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Abstract

IWU CHUX GERVASE, OSAKWE CHRISTIAN NEDU, AJAYI JOSEPH OMOTOSHO. 2015. 
Exploring the Eff ects of Brand Promotion and Brand Image Perception on Business Outcomes 
of Small-sized Agribusiness Firms.  Acta Universitatis Agriculturae et Silviculturae Mendelianae Brunensis, 
63(5): 1661–1669.

To date there is hardly any empirical evidence in academic literature that branding, particularly 
brand promotion and brand image perception, plays any signifi cant role in the performance of 
small-sized agribusiness, especially those in the Sub-Saharan (SSA) region. This study was triggered 
by the need to fi ll this vacuum. Survey data were collected from small-sized agribusiness fi rms 
in one of the SSA economic ‘powerhouses’, which is Nigeria. Employing a contemporary research 
technique, specifi cally the Consistent Partial Least Square Structural Equation Modeling (denoted 
as PLSc), the study found that both brand promotion and brand image perception are instrumental 
for enhancing the organizational performance of small agribusinesses. In sum, the fi ndings lend 
empirical support to the extant literature on brand promotion and brand image perception as 
precursors to the performance of fi rms regardless of a its size and business location. The implications 
of study, limitation and future research directions are further highlighted in the concluding section 
of the paper.

Keywords: branding, brand promotion, brand image perception, Nigeria, organizational performance, 
small-sized agribusiness, SSA

INTRODUCTION
In the developing world, especially in the 

Sub-Saharan Africa (SSA herea� er) region, the 
agricultural sector serves as the major backbone of 
the economy (Tomšík et al., 2015; UNIDO, 2011). It is 
also interesting to know that a majority of the fi rms 
operating in the agribusiness sector of the world’s 
economy could be categorically described as 
a blend of micro and small-sized agribusiness fi rms 
(UNIDO, 2011). As a matter of fact, studies have 
shown that agribusiness (agricultural) led growth 
has the highest potential of reducing poverty levels 
in the SSA region (see Fig. 1). 

Meanwhile, in Africa’s largest economy, Nigeria, 
the contribution of micro, small to mid-sized 
agribusinesses as a whole to the country’s GDP from 
the perspectives of the agricultural sector is currently 
estimated to be 42.02 percent (see National Bureau 
of Statistics, 2015). Agreed that several small-sized 
agribusinesses in SSA are faced with the challenges 
of obtaining aff ordable credit facilities coupled with 
other institutional challenges (see UNIDO, 2011; 
The Financial Times Limited/This is Africa, 2013). 
On the other hand, there is little or no empirical 
evidence on whether the development of marketing 
competency or more specifi cally, the adoption 

brought to you by COREView metadata, citation and similar papers at core.ac.uk

provided by Institutional repository of Tomas Bata University Library

https://core.ac.uk/display/43638912?utm_source=pdf&utm_medium=banner&utm_campaign=pdf-decoration-v1


1662 Chux Gervase Iwu, Christian Nedu Osakwe, Joseph Omotosho Ajayi

of certain marketing concepts such as branding 
could be one of the pathways through which small-
sized agribusiness fi rms could unlock marketing 
opportunities in spite of the hostile business 
environments that permeate the SSA region likewise 
several developing regions of the world. 

The branding concept is obviously one of 
the viable pathways that small businesses, especially 
small-sized agribusiness fi rms could adopt in order 
to survive and grow to their ‘full’ market potential 
amid an increasingly volatile business environment 
(Boomsma and Arnoldus, 2008; Hanf and Kuhl, 
2005; Minten et al., 2013). While it is true that a brand 
or the branding process could be best described 
as a multidimensional marketing construct 
(Kapferer, 2008; de Chernatony and Dall’Olmo 
Riley, 1998), the major essence of branding per se, 
is to distinguish an entity (e.g., a fi rm), product and/
or service from the rest of the competition (Aaker, 
1996; Urde et al., 2013; Osakwe et al., 2015a). Without 
doubt, branding is a multidimensional construct 
that consists of numerous dimensions such as 
brand promotion, brand orientation, customer-
based brand equity (e.g., brand image perception), 
employee branding, and marketplace brand equity, 
among others. Therefore, in order for us to present 
a fi ne-grained empirical analysis of the role of 
the branding concept to small-sized agribusinesses, 
we focus our attention on two pertinent branding 
dimensions, that is, brand promotion and brand 
image perception of small-sized agribusiness fi rms; 
albeit based on the perspectives of the decision-
makers of these agribusinesses. 

The study focused on small-sized agribusinesses 
since these agricultural enterprises are key to the 
socioeconomic empowerment of the majority of 
people living in the rural communities and peri-
urban centres of SSA countries (see UNIDO, 
2011). To this end, this study attempted to 
explore the structural interrelationships among 
brand promotion, brand image perception, 
and organizational performance of small-sized 

agribusiness fi rms in SSA’s most populous and 
‘infl uential’ economy, Nigeria. Thus, the motivation 
behind this study is to fi ll the vacuum in 
the academic literature given that most studies to 
date lack any empirical evidence on the signifi cant  
role that branding, particularly brand promotion 
and brand image perception play in the performance 
of small-sized agribusinesses, especially those in 
developing world such as the SSA region.

Against this background, and importantly based 
on the fragmented information in existing studies 
(see Hanf and Kuhl, 2005; International Institute for 
Environment and Development/Sustainable Food 
Lab, 2012; Minten et al., 2013; Roucan-Kane and 
Peake, 2007) about the critical role that branding 
could play in upgrading the performance outcomes 
of fi rms in the agribusiness sector; this leads us to 
propose the following research questions:
RQ1.  To what extent does the intensity of 

brand promotion infl uence a small-sized 
agribusiness fi rm’s brand image perception?

RQ2.  To what extent do brand promotion and 
brand image perception of a small-sized 
agribusiness fi rm infl uence its organizational 
performance (e.g., customer loyalty, satis fac-
tion with fi nancial performance)?

RQ3.  To what extent does the customer loyalty of 
a small-sized agribusiness fi rm relate to 
the fi rm’s satisfaction with its fi nancial 
performance?

Likewise, the aforementioned research questions 
could be reformulated as hypotheses thus:
H1.  A signifi cant positive relationship exists 

between brand promotion and brand image 
perception of a small-sized agribusiness fi rm.

H2a.  A signifi cant positive relationship exists 
between brand promotion and a small-sized 
agribusiness fi rm’s customer loyalty.

H2b.  A signifi cant positive relationship exists 
between brand promotion and a small-sized 
agribusiness fi rm’s satisfaction with fi nancial 
performance.

 
1: Poverty reduction and agricultural growth*
*Note: Percentage change in national poverty rate resulting from a 1 percent increase 
in total GDP growth rate, 2012
Source: International Food Policy Research Institute, IFPRI, 2012 (as cited 
in The Financial Times Limited/This is Africa, 2013)
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H2c.  A signifi cant positive relationship exists 
between brand image perception and a small-
sized agribusiness fi rm’s customer loyalty.

H2d.  A signifi cant positive relationship exists 
between brand image perception and a small-
sized agribusiness fi rm’s satisfaction with 
fi nancial performance.

H3.  A signifi cant positive relationship exists 
between customer loyalty and a small-sized 
agribusiness fi rm’s satisfaction with fi nancial 
performance.

To reiterate, the main goal of this study was to 
explore empirically the eff ects of brand promotion 
and brand image perception on the performance 
outcomes of small-sized agribusinesses in the 
context of SSA region. Since this article could at 
best be described as an exploratory study, we only 
focus on depicting the structural relationships 
amongst the selected variables through the use of 
a parsimonious model (see Fig. 2) with one or two 
items to capture the corresponding constructs 
in the model. This perhaps might appear to be 
‘too simplistic’, but it sure provides a strong basis 
for more rigorous measures and/or approaches 
that could be developed and debated upon in 
future studies. By and large, the use of single item 
constructs or measures is well-established in the 
empirical literature, particularly its extensive usage 
in so�  modeling approach (e.g. Partial Least Squares 
Structural Equation Modeling –PLS-SEM) by social 
scientists (see Ashok et al., 2014; Baumgarth and 
Schmidt, 2010; Petrescu, 2013; Santos-Cumplido 
and Linan, 2007).

First and foremost, the outcomes of the study 
could help shape further academic discourse in 
this topical area of research that has remained 
unexplored, especially in the context of 
agribusinesses in the SSA region. Besides, the 
fi ndings are expected to provide insights into 
the manner through which small agribusinesses 
can improve their overall brand competitiveness 

and performance measures in a hostile business 
environment.

This paper is structured as follows. First, we 
describe in detail the research methods/materials in 
the ensuing section. Second, we present the results 
of the analysis together with a concise discussion 
of the results in one of the subsequent sections. We 
wrap up the paper by presenting our concluding 
remarks while pointing out the implications of 
the study, limitations and directions for further 
research.

MATERIALS AND METHODS
In this section of the article, we articulate all 

the steps and techniques taken to accomplish the 
research objective through addressing the research 
questions/scientifi c hypotheses.

Research Setting, Sample Objects 
and Relevant Sources

As reported earlier, the study was conducted in 
one of SSA’s countries, precisely in the Southwestern 
part of Nigeria. By means of a structured 
questionnaire, a cross-sectional fi eld survey was 
carried out amongst small-sized agribusiness fi rms 
between the months of December, 2014 to February, 
2015. Although a total number of 89 small-sized 
agribusinesses participated in the study, two of 
the returned questionnaires did not have any 
form of identifi cation which led to their removal 
from the collection. Thus, 87 small agribusinesses 
served as the eff ective number of valid responses. 
The key informants in the study were business 
owners, CEOs/MDs, and managers of these fi rms. 
For the purpose of clarity, we defi ned small-sized 
agribusiness fi rm in line with the World Bank’s 
classifi cation of micro, small and medium-sized 
enterprises (see Osakwe et al., 2015b), specifi cally, 
a small-sized agribusiness fi rm is an agribusiness 
that is manned by 10 to 49 staff . About 55 percent of 
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2: Research Model in SmartPLS Window
Source: Own work
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the fi rms had been in the agribusiness sector for at 
least seven years while the rest of the fi rm has spent 
between one to six years in the sector. Surprisingly, 
a majority of the small-sized fi rms stated that most 
of their employees had at least a higher national 
diploma qualifi cation. It is important to state 
that apart from using primary data for this study, 
we consulted ‘widely’ in the academic literature 
through the use of relevant secondary sources such 
as textbooks, working papers, articles, and online 
databases. By and large, we would like to stress that 
the study’s sample size exceeds the ‘ten times’ rule 
of thumb that is commonly reported in empirical 
literature, especially studies dealing with regression 
analysis of which our proposed research technique 
is a higher-order member of the ‘regression family’ 
(see Peng and Lai, 2012).

Survey Instrument
More specifi cally, the measurement items in the 

structured questionnaire that were used to elicit 
salient responses from the key informants in the 
study were o� en as the case in most academic 
research obtained from previous studies with the 
exception of one construct that was developed 
for the purpose of the study. Stated diff erently, in 
order to ensure face validity of the constructs in the 
research model, we adopted most of the items that 
were used in measuring the constructs from the 
extant literature. The refl ective measures for brand 
image perception, organizational performance (i.e., 
customer loyalty and satisfaction with the fi rm’s 
fi nancial position/performance) were either 
obtained or slightly modifi ed from Eggers et al. 
(2013) and Wu et al. (2003), respectively. These three 
refl ective measures were operationalized using 
a single-item construct (for reasons for using single-
item constructs, we refer you once more to Petrescu, 
2013; Ringle et al., 2014, p. 7). 

The single-item measuring brand image 
perception was originally stated in the questionnaire 
as – “We are perceived as ‘real’” while the single-
item measuring customer loyalty was stated as – 
“Within the last two years, our company has been 
quite successful at retaining most of our existing/
new customers”. The item measuring satisfaction 
with the fi rm fi nancial position/performance 
construct was stated as – “In the last two years, we 
have become more satisfi ed with our company’s 
fi nancial position”. These two latter measures (i.e., 
the two organizational performance constructs) 
could be conceived of being ‘proxy’ lagged variables 
since they took into consideration the time lag 
of two years. The brand promotion construct 
was defi ned as a formative construct using two 
items that we developed for the study. These two 
items were “We usually set aside some amount of 
money for advertising our products/services” and 
“We use electronic marketing channels such as 
the use of company website, blogging services… 
customized SMS, and email marketing to promote 
our brand image”. All the items in the close-ended 

questionnaire were based on a 5 point Likert scale 
and thus refl ected in the research model (see Fig. 2).

Analytical Framework
In this study, we made use of SmartPLS 3 (Ringle 

et al., 2014) so� ware for our path modeling of 
the research constructs. As it was previously 
mentioned, we made use of PLS-SEM but more 
specifi cally a more consistent and asymptotically 
algorithm of variance-based SEM, o� en denoted 
as the Consistent PLS (abbreviated as PLSc) (avid 
readers might want to look up Dijkstra and Henseler, 
2015 for further readings on PLSc and/or PLS-SEM). 
The use of PLS path modeling is strongly justifi ed 
in this study given that we aimed at maximizing 
prediction of focal variable(s) in an emerging 
research area and for which psychometric scales 
have not been fully developed/tested (see, Hair et al., 
2011; Ringle et al., 2014). More so, PLSc and/or PLS-
SEM is more suitable for sample size, and therefore 
strongly assumed to be robust to multivariate non-
normality and very effi  cient at handling formative 
constructs (Hair et al., 2011; Peng and Lai, 2012).

Recall that in this study, our sample size is fairly 
small (i.e., 87 valid responses) while the only 
exogenous predictor in the model (see Fig. 2) 
is a formative construct, this again provides 
the justifi cation for using PLS path modeling. 
Specifi cally, we made use of a more robust 
methodological consistent PLS algorithm, that is, 
the PLSc (Dijkstra and Henseler, 2015). We relied 
on the consistent PLS bootstrapping, precisely 
500 bootstrap subsamples in order to detect 
the statistical signifi cance of the estimates in 
the model such as path coeffi  cients, outer weights 
and outer loadings. In addition, we have used a two-
tailed test. In line with the suggestions of Hair 
et al. (2011) and Peng and Lai (2012), we examined 
the measurement model as well as the structural 
model. Firstly, the single-item refl ective measures, 
including the formative items do not suff er from 
multicollinearity (see Tab. I). The indicators and 
latent variables’ correlations are also presented in 
Tab. II (Panel A and B respectively).

Moreover, since the refl ective measures are 
theoretically distinct from one another, we can 
assume the convergent validity of these measures, 
albeit these are single refl ective indicators. With 
regard to the discriminant validity of the refl ective 
measures, we used the ‘novel’ prescription of 
Henseler et al. (2014), that is, the Heterotrait-
Monotrait (HTMT) ratio of correlations, the results 
of the HTMT suggested the discriminant validity 
of the refl ective measures in the model (see 
Tab. III). Furthermore, the weights of the formative 
items are at least 0.48 and both outer weights are 
statistically signifi cant (p <= 0.01). We also found 
out that the outer loadings of the formative items 
were also statistically signifi cant and importantly, 
that the weights of the formative indicators carried 
the a priori signs (Peng and Lai, 2012). Against 
this background, we can assume the convergent 
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validity of the formative construct in the research 
model. To an extent, the routine for performing 
the discriminant validity of formative constructs as 
prescribed by Peng and Lai (2012) was also followed. 
That is, the average intra-construct item correlations 
of the formative construct was found to be greater 
than the average inter-construct item correlations 
with other constructs in the model, albeit this 
prescription by Peng and Lai (2012) is somewhat 
similar to the Fornell and Lacker’s (1981) criterion 
with regard to the discriminant validity of refl ective 
measures.

Likewise, in line with the suggestion of Peng 
and Lai (2012), we checked for the nomological 
network validity of the formative construct, and 
the results of the structural model established that 
the formative construct (i.e., brand promotion) 
indeed has a signifi cant impact on the focal variables 
in the structural model. Kindly refer to Tab. IV for 
the results of the structural model estimate. Put more 
concisely, the R-squared of the endogenous latent 
variables are 0.36, 0.27, and 0.01 for satisfaction with 
fi nancial position/performance, customer loyalty 
and brand image perception, respectively. Regarding 

I: Collinearity Statistics of Measures (Indicators and Latent measures)

Panel A: Indicators only

VIF

FinSatis/Postn 1.00

Loyal 1.00

Perceptn 1.00

Promo 1.20

ePromo 1.20

Panel B: Latent Measures

Brand Image Perception Brand_Promo Financial Performance Loyalty

Brand Image Perception 1.40 1.01

Brand_Promo 1.00 1.15 1.01

Financial Performance

Loyalty 1.57

Source: Own work (output extracted from SmartPLS 3, student edition)

II: Indicator and Latent Variable Correlations

Panel A: Indicator Data Correlations

FinSatis/Postn Loyal Perceptn Promo ePromo

FinSatis/Postn 1.00 0.27 0.20 0.44 0.38

Loyal 0.27 1.00 0.52 0.32 0.24

Perceptn 0.20 0.52 1.00 0.04 0.10

Promo 0.44 0.32 0.04 1.00 0.41

ePromo 0.38 0.24 0.10 0.41 1.00

Panel B: Latent Variable Correlations

Brand Image Perception Brand_Promo Financial Performance Loyalty

Brand Image 
Perception

1.00 0.07 0.20 0.52

Brand_Promo 0.07 1.00 0.49 0.34

Financial 
Performance

0.20 0.49 1.00 0.27

Loyalty 0.52 0.34 0.27 1.00

Source: Own work (output extracted from SmartPLS 3, student edition)

III: Discriminant Validity of Refl ective Measures (HTMT ratio*)

Original Sample Sample Mean Bias 2.5% 97.5%

Financial Performance  Brand Image Perception 0.20 0.20 −0.01 0.02 0.36

Loyalty  Brand Image Perception 0.52 0.52 −0.01 0.35 0.67

Loyalty  Financial Performance 0.27 0.27 −0.00 0.07 0.46

*Note: Bias-Corrected and Accelerated (BCa) Bootstrap
Source: Own work (output extracted from SmartPLS 3, student edition)
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the overall model’s predictive relevance, we used 
the blindfolding procedure as recommended 
by Hair et al. (2011), omission distance was set as 
d = 7; the Stone Geisser’s construct cross-validated 
redundancy index values (Q2) of 0.17 and 0.34 for 
satisfaction with fi rm performance and customer 
loyalty, respectively; provided further support for 
the predictive relevance of the research model (see 
Tab. IV). The meaningful eff ect sizes (Cohen’s f2) are 
also reported in Tab. IV.

RESULTS AND DISCUSSION
Although, we found out that brand promotion 

positively infl uences brand image perception of 
a small-sized agribusiness fi rm, our data however 
suggest that this relationship is not statistically 
signifi cant (p > 0.1). Thus, we reject HI. Regarding 
hypotheses H2a and H2b, we found strong support 
that brand promotion is a prerequisite for a small-
sized agribusiness fi rm’s customer loyalty and 
fi nancial performance. Therefore, we accept 
H2a and H2b. Furthermore, the results provided 
statistical support for H2c while the positive 
relationship between brand image perception and 
a small-sized agribusiness fi rm’s satisfaction with 
fi nancial performance was found to be statistically 
signifi cant at p = 0.13 (see Tab. IV). Thus, we ‘initially’ 
reject H2d, but we shall briefl y revisit this particular 
fi nding in the later paragraphs of this section. 
Likewise, we found out that customer loyalty 
positively relates to the fi nancial performance of 
a small-sized agribusiness fi rm but there was no 

further statistical evidence for this fi nding (P > 0.7). 
Thus, we reject H3, and equally make some side 
comments regarding this fi nding. Overall, three of 
the six hypotheses were supported, importantly 
all the hypotheses were seen to carry the right 
theoretical (a priori) signs.

Thus, the research fi ndings as a whole align itself 
with past studies that have been largely based on 
conceptual research, particularly in the context 
of agribusiness sector in the developing world 
such as SSA. The results of this study represent an 
incremental breakthrough in the academic literature 
especially as far as small-sized agribusinesses are 
concerned in SSA and Nigeria in particular. In 
the light of the reported fi ndings, we would like to 
briefl y discuss the results of the research.

First, our result has clearly shown that although 
brand promotion could have an incremental 
infl uence on the brand image perception of small-
sized agribusinesses, its overall eff ect is infi nitesimal 
as far as the sample data suggested. The result clearly 
shows that for small agribusinesses to achieve and/
or enjoy a favourable top of the mind ‘feelings’ 
amongst their customers and other stakeholders, 
they must not only promote their brands but more 
importantly invest their scarce resources in building 
their reputational resources such as product 
reputation, customer service reputation and fi rm 
reputation (see O’Cass and Sok, 2014). In addition, 
small-sized agribusinesses could engage more with 
their immediate community through participation 
in social causes that promote the well-being of their 
community.

IV: Structural model parameter estimates and test statistic

Panel A: Path Coeffi  cients

Original Sample Sample Mean Std Error T-Stats P Values

Brand Image Perception Financial 
Performance

0.14 0.15 0.09 1.53 0.13

Brand Image Perception Loyalty 0.50 0.49 0.08 6.28 0.00

Brand_Promo Brand Image Perception 0.07 0.07 0.11 0.64 0.52

Brand_Promo  Financial Performance 0.47 0.48 0.09 5.34 0.00

Brand_Promo Loyalty 0.30 0.30 0.08 3.72 0.00

Loyalty  Financial Performance 0.04 0.04 0.11 0.35 0.73

Panel B: R- Square (coeffi  cient of determination)

Brand Image Perception 0.01

Financial Performance 0.27

Loyalty 0.36

Panel C: Stone-Geisser (Q2)

SSO SSE Qד≤ (= 1 − SSE/SSO)

Brand Image Perception 87.00 89.63 −0.03

Financial Performance 87.00 71.79 0.17

Loyalty 87.00 57.38 0.34

Panel D: Cohen’s f2

Brand Image Perception Financial Performance Loyalty

Brand Image Perception 0.02 0.39

Brand_Promo 0.01 0.26 0.14
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Second, our empirical results have also shown 
that brand promotion is a prerequisite for a small-
sized agribusiness fi rm’s business outcomes, that 
is, customer loyalty and fi nancial performance. 
This result is consistent with the extant literature 
on the vital role that branding (such as brand 
promotion) can play in the agribusiness 
sector, especially as it pertains to improving 
the performance of agribusinesses regardless of 
a fi rm’s demographics (see, Hanf and Kuhl, 2005; 
Minten et al., 2013; Hampton et al., 2007; Roucan-
Kane and Peake, 2007). 

Third, our fi ndings have demonstrated empirically 
that brand image perception is key to a small-sized 
agribusiness fi rm’s capacity to retain its customers. 
Put diff erently, brand image perception was found 
to signifi cantly contribute to small agribusinesses 
customer loyalty. This result is equally consistent 
with past studies (e.g., Boomsma and Arnoldus, 
2008; Kim, 2012). Therefore, we can only re-echo 
what past literature has stated within the past two 
decades that it is important for fi rms to invest their 
resources in building a good image perception 
or positioning especially among the fi rm’s target 
audience (see Boomsma and Arnoldus, 2008; Byars 
and Coman, 2012). On the contrary we could not 
establish statistical evidence on the direct eff ect of 
brand image perception on a small agribusiness 
fi rm’s fi nancial performance outcome (i.e., 
satisfaction with fi nancial position).

However, a further inspection of the total eff ects 
(output omitted) of brand image perception on 
fi nancial performance indicated that brand image 
perception positively correlates with fi nancial 
performance (P < 0.07). Taken together, even though 
we initially rejected H2d based on the result of 
the direct eff ect; we would like to still state that 

cultivating a good brand image perception is very 
important for small agribusinesses overall fi nancial 
performance outcomes. In light of the fi ndings of 
the total eff ects, we wish to digress a bit by stating 
that researchers should also consider reporting 
total eff ects aside (direct) path coeffi  cients since this 
may have a rich and/or more nuanced implications 
especially as it pertains to model complexity in 
structural equation modeling (SEM).

Finally, our results show that customer loyalty 
does not signifi cantly infl uence a small-sized 
agribusiness fi rm’s fi nancial performance. On one 
hand, this result might not be so surprising given 
the manner the question was initially framed (i.e., 
in the last two years, we have become more satisfi ed 
with our company’s fi nancial position). Although, 
satisfaction with fi nancial position could be argued 
to be a good proxy variable for fi nancial performance 
but it is also likely that the key informants in 
the study might have completely misconstrued 
the meaning of the question. On the other hand, 
customer loyalty might not necessarily lead to 
improved fi nancial performance, especially when 
a fi rm’s ‘retinue’ of loyal customers are very price 
sensitive. In such an instance, a fi rm will be very 
careful not to charge premium price even when 
economic situation might warrant it since it is most 
likely that under ‘normal’ business circumstances, 
such a fi rm might not be too willing to let go of its 
‘bandwagon’ of price sensitive loyal customers. 
What this result illustrates is that customer loyalty 
especially among price sensitive customers could 
increase a small-sized agribusiness fi rm’s sales 
turnover but not necessarily its profi tability and/or 
the overall satisfaction with its fi nancial position/
performance. This fi nding presents an interesting 
area for further research.

CONCLUSION
In concluding, the fi ndings of the research imply that it is paramount for small-sized agribusinesses 
to promote their brands, especially in the form of advertisements of their products or brand 
names through conventional channels (such as newspapers, radio, posters, banners, fl yers, and 
sandwich board) and/or using a contemporary tool, that is the Internet. Brand promotion was found 
in the study to contribute to a small agribusiness fi rm’s performance. In addition, agribusiness fi rms 
should as a matter of priority and/or necessity seek to improve on their brand image perception/
positioning on an ongoing basis since it was found in the study to contribute signifi cantly to a fi rm’s 
customer loyalty performance. Improving a small-sized agribusiness fi rm’s brand image, especially 
customers’ perception of the fi rm’s brand or product should be one of the fi rm’s topmost priorities 
so that the agribusiness fi rm will be more relevant amid the growing competition for customers 
in the fi rm’s business environment. Although we do not have suffi  cient statistical support that 
customer loyalty is a prerequisite for a fi rm’s satisfaction with its fi nancial performance measure(s), 
especially among small-sized agribusinesses; it is important that these fi rms recognize ab initio that 
enhancing a fi rm’s customer loyalty strongly correlates with the realization of the fi rm’s fi nancial 
objectives in the marketplace. Taken together, this study has demonstrated empirically the strategic 
role that branding plays in the performance of small-sized agribusiness fi rms in the SSA region, 
and particularly in Nigeria. Similar to most quantitative studies, this study has its own limitations. 
The major limitation has to do with the sample size. The sample size that was used for the realization 
of the study’s objective could be described as suffi  ciently small for the study, but readers should 
also be aware that the research technique employed in this study compensates for this particular 
weakness of the study. Also, recall that this is an exploratory study; therefore, this provides room for 
future research. One future research direction that could be quite interesting and perhaps deepen our 



1668 Chux Gervase Iwu, Christian Nedu Osakwe, Joseph Omotosho Ajayi

knowledge of the branding concept and the organizational performance of the agribusiness sector in 
the SSA clime and other ‘backward’ economies would be the need to expand the scope of the research 
to micro and mid-sized agribusinesses and/or the broader spectrum of the agribusiness sector.

Acknowledgement

This work in part benefi ted from the Internal Grant Agency of FaME TBU in Zlín (IGA/FaME/2015/025; 
IGA/FaME/2015/039).

REFERENCES
AAKER, D. A. 1996. Building Strong Brands. New York: 

The Free Press.
ASHOK, M., NARULA, R. and MARTINEZ-

NOYA, A. 2014. End-user collaboration for process 
innovation in services: The role of internal resources. 
Maastricht Economic and social Research institute 
on Innovation and Technology (UNU-MERIT) 
& Maastricht Graduate School of Governance 
(MGSoG).

BAUMGARTH, C. and SCHMIDT, M. 2010. How 
strong is the business-to-business brand in 
the workforce? An empirically-tested model of 
‘internal brand equity’ in a business-to-business 
setting. Industrial Marketing Management, 39(8): 
1250–1260. 

BOOMSMA, M. and ARNOLDUS, M. 2008. Branding 
for development. Desk research into the value of branding 
for development. KIT working papers. Amsterdam: 
KIT Publishers.

BYARS, A. and COMAN, K. R. 2012. An Exploration 
of SME Adversity Marketing Prescriptions. [Online]. 
Nelson Marlborough Institute of Technology 
Working Paper Series. Available at: https://www.
nmit.ac.nz/assets/Uploads/About-NMIT/pdfs/
Research/AnExplorationofSMEAdversityMa
rketingPrescriptions-ByarsComan-2012.pdf. 
[Accessed: 22 May 2015].

DE CHERNATONY, L. and DALL’OLMO RILEY, F. 
1998. Defi ning a” brand”: Beyond the literature 
with experts’ interpretations. Journal of Marketing 
Management, 14(5): 417–443.

DIJKSTRA, T. K. and HENSELER, J. 2015. Consistent 
and asymptotically normal PLS estimators for 
linear structural equations. Computational Statistics 
& Data Analysis, 81(1): 10–23. 

EGGERS, F., O’DWYER, M., KRAUS, S., 
VALLASTER, C. and GULDENBERG, S. 2013. 
The impact of brand authenticity on brand trust 
and SME growth: A CEO perspective. Journal of 
World Business, 48(3): 340–348.

FORNELL, C. G. and LARCKER, D. F. 1981. 
Evaluating structural equation models with 
unobservable variables and measurement error. 
Journal of Marketing Research, 18(1): 39–50.

HAIR, J., RINGLE, C. M. and SARSTEDT, M. 
2011. PLS-SEM: Indeed a Silver Bullet. Journal of 
Marketing Theory and Practice, 19(2): 139–152.

HAMPTON, R., FROMM, I. and NYHODO, B. 
2007. International Trade, Consumer Behavior 
and Trust: Factors Aff ecting Agribusinesses in 

Developing Countries. International Food and 
Agribusiness Management Review, 10(3): 113–118. 

HANF, J. H. and KUHL, R. 2005. Branding and 
Its Consequences for German Agribusiness. 
Agribusiness, 21(2): 177–189. 

HENSELER, J., RINGLE, C. M. and SARSTEDT, M. 
2014. A new criterion for assessing discriminant 
validity in variance-based structural equation 
modeling. Journal of the Academy of Marketing Science, 
43(1): 115–135.

INTERNATIONAL INSTITUTE FOR ENVIRON-
MENT AND DEVELOPMENT/SUSTAINABLE 
FOOD LAB. 2012. Branding Agricultural Commodities: 
The development case for adding value through branding. 
[Online]. Available at: http://pubs.iied.org/
pdfs/16509IIED.pdf. [Accessed: 20 May 2015].

KAPFERER, J. N. 2008. The new strategic brand 
management: creating and sustaining brand equity long 
term. 4th ed. London: Kogan Page Limited. 

KIM, R. B. 2012. Determinants of brand equity 
for credence goods: Consumers’ preference 
for country origin, perceived value and food 
safety. Agricultural Economics [in Czech: Zemědělská 
ekonomika], 58(7): 299–307.

MINTEN, B., SINGH, K. M. and SUTRADHAR, R. 
2013. Branding and agricultural value chains in 
developing countries: Insights from Bihar (India). 
Food Policy, 38(1): 23–34.

NATIONAL BUREAU OF STATISTICS. 2013. 
Micro, Small and Medium Enterprise National 
Survey. SG’s Presentation on Micro, Small and Medium 
Enterprises 2013/14 Data Launch. Tuesday, 19th 
May, 2015. [Online]. Available at: http://www.
n i ge r ia n stat . go v. n g / p a ge s / d o w n l o a d /2 8 9 . 
[Accessed: 21 May 2015].

O’CASS, A. and SOK, P. 2014. The role of intellectual 
resources, product innovation capability, 
reputational resources and marketing capability 
combinations in SME growth. International Small 
Business Journal, 32(8): 996–1018. 

OSAKWE, C. N., CHOVANCOVÁ, M. and AGU, 
M. 2015b. Can micro-enterprises leverage on 
the adoption of corporate website to bolster their 
brand visibility? Examining salient adoption 
issues in a developing country context. Information 
Development. Epub ahead of print. Available at: 
DOI: 10.1177/0266666915573551. [Accessed: 
23 May 2015]. 

OSAKWE, C. N., CHOVANCOVÁ, M. and 
OGBONNA, B. U. 2015a. Linking SMEs 
Profi tability to Brand Orientation and Market-
Sensing Capability: A Service Sector Evidence. 



 Exploring the Eff ects of Brand Promotion and Brand Image Perception on Business Outcomes… 1669

[online]. Periodica Polytechnica Social and Management 
Sciences. Epub ahead of print. Available at: 
DOI:10.3311/PPso.8069. [Accessed: 21 May 2015]. 

PENG, D. X. and LAI, F. 2012. Using partial least 
squares in operations management research: 
A practical guideline and summary of past 
research. Journal of Operations Management, 30(6): 
467–480. 

PETRESCU, M. 2013. Marketing research using 
single-item indicators in structural equation 
models. Journal of Marketing Analytics, 1(2): 99–117. 

RINGLE, C. M., WENDE, S. and BECKER, J. M. 2014. 
SmartPLS 3. Boenningstedt: SmartPLS GmbH. 
[Online]. Available at: http://www.smartpls.com. 
[Accessed: 9 May 2015].

ROUCAN-KANE, M. and PEAKE, W. O. 2007. 
Milking the most from your promotional dollars: An 
analysis of agribusiness fi rms serving U.S. agricultural 
producers. [Online]. Working Paper #07–05. Purdue 
University. Available at: http://ageconsearch.umn.
edu/bitstream/7331/2/wp070005.pdf. [Accessed: 
20 May 2015].

SANTOS-CUMPIDO, F. J. and LINAN, F. 2007. 
Measuring entrepreneurial quality in southern 
Europe. International Entrepreneurship and 
Management Journal, 3(1): 87–107.

THE FINANCIAL TIMES LIMITED/THIS IS 
AFRICA. AFRICAN AGRIBUSINESS. 2013. 
A new growth story (A global Perspective Special Report). 
[Online]. Available at: www.thisisafricaonline.
com/.../African%20agriculture%20report.pdf. 
[Accessed: 22 May 2015].

TOMŠÍK, K., SMUTKA, L., LUBANDA, J. P. E. 
and ROHN, H. 2015. Position of Agriculture 
in Sub-Saharan GDP Structure and Economic 
Performance. Agris on-line Papers in Economics and 
Informatics, 7(1): 69–80.

UNIDO. 2011. Agribusiness for Africa’s Prosperity. 
[Online]. Available at: https://www.unido.org/
fi leadmin/user_media/Services/Agro-Industries/
Agribusiness_for_Africas_Prosperity_e-book_
NEW.pdf. [Accessed: 21 May 2015].

URDE, M., BAUMGARTH, C. and MERRILEES, B. 
2013.Brand orientation and market orientation-
From alternatives to synergy. Journal of Business 
Research, 66(1): 13–20.

WU, F., MAHAJAN, V. and BALASUBRAMANIAN, 
S. 2003. An analysis of e-business adoption and 
its impact on business performance. Journal of 
the Academy of Marketing Science, 31(4): 425–447.

Contact information

Chux Gervase Iwu: iwuc@cput.ac.za, chuxiwu@gmail.com
Christian Nedu Osakwe: osakwe@fame.utb.cz
Joseph Omotosho Ajayi: josephomotosoajayi@yahoo.com



<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles true
  /AutoRotatePages /None
  /Binding /Left
  /CalGrayProfile (Dot Gain 20%)
  /CalRGBProfile (sRGB IEC61966-2.1)
  /CalCMYKProfile (U.S. Web Coated \050SWOP\051 v2)
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Error
  /CompatibilityLevel 1.4
  /CompressObjects /Tags
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages true
  /CreateJobTicket false
  /DefaultRenderingIntent /Default
  /DetectBlends true
  /DetectCurves 0.0000
  /ColorConversionStrategy /CMYK
  /DoThumbnails false
  /EmbedAllFonts true
  /EmbedOpenType false
  /ParseICCProfilesInComments true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 1048576
  /LockDistillerParams false
  /MaxSubsetPct 100
  /Optimize true
  /OPM 1
  /ParseDSCComments true
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveDICMYKValues true
  /PreserveEPSInfo true
  /PreserveFlatness true
  /PreserveHalftoneInfo false
  /PreserveOPIComments true
  /PreserveOverprintSettings true
  /StartPage 1
  /SubsetFonts true
  /TransferFunctionInfo /Apply
  /UCRandBGInfo /Preserve
  /UsePrologue false
  /ColorSettingsFile ()
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /CropColorImages true
  /ColorImageMinResolution 300
  /ColorImageMinResolutionPolicy /OK
  /DownsampleColorImages true
  /ColorImageDownsampleType /Bicubic
  /ColorImageResolution 300
  /ColorImageDepth -1
  /ColorImageMinDownsampleDepth 1
  /ColorImageDownsampleThreshold 1.50000
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages true
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /ColorImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasGrayImages false
  /CropGrayImages true
  /GrayImageMinResolution 300
  /GrayImageMinResolutionPolicy /OK
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Bicubic
  /GrayImageResolution 300
  /GrayImageDepth -1
  /GrayImageMinDownsampleDepth 2
  /GrayImageDownsampleThreshold 1.50000
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages true
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /GrayImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasMonoImages false
  /CropMonoImages true
  /MonoImageMinResolution 1200
  /MonoImageMinResolutionPolicy /OK
  /DownsampleMonoImages true
  /MonoImageDownsampleType /Bicubic
  /MonoImageResolution 1200
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.50000
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects false
  /CheckCompliance [
    /None
  ]
  /PDFX1aCheck false
  /PDFX3Check false
  /PDFXCompliantPDFOnly false
  /PDFXNoTrimBoxError true
  /PDFXTrimBoxToMediaBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXSetBleedBoxToMediaBox true
  /PDFXBleedBoxToTrimBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXOutputIntentProfile ()
  /PDFXOutputConditionIdentifier ()
  /PDFXOutputCondition ()
  /PDFXRegistryName ()
  /PDFXTrapped /False

  /CreateJDFFile false
  /Description <<

    /BGR <>
    /CHS <FEFF4f7f75288fd94e9b8bbe5b9a521b5efa7684002000410064006f006200650020005000440046002065876863900275284e8e9ad88d2891cf76845370524d53705237300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c676562535f00521b5efa768400200050004400460020658768633002>
    /CHT <FEFF4f7f752890194e9b8a2d7f6e5efa7acb7684002000410064006f006200650020005000440046002065874ef69069752865bc9ad854c18cea76845370524d5370523786557406300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c4f86958b555f5df25efa7acb76840020005000440046002065874ef63002>
    /CZE <>
    /DAN <>
    /DEU <>
    /ESP <>
    /ETI <>
    /FRA <>
    /GRE <>

    /HRV (Za stvaranje Adobe PDF dokumenata najpogodnijih za visokokvalitetni ispis prije tiskanja koristite ove postavke.  Stvoreni PDF dokumenti mogu se otvoriti Acrobat i Adobe Reader 5.0 i kasnijim verzijama.)
    /HUN <>
    /ITA <>
    /JPN <FEFF9ad854c18cea306a30d730ea30d730ec30b951fa529b7528002000410064006f0062006500200050004400460020658766f8306e4f5c6210306b4f7f75283057307e305930023053306e8a2d5b9a30674f5c62103055308c305f0020005000440046002030d530a130a430eb306f3001004100630072006f0062006100740020304a30883073002000410064006f00620065002000520065006100640065007200200035002e003000204ee5964d3067958b304f30533068304c3067304d307e305930023053306e8a2d5b9a306b306f30d530a930f330c8306e57cb30818fbc307f304c5fc59808306730593002>
    /KOR <FEFFc7740020c124c815c7440020c0acc6a9d558c5ec0020ace0d488c9c80020c2dcd5d80020c778c1c4c5d00020ac00c7a50020c801d569d55c002000410064006f0062006500200050004400460020bb38c11cb97c0020c791c131d569b2c8b2e4002e0020c774b807ac8c0020c791c131b41c00200050004400460020bb38c11cb2940020004100630072006f0062006100740020bc0f002000410064006f00620065002000520065006100640065007200200035002e00300020c774c0c1c5d0c11c0020c5f40020c2180020c788c2b5b2c8b2e4002e>
    /LTH <>
    /LVI <>
    /NLD (Gebruik deze instellingen om Adobe PDF-documenten te maken die zijn geoptimaliseerd voor prepress-afdrukken van hoge kwaliteit. De gemaakte PDF-documenten kunnen worden geopend met Acrobat en Adobe Reader 5.0 en hoger.)
    /NOR <>
    /POL <>
    /PTB <>
    /RUM <>
    /RUS <>
    /SKY <>
    /SLV <>
    /SUO <>
    /SVE <>
    /TUR <>
    /UKR <>
    /ENU (Use these settings to create Adobe PDF documents best suited for high-quality prepress printing.  Created PDF documents can be opened with Acrobat and Adobe Reader 5.0 and later.)
  >>
  /Namespace [
    (Adobe)
    (Common)
    (1.0)
  ]
  /OtherNamespaces [
    <<
      /AsReaderSpreads false
      /CropImagesToFrames true
      /ErrorControl /WarnAndContinue
      /FlattenerIgnoreSpreadOverrides false
      /IncludeGuidesGrids false
      /IncludeNonPrinting false
      /IncludeSlug false
      /Namespace [
        (Adobe)
        (InDesign)
        (4.0)
      ]
      /OmitPlacedBitmaps false
      /OmitPlacedEPS false
      /OmitPlacedPDF false
      /SimulateOverprint /Legacy
    >>
    <<
      /AddBleedMarks false
      /AddColorBars false
      /AddCropMarks false
      /AddPageInfo false
      /AddRegMarks false
      /ConvertColors /ConvertToCMYK
      /DestinationProfileName ()
      /DestinationProfileSelector /DocumentCMYK
      /Downsample16BitImages true
      /FlattenerPreset <<
        /PresetSelector /MediumResolution
      >>
      /FormElements false
      /GenerateStructure false
      /IncludeBookmarks false
      /IncludeHyperlinks false
      /IncludeInteractive false
      /IncludeLayers false
      /IncludeProfiles false
      /MultimediaHandling /UseObjectSettings
      /Namespace [
        (Adobe)
        (CreativeSuite)
        (2.0)
      ]
      /PDFXOutputIntentProfileSelector /DocumentCMYK
      /PreserveEditing true
      /UntaggedCMYKHandling /LeaveUntagged
      /UntaggedRGBHandling /UseDocumentProfile
      /UseDocumentBleed false
    >>
  ]
>> setdistillerparams
<<
  /HWResolution [2400 2400]
  /PageSize [612.000 792.000]
>> setpagedevice




