicion of fraud and if the suspicion is confirmed, the person(s) involved are identified, the 
findings are backed up with concrete evidences for disciplinary action or criminal proceedings. 
Proactive forensic auditing identifies mistakes and deviant financial transactions before they 
graduate into fraud. The proactive approach looks for fraud indicators and uses the philosophy of 
“catch fraud before it catches you”. The proactive forensic auditing may revolve around a 
statutory audit, diagnostic tool and regulatory compliance. 

2.12 Data mining:  

Data mining is defined as the process of finding anomalies, patterns and correlations within large 
data sets to predict outcomes. Data mining can also be used by Companies to turn raw data into 
useful information. By using software to look for patterns in large batches of data, Businesses 
can learn more about their customers and develop more effective marketing strategies as well as 
increase sales and decrease costs. Data mining, the extraction of hidden predictive information 
from large database, is a powerful new technology with great potential to help Companies focus 
on the most important information in their warehouses. Data mining tool predicts future trends 
and behaviors allowing Businesses to make proactive knowledge driven decisions. The 
automated prospective analyses offered by data mining move beyond the analyses of past events 
provided by retrospective tools typical of decision support systems. Data mining help Banks 
understand their customer base as well as the billions of transactions at the heart of the financial 
system. Data mining helps financial services Companies get better view of market 
risks, detect fraud faster, manage regulatory compliance obligations and get optimal returns on 
their marketing investments. 

2.1.3 Computer Assisted audit Techniques (CAATs):  

CAATs are computer programs and data the auditors uses as part of the audit procedures to 
process data of audit significance contained in a client computer information system (CIS). It 
therefore means that CAATS is a tool used by Auditors. This tool facilitates them to make search 
from the irregularities from the given data, with the help of this tool; the internal Accounting 
department of any firm will be able to provide more analytical results. These tools are used 
throughout every business environment and also in the industrial sectors too. With the help of 
CAATs, more Forensic Accounting with more analysis can be done. It’s really a helpful tool that 
helps the firm Auditor to work in an efficient and productive manner. The Computer Assisted 
Audit Techniques is made of two types. The first type is Audit software which comprises 
computer programs used for audit purposes to process data and audit significance from the client 
accounting system. It is used by the auditor to examine the entity computer file and may be used 
during both test of control and substantive testing of transactions and balances as the program 
can scrutinize large volume of data and extract information, leaving skilled manual resources to 
concentrate upon the investigation of the results. The second type of Computer Assisted Audit 
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Techniques is Test data, which is data submitted by the Auditor for Processing by the client's 
computer based accounting system in order to test the operation of the enterprise's computer 
programs. 

It may be processed during a normal production run(running test data live) or during a special 
run at a point in time outside the normal cycle (running the test data dead). From the above 
analysis, it is important to realize that working with CAATs tools is very much tricky and 
technical especially in the selection of right data. For this reason, forensic Accountants or 
Auditors need to be professionals for it. 

2.1.4 Financial Statement Fraud  

Fraud could be seen as an intentional or deliberate distortion of financial statements or 
documents of an organization for undue advantages. Fraud is an intentional act by one or more 
individuals among management, employees or third parties which result in a misrepresentation 
of financial statements (Adeniji, 2004). According to Nwankwo (2013), fraud is a global 
phenomenon that has been in existence for long and it increases every day by day. He notes that 
fraud is a deliberate act that causes a business or economy to suffer damages, often in the 
form of monetary losses. Bank fraud has been said to be the use of illegal means or medium to 
obtain assets, money or property owned or held by a financial institution. It is a crime of 
obtaining money from depositors by posing as a bank. Bank fraud connotes actions that employ a 
scheme and for this person, it is sometimes seen as white-collar crime. Bank fraud is a criminal 
act that takes place where a person uses illegal means to receive money or assets from a bank, 
other financial institutions or depositors of a bank. In essence, it is the act of employing illegal 
means to obtain money or other assets held by a financial institution or the act of obtaining 
money or assets from people by posing as a financial institution. According to Nweze (2008), the 
main cause of bank fraud can be grouped into two. These are institutional factors and 
environmental factors. Institutional factors or causes are those that can be traced to internal 
environment of the financial institution while environmental factors are factors that are traceable 
to the banks’ immediate and remote environment. 

2.2 Theoretical Review 

Labeling Theory of Crime 
It was propounded by Howard Becker in 1963. Labeling theory sees criminal behavior as being 
defined by society. It holds that the deviance is not inherent to an act but instead focuses on the 
tendency of majorities to negatively label the minorities or those seen as deviant from standard 
cultural norms. According to Becker (1963), deviance is not a quality of the act a person 
commits but rather a consequence of the application by other rules and sanctions to a defender. 
Behavior in this case is not seen as wrong rather as a deviant behavior. This argument also 
applies to other groups in society such as the mentally ill. Gove (1975) examines the 
consequences of labeling-the creation of stigma and the modification of self-image. The criminal 
is seen as the person to be avoided and treated with suspicion and thus barred from certain types 
of employment and so the modification of self image comes about due to the stigma the criminal 
experiences and therefore he becomes the person labeled. This theory does not deal with the 
question why a person becomes a criminal but tells why society labels some people as criminals 
or deviants. A case which advanced the theory was AH experiment was performed in the 
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United States of America (Reid,1976) in which eight sane persons of varied backgrounds got 
themselves admitted for feigned mental illness to psychiatric wards of different hospitals in 
various parts of the country. All gave the same account of their life situation. 
 

All but one was labeled schizophrenic. Once labeled insane, they were presumed insane by the 
staff that interacted with them daily. This theory is pegged on the following assumptions; i) No 
act is intrinsically criminal, ii) Statistically research can be relied on to be accurate and iii) 
Deviants are different to normal people. More crimes are committed and the individual forms an 
identity, that of the criminal along with all its associated values, attitudes and beliefs in process 
deviance application according to Lemart (1951). Poor diet, mental illness, bad brain chemistry, 
and even evolutionary rewards for aggressive criminal conduct have been proposed as 
explanations for crime (Vold, T, T.Benard & J.Snipes (1997). 

2.3 Empirical Review 
Adekoya, Oyebamiji and Lawal (2020 ) explored the use of forensic accounting in the control of 
tax fraud and tax evasion. Using exploratory research design, the study concluded that traditional 
auditing has failed in curbing tax fraud and tax evasion and that forensic accounting would 
expose, control and deter fraudulent practice on tax revenue. In a similar study, Adesina, Erin,  

Ajetunmobi, Ilogho and Asiriuwa (2020) sought to ascertain whether forensic audit influence 
fraud control in Nigeria with evidence from Nigeria Deposit Money Banks (DMBs). Survey 
research design was adopted for the study. Ordinary Least Square analysis of data collected 
revealed that involvement of qualified and experienced forensic auditors would not only help in 
ameliorating frauds in DMBs but would also lead to sanity in the banking sector. 

Agu and Okoye (2019) evaluated the application of forensic accounting as a means of bridging 
audit expectation gap in Nigerian deposit money banks in Enugu state. Data collected from the 
survey study were analyzed using Pearson Product Moment Correlation. Finding suggested a 
significant relationship between forensic investigation and expectation gap. 

Bassey and Ahonkhai (2017), on the effect of forensic accounting on litigation support on 
fraud detection in banks in Nigeria, using questionnaire for data collection and ANOVA for data 
analysis revealed that they do not have significant effect on fraud detection.  

However, Fiergbor, (2020) evaluated managing projects using forensic accounting in detection 
and prevention of fraud in Ghana. Qualitative analysis revealed that irrespective of the nature of 
the fraud, forensic accounting could control it.  

Abdulsalam, Abubakar,  Modibbo, & Abdulhadi, .(2020) determine the relationship between 
forensic accounting and firms ‘performance. The paper adopted the survey approach. Population 
consists of all the administration staff of Cement Company of Northern Nigeria. Respondents 
were chosen using the purposive sampling method. Primary data were used to elicit quantitative 
data from respondents using a structured questionnaire. The questionnaires were distributed to a 
sample size of thirty four respondents which were correctly filled and returned. Multiple 
Regression Analysis was used with the aid of Statistical Packages for Social Sciences (SPSS) to 
analyze and determine the relationship between forensic accounting and firms’ performance 
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(ROA, ROE and NPM). The findings of the paper revealed that forensic accounting is positively 
and significantly related to return on asset, return on equity and net profit margin. The 
correlation coefficient (r) in the respective hypotheses indicated strong positive relationship 
between the variables. Also, the coefficient of determination (r2) in all the hypotheses revealed 
that more than 79% of variation in forensic accounting was explained by Return on Asset, Return 
on Equity and Net Profit Margin.. The study recommends that government should encourage the 
practice of forensic accounting by providing adequate training and resources to forensic 
accountants such that they become an expert in their particular field of expertise 

 
METHODOLOGY 

 
The research design employed in this research is the ex-post facto research design. This is 
because, the researcher does not aim to control any of the variables under investigation and our 
pre-disposition is to observe occurrence over a period of time (2016-2020). Another justification 
for the research design is the desire of the researcher to use secondary data to test the hypothesis 
formulated. These are already existing data, thus, cannot be manipulated by the researcher. The 
research is conducted in Nigeria with specific reference to Nigerian banking sector. The 
population of this study was twenty-two (22) banks in Nigeria. The sample size of five selected 
banks in Nigeria as at December,2020 was used. The sample includes UBA, First bank, zenith 
bank, fidelity bank and access bank. This study made extensive use of secondary sources of data. 
The secondary sources used in this study includes: journals, annual reports of the five selected 
banks  

Model Specification 

In an attempt to determine the effect of impact of forensic audit and financial statement fraud of 
deposit money bank in Nigeria. The study modifies the work of Abdulsalam Abubakar, Modibbo, 
and Abdulhadi, (2020) who forensic accounting and firms performance of cement companies in 
Nigeria: a study of cement company of northern Nigeria.. The model were as follows 

F.ACC = α + β1ROA + β2ROE + β3NPM + Ԑ 
Where; 
F.ACC = Forensic Accounting 
ROA = Return on Asset 
ROE = Return on Equity 
NPV = Net Profit Margin 
 
Our model will be modifying in line with the state objectives. Algebraically, therefore 
FDMB =F (DAM, CAAT) 

Where 

FDMB = Fraud of Deposit Money Bank 

DAM = Data Mining 

CAAT= Computer Assisted Audit Techniques  

Econometric form of the model being 
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FDMB=o+1DAM +2 CAAT + µ 

Where 

Bo= constant 

Β0       =         Autonomous Intercept 

Β1       =         Coefficient of parameter DAM 

B2     =         Coefficient of parameter CAAT 

U        =         Stochastic error term 

 
4.0  DATA ANALYSIS AND INTEPRETATION 

This chapter is aim at evaluating the impact of forensic audit and financial statement fraud of 
deposit money bank in Nigeria. Since the key determinants of forensic audit are traceable to the 
variables which include the data mining and Computer Assisted Audit Techniques variables. 
This study analyzed and interpreted the data collected from five (5) deposit money banks for a 
period of five (5) years which gave rise to 25 bank years’ observations. In analyzing the data, the 
study adopted the Panel Least Square (OLS) analysis to identify the possible impact of forensic 
audit and financial statement fraud of deposit money bank in Nigeria.  
 
Dependent Variable: FDMB   
Method: Panel Least Squares   
Date: 02/27/22   Time: 04:12   
Sample: 2016 2020   
Periods included: 5   
Cross-sections included: 5   
Total panel (balanced) observations: 25  

     
     Variable Coefficient Std. Error t-Statistic Prob.   
     
     C -0.021554 0.160417 -0.134365 0.8937 

DAM 0.011566 0.039113 2.295700 0.0089 
CAAT 0.034400 0.007025 3.626309 0.0004 

     
      Effects Specification   
     
     Cross-section fixed (dummy variables)  

Period fixed (dummy variables)  
     

R-squared 0.534112     Mean dependent var 42.22917 
Adjusted R-squared 0.525738     S.D. dependent var 27.47784 
S.E. of regression 28.23324     Akaike info criterion 9.617209 
Sum squared resid 34275.97     Schwarz criterion 9.812126 
Log likelihood 225.8130     Hannan-Quinn criter. 9.690869 
F-statistic 9.379652     Durbin-Watson stat 1.739637 
Prob(F-statistic) 0.000916    
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The table above shows the panel least square regression analysis of deposit money bank 
in Nigeria. As shown in table above, the F-statistics of 9.37 and their P-value of 0.0009 
showed that the regression models are generally significant at 1% level and well 
specified. This model implies that data mining and Computer Assisted Audit Techniques 
were very crucial and relevant for this study. The result also revealed that the R-squared 
value of 0.534112 which is equivalent to 53% approximately, indicates that the independent 
variable explains about 53% of the systematic variation in the performance of selected deposit 
money bank over the five (5) year period observed while the remaining 47% is explained outside 
the unspecified variables thereby captured by the error terms, thus, exogenously explained. The 
value of R-squared which is the coefficient of determination that stood a 53% implies that about 
53% of the systematic variation in individual dependent variables was explained in the model 
while about 47% were unexplained.  
 
In the table above, we observed from the panel least Square regression that the R-squared 
adjusted value was 0.525 which means that about 53% of the predictive power in the dependent 
variable was jointly explained by the independent variables. This implies that dependent variable 
in Nigeria deposit money bank cannot be 100 percent explained by all the variables used in this 
study. The unexplained part of the dependent variable can be attributed to exclusion of some 
independent variables that can explain the dependent variable but are outside the scope of this 
study.   

The F-Statistic value of 9.37 and its associated P-value of 0.00091 shows that the regression 
model on the overall is statistically significant at 1% level, this means that the regression model 
is valid and can be used for statistical inference. Moreover, the Durbin Watson statistic of 1.73 
showed that the model is well spread since the value is approximately 2 and that there have not 
been self or auto correlation problem and that error are independent of each other. In testing our 
hypotheses, we provide the below specific analysis for each of the independent variables as 
follows: 

H01 Data mining has no significant effect on financial statement fraud of deposit money bank in 
Nigeria.  

Based on t-statistics values of Data mining, Data mining appears to be statistically significant 
and positively related with the financial statement fraud of deposit money bank in Nigeria. This 
indicates that an increase in data mining leads to a decrease in financial statement fraud of 
deposit money bank to the tune of 2.%.  By implication, this means that an increase in forensic 
investigation will result to about 2.% decrease in financial statement fraud of deposit money 
bank. The higher the presence of independent forensic auditors, the lower the type of fraud been 
committed in the bank 
 
The t-value of 2.295700 reveals that data mining has a strong effect on financial statement fraud 
of deposit money bank. The probability value of 0.0089 reveals that the effect of data mining on 
financial statement fraud of deposit money bank.is statistically significant. The p-value result re-
affirms the t-test statistics result. Based on this significant result found, we therefore accept the 
alternative hypothesis (H1) and conclude that Data mining has significant effect on financial 
statement fraud of deposit money bank in Nigeria. 
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H01 computer assisted audit techniques has no significant effect on financial statement fraud of 
deposit money bank in Nigeria.  

The analysis result of computer assisted audit techniques on financial statement fraud of deposit 
money bank in Nigeria showed a positive coefficient value of 0.034400, t-value of 3.626309 and 
a P-value of 0.0004. The coefficient value of 0.034 shows that computer assisted audit 
techniques has positive effect on the financial statement fraud of deposit money bank in Nigeria. 
This indicates that an increase in the computer assisted audit techniques leads to decrease in the 
financial statement fraud of deposit money bank to the tune of 34%.  The t-value of 3.6% reveals 
that computer assisted audit techniques has a strong effect on financial statement fraud of deposit 
money bank. The probability value of 0.000 reveals that the effect of computer assisted audit 
techniques on financial statement fraud of deposit money bank in Nigeria in Nigeria is 
statistically significant at 5% level of significance. This result therefore accepts  alternative 
Hypothesis (Hi), which states that computer assisted audit techniques, has significant effect on 
financial statement fraud of deposit money bank in Nigeria  
 
5.0 SUMARRY OF FINDINGS, CONCLUSION  
5.1 Summary of Findings 
Based on a sample of 5 selected deposit money banks for a period of five (5) fiscal years 
from 2016-2020 and using two independent variables (DAM & CAAT). The study found 
that: 
i) Data mining has significant effect on financial statement fraud of deposit money bank in 

Nigeria. 
 
ii) Computer assisted audit techniques, has significant effect on financial statement fraud of 

deposit money bank in Nigeria  
 

5.2: Conclusion 
The study concludes that Data mining and computer assisted audit techniques were statistically 
significant in explaining changes in financial statement fraud of deposit money bank in Nigeria. 
It also discovered that the use of forensic financial information influenced and improved 
performance of deposit banks in Nigeria which has improved transparency in banks hence it has 
curb financial fraud thus increasing profitability. However the study recommends that  
1) Banks should encourage the practice of forensic accounting by providing adequate data 
and resources to forensic accountants such that they can do a good job 
 
2. Forensic accounting should be introduced in deposit money bank as a compulsory tool in 
dealing with financial fraud and corruption in order to promote firms‟ performance by adopting 
fraud detection techniques in forensic accounting 
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1. Introduction 
 
Employee commitment is the degree to which an individual identifies with and participates in a 
particular organisation (Mowday, Porter & Steers, 1982). Employee commitment has been 
related to lower turnover, increased information sharing, increased organisational citizenship 
behaviors, higher acceptance of organisational reform, ethical actions, and lower absenteeism in 
organisations (Mowday, et al., 1982; Huselid, 1995). Furthermore, Colbert and Kwon (2000) 
asserted that workers who lack commitment are less likely to build their skills and competencies, 
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Abstract: The study examined the relationship between human resource development practices and 
employee commitment of government owned hospitals in Port Harcourt, Rivers State. Human resource 
development (HRD) practices were studied using developmental HRD practices and collaborative HRD 
practices, while employee commitment has affective- and continuance commitment. The study adopted a 
cross-sectional survey design while primary data was collected via the administration of a structured 
questionnaire. Copies of the questionnaire were administered to 108 medical/health employees of four 
selected government owned hospitals. Spearman Rank Correlation with the aid of Statistical Package 
for Social Science (SPSS) version 22 was deployed to test the hypothesized relationships. The results of 
the analyses show that dimensions of human resource development practices (developmental HRD 
practices and collaborative HRD practices) significantly and positively correlated with measures of 
employee commitment (affective- and continuance commitment). The result shows that human resource 
development practices amplify the hospitals’ employee commitment. Thus, it was recommended that 
employees should enroll for various training programmes for continuous development. There should 
also be a management-trainee program in order to nurture management talents. Furthermore, there 
should be interaction and collaboration among employees to foster unity. There should also be 
communication between management and employees which will enhance commitment. 
 
Keywords: Human Resource Development Practices, Developmental HRD practices, and Collaborative 
HRD practices, Affective Commitment, Continuance Commitment 
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accept increased responsibility for quality, and ‘go the extra mile' to make improvements. Higher 
or lower levels of commitment have been shown to be a major factor in whether workers remain 
with or leave a business (Shaw, Duffy, Johnson & Lockhart 2005). Allen and Meyer (1990) 
postulated that employee commitment is a three-dimensional construct; namely affective, 
continuance, and normative commitment. However, this study will discuss only affective and 
continuance commitment. 
Affective commitment is described as a commitment centered on the emotional connections that 
an employee establishes with the organisation, which are mainly formed through positive work 
experiences. Affective commitment gives the employee the feeling of wanting to remain with the 
company as long as possible, carrying the organisation's responsibility as his or her own, and 
feeling very relaxed addressing the organisation's prospects outside the organisation (Meyer & 
Allen, 1997). 
 
Continuance commitment represents commitment based on the potential costs of quitting the 
organisation, both economic and social (Meyer & Allen, 1997). Continuance commitment 
informs employees of why it is important to keep their employment with the company due to 
labor shortages. Furthermore, it informs the employee of the consequences of leaving the job as 
well as the benefits that come with staying (Singh & Gupta, 2015). 
 
Swanson and Holton (2001) see human resource development practices (HRD practices) as a 
process of developing and unleashing expertise for the purpose of improving individuals, teams, 
work processes and organisational system performance. Simachew (2020) submitted that the 
main purpose of HRD practices is to develop employees’ skills and competences in line with 
organisational objectives there need to be a feasible transfer of development programmes in to 
workplace. In discussing the importance of HRD practices, Anyim, Ikemefuna and Mbah (2011) 
averred that it develops key competencies that enable individuals to perform current jobs and that 
will allow them to adapt quickly to new   challenges   and opportunities. Gilbreath and 
Montesino (2006) and Lin, Li and Lam (2019) opine that it helps to lower employee turnover 
and improve well-being. In this study, human resource development practices (HRD practices) is 
bifurcated as a construct that comprises developmental HRD practices and collaborative HRD 
practices, (Chen, Lam & Zhu, 2019) as important dimensions for enhancing employee 
commitment. 
 
Developmental HRD practices leads to increase in employees’ retention by improving the 
employees’ commitment (Holton & Yamkovenko, 2008). Through developmental HRD 
practices organisations offer different types of training programmes, attach importance to 
employees’ training activities, provide continuous developmental opportunities for employees, 
and provide management-trainee program to continuously cultivate management talents (Chen et 
al., 2019) 
 
Collaborative HRD practices help to improve group dynamics and team development (Holton & 
Yamkovenko, 2008). Collaborative HRD practices are HRD interventions that facilitate 
interactions, collaborations and relationships among organisational members (Tabassi, Ramli & 
Bakar, 2012). Furthermore, Chen et al. (2019) in exploring the significance of collaborative 
HRD practices declared that: (a) it encourages employees to interact informally with one another 
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in order to promote cooperation; (b) creates team-building activities to strengthen employee 
cohesion, (c) establishment of team-building activities to strengthen employee cohesion. 
 
In today's competitive environment, no organisation can achieve peak success unless its 
employees are committed to the organisation's goals and act as productive team members (Dixit 
& Bhati, 2012). One of the problems facing most organisations around the world in recent years 
has been how to deepen employee commitment (Akinbode & Oni, 2012). As a result, Nigerian 
researchers started to look at issues of commitment in the workplace, like hospitals (Igbeneghu 
& Popoola 2011; Ahiauzu & Asawo, 2012). 
 
When it comes to managing, attracting, and keeping workers committed, hospitals face many 
challenges (Oparanma, 2019). Unfortunately, hospital jobs have a reputation for being stressful 
and workers in Nigeria context earn poor salaries, which has a negative impact on employee 
commitment (Akinbode & Oni, 2012). Employee commitment, on the other hand, varies by 
individual, making it difficult to quantify, categorize, and generalize (Nicholson, 2003). The rate 
at which workers display less dedication to work, according to Fasola, Adeyemi, and Olowe 
(2013), is troubling, and this has been a source of concern for businesses. 
 
Low employee commitment, which can lead to high employee turnover, low loyalty, 
absenteeism, a high rate of fraud, and horseplay while on duty (Yahaya & Ebrahim, 2016), are 
all threats to an organisation's continued life, as a lack of qualified employees can affect the 
organisation's fortunes (Abasilim, Gberevbie & Osibanjo, 2018a). Employees who are highly 
committed should have a low likelihood of quitting (Whitener, 2001). 
 
Human resource development (HRD) practices provide the intellectual capital, which for many 
organisations has become their most critical asset. With committed employees, there would be 
low absenteeism, productivity would be high, and employees are unlikely to leave their jobs 
(Oparanma, 2019). Therefore, it is vital to understand the consequences of human resource 
development practices and its impact on employees’ commitment. 
 
Based on above, this study therefore, considers the issues of human resource development 
practices in government owned hospitals in Port Harcourt, with a view to improving employees’ 
commitment. 
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Conceptual framework of the study 
Based on the foregoing, a conceptual framework is developed as shown below 
 
Conceptual Framework 

 

 

 

 

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
The following hypotheses are formulated for this study. 
 
Ho1: There is no significant relationship between developmental HRD practices and affective 

commitment. 
 
Ho2: There is no significant relationship between developmental HRD practices and continuance 

commitment. 
 
Ho3: There is no significant relationship between collaborative HRD practices and affective 

commitment. 
 
Ho4: There is no significant relationship between collaborative HRD practices and continuance 

commitment. 

 

Employee 
Commitment 

Developmental 
HRD Practices 

Collaborative 
HRD Practices 

Affective 
Commitment 

Continuance 
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Human Resource 
Development 
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Figure 1: Conceptual Framework of the Study 

Source: The independent variable for this study is human resource development 
practices, with dimensions as developmental - and collaborative HRD practices 
(Chen, Lam & Zhu, 2019) while the dependent variable is employee commitment with 
measures as affective - and continuance commitment (Allen and Meyer, 1990). 
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2.0 Literature Review 
 

2.1. Baseline Theories 

2.1.1 Human Capital Theory 

Human Capital Theory was proposed by Schultz in 1961 and later extensively developed by 
Becker (1964) and Rosen (1976). According to Schultz (1979) human capital involves increase 
investment in education and training of the individuals. Individual’s abilities can be enhanced 
through education and training that bring about effective change in the performance of jobs. To 
Okojie (1995) human capital refers to the “abilities and skills of the human resources of a 
country.” In the words of Marimuthu, Arokiasamy and Ismail (2009) human capital “is related to 
training, education and other professional activities as a means to improve abilities, knowledge, 
skills, values, and social assets of an employee which culminates to employee’s job satisfaction 
and performance” (p. 23).  

Recently, the definition of human capital has revealed that it is not based on knowledge or skills 
but also ‘attributes’, and ‘attitudes’ such as ‘reliability, honesty, self-reliance, and individual 
responsibility’ as well as ‘competencies’, (Becker, 2002, p. 6). However, education takes the 
podium, as the anchor in forming human capital, which is vital ‘economic success’ (Gurria 
2007). Studies shows that human capital is linked with enhanced- commitment (Iles, Mabey & 
Robertson, 1990), organisational retention (Robertson, Iles, Gratton & Sharpley, 1991) and 
performance and sustainable competitive advantage (Noudhaug, 1998). 

In the context of human resource development (HRD) practices, human capital has been viewed 
as a source of value in effective organisation (Thomas & Diez, 2013). This is evident because of 
the established nexus between human capital theory and the field of human resource 
development (HRD) practices (Swanson, 1999; Nafukho & Chermack, 2007; Mclean, 2014). 
Furthermore, human capital is a base on which HRD practices such as training and development 
are linked to other areas of HRD practices. The value of human capital theory is widely accepted 
in order to increase organisational performance as a result of enhanced employee commitment. 
Thus, organisations rely on employees’ skill, knowledge, ability as a key concept of value 
creation. 

2.1.2 Expectancy Theory  

Victor Vroom (1964) developed the expectancy theory through his study of the motivation 
behind decision making. The expectancy theory of motivation explains the behavioral process of 
why individuals choose one behavioral option over the other. This theory explains that 
individuals can be motivated towards goals if they believe that there is a positive correlation 
between efforts and performance, the outcome of a favorable performance will result in a 
desirable reward, a reward from a performance will satisfy an important need, and/or the 
outcome satisfies their need enough to make the effort worthwhile. Vroom introduced three 
variables within the expectancy theory which are valence (V), expectancy (E) and 
questionnaireality (I). The three elements are important behind choosing one element over 
another because they are clearly defined: effort-performance expectancy (E>P expectancy), 
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performance-outcome expectancy (P>O expectancy) (Subba, 2000). Expectancy theory has three 
components: expectancy, questionnaireality, and valence.  

Expectancy: effort → performance (E→P) is the belief that one's effort (E) will result in 
attainment of desired performance (P) goals. Usually based on an individual's past experience, 
self-confidence (self-efficacy), and the perceived difficulty of the performance standard or goal 
(Chiang & Jang, 2008). Self-efficacy – the person's belief about their ability to successfully 
perform a particular behavior. The individual will assess whether they have the required skills or 
knowledge desired to achieve their goals. Goal difficulty – when goals are set too high or 
performance expectations that are made too difficult. This will most likely lead to low 
expectancy. This occurs when the individual believes that their desired results are unattainable. 
Perceived control – Individuals must believe that they have some degree of control over the 
expected outcome. When individuals perceive that the outcome is beyond their ability to 
influence, expectancy, and thus motivation, is low. 

Questionnaireality: performance → outcome (P→O) is the belief that a person will receive a 
reward if the performance expectation is met. This reward may present itself in the form of a pay 
increase, promotion, recognition or sense of accomplishment. Questionnaireality is low when the 
reward is the same for all performances given. Another way that questionnaire outcomes work is 
commissions. With commissions performance is directly correlated with outcome (how much 
money is made). If performance is high and many goods are sold the more money the person will 
make. Factors associated with the individual's questionnaireality for outcomes are trust, control 
and policies: i) Trusting the people who will decide who gets what outcome, based on the 
performance, ii) control of how the decision is made, of who gets what outcome, and iii) policies 
understanding of the correlation between performance and outcomes. 

Valence: V(R) outcome → reward is the value an individual places on the rewards of an 
outcome, which is based on their needs, goals, values and Sources of Motivation. Influential 
factors include one's values, needs, goals, preferences and sources that strengthen their 
motivation for a particular outcome. Valence is characterized by the extent to which a person 
values a given outcome or reward. This is not an actual level of satisfaction rather the expected 
satisfaction of a particular outcome. The valence refers to the value the individual personally 
places on the rewards. -1 →0→ +1-1= avoiding the outcome 0 = indifferent to the outcome +1 = 
welcomes the outcome In order for the valence to be positive, the person must prefer attaining 
the outcome to not attaining it (Redmond, 2013). Valence is one behavioral alternative, where 
the decision is measured on the value of the reward. The model below shows the direction of 
motivation, when behavior is energized: 

Motivational Force (MF) = Expectancy x Questionnaireality x Valence 

When deciding among behavioral options, individuals select the option with the greatest amount 
of motivational force (MF).  Expectancy and questionnaireality are attitudes (cognitions), 
whereas valence is rooted in an individual's value system. Examples of valued outcomes in the 
workplace include, pay increases and bonuses, promotions, time off, new assignments, 
recognition, etc. If management can effectively determine what their employee values, this will 
allow the manager to motivate employees in order to get the highest result and effectiveness out 
of the workplace. 
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Victor Vroom's expectancy theory is one such management theory focused on motivation. 
Vroom asserts, "intensity of work effort depends on the perception that an individual's effort will 
result in a desired outcome". When this is applied to government owned hospitals’ work settings, 
it helps to explain employee behaviour to performance appraisal and compensation. If an 
employee perceives that the organisation he or she is working for is fair in its performance 
appraisal and compensation, and is also aware that the reward of high performance is certain, he 
will pursue it with vigour and commitment, otherwise, the reverse will be the case. 

2.2  Human Resources Development (HRD) Practices 

Swanson (1995) defined human resource development (HRD) practicesas a process of 
developing and unleashing human expertise through organisational development and personnel 
training and development for improving performance. Swanson and Holton (2009) HRD 
practices as a process of developing and unleashing expertise for improving organisational 
system, work process, team and individual performance. Arubayi, Eromafuru and Egbule (2020) 
averred that human resource development (HRD) practices is the combined use of training and 
development, organisational and career development to improve individual, group and 
organisational effectiveness.  

HRD practices is a platform which helps employees to develop their personal and organisational 
skills, knowledge, and abilities (Vasantham, 2015). It focuses on the framework for helping 
employees develop their personal and organisational skills, knowledge and abilities for personal 
success and organisational system success. Therefore, each employee should be managed 
differently based on different principles/approach, hence the competencies of human resources 
are developed through HRD practices programmes (Vasantham, 2015). 

An avalanche of scholars, identified different HRD practices by different names. Such as “best 
practices” or “high performance‟ (Huselid, 1995) sophisticated (Hornsby & Kuratko, 1990; 
Golhar & Deshpande, 1997; Wagner, 1998) or as “professional” (Matlay, 1999; Gnan & Songini, 
2003). According to Moorthy (1994), the basic objective of HRD practices is to improve the 
productivity and to enhance individual performance (Vasantham, 2015) of the employees 
through their commitment to the organisation. This is possible only when the organisation 
support and assist the employees in achieving their personal goals. 

Studies show that certain HRD practices, such as working in teams, greater discretion and 
autonomy in the workplace and various employees‟ involvement and pay schemes motivate 
workers and increase productivity (Boselie & Wiele 2002).In recent times, HRD practices is 
considered as the key to higher productivity, better relations and greater profitability for any 
organisation (Vasantham, 2015). Examining the opinions of these scholars, it can be concluded 
that HRD practices is a means by which workers in an organisation are changed from their 
present conditions to an improved state to enhance performance of organisational workforce 
through enhanced employee commitment. 
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2.2  Dimensions of Human Resources Development (HRD) Practices 
2.2.1 Development HRD Practices 

Tidd (2000) averred that developmental HRD practices is a tool used to develop and utilize 
knowledge. Chen, et al. (2019) defined developmental HRD practices as organisational activities 
that provide complete training and development opportunities to employees and promoting their 
knowledge and skill-seeking behavior. 

Developmental HRD practices can add short-term and long-term value to human capital by 
investing in the development of employees’ knowledge and expertise (Swanson, 2001; Garavan, 
2007). Furthermore, it may increase employees’ retention by improving the employees’ 
organisational commitment (Holton & Yamkovenko, 2008). This helps to reduce replacement 
and retraining costs for organisations (e.g., Cascio & Boudreau, 2008; Belanger, Haines & 
Bernard, 2018). According to Garavan (2007), it is a process and not merely set of mechanisms 
and techniques. Some of the tools such as training and development, performance appraisal, 
performance counseling, are used to initiate, promote and facilitate the HRD practices process 
continuously by planning in a proper way, allocating the resources in explicit way, by 
exemplifying HRD philosophy that value human beings and finally promote employee 
development. 

Rao opines that it is very much obvious for the top-level management to understand that the 
employees are organisations vital resource. HRD practices should be properly integrated to the 
values of openness, trust, mutuality, collaboration and enthusiasm, so that this can contribute 
positively for cultural changes and increased productivity (Garavan, Gunnigle & Morley, 2000). 
Finally, all the above-mentioned mechanisms are of no use if the employee is not been 
communicated regarding his strengths and weaknesses after a proper counseling process 
(Vasantham, 2015).  

2.2.2 Collaborative HRD Practices 

Klein, Diaz-Granados, Salas, Le, Burke, Lyons and Goodwin (2009) define collaborative HRD 
practices as “the formal and informal team-level interventions that focus on improving social 
relations and clarifying roles as well as solving task and interpersonal problems that affect team 
functioning”. According to Senécal, Loughead and Bloom (2008), team members experimentally 
learn, by examining their structures, norms, values, and interpersonal dynamics, to increase their 
skills for effective commitment. Chen, et al. (2019) defined collaborative HRD practices as HRD 
interventions that facilitate interactions, collaborations and relationships among organisational 
members. According to Rama (2017), there are four approaches to collaborative HRD practices 
(i) goal setting, (ii) role-clarification, (iii) interpersonal relations and (iv) problem solving 
(Rama, 2017) 

At the organisation level, collaborative HRD practices effort helps to solve various problems of 
the organisation, such as conflict among organisational members, unclear roles and assignments, 
lack of innovation in solving problems (Stone, 2010). Collaborative HRD practices enhances an 
employee’s cognitive and affective outcomes like teamwork competencies as well as trust and 
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team potency respectively, whereas, at team level, the outcomes are coordination and effective 
communication (Tannenbaum, Mathieu, Salas & Cohen, 2012). Furthermore, collaborative HRD 
practices can improve group dynamics and team development (Holton & Yamkovenko, 2008) 
and create an avenue for the enhancement of social capital (Donate, Pena, & Sanchez de Pablo, 
2016). 

2.2.3 Employee Commitment 

According to Sheldon (1971), commitment is the positive assessment of organisational goals. 
Buchanan (1974) defined commitment as a bond between an organisation and an individual. 
Employees’ commitment has a wide range of meanings, making the concept flexible. For Allen 
and Meyer (1996), employees’ commitment resides in their psychological attachment to their 
organisations and this helps to reduce the rate of turnover that would have occurred if they were 
not committed. This means that employee commitment is the mental state that ties both 
employee, and manager; occupation and organisation (Meyer & Allen, 1997). Ongori (2007) 
described employee commitment as an effective response to the whole organisation and the 
degree of attachment or loyalty employees feel towards the organisation. According to Akintayo 
(2010) employee commitment can be defined as the degree to which the employee feels devoted 
to their organisation.  

Based on the various definitions of employee commitment it can be deduced that employee 
commitment is associated with an employee’s or individual’s affection for an organisation and 
its goals and making effort to reach those goals by remaining as part of that organisation. The 
measures of employee commitment used for this study are derived from Allen and Meyer’s 
(1990) Three Component Model of organisational commitment which are: affective, 
continuance, and normative commitment. However, only the affective and continuance 
commitment are discussed in this study. 

2.2.3.1    Measures of Employee Commitment 
2.2.3.2 Affective Commitment 

Affective commitment refers to an employee's emotional attachment to, involvement in, and 
identification with the organisation and its goals (Allen & Meyer, 1990; Meyer et al., 2004). 
Allen and Meyer (1990) defined affective commitment as “an emotional attachment to the 
organisation such that the strongly committed individual identifies with, is involved in, and 
enjoys membership within the organisation” (p. 2). Fitnat (2011) defined affective commitment 
as employees feeling closer to the organisation emotionally and to be involved in the 
accomplishment of organisational goals. Several scholars (e.g., Allen & Meyer, 1991; Singh & 
Gupta, 2015) averred that affective commitment is the most important form of commitment as it 
has the most potential benefits for organisations. Affective commitment has also been the most 
consistent and strongest predictor of positive organisational outcomes, such as work effort and 
performance (Luchak & Gellatly, 2007; Singh & Gupta, 2015). 

Allen and Meyer (1990) submitted that the commitment of employees in a workplace depends on 
what they perceive about the organisation. For instance, when employees perceive that “their” 
organisation acts as a “true organisation”, they form positive images about it. They feel proud to 
identify with such an organisation, develop their self-esteem, form affective bonds with the 
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organisation, develop a sense of loyalty, and make efforts to perform better and to benefit the 
whole organisation (Dutton, Duberich & Harquail, 1994).Furthermore, Fitnat (2011) posit that 
when employees feel that sense of responsibility from the organisation towards them (such as 
offering salaries higher than industry average) they tend to reciprocate with positive attitudes 
toward the organisation, including affective bonds and feelings of loyalty. Employees who have 
high affective commitment are those who will go beyond the call of duty for the good of the 
organisation (Meyer, Becker & Vandenberghe, 2004).  

However, affective commitment has been a negative predictor of higher levels of absenteeism, 
workplace stress, and turnover (Iverson & Buttigieg, 1999; Vanderberghe, Bentein, 
&Stinglhamber, 2004; Wasti, 2005; Singh & Gupta, 2015). 

2.2.3.3 Continuance Commitment 

Continuance commitment is based on the theory of cost associated with leaving the organisation, 
and lack of employment options (Allen & Meyer, 1991; Dixit & Bhati, 2012; Rafiei, Amini & 
Navid, 2014). In continuance commitment the worker ought to be aware of the actual costs 
before leaving the organisation (Nawaz, Omid & Ahmed, 2013). Continuance commitment can 
be regarded as a contractual attachment to the organisation (Beck & Wilson, 2000). Continuance 
commitment includes factors like benefits received by the employee that are peculiar about 
certain organisation or the years of employment (Reichers, 1985).  

Continuance commitment is anchored on the benefits the employee has made in an organisation 
(Folorunso, Adewale & Abodunde, 2014). It is the ability of an employee to stay in the 
organisation on account of his or her association with other employees, benefits, individual funds 
and work attitudes which are particular to a specific organisation (Nawaz, Omid & Ahmed, 
2013). Adekola (2012) argued that workers tend to keep working in one organisation due to 
financial and non-financial implications and benefits. Financial implication can be pensions and 
non-financials implication such as good relationship with fellow employees. Therefore, the 
worker cannot afford to quit the organisation because of these costs.  

According to Dixit and Bhati (2012) when an employee is mindful of the benefits of being in an 
organisation, then the employee is continually committed. They become more involved in 
achieving the organisation’s missions and visions by improving their job performance (Irefin & 
Mechanic, 2014). Ideally, workers with high continuance commitment will work hard to ensure 
that the organisation’s goals and objectives are achieved, since they are seen as vital part of the 
organisation.  

Dixit and Bhati asserted that continuance commitment plays a crucial role in improving the 
performance of workers. In their view, continuance commitment is associated with remaining 
with or quitting an organisation. If a worker realizes that the cost of leaving is greater than the 
advantages of remaining within an organisation, then the concerned employee will plan to 
remain rather than quit the organisation. 

Continuance commitment is therefore considered to be calculative. It considers the benefits of 
remaining and the losses of quit working in the organisation (Ferris, King, Judge, & Kacmar, 
1991). Daneshfard and Ekvaniyan (2012) submitted that, there is a dual association between 
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organisation and employees and this affiliation is continuance commitment. Khan (2013) also 
opine those employees with high level of continuance commitment will remain in the 
organisation. Employees with continuance commitment remain with specific organisation 
because of money and other investments they as employee have made as a result of the time 
spent in the organisation, and not because they subscribe to it (Khan, 2013). Employees find it 
very difficult to leave the organisation who shares continuance commitment with their employers 
(Meyer & Allen, 1997). 

2.2.3.4     Empirical Review 

Hassan and Mahmood (2016) examined the relationship between HRD practices and 
organisational commitment of employees in Pakistan. Data was retrieved from 60 respondents. 
Statistical tool of Pearson correlation and regression was used to test the hypotheses. The result 
of this study revealed that HRM practices positively influence the organisational commitment of 
employees (β = .484; R2 = 0.718). It was concluded that employees who are satisfied with HRD 
practices are committed to the organisation. 

Rama (2017) investigated the impact of HRD practices on commitment in the Indian cement 
industry. A structured questionnaire was administered among 952 respondents by adopting the 
method of simple random sampling. However, 653 were retrieved and used for analysis via SPSS 
20 and AMOS 20.  Hypotheses was tested with exploratory factor analysis and structural 
equation modelling. The findings reveal that HRD practices (developmental HRD practices (β = 
.321, p<.01) and collaborative HRD practices (β = .198, p<.05) have a significant relationship 
with employee commitment. The study provides substantial evidence to the HRD managers for 
improvement of HRD practices and at the workplace along with enhancement of employee 
commitment. 

Razzaq, Aslam, Bagh, and Saddique (2017) investigated the impact of HRD practices on 
employee commitment in the Pakistan telecom sector. Data was collected using convenient 
sampling technique from 220 managers and first line employees from 35 offices in seven cities. 
Hypotheses was analysed via regression analysis. Findings show that there is a positive and 
significant relationship between HRD practices (β= 0.57, t = 5.28, p < .0000; β= 0.33, t =4.38, p 
< .0000) and organisational commitment (F = 44.135, p = 0.000 < 0.05) It was recommended 
that the targeted telecom organisationshould work in synergy to foster employees’ commitment 
by fan-tuning HRD practices.  

Mugizi (2019) studied HRD practices and organisational commitment of teachers in government 
aided secondary schools in Wakiso district, Uganda. Using a sample of 336 secondary school 
teachers and multiple analysis regression for testing of hypotheses. The result revealed that HRD 
practices had a positive and significant relationship with organisational commitment (F = 44.135, 
p = 0.000 < 0.05). It was recommended that there should be a liaison between the Ministry of 
Education, Science, Technology and Sports (MoESTS) and head teachers in order to enhance the 
implementation of performance HRD practices. 

3.0  Methodology 

3.1. Population and Sampling Method 
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The population of this study comprised all government owned hospitals in Port Harcourt. 
Verifiable from the Rivers State Ministry of Health and the State’s Hospital Management Board 
which shows that there are 50 government owned hospitals in Rivers State.  

Sample size from the population of the study is determined using Krejcie & Morgan’s (1970) 
table. From the table, a population of 150 has corresponding sample of 108.  The four 
government owned hospitals for this study were conveniently selected due to ease in 
accessibility to their management and location. The distribution of the population from each 
hospital is shown on table 3.1 below: 

Table 3.1: Population of the Study 
S/N Name of Hospitals Population 
1 Kelsey Harrison Hospital 28 
2 Neuro Psychiatric Hospital 20 
3 Obio Cottage Hospital 35 
4 Rivers State University Teaching Hospital (Formerly Braithwaite 

Memorial Specialist Hospital) 
67 

 Total 150 
Source: (Management Records of the Selected Hospitals) 

3.2   Data collection, Questionnaire Design and Operational Measures 

Data was collected through primary and secondary means respectively. Primary data was 
through responses of the questionnaire administered on the respondents, while secondary data 
was retrieved through association records, internet, journal articles and textbooks. The 
questionnaire was administered through direct mode, email and survey monkey. Of the one 
hundred and eight (108) copies of the questionnaire that were administered, 21 were rejected due 
to unsatisfactory information. The remaining 87 copies were used for analyses to determine the 
impact of human resource development (HRD) practices on employee commitment. 

The questionnaire has three sections. Section A contains six items concerning demographic 
information of the respondents (e.g., gender, age, marital status). Section B has eight indicators 
on Human Resource Development (HRD) Practices. Developmental HDR practices has four 
indicators. Examples is “We provide continuous developmental opportunities for our employees, 
and Collaborative HDR practices also has four indicators; e.g. “We encourage our employees to 
interact informally with one another in order to promote corporation” from the work of Chen et 
al. (2019). Section C has eight items that pertain to Employee Commitment with measures as 
affective and continuance commitment (Allen & Meyer, 1990) with Affective Commitment 
having four items. Example is: “I really feel as if the problems of this organisation are my own”, 
while Continuance Commitment also has four items. Example is: “It would be hard for me to 
leave this organisation even if I wanted to”. Apart from the demographic variables, all other 
indicators on the survey instrument were anchored on a five-point Likert scale of 1=Strongly 
Disagree to 5=Strongly Agree. 

 

 



International Academy Journal of Management, Marketing & Entrepreneurial Studies 

                                          arcnjournals@gmail.com                                                             111 
 
 

3.3   Data Analysis Techniques 

To obtain descriptive statistics, we used Statistical Package for Social Sciences (SPSS) version 
22. The study used descriptive statistics such as frequency, table, percents, mean and standard 
derivation to facilitate the change of raw data into a form that was easy to understand and 
interpret in relation to the study variables. Spearman’s Rank Correlation Coefficient was used to 
determine the degree of association between dependent variable and independent variable. The 
model was used in establishing the level at which the independent variable affects dependent 
variable. 

The spearman ranking correlation formula is thus: 

Rho = 1 - 
∑

( )
 

Where Rho =  rank of correlation coefficient 
    ∑d =  rank of X minus rank of Y 
   N=  number of observation 
 
This choice of statistical analytical tools was based on two reasons which are: i) the study is 
about the relationship between two variables (human resources management practices and 
innovativeness) and ii) the data is ordinal in nature.   

4.0 Data Analysis 
 

4.1 Bivariate Data Analysis 
This section examines the association between the dimensions of human resource development 
(HRD) practices on employee commitment which constitutes the objective of the study. Four 
null hypotheses were formulated and tested in this section using the Spearman Rank Order 
Correlation Coefficient statistical technique at a 95% confidence interval. The decision rule is set 
at a critical region of p > 0.05 for acceptance of the null hypothesis and p < 0.05 for rejection of 
the null hypothesis.  
 
Table 4.1:Correlation between Developmental HRD practices and Affective Commitment 
 Developmental 

HRD Practices  
Affective 

Commitment 

Spearman's rho 

Developmental 
HRD Practices  

Correlation 
Coefficient 

1.000 .716** 

Sig. (2-tailed) . .000 

N 87 87 

Affective 
Commitment  

Correlation 
Coefficient 

.716** 1.000 

Sig. (2-tailed) .000 . 
N 87 87 
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**. Correlation is significant at the 0.05 level (2-tailed). 
SPSS Output, Version 22 – Field Survey, 2022 
 

Ho1: Table 4.1 shows the result of the relationship between developmental HRD practices and 
affective commitment. The result reveals a strong positive correlation between developmental 
HRD practices and affective commitment with rho = .716, n = 87, p < .01. This result shows a 
high positive correlation between the two variables. Thus, the null hypothesis was rejected. 

 
Table 4.2:Correlations between Developmental HRD Practices and Continuance Commitment 
 Developmental 

HRD Practices 
Continuance 
Commitment 

Spearman's rho 

Developmental 
HRD Practices 

Correlation 
Coefficient 

1.000 .811** 

Sig. (2-tailed) . .000 

N 87 87 

Continuance 
Commitment 

Correlation 
Coefficient 

.811** 1.000 

Sig. (2-tailed) .000 . 
N 87 87 

**. Correlation is significant at the 0.05 level (2-tailed) 
SPSS Output, Version 22 – Field Survey, 2022 
 
Ho2: Table 4.2 shows the result between developmental HRD practices and continuance 
commitment. The result reveals a strong positive correlation between developmental HRD 
practices and continuance commitment with rho = .811, n= 87, P < .01. Therefore, the null 
hypothesis was rejected. Thus, the alternative which stated that there is a significant relationship 
between the developmental HRD practices and continuance commitment was accepted. 

Table 4.3:Correlation between Developmental HRD practices and Affective Commitment 
 Collaborative 

HRD Practices 
Affective 

Commitment    

Spearman's rho 

Collaborative 
HRD 
Practices 

Correlation 
Coefficient 

1.000 .567** 

Sig. (2-tailed) . .00 

N 87 87 

Affective 
Commitment   

Correlation 
Coefficient 

.567** 1.000 

Sig. (2-tailed) .00 . 
N 87 87 

**. Correlation is significant at the 0.05 level (2-tailed). 
SPSS Output, Version 22 – Field Survey, 2022 
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Ho3: Table 4.3 shows the relationship between collaborative HRD practices and affective 
commitment. The outcome reveals a moderate positive relationship with rho = .567, n = 87, p < 
.01. Based on the result the null hypothesis was rejected, while the alternative hypothesis which 
states that, there is a significant relationship between collaborative HRD practices and affective 
commitment was accepted. 

Table 4.4Correlations between Collaborative HRD Practices and Continuance Commitment 
 Collaborative 

HRD Practices 
Continuance 
Commitment 

Spearman's rho 

Collaborative 
HRD Practices 

Correlation 
Coefficient 

1.000 .725** 

Sig. (2-tailed) . .000 

N 87 87 

Continuance 
Commitment 

Correlation 
Coefficient 

.725** 1.000 

Sig. (2-tailed) .000 . 
N 87 87 

**. Correlation is significant at the 0.05 level (2-tailed). 
SPSS Output, Version 22 – Field Survey, 2022 

Ho4: Table 4.4 shows the relationship between collaborative HRD practices and continuance 
commitment. The result reveals a strong positive correlation between collaborative HRD 
practices and continuance commitment with rho = .725, n = 87, p < .01. Thus, the null hypothesis 
was rejected and the alternate hypothesis stating that, there is significant relationship between 
collaborative HRD practices and continuance commitment was accepted. 

5.0 Results and Discussion 

This study explored the relationship between human resource development practices and 
employee commitment of government owned hospitals in Port Harcourt, Rivers State. Four 
research objectives with corresponding research questions and hypotheses were raised. The 
hypotheses formulated were analysed with the use of Spearman’s Rank Correlation Coefficient 
statistical tool. The analyses were carried out through the use of Statistical Package for Social 
Sciences (SPSS) version 22. The interpretation of the result of test of hypotheses was based on 
Cohen’s (1988) condition of accepting or rejecting hypotheses. 

Hypotheses one and two stated that developmental HRD practices does not significantly 
correlate with affective and continuance commitment. Both hypotheses were rejected. Thus, it 
was stated that developmental HRD practices has strong and positive correlation with affective 
and continuance commitment. This finding is in consonant with that of Aryee and Tan (1992), 
who submitted that developmental HRD practices is an important factor for employees’ 
commitment throughout their career lives. Likewise, Segers and Inceoglu (2012) in their study 
suggest that accumulated knowledge and skills can be preserved by the developmental HRD 
practices aiming to increase the commitment of employees to the organisation. 
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Hypotheses three and four stated that collaborative HRD practices does not significantly 
correlate with affective and continuance commitment. Both hypotheses were rejected. Thus, it 
was stated collaborative HRD practices has strong and positive correlation with affective and 
continuance commitment. The finding is in tandem with Nelson and Spitzer (2003) observation 
that collaborative HRD practices have a positive correlation with employees’ commitment. 
Therefore, in order to gain employees commitment and ensure employees are well committed an 
organisation will be required to have a collaborative HRD practices so as to keep employees 
committed (Armstrong, 2009). In the same vein, the study confirms the findings Shahzad, Bashir 
and Ramay (2008) who did an assessment on the role of collaborative HRD practices on 
employee commitment of Pakistani lecturers. They noted that there exists a significant 
connection between collaborative HRD practices and employees’ commitment which led to high 
commitment of the lecturers. 

6.0 Conclusion and Recommendations 

Based on the results obtained from the analyses of data, it was concluded that human resource 
development (HRD) practices is significantly related to employee commitment of government 
owned hospitals in Port Harcourt, Rivers State. Specifically, it was concluded that human 
resource development practices amplify the hospitals’ employee commitment. 

Based on the study, the following recommendations are made. 

1) Due to the importance of training, employees should enroll for various training programmes f 
to enhance their development. There should also be a management-trainee program in order to 
nurture management talents.  

2) In order to promote synergy among employees, there should be interaction and collaboration 
among employees to foster unity. There should also be communication between management 
and employees which will enhance commitment. 

6.1 Limitations for Future Research Directions 

Some of the limitations encountered are: 

Firstly, the study is limited to government owned hospitals in Rivers State excluding other 
government owned hospitals in other states and cities outside Port Harcourt. Thus, to venture to a 
much larger geographical scope may lead to difficulty in gaining reliable data. 
 
Secondly, the study is a cross-sectional study and did not consider the interaction of the variables 
over a long period of time. 
 
Finally, due to the inability for some respondents to complete the questionnaires quickly or 
completely, it led to having a limited response from the participants. 
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1. Introduction    

Advancement of Information Technology and the increased usage of the cellular phone, 
smartphone, and tablet-based devices, mobile banking and its features enable clients to interact 
more comprehensively across the full bank life cycle. With this scenario, mobile banking's aims 
of building relationships, lowering costs, and generating new revenue would enhance and 
restructure banks, allowing them to pursue new goals such as establishing a new banking brand 
(Pathak, 2018). Information technology advancements, smart phones, smart technologies, and 
mobile application software have all become a large and important part of daily life (Alalwan, 
2020). With an increasing number of users using mobile applications, bank operations have 
evolved from traditional bank hall methods of offering client services to electronic and mobile 
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Abstract: Using an information system success model, this study assessed consumer intent to use mobile 
banking. Because of the widespread availability and use of mobile devices, mobile banking has evolved. 
Every bank customer has always been concerned about the issue of trust in terms of security and privacy 
when it comes to financial transactions. The major goal of this study was to determine how likely people 
were to use mobile banking. The data was acquired using a questionnaire in quantitative research based 
on a cross-sectional survey approach. Descriptive and inferential statistics were used to analyze the 
data obtained in the field. Software named SPSS V25 was used for data coding and cleaning. The 
following methods were used: reliability, validity, descriptive statistics, and linear regression analysis. 
According to the study’s finding, Trust, the quality of information and system all have a significant 
impact on the intention to use mobile banking. However, the quality Service and User Satisfaction have 
no Significant Impact on Mobile Banking Use Intention. As a result, it is advised that mobile banking 
information on platforms be up-to-date, simple to grasp, and thorough. The mobile banking system 
should be simple to use, navigate, and structure. Customers should be supported by mobile banking 
services, which should pay personal attention to them and respond to their questions. Mobile banking 
should suit the needs of users and be both effective and efficient. Finally, mobile banking should provide 
a safe and secure financial experience. 
 
Keywords: Mobile Banking, Quality, Satisfaction, Trust and Intention to Use 
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banking. Previously, practically every financial transaction was completed manually in a banking 
hall via the counter, where bank clients waited in lengthy lines to make deposits or withdraw 
cash. However, with the introduction of mobile banking, banking services have improved thanks 
to electronic and mobile banking, and bank rivalry has skyrocketed (Inegbedion et al., 2020).  

Mobile technology, particularly mobile phones, has unquestionably altered traditional 
lines of communication between customers and businesses, particularly in the banking industry. 
Mobile banking researchers have anticipated that broad adoption of mobile banking systems will 
dramatically alter old payment processes and also give unique value to both bank consumers and 
service suppliers (De Kerviler, Demoulin, & Zidda, 2016). Banks are seeking to incorporate 
mobile banking channels and transactions into current logistical banking systems not just to 
enhance customer service, but also to improve employee performance in day-to-day banking 
activities (Lin, 2013). Mobile banking has grown in popularity, and it made a huge leap forward 
from 2016, when the majority of mobile payment companies made significant advances 
(Laukkanen, 2016; Meola, 2016). 
 Nigeria is behind in terms of mobile banking due to severe worries about network 
security and the system's privacy security (Ikpefan et al., 2018). While most advanced countries, 
such as the United States and many others, have already adopted a digitalized state, which is 
promoted through Electronic commerce applications, such as Electronic banking, Despite the 
benefits of electronic banking, some Nigerians have intentionally or unintentionally refused to 
adopt it (Inegbedion et al., 2020). Despite the high degree of knowledge about the benefits of 
mobile banking that was advocated during the covid 19, when crowds at banking rooms and 
ATMs were strongly discouraged in order to implement social distancing rules and other health 
safety requirements, Nigerians still lack the understanding of the benefits of mobile banking and 
find it very difficult to convert to mobile banking, despite the fact that in developed countries, 
mobile banking is a commonplace practice (Meola, 2021). 
 Nigeria's internet commerce infrastructure lacks a robust legal and regulatory framework 
(Chiemeke & Evwiekpaefe. 2011). As a result, it is clear that without this bill, electronic banking 
would be significantly hampered. Despite the fact that the Cybercrimes Act, 2015, was adopted 
in Nigeria, there is a pressing need to strengthen the law's efficiency (Shareef, etal. 2018). 
However, in Nigerian mobile banking studies on intention to use mobile banking was not taken 
into account. In order to give better and more complete information that may serve as a suitable 
basis for making optimum business decisions in banking and communications industries, 
therefore, research on the consumer intention to use mobile banking using information system 
success model is required.  

2. Literature Review  
 

2.1 Mobile banking 

Mobile banking is a collection of services provided via the use of a mobile device 
connected to a wireless network or data plan that allows customers to make payments and 
complete nearly any banking activity associated with an account without the involvement of 
bank workers (Hanafizadeh & khedmatgozar, 2012). Full access to bank transactions and 
account records, credit cards, payments and investment account applications are all available 
through mobile banking. The consumer incurs no costs when using the mobile app, and the only 
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cost associated with using mobile banking is the transfer of data if the device is not connected to 
a Wireless network (Al-jabri & Sohail, 2012). 

2.2 Research Framework and Hypotheses Development  

The DeLone & McLean Information System success model is used to analyze consumers' 
intention to conduct financial transactions via a mobile device. Trust is a novel variable in this 
study's framework. According to Hossain and Dwivedi (2014), In order to create user 
confidence, Enterprises should offer a clear privacy policy at any time while gathering 
information. While users, trust has been proven as a key adoption factor in many Information 
systems (Wu, Chen, Chen, & Cheng, 2014), As a result, developing user confidence in the 
adoption of mobile banking is critical (Gao & Waechter, 2017). 

2.2.1 Information quality  

Significance, adequacy, correctness are all characteristics of good information (Petter et 
al., 2013). One of the most essential criteria is the quality of Information in determining how 
consumers feel about the technology they use (Akter, D'Ambra & Ray, 2013). It is also the 
crucial factor that may influence the decision to utilize mobile banking (Wixom & Todd, 2005). 
Hypotheses is formed as a result of this: 

H1. The quality of information has a significant impact on intention to use mobile banking.  

2.2.2 System quality  

Mobile banking, system quality serves as "online store" that assists customers in 
navigating the device (Gao & Waechter, 2017). It considers the simplicity of use, reaction speed, 
user interface, as well as the dependability and stability of the product (DeLone & McLean, 
1992). In the lack of these functions, users' intentions to use their mobile device may decline. 
According to Bhattacherjee (2001), if a user is satisfied with the system's performance, they will 
want to use it again. As a result, the quality of the system may improve users' desire to utilize 
mobile banking. as a result of this, hypotheses is formed:  

H2. The quality of the system has a significant impact on intention to use mobile banking. 

2.2.3 Service quality 

Service obtained from the Information Technology department is referred to as service 
quality (DeLone & McLean, 2003). Future use of mobile payment systems may decline as a 
consequence of faulty systems and delayed replies (Kuo, Wu, & Deng, 2009), The user 
experience of mobile banking may be affected by service quality. As a result, the quality of a 
service may influence a user's decision to use mobile banking, provided service employees are 
accessible and qualified to listen to, comprehend, and resolve their issues. As a result, hypotheses 
is formed:  
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H3. The quality of service has a significant impact on intention to use mobile banking. 

2.2.4 User Satisfaction    

Users who are disappointed with mobile payment systems may not continue to use them 
(Zhou, 2013). The purpose to use construct proposed as user satisfaction can be regarded the 
most important construct for banking transactions (Yiu, Grant, & Edgar, 2007). Tam and 
Oliveira (2016) Went on to explain the link between Users’ satisfaction and The desire to utilize 
Mobile Banking Services. as a result of this, hypotheses is formed:   

H4. User satisfaction has a significant impact on intention to use mobile banking.  

2.2.5 Trust  

Because personal information is saved on mobile phones, security and privacy hazards 
associated with monetary transactions via mobile devices are substantial, according to Chong 
(2013). To maintain continuity, those who make decisions and those who give services during 
the early stages of collaboration, the focus should be on trust. Trust is a key factor that influences 
people's willingness to adopt mobile technologies for m-commerce. As a result, hypotheses is 
formed:  
H5. Trust has a significant impact on intention to use mobile banking.  

2.2.6 Intention to use Mobile banking   

 The TAM and UTAUT models quantified the intention to use (Mardiana et al, 2015). 
While DeLone and McLean haven't figured out how to measure intent to use (DeLone & 
McLean, 2003).  Mardiana, Tjakraatmadja and Aprianingsih (2015) justified the inclusion of 
intention to use in the Model to better understand the user's attitude toward future use of the 
system, which was not captured by usage. 

 
figure 1. Research framework 

3. Methodology     

 For the goal of contacting the respondents, quantitative research design and cross-
sectional survey approach employing Stratified proportional random sampling methodology 
were used. The population of this research consists of “1,543” National Youth Service Corps 
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members from Bauchi Local Government Area, Bauchi State Registered Corps members as of 
June 2021. According to the sample size chart developed by Krejcie and Morgan (1970), the 
sample size is 310 National Youth Service Corps members from Bauchi Local Government Area 
in Bauchi State. A paper questionnaire was given to 310 responders to filled. Constructs of both 
the independent and dependent variables of the Survey questions were adapted from (DeLone & 
McLean, 2003). The Personal or face-to-face administration of questionnaires was used to obtain 
data for this study. 

3.1 Reliability and validity  

Internal consistency (Cronbach's Alpha) of survey questions exceeded 0.70 for this 
variable (Information = 0.702, System = 0.752, Service = 0.782, Satisfaction = 0.901, Trust = 
0.781, Intention to use mobile banking = 0.808). As a result, the questionnaire is reliable. Table 1 
shows the results. 

Table 1: Reliability Statistics of constructs  
Constructs Cronbach’s Alpha 
Information quality  0.702 
System quality  0.752 
Service quality  0.782 
User satisfaction  0.901 
Trust  0.781 
Intention to use mobile banking 0.808  

Source: Field survey (2021). 

KMO score also exceeded 0.6 (Information = 0.605, System = 0.639, Service = 0.657, 
Satisfaction = 0.734, Trust = 0.653, Intention to use mobile banking = 0.687), indicating that the 
sample size is sufficient. As a result, the items might be concluded to exhibit validity. With the 
use of SPSS version 25 for data coding and cleaning, linear regression analysis was utilized to 
predict research results.  Table 2 shows the results. 

Table 2: KMO and Bartlett's Test 
Constructs KMO Bartlett's Test 

Information quality  .605 110.656 
System quality  .639 261.240 
Service quality  .657 282.798 
User satisfaction  .734 595.268 
Trust  .653 297.348 
Intention to use mobile banking .687 332.066 

Source: Field survey (2021).  
 
4. Results and Discussions   

 Respondents were given a total of 310 questionnaires. A Total of 306 Replies Filled Out 
and Returned for Analysis, Resulting in a response Rate of 99 Percent. Descriptive statistics were 
utilized to correctly define the properties of big datasets, including statistical descriptions of 
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demographic traits and other research factors (Singhry, 2018). It also verifies that the data is 
normal. The mean and standard deviation are shown to demonstrate if the data has any flaws. 
Normality is then tested, whether the replies are favorably or negatively skewed. The kurtosis 
depicts the data trends' peaks, In this case. Table 3 shows the results. 

Table 3: Statistics that describe      

Source: Field survey (2021). 

Based on the output, the mean score of Information quality was 2.2179, System quality 
was 2.1874, Service quality was 2.5773, User Satisfaction was 2.3486, Trust was 2.1721 and 
Intention to use Mobile banking was 2.0153, which shows that there are no problems in the 
research data. Demographic factors were used to reflect the proportion of responses or the 
respondents' opinions. The respondents were given 310 copies of the questionnaire, and a total of 
306 replies were returned. No answer was deleted owing to missing data points during the data 
processing step. Table 4 shows the results of the demographic analysis in this study. These 
presentations would aid in the comprehension of the sample's demographic dispersion.   

Table 4: Sample structure.   
Demographic variables   Categories                         Respondent              Percentage                                         
Gender  Male 198  64.7  

Female 108  35.3  
Age group                                                    21-25 72  23.5 

26-30 234  76.5 
Education level Higher National Diploma 112  36.6  

Bachelor Degree 194  63.4  
Source: Field survey (2021).  

This study looked at 306 genuine replies, 64.7 percent of which came from male and 35.3 
percent from females, ensuring that the results were gender-neutral. This means that there were 
more male respondents in this survey than female respondents, most of the participants were 
between the ages of 26 and 30, accounting for 76.5 percent of the total. Followed by 23.5 percent 
between the ages of 21 and 25, With responses from each age group participating. This means 
that the study's respondents were more likely to be between the ages of 26 and 30 than those 
between the ages of 21 and 25. Higher National Diploma was 36.6 percent of the participants, 
while Bachelor Degree was 63.4 percent. The study guaranteed that data was collected from 

 N Mean Std. Deviation Skewness   Kurtosis 
Gender 306 1.35       .479    .618    -1.628 
Age 306 1.76       .425 -1.254    -.430 
Educational Qualification 306 1.63       .483   -.559    -1.699 
Information quality 306 2.2179     .68107   1.381      2.824 
System quality 306 2.1874     .76426   1.076      1.895 
Service quality 306 2.5773      .90577     .840        .102 
User Satisfaction 306 2.3486      .91563   1.437      2.040 
Trust 306 2.1721       .76737     .912        .139 
Intention to use Mobile Banking 306 2.0153       .76188     .839        .139 



International Academy Journal of Management, Marketing & Entrepreneurial Studies 

                                          arcnjournals@gmail.com                                                             127 
 
 

Bauchi Corps Members in order to lower the incidence of rejection among the less educated 
owing to a lack of awareness or use of technology, particularly mobile banking. This means that 
the study's respondents hold a Bachelor's degree or Higher National Diploma.    

4.1 Hypothesis Testing   

 Because regression analysis is a multivariate statistical approach used when researchers 
seek to predict an outcome, it was utilized in this study to test the hypothesis. It's usually used to 
figure out what causes what and why (Singhry, 2018). Its goal is to see how closely two or more 
variables are related. Hypothesis testing is used to do this. After the linear regression test has 
been completed. For hypothesis testing, the following tests were used: model summary, 
ANOVA, and Coefficients of Regression. The model summary in a linear regression test 
provides information about the model's properties. Table 5 summarizes the information. 

Table 5: Model Summary    
Model R R Square Adjusted R Square Std. Error of the Estimate 
1 .663a .439 .430 .57520 

Source: Field survey (2021). 

 The R-value represents the correlation between the dependent and independent variables. 
For investigation, a value larger than 0.4 is used. in this study it is 0.663, which is favorable. The 
R-square number indicates how much the independent variables can explain in terms of the 
dependent variable's variation. If the number is more than 0.5, the model is capable of 
determining the relationship. Human behavior is more difficult to anticipate than physical 
processes, it frequently has a value less than 0.5. (Frost, 2020). In this situation, the number.439 
is astounding. Adjusted R-square compensates by lowering R-square until the estimator is no 
longer biased. The Adjusted R-square is.430, which is close to.439, thus it is acceptable. 
ANOVA assess if a model is significant enough to predict a result. Table 6 summarizes the 
information.  

Table 6: ANOVA  
 Sum of Squares Df  Mean Square F Sig. 
 Regression 77.784 5 15.557 47.021 .000b 

Residual 99.256 300 .331   
Total 177.040 305    

Source: Field survey (2021).   

In most research, a 95 percent confidence interval or a 5 percent significance level is 
utilized. Consequently, the p-value must be less than 0.05. In table 4, the value is 0.000. As a 
result, the end product is notable. The F-ratio indicates that fitting the model after accounting for 
its inaccuracy increased variable prediction. The F-ratio has a value greater than 1. In the table, 
the value of 47.021 is acceptable. The coefficient, which represented the intensity of the link 
between the variable's significance and the magnitude with which it influences the dependent 
variable was used to evaluate the hypothesis. This analysis aids the hypothesis testing approach 
for a study. Only one value counts for interpretation: the significant value. The null hypothesis is 
rejected or not rejected in this study depending on the significant value, which should be less 
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than the research's tolerated threshold of significance, i.e. less than 0.05 for confidence interval 
(Hair et al, 2010). Table 7 shows a summary of the findings.  

Table 7: Coefficients  
Model                  B                Std. 

Error 
  Beta t Sig. 

 Information quality .229 .065 .205 3.546 .000 
System quality .124 .060 .124 2.081 .038 
Service quality .074 .042 .088 1.764 .079 
User Satisfaction -.039 .044 -.047 -.897 .370 
Trust .434 .055 .437 7.851 .000 

a. Dependent Variable: Intention to use Mobile Banking.  
Source: Field survey (2021). 

The study's hypotheses were evaluated using Coefficients Tables to reveal the findings of 
the entire structural framework with direct impact of the dimensions of the independent variable 
on intention to use mobile banking. Which show that the quality of information has a significant 
impact on the intention to use mobile banking (0.00<0.05). Users will be more likely to pursue 
their intention to use mobile banking if the information provided by the service provider is 
current, easy to understand, and comprehensive. This conclusion is in line with the results of a 
number of earlier Information System assessments (Akter et al., 2013; Dwivedi et al., 2013; 
Zhou, 2013). suggesting that actual data supports the prior hypothetical assumption The 
following hypothetical assumption is backed up by empirical evidence: system quality has a 
significant impact on the willingness to use mobile banking (0.04<0.05), which would benefit 
consumers. This result is consistent with the findings of various prior Information System 
research (Zhou, 2011). While Service quality has no significant impact on the intention to use 
mobile banking (0.08>0.05), This discovery is in line with the findings of a number of earlier 
Information System investigations (Tam & Oliveira, 2017). It debunked Information System 
findings that said that service quality is the most critical element influencing customers' 
willingness to use mobile banking (Petter et al., 2008), the preceding hypothetical statement is 
rejected based on empirical facts. Similarly, User satisfaction has no significant impact on the 
intention to use mobile banking (0.37>0.05), This outcome is in line with what scholars have 
found in the Information System literature (Shaikh & Karjaluoto, 2016). These findings 
contradicted a number of earlier Information System research (Zhou, 2013). Finally, Trust has a 
significant impact on intention to use mobile banking (0.00<0.05), This conclusion is in line with 
the findings of other scholars in the Information System literature (Chong, 2013; Shareef et al., 
2018).  Implying that the prior hypothetical assumption is backed up by facts that Consumers of 
Mobile banking need security and privacy. 

5. Findings   
The findings show’s that the quality of the information provided by the mobile banking 

application has significant impact on the intention to use mobile banking. Users will be more 
likely to pursue their desire to use mobile banking if the information provided is current, easy to 
understand and comprehensive. Secondly, System quality has a considerable influence on the 
desire to utilize mobile banking, lack of these functions, users' intentions to use their mobile 
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banking may decline and if a user is satisfied with the system's performance, they will want to 
use it again. As a result, the quality of the system may improve users' desire to utilize mobile 
banking. Finally, Trust has a significant impact on intention to use mobile banking, to maintain 
continuity, those who make decisions and those who give services during the early stages of 
collaboration, their focus should be on quality system and consumers’ trust.  

6. Conclusion  

The incorporation of trust is one of the study's major accomplishments that will aid in the 
retention of existing customers as well as the attraction of new and potential consumers to utilize 
mobile banking. The quality of service and customer satisfaction are not thought to have a 
significant impact on the willingness to utilize mobile banking. This might be due to injudicious 
application use. The quality of Information, system and trust all have an influence. Using these 
research findings, the unique unity of analysis in this study is a suitable path that may be used to 
areas with comparable contexts. Without a doubt, mobile banking remains a vital tool in human 
life when it comes to banking in terms of crowd and COVID-19 prevention. Mobile banking has 
been utilized for a wide range of transactions, and it has aided in various ways. Obtaining 
information from banks, both locally and worldwide, is no longer a problem, as it was in the 
past.   

7. Recommendations  

To encourage people to use mobile banking, banks and telecommunications companies 
should implement new strategies that focus on keeping all mobile banking information simple to 
comprehend and complete on platforms. Banks should make mobile banking systems simple to 
use, well-structured, and available to all clients in order to reduce crowding in banking halls, 
allowing for the use of social distance protocols and other measures. To dissuade crowds from 
congregating in banking halls and to follow social distancing procedures and other health safety 
requirements, banks should make mobile banking available to all clients for bank help, attention, 
and enquiries. Banks must also please mobile banking customers in their transactions. Because 
personal information is shown on the mobile banking app, customers should activate security and 
privacy programs on their cellular phones, smartphones, and other mobile devices to avoid 
unauthorized access. 

8. Limitations/Suggestions  

To begin, this study took a quantitative strategy rather than a qualitative or mixed method 
approach. It was similarly based on a cross-sectional survey approach, with no other form of data 
collection than questionnaire. As a result, it is proposed that future research should perform a 
longitudinal study since consumer behaviors vary over time as technology services develop. 
Because the mediating and moderating effects have not been taken into account, it is suggested 
that the future study should include the influence of mediators and moderators on the desire to 
utilize mobile banking to get a fuller picture.   

9. Contributions  

This research contributes to our quantitative knowledge of the factors that influence 
Nigerian customers' willingness to use mobile banking. It also tested the Information 
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System success model in a new environment (Nigeria) and with a new technical service (mobile 
banking). Finally, a new variable (Trust) is added to the equation to predict intent to use mobile 
banking in Nigeria. In Nigeria, this improvement has increased the predictability of customer 
willingness to use mobile banking.   
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1. Introduction 

Background to the Study 

Manufacturing firms all around the world have experienced challenges in their daily operations, 
most notably in the sector where companies are continuously grappling with a steady drop in 
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Abstract: Several firms in the food and beverage industry use sales promotion strategies all around the 
world to outsmart their competitors. However, sales promotion, as excellent as it is in terms of giving 
numerous incentives designed to encourage quick sales and greater purchases by clients, is limited in 
time. Regardless of the aforementioned aspects of sales promotion, many consumers seek out other 
rivals due to unsatisfactory services, a desire for greater promotional incentives, and a lack of 
appropriate capacity to provide value to customers' demands, therefore increasing customer turnover. 
This paper investigated the effect of sales promotion tools such as free sample, rebate, contest and price 
discount on customer patronage of the selected Food and Beverages Companies in Lagos State, Nigeria. 
The study adopted a cross-sectional survey design. The total population of the study is 3502 staffs of the 
selected food and beverage firms operating in Lagos State, Nigeria. Taro Yamane sample size 
calculation technique to estimate the sample size of the population to determine the sample size of the 
study. A validated questionnaire was administered and a total of 344 retrieved for analysis. The data 
collected were analyzed using multiple regression analysis. Findings revealed that sales promotion tools 
significantly affect customer patronage in the selected Food and Beverages Companies in Lagos State, 
Nigeria. Therefore it was recommended that Companies in Nigeria's Food and Beverage Sector should 
always have a planned, structured, directed, and managed sales promotion program in place, as this 
will assist them make such promotional methods successful and efficient  

Keywords: Customer Patronage, Food and Beverage industry, Sales Promotion. 
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consumer patronage as a result of the worldwide pandemic's impact 1. Low product turnover, 
poor facilities, purchasing and supply chain, inadequate marketing, safety and quality of goods 
are just a few of the issues that these businesses face. Agriculture, manufacture and distribution 
of food items, canvassing and selling of commodities in general are all part of the Foods and 
Beverages industry globally. Any nation's progress cannot be discussed without mentioning the 
contribution of the Foods and Beverage industry, which has constantly seen an increase in the 
growth of food up to 3700 producers with an employment rate of more than 147,000 employees 
2. The Foods and Beverages sector in the United States of America (USA) employs around 
21,000 people and generates approximately $60 billion in revenue. According to Ellen 3, 
California is one of the top five food-producing states in the United States, leading in the 
production of raw milk, almonds worldwide, vegetables, fruits, nuts, and tomato processing, with 
over 6,000 farms around the state. 

In Kenya, the manufacturing sector expanded at a rate of 3.5 percent in 2015 and 3.2 percent in 
2014, contributing 10.3 percent to GDP, but in South Africa, the manufacturing sector accounts 
for 14 percent of the country's economy, down from 20 percent in 1994 4,5. In Nigeria, the food 
and beverage sector is made up of small, medium, and international firms that are increasingly 
being viewed as a niche in Africa's overall markets. Food and beverage firms in Nigeria have 
discovered that processed foods are consumed at a rate of 37.6 percent, followed by protein at 
32.4 percent, and cereals at 30 percent[6].To make these food categories and commodities 
available to their end consumers through middlemen, a strong advertising approach will be 
perfect, highlighting the significance of this research. 

The frequent occurrence of gaps in marketing communications among farmers and ultimate 
customers has an impact on the production level of food and beverage businesses, according to 
Oni7 and Yeboah 8. This indicates that in order to be known in the market, companies must 
always build awareness through efficient sales marketing of their goods and features, as well as 
their related pricing, to all stakeholders. This, without a doubt, will increase consumer patronage. 
Consumer views and attitudes substantially impact their purchase decisions, even if some of 
these perceptions and attitudes regarding an organization's image and products are incorrect. 
There is therefore, the need for organizations to influence consumers and customers through any 
or integration of their marketing communications mix in order to change these wrong 
perceptions and attitudes9. 

Companies in the food and beverage sector in Nigeria have faced fierce rivalry. Many of these 
businesses have turned to sales marketing to drive sales traffic to their brands.As a result, 
literature on sales promotion has demonstrated that it has a substantial influence on consumer 
patronage. Price reductions, coupons, and extra product packs appear to have influenced 
consumers positively in their purchases of goods and services, but in some cases they simply do 
not work due to influencing factors such as the culture in which the consumer finds 
himself/herself, the consumer's social life, the consumer's psychological makeup, and personal 
considerations 10. These elements tend to steer customers in specific directions during the 
decision-making process. Therefore, this study seeks to examine the effect of sales promotion on 
customer patronage of selected food and beverage companies in Lagos state. 
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Statement of the Problem 

Sales promotion efforts, which include both monetary and non-monetary incentives, are critical 
for drawing customers' attention to her goods and services, increasing customer patronage, and 
overcoming competitive obstacles 11. Strenuous rivalry among rivals in Nigeria's Foods and 
Beverage businesses has resulted in the use of various marketing strategies in order to become 
the market leader 12. Several firms in the food and beverage industry use sales promotion 
strategies all around the world to outsmart their competitors. However, sales promotion, as 
excellent as it is in terms of giving numerous incentives designed to encourage quick sales and 
greater purchases by clients, is limited in time. Regardless of the aforementioned aspects of sales 
promotion, many consumers seek out other rivals due to unsatisfactory services, a desire for 
greater promotional incentives, and a lack of appropriate capacity to provide value to customers' 
demands, therefore increasing customer turn over. Kennerly and Nelly 13 observe that foods and 
beverage companies both at home and abroad are facing challenges such as food manufacturing 
and processing, poor amenities, purchasing and supply chain, insufficient promotions, safety and 
quality of goods, and so on, implying the timely intervention of all interested parties such as 
stakeholders, private and public sector. Furthermore, it appears that there is a scarcity of research 
that focuses on or narrows down on the various types of sales promotions and their impact on 
consumer behavior and retention; in the sense that many researchers suggested that different 
types of sales promotions will elicit different promotional responses 1415. Furthermore, the bulk 
of these researches were done in the Western world, where cultural characteristics differ 
substantially from those in a third-world nation like Nigeria. As a result, the goal of this study is 
to bridge the gap while simultaneously contributing to the current literature. 

Research Objectives 

The main aim of this study is to examine the effect of sales promotion on customer patronage in 
selected Food and Beverages companies in Lagos state. The specific objective is to investigate 
the effect of sales promotion tools (free sample, rebate, contest and price discount) on customer 
patronage in selected Food and Beverages companies in Lagos state, Nigeria. 

Research Questions 

What are the effect of sales promotional tools (free sample, rebate, contest and price discount) on 
customer patronage in the selected Food and Beverages Companies in Lagos State? 

Research Hypothesis 

H0: Sales promotion tools (free sample, rebate, contests and price discount) have no significant 
effect on customer patronage in the selected food and beverages companies in Lagos State, 
Nigeria. 

II. Literature Review 

The literature explores issues that relate to sales promotion which include free sample, rebate, 
contest, and price discount and as well customer patronage. 

 



International Academy Journal of Management, Marketing & Entrepreneurial Studies 

                                          arcnjournals@gmail.com                                                             135 
 
 

Sales Promotion 

The ability of sales promotion to influence sales and customer patronage has been recognised in 
marketing and sales management literature. Sales promotion is a wide set of incentive measures, 
generally short-term in nature, meant to encourage consumers or the trade to acquire a certain 
product sooner and/or more frequently 16. According to Oyedapo, Akinlabi, and Sufian 17, sales 
promotion is a direct enticement that provides an additional value or incentive for the product to 
the sales force, distributors, or the final customer with the primary goal of generating an instant 
sale. Yeboah 18 defines consumer promotion as a marketing strategy intended to encourage 
people to buy a product. Such campaigns are often limited in duration and intended to achieve a 
specific goal, such as expanding market share or launching a new product. According to Ya-ping 
19, sales promotion has become a useful tool for marketers, and its value has grown dramatically 
in recent years. They also argued that several studies have shown that sales promotions have a 
short-term influence on sales during the period in question. The long term impact of sales 
promotion as well, i.e. the increase in the brand loyalty of the customer which will ultimately 
increase the customer lifetime value of the company and thus the company’s profitability.  

Sales promotion also refers to any additional incentive used by manufacturers, merchants, and 
even non-profit groups to temporarily modify a brand's perceived price or value 20. For example, 
numerous market offers, such as promotions with discounts of up to 50% off, and many other 
schemes are meant to entice people to purchase specific items. All of these are incentives 
provided by manufacturers or dealers in order to boost the sales of their products; these 
incentives may take the shape of free samples, gifts, discount coupons, demonstrations, shows, 
and contests, among other things. All these measures normally motivate the customers to buy 
more and thus, it increases sales of the product. 

The most common sales promotion methods include free samples, rebates, contests, price 
discounts, and coupons. Coupon (printed coupon, e-coupon, and mobile coupon) - Printed 
coupons, which may be found in magazines and newspapers or at the point of purchase, or 
electronic / mobile coupons, which can be obtained from the internet or email, or by ‘push' or 
‘pull' SMS, entitle the buyer to a price discount on specific items. Rebates are mechanisms that 
allow customers to get a portion of their purchase price refunded. A rebate would be a firm that 
gives a partial return to consumers who mail in evidence of purchase. Rebates are particularly 
useful for organizations because, in order to claim a refund, a customer must fill out an 
application in which they submit personal information; this information may then be utilized by 
companies for consumer behaviour research. Such reimbursements entice customers to visit a 
store21. 

Contests might be as easy as winning a present with a scratch card, an in-house game at a retail 
showroom, or an internet contest in which participants must submit their information. Online 
contests have become incredibly simple and essential as a result of the internet's meteoric 
development [22]. Customers profit financially from price discounts when they make a purchase. 
The price reduction has two sorts of effects on customer behaviour. When a brand advertises 
more deals than others, it is viewed as low in quality, but when a brand promotes fewer 
discounts, it is believed to be good in quality. Furthermore, consumers believe that high-quality 
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brands provide fewer promotions. Free sample refers to free product rewards for repeat purchase 
or patronage of the same product or company. 

Consumer Patronage 

According to Ozioma and Marcus 23, customer patronage in marketing refers to a scenario in 
which an individual with a need/want to fulfil acquires something of value from a supplier in 
order to address the recognized lack or shortfall. According to Paswan 24, patronage behavior 
may be classified into various categories, including loyalty intention, amount of money spent, 
repeat purchase, number of visits, satisfaction level, length taken, time and quantity of items 
purchased. Retailers benefit by understanding the various factors that influence consumer 
patronage behaviour by getting more sales, repeat purchase and customer loyalty. Sirgy and 
Grewal 25 suggested that consumer patronage behaviour can be influenced by location, 
atmosphere, merchandise, price, and promotional factors. 

Theoretical Framework 

The Harold Lasswell model of communication theory serves as the foundation for this study. In 
1948, American political scientist and communications theorist Harold Lasswell introduced 
Harold Lasswell's paradigm of communication theory. The model's focus is split down by each 
communication element: Who came up with the message? What is the message's substance, what 
medium is it transmitted through, who is the audience/recipient, what effect does the analysis 
have, and what outcome does the message have? Our idea is relevant to this study since sales 
promotion is one of the communication strategies that, when effectively implemented, promotes 
client retention. The theory is made up of the advertiser's message, the channel through which 
such messages are distributed, and the receiver's perception/feedback to such communications. 
To guarantee that a sales promotion has an impact and is valued by the consumers/receiver, the 
receiver must be aware of the message being conveyed and from whom. According to the idea, 
the sender's credibility (food and beverage firms) will influence the customer's degree of 
attention/perception, which will affect the sender's performance (Foods and Beverages 
Companies). 

Empirical Review 

The findings of the study of Adeniran, Egwuonwu and Egwuonwu 26 on the impact of sales 
promotions on sales turnover in the Airlines Industry in Nigeria indicated that sales promotions 
encouragements significantly impacted sales turnover in the airlines industry and air travelers 
considers non-monetary sales promotional offers and off-line enticements to monetary and 
online offers. Salelaw and Singh27, in their study on the impact of sales promotion on brand 
equity confirmed brand equity as a multi-dimensional perception that consists of brand loyalty, 
perceived quality and brand associations. The study further concluded that monetary promotion 
affects positively the creation of brand equity by influencing brand awareness, brand associations 
and perceived quality; and non-monetary sales promotion affect positively the creation of brand 
equity by manipulating brand responsiveness and negatively by affecting perceived quality. 
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Summary of Gaps in Literature 

Many studies have been conducted on sales promotional tools in developed countries, but only 
limitedwere conducted in developing countries to address its impact on customer patronage. 
Specifically, in Nigeria such as Adeniran et al. 28, Abubakar 29 and Kwabena 30, but none of their 
studies focused on sales dimensions in manufacturing industry. This suggests that the influence 
of sales promotion aspects on customer patronage in the Nigerian manufacturing industry should 
be investigated. In light of this, the current study aims to address a knowledge vacuum by 
investigating the influence of sales promotion on customer patronage in the Nigerian food and 
beverage industry. The study findings serves as input that will substantially improve the capacity 
of manufacturing company management to grasp the value of sales promotion and implement 
appropriate promotional strategies that will increase customer patronage. 

Fig 1: Conceptual Model 

 
 
 
 
 
 
  

 

 

 

Source: Researcher’s Model, (2021) 

 

III. Methodology 

The study adopted a cross-sectional survey research design. The population for this study 
consists of staffs of the selected food and beverage companies in Lagos State, Nigeria. The food 
and beverage sector comprises of companies that are engaged in the production and 
manufacturing of consumable goods. The chosen companies for the study were selected 
purposively based on popularity and market share. The target population is 3502 staff of the 
three randomly selected companies in the food and beverage companies. The chosen companies 
for the study are Cadbury Nigeria Plc, Dangote Sugar Refinery Plc and Nestle Nigeria Plc. 
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Table 1: Target Population Distribution table 

Name of Company Target Population 
Dangote Sugar Refinery Plc 1051 

Cadbury Nigeria Plc 876 
Nestle Nigeria Plc 1575 

Total   3502 

The researcher used the Taro Yamane sample size calculation technique to estimate the sample 
size of the population to determine the sample size of the study. This was chosen for the study 
because it provides an accurate and thorough conclusion of the best sample size. Adopting such a 
strategy enhances the research's degree of confidence and precision, lowering the risk of 
identifying an adequate sample size necessary for a study. Applying the formula, the sample size 
arrived at is three hundred and fifty nine (359) respondents from the selected companies.A well-
structured questionnaire was used to obtain needed information from the respondents. The study 
used content and face validity. Cronbach Alpha reliability test was utilized and the result shows a 
value of 0.88 which indicates the reliability of the study instrument. 

Model Specification 

To evaluate the impact of sales promotion dimensions on consumer loyalty; mathematically, the 
model is expressed as follows: 

Model. CL = F(x1, x2, x3, x4, x5)  

CP = β0 + β1XI + β2 X2 + β3X3 + β4X4 + β5X5 +Є. (i)  
Where: CP = Consumer Patronage 
X1 = Free sample 
X2= Rebate 
X3 = Contest  
X4= Price Discount  
X5 = Coupons  
β0 = Intercept β1- β5 = Regression Coefficient  
Є= Stochastic error term  
The model was enabling the researcher to get a more complete picture of the variables and 
determine the significance of independent variables individually and jointly on the dependent 
variable. 

IV. Analysis and Discussion 

A total of 359 copies of questionnaire were distributed. After follow-ups, 344 copies of the 
questionnaire were retrieved and considered usable for the analysis. This represented 95.8% 
response rate which is significant enough to draw a baseline and valid for conclusion of the 
research problem 
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Table 2: Demographic Characteristics of Respondents 
Variables Characteristics Frequency Percentage 

(%) 
Gender Male 241 70.1% 

Female 103 29.9% 
Total 344 100% 

Age 18 – 25 years 45 13.1% 
26 – 30 years 130 37.8% 
31 – 35 years 135 39.2% 
36 – 40 years 31 9.0% 
41 – 45 years 3 0.9% 
Total 344 100% 

Marital Status Single 26 7.6% 
Married 285 82.8% 
Divorced 29 8.4% 
Widowed 4 1.2% 
Total 344 100% 

Highest Educational 
Qualification 

PhD 50 14.5% 
M.Sc./MBA/MPhil 180 52.3% 
B.Sc./HND 108 31.4% 
OND/NCE 3 0.9% 
Chartered Insurance Institute 
Certification/CIIN 

3 0.9% 

Total 344 100% 
Source: Authors’ computation, 2021 

Table 3: Descriptive Analysis of Research Questions  
 
S/N ITEMS SA  

(5) 
A  
(4) 

U  
(3) 

D  
(2) 

SD  
(1) 

Total 

1 Free sample provides avenue for 
customer’s to patronize food and 
beverage organizations 

120 
(34.9%) 

160 
(46.5%) 

14 
(4.1%) 

35 
(10.2%) 

15 
(4.4) 

344 
(100%) 

2 Rebates as sales promotional tool 
create repeat purchase from 
buyer’s mind-set 

181 
(52.6%) 

29 
(8.4%) 

34 
(9.9%) 

60 
(17.4%) 

40 
(11.6%) 

344 
(100%) 

3 Price discount is the best tactical 
tool to stimulate customer loyalty  

63 
(18.3%) 

179 
(52.1%) 

40 
(11.6%) 

32 
(9.3%) 

30 
(8.7%) 

344 
(100%) 

4 Contest programs can encourage 
customers sales reinforcement in 
Food and Beverages organizations 

35 
(10.2%) 

160 
(46.5%) 

15  
(4.4) 

120 
(34.9%) 

14 
(4.1%) 

344 
(100%) 

Source: Researcher’s Field Survey Result, 2021 
 
Table 3 reveals the frequency distribution of the responses of the respondents.  The table 
revealed that 120 (34.9%) of the respondents strongly agree, 160 (46.5%) of the respondents 
agree, 14 (4.1%) of the respondents were not able to make a decision, 35 (10.2%) disagrees, and 
15 (4.4%) of the respondents strongly disagrees. The highest number of respondents 46.5% 
agreed to the statement and this implies that free sample provides avenue for customer’s to 
patronize food and beverage organizations. The table also revealed that 181 (52.6%) of the 
respondents strongly agree, 29 (8.4%) of the respondents agree, 34 (9.9%) of the respondents 
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were not able to make a decision, 60 (17.4%) disagrees, and 40 (11.6%) of the respondents 
strongly disagrees. The highest number of respondents 52.6 % strongly agreed to the statement 
and this implies that Rebates as sales promotional tool create repeat purchase from buyer’s mind-
set. 
Furthermore, table 3 above also revealed that 63 (18.3%) of the respondents strongly agree, 179 
(52.1%) of the respondents agree, 40 (11.6%) of the respondents were not able to make a 
decision, 32 (9.3%) disagrees, and 30 (8.7%) of the respondents strongly disagrees. The highest 
number of respondents 52.1 % agreed to the statement and this implies that Price discount is the 
best tactical tool to stimulate customer loyalty. Lastly, table 3 above revealed that 35 (10.2%) of 
the respondents strongly agree, 160 (46.5%) of the respondents agree, 15 (4.4%) of the 
respondents were not able to make a decision, 120 (34.9%) disagrees, and 14 (4.1%) of the 
respondents strongly disagrees. The highest number of respondents 46.5 % agreed to the 
statement and this implies that Contest programs can encourage customer’s sales reinforcement 
in Food and Beverages organizations.  

Hypothesis Testing 

Table 4: Regression Model Summary Results 

Model 1 
R 0.739 
R square 0.546 
Adjusted R square 0.539 
Std. Error of the Estimate 1.80736 
a. Predictors: (Constant), Free sample, Rebate, Contest and Price discount 
Source: Researcher’s Field Survey Result (2021) 

Table 4 presents model summary of the regression analysis of sales promotion tools oncustomer 
patronage of selected Food and Beverage companies in Lagos State. The results for model 
summary revealed adjusted R-square of 0.546 which indicated that sales promotion components 
(Free sample, Rebate, Contest and Price discount) all jointly accounted 53.9 percent of the 
variation in customer patronage of selected Food and Beverage companies in Lagos State. The 
remaining percentage (46.1%) can be explained by other factors that are not in the model. The 
results also show the coefficient of correlation R of 0.739 indicating the strength of relationship 
between the variables. This implies strong positive relationship between the sales promotion 
components and customer patronage of selected Food and Beverage companies in Lagos State. 

Table 5: ANOVAResults 
ANOVAa 

Model Sum of Squares Df Mean Square F Sig. 
1 Regression 1326.876 5 265.375 81.240 0.000b 

Residual 1104.098 338 3.267   
Total 2430.974 343    

a. Dependent Variable: Customer Patronage 
b. Predictors: (Constant), Free sample, Rebate, Contest and Price discount 
 

Source: Researcher’s Field Survey Result (2021) 
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Table 5 shows ANOVA results of regression analysis on sales promotion tools and customer 
patronage of selected Food and Beverage companies in Lagos State. The ANOVA helps to 
assess the statistical significance of the overall regression models. The larger the ratio, the more 
the variance in the dependent variable is explained by the independent variables. The results 
showed that the F value is 81.240 with p value = 0.000 which was less than conventional 
probability of 0.05 significance level. The results indicate that the overall model was statistically 
significant. Further, the results revealed that free sample, rebate, contest and price discount are 
good predictors of customer patronage of selected Food and Beverage companies in Lagos State. 
These findings confirm result of Pearson’s correlation coefficient analysis. 

Table 6:  Regression Coefficient Results 
Model Unstandardized Coefficients Standardized Coefficients T Sig. 

B Std. Error Beta 
 (Constant) 4.238 1.087  3.901 0.000 

Free Sample 0.126 0.031 0.206 4.013 0.000 
Rebate 0.089 0.025 0.146 3.611 0.000 
Contest 0.106 0.042 0.120 2.545 0.011 
Price Discount 0.367 0.040 0.487 9.070 0.000 

a. Dependent Variable: Customer Patronage 

Source: Researcher’s Field Survey Result (2021) 

Table 6 presents the Regression Coefficient Results on effect of sales promotion on customer 
patronage of selected Food and Beverage companies in Lagos State, where t ratio shows the 
acceptance region of the null hypothesis. If the T ratio is greater than + or – 1.96 then this 
implies a significant relationship  between  dependent  and  independent  variable  and  then  null  
hypothesis  should  be rejected. Alternatively, the p value can be used to test the acceptance of 
the null hypothesis and where the p value is less than 0.05 then we reject the null hypothesis 
otherwise we accept it. The B column (Unstandardized Coefficients) will be used to show the 
nature of the relationship and if it has a positive sign then there is a positive relationship if 
negative then there is a negative relationship. A multivariate regression model linked the 
independent variables to the dependent variable as follows; 

The resultant regression model was: 

CP = 4.238 + 0.126FS + 0.089R + 0.106C+ 0.367PD  

The results revealed that out of the five sales promotion tools investigated in the model. 
According to the regression equation established, taking all sales promotion tools (Free sample, 
Rebate, Contest and Price discount) into account constant at zero, customer patronage of selected 
food and beverages companies will be 4.238. This implies that other factors can increase the 
customer patronage of selected food and beverages companies but are not included in the model. 

From the results, free sample has a positive and significant effect on customer patronage of 
selected food and beverages companies (β= 0.126, t=4.013, p<0.05). This means that a unitary 
increase in free sample will lead to increase in customer patronage of selected food and 
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beverages companies by 0.126 units while holding other factors constant. The result also shows 
that rebate has a positive and significant effect on customer patronage of selected food and 
beverages companies (β= 0.089, t=3.611, p<0.05). This implies that a unit change in rebate will 
increase customer patronage of selected food and beverages companies by 0.089 units while 
holding other factors constant. 

Also, contest has positive and significant effect on customer patronage of selected food and 
beverages companies (β= 0.106, t=2.545, p<0.05). This implies that implies a unit change in 
contest increases customer patronage of selected food and beverages companies by 0.106 units 
while holding other factors constant. The results also show that there was a positive and 
significant effect of price discount on customer patronage of selected food and beverages 
companies (β= 0.367, t=9.070, p<0.05). This implies that implies a unit changes in price discount 
increases customer patronage of selected food and beverages companies by 0.367 units while 
holding other factors constant. The results infer that board diversity components such as free 
sample, rebate, contest and price discount contribute significantly to customer patronage of 
selected food and beverages companies in Lagos state. Based on the regression results, the null 
hypothesis (H0) which states that Sales promotion tools have no significant effect on customer 
patronage in the selected Food and Beverages Companies in Lagos State is hereby rejected. 

Discussion of findings 

The findings of the study revealed that sales promotion tools significantly affect customer 
patronage in the selected Food and Beverages Companies in Lagos State. In agreeing with these 
findings, Afande and Maina 31 demonstrated that sales promotion has the highest influence on 
sales volume of financial institutions in Kenya as compared to the other promotion mix elements 
like advertising, personal selling and direct marketing. These findings are also in agreement with 
Belch and Belch 32 assertion that it has been acknowledged that consumer and trade promotion is 
a very effective tool for generating short-term increases in sales. 

.V. Conclusion and Recommendations 

Based on the findings of this study, it can be concluded that sales promotion tools (free sample, 
rebate, contest and price discount) jointly and independently predict consumer patronage expect 
coupon which has negative influence and not significant. This is largely due to consumer 
unfamiliarity with the tool. However, based on the findings and conclusion of the study, the 
following recommendations are made: 

i. Companies in Nigeria's Food and Beverage Sector should always have a planned, 
structured, directed, and managed sales promotion program in place, as this will assist 
them make such promotional methods successful and efficient. 

ii. It is suggested that manufacturers and sellers should use more of coupon in their 
promotional efforts. This will help ignorant customers to be better informed about 
coupon and their uses 
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INTRODUCTION 

Advertisers choose the celebrity endorsement, because of its larger paybacks and high possible 
influence. There are many types of potential benefits for the endorsements, the main and basic 
gain, is to get the maximum number of attention and gathering in comparison to their 
Competitors, it also assists the marketing department to re-position their product in a more better 
way in the old or stable market, and helps the sales team to gain upper hand advantage in the new 
markets. Nevertheless, endorsement of celebrity is not only the essential player in the role of 
success. Negative information on endorsed celebrity may cause adverse effect on the new 
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Abstract: The impact of celebrity endorsement and consumers’ perception on brand authenticity was 
examined on this paper, three measurement of celebrity endorsement which includes trustworthiness, 
expertise and attractiveness were tested, and likewise, selective retention, selective attention and 
selective distortion were variables used to measure consumers’ perception with a moderating variable 
of brand authenticity. The objectives are; to investigate the effect of celebrity endorsement on brand 
authenticity; to evaluate the impact of consumers’ perception on brand authenticity. The study uses a 
sample of 169 respondents selected from real estate industry. The structural equation model and 
confirmatory factor analysis were used to analyzed the data. The results revealed that expertise, 
trustworthiness and attractiveness of celebrity endorser have positive impact on brand authenticity. 
Also, consumers’ perceptions have significant relationship with brand authenticity too. The moderating 
variable revealed that the impact of celebrity attractiveness, expertise, and trustworthiness on brand 
authenticity is counted when the celebrity and user are opposite gender. It is notably imperative that the 
practitioners and strategists in the real estate industry should pay special attention to consider celebrity 
endorser’s gender with respect to that of the target market. Also, it is important that celebrities should 
be endorsed based on who is compatible and those who the consumers perceive as experts. 
 
Keywords: Celebrity Endorsement, Brand Authenticity, Consumers’ Perception, Structural Equation 
Model. 
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business and its promotion techniques, danger is looming when new venture gets some harm due 
to the negative image of a celebrity (Zafar & Rafique, 2014). Celebrity endorsement or Celebrity 
Affiliation with the product now becomes one of the common uses in advertising in all sort of 
industries, either service based or product based. The concept of using celebrities to endorse 
various brands was at its increasing rate in many African and Asian countries such as Nigeria, 
because many companies are embracing it as a marketing strategy to promote their brands to be 
able to jockey for competitive advantages (Chung & Cho, 2017). 
 
In this period where consumers are bombarded with targeted advertising messages, when even 
our Smart phones are thought to be eavesdropping on us, brands that convey authentic meaning 
gain the upper hand over their competitors. Brand authenticity positively influences trust and 
loyalty (Portal et al., 2019), increases brand equity (Vredenburg et al., 2020) and adds value to 
the consumer experience thus allowing brands to turn a cacophony of content into a symphony of 
sales (Adweek, 2019). Authenticity is features that reflecting a consumer desired perception of a 
brand being unique, genuine or original (Bruhn et al., 2012), and also a yardstick marketers used 
to differentiate their brands from other brands. Brand authenticity is an outcome of a general air 
of consumer mistrust towards business (Adweek, 2019). 
 
 Ahmed et al, (2015) say, it is now a vogue for real estate companies to use popular faces to 
market their products. In the past while real estate business used to be very strict and 
conventional.  These day property companies are now using celebrities to promote their 
products, endorse them and also to make them popular. Odunlade Adekola, a popular actor, over 
a year ago, was signed on to be the face of revolution plus Property Company.  The property 
company, the company has about 4 brand ambassadors.  They are: Testimony Jega, Omoni 
Oboli, and recently it signed on Toyin Abraham.  These four ambassadors have done every well 
in promoting the company’s brand. 

Other celebrity who are equally doing wonderful well include Saidi Balogun, Bolanle Ninalowo 
and many other who have been doing wonderful jobs for Adrom Homes and properties as 
ambassadors.  Bolanle Ninalowo was signed few weeks ago and he has pulled a large crowd to 
benefit his principal. Due to international popularity earned by Celebrities, they were being 
signed by real estate firms as ambassadors.  They are very popular people which could easily 
attract patronage for their brands so that makes it easier for people in the Diaspora to buy their 
land with confidence that they could not be defrauded. 

Many real estate companies signed on a brand ambassador based on the popularity and fame it 
would to the company’s brand authenticity.  And it’s believed that, once your brand is known, 
you could achieve much within the industry where you operate.  The endorsement is where a 
popular individual speaks on a brand and assuring people of its authenticity reliability and 
dependability. One of the benefits for brand ambassador is because real estate firms want to 
dominate the market, ahead of others. (citypeopleonline.com/2020). 

One of the best ways to get the consumer’s attention in the marketplace is through celebrity 
endorsement. Comparing the two products, one product which is endorsed by a celebrity and 
another without the celebrity, the end results for the first product will be higher sales and so be of 
higher value (Bhatti, & Fiaz, 2016). The main purpose is to make their company or products a 
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brand that can only be achieved when a celebrity endorses it, but it not as simple as it seems to be. 
The Marketing manager must carry out the research so they can get the in-depth understanding of 
their services and products which match with the attributes of the celebrity who will be endorsing. 
They must take care of few things like the brand choice, objective of a celebrity, associating the 
celebrity with the brand and a framework for measuring the effectiveness. 
Olenski, 2016 claimed that since the use of celebrity has a granger causality effect in increasing 
sales volume, which call for many business adopting the used of celebrity in promoting their 
brands.  “It is an advert gimmick companies used endorsements of celebrity to increase the 
awareness of brand to consumers” (McCracken, 1989). Chung & Cho (2017) suggested in their 
work that behaviour of consumer is directly related to kind of personality used for celebrity 
endorsed.  
 
Related work offers various definitions of authenticity and ways  consumers perceive 
authenticity to objects, such as indexical cues (Grayson and Shulman, 2000), inherent 
connections with an object’s heritage, pedigree and craftsmanship (Beverland, 2006) or through 
existential and self-enhancing means (Leigh et al., 2006).  Assessment of product marketing 
communications by celebrity might have significant shaping brand authenticity perceptions 
directly and through clarifying a brand’s positioning. It has been conceptualized and shows the 
effects of consumer perception of brand marketing comm. on brand authenticity (Olenski, 2016). 
 

LITERATURE REVIEW 

Concepts  
“A celebrity is an individual who enjoys public recognition and who uses this recognition on 
behalf of a consumer good by appearing with it in an advertisement” (McCracken, 1989). 
Celebrities are often hired by advertisers to lend their personality to a product or brand (Newman 
and Dhar 2014). “The use of celebrities has been widely used as it could provoke attitudinal and 
emotional reactions than a non-celebrity endorser” (Olenski, 2016). 
 
Cooper (1984) and Dean and Biswas (2001) explained that using a celebrity on advertisement 
delivered a higher degree of attractive, attention, resonant rate and possibly repeat purchase, 
compared to the ads without celebrities. Bowman (2002) opined that endorsements of celebrity 
led to an increased level of product recall. Chan, Leung Ng, Luk (2013) said that adopting a 
celebrity in an advertisement would boost brand awareness. 
 
Celebrity endorsement and marketing tools 
It becomes a great significant to create a strategy that provides competitive differential advantage 
to its products that result in creating positive effects in the consumers mind. Erdogan and Baker 
(1999) states that celebrity endorsement is the most commonly adopted marketing strategy. It 
involved huge capital outlay to hire celebrities for the company’s products; such celebrities are 
seen by others as being dynamic, attractive and likeable. Marketers try to align these 
characteristics of celebrities with their products. 
 
Endorsement of celebrity as defined by Carsten et al, (2014) is a technique used to persuade 
customers based on relationship to person used celebrity in an advert. Many companies used the 
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endorser’s personality that is in line with the brand or product. According to Friedman and 
Friedman, “a celebrity endorser is a known personality by public for their area of achievement in 
relation to the product class”; most advertisers approve to the idea of utilisation of celebrity 
endorsement can as well as increase brand awareness and also make consumers to believe in 
authenticity of the brand.  
 
It is a strategy used in advertising campaign to increase and give a brand an added competitive 
advantage to a brand therefore when celebrity endorsers appear in an advertisement; people tend 
to feel a sense of belonging to the brand in question. Also, advertising campaigns that make use 
of celebrity endorsers tend to have an increase in profit margin and patronage for the product or 
brand (Okorie et al., 2011). Belch and Belch (2012) also, claim that every brand has a unique 
picture/object representation; the use of celebrity endorsement makes customers form some 
brand meaning some of  the brand image of the brand closer to the expectations of the consumer, 
by transferring some of the brand meanings residing in his image to the product.  
 
Consumer Perception Concept 

To get ideological clarity on consumer perception Newman and Dhar (2014) explained to know 
how consumer perceive, feel, see and react to different types of stimuli created by brand 
personalized commercials. Perception refers to the process by which reactions are interpreted, 
organized and selected. Solomon and Rabolt (2009) explained three separate categories of 
consumer perception, they are: 
- Object perception – This involves object that consumers form about objects and products in the 
marketplace. 
- Person perception – It involves consumers form of people from viewing there psychical 
appearance. These are the basis for forming an impression about person’s characteristics and 
personality. 
- Physical perception -In this case is mostly focused on senses such as vision. Meanings are 
communicated on the visual channel through product’s color, size, styling and meaning behind 
the personalized message (Solomon and Rabolt, 2009). Consumers always perceive brand as a 
whole, looking at it, trying it out and making their own impression of it. They do not view it 
separately, but they look at it as a unity made from different elements that make the brand 
unique, consumer perception is selective and restricted to certain elements that interest the 
consumer.  
 
The concept of brand authenticity 
Authenticity has been defined by the martinec (2004), Rose and wood (2005) as quality of 
genuineness, uniqueness, and truth.  Authenticity is realness, honest and original in all 
ramifications. Though, Wang’s (1999) had explained three of authenticity; objective, 
constructive and existential authenticity is among the most influential in authenticity literature. 
The objective authenticity concerns the traditional perspective of authenticity, thus determined 
based on the ‘originality’ of objects, while constructive authenticity argues that authenticity 
achieves when objects are constructed and perceived as ‘real’. However, Wang (1999) criticizes 
the objective and constructive authenticity by explaining that they are not able to explain each 
individual’s motivations and experiences. Consequently, Wang (1999) uses existential 
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authenticity, that is highly subjective and even more  than constructive authenticity, because it is 
based on the subjective feeling of a person, and further determined by the postmodern 
individual’s quest for authentic and ‘genuine’ experiences. As a result, there are many lapses 
concerning what is authentic”, meaning that an absolute definition of authenticity is hard to 
specify as it is no longer perceived solely as an objectively measurable quality (Adweek, 2019). 
 
The Authenticity cues 
According to Wang (1999) seen authenticity into cue which is a source for the perceived 
authenticity. According to Peirce (1998) has explained the perception of human with a focus on 
how individuals recognise what is real from what is not (Grayson & Martinec, 2004). 
Furthermore, the authors of this thesis introduce and discuss the cues related to Wang’s (1999) 
existential authenticity, i.e. ‘existential cues’. The section below elaborates the different 
authenticity cues. 
 
Indexical Authenticity cues 
The term ‘indexical’ refers to peoples’ experiences of physical or behavioural facts that provide a 
comparison to other brands (Grayson & Martinec, 2004). In other words, to determine whether 
an object is authentic, the object has to be verified through a certification or trustworthy context 
in order to perceive the object as authentic thus reflecting what it really is. The indexical 
authenticity draws certain similarities to objective authenticity which stems from a museum-
linked definition, hence determining authenticity based on traceable sources and measurable 
standards (Yuan et al., 2014). The main argument brought by this view includes a dualist opinion 
on an object, where it can be seen as either authentic’ or ‘inauthentic’. Thus, within this line of 
thought, there is an absolute, universal and immutable standard that is traceable and can be 
applied to determine if the object is authentic or not. As a result, authenticity is derived from an 
object and is seen as an inherent quality (Morhartet al., 2015; Leigh et al., 2006), hence referring 
to an evidence-based perception of authenticity, based on verifiable information, i.e. age, origin, 
performance or ingredients (Morhart et al., 2015). 
 
However, critics claim that objective authenticity has limitations. Firstly, Grayson and Martinec 
(2004) explained that the cognition of authenticity is far from simple in its dichotomy view. 
Secondly, Newman and Dhar (2014) and Cohen (1988) have argued that the historical 
information inevitably has inherent biases, fake genuineness or reproductions that can 
considerably influence the knowledge about the past (Yuan et al., 2014). This view challenges 
the essential theoretical foundations of objective authenticity; the reliability and traceability of 
objects’ origin. 
 
Iconic Authenticity cues 
The term ‘iconic’ refers to objects which appears indexical authentic. In other words, iconic cues 
relate to the sensory experience, thus mirrors a schematic fit with a person’s mental picture of 
how the authentic object should look like (Grayson & Martinec, 2004). The individuals’ sensory 
experiences are the factor determining whether the object is iconically authentic, meaning the 
perceivers have prior knowledge and expectations about the object, which they compare to their 
sensed experiences, and thus assessing the similarities. Hence, iconic authenticity is determined 
based on a personal and subjective evaluation of the object, thus drawing links to constructive 
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authenticity. Constructive authenticity assumes that it is a personal view according to the 
personal profile (e.g. past experiences, life and emotion) and is a social constructive 
interpretation process rather than a notion that can be statically measured (Yuan et al., 2014). 
Wang (1999) argues that constructive authenticity is the social constructions, as “things look 
authentic do not mean they are inherently authentic but because they are constructed as such in 
terms of points of view, beliefs, perspectives, or powers”. Therefore, the iconic cues are further 
argued to basically constructed, meaning that reality is the result of different interpretations of 
what 'the real world' looks like (Grayson & Martinec, 2004). That reflects the iconic authenticity 
as being impression-based (Morhart et al., 2015); thus, the fundamental aspect of iconic 
authenticity is that consumers perceive the authenticity cues as ‘real’, regardless of its potentially 
inherent fakeness (Beverland, 2005). 
 
Existential Authenticity cues 
‘Existential’ authenticity cues consider authenticity to be related to the notion of ‘self’, meaning 
that authenticity is determined based on whether or not an individual is true to oneself 
(Wang,1999). The existential perspective is deeply rooted in philosophical existentialism 
(Grayson & Martinec, 2004), and is about individual authenticity rather than authenticity of an 
object. It advocates the notion that the authenticity functions as a resource for consumers to 
become true to one's self (Morhart et al., 2015). Real self’ in public ‘role-playing (Grayson & 
Martinec, 2004) argue that “being in touch with one’s inner self, knowing one’s self, having a 
sense of one’s own identity and then living in accord with one’s sense of one’s self is being 
authentic”. Such authenticity is activity-driven, existing as both intrapersonal and interpersonal 
experiences. Hence, in the context of existential authenticity, individuals feel in touch with both 
a real world and with their real selves. 
 
Consumers’ perceptions and brand authenticity 
The consumers take initiatives to form brand communities if the brand is perceived as an 
authentic brand (Grayson & Martinec, 2004). Certainly, social network were being built while 
consumers’ needs are captured by authentic brands in such a way that they relate consumers’ 
connection to each other (Beverland & Farrelly, 2010). Focusing individual consumers for 
identity building is not possible without confirmation of others (Leigh et al., 2006). The online 
community gives the impression that they are around the brand to resolve the diverse standards 
and passions that predict together the owner of authentic brands (Leigh et al., 2006).  
 
The consistency and perception can be described as encapsulating and sharpening both product 
quality and a particular brand image. The heritage of a brand is associated with its past history 
while also embracing current conditions (Jang et al., 2011). A brand that has a historical 
implication and linkage with long-established customs, cultures, beliefs, and regions tends to 
have an identity that is distinct and a strong heritage, adding to its authenticity (Peterson, 2005). 
Consumers associate an authentic brand with a quality of sincerity related to the brand’s ability 
and willingness to convey and maintain its promise (Morhart et al., 2015). It further conveys that 
an authentic brand delivers precisely what a brand promises to consumers’ .Thus, consumers are 
more emotionally attached to a particular brand that preserves the certain feature of authenticity 
in a product category as their quest for authenticity becomes more strenuous (Grayson & 
Martinec, 2004). 



International Academy Journal of Management, Marketing & Entrepreneurial Studies 

                                          arcnjournals@gmail.com                                                             151 
 
 

 
The objective dimension of brand authenticity 
Grayson and Martinec (2004) stated the dimension of objective in relating to brand authenticity 
could be seen as a strongly tied to its heritage related constructs. Indexical authenticity is an 
authentic when it is real, and not an imitation based on consumers’ evaluation and assessment 
this type of authenticity by relying on objective cues that imply the non-alteration of well known 
value characteristics (Peterson, 2005; Leigh et al., 2006). Based on reasoning, the objective 
dimension requires the preservation of brand heritage, including the maintenance of the passed 
brand’s identity (Leigh et al., 2006). In honest, the main dilemma that surrounds the objective 
dimension of authenticity is related to the tension between remaining true to the past and 
adapting to the ever-changing consumers’ demand (Brown et al., 2003; Beverland, 2005; 
Beverland and Wiedmann et al., 2011). In fact, heritage could be a liability when consumers 
seek new products (Grayson & Martinec, 2004). Accordingly, Beverland (2005) suggested a 
slow process of adaptation of the intrinsic characteristics of an object and the strategic 
decoupling of internal practices and external communication. 
 
 
Brand authenticity and the subjective dimension 
This has to do with the socially constructed brand meanings in connection to every market offering, which can be 
evaluated by consumers (Brown et al., 2003). In some cases, consumers may differ in investigating brand 
authenticity by thinking the meanings assigned to a brand (Brown et al., 2003). This is true within brand 
communities that share and shape brand meanings (Grayson & Martinec, 2004). In another situation, 
authoritative performances derive from communities and help in achieving a collective sense of identity that fosters 
the consumers’ quest for belongingness and iconic relations with brands (Beverland et al. 2010). A second cue that 
consumers used to assess originality has been called iconic, being “something whose physical manifestation 
resembles something that is indexically authentic” (Grayson and Martinec, 2004).  
 
In this context, this subjective dimension requires a deeper relationship with consumers who socially construct brand 
authenticity within their brand communities (Charmley et al., 2013). Also, in evaluating brand authenticity co-
creation within a particular situation (Grayson & Martinec, (2004) say that consumers co-created brand 
authenticity meanings by drawing on social comparison (i.e., the inauthentic other). Similarly, the gay community 
and the MG community co-created the authenticity of two products’ brands, namely jeans and cars (Leigh et al., 
2006). 
 
Brand authenticity and the self-referential dimension   
This is from Arnould and Price’s notion of authenticating acts, which are “self-referential 
behaviors actors show the true self of brand. Holt (2002) who says, that brands use to assist 
consumers in forming the self and producing their identities. Thus, a brand is authentic only if it 
is a genuine expression of an inner personal truth. “I am like that because I like this” (Peterson, 
2005). (Beverland et al. 2010)  explain further  by proposing three types of brand authenticity 
such as; moral, pure and approximate which are related to the self-referential dimensions 
subjective and objective of brand authenticity, respectively (Beverland et al., 2008). Consumers 
seek moral authenticity when they want to feel virtuous by looking for a brand connection with 
personal moral (Farrelly, 2010). Freedom and excellence are two examples of self-authenticating 
cues (Beverland et al., 2010). It is paramount to note that some authors call this last type of 
authenticity “existential” (Morhart et al., 2014); it derives from the self and helps the consumer 
live fun and pleasurable experiences (Leigh, et al., 2006). 
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THEORETICAL REVIEW 
This work anchored on following theories; 
Attractive Source Model  
Erdogen (1999) says that customers look at physically attractive of endorser, form favorable 
perception. According to Debence and Kernan (1984) describe attractive source model as the 
attractiveness that doesn’t mainly include physical pleasant appearance, but it includes the 
lifestyle and also personality dimension of the endorser. 
  
The product matchup hypothesis  
This model explains that there has been match up feature between the celebrity characteristics of 
the personality and the brand peculiarity. Erdogan (1999) says that a successful matchup can be 
recorded by the extent of the fitness between the celebrity and the brand endorsed by that 
celebrity. Matchup product hypothesis concept is stated further by Michael (1989) who believes 
the same. Another study conducted by in 1991 by Ohannian reveals that “celebrity should be 
endorsing who is having direct relationship; compatible and knowledgeable with the brand and 
the consumers perceive them to possess expertise too”.  
 
The meaning transfer model  
The model explains that whenever customers encounter any kind of celebrity endorsed brand, 
they quickly associate some definite meaning with the endorser and ultimately transmit it to the 
brand; endorser transferred their individual quality meaning to the brand. These models revolve 
around meaning and their transfer. Every celeb has theirs distinctive set of meaning and lifestyle.  
(Mc Cracken 1986). 
 
Empirical Review 

Anjum, et al (2018) did research on Impact of Celebrity Endorsed Advertisement on Consumers 
in India. They define the word “celebrity” refers to someone who is well known to the public, 
like an actor, sports personality, entertainer or any other person other than the business world. 
The study find out how the endorsers which are a celebrity or not, created an impact on the 
buying behavior of the consumers. The advertisers’ belief is that publicizing or advertising 
messages through the superstars or celebrity bring a higher level of offer, consideration and 
conceivably message review than those conveyed by simple or common man. They have shown 
two videos (celebrity endorsed & non-celebrity endorsed) to 60 consumers. The result of the 
study clearly reveals that the general belief is correct and the consumers purchase those brands 
whose advertisements are celebrity endorsed.  
 
Shukre and Dugre (2013) have carried out research on effect of celebrity endorsements on 
Consumers’ Decision-Making Processes: A Study of Television Advertisements for Selected 
FMCG Products in India. The reason behind this research is to identify the perception of 
consumers about the advertisement which is celebrity endorsed of FMCG products. Also, they 
want to know that which celebrity is most preferred taking into consideration the product type, 
furthermore the factors which are most attractive to the consumers in an FMCG product 
advertisement. The research result says that the marketer must work hard to find a celebrity 
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which will match the value of the product. Image attitude, a line of work, social work or other 
factors should be considered before selecting a celebrity.  
 
Khan and Lodhi (2016) have investigated on the influence of celebrity endorsement on consumer 
purchase decision: A case of Karachi. The study is based on Pakistan. They have put light on the 
factors that should be present in the mind of the marketer when they searching for the celebrity 
of a face care brand in Karachi.  
 
Aziz et al (2013) conducted research on Impact of Celebrity Credibility on Advertising 
Effectiveness in Pakistan. The goal of the research is to find out whether the integrity of the 
celebrity has any impact on the consumer’s mind if that celebrity is present in the advertisement. 
145 students of different universities were experimented by showing each one of them with 5 
different videos. Research shows that the main purpose of using the celebrity in the promotional 
technique is to gain advantage from the charismatic and towering personality of that celebrity. 
Utilization of an acclaimed individual in promoting gives grounds to influence the mind of 
viewers, alongside purchasing arrangement of clients in an idealistic way. We can predict from 
the results that the consumer’s positive behavior for the advertisement depends upon the 
credibility of the celebrity.  
 
Ahmed et al (2018) have conducted research on the effect of celebrity endorsement on 
customers’ buying behavior: a perspective from Pakistan. The objective is to find out the impact 
of advertisement on the purchasing behavior of the consumer when the advertisement is 
endorsed via celebrity. The research shows that some consumer prefers to buy those products 
which are endorsed by the huge public figure or in other words they also have a brand name, 
even various other factors exist such as appearance, position in their respective industry and 
good career path. 
 
Research gap 
The overall conceptual framework and empirical literature on brand authenticity has steadily 
grown in the marketing research for the years. It is well filed that celebrity endorsement in 
relation with consumers’ perception value brand authenticity. However, literature has not yet 
tapped two critical aspects. First, the importance of celebrity endorsement on brand authenticity 
had not been looking into rather the available papers were placing emphasis on brand recall, 
brand equity, love and brand association. It will be explained in the following, scarcity is one 
shaping factor of brand authenticity, which corresponds more on brand authenticity as a result of 
using celebrity endorsement to stimulate purchasing intention. Against this background, this 
paper will investigate on the effectiveness of celebrity endorsement on brand authenticity is 
contextualized by personality endorsing the brand. Second, the context of consumers’ perception 
on brand authenticity has not yet been addressed judiciously by this stream of work. Given that, 
celebrity endorsement and consumers’ perception as two independent variables to check the 
effect on brand authenticity and are inherently linked to a place and limited in reach, they may be 
seen to represent prototypes of authentic brands, which might assist them in competing with 
other brands. To better understand the role of brand authenticity in the competitive environment, 
the work will examine how consumers’ choice impacts brand authenticity. 
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Hypotheses of the Proposed Study 
Ho1: Celebrity endorsement does not have a significant impact on brand authenticity. 
Ho2: Attractiveness of celebrity does not have a significant impact on brand authenticity. 
Ho3: Trustworthiness of celebrity does not have a significant impact on brand authenticity 
Ho4: Expertise of celebrity does not have a significant impact on brand authenticity. 
Ho5: Consumers perception does not have a significant impact on brand authenticity. 
 
METHODOLOGY 

The concept of celebrity endorsement and consumers’ perception on brand authenticity is the 
aims of the paper to offer valuable insights into.  I used primary source of data to collect relevant 
data from the respondents through a questionnaire. Three measurements of celebrity 
endorsement were investigated such as: attractiveness, expertise and trustworthiness using a 
scale adapted from Ohanian (1990). Also consumer perceptions were being used as a moderating 
variable. In all, 15 items were used to gauge celebrity endorsement, with some items measuring 
the endorser’s attractiveness, expertise and trustworthiness. Likewise consumers’ perceptions 
were measured using selective retention, selective attention and selective distortion. All 
questions related to the study variables were tested, using a five-point Likert scale ranging from 
1 for “strongly disagree” to 5 for “strongly agree”.  
 
A self-administered questionnaire was developed, pertaining to (i) celebrity endorsement, (ii) 
consumers’ perception, (iii) brand authenticity, (iv) purchase intention and (v) demographics. 
The data was collected through online survey forms as well as the questionnaire distributed 
among a conveniently available sample. A total of 200 of hard copies were distributed at 
different offices in Ibadan metropolis of these, 125 useable questionnaires were returned. 
Another 44 online survey forms were filled by respondents through social media websites. A 
total of 169 useable questionnaires were received. 

To retest the previous validated scale, to assess the reliability and validity of the significant effect 
of celebrity endorsement and consumers’ perception on brand authenticity, the seminal paper 
used Exploratory Factor Analysis (EFA), Confirmatory Factor Analysis and Structural Equation 
Modeling (SEM).  
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       Figure 3: Second Order CFA 
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Data Analysis 
Data collected were analysed, a chronological step involved in the development of a 
measurement scale to assess the reliability of constructs.  Cronbach alpha was calculated. I 
carried out exploratory factor analysis to reconfirm the factor structure as given by Ohanian 
(1990). Confirmatory factor analysis was used to validate convergent and discriminant validity. 
Also, Structural Equation Modeling was used to find out the impact of celebrity endorsements on 
consumers’ advertisement perception. The results were being analysed are described in the 
following sub-sections. 
 
Regression Model 
One of the prime objectives of the study was to measure effect of celebrity endorsement and 
consumers’ perception on brand authenticity. The model can be specified as: 
Pi / [1-Pi] = α + β1X1 + β2X2 + β3X3 + β4X4 + β5X5 + β6X6 + μ 
Where: 
Pi = that celebrity endorsement and consumers’ perception have impact on brand authenticity. 
[1-Pi] =that does not bring impact. 
X1 = celebrity endorsement; attractiveness 
X2 =celebrity endorsement; expertise 
X3 = celebrity endorsement; trustworthiness 
X4 = consumer perception; selective retention 
α = is the constant for the equation; 
β = coefficient of the independent variable; and 
μ = is the error term for the equation. 
 
Reliability Assessment 
 
This was evaluated by computing the coefficient alpha (Cronbach, 1951). Cronbach alpha 
measures the reliability of specified variables. For a measure to be acceptable, Cronbach alpha 
should be above 0.7 (Nunnally, 1978). Due to the multidimensionality of ‘Celebrity 
Endorsements’, separate Cronbach alpha was computed for all the constructs identified under the 
common construct ‘celebrity endorsements’. In this study, all alpha coefficients calculated for 
the three proxy variables of a celebrity endorser were above 0.9, indicating good consistency 
among the items within each variable. These alpha coefficients are provided in Table 4. The 
Cronbach alpha calculated for the impact variable ‘consumers’ ad perception’ was 0.838 (Table 
4). Also, the Cronbach alpha calculated for all the Likert scale questions was 0.929 which 
indicated the reliability of the survey instrument. 
 
Exploratory Factor Analysis 
This needs to determine whether it is appropriate to conduct factor analysis. This has to be done 
by examining the sampling adequacy through statistic gathered. I also test for measurement of 
sphericity by using Bartlett's test to measure the correlations in the data set if they are 
appropriate for factor analysis. Table 2 shows the output of SPSS for the statistic and Bartlett’s 
test of sphericity. 
In Table 2, I have analyzed the results from the regression. The dependent variable (celebrity 
endorsement) and moderating variable (consumers’ perception) indicated positive effect on 
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brand authenticity. It is expected that these four explanatory variables on both celebrity 
endorsement had impact on brand authenticity. The results indicate on table two as shown below. 
 
Table 2: Partial SPSS Regression Results: Variable Coefficients 

Explanatory 
Variables 

(β)  SE WALD DF SIG Odd 
Ratio 

X1 0.082 0.022 14.927 1 .003 4.566 
X2 0.078 0.038 4.213 1 .041 8.043 
X3 0.088 0.028 7.367 1 .021 0.786 
X4 -0.099 0.031 10.198 1 .002 0.16 

Sources: SPSS RESULT 2021 
Pseudo R2: 0.6238 
A regression was performed to ascertain the effect of explained variables effect of celebrity endorsement 
and consumers’ perception. The wald test is conducted to examining statistical significant for each of the 
independent variables, the statistical significance of test found in the “sig” column from these result is 
that X1; (p=0.003), X2; (p=0.041), X3; (p=0.021), X4(p=0.002) added significantly to the model. 

(a). Exploratory Factor Analysis 
The Explanatory Factor Analysis was used to test for the validity of the factor structure and 
reconfirmation analysis test was conducted.  
Table 3 shows the SPSS output for the statistic and Bartlett’s test of sphericity. 
Table 3: Bartlett's Test Results 
Kaiser-Meyer-Olkin (KMO) Measure of Sampling Adequacy 0.922 
Bartlett's Test of Sphericity  Approx. Chi-Square 4951.109 
 Df 106 
 Sig .000 
Sources: SPSS RESULT 2021 
 
Notes: KMO = 0.90 is marvelous, in the 0.80's is meritorious, in the 0.70's is middling, in the 
0.60's is mediocre, in the 0.50's is miserable, and below 0.50 is unacceptable (Kaiser, 1974) 
Bartlett’s test of sphericity is used to test the hypothesis for the correlation matrix is an identify 
matrix; i.e. all diagonal elements are one and all off-diagonal elements are zero this implies that 
all of the variables are uncorrelated. If the significance value for this test is less than our alpha 
level, we reject the null hypothesis that the population matrix is an identity matrix. The 
significance value for this analysis leads us to reject the null hypothesis and conclude that there 
are correlations in the data set that are appropriate for factor analysis. This analysis meets this 
requirement. 
 
In Table 3, it can be seen that value is acceptable. After conducting validity factor analysis, three 
variables factors (Attractiveness, Trustworthiness and Expertise) made up of fifteen items were 
used and the results are shown in Table 3 in order to assess the appropriateness of the data for 
factor analysis, the communalities derived from the factor analysis were investigated. These were 
all relatively large, greater than 0.6, suggesting that the data set is appropriate (Stewart, 1981).  
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Table 3: Factor extraction results for various proxy variables  of celebrity endorsers 
S/NO Factors dimension/Name Factor Loadings Cronbach Alpha 

α (%) 
FD1 Attractiveness  0.930 
1. Classy 0.86  
2. Beautiful 0.91  
3. Elegant 0.78  
4. Sexy 0.70  
5. Attractive 0.86  
FD2 Expert  0.915 
6 Experience 0.83  
7 Knowledgeable 0.89  
8 Qualified 0.77  
9 Skilled 0.73  
10 Expertise 0.86  
FD3 Trustworthiness  0.943 
11 Honesty 0.96  
12 Reliable 0.90  
13 Sincere 0.92  
14 Trustworthy 0.83  
15 Dependable 0.71  
Source: CFA Result loading 2021 
Notes: 
1 Factor Loadings greater than 50% are acceptable. 
2 Alpha Values of 70% or higher are considered acceptable. 
 
The zero-order, first order and second order model were computed for convergent validity in this 
paper. The results of zero order Confirmatory Factor Analysis given in Table 4 show that all 
three conditions of convergent validity are met. Therefore, convergent validity is established for 
the zero-order Confirmatory Factor Analysis for all the constructs. Table 5 which provide results 
for first-order Confirmatory Factor Analysis also show that these three conditions are satisfied. 
Thus, convergent validity is established for the first-order Confirmatory Factor Analysis also. 
Also, for the second-order Confirmatory Factor Analysis, α= 0.928 and AVE= 0.702. Thus, 
convergent validity is established for the second-order Confirmatory Factor Analysis. 
 
Table 4: Zero-order CFA results 
Constructs Cronbach 

Alpha (α)1 
AVE Is α > AVE CFI2 GFI3 

Attractiveness 0.934 0.764 Yes 0.998 0.992 
Trustworthiness 0.953 0.756 Yes 1.000 0.997 
Expertise 0.912 0.666 Yes 0.996 0.991 
Sources: Field survey 2021 
Note: 1. Alpha Values of 70% or higher are considered acceptable. 
2. CFI value of 0.9 and above testifies strong uni-dimensionality. 
3. GFI value of more than 0.9 shows best fit of model. 
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(b) Discriminant Validity 
To establish discriminant validity, one needs to show that measures that should not be related are 
in reality not related. Discriminant validity is ensured if a measure does not correlate very highly 
with other measures from which it is supposed to differ (O’Leary-Kelly and Vokurka, 1998). In 
this study, discriminant validity was calculated only for the first-order model. It cannot be 
calculated for the zero-order and second-order model. The discriminant validity of a construct is 
established when the following two conditions are met (Hair, Black, Babin and Anderson, 2010). 
MSV < AVE  
ASV < AVE 
It is clear from Table 5 which provides the first order Confirmatory Factor Analysis results that 
the two conditions of discriminant validity are satisfied and thus, discriminant validity is 
established for the said model. 
 
Table 5: Discriminant validity 
Construct Cronbach 

Alpha (α)1 
AVE MSV ASV 

Attractiveness 0.942 .771 .418 .246 
Trustworthiness 0.942 .767 .418 .265 
Expertise 0.911 .674 .338 .188 
Consumer 
perception 

0.869 .841 .120 .064 

Sources: Field survey 2021 
 
Relative Importance of Factors in Choosing Celebrity Endorsers 
Table 6 shows the beta (β) values of the four constructs - attractiveness, trustworthiness,  
expertise and consumers perception variables (obtained from second order Confirmatory Factor 
Analysis), showing their order of importance in making a choice of a celebrity endorser. Thus, 
trustworthiness of the celebrity is the most important factor in making a choice of a celebrity 
endorser. This is followed by attractiveness, expertise and consumers perception in that order, in 
deciding who should be the celebrity endorser for the brand authenticity. 
 
Table 6: Coefficients Ranking 
Construct Beta (β) values Order of 

Priority 
Trustworthiness .88 1 
Attractiveness .82 2 
Expertise .78 3 
Consumer 
perception 

.66 4 

Sources: SPSS RESULT 2021 
 
DISCUSSION AND FINDINGS 
This paper used three constructs such as: exploratory factor analysis, confirmatory factor 
analysis and structural equation modeling to examine the impact of celebrity endorsements and 
consumers’ perception on brand authenticity. For assessing the impact of celebrity endorsements 



International Academy Journal of Management, Marketing & Entrepreneurial Studies 

                                          arcnjournals@gmail.com                                                             161 
 
 

on the said dimension, a three proxy variables of celebrity endorsement scale proposed by 
Ohanian (1990) was used. The results of the study confirmed that celebrity endorsements have a 
significant impact on brand authenticity. However, as revealed by the beta coefficient (r), there 
exists a low degree of correlation between the two. Further, it is proved that attractiveness; 
trustworthiness and expertise of a celebrity endorser, all have a significant impact on authenticity 
of brand. These results are the same with the results gathered by various earlier researchers like 
Cooper (1984), Dean and Biswas (2010), Bowman (2002) and Chang, Leung Ng, Luk (2020). 
Thus, the findings of this study reveal that celebrity endorsements can be an effective marketing 
tool necessary to the marketers as it is expected to have a significant positive impact on brand 
authenticity. 
 
This study is limited in term of time constraint as it does not include all the dimensions of 
authenticity highlighted in the marketing literatures and instead focuses on consumer perceptions 
and the celebrity endorsement as true to oneself. Future research should also incorporate other 
dimensions of authenticity identified in the marketing literatures such as heritage, tradition and 
quality production. Future research should be applied to the various brand authenticity constructs 
to a celebrity brand context. A dimension, such as heritage, should only be applicable to celebrity 
brands that have longevity and is not directly related to consumer perceptions of the behavior of 
the celebrity being true to oneself. Additional research is needed to identify the percentage 
and/or the degree of relationship of celebrity endorsement and consumers perception on variables 
of brand authenticity by using structural Equation Model (SEM). Future research should also be 
conducted using a number of different celebrities within different specializations such politicians 
and academician. Here, the focus was on globally well-known actors. There are, however, 
interesting examples of celebrities that would appear to be inauthentic, in particular, politicians.  
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INTRODUCTION  
In the contemporary environment, green marketing has become increasingly significant globally. 
Green marketing is considered to be an effective method for the promotion of products, services, 
and business ideas, as it is deeply linked with the preservation of the natural environment (Hasan 
& Ali, 2015). There is a growing interest in green marketing (Cronin, Smith, Gleim, Ramirez, & 
Martinez, 2011) and many companies are adopting green marketing for some reasons, such as 
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Abstract: This study examined the relationship between green marketing practices and business 
wellness, in the Nigerian food and beverages firms. Green marketing is considered to be an effective 
method for the promotion of products, services, and business ideas, as it is deeply linked with the 
preservation of the natural environment. The target population for this study was twelve (12) food and 
beverages firms domiciled in Rivers State, with 60 respondents drawn from the management of the 
sampled firms. A self-administered structured questionnaire was used to collect primary data and the 
data obtained were accordingly analyzed using Spearman Rank Order Correlation Coefficient 
Statistical Tool to test the hypotheses with the aid of Special Packages for Social Sciences (SPSS) 
version 20.0. The result revealed that there is significant and positive relationship between green 
marketing practices and business wellness of Nigerian food and beverages firms; while innovativeness 
moderates the impact on green marketing practices and business wellness. Based on the findings of this 
study, the paper concludes that a positive and significant relationship exists between green marketing 
practices and business wellness. It therefore, recommends that Nigerian food and beverages firms 
should adopt green marketing practices since it is expected to create new products or even improve 
their current product, improve the relationships with its customers and enhance firm’s competitive 
advantage. 
 
Keywords: green marketing, business wellness and innovativeness.  
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preserving the depletion of natural resources (Teo & Yazdanifard, 2014) or responding to 
competitors (Saha & Darnton, 2005). They recognize importance of being green and realize the 
appeal of green strategy (Cronin et al., 2011). For some, being green does not only improve 
corporate image but also fulfill customers’ demand (Jone, 2014). Thus, green marketing can be a 
reason for winning the market and getting benefits from it.  
The terms green marketing and environmental marketing, ecological marketing, or sustainable 
marketing are often interchangeably used (Hasan & Ali, 2015; Masocha, 2018). Green or 
environmental marketing is deemed to constitute all undertakings intended to produce and enable 
exchanges aimed at the satisfaction of human needs and wants with a minimal detrimental 
impact to the environment (Joshia & Rahman, 2015). Dutta, (2009) opined that Green Marketing 
involves developing good quality products which can meet consumer needs and wants by 
focusing on the quality, performance, pricing and convenience in an environment-friendly way. 
According to (Uydaci, 2010) green marketing serves two purposes that is develop goods that can 
appeal to the consumer, reasonably affordable prices and environment-friendly products causing 
minimal damage. Thus green marketing incorporates a broad range of activities, including 
product modification, changes to the production process, packaging changes as well as 
modifying advertising.  
Firms are perceived to play an important role in the implementation of sustainable options. These 
requires a comprehensive means to reduce pollution through identification and eliminating the 
sources of pollution at every stage of the product life cycle that include raw material extraction, 
transportation, manufacturing, product use, and disposal (Matos & Hall, 2007). In order to take 
up environmental responsibility, organizations are increasingly being urged to go “green” on 
products so as to reduce harmful effects on the environment (Chung & Wee, 2010). This study 
therefore, aims to explore the relationship between green marketing practices and business 
wellness within the domain of food and beverages sector in Nigeria. This study also proposes a 
new integrated model for promoting competitiveness in the food and beverages manufacturing 
firms in Nigeria.  
 

LITERATURE REVIEW 

The theory adopted for this study is Institutional Theory and Natural Resource Based View 
(NRBV) Theory. 
Institutional Theory 
This institutional theory is a theoretical framework used to analyze social phenomena. According 
to Dillard, Rigsby & Goodman (2004), the main focus of the theory is on the interaction of an 
organization with its economic and political institutional environment. The theory also focuses 
on how institutional pressures influence the organization, and how these expectations are 
incorporated into the practices and characteristics of an organization. Institutional theory takes 
into consideration the procedures by which cultural, regulative and normative reasoning 
structures are recognized as the standard for social behavior (Scott, 2008), where consideration 
for social and environmental implications of an organizations activities is a part. Institutional 
theory generally states that a firm’s behavior is governed by its institutional environment. This 
institutional environment is made up of the organizations activities, its social context and its web 
of social relationships (Doshi & Khokle, 2012) 
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Natural Resource Based View (NRBV) Theory  
Natural resource-based view (NRBV) theory is known to be the theoretical foundation of green 
marketing (Kumar, 2015). The NRBV emerged from an earlier theoretical contribution of the 
resource-based view (RBV) (Hart, 1995). Generally, researchers have relied on the NRBV to 
connect environmental strategy to firm performance, using environmental performance measures 
as a proxy for environmental strategy (King & Lenox, 2002) 
According to Hart, (1995), the NRBV is described as a theory of competitive advantage which 
centers on a firm‘s relationship to the natural environment. Given the ever increasing, multi-
dimensional magnitude of ecological problems, The NRBV serves as an answer to how 
businesses could integrate the natural environment to its processes leading to a firm‘s sustained 
competitive advantage. 
Conceptualization of Green Marketing Practices and Business Wellness 
Both marketers and consumers are becoming increasingly sensitive to the need for switch in to 
green products and services. The prerequisite for going green enables the companies to 
contribute towards sustainable development. Going green can be used as the marketing strategy 
to tap into market and expand the consumer base (Center for Green Industries and Sustainable 
Business Growth of Duquesne University, 2014). Green marketing focuses on marketing 
activities while protecting the environment (Teo & Yazdanifard, 2014). It is the answer for the 
misplacement of marketing concepts that predominantly aimed to satisfy customers’ needs only 
and disregard the interests of the community and the environment in the long run (McDaniel & 
Rylander, 1993). 
Green Marketing Practices 
Green marketing is an evolving marketing strategy that includes numerous tasks like fair-trade 
practices, changes in products, production and packaging that is eco-friendly (Mishra & Sharma, 
2012). Marketers have understood the need for and worth of green marketing due to public 
concerns over the ecological decline in the past years (Kinoti, 2011). Traditionally, marketing 
entails selling products and services that satisfy consumer needs at a profit but green marketing 
involves much more than selling products and services, as it entails defining ‘what is green’ and 
developing and selling products that provides extra consumers’ value. Organizations have 
realized that there is need for having a healthy environment and lifestyle to create and maintain 
balance and control the natural situation. 
Attention was drawn to the subject in the late 1970‘s when the American Marketing Association 
organized the first ever workshop on Ecological marketing in 1975 which resulted in the first 
book on the subject entitled Ecological Marketing by Henion and Kinnear in 1976. Green 
marketing was given prominence in the late 1980s and 1990s after the proceedings of the first 
workshop on Ecological marketing held in Austin, Texas (US), in 1975. 
According to Polonsky (1994), the nature of green marketing makes its definition a little bit 
complex because the term has been associated with different terminologies: ecological marketing 
(Fisk, 1974; Henion & Kinnear, 1976) environmental marketing (Coddington,1993; Peattie, 
1995), sustainable marketing (Dam & Apeldoorn, 1996; Fuller, 1999, 2000), greener green 
marketing (Ottman, 1993; Ginsberg & Bloom, 2004; Hartmann, Ibanez, & Sainz, 2005; Peattie, 
1999, 2001; Chen, 2010; Chen & Chang, 2012; Leonidou, Katsikeas & Morgan, 2013).  
Hence, the evolution of green marketing can be explained in three phases. The first phase was 
called ecological marketing which occurred from 1970s to late 1980s followed by second phase 
called environmental marketing up to early 1990s. The third phase was referred as sustainable 
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marketing and was prominent from late 1990s (Mishra, 2014). Chamorro, Rubio and Miranda 
(2009) also confirm that these terms are related in a way; even though they have different 
conceptual meanings, they represent the same ideology or concept of green marketing and 
therefore are used interchangeably. 
Green marketing is considered as a tool for monitoring, seeking and fulfilling consumer needs 
and desires in the context of environmental responsibility (Akehurst et al., 2012). Green 
marketing encompasses all marketing activities, such as research and development, product 
design, packaging and advertising that are necessary to develop and sustain consumers’ eco-
friendly attitudes and behaviours, in a way that sustains the natural environment (Selvakumar & 
Pandi 2011; Sarumathi 2014). According to Polonsky (2011, p. 1311), “the ultimate objective of 
green marketing is to promote integrated exchange processes that strike a balance between 
business, society and the natural environment”.  
Green Marketing practices entail a serial of organization functions, including environmentally 
friendly products and logistics, sustainable promotion and pricing and green consumption 
(Zhanglan, 2016). In addition, green marketing practices include eco-labeling, product returns 
programs, reverse logistics, pollution control, sponsorship of environmental ventures, 
environmental management systems, reduction of raw materials used in product design, and 
adherence to green procurement policies (Oburu, 2010). 
Business Wellness 
It is imperative to have an understanding of the meaning of business wellness. Business wellness 
is an important component in investigating organizational phenomena (Ho, Ahmad & Ramayah 
2016). The concepts importance as an attribute in business is chiefly enshrined in determining 
the success or failure of strategies implemented by businesses (Amegbe & Hanu, 2016). 
Fotopoulos, Kafetzopoulos & Psomas, (2011) suggest that organizations may improve their 
wellness on environment and achieve business efficiency upon implementing the ISO 14001 
EMS. This can be achieved through; enhanced productivity, cost minimization, waste reduction, 
reputable corporate image, increased customer satisfaction, increased market share , enhanced 
goodwill, and high profitability. Rajendra, (2008) suggests of eight or so variables to which 
company’s wellness is measured. They comprise; profitability, exports growth, customer 
satisfaction, quality cost reduction, employee morale, productivity, environmental and financial 
performance. 
As indicated by Matsuno & Mentzer (2000, p. 8), “Business wellness should be viewed not only 
as economic performance (concrete absolute figures representing organizational performance) 
but also as non-economic performance” (customer satisfaction, customer retention, social 
acceptance, corporate image, and employee satisfaction). Furthermore, O’Regan, Sims & Gallear 
(2008) point out that Business wellness, also regarded as business performance can also be 
analyzed by a business’ ability to produce results in relation to set targets. Wongrassamee, 
Gardiner & Simmons (2003, p. 17) show that “Business wellness refers to how well the business 
satisfies the needs of employees, customers and other stakeholders, as well as its ability to 
achieve its planned business goals”. 
Innovativeness 
Innovation is an ideal, product or technology that has been developed and marketed to customers 
who perceive it as novel or new. It is a process of identifying, creating and delivery new-product 
service values that may not have existed before in the market place (Kotler & Armstrong, 2007). 
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Rogers (2003) asserts that innovativeness is the degree to which an individual or other unit of 
adoption is relatively new ideas than any other member of the system. When innovation is 
adopted, innovativeness comes to be the base on time of adoption. In this case, innovation 
becomes an antecedent to innovativeness.  
Knowles et al. (2008) postulated that innovation is the introduction of new products, processes, 
or business systems, while innovativeness is the propensity of firms to create and/or adopt new 
products, manufacturing processes, and business systems. Innovativeness has been linked to 
sustainable operations and reduced costs within supply chain (Azadegan & Dooley, 2010). The 
conventional meaning of the term innovation largely refers to new product-related break through. 
Innovation is the creation and/or adoption of new ideas, processes, products, or services that are 
intended to increase value to the customer and contribute to the performance or effectiveness of 
the firm (Hansen et al., 2006).  
The literature generally refers to new products, processes, or business systems as general 
categories of innovation and/or innovativeness (North & Smallbone, 2000; Boer & During, 2001; 
Hovgaard & Hansen, 2004; Aaron, Clay & Eric 2009). According to Engin & Omur (2012), 
innovation is a concept with an important bearing on economic performance. However, it is 
discussed through three basic approaches at the organizational level. In the first approach, 
innovation is the determinant of economic performance, whereas in the second approach 
economic performance is deemed to be a determinant for innovation activities. The third 
approach, on the other hand, discussed a bidirectional dynamic relation between innovation and 
economic performance (Engin & Omur 2012 as in Cainelli et al., 2006). 
 
Conceptual Framework 
This study conceptual framework consists of Green Marketing Practices (predictor variable), 
while the criterion variable is Business Wellness as illustrated in figure 1 below:  
 

 

 
 
 
 
 
Figure 1: Conceptual Framework on Green Marketing Practices and Business Wellness. 
Source: Research Desk, 2021. 
 

RESEARCH METHODOLOGY 
This study adopted a cross-sectional survey and correlation investigation to establish relationship 
between green marketing practices and business wellness in the food and beverages industry in a 
non-contrived setting. The target population for this study was twelve (12) food and beverages 
firms domiciled in Rivers State, and a sample of Sixty (60) respondents were drawn from the 
management cadre of the firms under our study. A structured questionnaire was used to collect 
primary data; and the questionnaire was designed in Likert scale five-point form, ranging from 
Strongly Disagree (SD) to Strongly Agree (SA). The testing of hypotheses was done using 
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Spearman Rank Order Correlation Coefficient Statistical Tool and Least Squares Regression 
Tool, via the SPSS version 20.0.  
Ho1: Green marketing practices has no significant relationship with business wellness. 
Table 1: Correlation Analysis showing the Magnitude and Direction of Relationship 
between Green Marketing Practices and Business Wellness 

Type        Variables1 Statistics 
Green Marketing 
Practices Business Wellness 

Spearman's rho Green Marketing Practices Correlation Coefficient 1.000 .803** 

Sig. (2-tailed) . .000 
N 52 52 

Business Wellness Correlation Coefficient .803** 1.000 
Sig. (2-tailed) .000 . 
N 52 52 

**. Correlation is significant at the 0.01 level (2-tailed). 

Source: SPSS 20.0 Output (based on 2021 field survey data)  
The information in table 1 above shows that the estimated correlation coefficient is 0.803** base 
on the categorisation above, the value is high indicating that a strong relationship exists between 
Green Marketing Practices and Business Wellness. The correlation coefficient is positive 
implying that a positive relationship exists between them, i.e. increase in Business Wellness is 
associated with increase in Green Marketing Practices.  
Table 1 also showed that the probability/significant value is 0.000, this value is less than 0.05 
level of significance hence the researcher concludes that a significant relationship between Green 
Marketing Practices and Business Wellness. 
 
Table 2: Partial Correlation Analysis showing Innovativeness moderates the Relationship 
between Green Marketing Practices and Business Wellness 

Control Variables Variables Statistics 
Green Marketing 
Practices 

Business 
Wellness Innovativeness 

-none-a Green Marketing Practices Correlation 1.000 .864 .434 

Significance (2-tailed) . .000 .001 
df 0 50 50 

Business Wellness Correlation .864 1.000 .512 
Significance (2-tailed) .000 . .000 
df 50 0 50 

Innovativeness Correlation .434 .512 1.000 
Significance (2-tailed) .001 .000 . 
df 50 50 0 

Innovativeness Green Marketing Practices Correlation 1.000 .830  

Significance (2-tailed) . .000  
df 0 49  

Business Wellness Correlation .830 1.000  
Significance (2-tailed) .000 .  
df 49 0  

a. Cells contain zero-order (Pearson) correlations. 

Source: SPSS 20.0 Output (based on 2021 field survey data)  
Table 2 reveals that a very strong, significant and positive relationship exists between Green 
Marketing Practices and Business Wellness (r = 0.864, PV = 0.000 < 0.05).  
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The table also shows that Innovativeness also had a significant and direct relationship with Green 
Marketing Practices (r = 0.434, PV = 0.000 < 0.05) and with Business Wellness (r = 0.512, PV = 
0.000 < 0.05) the positive sign of the r value is an indication that when Innovativeness improves, 
Green Marketing Practices and Business Wellness also improves.  
 
HO2: Innovativeness has no significant impact on the relationship between green marketing 
practices and Business Wellness.  
 
Decision Rule for Partial Correlation; 
If the difference between the Zero Order Partial Correlation (ZPC) and the Controlled Partial 
Correlation (CPC)> 0.01, conclude a significant moderating Influence  
Zero Order Partial Correlation (ZPC) = 0.891, Controlled Partial Correlation (CPC) = 0.833. The 
difference between the Zero Order Partial Correlation (ZPC) and the Controlled Partial 
Correlation (CPC) (0.864 - 0.830) = 0.034 > 0.01 hence the researcher rejects the null hypothesis 
and conclude that Innovativeness significantly impact on the relationship between Green 
Marketing Practices and Business Wellness.  
The positive sign of the difference is an indication that Innovativeness asserts a positive impact 
on the relationship between Green Marketing Practices and Business Wellness 
Having identified the magnitude (strength) and direction (sign) of the relationship between the 
criterion and the explanatory variables and their measures, and the hypothesize relationship 
tested; it is also necessary to find out the effects of the independent variables on the dependent 
variables. 
 
Table 3: Summary of Regression Results showing the Effects of Green Marketing Practices 
on Business Wellness 

Variables Coef. t-cal 
t-tab 
(0.05,51) sig. T R R2 F-cal 

F-tab 

(0.05,1,50) sig f 

Constant 0.134 0.417 
2.009 

0.678 
0.864 0.747 147.8 4.03 0.000 

MO 1.003 12.156 0.000 
Dependent Variable; Business Wellness 
Source: SPSS 20.0 Output (based on 2021 field survey data) 
BW                      =       f (GMP)  …. …..      1a 
BW  = αo+ α1 GMP + U1  … … 1b 
BW  = 0.134 + 1.003 GMP  
t- values in bracket  (0.417) (12.156)  
 
Table 3 shows that the Regression value is 0.864. This coefficient is very high indicating that a 
very strong relationship exists between Green Marketing Practices and Business Wellness. The 
Coefficient of Determination (R2) = 0.747. This implies that a 74.7% variation in Business 
Wellness is explained by variations in Green Marketing Practices. The remaining 25.3% is 
explained by other variables not included in the model. The F-calculated of 4.03 had a 
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corresponding significant F-value of 0.000; the researcher therefore concludes that the model is 
useful. Conventionally F-cal = 147.8 > F-tab (0.05, 1, 48) = 4.03 hence the above conclusion of a 
good model utility is upheld. 
The test of significance conducted as shown in the same table indicates that; Green Marketing 
Practices had a calculated t-value of 12.156 and a corresponding significant/probability Value 
(PV) of 0.000 which is less compare to 0.05 level of significant. Therefore, the researcher 
concludes that Green Marketing Practices significantly affects Business Wellness. 

 
    DISCUSSION OF FINDINGS 
This study examined the relationship between green marketing practices and business wellness, 
in the Nigerian food and beverages firms. It specifically investigated the relationship between 
green marketing practices and business wellness, with innovativeness as the moderating variable. 
The findings of this study revealed that there is significant and positive relationship between 
green marketing practices and business wellness; while innovativeness has a very strong 
significant and direct impact on green marketing practices and business wellness. The finding of 
this study is consistent with the findings of Ogunmokun, Tripolitano & Rose (2012) which 
revealed that those organizations with high levels of green marketing practices outperformed 
organizations with low levels of green marketing practices in terms of after tax return on sales; 
business’s total sales growth, overall business’s performance, competitive position or advantage 
and market shares. Similarly, Gupta & Aggarwal (2012) states that the benefits that are 
associated with green marketing help companies to have a sustained long-term growth which 
eventually leads to profits, even though the adoption of green practices is associated with high 
costs. According to Ottman & Books (1998), customers feel fulfilled and tend to live healthier 
lives when they are exposed to green practices by companies who practice green marketing. In 
addition, with green practices, a good physical environment is provided because there is a 
reduction of air and water pollution, natural resources, and energy, which are good factors in the 
quest for sustainable development.  
The findings of this study also revealed that innovativeness had a very significant impact on 
green marketing practices and business wellness. The finding is consistent with the view that 
Innovativeness is one of the advances in contemporary marketing strategies for companies or 
organizations to improve satisfaction of customer needs and wants, according to Lau, Tang & 
Yam, (2010).  
 
     CONCLUSION  
This study reestablished that there exists relationship between green marketing practices and 
business wellness, and that green marketing practices relationally influence business wellness of 
Nigerian food and beverages firms. It also revealed that innovativeness moderates the impact of 
business wellness of food and beverages firms in Nigeria. The Nigerian food and beverages 
industry should continue to exhibit the needed tendency to discover marketing opportunities, 
epitomized by actions of organizational members, opportunity efficiency will significantly 
increase. Additionally, effort should be made by the organizations in the Nigerian food and 
beverages industry to adopt green marketing practices since it is expected to create new products 
or even improve their current product, improve the relationships with its customers and enhance 
firm’s competitive advantage. It is also important nowadays for manufacturers to enhance its 
corporate social responsibility and green marketing practices is one of the best ways to boost 
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their credibility and prestige in the eyes of the customer. This research provides a greater insight 
on the green marketing practices and business wellness and the impact of innovativeness of 
Nigeria food and beverages firms to scholars, practitioners, students, employees and other 
stockholders. Finally, it will also inspire more logical and precise undertakings to carry out 
further empirical research and help in the advancement of better understanding of green 
marketing practices in marketing field of learning. 
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INTRODUCTION 

Globally, technology has become an important tool to the success of any business. Technological 
advancements reduce costs of information and communication across nations and thereby facilitate global 
sourcing of raw materials and other inputs (Aremu & Saka 2014). Rapid Technological Innovation and 
the Proliferation of transnational organisations are driving the formation of a global economy that 
sometimes conflicts with nationalistic concerns about maintaining corporative advantage and 
competitiveness (Ahearne & Schillewaert, 2015). It is indeed a time of transition for firms and 
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Abstract: The study examined the significant effects of technological environmental factors on tertiary 
students’ retention. The objectives of the study were to determine the effects of social media, speedy 
process, internet connectivity and self-service on students’ retention. The study adopted survey research 
design. Stratified sampling technique was used to select the respondents for the study targeting students 
from University of Nigeria Enugu Campus (UNEC) and Federal Polytechnic, Ado-Ekiti, Nigeria. A 
sample size of 660 was derived from the population of students for 2021/2022 academic session. 
Questionnaire was structured using 6-point Likert scale (Strongly Agree, Agree, Partially Agree, 
Partially Disagree, Disagree and Strongly Disagree) with 20 respondents per department of a total of 
33 (for even distribution). The data were tested using simple percentages while the hypotheses were 
tested using regression analysis with the aid of Statistical Packages for Social Sciences (SPSS). The 
study revealed that significant relationship exist between technological environmental factors and 
students’ retention and also, that amongst the measures of technological environmental factors, social 
media, had the greatest effects on students’ retention. The researchers therefore, recommended that the 
institution should continuously consolidate and initiate fresh windows to promptly provide satisfaction 
to existing students which will subsequently help in acquiring new intakes cum prospects. 
 
Keywords: Social Media, Speedy Process, Internet Connectivity, Self Service and Users Retention. 
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governments alike. Technological environment refers to the state of science and technology in a country 
and related aspects such as rate of technological progress, institutional arrangements for development and 
application of new technology etc (Rajaraman 2017).  
 
Technology consists of not only knowledge and methods required to carry on and improve production and 
distribution of goods and services but also entrepreneurial expertise and professional know-how 
(Abdulsalam, 2016). In an increasingly competitive and result-oriented market, consumers/students’ 
retention is of key importance to firms and institutions (Cepel, 2018). Students’ success is more likely to 
be achieved when students fell personally significant i.e. when students feel recognized as individuals that 
they matter to the institution (Rendon, 2019). The rate of technological change in the marketing 
environment is a significant factor that influences relationship-marketing success. The internet especially 
has been changing so rapidly and has been providing so many advance technologies for doing businesses 
to manage consumers’ retention in an organised and right way (Zineldin, 2020). Therefore, internet 
technology plays a significant role in increasing customer service levels by providing fast responses to 
customers’ needs and affording customers the opportunity to help themselves. The application and non-
usage of technological variables could make or break businesses around the word. Before the advent of 
internet connectivity, students of higher institution find it barely difficult to access materials and do some 
researches. With the advent of technology, some of the delays experienced in writing exams or checking 
results are becoming things of the past. Many organisations/institutions pay less to their staffers owing to 
the fact that customers/students perform some functions themselves that ordinarily would have been paid 
for. Before the integration of social media platform, students engage in a long communication chain 
which subsequently brings about inconveniences.  
 
The research aims to ascertain the significant effect of social media application, speedy process, internet 
connectivity and self- services  on consumers/students’ retention. It will contribute brilliantly to the 
knowledge that makes consumers/students’ retention a tool for technological environmental factors. This 
research work however, shall be relevant to many researchers, government agencies, libraries, institutions 
and other users since it shall cover the applicability of the effect of technological environmental factors on 
customers/students’ retention. This study will lay emphasis on how these variables assists in keeping and 
retaining institutions students/customers. 
 

LITERATURE REVIEW 
Conceptual Review 
Concept of Technology 
Technological development is one of the main factors for a firm’s competitiveness in national and 
international markets. The innovation of technology is a key factor in a firm’s competitiveness; therefore, 
the development of a technological environment can arise through a variety of mechanism (Rajaraman 
2015). Information technology had diverse definition with no standard definition; there it will be defined 
in the view of several scholars. According to Folarin and Hassan (2015) technology was defined as an 
advancement that makes life better and easier by enabling people to perform task faster and efficiently, 
communicate easily and transacts business conveniently. Information technology is a strategic source that 
enables main alterations in competitive behaviour, marketing and customer service (Aremu & Saka, 
2014). 
 
Technological Environment 
Technology is the backbone of running and successful business in modern society. The kind of business 
set up we have today requires an entrepreneur to take note of the ever evolving technology and keep pace 
(Beckeikh & Amara, 2016). According to Suman (2014), technology is the development in the field of 
technology which affects business by new intentions of productions and other improvements in 
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techniques to perform the business work. Those factors which impact the business operations are called 
technological environmental factors. Therefore technological environment refers to the state of science 
and technology in an organisation or an institution and related aspects such as rate of technological 
progress, institutional arrangements for development and application of new technology (Ezeilo, 2014). 
 
The Importance of Technology 
Technology brings skills, knowledge, process, techniques and tools together for solving problems of 
human beings, making their life secure and easier (Slidingmotion.com). Why technology is important 
today is because technology is driving the world and making the world better. The following are some 
reasons that illustrate the fact technology is no longer a want but a need: 
Technology helps improve communication: Nowadays, many companies rely on different applications 
and software for communicating with others.  
Technology improves efficiency: There is no denying the fact technology increases the efficiency of the 
company. The advancements in the world of robotics and applied sciences help businesses facilitate their 
customers.  
Unlimited supply of knowledge: With technology, there is no limit as to what you can achieve and 
accomplish. It provides an endless supply of knowledge and valuable insights.  
Modern tech empowers students to take ownership of their education: Giving students tools to 
actively participate in their learning ensures that the responsibility for learning is not just on teachers.  
Using digital tools can drive down costs long-term: The Higher Education Policy Institute reported that 
using education technology in their learning plans helped save 31% of costs.  
 
Elements of Technological Environment 

1. Social Media: Carr and Hayes (2015) provide an excellent discussion and breakdown of social 
media: Internet-based and persistent channels of mass personal communication facilitating 
perceptions of interactions among users, deriving value primarily from user-generated content. 

 Facebook Evolution: Business communication tool to viable conversion platform – with over 400 
million users, a valuation of greater than $10 billion dollars and the recent title of most travelled 
place on the “internets”, Facebook has become a juggernaut. As a result, businesses are scrambling 
to find their place on this most popular internet platform and have been for the last several years.  

 Twitter: Twitter is one of the top platforms to keep up with the latest trends and conversations. It 
helps you discover which TV shows people are watching, which social media challenges they’re 
trying and more. The benefits of this platform include: 
Gain Valuable Customer Insights:  Twitter sees 6,000 tweets per seconds. This puts into perspective 
how actively people are using it as a conversation platform.  
Deliver Customer Support and Gather Feedback 
Cultivate a Brand Community 

 Instagram: Instagram is a go-to app for sharing lifestyle photos of brunches, sunsets and pets and 
it’s helped breed a new kind of internet star: an influencer/tastemaker. These people have 
hundreds of thousands of followers, and use that clout to make money from brands.  

 WhatsApp: Whatsapp has quickly emerged as the go-to messaging app for over 1.6 billion 
consumers around the globe. It’s a fast, simple and convenient way for family and friends to chat, 
create group texts, share photos and videos, send and receive documents, and engage in private, 
secure conversation anytime, day or nights (Twilio 2021). Whatsapp business allows companies to 
safely and securely message their customers directly within the messaging platform. One advantage 
over SMS is that Whatsapp is tied directly to a single phone number and provides a branded 
business profile rather than a string of digits. Engaging Globally: If your customer base is global, 
know this; as of early 2018,  
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2. Speedy Process: Speedy process is a decrease in the series of actions or structured activities that 
companies use in producing goods/services to customers (Alkadi and Totaro, 2016). Technology 
had helped many businesses to eliminate unwanted processes that delay production of products 
with the use of automations (Intellitrend, 2017). Also, Reijers and Jansen-Vullers (2015) argue 
that initiatives are popular for distributing both physical goods and service. Hence, technology 
enables movement of information to occur immediately without any delay with respect to the in-
process inventory that permit customers to place order. Prior research by Yoon (2019) found that 
adoption of information technology improves business processes, ensures faster delivery to 
customers, thereby, influences customers’ satisfaction and retention. Speedy process has great 
impact on customers’ satisfaction and retention, due to just-in-time services that enable quick 
delivery (Lin, Wu and Chang, 2015). 

 
3. Internet Connectivity: Internet is a global system of connected networks that Consist of millions 

of computers, servers, routers and printers on every network (Webopedia). In Nigeria today, there 
are quite a number of internet network providers; MTN, Airtel, Etisalat, Glo and others. These 
network providers make available data for fast and efficient browsing needs. Although some from 
time to time may have connectivity issues making it impossible for subscribers to enjoy smooth 
browsing experience. Depending also on location, MTN is viewed to be the most efficient owing 
to their reach and large broad band. Therefore, the term Internet Connectivity refers to the way 
people wired up to the Internet and may include dial-up telephone lines, always-on broadband 
connections and wireless devices (Encyclopedia). 

 
(D) Self Service: The system of serving oneself in any form of service oriented outfit. Grant (2017) 
proposed that adopting advanced technology leads to increased information accessibility, which increase 
the speed and effectiveness with which customers can change information into decision. Technology 
enables buyer easy access to product information, provides transaction assurance and solves timely 
problems for business applications. Beldona (2015) explain that, lesser time is required in serving oneself 
or to have permanent access to information like wide product assortments from an e-shop, which will 
likely lead to customer satisfaction and retention. Therefore, customers would naturally stick to the 
internet merchant whose website is easier to surf and who gives them the detailed information.  
 
Customer Retention 
Customer retention refers to a company’s ability to turn customers into repeat buyers and prevent them 
from switching to a competitor. It indicates whether your product and the quality of your service please 
your existing customers (Khatibi 2013). Customer retention strategies are the processes and initiatives 
businesses put in place to build customer loyalty and improve customer lifetime value. According to 
Davis (2014), retaining customers is about more than just transactions – it’s about relationships. Customer 
retention is increasingly being seen as an important managerial issue, especially in the context of 
saturated market or lower growth of the number of new customers. It has also been acknowledged as a 
key objective of relationship marketing, primarily because of its potential in delivering superior 
relationship economics, i.e. it costs less to retain than to acquire new customers.  
 
Benefits of Customer Retention 
Cost Saving: Customer retention is generally more cost-effective than enquiring first-time customers. 
Positive Word of Mouth Marketing: Loyal customers are more likely to tell their friends and family 
about your brand. 
A better bottom line: Increasing retention rates by just 5 percent can increase revenue by 25 percent to 
95 percent. 
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Technological Environment and Customer Retention 
The internet revolution has been cited as the biggest change to hit business since currency replaced barter 
(Reichheld, Hopton & Markey, 2015). According to Reichheld, no new business tool has generated more 
anticipation. The internet revolution has had a major impact on higher education for higher education 
administrators; the tool represents an opportunity to attract more and a different type of student through 
the offering of online education programs. In fact, a recent article in Education and Training states that 
around 86% of regular internet users would like to improve their skills and knowledge through online 
education.  
The intention of users to continue to use the technology of the course is considered one of the main 
determinants of the success of the online mode (Mohammadi, 2015). Technology can help increase 
retention rate in the following ways: 
 Feedback and Pulse Surveys: Many technology solutions allow managers to distribute short and 

regular surveys to get feedback from customers and discover ways the organization can better help 
serve them 

 Better Facilitate Communication: One of the most annoying things for customers is not receiving 
regular and clear communication about the use of the product of service obtained. 

 
Social Media and Customer Retention 
Word of mouth is a powerful tool in retaining business and also in gaining new business. Social Media is 
the modern day extension of this principle. According to Emma, Meakin (2013), brand should see social 
media as an opportunity to create a relationship with consumers. Providing excellent customer service via 
social can help to create a customer for life. Conversely, if done badly it can lead to losing a valuable 
customer.  
 
Self Service (Automation) and Customer Retention 
The fundamental to succeed in an economic world is by pleasing your customer. With the increase in 
competitiveness, product uniqueness is also reducing, bringing everything down to the service you 
provide. Self service is one of the most preferred forms of customer service technologies out there. 
Customers love to feel self-sufficient and empowered. Above all, when a customer independently solves 
their product-based issues, they feel more in control and this cultivates confidence in the brand (Sweta 
Chakraborty, 2021). Creating a self-service system around their preferred channel / device will potentially 
make a difference in the quality of your service. And subsequently, this will make them crave for more. 
 
Internet Connectivity and Customer Retention 
The rate of technological change in the marketing environment is a significant factor that influences 
relationship-marketing success (Szymanski and Hise, 2000). The internet especially has been changing so 
rapidly and has been providing so many advanced technologies for doing businesses to manage customer 
relationships in an organized and right way. Lindh (2015) define internet connectivity “as the 
communication, relationship, interaction and keeping in-touch with customers through e-mails, text 
messaging and social media. There are internal charges in businesses, as well as, in terms of their 
communication with their customers (Karmarkar and Mangal, 2007).  Internet connectivity may lead to 
quicker reply and respond to customers, improved quality of customer communications, increased 
customization and response through e-mails, fax and Social Media. Kumar and Peterson (2009) explain 
that internet connectivity has significant impact on customer satisfaction because customers’ relationships 
are improved with the use of social media resulting in enhanced communications with customers, and 
improved response times.  
 
Speedy Process and Customer Retention 
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Speedy process is a particular course of action intended to achieve a result characterised by speed; 
moving with or capable of moving with high speed (Power thesaurus, 2021). Technology enables 
movement of information to occur immediately, without any delay with respect and have their products 
delivered at their doorsteps. Yoon (2009) states that adoption of technology improves business processes 
and ensures faster delivery to customers, thereby, influences customers’ satisfaction and retention. Speedy 
process has great impact on customers’ services that enable quick delivery (Lin, Wu and Chang, 2011). 
Information technology influences customer satisfaction by reducing transaction time, improving 
operational effectiveness, reducing the running cost and ushering in swift response in service delivery – 
this satisfy customers’ wants and leads to retention. 
 
Conceptual Model 

Figure 2.1: Model of Technological Environmental Factors and Customers/Students’ Retention. 

 
Source: Developed by the Researchers (2022) 
Theoretical Framework 
Technology Acceptance Model 
Technology Acceptance Model has been developed by Davies (1989) as one of the most popular research 
model, to predict the use and acceptance of information systems and technology by individual users. It 
has been studied extensively and verified by numerous researchers who looked at the individual 
technology acceptance behaviour in different information systems constructs. In technology acceptance 
model, two factors are relevant when it comes to computer use behaviour; these are perceived usefulness 
and perceived ease of use. Perceived usefulness as defined by Davis (1989) regards the likely user’s 
subjective probability of their job or life performance would be enhanced by using a specific application 
system. Perceived ease of use commonly denoted as EOU describes the extent to which the eventual user 
experts the target system to be effortless.  
 
The Cognitive Information Processing Model 
The Information Processing (IP) Model, as the name implies, conceptualized human cognition in terms of 
computer functions (Siegler & Alibali, 2004). The person (i.e., computer) has biologically predetermined 
neurological improvements (i.e., hardware upgrades) and learning results in increased knowledge as well 
as enhanced strategies for effective use of knowledge. IP assumes environmental stimuli move along a 
conveyer belt of cognitive processing. First, sensory stimuli register in the appropriate neurological sites. 
Attention to selected stimuli results in further processing which leads to perception. Perception moves the 
now meaningful stimuli (i.e., information) to various levels of memory (i.e., data storage) where 
subsequent processing ensures that it is available when needed.  
All stages of cognitive processing are facilitated by meta-cognition which includes learning strategies and 
monitoring the effectiveness of processes (Solso et al., 2005). This serves as the underpinning theory 
owing to the fact that it has relationship with the independent variables under review. 
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METHODOLOGY 

The study adopted a descriptive research design owing to the fact that the researchers intend to compare 
consumers’ attitudinal responses. The population of the study comprised the entire students of UNEC and 
Federal Poly Ado Ekiti (2021/22 Academic session) which is 35,887 students according to Registry 
Department of the Institutions.  Stratified random sampling technique was used as the sample 660 was 
derived from 33 departments across institutions representing 20 respondents from each department. The 
instrument was structured in two part parts of A and B, the Section A has questions on the demography of 
the respondents while the section B was prepared in a six points Likert Summation rating (6-Strongly 
Agree, 5-Agree, 4-Paartially Agree 3-Partially Disagree, 2-Disagree, 1-Strongly Disagree). The 
respondents were reached through the administration of questionnaire to the 33 departments within the 
institution. The study used Cronbach’s Alpha to test the reliability of the instruments with 36 items 
having 6 for each (for both the independent and dependent variables). The demographics of the 
respondents were analysed with aid of weighted average while the hypotheses formulated were tested and 
analysed using multiple linear regression analysis with the aid of Statistical Package for Social Sciences 
(SPSS v 23). 
 

RESULTS AND DISCUSSIONS 
Correlations 
 SM SP IC SS CR 
SM Pearson Correlation 1 .916** .902** .890** .864** 

Sig. (2-tailed)  .000 .000 .000 .000 
N 660 660 660 660 660 

SP Pearson Correlation .916** 1 .902** .875** .864** 
Sig. (2-tailed) .000  .000 .000 .000 
N 660 660 660 660 660 

IC Pearson Correlation .902** .902** 1 .957** .902** 
Sig. (2-tailed) .000 .000  .000 .000 
N 660 660 660 660 660 

SS Pearson Correlation .890** .875** .957** 1 .947** 
Sig. (2-tailed) .000 .000 .000  .000 
N 660 660 660 660 660 

CR Pearson Correlation .864** .864** .902** .947** 1 
Sig. (2-tailed) .000 .000 .000 .000  
N 660 660 660 660 660 

**. Correlation is significant at the 0.01 level (2-tailed). 
 

The above table indicates that there is an association between the variables. This implies that there is a 
relationship between Social media, Speedy process, Internet connectivity, Self-service and Customer 
retention in UNN and Federal Poly Ado Ekiti. 
 
Hypothesis 1 : There is no effect of social media on customer retention  in UNEC and Federal Poly Ado 
Ekiti. 
Model  Variables Unstandardized Coefficients t-value p-value 

Beta Standard 
Error 

I Constant 0.156 0.033 4.725 0.000 
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Social Media 0.903 0.021 43.957 0.000 
R = 0.864, R-square = 0.746, Adj. R Square = 0.746, F = 1932.242, p=0.000 

Source: Researcher’s Compilation from SPSS 
 
The table above shows the R square with the value of .746% which indicates that 74.6% variation in 
customer retention is caused by social media variable.  Also, the adjusted R square indicates that after 
adjusting the degree of freedom, social media variables can still explain 74.6% variation in customer 
retention.  
 
The F statistic table reveals the overall significance of the model, the probability value of 0.000 which is 
below the level of significance indicate that we reject null hypothesis and conclude that we accept 
alternative hypothesis. The coefficient table reveals social media variable which shows that the variable 
have a positive relationship with customer retention .903, the table further reveals the significance of the 
social media variable which was however used to test the hypotheses of the study. However, the T 
statistic rules states that once the probability value of the variable is greater than 0.05 which is the level of 
significance, we therefore accept null hypothesis and if otherwise, we reject null hypothesis and accept 
alternate hypothesis 
 
Decision Rule: The coefficient table shows that social media with probability value of 0.903 and 0.000 is 
statistically significant which denote that we reject null hypothesis and conclude that there is significant 
relationship between social media and customer retention. 
 
Hypothesis II:: There is no effect of speedy process on customer retention in UNEC and Federal Poly 
Ado Ekiti. 
Model  Variables Unstandardized Coefficients t-value p-value 

Beta Standard 
Error 

II Constant 0.197 0.032 6.111 0.000 
SP 0.859 0.020 43.943 0.000 

R = 0.864, R-square = 0.746, Adj. R Square = 0.745, F = 1930.984, p=0.000 

The table above shows the R square with the value of .746% which indicates that 74.6% variation in 
customer retention is caused by speedy process. Also, the adjusted R square indicates that after adjusting 
the degree of freedom, the explanatory variables can still explain 7.45% variation in customer retention. 
The F statistic table reveals the overall significance of the model, the probability value of 0.000 which is 
below the level of significance indicate that we reject null hypothesis and conclude that we accept 
alternative hypothesis. 
The coefficient table reveals speedy process variable which shows that the variable have a positive 
relationship with customer retention .859, the table further reveals the significance of the speedy process 
variable which was however used to test the hypotheses of the study. However, the T statistic rules states 
that once the probability value of the variable is greater than 0.05 which is the level of significance, we 
therefore accept null hypothesis and if otherwise, we reject null hypothesis and accept alternate 
hypothesis 
 
Decision Rule: The coefficient table shows that speedy process with probability value of 0.859and 0.000 
is statistically significant which denote that we reject null hypothesis and conclude that there is significant 
relationship between speedy process and customer retention. 
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Hypothesis III: There is no effect of internet connectivity on customer retention in UNEC and Federal 
Poly Ado Ekiti 
Model  Variables Unstandardized Coefficients t-value p-value 

Beta Standard 
Error 

III Constant 0.083 0.029 2.900 0.004 
IC 0.949 0.018 53.489 0.000 

R = 0.902, R-square = 0.813, Adj. R Square = 0.813, F =2861.033, p=0.000 

The table above shows the R square with the value of .813% which indicates that 81.3% variation in 
customer retention is caused by internet connectivity. Also, the adjusted R square indicates that after 
adjusting the degree of freedom, the internet connectivity can still explain 81.3% variation in customer 
retention. 
 
The F statistic table reveals the overall significance of the model, the probability value of 0.000 which is 
below the level of significance indicate that we reject null hypothesis and conclude that we accept 
alternative hypothesis. The coefficient table reveals internet connectivity which shows that the variable 
have a positive relationship with customer retention .949, the table further reveals the significance of the 
internet connectivity which was however used to test the hypotheses of the study. However, the T statistic 
rules states that once the probability value of the variable is greater than 0.05 which is the level of 
significance, we therefore accept null hypothesis and if otherwise, we reject null hypothesis and accept 
alternate hypothesis 
 
Decision Rule: The coefficient table shows that internet connectivity with probability value of 0.949 and 
0.000 is statistically significant which denote that we reject null hypothesis and conclude that there is 
significant relationship between internet connectivity and customer retention.  
 
Hypothesis IV: There is no effect of Self service on customer retention in UNEC and Federal Poly Ado 
Ekiti 
Model  Variables Unstandardized Coefficients t-value p-value 

Beta Standard 
Error 

IV Constant 0.040 0.021 1.893 0.059 
SS 0.983 0.013 75.390 0.000 

R = 0.947, R-square = 0.896, Adj. R Square = 0.896, F =5683.699, p=0.000 

The table above shows the R square with the value of .896% which indicates that 89.6% variation in 
customer retention is caused by self-service. Also, the adjusted R square indicates that after adjusting the 
degree of freedom, self-service can still explain 89.6% variation in the customer retention. 
The F statistic table reveals the overall significance of the model, the probability value of 0.000 which is 
below the level of significance indicate that we reject null hypothesis and conclude that we accept 
alternative hypothesis. 
The coefficient table reveals self-service which shows that the variable has a positive relationship with 
customer retention .983 the table further reveals the significance of self-service which was however used 
to test the hypotheses of the study. However, the T statistic rules states that once the probability value of 
the variable is greater than 0.05 which is the level of significance, we therefore accept null hypothesis and 
if otherwise, we reject null hypothesis and accept alternate hypothesis 
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Decision Rule: The coefficient table shows that self-service with probability value of 0.983 and 0.000 is 
statistically significant which denote that we reject null hypothesis and conclude that there is significant 
relationship between self-service and customer retention. 

 
CONCLUSION AND RECOMMENDATIONS 

Conclusion 
Based on the findings discussed above, assumption can be drawn related to the mindset and experience of 
the students currently on campus. From the forgone discussions, observed findings and analysis, we 
confidentially conclude that there is significant effect between technology environmental factors and 
students’ retention in the population of total number students of UNEC and Federal Poly Ado Ekiti for 
2021/2022 academic session. Furthermore, there is a strong positive correlation between the criterion and 
predictor variables. Social Media, Speedy Process, Internet Connectivity and Self Service significantly 
have effects on students’ retention in the context of the study. 
 
Recommendations 
Based on the findings and conclusion of this study, the following recommendations are provided: 
1. The institutions should continuously be innovative with new ways and strategies to continuously 

provide satisfaction to existing students which will subsequently help in acquiring prospects. 
2. For further research, it is recommended to be more critical in selecting factors that might affect 

students’ retention and different sampling techniques might be used to emphasize its accuracy and 
validity. 

3. The institutions should therefore seek to build a suitable platform where course materials are being 
delivered to the students for convenience and preparation ahead of the classroom presentation. 

4. There should pay attention on the methods and applications that increases information delivery. 
5. They should focus on factors that enhance convenience in registration, information updates and data 

presentation for prospective students to register and make payment at their comfort zones. 
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1.1 Introduction 

The discuss of the Central Bank of Nigerian (CBN) governor and the Federal Governments 
monetary policy of Naira redesign has hit the media space with arguments for and against the 
move. Some analysis hinting on the financial cost associated with the printing, and logistics of 
getting the money to the 774 local governments when we are borrowing to fund our budget 
(Edeh, 2022). Others supporting the move as a means of cubing the hording of cash by 
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Abstract: The discuss of the Central Bank of Nigerian (CBN) governor and the Federal Governments monetary 
policy of Naira redesign has hit the media space with arguments for and against the move. Less has been discussed 
about its impact on every day business within the context of Rivers state. Hence this study tried investigating the 
marketing implication of the policy of Naira redesign on businesses in Port Harcourt. In order to do this, the study 
utilized a quantitative research design method under which the cross sectional survey method of distributing copies 
of questionnaire to the respondents was adopted. The population for this study includes 7,149 businesses in Rivers 
state as identified in Business List (https://www.businesslist.com.ng/state/rivers). Using Taro Yamen formula, the 
study generated a sample of 378 from  the target population, and conveniently selected this sample from businesses 
around Port Harcourt. Out of 378 copies of questionnaire distributed, 367 were valid and were used for the 
analysis. The study tested the earlier stated hypotheses using spearman rank correlation coefficient. Based on the 
analysis conducted, the study found out that Naira redesign will make money available for business transactions, 
and the availability of money will encourage consumers’ patronage of goods and services offered by businesses, 
the increase in patronage will result to sales growth and customers ease of patronage encourages business 
profitability. Base on the findings, the study concludes that the monetary policy of Naira redesign will encourage 
better marketing performance in terms of increasing sales growth and profitability in Port Harcourt. Hence the 
study recommends the faithful implementation of the policy since there are inherent gains in the redesigning of the 
Naira bank notes, secondly the need for a lot of public enlightenment on the Naira redesign. 

Keywords: Marketing Performance. Monetary Policy. Naira Redesign. Availability of Cash. Profitability. Sales 
Growth 
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politicians against 2023 election that is to come (Itsibor, 2022). This study is aimed at 
investigating the impact the Naira redesign will have on the marketing performance of 
businesses within the context of Rivers State in Nigeria. 

The economy of every well-established society thrives when businesses can operate smoothly, 
with the government giving an enabling environment which encourages healthy business 
competition and growth. This is because these businesses both Small and Medium-scale 
Enterprises (SME) and large corporations contributes to the coffers of the state where they carry 
out their marketing activities through payment of taxes which enables the government of the day 
to embark on offering dividends of democracy to the people. Also for business to thrive depends 
on when the customers have disposable incomes at hand to spend and patronize these businesses. 
Hence it is paramount for the government to intervene when the economic situation of its 
jurisdiction is in disarray, which will discourage consumers spending power and will in turn 
affect the businesses operations and government’s generation of funds from these establishments. 
This is because customer engagement is very vital for business survival because it enables them 
to recoup return on investment and profit (Nwachukwu & Origbo, 2022). 

One major way which a government can intervene to help businesses transact smoothly with 
customers and build its economy is through monetary policies. That is why Hayes (2022) asserts 
that when it is about influencing the outcome of macroeconomic activities; governments have 
normally relied on one of two basic strategies of monetary or fiscal policy. According to him, 
monetary policy could be seen as the central banks management of the supply of money and 
interest rates (Hayes, 2022). Monetary policy according to the Investopedia Team (2022) 
is executed by a particular central bank in order to sustain a level economy while keeping 
unemployment low, protecting the currency value maintaining economic growth. 

 

The Nigerian economy over the past years after the covid 19 pandemic crisis have been faced 
with great economic depression coupled with issues of insecurity and reckless corruption 
practices by most government officials which has reduced the availability of funds for doing 
business, thereby hampering and causing most businesses to disinvest and close down, causing 
more hardship and sorrows to the citizens. With the incoming election of 2023, several 
politicians and government officials in Nigeria have hoarded the Naira note for campaigns and 
vote buying against the February 2023 election to be held in Nigeria. This has aided in starving 
businesses off money to operate with, and consumers not having enough cash to spend on their 
daily physiological needs. Central bank in order to aid economic growth as well as stimulate 
economies out of recession periods uses monetary policy tools (Hayes, 2022). Hence, due to the 
shortage of money supply caused by hoarding of naira notes by politician for campaign purposes, 
the CBN governor in collaboration with the federal government has planned to redesign the 
Naira currency notes in circulation in order to encourage the injection of fund back into the 
banking system. 
 

President Buhari on Wednesday evening in London, UK, after having a meeting with King 
Charles III at Buckingham palace, said that the commencement of the Naira redesign will surely 
go on and will take care of the hoarding of banknotes by members of the public with over 80% 
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of currency in circulation outside the vaults of commercial banks (Busari, 2022). Itsibor (2022) 
asserts that beyond the main goal of fighting counterfeiting and the financial industry 
sustainability, redesigning most naira notes would help INEC in monitoring the funding of 
campaigns and restricting the incidence of vote buying which has become a menace to Nigeria’s 
electoral system. Against this backdrop, the study tries to investigate the impact the monetary 
policy of Naira redesign will have on marketing performance of businesses in Port Harcourt. 
 

1.2 Aim of The Study 
The aim of the study was to investigate if the monetary policy of Naira redesign will encourage 
the availability of cash for consumers to patronize businesses and how this act will  impacts on 
the marketing performance of these businesses in Port Harcourt, Rivers state. 
While the specific objectives include: 

i. To evaluate the extent monetary policy of Naira redesign improves sales growth of 
businesses in Port Harcourt, Rivers state. 
 

ii. To evaluate the extent monetary policy of Naira redesign affects profitability of businesses 
in Port Harcourt, Rivers state. 

 
 

1.3 Research Question 
1. To what extent does monetary policy of Naira redesign improves sales growth of 

businesses in Port Harcourt, Rivers state? 
 

2. To what extent does monetary policy of Naira redesign influences profitability of 
businesses in Port Harcourt, Rivers state? 

 

1.4 Research Hypotheses 
Ho1: There is no significant relationship between monetary policy of Naira redesign and sales 

growth of businesses in Port Harcourt, Rivers state. 
 

Ho1: There is no significant relationship between monetary policy of Naira redesign and 
profitability of businesses in Port Harcourt, Rivers state. 

 

2.0  Review of Relevant Literature 

2.1 Theoretical Foundation 

The theoretical underpinning to this research study is the Keynesian theory of monetary policy. 
In the views of the Keynesian, monetary policy plays a crucial role in influencing economic 
activities of a given society. The theory argues that a change in monetary policy of the supply of 
money can permanently change some variables such as aggregate demand, interest rate, level of 
employment, level of income, and output (Jhinghan, 2016). Keynesian went further in believing 
that expansionary monetary policy generates an increase in the availability of the supply of 
loanable funds through the deposit money banking system, leading to the fall of interest rates. 
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Hassan and Ahmad (2022) asserts that with lower rates of interest, other variables such as 
aggregate expenditures on investment, manufacturing sector and interest-sensitive consumption 
goods usually increase, whereby making the real GDP to rise.  
 
2.2 Conceptual Review 

2.2.1 Concept of Monetary Policy 

A given society and its leadership are guided by several policies in different aspects which 
includes the monetary policy. The investopedia Team (2022) defined monetary policy as a set of 
tools utilized by the Central bank of a nation in controlling the overall money supply and 
promoting growth in the economy while employing strategies such as revising interest rates and 
changing bank reserve requirements. Hassan and Ahmad (2022) defined it as a conscious attempt 
by the monetary authorities to influence the cost, availability, and quantity of money credit for 
the purpose of achieving anticipated macroeconomic objectives. Monetary policy can also be 
seen as the macroeconomic policy put forward by the central bank which involves the 
management of the supply of money and interest rate and is the demand side economic policy 
used by the government of a country to achieve macroeconomic objectives like inflation, 
consumption, growth and liquidity (The Economic Times, 2022). 
 
The Naira Redesign Case 
The Naira note according to Osadebe (2022) was redesigned to address the issue of individuals 
who have made currency fraud their main source of income, hidden money they have stolen, for 
instance, would either find a way to change it by taking the money out or would not need it given 
the change in the value of the Naira. In Nigeria, there has been an increase in economic hardship 
for greater percentage of the Nigerian citizens. The National Bureau of Statistics (NBS) on the 
17th of November 2022 said that 133 million (63%) Nigerians are suffering from high level of 
poverty, with children constituting more than half of poor people in the country (Komolafe et 
al., 2022). They argued that two (2) out of every three (3) Nigerians are very poor 
and  experiences just over one-quarter of all possible deprivations in terms of  education, health, 
living standards, work and shocks (Komolafe et al., 2022). This poverty level is heightened by 
politicians and other government officials hording the Naira notes, storing them away in GP 
tanks, ware houses, buried in hidden bunkers and etcetera so that the stacked away cash cannot 
be traced to their account for money laundry and other criminal charges since it is not in a bank 
account that can be traced. At November 4th 2022, Sahara Reporters reported that the operatives 
of the Economic and Financial Crimes Commission (EFCC) have uncovered billions of Naira in 
cash stashed in various houses of some serving governors in Port Harcourt, Abuja and Kano 
(Sahara Reporters, 2022).  
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Fig 1: Stolen Money Stanched at home 
Source: Nwannekanma, 2018 
 These tides of looting and stashing away money if not stemmed will sink Nigeria the more down 
the drain. Nigeria has been listed as the world poverty capital according to World Bank data 
(Alikor, 2022). And the greedy government officials are still struggling to impoverish the states 
the more. To stop the hording of Naira notes, the CBN governor in collaboration with the federal 
government has planned to redesign the Naira currency notes in circulation in order to encourage 
the injection of fund back into the banking system. President Buhari on Wednesday evening in 
London, UK, after having a meeting with King Charles III at Buckingham palace, said that the 
commencement of the Naira redesign will surely go on and will take care of the hoarding of 
banknotes by members of the public with over 80% of currency in circulation outside the vaults 
of commercial banks (Busari, 2022).  
 

The Central Bank governor Godwin Emefiele in Abuja told journalist that the Naira redesign was 
informed by mostly concern over the significant hording of bank notes by some members of the 
public, and statistics has shown that over 80% of the currency in circulation were outside the 
commercial bank vaults, which has fueled illicit financial flow within the economy (Edeh, 2022). 
Itsibor (2022) argued that this monetary policy of redesigning the Naira note is also aimed at 
encouraging INEC in monitoring the funding of campaigns and restricting the incidence of vote 
buying which has become a menace to Nigeria’s electoral system. But most financial analysts 
see the redesign as a distraction and a move that will plunge Nigeria even into more challenges.  

 

Debates for and Against Naira Redesign 

The policy of Naira note redesign has elicited serious debate amongst Lawyers, Economists, and 
other policy experts. Several of them hold the view that this policy change holds no significant 
economic benefits for the people, and is a distraction in the midst of serious economic crises 
buffeting (Amadi & Opatola, 2022). For instance, Dr. Muda Yusuf, Ex-DG of Lagos Chamber of 
Commerce and Industry argued that there will be lots of queues in the banking hall which will 
create inconveniences for people mostly the elderly and the unbanked that does not have banks 
in their localities. Yusuf did not see the Naira redesign as going to have a positive impact on the 
monetary policy, because it will impose lots of costs on the economy (printing N3.3 trillion 
currency notes), not to think of the logistics of such money to 774 local governments when we 
are borrowing to fund our budget. He urged the CBN to concentrate on the recent downgrading 
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of Nigerian economy by Moody to B3 rating from B2 which he said was not healthy for the 
economy (Edeh, 2022). The Minister of Finance disowned the policy while appearing before the 
National Assembly, slamming it as valueless in fiscal and monetary terms; while the President 
still reaffirmed his approval of the policy and its benefits, as a tool to control inflation and fight 
corruption (Amadi & Opatola, 2022). For Uwoghiren (2022) he argued that nothing best 
illustrates the tumbling precarious financial situation of this country. as the egregious decision of 
government to redesign our currency notes, amidst our unflattering image as a funny country 
where corrupt people often adopt the language of reform to confuse decision makers, donor 
agencies and poor helpless citizens. Ejikonye (2022) asserts that antagonists of the policy argue 
that it will further depreciate the value of our already battered Naira, and exacerbate the 
excruciating inflationary trend that has continued to impoverish the mass of our citizenry. He 
went ahead to state that their argument is that the policy would trigger a mad rush for foreign 
currencies and thereby, further deplete the value of our local currency, and increase the already 
biting rate of inflation to which the mass of ordinary Nigerians has been subjected. 
 
On the opposing corner, Nigerians who support this CBN monetary policy initiative argue that it 
is only those Nigerians who kept their money outside the banking system that must have cause to 
worry (Ejikonye, 2022). They will be the ones that would have the need to rush to offload this 
excess cash, which will trigger the potential of huge amounts of the Naira chasing after the 
Dollar. The supporters of the CBN move query the rationale behind the inclination of some 
Nigerians to stash large amounts of our currency outside the banking system, in the face of a 
contemporary global push towards cashless transactions. This group point to the statistics which 
shows that over 80% of our currency is buried inside the private vaults of our public servants, 
politicians, drug barons and other criminal elements who will do everything possible to prevent 
the eagle eyes of security agencies from prying into their ill-gotten wealth (Ejikonye, 2022). 
 
The two main aim of the naira redesign was to curb counterfeiting and hording of the Naira 
notes, and these will be explained below. 
 

Curbing Counterfeiting 

Amadi and Opatola (2022) argued that it is agreed that redesigning currencies could curb 
counterfeiting, especially where the existing design is much worn out and its security can be 
easily bypassed. The CBN in its most recent report, 2020 Currency Report, states that a  total of 
67,265 pieces of counterfeit notes with a nominal value of N56.83 million was confiscated in 
2020, indicating a 20.80% decrease in volume and 12.18% decrease in value, compared with 
84,934 pieces valued at N64.71 million in 2019 (Amadi & Opatola, 2022). 

 

Cubing Hording of Money against Election 

One of the main reasons given by CBN governor on the naira redesign policy is to curb the 
hording of cash. Ojo (2022) states that at the end of September 2022, available data at the CBN 
indicate that N2.73 trillion out of the N3.23 trillion currencies in circulation was outside the 
vaults of Commercial Banks across the country; and supposedly held by the public. But in the 
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views of  Amadi and Opatola (2022), those with the capacity to hoard such huge amounts are the 
political class, who also have had the ability to convert it to Dollars; the conversion argument 
further makes the claim of the CBN Governor, that a redesign in currency will hamper ransom 
payment, not altogether convincing. They went ahead to assert that Naira redesign in itself will 
not remedy rising inflation in this country, especially given the fact that this policy has no way to 
appreciate the value of Naira in the real sense, and could actually increase inflation, as those with 
loads of Naira unlawfully acquired could launder them through luxury purchases, or forex 
transactions that could inflate the economy (Amadi & Opatola, 2022). Against this view, Ojo 
(2022) opines that CBN believes that the redesign of the currency will help deepen our drive to 
entrench a cashless economy, as it will be complemented by increased minting of our eNaira. 
This will further rein in the currency outside the banking system into the banking system, thereby 
making monetary policy more efficacious.  
. 
In the view of Uwoghiren (2022), nobody is hoarding our increasingly useless Naira; Nigerians 
are simply putting their hopes in foreign currencies, and changing their Naira to same, which 
reflects the depleted cash bases of our commercial banks, the costly route of currency redesign 
won’t change nor address the deluge now loading. With all these assertions, it’s important to 
investigate the impact the Naira redesign monetary policy will have on the marketing 
performance of businesses which is key to economic growth of any society. 

 

2.2.2 Concept of Marketing Performance 

The term marketing according to American Marketing Association is an organizational function 
and a set of processes for creating, communicating, and delivering value to customers and for 
managing customer relationships in ways that benefit the organization and its stakeholders.  
Several authors have defined marketing in various ways. Cronje, et al (2007) define marketing as 
consisting of management tasks and decisions directed at successfully meeting opportunities and 
threats in a dynamic environment, by effectively developing and transferring a need-satisfying 
market offering to consumers, in such a way that the objectives of the business, the consumer 
and society will be achieved. On the account of Perreault and McCarthy (2016), they opined that 
marketing is about the analysis of the consumers’ needs for a given product, deciding the range 
of need for this product, determining amount of interests for now and the future, and providing 
access to the product. 

'Marketing is so basic that it cannot be considered as separate function. It is the whole business 
seen from the point of view of its final result, that is, from the customer's point of view'. -  Peter 
Drucker. Marketing is indeed an ancient art; it has been practiced in one form or the other, since 
the days of Adam and Eve. Today, it has become the most vital function in the world of business. 
Marketing activities ensures transaction takes place between the consumers and the business 
which generates return on investment and profitability. When marketing efforts are well 
executed, it brings about increase in sales volume which is termed sales growth. It is all about the 
transaction marketing creates between the customers and the business, and for this transaction to 
take place consumers need to have disposable income to be able to conveniently patronize 
business offerings. It is this transaction that creates economic activities which leads to a healthy 
economy. At the forefront is the availability of money to spend on goods and services. Hence the 



International Academy Journal of Management, Marketing & Entrepreneurial Studies 

                                          arcnjournals@gmail.com                                                             198 
 
 

hording of money by Nigerian politicians and people in position of power disrupts smooth flow 
of marketing transactions between businesses and customers. 
 
Talking about sales growth and profitability brings us to the issues of measuring marketing 
performance. Several measures have been used to measure marketing performance, but in this 
study we measured marketing performance using sales growth and profitability. 
 

Sales Growth 

Sales is one of the driving functions of an organization, and sales representatives and regional 
managers offers products and services to customers and helps close deals that generates the firms 
revenue (Austin, 2021). Joseph (2021) asserts that businesses typically depend upon the 
performance of their sales people to generate the revenue needed to survive. Sales are activities 
related to selling or number of goods sold in a given target time period. The delivery of services 
for a cost is also considered a sale. The seller or the provider of the goods or services completes a 
sale in response to an acquisition, appropriation, requisition or a direct interaction with the buyer 
at the point of sales. 

The term sales growth could be seen as a measure of the change in revenue over a fixed time 
period (sisense, n.d.).  Sales growth according to Klipfolio (n.d.) is a metric which measures 
the capability of a firm’s sales team in increasing revenue over a fixed period of time. This 
definition is in line with that of Bhasin (2018) who defined sales growth as the parameter utilized 
in measuring the performance of a sales team in increasing the revenue over a given time period. 
If “sales” is seen as the heartbeat of a business, then sales growth is the heart rate monitor – 
which indicates if the revenue goals are on track (sisense, n.d.).  

Profitability 

Profit is usually what is left after all the costs have been removed from the accrued revenue from 
sales. Therefore, profit is a controllable factor to the extent that management can control his 
revenue through price on one hand and through costs on the other hand. Low level of marketing 
profitability in Nigeria would not be unexpected given the rates at which costs rise (Mautz, 
2012). Profit, of course, represents the balance from revenue after all costs has been 
deducted. Profitability is ability of a company to use its resources to generate revenues in excess 
of its expenses. In other words, this is a company’s capability of generating profits from its 
operations. Business profits mostly come from the customers whose patronage generates income 
and return on investment. That is why Nwachukwu et al. (2022) argued that customer patronage 
is what every business lives for because with it comes return on investment and profitability 
which helps drive the business to attain growth and expansion in its industry.  
 

2.3 Empirical Review 

Tabak et al. (2010) investigated financial stability and monetary policy using the feasibility 
generalized least square (FGLS) estimation technique, and found out that there is a significant 
and positive association between monetary policy and assets quality. 
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Osmond et al. (2015) investigated the effect of monetary policy on manufacturing in Nigeria 
utilizing an annual database from 1981 to 2012. The study adopting the Johansen cointegration 
test and error correction model (ECM), the findings showed that the supply of money and credit 
to the private sector has a significant positive impact on the Nigerian manufacturing sector. 
 
Udor et al. (2018) investigated the impact of monetary policy on the growth of SMEs in Nigeria. 
And adopted an ex post facto research design, and the Error Correction Model (ECM) was used 
in the analysis of the time series data, and also the Johansen co-integration approach was 
employed to test for the long-run relationship among the series. The study found out that there is 
a slight significant effect between interest rate (INR) and growth of SMEs in Nigeria. 

 
Osakwe et al. (2019) evaluated the effect of monetary policy on the performance of the 
manufacturing sector in Nigeria. Using the Autoregressive Distributive Lag (ARDL) model, the 
research found that monetary policy exacts a significant positive impact on the manufacturing 
sector output in Nigeria.  
 
Gimba et al. (2020) examined the effect of monetary policy on the financial performance of 
listed deposit money banks in Nigeria from 2006 to 2018. The study adopted the ex-post-facto 
research design. Using Panel time series, the study found that monetary policy has a significant 
positive impact on the performance of listed deposit money banks. 
 
Mbabazize et al. (2020) investigated the influence of monetary policy on the profitability of 
commercial banks in Uganda by utilizing an annual set of data from 2010 to 2018. The study 
adopted the System Generalized Method of Moments (GMM) model and found out that the 
lending rate has a significant positive effect on the profitability of the banking sector while 
inflation has a significant negative effect on the banks’ performance. 
 
Uju and Ogochukwu, (2021) investigated the effect of monetary policy on industrial growth in 
Nigeria utilizing an annual time series dataset from1986 to 2019. Adopting the Ordinary Least 
Square (OLS) regression, the study discovered that cash reserve and open market operation have 
a significant positive impact on industrial growth, while monetary policy rate has a significant 
negative effect on industrial sector growth. 
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Table 2.1: Summary of Empirical Review 
S/N Author (s) Title of Work Instruments for Testing Findings 
1. Tabak et al. 

(2010) 
Financial stability and 
monetary policy: The case 
of Brazil. 

The feasibility 
generalized least square 
(FGLS) estimation 
technique. 

Found out that there is a significant and 
positive association between monetary 
policy and assets quality. 

2 Osmond et 
al. (2015) 

The effect of monetary 
policy on manufacturing 
in Nigeria, 

Adopting the Johansen 
cointegration test and 
error correction model 
(ECM). 

The findings showed that the supply of 
money and credit to the private sector 
has a significant positive impact on the 
Nigerian manufacturing sector. 
 

3. Udor et al. 
(2018) 

Monetary policy and 
growth of small and 
medium enterprises in 
Nigeria. 

Ex post facto research 
design, and the Error 
Correction Model 
(ECM), Johansen co-
integration approach. 

The study found out that there is a 
slight significant effect between interest 
rate (INR) and growth of SMEs in 
Nigeria. 

4. Osakwe et 
al. (2019) 

The effect of monetary 
policy on the performance 
of the manufacturing 
sector in Nigeria. 

Used the 
Autoregressive 
Distributive Lag 
(ARDL) model. 

The research found that monetary 
policy exacts a significant positive 
impact on the manufacturing sector 
output in Nigeria. 

5. Gimba et 
al. (2020) 
 
 
 
  

The effect of monetary 
policy on the financial 
performance of listed 
deposit money banks in 
Nigeria from 2006 to 
2018. 

Utilized Panel time 
series. 

The study found that monetary policy 
has a significant positive impact on the 
performance of listed deposit money 
banks. 
 

6. Mbabazize 
et al. 
(2020) 

The influence of monetary 
policy on the profitability 
of commercial banks in 
Uganda. 

The study adopted the 
System Generalized 
Method of Moments 
(GMM) model. 

Found out that the lending rate has a 
significant positive effect on the 
profitability of the banking sector while 
inflation has a significant negative 
effect on the banks’ performance. 
 

7. Uju and 
Ogochukw
u, (2021) 

the effect of monetary 
policy on industrial 
growth in Nigeria. 

The Ordinary Least 
Square (OLS) 
regression. 

The study discovered that cash reserve 
and open market operation have a 
significant positive impact on industrial 
growth, while monetary policy rate has 
a significant negative effect on 
industrial sector growth. 

Source: Review of empirical literatures 
Based on these findings, the study hypotheses that: 
Ho1: There is no significant relationship between monetary policy of Naira redesign and sales 

growth of businesses in Port Harcourt, Rivers state. 
 

Ho1: There is no significant relationship between monetary policy of Naira redesign and 
profitability of businesses in Port Harcourt, Rivers state. 
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2.4 Operational Framework 

 

 

 

 

Fig 2: Operational Framework of Monetary Policy of Naira Redesign and Marketing Performance of Businesses in 
Rivers State 

Source: From Empirical literature Review 

 

3.0 Research Methodology 

In order to investigate the impact the policy of Naira redesign will have on the marketing 
performance of business in Rivers state, the study adopted the quantitative research design under 
which the cross sectional survey method of distributing copies of questionnaire to the 
respondents were utilized. The population for this study includes 7,149 businesses in Rivers state 
as identified in Business List (https://www.businesslist.com.ng/state/rivers). Using Taro Yamen 
formula, the study generated a sample of 378 from the population, and conveniently selected this 
sample from businesses around Port Harcourt. A copy of questionnaire was administered to each 
of the business manager or supervisor out of which 367 was valid and was used for the analysis.  
 
                Table 3.1: Questionnaire Administration and Responses 

 Number Involved Percentage (%) 
Total Distribution 378 100% 
Useful Copies Returned 367 97% 
Discarded Reponses 7 2% 
Lost in Transit 4 1% 

 Source: Field Survey, 2022. 

From Table 3.1 we were meant to understand that 378 copies of the questionnaire were 
distributed amongst the respondents, out of which 367 (97%) copies returned were considered 
useful. Due to obvious mistakes and incomplete responses, 7 copies accounting for 2% were 
dropped, while 4 copies representing 1% could not be retrieved due to misplacement and other 
reasons given by the respondents. Therefore, the total response rate that formed the basis of our 
analysis was 367 representing 97%. 

 

4.0 Data Analysis and Results 

This section discussed the key research questions and how they were addressed in the 
questionnaire. 

 

Monetary Policy 
of Naira Redesign 

Marketing 
Performance 

Sales 
Growth 

Profitability 
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4.1 Demographic Analysis 

Question 1: What is your gender?                        

Table 4.1: Frequencies on Gender of Respondents 

Gender 

 Frequency Percent Valid Percent 
Cumulative 

Percent 
Valid Female 95 25.9 25.9 25.9 

Male 272 74.1 74.1 100.0 
Total 367 100.0 100.0  

    Source: Field Survey, 2022 
 

 
 
       Figure 4.1 – Bar Chat showing frequencies for Gender 

 
 

 
        Figure 4.2 – Pie Chart showing frequencies for Gender 

 
From the analysis in table 4.1 above, we can see that 95 (or 25.9%) of the respondents are female 
while 272(or 74.1%) of them are male. 

 



International Academy Journal of Management, Marketing & Entrepreneurial Studies 

                                          arcnjournals@gmail.com                                                             203 
 
 

  Question 2: In which of these brackets does your age fall? 

Table 4.2: Frequencies on Age Bracket of Respondents 

Age Bracket 

 Frequency Percent Valid Percent 
Cumulative 

Percent 
Valid 20 - 30 years 61 16.6 16.6 16.6 

31 - 40 years 185 50.4 50.4 67.0 
41 years & Above 121 33.0 33.0 100.0 
Total 367 100.0 100.0  

 Source: Field Survey, 2022. 

 
             Figure 4.3 – Bar Chat showing frequencies for Age Bracket 

 

 
              Figure 4.4 – Pie Chart showing frequencies for Age Bracket 

Reports from table 4.2 on the analysis of age bracket of the respondents reveals that 61(or 
16.61%) are within the range of 20-30 years, 185 (or 50.4%) are within the age range of 31-40 
years; 121 (or 33.0%) are within 41 & Above years.. 
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  Question 3: In which of these brackets does your Position in the Business fall? 

Table 4.3: Frequencies on Respondents’ Position in the Business 

 

 
Position in the Business 

 Frequency Percent Valid Percent 
Cumulative 

Percent 
Valid supervisor 71 19.3 19.3 19.3 

Manager 186 50.7 50.7 70.0 
Owner of the Business 110 30.0 30.0 100.0 
Total 367 100.0 100.0  

Source: Field Survey, 2022. 
 

 
 Figure 4.5 – Bar Chat showing frequencies for Occupation 

 
 
            Figure 4.6 – Pie Chart showing frequencies for Occupation 

From Table 4.3, it shows that 71 (or 19.3%) of the respondents are supervisors; 186 (or 50.7%) 
of the respondents are managers; 110(or 30.0%) are owners of the business. 
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            Table 4.4: Summary of Demographic Analysis 

S/N Variables Frequency Percentage (%) 
1. Gender   

 Male 272 74.1 

 Female 95 25.9 

 Total 367 100.0 
    
2 Age Bracket   
 20 - 30 years 61 16.6 
 31 - 40 years 185 50.4 
 41 & Above 121 33.0 
 Total 367 100.0 
    
3. Position in the Business   
 supervisor 71 19.3 
 Manager 186 50.7 
 Owner of the Business 110 30.0 
 Total 367 100.0 
    

Source: SPSS 25.0 Output (Based on 2022 Field Survey). 

Table 4.4 summarized the demographic tables evaluated above. This summary is made for easy 
understanding of the study demographic analysis. 

 

4.2 Main Research Questions on the Questionnaire 

4.2.1 To what extent does monetary policy of Naira redesign improves sales growth of 
businesses in Port Harcourt, Rivers state? 

 
The research question number one was addressed by question 4, 5, and 6 in the main research 
questionnaire. First it was asked to find out if the Naira redesign will make money available for 
business transactions. Secondly, the questionnaire asked the extent availability of money 
encourages consumers’ patronage of goods and services offered by businesses. Lastly, how often 
increase in patronage results to sales growth. The table of the responses for these three questions 
is analyzed below. 
 

Question 4 from the main Questionnaire: Does Naira redesign make money available for 
business transactions? 

Table 4.5: Evaluating the Frequency of if Naira redesign make money available for business 
transactions 

Response Frequency Percent 
Cumulative 

Percent 
Does Naira redesign 
make money available 
for business 
transactions? 

Yes 335 91.3 91.3 
No 32 8.7 100.0 
Total 367 100.0 

 

    Source: Field Survey, 2022 
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From the analysis of 4.5, it is clear that a greater percentage (335 or 91.3%) of the respondents 
admitted to Naira redesign making money available for business transactions, while just few (32 
or 8.7%) chose that it does not. 

Question 5: To what extent does availability of money encourages consumers’ patronage of 
goods and services offered by businesses?  

Table 4.6: Evaluating the Frequency of the Extent Availability of Money Encourages Consumers’ 
Patronage of Goods and Services Offered By Businesses 

Response Frequency Percent 
Cumulative 

Percent 
 To what extent does 
availability of money 
encourages consumers’ 
patronage of goods and 
services offered by 
businesses? 

Great Extent 142 38.7 38.7 
An Extent 193 52.6 91.3 
Sometimes 17 4.6 95.9 
Not at all 15 4.1 100.0 
Total 367 100.0  

    Source: Field Survey, 2022 

The analysis in table 4.6 above reveals respondents’ response on the extent availability of money 
encourages consumers’ patronage of goods and services offered by businesses. 142 (or 38.7%) of 
the respondents selected “Great Extent”, 193 (or 52.6%) of them chose “An Extent”, 17 (or 
4.6%) chose “Sometime”, while 15 (4.1%) chose “not at all”. This proves that majority of the 
respondents agrees that to an extent availability of money encourages consumers’ patronage of 
goods and services offered by businesses. 

 

Question 6: How often does increase in patronage results to sales growth?  

Table 4.7: Evaluating the Frequency of How Often Increase in Patronage Results to Sales Growth 

Response Frequency Percent 
Cumulative 

Percent 
How often does increase 
in patronage results to 
sales growth? 

Very Often 147 40.1 40.1 
Often 188 51.2 91.3 
Sometimes 18 4.9 95.9 
Not at all 14 3.8 100.0 
Total 367 100.0  

    Source: Field Survey, 2022 

Table 4.7 analysis above shows that 147(40.1%) respondent agreed that “Very Often” increase in 
patronage results to sales growth. 188(51.2%) selected that it “Often” results to sales growth, 
18(4.9%) subscribed to “Sometimes”, while 14(3.8%) selected “Not at all”. From the analysis 
result, it means that when there is an increase in patronage due to money in speculation, it results 
to sales growth.  
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4.2.2 To what extent does monetary policy of Naira redesign influence profitability of 
businesses in Port Harcourt, Rivers state? 

 

This question was addressed by two questions in the questionnaire (question 7 & 8 respectively). 
Question 7 is on the extent customers ease of patronage encourages business profitability. While 
question 8 is to find out if business accessibility of funds enables profitable business 
transactions. 
 

Question 7: To what extent does customers ease of patronage encourages business profitability?            

Table 4.8: Evaluating the Frequency of the Extent Customers Ease of Patronage Encourages Business 
Profitability 

Response Frequency Percent 
Cumulative 

Percent 
 To what extent does 
customers ease of 
patronage encourages 
business profitability? 

Great Extent 131 35.7 35.7 
An Extent 210 57.2 92.9 
Sometimes 15 4.1 97.0 
Not at all 11 3.0 100.0 
Total 367 100.0  

    Source: Field Survey, 2022 

Table 4.8 shows the frequencies on the extent to which customers ease of patronage encourages 
business profitability. The frequencies showed that 131(35.7%) of the respondent agreed that to a 
“Great Extent” customers ease of patronage encourages business profitability. 210(57.2%) chose 
to “An Extent”, 15(4.1%) chose “Sometimes”, while 11(3.0%) selected “Not at all”. The findings 
shows that majority of the respondents chose to “An Extent” that customers ease of patronage 
encourages business profitability. 
 

Question 8: To what extent does business accessibility of funds enables profitable business 
transactions?  
Table 4.9: Evaluating the Frequency for the Extent Business Accessibility of Funds Enables Profitable 

Business Transactions 

Response Frequency Percent 
Cumulative 

Percent 
  To what extent does 

business accessibility of 
funds enables profitable 
business transactions?  

Great Extent 199 54.2 37.1 
An Extent 136 37.1 91.3 
Sometimes 22 6.0 95.9 
Not at all 10 2.7 98.6 
Total 367 100.0  

   Source: Field Survey, 2022 

Table 4.9 analyses above shows that 199 (54.2%) respondent agreed that to a “Great Extent” 
business accessibility of funds enables profitable business transactions, while 136 (37.1%) agrees 
to “An Extent”, 22 (6.0%) chose “Sometimes”, while 10(2.7%) selected “Not at all”. This 
signifies that business accessibility of funds to a great extent enables profitable business 
transactions.  
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4.3 Test of Hypotheses  

Table 4.10: Strength and direction of relationship between variables 
Range of r values Description 

± 0.80 to 1.00 
± 0.60 to 0.79 
± 0.40 to 0.59 
± 0.20 to 0.39 
± 0.00 to 0.19 

Very High 
High 
Moderate 
Weak 
Very Weak 

Source: Nwana (1992) 
Decision Rule 

Reject the null hypothesis (H0) and accept its alternative (Ha) if p-value < 0.05 for 2 – tailed test 
and conclude that significant relationship exists. 

Test of Hypothesis 1 

Ho1: There is no significant relationship between monetary policy of Naira redesign and sales 
growth of businesses in Port Harcourt, Rivers state. 

 

Ha1: There is a significant relationship between monetary policy of Naira redesign and sales 
growth of businesses in Port Harcourt, Rivers state. 

Table 4.11: Correlation between Monetary Policy of Naira Redesign and Sales Growth 

 Naira Redesign Sales Growth 
Spearman's rho Naira Redesign Correlation Coefficient 1.000 .894** 

Sig. (2-tailed) . .000 
N 367 367 

Sales Growth Correlation Coefficient .894** 1.000 
Sig. (2-tailed) .000 . 
N 367 367 

**. Correlation is significant at the 0.05 level (2-tailed). 

 Source: SPSS Output, 2022 

Table 4.11 above indicates the result of Spearman rank order correlation coefficients value with 
(rho = 0.894 at P-v = 0.000 < 0.05%). This result showed that there is a very strong positive and 
significant relationship between monetary policy of Naira redesign and sales growth of 
businesses in Port Harcourt, Rivers state. Therefore, we reject null hypothesis one (Ho1) which 
states that there no significant relationship between monetary policy of Naira redesign and sales 
growth of businesses in Port Harcourt, Rivers state; and accept alternate hypothesis one (Ha1). 

Test of Hypothesis 2 

Ho2: There is no significant relationship between monetary policy of Naira redesign and 
profitability of businesses in Port Harcourt, Rivers state. 
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Ha2: There is a significant relationship between monetary policy of Naira redesign and 
profitability of businesses in Port Harcourt, Rivers state. 

 

Table 4.12: Correlations between Naira Redesign and Building of Profitability 
 Naira Redesign Profitability 
Spearman's rho Naira Redesign Correlation Coefficient 1.000 .793** 

Sig. (2-tailed) . .000 
N 367 367 

Profitability Correlation Coefficient .793** 1.000 
Sig. (2-tailed) .000 . 
N 367 367 

**. Correlation is significant at the 0.05 level (2-tailed). 

Source: SPSS Output, 2022 
Table 4.12 illustrates the result for the test on the relationship between monetary policy of Naira 
redesign and profitability of businesses in Port Harcourt, Rivers state. The relationship is 
revealed to be significant with a rho = 0.793 and p = 0.000. The result indicates that a strong 
level of relationship exist between monetary policy of Naira redesign and profitability. Hence we 
reject null hypothesis two (Ho2) which states that there is no significant relationship between 
monetary policy of Naira redesign and profitability of businesses in Port Harcourt, Rivers state; 
and accept alternate hypothesis two (Ha2). 
 

5.0  Discussion of Findings 

The study tested two hypotheses using the Spearman Rank correlation coefficient, and the results 
of the test are discussed below in comparison with extant literatures. 

Monetary Policy of Naira Redesign and Sales Growth  

The objective of hypothesis one was to ascertain if a relationship exists or not between monetary 
policy of Naira redesign and sales growth of businesses in Port Harcourt, Rivers state. Monetary 
policy of Naira redesign was discovered to have a significant positive relationship with sales 
growth of businesses. This finding was generated from the outcome of the statistical test of 
hypotheses Ho1 which shows that monetary policy of Naira redesign attracts a significant positive 
correlation coefficient (r = 0.894, p-value < 0.05). Meaning that, with the monetary policy of 
Naira redesign, there will be money in circulation for customers to patronize businesses which 
will lead to sales growth. The findings of monetary policy having a significant impact on sales 
growth is in tandem with the study done by Udor et al. (2018) on the impact of monetary policy 
on the growth of small and medium  enterprises in Nigeria which found a slight significant 
impact between interest rate (INR) and growth of SMEs in Nigeria.  

 

Monetary Policy of Naira Redesign and Profitability  

Hypothesis two tested to ascertain if a relationship exists or not between monetary policy of 
Naira redesign and profitability of businesses in Port Harcourt, Rivers state. It was discovered 
that monetary policy of Naira redesign have a significant positive relationship with profitability 
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of businesses as shown in the outcome of the statistical test of hypotheses Ho2 which shows that 
monetary policy of Naira redesign attracts a significant positive correlation coefficient (r = 
0.793, p-value < 0.05). Meaning that, with the monetary policy of Naira redesign and the 
increased patronage by customers due to money in circulation, businesses activities in Port 
Harcourt and Rivers state will be profitable. This is in line with the findings of Borio et al. 
(2015) who investigated the influence of monetary policy on bank profitability and found a 
positive relationship between interest rate and profitability of banks. 
 

Conclusion and Recommendations  
From the empirical analysis conducted, the study concludes that the monetary policy of Naira 
redesign will encourage better marketing performance in terms of increasing sales growth and 
profitability in Port Harcourt, Rivers state. This is because the fear of losing money stashed away 
by greedy politicians and the CBN bench mark of not depositing more than 50 million naira for 
old accounts and 5 million for new accounts will drive them to invest the money and spread it 
among their community members and friends which will in turn create availability of cash in the 
system for spending. Hence the study recommends: 
 
1. The faithful implementation of the policy since there is inherent gains in the redesigning 

of the Naira bank notes. 
2. There’s need for a lot of public enlightenment on the Naira redesign. 
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