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Abstract 
This research work is centers on the role of marketing strategy on firms operation with an 

exceptional focus on Nigeria Brewery, Benin City. The general objectives of the investigation 

were to analyze marketing strategy roles on firms operations. The researcher made use of 

survey research design and both primary and secondary data were collected while the result 

was analyzed using simple percentage. This finding led to the fact that marketing strategy 

possesses certain variables that can help a firm to achieve its marketing objectives and these 

elements if properly applied enhances sales, customers’ loyalty and retention. The outcomes 

certified that those factors which are product, promotion, place and price were clearly the 

joint indicators for firms operation. Finally it was concluded that if a firm can understand and 

adopt the concept of marketing strategy, it will definitely record a greater success than failure 

and will compete very effectively than those elements of marketing such as product planning, 

segmentation, pricing, distribution channel and other promotional tools which should be 

critically look into so that the firm can achieve a competitive advantage over other contestant. 
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The term marketing continues to be mystery to those who created it and even to those who 

sponsor it. This is because of the diverse definition which has been given to marketing by different 

authors. According to Kotler (2007), “marketing is a social and managerial process by which 

individuals and group obtain what they need and want through creating and exchanging products and 

services with each other”. 

Marketing is generally considered as the process by which companies create value customers 

and build a strong customer relationship in order to capture value from customers in return (Cavusgil 

and Zou, 2009). Firms who often understand what marketing actually means will think for a better 

way of reaching and gaining a good share of the marketing by using a certain strategy which depends 

on how the organization visualize marketing to be. A strategy on the other hand is a firm game plan 

for competition and survival in a turbulent environment. 

There are several marketing strategies that can take any firms or organization from nothing to 

success when it is well applied into the business. Going into a new business climate and finding a 

customer is hard but equipped with innovative idea and proven techniques, financial sales market 

personnel can become extremely successful (Kisaka, 2012). Research has shown that the performance 

of an organization is dependent on its operational strategies. For example when we look into the 
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activities of the banking industries one will discover that some banks are performing better than the 

other and this is confirmed to be the result of their marketing strategies. 

In reality, the major aim of every firm and organization is to make more money if it can 

satisfy its customer need more than the competitors. Therefore the real problem of every firm is not 

the product but the marketing of the product. If well agreed that strategic marketing is necessary for 

better performance every organization will grow higher. Going by this idea, the researcher has 

thought it right to carry out further studies on the effect of marketing strategy on the activities of firms 

operation. 

 

Statement of the Problem 

The success of every firms hinge on how best they can meet up with their customers but many 

business organization this days have failed to identify the precise needs of their customers/clients and 

deciding on how best to handle their products and services so as to satisfy the wants of both 

prospective buyers and sellers (as represented by clients/customers). 

Many of the firms have failed to discover and recognize the role played by advertising and other 

promotion tools such as persuasion in organization performance. Furthermore, the concept of 

marketing segmentation is yet to be adopted by many business organizations also they lack the 

knowledge of good marketing research and marketing distribution channels.  

 

Research Questions 

1. How does a good product planning affect the quality of a firm product? 

2. How can quality advertising affect the purchasing behavior of the customers? 

3. What is the effect of sales promotion strategy on firms‟ operational performance? 

 

Objectives of the Study 

The general objectives of this study are anchored on the role of marketing strategy on firms 

operation and the specific objectives are as follows: 

1. To identify how a good product planning can affect the quality of a firm product. 

2. To ascertain the role of market segmentation and other promotional tools on customers choice 

3. To find out the effect of sales promotion strategy on the operational performance of firms. 

 

Review of Related Literature 

Marketing Strategy 

There are numerous definitions of marketing strategy in the literature and such definition 

reflects different perspective (Liet and Calantone, 2009). However the general outcome is that 

marketing strategy provides the avenue for utilizing the resources of an organization in order to 

achieve its set goals and objectives. Marketing strategy is defined as in a given marketing area, the 

proper allocation of resources to support enterprises to win competitive advantages. Goi (2005) define 

marketing strategy as the sets of marketing tools that firms use to pursue their marketing objectives in 

the target market; the view was earlier review by Gronroos and Osuagwu, 2007). Therefore, the 

function of marketing strategy is to determine the nature, strength, direction and the interaction 

between the marketing mix elements and the environmental factors in a particular situation. 
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Awomoyela, Oyeniyi and Ola, (2013) The aim of the development of organizational marketing 

strategy development is to establish, build, defend and maintain its competitive advantage 

Kotler (2007) saw marketing strategy as the approach that the business unit will use to 

achieve its objectives. These include product, pricing, distribution, marketing, segmentation, 

marketing communication, labeling, personal selling etc.  

From the above definition, it is obvious that without a good marketing strategy, no business 

can survive because the basic of the success are the marketing strategy elements. For firm to strive 

successfully it must have a good products, the price of the product must be such that buyers are 

willing and be able to pay. The goods and services must get to the consumers; the public must have 

awareness of the product and be convinced to buy them. The different categories of buyer must be 

known and served accordingly, there must be sound knowledge and information of the market and 

competitors activities and the product must have some unique characteristics that differentiate them 

from others.   

Also marketing strategy can be defined as a plan by a company to differentiate itself 

positively from its competitors, using its relative strength to better satisfy customer needs in a given 

environment (Jain, 2014). Marketing strategies entails the set of actions designed to achieve 

competitive advantage and achieve better than average results by intelligent and fact-based selection 

among alternative leading to such advantage (Shane, 2008). 

Philosophers of Strategic marketing believed that, business success result from well articulated, 

continuous response to the environment and insight adaptation business.  

Marketing strategy is enveloped with the following marketing mix elements like product, 

price, promotion and distribution (place), marketing segmentation, marketing control and marketing 

audit.   

 

Product Planning Strategy 

Kotler and Armstrong (2009) define a product as anything that can be offered to a market for 

attention, acquisition, use, or consumption that might satisfy a want or need. They further define a 

consumer product as the product bought by the final consumer for personal consumption. Consumers 

buy products frequently, with careful planning, and by comparing brands based on price, quality and 

style. Borden, (2007) sees a product as about quality, design, features, brand name and sizes. 

Mohammad, Wang and Sunaya (2012) also say that product is the physical appearance of the product, 

packaging, and labeling Information, which can also influence whether consumers notice a product in-

store, examine it, and purchase it. Past researchers have clearly suggested that product influences have 

a significant impact on business performance (Kazem and Heijden, 2007; Kemppainen, Vepsalainen 

and Tinnila, (2008); Ogunmokun and Esther, (2007), Awomoyela, et al, (2013). In marketing, the 

product is an important element of the marketing mix. It determines whether the organization will 

survives or dies. To develop the 'right' product is not an easy task because of the diverse nature of 

consumer needs and behaviour. The goods or services which people buy at any given time are 

determined by their immediate needs and other external reasons. Kotler (2007) defined a product as 

anything that can be offered to a market for attention, acquisition or consumption; it includes physical 

objects, services, personality, places, organizations and ideas. Under the traditional approach, a 

product is seen as the entire bundle of utility that is offered by a marketer to the market place. This 
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bundle contains a potential for satisfaction that comes in part from a tangible, objective feature of the 

product. Satisfaction is also derived from the intangible, subjective features of a product. This 

accounts for why some people may prefer to buy higher priced goods than their cheaper counterparts. 

By usage, the products may serve the same purpose but this is not enough for a pride consumer. 

Products can also be viewed from the angle of the benefits they offer, in fact, markets are divided into 

segments on the basis of benefits which reflect the needs and wants of each segment. A marketer must 

always try to identify the primary and secondary benefits his product is likely to offer to the 

consumers and convert them into unique selling proposition (USP). 

 

Promotion Strategy 

Zeitham (2009) describes promotion as part of specific effort to encourage customers to tell 

others about their services. Borden, (2007) defines promotion as sales promotion, advertising, 

personal selling, public relations and direct marketing. Kotler, (2007) discovers that Promotions have 

become a critical factor in the product marketing mix which consists of the specific blend of 

advertising, personal selling, sales promotion, public relations and direct marketing tools that the 

company uses to pursue its advertising and marketing objective. Previous researches (Amine and 

Cavusgil, (2011) have established significant relationship between promotion and business 

performance. 

 

Advertising  

Advertising can be broadly defined as any form of paid strategic communication by an 

identified sponsor that aims at informing and/or persuading receivers about an advertising object (e.g., 

product, service, brand, organization, or idea), and traditionally it is conveyed via purchased time or 

space in mass media (Thorson & Rodgers, 2012). According to (Fennis & Stroebe, 2010), Tellis, 

(2004), Advertising has many important societal functions in facilitating competition between firms 

because it enables them to communicate efficiently with consumers and thus to compete for their 

attention and preferences. Moreover, it is a yardstick to the funding of mass media in many media 

systems, and the advertising industry is an important employer. 

 

Firm`s Operational Performance  
Verboncu and Zalman (2005) proposed that performance is a particular result obtained in 

management, economics and marketing that gives characteristics of competitiveness, efficiency and 

effectiveness to the organization and its structural and procedural components. The performance can 

be determined by Profitability, Market shares, Sales volume. 

 

Profitability 

Profitability means ability to make profit from all the business activities of an organization, 

company, firm, or an enterprise. It shows how efficiently the management can make profit by using 

all the resources available in the market. According to Harward and Upton (2000) “profitability is the 

„the ability of a given investment to earn a return from its use.” 
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Market Share 

This is a percentage of total sales volume in a market captured by a brand, product or 

company. It is said to be the key indicator of market competitiveness that is how well a firm is doing 

against the competitors. Firms with market share below a certain level may not be viable. Similarly a 

firm product line market shares trends for individual product are considered as early indicator for 

future opportunities or problem (Farris, Neil, Philip, David (2010)     

 

Sales Volume  

This is the quantity or number of product sold or services provided by a company in a 

particular period of time. Sales volume can be seen as the volume of goods sold in number or quantity 

of units during the normal operation.  

 

Empirical Review  
Maina (2016) establishes that the right marketing mix strategies enable organizations to 

pursue their marketing objectives in the target markets and therefore achieve the organizational 

objectives. Application of the right marketing mix also ensures provision of the right product, at the 

right price, in the right place thus, ensures that resources are efficiently and effectively utilized. This 

study sought to determine marketing mix strategies applied by Kenol Kobil Ltd. and to determine the 

relationship between the marketing mix strategies and performance of Kenol Kobil Ltd. This study 

was based on two theories, that is, resource based theory and Competence based strategy theory. The 

research design was a case study, as it focused on marketing mix strategies in Kenol Kobil Ltd. The 

researcher used primary data for this study. The primary data was collected via personal interview 

with an interview guide. Since the data was qualitative in nature, content analysis was used to 

evaluate the response, draw conclusions and to derive recommendations. The study concludes that 

Kenol Kobil Ltd. offers variety of products and services which are specific to the demands and tastes 

of specific customers. They include petroleum products such as aviation fuels, motor fuels, and 

liquefied petroleum gas, lubricants, industrial oils and other specialist oils. The study concludes that in 

terms of prices, the Kenol Kobil Ltd. normally posts same prices in the retail segment. The study also 

concludes that Kenol Kobil Ltd. uses three distribution strategies whereby, products for commercial 

activities are directly supplied to the customers, products. Moreover, the study concludes that Kenol 

Kobil Ltd. uses integrated marketing communications strategy as its major promotion strategy which 

is designed to make all aspects of marketing communication such as advertising. The study 

recommends that the marketing mix strategies adopted by Kenol Kobil Ltd. should be more 

emphasized in order to have greater influence on performance. In addition to price leadership strategy, 

formula based pricing strategy and fixed pricing strategy on retail stations, the firm can also have 

psychological pricing strategy in various market segments. 

 

Research Methodology 

For this work the researcher adopted descriptive survey design. The population of this study 

comprised of staff of Nigeria Brewery in Benin City which are; one hundred and twenty staff and 

eighty non staff which was drawned from the Company thus, the population was two hundred (200) 

which was selected equally from the organization. From the population of 200 a workable sample zise 

Marketing Strategy and Its Roles on Firm Operational Performance (A Case Study of Nigeria Brewery, 

Benin City)  
 



6 
 

Multidisciplinary Journal of Research Development, Volume 30 No 1, November, 2020 -ISSN 1596-974X 

of 100 was determined using Taro Yamani formula. The sample size was being dully chosen with the 

belief that, it assisted in ascertaining the evaluation of the role of marketing strategy on the firm 

operational performance. 

 

Data Analysis 

The data from the questionnaire distributed were received and analyze as follows: 

 

Table 4.1: Correlation Matrix of Reward System and Employee Performance 
 Product 

Planning 

Advertising Sales  

Promotion 

Firms’ 

Operational 

Performance 

Product Planning Pearson correlation             1    

Sig. (2-tailed)     

N 100    

Advertising Pearson correlation .411
**

                  1   

Sig. (2-tailed) .000    

N 100 100   

Sales Promotion Pearson correlation .364
**

 .529
**

                   1                  

Sig. (2-tailed) .000 .000   

N 100 100 100  

Firms’ Operational 

Performance 

Pearson correlation .228
**

 .332
**

 .831
**

                  1           

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

N 100 100 100 100 
**

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

From the above table 4.1, it indicated positive correlation coefficients of the indicators of firms‟ 

operational performance, an indication that they are good measures of marketing strategy.  

The variable being product planning correlated positively with firms‟ operational performance, (r= 

.228**, 0.01), with advertising (r= .332**, 0.01), with sales promotion (r= .831**, 0.01)  

 

Table 4.2: Model Summary 

Model  R  R
2 
 Adjusted R2  Std. Error of the 

Estimate  

1  0.623a  0.388 0.356 0.478  

a. Predictors:  (Constant), product planning, advertising and sales promotion 

b. Dependent Variable: firms’ operational performance 

Source: Research Data (2020) 

From table 4.2, the Adjusted R
2
 reported .356 (35.6%) of the change in firms‟ operational 

performance is explained by product planning, advertising and sales promotion 
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Table 4.3: Regression Analysis of Marketing Strategy and firms’ operational performance 
                                                                 Coefficients

a 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

T Sig. B Std. Error Beta 

1 (Constant) 2.433 .267  3.230 .456 

Product planning .234 .053 .321 1.276 .000 

Advertising .228 .077 .304 3.157 .000 

Sales promotion .236 .076 .233 6.754 .000 

      

a. Dependent Variable: firms‟ operational performance 

Source: Analysis of field Survey, 2020 

Table 4.3 above reported the regression analysis result for marketing strategy and firms‟ operational 

performance. The table exhibited that Product planning which is the first variable has positive effect 

on firms‟ operational performance (ß = .321, P<0.01).  It reported that Advertising which is the 

second variable has positive effect on firms‟ operational performance (ß = .304, P<0.01). It was 

reported that Sales promotion which is the third variable has positive effect on firms‟ operational 

performance (ß = .233, P<0.01).  

 

Discussion of Findings   

Product Planning and Firms’ Operational Performance 

This finding is consistent with Mohammad, Wang; and Sunaya. (2012) also say that product is the 

physical appearance of the product, packaging, and labeling Information, which can also influence 

whether consumers notice a product in-store, examine it, and purchase it.  

 

Advertising and Firms’ Operational Performance 
The findings of the study is in line with Shimp, (2007) stated that advertisements place a specific 

brand in the short list of a consumer‟s mind, the customer will answer with the most advertised known 

brands that they are aware of, advertisements are not only to increase sales of products and service but 

to enrich the brand with symbolic values. 

 

Sales Promotion and Firms’ Operational Performance  
For a firm to attract, excel and retain customers it must put in place some customers attraction 

strategies which should include sales promotional strategies to endear the product/brand and it‟s 

quality to the market segment at a competitive price. A targeted promotional strategy has the capacity 

to increased market share, profits and brand awareness of any firm. Sales promotion is an initiative 

undertaken by organizations to promote sales, usage or trial of a product or service (i.e initiations that 

are not covered by other elements of the marketing communication/promotional mix). It is an 

important component of a firm overall marketing strategy along with advertising, public relations, and 

personal selling (Schiffman and Kanuk, 2004). Sale promotion acts as a competitive weapon by 
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providing an extra incentive for the target audience to purchase or support one brand over another. It 

is particularly effective in spurring product trial and unplanned purchases (Aderemi, 2003). 

 

Conclusion 

Based on the result of this study, there was a proof that many firms will like to adopt product planning 

strategy, because the adoption of product planning strategy will give a positive significant effect on 

the sales performance of firms. Product planning strategies help to achieve business goals such as 

going into new market, selling more to existing customers or having a competitive advantage against 

competitors.  

The study also emphasis that pricing strategies has a significant effects on the sales performance of 

every firm because pricing a firm product too low or too high will definitely have a great 

consequences on sales. Pricing strategies gives a firm the flexibility of setting its prices to win new 

customer or to maintain prices and increases the profit margin.  

Further, it was emphasis that promotional strategies have a very positive effect on the operational 

performance of firms. The study proved that the adoption of promotional strategy help the firm to 

keep customers informed of what they have to offer, it also inform clients and customers on both the 

price and where to get the products. 

Consequently it emphasis that place strategy has a positive significant on the operation of firms 

because a known based marketing help to eliminate barriers to sales. Once a customer has an access to 

a business firm, the firm has the opportunity of persuading them. 

Finally, it was discovered that marketing segmentation contribute immensely to the service of 

customers and their loyalty. It is therefore paramount to give attention to them.   

 

Recommendations 

Going by the study of the analysis, great attention should be paid to product planning strategy because 

it will help to provide a frame work of producing a new and quality product because the customer 

don‟t just want to buy for buying sake but buy to get satisfaction. 

Promotional strategies should be developed and adhere to strictly by the firm and consumers should 

be made to be aware of the products that they are purchasing 

The market should be divided into segments because no single producers will be able to provide to the 

entire customer effectively, efficiently and at once. 

Firms should continually undertake pricing strategy because this will have a positive impact on the 

sales of the firm. A successful pricing strategy will increase revenue and profitability. Existing 

marketing strategy should be introduced in connection with a critical analysis of the market 

characteristic. In conclusion, innovation of ideas and product improvement should be allowed. 
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