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ABSTRACT
Strategic brand management plays a critical role in shaping organizational efficiency, particularly in multi-product firms where consistent brand identity and customer perception are vital. This study investigates the influence of strategic brand elements—specifically trademarks and logos—on organizational performance and customer commitment within Seven-Up Bottling Company Plc. It explores how brand components such as descriptive-cognitive appeal, functional benefits, and aesthetic attributes contribute to customer loyalty and operational efficiency. The research adopts a descriptive-survey design and employs structural equation modeling to analyze data collected from a sample of 50 staff members. Findings reveal that brand identifiers like logos significantly enhance customer recognition, preference, and commitment, which in turn support efficient organizational performance. The study concludes that well-managed branding strategies are not merely symbolic but serve as strategic assets that improve coordination, product differentiation, and market responsiveness across product lines in multi-product firms.
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CHAPTER ONE
INTRODUCTION
1.1 Background to the Study
In today’s dynamic business environment, strategic brand management has emerged as a vital tool for driving organizational efficiency, especially in multi-product firms. As competition intensifies across industries, the ability of organizations to differentiate themselves through consistent and strategic brand identity has become a source of sustainable competitive advantage. Brand identity, a key element of brand management, encapsulates the core values, attributes, and visual symbols—such as logos and trademarks—that communicate an organization’s promise to its stakeholders (Buil, 2015). For firms with diverse product lines, like the Seven-Up Bottling Company, managing brand identity cohesively is crucial in reinforcing consumer trust, enhancing internal alignment, and optimizing overall performance.
At the organizational level, identity serves as a strategic asset that influences not only external perception but also internal efficiency. A strong brand identity has been linked to employee job satisfaction, commitment, and behavior, which in turn affect productivity and organizational performance (Anabila & Awunyo-Vitor, 2014). In multi-product firms, employees’ understanding and alignment with the brand contribute to consistent service delivery, operational integration, and customer satisfaction. Thus, effective brand management must involve not only marketing teams but also leadership and every functional unit within the organization (Aremu, Isiaka & Suleiman, 2017).
Despite the growing relevance of brand management, many multi-product firms in emerging markets undervalue its strategic influence. These companies often prioritize revenue-generating operations while overlooking the long-term impact of brand consistency and positioning. The result is often inefficiency, weak customer loyalty, and stunted growth. Seven-Up Bottling Company, as a major player in Nigeria’s beverage industry with a wide range of products under its umbrella, provides a compelling context to explore how brand strategy affects operational outcomes.
Furthermore, research has shown that effective brand management fosters differentiation, creates barriers to market entry, and strengthens stakeholder relationships (Hamel & Prahalad, 2014; De-Coninck, 2011). Yet, studies focusing on the intersection between strategic brand management and organizational efficiency—especially within multi-product firms—remain limited.
This study seeks to bridge this gap by investigating how strategic brand management influences organizational efficiency in a multi-product firm, using Seven-Up Bottling Company as a case study. It aims to evaluate the extent to which brand identity, employee commitment, and brand alignment contribute to operational performance, and how brand management can be leveraged as a strategic instrument for enhancing organizational outcomes.
1.2	Statement of the Problem
In today’s highly competitive and consumer-driven market, both service and manufacturing firms increasingly recognize the strategic importance of branding in achieving sustainable growth and differentiation. Branding is no longer viewed solely as a marketing function but as a strategic instrument that enhances organizational identity, customer loyalty, and operational coherence. For multi-product firms, the challenge becomes even more complex, as each product must contribute to and align with the overarching brand identity.
In the Nigerian business landscape, multi-product companies have witnessed significant expansion in recent years. Firms such as Seven-Up Bottling Company, which manage a diverse portfolio of beverages, operate in environments characterized by intense competition, rapid product innovation, and the proliferation of counterfeit products. These challenges often dilute brand equity, confuse consumers, and reduce operational efficiency. Despite these dynamics, many firms struggle to fully harness the power of strategic brand management to create a unified brand experience and strengthen internal performance mechanisms (Anabila & Awunyo-Vitor, 2014).
Moreover, branding in multi-product firms has traditionally focused on product-level functional attributes, neglecting the broader strategic value that a cohesive brand can bring to internal operations and stakeholder relationships. Inadequate brand differentiation and weak brand positioning may hinder customer loyalty, internal alignment, and employee commitment—all of which are crucial components of organizational efficiency.
As customer expectations grow, especially in retail and consumer goods sectors, companies are under pressure to deliver not only high-quality products but also consistent and emotionally resonant brand experiences. Strategic brand management, when effectively implemented, can enhance internal efficiency by aligning employee behavior, improving service delivery, and supporting customer satisfaction initiatives (Tlapana, 2015).
However, there remains a noticeable gap in understanding how brand strategy directly influences organizational performance, particularly in the context of multi-product companies in emerging markets. There is limited empirical evidence linking strategic brand management to operational efficiency outcomes, such as process integration, customer service responsiveness, and employee productivity.
This study, therefore, seeks to investigate the impact of strategic brand management on organizational efficiency in multi-product firms, using Seven-Up Bottling Company in Kwara State as a case study. It aims to examine how brand identity, consistency, and internal brand alignment contribute to enhanced performance, and whether brand management practices can be leveraged as a competitive advantage in today’s evolving marketplace.
1.3	Research Questions
	To guide this study, the following research questions have been formulated:
i. What is the effect of strategic brand management on the productivity of Seven-Up Bottling Company?
ii. How does product packaging influence customer service delivery at Seven-Up Bottling Company?
iii. What is the mediating role of customer service in the relationship between strategic brand management and organizational efficiency?
1.4	Objectives of the Study
The general objective of this study is to examine the influence of strategic brand management on organizational efficiency in a multi-product firm, with a focus on Seven-Up Bottling Company. The specific objectives are to:
i. Evaluate the effect of strategic brand management on the productivity of Seven-Up Bottling Company.
ii. Assess the influence of packaging as a branding component on customer service delivery.
iii. Investigate the mediating role of customer service in the relationship between brand management and organizational efficiency.
1.5	Research Hypotheses
The study will test the following hypotheses:
Hypothesis I
H₀: Strategic brand management has no significant effect on the productivity of Seven-Up Bottling Company.
H₁: Strategic brand management has a significant effect on the productivity of Seven-Up Bottling Company.
Hypothesis II
H₀: Packaging does not have a significant influence on customer service at Seven-Up Bottling Company.
H₁: Packaging has a significant influence on customer service at Seven-Up Bottling Company.
Hypothesis III
H₀: Customer service does not mediate the relationship between strategic brand management and organizational efficiency.
H₁: Customer service mediates the relationship between strategic brand management and organizational efficiency.
1.6	Significance of the Study
This study is significant for several stakeholders. Firstly, it will provide valuable insights to academicians and researchers, offering a robust foundation for future research on strategic brand management in the context of multi-product firms, especially within emerging markets like Nigeria. By contributing to the growing body of knowledge in brand management and organizational performance, it helps bridge existing gaps in empirical literature regarding the influence of branding on internal efficiency.
Secondly, the study is of practical importance to business practitioners, particularly brand managers, marketing executives, and corporate strategists in multi-product organizations such as Seven-Up Bottling Company. It will aid them in evaluating the effectiveness of their current brand strategies and understanding how these strategies influence organizational efficiency, including internal processes, customer satisfaction, and employee performance.
Furthermore, the research explores the mediating role of customer service in the relationship between branding and organizational efficiency. This will provide actionable recommendations for improving customer service practices, thereby enhancing the overall performance and competitiveness of the organization.
Ultimately, the findings of this study will support the development of holistic brand management frameworks that align branding with internal goals and operational strategies in multi-product firms.
1.7 Scope of the Study
This study focuses on examining the influence of strategic brand management on organizational efficiency within a multi-product firm, specifically using Seven-Up Bottling Company in Ilorin, Kwara State as a case study. The research emphasizes how elements such as brand identity, consistency, and strategic alignment impact internal performance metrics like productivity, coordination, and customer service.
1.8	Definition of Terms
	The following key terms are defined within the context of this study to ensure clarity and alignment with the research objectives:
1. Brand: A brand refers to a unique name, term, symbol, design, or a combination thereof, used to identify and distinguish the products or services of one seller or company—such as Seven-Up Bottling Company—from those of competitors. It represents the perceived value, reputation, and emotional association attached to a product or organization.
2. Strategic Brand Management: Strategic brand management involves the deliberate planning, implementation, and monitoring of branding activities to build, measure, and control brand equity over time. It ensures alignment between the company's vision, customer expectations, and market positioning to enhance long-term value and competitive advantage.
3. Multi-Product Firm: A multi-product firm is an organization that produces and markets a variety of products under different or related brand names. In this study, Seven-Up Bottling Company serves as an example, offering multiple beverage products such as Pepsi, Mirinda, and Aquafina.
4. Organizational Efficiency: Organizational efficiency is defined as a firm's ability to achieve its objectives with optimal resource utilization, minimal waste, and maximum output. It reflects how well an organization transforms inputs (e.g., labor, capital, and materials) into valuable outputs such as quality products, customer satisfaction, and profitability.
5. Company: In the context of this study, a company refers to a legally recognized business entity engaged in commercial, industrial, or professional activities. Seven-Up Bottling Company represents the case under investigation as a multi-product beverage manufacturing firm operating within Nigeria.



CHAPTER TWO
LITERATURE REVIEW
2.1	Introduction
This chapter presents a comprehensive review of relevant literature that explores the relationship between strategic brand management and organizational efficiency, particularly within the context of multi-product firms such as Seven-Up Bottling Company. The review is structured into three key sections: conceptual review, theoretical review, and empirical review.
The conceptual review offers detailed explanations and discussions of key concepts central to the study, including brand identity, brand positioning, organizational efficiency, customer service, brand equity, product differentiation, and multi-product brand strategy. This section establishes a clear understanding of how these concepts interrelate within strategic brand management frameworks.
The theoretical review examines relevant branding and organizational theories that support the study, such as the Resource-Based View (RBV), Brand Equity Theory, and Organizational Identity Theory. These theories provide a solid foundation for understanding how brand strategies contribute to internal operational outcomes and competitive advantage.
The empirical review highlights findings from prior studies on strategic brand management and its implications on organizational performance. This section draws on both local and international research to provide insight into how multi-product companies have applied branding strategies to improve operational efficiency, employee alignment, and customer perception.


2.2	Conceptual Clarification
2.2.1	2.2.1 Productivity and Strategic Brand Management
Strategic brand management significantly contributes to a firm's organizational productivity by enhancing market positioning, customer loyalty, and operational efficiency. For multi-product firms like Seven-Up Bottling Company, strong branding strategies help establish a consistent identity across diverse product lines, enabling better market control and pricing flexibility. Branding facilitates differentiation, allowing firms to command premium prices and maintain stable demand even in highly competitive markets.
Through consistent branding, companies can stimulate customer loyalty and encourage repeat purchases, thereby reducing customer acquisition costs and increasing lifetime value. Branded products are often perceived as more reliable and desirable, which leads to higher sales volumes and increased return on investment (ROI). Furthermore, branding enables more effective promotional campaigns and simplifies the introduction of new products, as consumers are more likely to trust extensions of well-known brands.
In the context of Seven-Up Bottling Company, effective brand management supports internal coordination by aligning various departments toward a unified brand vision, thereby improving operational productivity and resource optimization across multiple product lines.
2.2.2 Customer Service and Its Role in Strategic Brand Management
Customer service plays a critical role in enhancing the efficiency and success of brand management strategies. In multi-product firms, excellent customer service acts as a bridge between brand promises and customer experience, thereby reinforcing brand perception and contributing to organizational efficiency.
Modern definitions of customer service go beyond transactional support; they involve the delivery of expert, timely, and personalized experiences that reflect the company’s brand values. As suggested by Harris (2010), quality customer service contributes to value creation by improving the overall customer experience and satisfaction levels.
Several core components define effective customer service within strategic brand management:
· Building Customer Intelligence: Understanding customer behavior, preferences, and expectations allows brands to tailor service delivery. For Seven-Up, this means collecting and analyzing feedback to improve responsiveness and product development across its diverse portfolio.
· Listening to Customers: Active listening enhances trust and helps resolve issues before they escalate. Frontline employees must be trained to handle feedback professionally, which strengthens the brand’s reliability and customer-oriented image.
· Fair Problem Resolution: Addressing complaints promptly and equitably creates positive emotional experiences, which can lead to stronger customer loyalty. Customers perceive fairness as a reflection of the brand’s integrity.
· Timely Issue Resolution: The speed of service delivery and response to issues directly influences customer satisfaction. Prompt handling of complaints is crucial in reinforcing the brand's promise of reliability and efficiency.
When integrated into the broader framework of strategic brand management, effective customer service not only builds a positive brand reputation but also improves internal processes, reduces churn, and fosters a culture of customer-centric efficiency.
2.2.3 Characteristics of Customer Service
Customer service refers to the comprehensive efforts an organization makes to enhance the consumer experience before, during, and after the purchase of goods or services. In the context of multi-product firms like Seven-Up Bottling Company, effective customer service goes beyond merely satisfying customer needs—it plays a strategic role in brand differentiation and organizational efficiency (Harris, 2010).
Modern customer service entails delivering expert, timely, and superior support that aligns with customer expectations. According to Rhee and Bell (2002), it includes all activities designed to enhance customer satisfaction and ensure that service delivery aligns with customer desires. Contrary to the traditional belief that customer service is solely a marketing function, Fry, Charles, and Hattwich (2008) assert that it is a cross-functional responsibility involving every employee.
Customer service is marked by four key characteristics (Areni, 2003):
· Perishability: Services cannot be stored for future use. For instance, if Seven-Up fails to have sufficient staff at high-demand times, potential sales could be lost, highlighting the importance of aligning service capacity with demand (Dadfar, Brege, & Beyrami, 2012).
· Intangibility: Services cannot be physically touched or sampled in advance, making it difficult for customers to evaluate service quality prior to consumption. Therefore, past experiences and brand reputation become critical (du Plessis, 2012).
· Simultaneity: Services are produced and consumed simultaneously. This inseparability means that customer service experiences are heavily reliant on real-time interaction, making training and consistency critical.
· Heterogeneity: Service delivery often varies due to differences in employee behavior and customer expectations. This variability underscores the need for total quality management (TQM) practices to ensure consistency and professionalism.
For a multi-product firm, strong customer service reinforces brand credibility and supports operational efficiency by reducing customer churn, building loyalty, and enhancing word-of-mouth marketing.
2.2.4 Profitability
Profitability represents an organization’s ability to generate returns from its operations, and it remains a fundamental indicator of business success. For multi-product firms like Seven-Up Bottling Company, profitability reflects not only revenue generation but also operational efficiency, resource utilization, and strategic brand alignment (Rasiah, 2016).
One common measure of profitability is the Return on Assets (ROA), which illustrates how effectively a company uses its assets to generate profit. A higher ROA indicates superior financial performance and efficient management of organizational resources (Landajo, Andres, Lorca & Rasiah, 2018).
Haward and Upton (2016) emphasize that profitability is vital for business sustainability. It reflects the cumulative outcome of various organizational functions—including branding, marketing, and customer service. In the context of strategic brand management, a strong, well-managed brand not only drives customer acquisition and retention but also directly contributes to long-term profitability by commanding premium pricing and reducing marketing costs.
Therefore, assessing the link between brand management strategies and profitability can provide valuable insights into how branding influences the bottom line and overall efficiency in a multi-product organization.
2.2.5 Product Logo
A product logo is a crucial visual symbol that encapsulates a brand’s identity, values, and market promise. In multi-product firms like Seven-Up Bottling Company, logos play a strategic role in unifying diverse product lines under a consistent brand image, thereby reinforcing consumer trust and organizational coherence.
Research by Chaplin and Roedder John (2005) and Escalas and Bettman (2005) suggests that logos can evoke self-identification and emotional resonance, allowing consumers to associate the brand with their personal values, lifestyle, and aspirations. A well-designed logo fosters brand recognition and recall, which are essential for differentiating products in competitive markets.
Logos also function as symbols of brand authenticity and reliability, acting as visual shortcuts that convey functional benefits, brand personality, and emotional value (Park et al., 2010). For instance, the Nike "Swoosh" is synonymous with athletic excellence, while Red Bull’s logo communicates energy and vitality.
Furthermore, aesthetically appealing logos contribute to emotional brand attachment, enhancing customer loyalty and commitment (Goldman, 2005). A compelling logo—such as Seven-Up’s iconic green and red design—can enhance brand visibility, consumer connection, and long-term preference, particularly when consistently deployed across product categories.
In essence, product logos serve not only as marketing tools but also as strategic assets that impact brand perception, customer retention, and ultimately, organizational efficiency in multi-product environments.
2.2.6 Packaging
Packaging plays a crucial role in product marketing by influencing consumer perception and purchasing decisions. In a competitive environment, such as the beverage industry, effective packaging is essential not only for protecting the product but also for differentiating it in the marketplace and enhancing brand visibility. For multi-product firms like Seven-Up Bottling Company, packaging is a strategic asset that directly impacts brand positioning, consumer engagement, and operational efficiency (Soroka, 2002).
Packaging serves several key functions, including product preservation, protection against external hazards, and facilitating transportation (Diana, 2005). However, beyond its utilitarian role, packaging also acts as a form of marketing communication. Pilditch (1957) referred to packaging as the "silent salesman" because it represents the product at the point of sale, influencing consumer perceptions even before they make a purchase decision (Vazquez, 2003).
In the context of Seven-Up, packaging goes beyond just attracting initial consumers; it also helps to build brand loyalty and reinforces brand identity. For example, an attractive package can accelerate product turnover in retail environments, thereby reducing total distribution costs and improving operational efficiency (Chaneta, 2012). However, packaging design must also consider consumer concerns about sustainability, cost, and clarity. As consumers increasingly demand eco-friendly and transparent packaging, firms must balance promotional appeal with environmental responsibility (Chaneta, 2012).
Thus, strategic packaging not only enhances product appeal but also serves as an effective tool in shaping consumer perceptions and driving operational success in multi-product firms.


2.2.7 Price of a Product
Pricing is a critical component of strategic brand management, particularly in multi-product firms where price decisions must align with both consumer expectations and organizational goals. According to Monroe (2003), pricing directly influences corporate objectives by affecting market share, profitability, and customer loyalty. For Seven-Up Bottling Company, effective pricing strategies are essential in maintaining competitive advantage and ensuring product accessibility across diverse consumer segments.
Pricing decisions are influenced by various factors, including demand, production costs, competitor pricing, and market conditions (Hilton, 2005). For instance, in emerging markets like Nigeria, pricing must account for factors such as income levels, consumer purchasing power, and the economic environment (Ayozie, 2008). Firms that can strategically align their pricing with market expectations while maintaining profitability will have a competitive edge.
In a multi-product company like Seven-Up, pricing must also reflect the distinct value propositions of each product in the portfolio. For example, premium products may be priced higher to reflect their brand positioning and perceived quality, while mass-market products must be competitively priced to appeal to a larger customer base. Pricing decisions must also consider the broader context of brand identity and consumer perception, as the right price can reinforce a brand's values and appeal.
Therefore, pricing strategy in a multi-product firm like Seven-Up must be dynamic, considering both market conditions and brand positioning, to effectively drive sales, enhance profitability, and support long-term organizational efficiency.
2.2.8 Branding
Branding is a cornerstone of strategic brand management, serving as a critical tool for differentiation, customer loyalty, and organizational success. In a multi-product firm like Seven-Up Bottling Company, branding transcends individual product names and logos, forming a cohesive identity that resonates with consumers and supports long-term market positioning (Angus, 2004).
Wood (2000) critiques traditional definitions of branding for focusing too narrowly on visual elements, emphasizing that branding encompasses more than logos or symbols—it embodies the vision, values, and promise that a company conveys to its customers. Brand identity, as defined by Ghodeswar (2008), is the unique set of associations that a brand communicates to its target audience, serving as a promise to deliver consistent value across product categories.
In multi-product firms, a strong brand identity acts as a guiding force, helping to create a unified customer experience across various product lines. For Seven-Up, brand identity is not only about distinct product features but also about creating a shared experience for consumers that communicates reliability, quality, and innovation. A clear brand identity can enhance customer trust, leading to greater brand loyalty and long-term organizational efficiency.
Moreover, branding helps reduce market uncertainty by clearly differentiating the company from its competitors. This is especially important in the beverage industry, where products often have short life cycles and face intense competition (Lim, Melewar & Sorensen, 2010). Effective branding fosters consumer confidence and promotes repeat purchases, which are essential for sustaining growth in a dynamic market environment.
In summary, branding is integral to the strategic management of multi-product firms. It helps align products with customer expectations, establishes a coherent corporate identity, and drives market performance, all of which contribute to enhanced organizational efficiency.
2.2.9	Importance of Branding
From the consumer’s perspective, branding simplifies product selection and decision-making. Without branding, consumers would be required to evaluate each product based on its attributes, often leading to uncertainty and dissatisfaction. A branded product, on the other hand, offers reliability, making it easier for customers to identify and evaluate products with confidence. Strong branding thus ensures accuracy in product selection, serving as a trusted signal of quality and value.
In the highly competitive environment faced by multi-product companies like Seven-Up Bottling Company, branding provides a strategic advantage. It enables firms to charge premium prices, even in the face of fierce competition, due to the trust and loyalty a well-established brand can command. This competitive advantage is especially important in a marketplace where brand recognition plays a critical role in consumer purchasing decisions (Anabila & Awunyo-Vitor, 2014).
Branding also mitigates the risks associated with post-purchase dissatisfaction by clearly identifying the producer behind the product. This transparency reduces uncertainty for consumers, fostering trust and long-term loyalty. Moreover, branding facilitates market expansion through brand extension strategies, allowing companies to introduce new products under a familiar brand umbrella. Consumers are more inclined to adopt new products from a trusted brand, which aids in market penetration and diversification.
As De Chernatony (2001) notes, effective brand management bridges the gap between a brand’s image and its reputation. Brand management is not only about creating a compelling brand identity but also about maintaining consistency between the brand’s image and the expectations of its stakeholders (Schultz & Barnes, 2009). For multi-product firms, managing the consistency between the organization’s vision and the brand’s promises is essential for fostering consumer loyalty and sustaining long-term success.
Balmer and Greyser (2003) differentiate between corporate image and corporate reputation. While corporate image reflects the public’s current perception of the company, corporate reputation encompasses the long-term trustworthiness and reliability built over time. Corporate reputation is a more durable construct, requiring continuous nurturing and consistency in brand messaging (Markwick & Fill, 2014). In a multi-product organization, such as Seven-Up, this long-term brand reputation is crucial as it ties together the company’s diverse product portfolio under a unified and consistent identity.
As the brand and organization evolve, the focus should shift toward creating a memorable brand that can be easily recalled by consumers. Positive brand associations should be reinforced through consistent marketing and effective communication (Farquhar, 2014; Park, Jaworski & MacInnis, 2013). This is particularly important in multi-product firms, where the link between a brand's core image and its product extensions must be clear to consumers, ensuring that they can easily identify and connect with the brand across different product categories (Aremu & Saka, 2006).
Ultimately, regardless of whether an organization operates with a single brand or a multi-brand portfolio, it is imperative to establish and maintain a positive brand image. This not only shapes consumer perception but also contributes to the development of a favorable corporate reputation, which can significantly enhance organizational efficiency and long-term success in the marketplace (De Chernatony, 2001).
2.3	Theoretical Framework
	Strategic Brand Management (SBM) plays a crucial role in influencing organizational efficiency, particularly within multi-product firms. In the context of Seven-Up Bottling Company, SBM can be understood through various theoretical lenses that address the development, management, and impact of branding on both organizational performance and customer perception. Below are key theoretical frameworks relevant to understanding the relationship between strategic brand management and organizational efficiency in multi-product firms.
a) The Resource-Based View (RBV) Theory
The Resource-Based View (RBV) theory emphasizes that organizations can achieve a competitive advantage through the effective use of valuable, rare, inimitable, and non-substitutable resources (Barney, 1991). In the context of SBM, a well-managed brand can be seen as a strategic resource that offers competitive differentiation, fostering organizational efficiency and long-term profitability. RBV asserts that a strong, well-recognized brand is a unique resource that contributes significantly to a company’s ability to generate consistent revenue streams and secure customer loyalty (Wernerfelt, 1984). For multi-product firms like Seven-Up Bottling Company, brand equity, which is built over time through strategic brand management, becomes an inimitable resource that competitors cannot easily replicate. The brand serves as a barrier to entry, as consumers are often willing to pay a premium for trusted brands, which enhances profitability and operational efficiency. Furthermore, a well-managed brand can lead to more efficient internal processes by aligning employees’ work with the company’s values and goals, thereby improving productivity and job satisfaction (Hitt, Ireland, & Hoskisson, 2012). This theory suggests that Seven-Up’s brand is not merely a marketing tool but a core resource contributing to both competitive advantage and organizational efficiency.
b) The Signaling Theory
Signaling theory (Spence, 1973) posits that companies send signals to the market through their branding, which influences consumer perceptions and behaviors. In the context of strategic brand management, the brand becomes a key signal to customers about the quality, value, and trustworthiness of the products offered by the company. For multi-product firms like Seven-Up Bottling Company, a well-executed brand strategy signals to customers that the organization is reliable, consistent, and committed to quality across all product lines (Kirmani & Zeithaml, 1993). This signals a level of brand authenticity that customers interpret as an indicator of superior products and service. In turn, the organization experiences increased customer loyalty, higher retention rates, and stronger market positioning.
The signaling effect is particularly crucial in competitive environments where multiple brands are vying for consumer attention. In the case of Seven-Up, effective brand management can reduce uncertainty among consumers, making it easier for them to choose the brand over others (Srinivasan, Anderson, & Ponnavolu, 2008). This leads to greater organizational efficiency as it reduces marketing costs associated with customer acquisition and retention, while enhancing long-term brand loyalty.
c) The Brand Equity Theory
Brand Equity Theory suggests that a strong brand can increase a company’s value by building customer loyalty, improving market positioning, and driving financial performance (Aaker, 1991). According to Aaker, brand equity is composed of several dimensions, including brand awareness, brand associations, perceived quality, and brand loyalty. In a multi-product company such as Seven-Up Bottling Company, brand equity plays a pivotal role in differentiating its diverse product offerings in the market. High brand equity enables the company to command premium pricing, reduce the price sensitivity of customers, and cultivate brand loyalty (Keller, 2003). This, in turn, leads to operational efficiencies as brand loyalty reduces the need for extensive marketing efforts to attract new customers. Moreover, strong brand equity enhances the company’s ability to introduce new products successfully, increasing the overall productivity of the organization. The positive relationship between brand equity and organizational efficiency is well-documented in the literature (Aaker, 1991). By investing in strategic brand management, Seven-Up Bottling Company can increase brand recognition and customer preference, which directly translates into higher sales volumes and profitability, thus driving organizational efficiency.
d) The Dynamic Capabilities Theory
The Dynamic Capabilities Theory (Teece, Pisano, & Shuen, 1997) suggests that firms must continually adapt their resources and capabilities to changing market conditions in order to achieve sustained competitive advantage. In the context of SBM, dynamic capabilities refer to the ability of an organization to reconfigure its brand strategies in response to evolving customer needs, market competition, and external environmental factors. For Seven-Up, dynamic capabilities in brand management allow the company to respond proactively to market changes by adapting its branding strategies, improving its customer service offerings, and launching innovative marketing campaigns that align with consumer expectations. This adaptability leads to enhanced organizational efficiency by enabling the company to streamline operations, reduce redundancies, and focus on the most effective brand initiatives (Eisenhardt & Martin, 2000).
The theory also highlights the importance of organizational learning and knowledge management in maintaining a competitive edge. A dynamic approach to brand management allows Seven-Up to continuously refine its branding processes, optimizing both internal operations and customer experiences.
e) The Customer-Based Brand Equity (CBBE) Model
The Customer-Based Brand Equity (CBBE) Model developed by Keller (2001) underscores the importance of consumer perceptions in shaping brand value. According to this model, brand equity is built upon four key stages: brand identity, brand meaning, brand responses, and brand resonance.
In a multi-product firm like Seven-Up, strategic brand management aims to create strong brand associations at each of these stages, ultimately building deep customer loyalty and preference. The process begins with brand awareness (ensuring consumers can recognize the brand), followed by establishing strong, positive brand associations (linking the brand with desirable attributes such as quality, taste, and reliability). As customers form positive perceptions of the brand, they begin to exhibit brand preference and brand loyalty, which in turn leads to brand resonance—a deep emotional connection that fosters long-term loyalty (Keller, 2003).
By effectively navigating this process, Seven-Up can enhance its organizational efficiency through increased sales, lower customer acquisition costs, and the ability to introduce new products with minimal risk. The CBBE model thus emphasizes the critical link between strategic brand management and organizational efficiency in driving sustained business success.
2.4	Empirical Review
Brand management plays a significant role in shaping the success of organizations, particularly in multi-product firms, where strategic management of brand equity can directly influence organizational efficiency. Despite the recognized importance of the Brand Management System (BMS), various definitions exist in academic literature. While some scholars define BMS broadly as encompassing everything related to brand identity (Alsop & Alsop, 2004), others adopt a narrower view, associating BMS with the brand manager system pioneered by Procter & Gamble in the 1930s (Roberts, 2004). This lack of clarity around the role of BMS complicates understanding its influence on brand efficiency and organizational performance.
Vanauken (2002) suggested several tools and strategies that could be employed to execute brand management effectively, thereby building powerful brands. Aaker and Joachimsthaler (2000) and Davis and Dunn (2002) also emphasized the critical role of establishing robust brand management systems and implementing evaluation frameworks for monitoring brand performance. However, the direct relationship between BMS and brand efficiency remains under-explored, particularly in studies examining market orientation and its relationship with efficiency. An important exception is the study by Noble, Sinha, and Kumar (2002), which analyzed the role of market orientation in enhancing brand performance.
Whan, Andreas, Gratiana, and Jason (2013) investigated the role of brand logos in firm performance and discovered that the positive effects of logos on customer commitment and overall firm performance derive not only from enabling brand identification but also from facilitating customer self-expression. The study further explored whether brand logos, as visual symbols, are more effective than brand names in building customer relationships and driving performance. They found that logos, by representing functional benefits and offering aesthetic appeal, contribute significantly to customer brand commitment, especially when firms leverage their brands across multiple product categories.
Pham and Dinh (2015) conducted a study on the influence of branding management on business performance in Vietnam's food and beverage sector. Their research on small and medium-sized enterprises (SMEs) demonstrated a positive correlation between effective brand management and improved financial performance. This study provided valuable insights into how Vietnamese entrepreneurs perceive branding as a driver of business success, particularly in competitive markets.
In the context of market orientation, Narver and Slater (2000) introduced a dimension of brand focus within their framework, emphasizing the role of organizational culture and leadership in brand building. However, they primarily focused on national brands and private labels, leaving other critical aspects of brand focus, such as brand education and CEO involvement, under-explored. Recent research expands on this by integrating the BMS into the market orientation–efficiency framework, where BMS is seen as a set of systems, structures, and cultural elements that support brand-building efforts. This broader definition enables the exploration of various facets of BMS, beyond direct brand-building activities, highlighting its importance in driving organizational efficiency.
Leiser (2004) discussed key factors contributing to a brand’s success when extended into new markets, particularly emphasizing the credibility of the brand. The brand’s reputation and image are crucial in differentiating products and services in competitive markets. O'Loughlin and Szmigin (2005) further argued that branding provides a competitive edge by ensuring consistency in messaging, which fosters a deeper connection with consumers and enhances organizational performance. The branding process enables companies to focus on their core values, test market messages, and assess whether these resonate with consumers, thereby enhancing operational efficiency (Malone, 2004).
In the pharmaceutical and consumer goods industries, branding can help maintain brand loyalty even after patents expire. Schuiling and Moss (2004) pointed out that strong brands, particularly in the face of generic products, benefit from high customer loyalty, which helps maintain robust sales over time. This illustrates how effective brand management can positively influence organizational efficiency by securing long-term customer engagement.
De Chernatony (2001) described brand management as the process of aligning the interactions between an organization and its stakeholders, ensuring that the organization’s vision resonates with stakeholders’ beliefs. A key component of brand management is creating a strong brand image that occupies a unique position in the marketplace. De Chernatony’s concept bridges the gap between a brand’s identity and its reputation, emphasizing that successful brand management can lead to improved organizational efficiency.
Balmer (2003) differentiated between corporate image and corporate reputation. Corporate image is defined as the public’s immediate perception of an organization, while corporate reputation is the long-term judgment about an organization’s trustworthiness and reliability. These perceptions play a significant role in organizational efficiency, as they affect both customer loyalty and the firm’s ability to navigate competitive markets.
From the empirical studies reviewed, it is clear that the strategic management of branding—encompassing brand logos, brand management systems, and corporate reputation—directly impacts organizational efficiency. This is particularly important for multi-product firms like Seven-Up Bottling Company, where brand differentiation across product categories can significantly improve operational performance and market positioning. The integration of effective brand management practices within organizational strategies can foster increased efficiency, customer loyalty, and long-term profitability.

CHAPTER THREE
METHODOLOGY
3.1 Introduction
This chapter outlines the research methodology that will be employed in this study. It includes the research design, population, sampling technique, research instruments, data analysis methods, and the historical background of the study. The methodology is structured to effectively address the research objectives and provide insights into the influence of strategic brand management on organizational efficiency in Seven-Up Bottling Company.
3.2 Research Design
This study will adopt a descriptive survey research design. The descriptive survey approach is ideal for gathering detailed information about the perceptions and experiences of employees regarding brand management strategies and organizational efficiency. This design is appropriate as it allows for the collection of data without manipulating the research variables, ensuring that the responses reflect the true opinions and experiences of the respondents.
The choice of this design is based on its ability to establish clear relationships between the independent variables (strategic brand management factors) and the dependent variable (organizational efficiency). Additionally, the descriptive survey method enables direct contact with the relevant population, making it an effective means to explore the organizational dynamics within Seven-Up Bottling Company.
3.3 Population of the Study
The target population for this study comprises employees of Seven-Up Bottling Company in Ilorin, Kwara State. The study will focus on the staff within the Accounting, Sales, and Marketing Departments of Seven-Up, as these departments are directly involved in brand management and its impact on organizational efficiency. These departments were selected due to their significant role in shaping and executing branding strategies and in influencing the operational performance of the company.
An estimated total of fifty (50) employees will be considered as the population sample. This number ensures sufficient diversity and representation from key operational areas within the company. The selection of this group is based on the understanding that these staff members possess the relevant knowledge and experience regarding the company's brand management practices and can provide valuable insights into the relationship between strategic brand management and organizational efficiency.
3.4 Sample Size and Sampling Techniques
Stutely (2003) suggests that when the sample size is fewer than 30, it is advisable to study the entire population. Since the total number of employees at Seven-Up Bottling Company is relatively small, this study will adopt Stutely's recommendation and treat the entire employee population as the sample for the research.
This study will employ purposive sampling for participant selection, ensuring that individuals with direct involvement or expertise in brand management and organizational efficiency are included. The purposive sampling technique will be used to target relevant departments, such as marketing, sales, and customer service, as they have the most insight into the impact of brand management on organizational performance.
For the purpose of questionnaire administration, simple random sampling will be applied to ensure that each participant within the selected departments has an equal chance of being chosen. This approach will help mitigate bias and ensure a representative sample.
3.5 Methods of Data Collection
Both primary and secondary data will be used for this study:
Primary data will be collected using structured questionnaires, personal interviews, and direct observations. These instruments will gather first-hand information regarding brand management practices and organizational efficiency within Seven-Up Bottling Company.
Secondary data will be sourced from company documents, relevant journals, textbooks, and internal files. These secondary sources will help contextualize the study and supplement the primary data.
The structured questionnaire will be developed based on the literature review and will contain two main sections:
· Section A: Demographic Information – This section will collect respondents' personal data, such as age, gender, education, marital status, and professional qualifications.
· Section B: Brand Management and Organizational Efficiency – This section will include questions on strategic brand management practices and organizational efficiency. Respondents will be asked to rate their agreement with statements using a 5-point Likert scale, ranging from Strongly Agree (SA) to Strongly Disagree (SD). This scale will capture their attitudes toward the subject matter.
Both employees and customers will be surveyed to provide a comprehensive view of the influence of brand management on organizational efficiency.
3.6 Instruments of Data Collection
The primary instrument for data collection will be the structured questionnaire. This closed-ended questionnaire will consist of items directly aligned with the study's objectives, ensuring that responses address the research questions clearly and effectively. The use of closed-ended questions helps avoid ambiguity, facilitates easier data analysis, and ensures that responses are consistent and reliable. To validate the instrument, a pilot test will be conducted with a small sample before full-scale data collection begins. This will ensure the clarity, relevance, and reliability of the questions.
3.7 Method of Data Analysis
The data collected will be analyzed using descriptive statistics, such as frequencies and percentages, to summarize and describe the respondents’ characteristics and opinions. Additionally, the study will employ Multiple Linear Regression and correlation analysis to test the hypotheses and assess the relationship between brand management and organizational efficiency.
The Multiple Linear Regression analysis is chosen to examine the effects of multiple independent variables (e.g., different dimensions of brand management) on a dependent variable (organizational efficiency). This is appropriate because the study explores multiple predictors of organizational efficiency, not just a single variable. The regression model will allow for testing the relative impact of each variable and determining whether brand management practices, customer service, and other factors significantly influence organizational efficiency.
In addition, correlation analysis will be used to explore the strength and direction of the relationship between brand management and organizational efficiency.
The causal design of this study will allow for understanding how strategic brand management (independent variable) affects organizational efficiency (dependent variable), with the goal of answering the research questions and validating the hypotheses.
3.8	Historical Background of the Case Study 
7UP was first created in 1929 by Charles Leiper Grigg of the Howe and Company in St. Louis, Missouri, USA. Originally called "Bib-Label Lithiated Lemon-Lime Soda," the drink was marketed as a health tonic that included lithium citrate, a mood-stabilizing drug. However, due to changes in regulatory laws around the use of lithium, the formula was altered, and the drink was rebranded as 7UP in 1936.
The name "7UP" was chosen for its simplicity and because it was believed to be a lucky number. It’s been speculated that the name also refers to the fact that the original drink had a 7-ounce bottle and was marketed as a refreshing, uplifting beverage with a "up" feeling. Over time, 7UP became one of the leading soft drink brands in the United States and expanded internationally.
International Expansion and the Bottling Company
The company itself grew substantially over the years, with many bottling plants established around the world. In the 1950s and 1960s, 7UP made a significant move into global markets, including Africa, Europe, and Latin America. However, the company’s operations in various regions were usually franchised, with independent bottlers responsible for manufacturing, distributing, and selling 7UP products.
The Seven-Up Bottling Company (which oversees bottling and distribution) became a significant entity in the company's operations, especially in various markets such as Nigeria.
Seven-Up Bottling Company in Nigeria
In 1960, Seven-Up Bottling Company Nigeria was established. Initially, the company started its operations in Lagos, producing and distributing 7UP drinks. Over time, the company expanded its reach throughout the Nigerian market, becoming a household name and a leading player in the country's soft drink industry. The Nigerian branch has continued to grow and innovate, expanding its product offerings to include other popular beverages like Pepsi, Mountain Dew, and Mirinda, among others.
Seven-Up Bottling Company Nigeria is notable for being a major player in the Nigerian beverage industry, recognized not just for its iconic 7UP brand but also for its contributions to the local economy through job creation, infrastructure development, and significant investments in the country's manufacturing sector.



CHAPTER FOUR
DATA PRESENTATION, INTERPRETATION AND ANALYSIS
4.1 Introduction
This chapter presents the data collected from the field through questionnaires administered to employees of Seven-Up Bottling Company in Ibadan. The objective of this chapter is to provide a detailed presentation, analysis, and interpretation of the data in relation to the research questions and hypotheses. The chapter is organized into three key sections: Introduction, Data Presentation, and Analysis, followed by Hypothesis Testing.
4.2 Data Presentation and Analysis
A total of fifty (50) questionnaires were distributed to employees across various departments at Seven-Up Bottling Company, Ibadan, and all were duly completed and returned. This indicates a high level of response validity, as the responses align with the sampled population and represent an accurate reflection of the data required for the analysis. The data presented in this chapter will serve to assess the influence of strategic brand management on organizational efficiency within Seven-Up Bottling Company.
Table 4.1.1: DEMOGRAPHIC VARIABLES
	Gender

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Male
	37
	74.0
	74.0
	74.0

	
	Female
	13
	26.0
	26.0
	100.0

	
	Total
	50
	100.0
	100.0
	

	
	
	
	
	
	

	
	
	
	
	
	


Source: field survey, 2025
The table above shows the gender analysis of the respondents. The table revealed that 74% of the respondents were male while 26% were female. From this, most of the respondents were male. This implies that male staffs have a great effect on brand management.
	
Table 4.1.2: Marital status

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Married
	30
	60
	60
	60

	
	Single
	20
	40
	40
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: field survey, 2025
The table above shows the rate of marital status of respondents. Meanwhile, 60% of the respondents were married while 40% of the respondents were single. This implies that brand management are embraced mostly by married staff.


	Table 4.1.3:    Age

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	18-23
	15
	30.0
	30.0
	30.0

	
	24-29
30 and above
	24
11
	48.0
22.0
	48.0
22.0
	78.0
100.0

	
	Total
	50
	100.0
	100.0
	


Source: field survey, 2025
The above table revealed that rate of age of respondents. Meanwhile, 30% of the respondents were 18-23 years while 48% of the respondents were 24-29 years and 22% were 30 years and above. This implies that Seven-Up Company adopts brand management categorically.
	Table 4.1.4:Years of service

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	1-5
	9
	18.0
	18.0
	18.0

	
	6-10
	8
	16.0
	16.0
	34.0

	
	11-15
	26
	52.0
	52.0
	86.0

	
	16 and above
	7
	14.0
	14.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: field survey, 2025
The table above provides an overview of the years of service of staff at Seven-Up Bottling Company. It shows that 18% of the staff have been with the company for 1-5 years, 16% have spent 6-10 years, 52% have been with the company for 11-15 years, and 14% have been with the company for 16 years or more. This distribution indicates that the majority of the staff (52%) have extensive experience, having spent 11-15 years at Seven-Up. Given their long tenure, these employees are likely to be well-acquainted with the company’s brand management strategies, making them crucial to the execution and sustainability of these strategies. The focus on long-serving employees suggests a deep institutional knowledge that can contribute significantly to maintaining and enhancing the company’s brand identity and its overall organizational efficiency.

	Table 4.1.5: Educational qualification

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	SSCE
	6
	12.0
	12.0
	12.0

	
	OND/NCE
	21
	42.0
	42.0
	54.0

	
	DEGREE/HND
	18
	36.0
	36.0
	90.0

	
	Master
	5
	10.0
	10.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: field survey, 2025
The table above presents the educational qualifications of the respondents. Among the staff, 12% held SSCE certificates, 42% held OND/NCE qualifications, 36% had completed a Degree/HND, and 10% held a Master's degree. This data indicates that the majority of the staff have OND/NCE qualifications. The level of education within the workforce is likely to influence the implementation and effectiveness of strategic brand management practices within the company. Specifically, the educational background of the employees could affect their understanding of advanced branding concepts and strategies, potentially impacting the company's ability to leverage brand management as a tool for enhancing organizational efficiency.
4.2 Descriptive Analysis of Operational Data
Product Logo and Productivity
	Table 4.2.1: Attractive logo increases the efficiency of product

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly disagreed
	3
	6.0
	6.0
	6.0

	
	Disagreed
	4
	8.0
	8.0
	14.0

	
	Undecided
	3
	6.0
	6.0
	20.0

	
	Agreed
	10
	20.0
	20.0
	40.0

	
	strongly agreed
	30
	60.0
	60.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: field survey, 2025
The table indicates that 6% of respondents strongly disagreed with the statement, while 8% disagreed. Additionally, 6% were undecided, 20% agreed, and 60% strongly agreed. This suggests that a significant majority of respondents believe that product logos play a crucial role in promoting productivity. In turn, this aligns with the idea that an effective product logo contributes to improved organizational efficiency, as it enhances brand recognition, customer loyalty, and operational effectiveness within the firm.

	Table 4.2.2: A product’s name increases the sales output of its products

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly disagreed
	2
	4.0
	4.0
	4.0

	
	Undecided
	4
	8.0
	8.0
	12.0

	
	Agreed
	16
	32.0
	32.0
	44.0

	
	strongly agreed
	28
	56.0
	56.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: field survey, 2025
The table indicates that 4% of respondents strongly disagreed with the statement, 8% were undecided, 32% agreed, and 56% strongly agreed. This suggests that the majority of respondents recognize the significant contribution of the company's brand name to its productivity. The high percentage of respondents who strongly agreed (56%) highlights the critical role that a well-established brand plays in enhancing organizational efficiency and overall business performance within a multi-product firm like Seven-Up Bottling Company.

	Table 4.2.3:The design of a product helps increase its sales output

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	strongly disagreed
	1
	2.0
	2.0
	2.0

	
	Disagreed
	3
	6.0
	6.0
	8.0

	
	Undecided
	8
	16.0
	16.0
	24.0

	
	Agreed
	17
	34.0
	34.0
	58.0

	
	strongly agreed
	21
	42.0
	42.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: field survey, 2025
The table indicates that 2% of the respondents strongly disagreed with the statement, 6% disagreed, 16% were undecided, 34% agreed, and 42% strongly agreed. This distribution suggests that a significant proportion of respondents believe that the design of a product plays a crucial role in influencing consumer demand. Specifically, the high percentage of agreement (76% combined) implies that an attractive product design is positively associated with increased demand, highlighting its strategic importance in brand management for multi-product firms like Seven-Up Bottling Company.



	Table 4.2.4: Collaboration between trademark and color helps increase productivity

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	strongly disagreed
	2
	4.0
	4.0
	4.0

	
	Disagreed
	5
	10.0
	10.0
	14.0

	
	undecided
	7
	14.0
	14.0
	28.0

	
	Agreed
	15
	30.0
	30.0
	58.0

	
	strongly agreed
	21
	42.0
	42.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: field survey, 2025
The table indicates that 4% of respondents strongly disagreed, 10% disagreed, 14% were undecided, 30% agreed, and 42% strongly agreed with the statement. This suggests that a significant majority of respondents believe that the company’s trademark, particularly its color scheme, positively influences organizational efficiency. Therefore, it can be inferred that a well-executed branding strategy, including a consistent and recognizable color identity, plays a crucial role in enhancing organizational performance and operational success.



	Table 4.2.5: A successful logo assures customers of the business values of the company

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Undecided
	4
	8.0
	8.0
	8.0

	
	Agreed
	29
	58.0
	58.0
	66.0

	
	strongly agreed
	17
	34.0
	34.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: field survey, 2025
The table indicates that 8% of the respondents were undecided, 29% agreed, and 17% strongly agreed. This suggests that the product logo plays a significant role in influencing organizational efficiency at Seven-Up Bottling Company. The results imply that a well-designed and strategically managed logo could positively impact the company's operational performance and overall brand perception.
Packaging and Customer Service
	Table 4.2.6: The bottling of our product has an increased impact on the point of purchase

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Disagreed
	3
	6.0
	6.0
	6.0

	
	Undecided
	3
	6.0
	6.0
	12.0

	
	Agreed
	25
	50.0
	50.0
	62.0

	
	strongly agreed
	19
	38.0
	38.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: field survey, 2025
The table revealed that a fair representation of 6% of respondents disagreed, 6% of them were undecided, 50% agreed while 38% of them were strongly agreed. This implies that the packaging of a product would have an effect on the purchase of the product.
	Table 4.2.7: The packaging of our products attract consumers and increases its sale

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Disagreed
	4
	8.0
	8.0
	8.0

	
	Undecided
	4
	8.0
	8.0
	16.0

	
	Agreed
	29
	58.0
	58.0
	74.0

	
	strongly agreed
	13
	26.0
	26.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: field survey, 2025
The table shows that 8% of respondents disagreed, 8% were undecided, 58% agreed, and 26% strongly agreed. These findings suggest that the packaging of a product plays a significant role in influencing consumer demand, with a majority of respondents acknowledging that well-designed packaging can increase the likelihood of consumer interest and purchase. This emphasizes the importance of strategic brand management, particularly in the context of product packaging, as a key driver of organizational efficiency and market competitiveness for multi-product firms like Seven-Up Bottling Company.
	Table 4.2.8: Packaging color impacts consumer behavior during buying process

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Disagreed
	2
	4.0
	4.0
	4.0

	
	Undecided
	3
	6.0
	6.0
	10.0

	
	Agreed
	17
	34.0
	34.0
	44.0

	
	strongly agreed
	23
	56.0
	56.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: field survey, 2025
The data indicates that 4% of respondents disagreed, 6% were undecided, 34% agreed, and 56% strongly agreed with the statement. This suggests that the color of a product significantly influences consumer behavior during the purchasing process. In the context of Seven-Up Bottling Company, this finding underscores the importance of color in product branding and how it may affect customer perceptions and decision-making, ultimately impacting the company's brand image and organizational efficiency.
	Table 4.2.9: The printed information on the package helps the process of buying

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	strongly disagreed
	1
	2.0
	2.0
	2.0

	
	Disagreed
	2
	4.0
	4.0
	6.0

	
	Undecided
	4
	8.0
	8.0
	16.0

	
	Agreed
	25
	50.0
	50.0
	66.0

	
	strongly agreed
	18
	36.0
	36.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: field survey, 2025
The table revealed that 2% of the respondents have strong disagreement to the view, 4% disagreed, 8% of them were undecided, 50% agreed while 36% of them were strongly agreed. This implies that well printed information would imperatively encourage buyers to buy. 
	Table 4.2.10: The label of the package is important in decision buying process

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Disagreed
	3
	6.0
	6.0
	6.0

	
	Undecided
	2
	4.0
	4.0
	10.0

	
	Agreed
	23
	46.0
	46.0
	56.0

	
	strongly agreed
	22
	44.0
	44.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: field survey, 2025
The table revealed that 6% of the respondents disagreed, 4% of them were undecided, 46% agreed while 44% of them were strongly agreed. This implies that poor labeling of the product would eventually reduce the activities of the buyers.

Customer Service and Organizational Efficiency Relationship
	Table 4.2.11: Our company is satisfy with their customers

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Disagreed
	5
	10.0
	10.0
	10.0

	
	Undecided
	4
	8.0
	8.0
	18.0

	
	Agreed
	26
	52.0
	52.0
	70.0

	
	strongly agreed
	15
	30.0
	30.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: field survey, 2025
The table revealed that a fair representation of 10% of respondents disagreed, 8% of them were undecided, 52% agreed while 30% of them were strongly agreed. This implies that clear branding would elevate the rate of customer’s satisfaction. 
	Table 4.2.12: Our firm has strong reputation

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Disagreed
	7
	14.0
	14.0
	14.0

	
	Undecided
	9
	18.0
	18.0
	32.0

	
	Agreed
	30
	60.0
	60.0
	92.0

	
	strongly agreed
	4
	8.0
	8.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: field survey, 2025
The table revealed that a fair representation of 14% of respondents disagreed, 18% of them were undecided, 60% agreed while 8% of them were strongly agreed. This implies that higher level of branding may yield strong reputation.

	Table 4.2.13: Our firm has built a strong customer brand loyalty

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	strongly disagreed
	3
	6.0
	6.0
	6.0

	
	Disagreed
	4
	8.0
	8.0
	14.0

	
	Undecided
	4
	8.0
	8.0
	22.0

	
	Agreed
	26
	52.0
	52.0
	74.0

	
	strongly agreed
	13
	26.0
	26.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: field survey, 2025
The table revealed that 6% of the respondents have strong disagreement to the view, 8% disagreed, 8% of them were undecided, 52% agreed while 26% of them were strongly agreed. This implies that well brand management would imperatively build customer brand loyalty. 
	Table 4.2.14: We have reached desired image in the market

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Disagreed
	4
	8.0
	8.0
	8.0

	
	Undecided
	7
	14.0
	14.0
	22.0

	
	Agreed
	31
	62.0
	62.0
	84.0

	
	strongly agreed
	8
	16.0
	16.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: field survey, 2025
The table revealed that a fair representation of 8% of respondents disagreed, 14% of them were undecided, 62% agreed while 16% of them were strongly agreed. This implies that well branding would elevate a firm to reaching a desired image in the market. 


	       Table 4.2.15: We have differentiated our brand from the competitors

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Disagreed
	8
	16.0
	16.0
	16.0

	
	Undecided
	6
	12.0
	12.0
	28.0

	
	Agreed
	29
	58.0
	58.0
	86.0

	
	strongly agreed
	7
	14.0
	14.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: field survey, 2025
The table revealed that a fair representation of 16% of respondents disagreed, 12% of them were undecided, 58% agreed while 14% of them were strongly agreed. This implies that brand management helps differentiate firms. 
4.2	TEST OF HYPOTHESES
Hypothesis One
H01: 	There is no significant effect of product logo on the productivity of Seven-Up Company.
Statistical tool: Multiple regression analysis

	Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.944a
	.891
	.887
	.22299

	a. Predictors: (Constant), Logo, Name, Design, Trademark


Sources: Researchers’ computation, 2025
The table above presents the model summary regarding the impact of the product logo on the productivity of Seven-Up Bottling Company. The correlation coefficient (R) is 0.944a, and the R-squared value is 0.891. These results indicate a strong positive relationship between product logo management and organizational productivity. Specifically, the high R-square value suggests that approximately 89.1% of the variation in Seven-Up’s productivity can be explained by changes in the product logo and associated brand management strategies. This implies that any improvement or adjustment in brand management variables, such as logo design, brand identity, or brand recognition, is likely to yield a proportional increase in the company's overall productivity and operational efficiency.
	ANOVAa

	Model
	Sum of Squares
	Df
	Mean Square
	F
	Sig.

	1
	Regression
	56.956
	4
	11.391
	229.076
	.000b

	
	Residual
	6.962
	45
	.050
	
	

	
	Total
	63.918
	49
	
	
	

	a. Dependent Variable: Corporate survival

	b. Predictors: (Constant), Logo, Name, Design, Trademark


Sources: Researchers’ computation, 2025

P-value of 0.000a in the ANOVA table above indicates that the variables under consideration are jointly significant. The conclusion therefore is that; H01: Product logo has significant effect on the productivity of multiproduct Company.
H02: 	Packaging has no significant influence on customer service of Seven-Up Company.
Statistical tool: Multiple regression analysis
	Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.919a
	.845
	.841
	.18615

	a. Predictors: (Constant), Packaging, Color, Printed information, Label

	Sources: Researchers’ computation, 2025


The table above presents the model summary of the effect of packaging on customer service of Seven-Up Company. The table shows Correlation coefficient (R) and R-square to be 0.919aand 0.845 respectively. This explains that any increment in packaging will bring about the same proportional change customer service.
	ANOVAa

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	23.050
	3
	7.683
	221.724
	.000b

	
	Residual
	4.228
	122
	.035
	
	

	
	Total
	27.278
	125
	
	
	

	a. Dependent Variable: Customer Service

	


Sources: Researchers’ computation, 2025
P-value of 0.000a in the ANOVA table above indicates that the variables under consideration are jointly significant. The conclusion therefore is that; H02: packaging has significant effect on customer service of multiproduct Company.
H03: 	There is no mediating effect of customer service on branding and organizational efficiency relationship.
Statistical tool: Multiple regression analysis
	Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.526a
	.506
	.584
	.41197

	a. Predictors: (Constant), Satisfaction, Reputation, Loyalty, Desired Image

	Sources: Researchers’ computation, 2025


The table above presents the mediating effect of customer service on branding and organizational efficiency relationship. The table shows Correlation coefficient (R) and R-square to be 0.526aand 0.506 respectively. This explains that there is a relationship between customer service and organizational efficiency.


	ANOVAa

	Model
	Sum of Squares
	Df
	Mean Square
	F
	Sig.

	1
	Regression
	9.533
	3
	3.178
	4.820
	.003b

	
	Residual
	80.435
	122
	.659
	
	

	
	Total
	89.968
	125
	
	
	

	a. Dependent Variable: Organizational efficiency



Sources: Researchers’ computation, 2025

P-value of 0.003b in the ANOVA table above indicates that the variables under consideration are jointly significant. The conclusion therefore is that; H03: there is mediating effect of customer service on branding and organizational efficiency relationship.
4.3 Discussion of Findings
· Effect of Product Logo on Organizational Productivity
The P-value of 0.000a in the ANOVA table indicates that the relationship between product logo and organizational productivity is statistically significant. This suggests that the product logo plays a crucial role in influencing the productivity of multi-product companies such as Seven-Up Bottling Company. The findings support the hypothesis H01: Product logo has a significant effect on the productivity of a multi-product company. This result emphasizes the importance of brand identity in fostering consumer loyalty, which, in turn, can enhance organizational efficiency. A strong and recognizable product logo not only differentiates the brand in a competitive market but also aligns with consumer expectations, ultimately boosting operational performance.
· Effect of Packaging on Customer Service
Similarly, the P-value of 0.000a in the ANOVA table shows that the variables related to packaging and customer service are jointly significant. This confirms the hypothesis H02: Packaging has a significant effect on the customer service of multi-product companies. Packaging is a critical aspect of the brand's interaction with customers, as it directly affects the perceived value and experience of the product. Well-designed packaging can enhance customer satisfaction by communicating product quality, protecting the product, and improving ease of use. For Seven-Up Bottling Company, this finding underscores the importance of packaging as a strategic tool in enhancing customer service and contributing to overall organizational efficiency.
· Mediating Effect of Customer Service on Branding and Organizational Efficiency
The P-value of 0.003b in the ANOVA table suggests that there is a statistically significant relationship between branding, customer service, and organizational efficiency. This finding supports H03: There is a mediating effect of customer service on the relationship between branding and organizational efficiency. It indicates that customer service acts as a critical link that enhances the effectiveness of branding strategies and their impact on organizational efficiency. In other words, the strength of a company's brand can be amplified through excellent customer service, which in turn leads to improved operational outcomes. This highlights the importance of integrating customer service practices into the broader strategic brand management efforts to achieve superior organizational performance.

CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMEDATIONS
5.1 Summary of Findings
This chapter provides a summary of the research findings, followed by conclusions and recommendations. The findings of this study reveal the following key insights:
i. Product Logo and Organizational Productivity
The study found that the product logo has a significant effect on the productivity of multi-product companies. The correlation coefficient of 0.944 indicates a strong 94.4% relationship between the product logo and productivity. This suggests that a well-established and recognizable logo plays a pivotal role in enhancing the company's productivity by fostering customer loyalty and brand recognition.
ii. Packaging and Customer Service
The research indicates that packaging significantly influences customer service in multi-product companies. With a correlation coefficient of 0.919, packaging was found to have a 91.9% relationship with customer service. This demonstrates that effective packaging is integral to enhancing the customer experience and service quality, thereby contributing to greater customer satisfaction and retention.
iii. Mediating Effect of Customer Service on Branding and Organizational Efficiency
The study revealed that customer service acts as a mediator between branding and organizational efficiency. The correlation coefficient of 0.526 shows a 52.6% relationship between customer service and organizational efficiency. This highlights the importance of customer service in amplifying the positive effects of branding on a company's overall performance.
iv. Positive Interrelationship Among Variables
The findings demonstrate that all the measured variables (product logo, packaging, customer service, and organizational efficiency) are positively interrelated. Notably, brand management was observed to have a strong impact on organizational efficiency, reinforcing its critical role in enhancing operational performance.
5.2 Conclusions
Based on the findings, the study concludes that brand management is a crucial strategic tool that drives organizational efficiency. The following conclusions are drawn from the research:
i. Strong Positive Relationship Between Brand Management and Organizational Efficiency
There is a robust positive relationship between brand management variables and organizational efficiency. This finding underscores the importance of effective brand management in improving overall company performance. Management should place further emphasis on identifying and managing additional variables that could influence brand strength and operational outcomes. Moreover, maintaining efficient marketing channels to ensure timely delivery of the brand to consumers is crucial. This conclusion aligns with the findings of Aremu (2008), who also emphasized the importance of brand management in enhancing organizational effectiveness.
ii. Effective Brand Strategy Enhances Market Position and Organizational Performance
The adopted brand management strategy has successfully positioned the brand favorably in the market and in the minds of consumers. This strong brand presence positively influences organizational performance by increasing brand recognition, customer loyalty, and market share. Strengthening the brand through strategic management will contribute significantly to improving the overall performance of the organization.


5.3 Recommendations
Based on the findings of this study, the following recommendations are made to enhance strategic brand management and organizational efficiency at Seven-Up Bottling Company and other multi-product firms:
i. Enhance Scrutiny and Refinement of Brand Management Variables
Brand managers should focus on continuously analyzing and refining key brand management variables such as product logo, packaging, and customer service to ensure that these elements contribute to the creation of a strong and positive brand image. It is crucial that these brand management components are not only aligned with consumer expectations but also tailored to reflect the company's core values and market positioning. Brand managers should ensure that these efforts are supported by effective marketing channels to reinforce the brand's image and reputation consistently across all touchpoints.
ii. Sustain and Evolve the Brand Management Strategy
Brand managers must ensure the sustainability and ongoing evolution of the adopted brand management strategy. This strategy should be flexible enough to adapt to changing market conditions and customer preferences while remaining true to the company's core identity. By maintaining a strategic focus on brand consistency, as well as incorporating customer feedback, brand managers can strengthen the company's market presence and competitive advantage. Moreover, they should monitor industry trends and competitor strategies to ensure the brand remains relevant and maintains its leadership position within the industry.
iii. Leverage Customer Service as a Brand Differentiator
Customer service plays a critical role in shaping the overall brand experience. Seven-Up should invest in training programs for employees to ensure exceptional service quality at every customer touchpoint. By positioning customer service as a strategic tool to enhance brand perception, the company can build stronger customer loyalty and positive word-of-mouth. Additionally, the company should utilize customer service feedback to identify opportunities for improvement, ensuring that service standards align with the company’s branding and contribute to a seamless customer experience.
iv. Implement Comprehensive Brand Performance Metrics
To track the effectiveness of the brand management efforts, Seven-Up should implement comprehensive metrics to evaluate brand performance. Key performance indicators (KPIs) like brand awareness, customer loyalty, Net Promoter Score (NPS), and return on brand investment should be integrated into the company’s performance reviews. These metrics will allow brand managers to gauge whether branding initiatives are contributing to the company’s strategic goals and improving organizational efficiency. Regular brand audits and market studies should also be conducted to measure the impact of branding on consumer behavior and overall company performance.
v. Strengthen Brand Consistency Across All Products and Markets
Given that Seven-Up is a multi-product company, it is essential to maintain brand consistency across all product lines. The brand identity, visual elements, and messaging should be aligned across all products and markets to create a unified brand image. This consistency will strengthen brand recognition and foster consumer trust. At the same time, Seven-Up should leverage the unique attributes of each product to create sub-brands or product-specific branding initiatives that complement the overarching corporate brand, allowing for greater market segmentation without diluting the core brand message.
vi. Foster Employee Engagement in Brand Management
Brand management is not only the responsibility of the marketing department but should be integrated throughout the organization. To enhance organizational efficiency, Seven-Up should engage employees at all levels in brand management processes. This can be achieved by promoting a strong internal brand culture, where employees understand and align with the company’s brand values and mission. Employee involvement can be facilitated through training, internal branding campaigns, and regular communication from leadership. When employees are aligned with the brand, they become ambassadors of the brand, enhancing customer interactions and contributing to a positive organizational image.
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