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CHAPTER ONE
INTRODUCTION
1.1	Background to the Study
The success of any business or consumer product depends, in part, on the target market’s ability to distinguish one product from another. Branding is the principal instrument used by organizations and companies to distinguish their products from that of competitors. It is regarded, perhaps, that the most distinctive skills of professional marketers is their ability to create, maintain, protect and enhance brands. For centuries, business people have been devising ways to identify their wares and to distinguish them from those of competitors. Pictures were used in the early years because many potential customers were illiterate. In effect, a brand can encompass a name, a phrase, a design, a symbol or any combination of these so as to distinguish one product from another. A brand name is that portion of the brand which can be spoken, including letters, words or numbers. A brand mark is that portion of the brand that cannot be expressed verbally, such as a graph design or a symbol. Some of the world’s most recognized brands are Mercedes-Benz. A brand mark is often referred to as logo, but it must be noted that a logo can also refer to distinctive type or style such as Tuyil elegant script. Many companies offer several brands under one company name. In developing a marketing strategy for individual products, the responsibilities rest on the shoulders of the seller to confront the branding decision. In product strategy, branding is one of the most important issues that must be considered.
This research work intends to identify the effects that brand (name) has on company’s profit. It is of great importance that companies create a name that could easily be identified by target market and also helps to distinguish the product in question from those of competing products. Brand is defined by the American Marketing Association as name, term, sign, symbol or combination of them, intended to identify the goods or services of one seller or group of sellers and to differentiate them from those of competitors. 
Branding begun many centuries before the word acquires its modern usage. The ancient Greek and Romans had various forms of promoting their goods. Messages would be written informing the public that this man who lived over there at this address could make shoes or was a scribe. In the early periods, advertising and marketing in the literal sense was done on personal basis with the name of particular individual as important as that of his products or services. The modern development of this can be seen in the name of a private shopkeeper over his shop. Some of the best name chain store names have originated as that over a single establishment. In the earliest days, shops as distinct from individuals were quick to sell their goods by using pictures.
The overall branding of a company or product is traceable to its logo, symbol or even design features (e.g. regularly used colours or layouts, such as red and white in the case of Tuyil) that identify the company or its products/ service. A strong brand projects an image of quality in a business; many people see the brand as a part of a product or service that helps to show its quality and value. Branding, being a part of marketing concept and process has contributed greatly to survival of many business organizations and in marketing environment because they all interrelated with products, finance as well as other business concepts. Therefore, an organization that fully utilizes branding effectively will survive in the competitive business environment.
The choice of a brand is a very critical decision because the name affects customers‟ image and attitude towards products and the firm. Thus, it is a contributing factor in making it a winner or loser in the competitive market. This is to say that organizations should consider a variety of issues when selecting a brand name which is the most difficult task facing marketing management. Branding should therefore, improve the company’s image, boost sales and profit. It could, therefore, be said that there is a strong relationship (positive) between the introduction of new brand and increase or return on investment and the significant way it affects profitability of firms. Careful brand management seeks to make a product or service relevant to the target audience brands should be seen as more than the differences between the actual cost of a product and its selling price. They represent the sum of all valuable qualities of a product to the consumer. 
A brand which is widely known in the market place acquires brand recognition. When brand recognition builds up to a point where a brand enjoys a critical mass of positive sentiments in the market place, it is said to have achieved brand franchise. Brand recognition is most successful when people can state a brand without being explicitly exposed to the company’s name but through visual signifiers as mentioned earlier like logos, slogan’s and colours. 
Tuyil Pharmaceutical Industry is one of the few multinational organizations that had its beginning in Nigeria. From a small family-owned operation at inception, it has grown to become the predominant Over The Counter drugs in Nigeria responsible for the manufacture and sale of over thirty- (3o) different drugs brands. The company known brands includes: Tutolin, Vatem, Vemten Ibuprofen, Tutolin Cough and cold, Cenpain Night, Vami cee, Tumol Extra, Vatem Ds Artemether, Babyrex, Gecrol, Tumol paracetamol, Tudox, Tutrim Co-trimozacole just to mention a few. However, the importance of money in enhancing organizational activities cannot be overemphasized. 
Branding also determines the survival of organization products in the competitive business environment. In any business organization, the choice of a brand is a very critical decision as the name affects customers‟ image and attitude towards the product and the firm. Thus, it is a contributing factor in making it a winner or loser in the competitive market. This suggests that organizations should consider a number of factors when selecting a brand name, which is one of the most difficult tasks in marketing operations. Branding should therefore, improve the company’s image, boost sales and increase profits. It could therefore result into a strong and healthy relationship between the introduction of new brands and increase on return and investments. This study primarily focuses on branding and increased profitability and based its premises on manufacturing industries. This study examined the impact of branding in enhancing profitability in manufacturing industries. This is with a view to highlighting the various branding strategies put in place by organizations to build, sustain and enhance profitability as well as assessing its impact on the firm. 

1.2 	Statement of the Problem 
Branding is an important issue in any organization. This is because without a proper branding of a firm’s products, it’s difficult for the firm to run its operation smoothly for profit. As consumer become more sophisticated, manufacturers place more emphasis upon promoting their brands directly to consumers (rather than to distributors) spending considerable sums on advertising the high quality of their products thus profitability. Furthermore, branding has been a major issue especially in developing countries. As a result, in order to explain the relationship between branding and profitability in developed countries. However, despite the above importance this issue failed to attract the attention of researchers in Nigeria. Thus, while searching on internet, browsing through the books and journals the researcher didn’t find directly related research topics carried out in Nigeria.
Manufacturers also believe that they will be less susceptible to demand from distributors for extra discount to stock their brands. For some products (e.g.) Over the Counter (OTC) drugs and Table water, considerable effort has been devoted to promoting brands to reflect the personality of their likely purchasers. 
Marketing research has indeed shown that for these products consumers can be persuaded to buy brands that enhance the image they have of themselves. 
Manufacturers believe that if they invest in the quality of their brands, they will build up a brand image to which consumers will respond by asking for their foods by their brand names and by being willing to pay a premium for them. Therefore, the researchers believed that the problem is almost untouched and there is a knowledge gap on the area. It is against this background that the research seeks to investigate whether branding adds to the profitability of manufacturing company. 

1.3	Research Questions
1. To what extent does the organization engage in sales promotional activities, including branding?
2. How does effective branding influence organizational performance?
3. To what extent has product branding contributed to increased profitability and return on investment in the company?
4. How does the brand name influence consumers’ purchase decisions?

1.4	Objectives of the Study
The broad objective of this study is to examine the impact of branding on profitability in the manufacturing industry. Specifically, the study aims to:
1. Evaluate the extent to which the organization engages in sales promotional activities, including branding;
2. [bookmark: _Hlk199298553]examine the effect of branding on organizational performance;
3. [bookmark: _Hlk199298864]analyze the extent to which product branding has contributed to increased profitability and return on investment in the company; and
4. [bookmark: _Hlk199298928]examine the extent to which brand name influences consumers' purchase decisions.


1.5	Research Hypotheses
These are formulated as testable statements based on your objectives. You can choose to present them as either null and alternative hypotheses or as direct testable statements. Below are both formats.)
1. H₀₁: The organization does not significantly engage in sales promotional activities, including branding.
H₁₁: The organization significantly engages in sales promotional activities, including branding.
2. H₀₂: Effective branding does not have influence on organizational performance
H₁₂: Effective branding has influence on organizational performance.
3. H₀₃: Product branding has no significant impact on profitability and return on investment in the company.
H₁₃: Product branding has a significant impact on profitability and return on investment in the company.
4. H₀₄: Brand name does not significantly influence consumers’ purchase decisions.
H₁₄: Brand name significantly influences consumers’ purchase decisions.

1.6 	Significance of the Study 
This study by its substantive examination of past literature has contributed to the richness of the past studies. Furthermore, it has reinforced some past knowledge, updated information in studies relating to branding and how it enhances profitability in a manufacturing industry. However, it does not pretend to be a new breakthrough in the frontier of knowledge. This work can be retrieved for use by other researchers and writers particularly in related fields such as the social science and psychology. For these stated reasons, it is hoped that the effort and time expended on this study has been worthwhile. 
1.7 	Scope of the Study 
The study limits its scope on the manufacturing sector of Nigeria only and precisely on how branding in a manufacturing sector enhances organizational performance (case of Tuyil Pharmaceutical industry). Here, attempts are made to look at concept of branding, product branding, branding strategy, effects of product branding or their significant contribution on organizational profitability.

1.8 	Limitations of the Study 
A study of this nature cannot be effectively carried out without certain constraints. However, these constraints do not have any prejudice on the result of the findings in the course of the study. The major limitations of this study include inadequate resources; the unwillingness of some respondents to give all necessary information required. This work is not conclusive on its own; it is still open to further research studies. 

1.9 	Definitions of Key Terms 
Profit: this is the money made in business or by selling things especially after paying the cost involved. It could also be seen as inflow of assets into the firm as a result of sales of goods and or service by such firm. 
Brand: brand is defined as the totality of product features such as a name, term, symbol, colour, design, mark or combination of things that distinguish it from other products or a means by which the firm identifies it to consumers. 
Organizational Performance: refers to how well an organization achieves its goals, meets customer needs, and utilizes its resources efficiently. 



CHAPTER TWO
     LITERATURE REVIEW
2.0	 Introduction
This chapter reviews relevant concept and literature that are germane to this study such as the concept of branding, organizational performance, customer service and the extent of their relationship with one another with the ultimate goal of improving the business.

2.1 	Conceptual Framework
2.1.1	Concept of Branding
Tom (2015) stated that “brands are essentially patterns of familiarity, meaning, fondness and reassurance that exist in the minds of people”. Branding is important because not only that it creates a memorable impression on consumers but it allows your consumers and clients to know what to expect from your company. It is a way of distinguishing yourself from the competitors and clarifying what you intend to offer that makes you the better choice. Your brand is built to be a true representation of which you are as a business and how you wish to be perceived. In many businesses, branding is an instrument that passes on item advantages to clients as names or images to which interesting and persuading affiliations are appended. Apart from the many-sided quality of the items, the part of branding in pharmaceutical industry is imperative and complex because of the official assignment in the item’s profile, the naming, the avoidance of direct promoting of moral medications to the patients, and short item life circles (Lim et al., 2010). 
There are many areas that are used to develop a brand including advertising, customer service, social responsibility, reputation and visuals (Smith, 2018). All of these elements (and many more) work together to create one unique and (hopefully) attention-grabbing profile. Branding is the perpetual process of identifying and managing the cumulative assets and actions that shape the perception of a brand in stakeholders’ mind. Branding is a perpetual process because it never stops. People, markets and businesses are constantly changing and the brand must evolve in order to keep place (Rose, Lamp & Kapferer, 2016).
There is a structured process to branding which includes identifying who and what you want to be to your stakeholders, create your brand strategy to position yourself accordingly and then constantly manage everything that influences your positioning.   Also, your positioning must be translated into assets (e.g. visual identity, content, products and advert) and actions (e.g, services, customer support, human relations, experiences) that project it into your stakeholders’ minders, slowly building up that perception (Rose et al., 2016). Furthermore, perception of a brand is also known as reputation. This is the association that an individual (customer or not) has in their minds regarding your brand. This perception is the result of the branding process (or lack thereof). In addition, the clients are not the only ones that build a perception of your brand in their minds. Stakeholders include possible clients, existing customers, employees, shareholders and business partners. Each one builds up their own perception and interacts with the brand accordingly (Rose et. al. 2016 & Batman, 2015). 
The significance of branding in pharmaceutical companies cannot be underestimated.  It is an important way to create awareness about the potential benefits of drugs and medicines.  It differentiates products from the competitors with both tangible and intangible benefits. Brands help business stand out from the crowd. Also, an emotional connect with the target audience. Brands need to be protected and live longer in the market in the best interests of company. In a competitive environment, the need to establish positive image of the drug and the company in the eyes of the customer. Companies are spending more money and effort on brand building of a new medicine during patent period helps to prolong its commercial life. A strong brand will benefit from higher consumer loyalty, increase OTC market, branded generic and intense competition provide new dimension to pharmaceutical branding; The positioning is the first step to good branding.
Corporate branding is considered to be more effective and gained popularity in the marketing literature (The Hilmalaya Drug Company). Corporate branding is a holistic brand management approach adopted by firms to craft a unique corporate identity (Abratt & Kleyn, 2011). It adds more value to the products and services offered by the company (Harris & De Chernatony, 2001).

2.1.2 	Organizational Performance
Organizational performance comprises the actual output or results of an organization as measured against its intended outputs (or goals and objectives). According to BusinessDictionary.com, organizational performance is an analysis of a company’s performance compared to its goals and objectives. Richard et al. (2009) mentioned that organizational performance encompasses three specific areas of firm outcomes: (a) financial performance (profits, return on assets, return on investment, etc); (b) product market performance (sales, market share, etc); (c) shareholder return (total shareholder return, economic value added, etc). Specialists in many fields are concerned with organizational performance including strategic planners, operations, finance, legal and organizational development. 
In recent years, many organizations have attempted to manage organizational performance using the balanced scorecard methodology where performance is tracked and measured in multiple dimensions such as:
· Financial performance (e.g. shareholder return)
· Customer service
· Social responsibility (e.g. corporate citizenship, community outreach)
· Employee stewardship
· Organizational performance
· Performance measurement systems
· Performance improvement
· Organizational engineering 
Financial Performance refers to measuring a company’s operations and policies in monetary terms. In dollars, pounds, euros, naira, etc. The firm’s financial performance could be determined by looking at its return on assets and return on investment. We can also gauge its financial performance by measuring value added. 
Market performance measures how well a company or product performs in the marketplace. In other words, whether a product’s market share has risen, if product upgrade helped boost sales, etc. When we are talking about a product rather than the whole company, we say ‘product market performance’. 
In a similar vein, shareholder value performance looks at how much a company enriches its shareholders. In fact, many say it is the ultimate organizational performance measure. Shareholder value maximization and shareholder value model mean the same as shareholder value.  Thus, shareholder value may also be referred to a company’s market capitalization. Believers in the free-market capitalist system say that shareholder value should be senior management’s top priority.

2.1.3	 Organizational Customer Service
The company determines the level of customer service profit and efficiency. Customer service is defined as the retailer’s efforts to improve what customers’ experience when shopping. This is done by ensuring that the set of activities or programs offered is more rewarding in order that the value associated with any product or services purchased by customers tend will increase (Harris, 2010). In modern times, the idea that customer service is solely the ability of the retailer to meet customer specifications is not accurate.
 In order to define customer service adequately, basic element which include meeting customer’s requirement effectively by supplying and delivering expert, necessary, superior services and helping on time, during the moment the customers’ needs is served must be incorporated. Customer service is a game plan of activities proposed to enhance the level of purchaser loyalty, that is, the obtainment of service some time as of late, in the midst of and after so that the product or organization meet client wish, (Rhee & Bell, 2002). Customer service can be considered as acknowledging what customers need and seeing that they get it. Beyond the fact that some specific exercises that are done in the range of customer service is marketing in nature; yet genuine customer service is every one’s obligation and not just the marketing office (Fry & Hattwich, 1998).  
The provision of basic elements in customer service involved communication with the customer which serve as a key component (Kotler & Keller, 2011). Communication is defined as a two-way process where two or more people understand and share information or ideas among themselves. It is necessary for service providers to be proficient in communicating to the customers and there should be proper understanding between the customer and the service provider. The elements are listed as follows: Building customer intelligence, listening to customers, resolving problems fairly, and quick resolution of problems. 
Building customer intelligence require the retailers to always have the task of facing challenges associated with communicating effectively with their customers and this occurs when they do not really understand their customers. When retailers are able to intimately understand their customers, they are able to provide rewarding customer service to them. Building customer intelligence makes provision for understanding the customer. It involves the process of gathering information, setting up a historical database and the development of the active, potential and lost customers, (Harris, 2010). Building customer intelligence aids the retailer to better serve the different types of groups of customers in an organization. It provides informed ways by which services can be tailored or service approach to each customer in the organization (Kotler & Keller 2011). 
 	In recent years, listening to customers easily get emotional when expressing their sentiments with the retailer. Service personnel must therefore provide a listening ear and also give customers adequate time to complain without interruption. According to Johnston and Marshall (2010), when the retailer gives the customer undivided attention when complaining, they are in a good position to understand the customer’s complaints and can therefore relieve tense moments. When a customer is being interrupted frequently, it can worsen the emotional state of the consumer. In some situations, a refund is not enough to satisfy a customer, however apologizing for any inconvenience caused may be reasonable (Levy & Weitz 2012). It is through listening that retailers would get to know and understand customer issues and quickly resolve them. 
Whenever a customer complains about an issue, it is important for the customer service personnel to focus on bringing back the customer. Positive impression is created when customers feel their complaints have been fairly handled. Nikbin et al (2010) suggests that customers prefer tangible solutions to their grievances than intangible ones. However, a combination of both would please the customer. 
In modern times, customers pay attention to the time taken in order to have their complaints resolved or have their service delivered. It is necessary for every service personnel to have the capability of handling customer complaints in a timely manner to avoid wasting the time of customers. (Judge et al., 2001). When retailers or service providers understand very well the characteristics of service, they are in a better position to structure the service package to lure customers. Customer service consists of four features which include perishability, intangibility, heterogeneity and simultaneity (Areni, 2003),  
Customer service cannot be kept in stock to be used in future because of its perishable nature. Service packages which are not used today cannot be stored in order to satisfy peak periods in demand for future purposes (Dadfar et al., 2012). The perishable nature of service raises the issues of limited capacity in satisfying demands which might end up lost in sales. For example, when a supermarket does not have adequate till operators, they might lose the day’s sales if customers in the queue decide to leave and shop elsewhere. Perishability makes service providers alert in order for them to evaluate their service capacity in terms of their capacity and demand to meet customers’ needs to reach a balance. 
According to du Plessis et al (2012), intangibility is a characteristic of service which makes it impossible to smell it, see it, touch it, difficult to grasp, explain or demonstrate. It is not realistic to offer a customer, a sample of service. For example, the demonstration of how service personnel handle complaints from customers. This means that potential customers make their decisions based on past experiences and ideas about a service organization. It is important therefore that retailers deliver quality services to customers in order to ensure that they spread favorable word of mouth concerning the organization.  
Service is simultaneous means that service is produced and consumed at the same time and are inseparable. According to Du Plessis et al (2012), service delivery cannot be separated from the provider producing it. When customer service is inseparable, it limits the area a service can fully satisfy. This is because customers would have to visit a particular sales outlet in order to receive a service. For example, in a pharmacy, in order for the pharmacist to prescribe medicine for a patient, the pharmacist and the patient must be present at the pharmacy in order for the patient to describe his or her ailments to the pharmacist who would in turn, prescribe the medicine. As a result, service personnel find it challenging catering for customers who might not be able to visit the store. 
The heterogeneity of customer service explains that service varies from one customer to the other, as a result the delivery of service is not consistent. This occurs because different individuals are involved in the delivery of service. According to Areni, (2003), people possess different personalities and capabilities and this makes it impossible in standardizing service. Service personnel can however be trained in order to execute customer service excellently and professionally. There needs to be quality control in order to ensure consistencies. Total quality management is needed in order to ensure that quality standards are implemented and reinforced in customer service delivery. 

2.1.4	Customer Service in the Retailing of Pharmaceutical Products 
Dadfar et al. (2012) recognized the core clients and touch focuses in pharmaceutical marketing with retail as the last focal point. They focused on the fact that each client touch point signifies an opportunity and threat, and supplier/administration supplier must ensure consumer loyalty at every touch point. As, rivalry turned out to be additionally testing, the pharmaceutical organizations have no other decision than separating themselves in from the front line when managing customers. Accordingly, the drug stores and their nature of administration have turned into the purpose of interest. 
One-of-a-kind attributes of pharmaceutical business sector is that the final consumer is not the leader in picking which medication to buy (Kim and King, 2009). Besides, pharmaceutical marketing is a multi-client/multi-touch framework which makes it hard to organize and focus on the customer (Dadfar et al., 2012). For instance, doctors choose and recommend the medications; merchants/wholesalers purchase drugs from makers/shippers; retail drug stores buy drugs from merchants; the end-clients purchase the endorsed drugs from the drug stores, and more often than not the insurance agencies pay the medication cost. 
According to Bissell et al. (1997) keeping up a pharmacy has a critical social and in addition a useful part in medicinal services framework. Drug data and expert discussion to the customers are turning out to be increasingly noteworthy. These capacities put the drug store in a position of going about as the principal contact in the social insurance framework. That is, the patient may visit the pharmacy as a contrasting option to the doctor. 

2.2 	Theoretical Framework
The theoretical framework for this study is basically designed on promotion and brand-management theory. Savvy marketers theorize that every promotion you use doesn’t need to enhance your brand; it shouldn’t damage it. For example, if the maker of running apparel has a Christmas sale offering free gift wrapping and shipping, that would not damage the brand. If that company allows a catalog company that sells a variety of sports gear to add the company’s running apparel, that won’t damage the brand.  However, if the running apparel company creates a cross-promotion with a golf or tennis apparel website to try and expand its distribution reach, that might confuse the marketplace as to how focused the company is on runners, allowing a competitor to gain market share.

2.2.1	Brand Equity Theory 
David Aaker’s Brand Equity Theory serves as a foundational framework in understanding how branding contributes to organizational success. According to Aaker (1991), brand equity refers to the value a brand adds to a product or service beyond the functional benefits it provides. This theory identifies key components such as brand loyalty, brand awareness, perceived quality, and brand associations, which collectively influence customer behavior and business performance. High brand equity allows organizations to charge premium prices, achieve higher customer retention, and reduce marketing costs, ultimately leading to improved organizational performance.
Application: Organizations with strong brand equity are better positioned to outperform competitors through customer loyalty and enhanced market positioning.

2.2.2	Resource-Based View (RBV) Theory
The RBV of the firm suggests that internal resources and capabilities that are valuable, rare, inimitable, and non-substitutable (VRIN) can be sources of sustainable competitive advantage (Barney, 1991). Branding, when effectively developed and managed, is considered a strategic resource that can significantly impact firm performance. A well-established brand can foster customer trust, enhance reputation, and improve market positioning all of which are intangible resources contributing to long-term success.
Application: Branding acts as a core competency that firms can leverage for competitive advantage and enhanced performance.

2.2.3	Signaling Theory
Signaling Theory posits that firms communicate quality and reliability through observable signals. In the context of branding, a strong and consistent brand image serves as a signal to consumers about the quality of a company’s offerings (Spence, 1973). This theory helps explain why consumers may prefer well-branded products over generic alternatives, even in the absence of firsthand product experience.
Application: Branding reduces information asymmetry in markets and influences consumer decision-making, thereby enhancing firm performance.


2.3	Empirical Review
Keller (2003) emphasized the importance of customer-based brand equity in driving organizational success. His study revealed that strong brands foster greater customer loyalty, resilience during market fluctuations, and improved financial outcomes. Firms that invest in building meaningful brand experiences often outperform competitors in both sales growth and customer retention.
Osuagwu (2008) conducted research on branding practices among Nigerian firms and found that organizations that engaged in strategic brand management experienced better customer perception, increased market share, and improved profitability. His findings indicate that branding is not merely a marketing tool but a critical driver of organizational performance in emerging economies.
In a study involving small and medium-sized enterprises (SMEs) in Lagos, Adeleke et al. (2018) found a significant correlation between branding and business growth. Key branding elements such as logo design, brand personality, and brand communication strategies were shown to positively affect customer loyalty and sales performance.
Bello and Adamu (2021) examined manufacturing companies in Northern Nigeria and reported that consistent branding efforts led to increased brand recognition, customer trust, and overall firm profitability. The study highlighted branding as a key strategic activity for businesses seeking long-term performance improvement.
Oluwafemi and Adebayo (2019) analyzed emotional branding and internal brand communication strategies. Their findings revealed that these elements significantly improved corporate image, employee satisfaction, and organizational reputation, which in turn had a positive indirect effect on performance.



CHAPTER THREE
RESEARCH METHODOLOGY
3.1	Research Design
This study adopts a descriptive survey research design, suitable for analyzing how branding influences organizational performance by collecting data from a sample population and analyzing their perceptions, experiences, and knowledge. This design enables the researcher to understand the existing relationship between branding strategies and key performance indicators in organizations.

3.2	Population of the Study
The population for this research comprises staff members of Tuyil Pharmaceutical Industries Limited, Ilorin, particularly those involved in Marketing and Branding Management Departments. These individuals are believed to have relevant knowledge and experience related to branding and performance metrics. The total population is 500.

3.3	Sample Size and Sampling Technique
A sample size of respondents will be selected from the target population. The sampling technique used is stratified random sampling, ensuring that different departments (such as marketing and branding management) are represented. This approach enhances the reliability and generalizability of the findings.
Slovin’s (1960) was used to select the sample size for this study. The Slovin’s was used because one has no idea about a population’s behaviour. The formula is presented as; 
n = N/(1+Ne) 
Where n = numbers of sample size; 
N = Total population and 
e = Error tolerance (confidence level). 
n = N / (1+Ne) =
N = 500
e = 0.1
n = ?
500 / (1 + 500(0.1²) = 500 ​= 83.3 
			    6			n = 83

3.4	Research Instrument
The primary instrument for data collection is a structured questionnaire. The questionnaire is divided into sections:
· Section A: Demographic information of respondents.
· Section B: Branding practices and strategies adopted by the organization.
· Section C: Measures of organizational performance (e.g., sales growth, customer loyalty, brand equity, market share).
The questions are designed in both closed-ended (Likert scale) and open-ended formats to gather quantitative and qualitative insights.

3.5	Validity and Reliability of the Instrument
To ensure validity, the questionnaire will be reviewed by experts in branding and organizational studies. Reliability will be tested through a pilot study involving 10 respondents from a similar organization, and the Cronbach Alpha coefficient will be calculated to assess internal consistency.

3.6	Method of Data Collection
According to Schutt (2006), data are a set of values of qualitative or quantitative variables. This study made used of both primary and secondary sources of data. Secondary data refers to data that was collected by someone other than the user (Schutt, 2006). Common sources of secondary data for social science include censuses, information collected by government departments, organizational records and data that was originally collected for other research purposes. Primary data, by contrast, are collected by the investigator conducting the research. 
The primary data were those that were obtained using questionnaires. Secondary sources were those collected published documents, articles, internet sources and the company’s records. The questionnaires were designed for the customers of the pharmacy. 
3.5.1 	Questionnaires
A questionnaire is a research instrument that consists of a set of questions or other types of prompts that aims to collect information from the respondents (Adi, 2020). The questionnaires were structured in accordance with the objectives of the study. The questions were both closed ended and open ended. The questionnaire was divided into sections. The first section collected the demographics data of the respondents, while the remaining sections were divided accordingly into each objective. The questionnaires were handed personally to the respondents by the researcher.

3.7	Method of Data Analysis
Having gathered the data through the administration of questionnaires, the collected data was coded, tabulated and analyzed according to the research question and hypothesis. In order to analyze data collected effectively and efficiently for easy management and accuracy, the simple percentage method was the analyzed tool used for this research project and a sample size of two hundred and eighty-six (286) were represented by 100% for easy analysis of the response. Also, calculation statistical method will be used in the research work. 
Correlation as statistical techniques were used on testing of hypothesis so as to predict the relationship or differences between two variables. It was in dawning and reaching conclusion by collecting the observed values from the questionnaire administered to respondents testing the degree of freedom and carrying out a decision in determining the critical value of the hypothesis.

3.8	Historical Background of Tuyil Pharmaceutical Industries
Tuyil Pharmaceutical Industries Limited, a leading manufacturer of quality products with close to twenty years of drug manufacturing business was established in 1996. Its factory was formerly situated on No 22, Stadium Road, Ilorin, Kwara State. It is a pharmaceutical company that manufacturers both human and animal products including potable table water. Due to its rapid expansion in production activities, the company moved to its permanent site at No 22 New Yidi Road, Ilorin, Kwara State on 22nd of June, 2005 and was commissioned by Governor Bukola Saraki and former Director of NAFDAC, (Late) Prof. Dora Akuyile as special guest.
Tuyil pharmaceutical company products are approved by NAFDAC. The drugs and medicines produced by the company are distributed and consumed within and outside Nigeria. In fact, they are available in all pharmacies or chemists and hospitals in all nooks and crannies of Nigeria and the world at large. Tuyil pharmaceutical company is a dominant force in the provision of Tutolin Cough Syrup, Blood Tonic, Paracetamol, Malaria drugs, Vislery Table Water and host of others.
The company is contributing immensely to the economic growth and development both locally and internationally. Indeed, many people were gainfully employ, provision of locally made drugs and medicines instead of relying on imported ones which greatly helps the government to counter the balance of trade and balance of payment deficit problems. It also helps the government to generate more income through the payment of the company tax and its employees.
CHAPTER FOUR
DATA PRESENTATION ANALYSIS AND INTERPRETATION
4.1	Introduction
This chapter is devoted to the presentation, analysis and interpretation of the data gathered in the course of this study. The data are based on the number of copies of the questionnaire completed and returned by the respondents.  It is pertinent to note that eighty-three (83) copies of the questionnaire were distributed for this purpose of this study. However, eighty (80) questionnaires were returned. Moreover, the percentage was used as statistical tool in analyzing the data for this study.  

4.2 	Data Presentation, Analysis and Interpretation
This section shows the results and findings of the study. Eighty-three (83) respondents from marketing and branding management departments of Tuyil pharmaceutical company were sampled. The instrument used in collecting data was questionnaire. Out of the total sample of eighty-three (83) respondents, only eighty (80) responded. Thus, giving the response rate of 96.3%.

Table 4.1 Response Rate
	Questionnaire 
	Number of Respondents
	Percentage (%)

	Distributed
	83
	100

	Returned
	80
	96.3

	Not Returned
	3
	3.6


Source: Field Survey (2025)
4.2.1	Demographic characteristics of the Respondents
The characteristics of the respondents who were customers of Tuyil pharmaceutical company Ilorin include gender, age, education and employment levels.
Table 4.2 Demographic Characteristics of the Respondents (n = 80)
	Items
	Frequency
	Percentage (%)

	Gender
Male
Female
	
27
53
	
33.7
66.3

	Age
15 - 25
26 - 35
36 - 45
46 and above
	
26
33
14
7
	
32.5
41.2
17.5
8.7

	Education
Basic Education
Secondary Education
Tertiary
Non-Formal
	
7
20
46
7
	
8.7
25
57.5
8.7

	Rank
Senior Staff
Junior Staff
Contract Staff
	
14
32
34
	
17.5
40
42.5


Source: Field Survey (2025)
Table 4.2 above reveals that female respondents were twenty-seven (27) representing 33.7% of the total population while males were fifty-three (53) representing 66.3%. This implies that the majority of the respondents from marketing and branding management departments were male from the departments of Tuyil pharmaceutical industry. 
The ages ranged between 15 - 25 years were twenty-six (26) representing 32.5% of the respondents, 26 - 35 years were thirty-three (33) representing 41.2% of the respondents, 36 - 45 years were fourteen (14) representing 17.5% of the respondents and 46 years and above were seven (7) representing 8.7% of the respondents. This shows that majority of the respondents from marketing and branding management departments of Tuyil pharmaceutical company were between the ages of 26-35 years old, followed by those between the ages of 15 - 25 years old. 
Furthermore, on educational qualification, the table shows that majority of the respondents from marketing and branding management departments of the Tuyil pharmaceutical company have passed through tertiary institutions meaning the department need skilled and learned personnel because the hope of the company relied on the department. Basic with seven (7) representing (8.7%) of the total respondents, secondary with 20 representing (25%) of the total respondents, Tertiary with forty-six (46) representing (57.6%) of the total respondents while non-formal seven (7) representing (8.7%) of the total respondents.
From the table above, the grade of the ranking of the respondents for marketing and branding management departments. The senior staff with fourteen (14) representing 17.5% of the total respondents, Junior staff with thirty-two (32) representing (40%) of the total respondents while contract staff with thirty-four (34) representing (42.5%) of the total respondents. This implies that we have more junior staff in the department.    




	Table 4.3: The organization regularly invests in sales promotional activities 
to enhance brand visibility

	
	Frequency
	Percent

	



Valid
	Strongly Disagreed
Disagreed
	5
13
	6.2
16.2

	
	Neutral
	4
	5.0

	
	Agreed
Strongly Agreed
	22
36
	27.5
45.0

	
	Total
	80
	100.0


Source: Author’s Field Survey, 2025
As seen from the above data, it can be depicted that 36 (45%) of the respondents “Strongly Agreed” with the statement that organization regularly invests in sales promotional activities to enhance brand visibility. The organization understands the importance of sales promotional activities in enhancing brand visibility and regularly allocates a significant budget for such activities.
	Table 4.4: Branding is a key component of the organization's overall 
marketing strategy

	
	Frequency
	Percent

	


Valid
	Strongly Disagreed
Disagreed
	4
5
	5.0
6.2

	
	Neutral
	5
	6.2

	
	Agreed
	42
	52.5

	
	Strongly Agreed
	24
	30.0

	
	Total
	80
	100.0


Source: Author’s Field Survey, 2025
As seen from the that above, it can be see that 42 (52.5%) of the respondents “Agreed” to the statement that branding is the key component of the organization’s overall marketing strategy. The organization recognizes the value of branding in differentiating its products or services and building customer loyalty, thus incorporating it into its marketing strategy.

	Table 4.5: The organization uses a variety of sales promotional tools such 
as discounts, events, and digital marketing to engage with its target audience

	
	Frequency
	Percent

	


Valid
	Strongly Disagreed
	2
	2.5

	
	Disagreed
Neutral
	3
7
	3.7
8.7

	
	Agreed
	46
	57.5

	
	Strongly Agreed
	22
	27.5

	
	Total
	80
	100.0


Source: Author’s Field Survey, 2025
The Table above shows that 46 (57.5%) of the respondents “Agreed” with the statement that organization uses a variety of sales promotional tools such as discounts, events, and digital marketing to engage with its target audience. By utilizing a mix of traditional and modern sales promotional tools, the organization effectively reaches and engages its target audience




	Table 4.6: The organization's branding efforts are consistent across all 
marketing channels.

	
	Frequency
	Percent

	

Valid
	Strongly Disagreed
Disagreed
Neutral
Agreed
	7
10
26
22
	8.7
12.5
32.5
27.5

	
	Strongly Agreed
	15
	18.7

	
	Total
	80
	100.0


Source: Author’s Field Survey, 2025
The data above shows that 26 (32.5%) of the respondents were at a “Neutral” ground to the statement that organization's branding efforts are consistent across all marketing channels. While the organization attempts to maintain consistency in its branding across different marketing channels, there might be instances where the branding message or visual identity is not uniformly applied.
	Table 4.7: The organization measures the effectiveness of its sales promotional activities and adjusts its strategies accordingly.

	
	Frequency
	Percent

	



Valid
	Strongly Disagreed
Disagreed
Neutral
	5
9
8
	6.2
11.2
10.0

	
	Agreed
	22
	27.5

	
	Strongly Agreed
	36
	45.0

	
	Total
	80
	100.0


Source: Author’s Field Survey, 2025
As seen from the above data, it can be depicted that 36 (45%) of the respondents “Strongly Agreed” to the statement that organization measures the effectiveness of its sales promotional activities and adjusts its strategies accordingly. The organization is proactive in assessing the impact of its sales promotional activities and makes data-driven decisions to optimize its marketing strategies.

	Table 4.8: Effective branding significantly enhances an organization's 
market presence.

	
	Frequency
	Percent

	



Valid
	Strongly Disagreed
	3
	3.7

	
	Disagreed
	4
	5

	
	Neutral
Agreed
	9
25
	11.2
31.2

	
	Strongly Agreed
	39
	48.7

	
	Total
	80
	100.0


Source: Author’s Field Survey, 2025
The data above depicts that 39 (48.7%) of the respondents “Strongly Agreed” with the statement that effective branding significantly enhances an organization's market presence. Research has shown that strong branding can lead to increased market share and customer loyalty. A well-crafted brand identity helps differentiate an organization from its competitors, making it more recognizable and memorable to its target audience.




	Table 4.9: Branding has a direct impact on an organization's financial performance.

	
	Frequency
	Percent

	


Valid
	Strongly Disagreed
Disagreed
	9
8
	11.2
10.0

	
	Neutral
Agreed
	5
37
	6.2
46.2

	
	Strongly Agreed
	21
	26.2

	
	Total
	80
	100.0


Source: Author’s Field Survey, 2025
As seen from the above data, it can be depicted that 37 (46.2%) of the respondent “Agreed” to the statement that branding has a direct impact on an organization's financial performance. Studies have indicated that there is a positive correlation between brand strength and financial performance. Strong brands are often associated with higher revenue and profitability due to their ability to command premium prices and attract loyal customers.
	Table 4.10: The process of branding is primarily focused on external marketing efforts.

	
	Frequency
	Percent

	
Valid
	Strongly Disagreed
	19
	23.3

	
	Disagreed
	27
	33.7

	
	Neutral
Agreed
	18
 9
	22.5
11.2

	
	Strongly Agreed
	7
	8.7

	
	Total
	80
	100.0


Source: Author’s Field Survey, 2025
The data above states that 27 (33.7%) of the respondents “Disagreed” to the statement that process of branding is primarily focused on external marketing efforts. While external marketing efforts are crucial for branding, the process also involves internal branding, which is about creating a brand culture within the organization. Internal branding ensures that employees understand and embody the brand's values and mission, which is essential for delivering a consistent brand experience.

	[bookmark: _heading=h.3dy6vkm]Table 4.11: Investing in branding initiatives yields long-term benefits for an organization.

	
	Frequency
	Percent

	



Valid
	Strongly Disagreed
Disagreed
	7
6
	8.7
7.5

	
	Neutral
	6
	7.5

	
	Agreed
	25
	31.25

	
	Strongly Agreed
Total
	36
80
	45.0
100.0


Source: Author’s Field Survey, 2025
As seen from the above data, it can be depicted that 36 (45%) of the respondents “Strongly Agreed” with the statement investing in branding initiatives yields long-term benefits for an organization. Numerous studies have demonstrated that investments in branding can lead to long-term financial gains and sustained competitive advantage. A strong brand can provide a foundation for future growth and expansion into new markets.



	Table 4.12: The impact of branding on organizational performance is difficult 
to measure.

	
	Frequency
	Percent

	
Valid
	Strongly Disagreed
Disagreed
	24
34
	30.0
42.5

	
	Neutral
	9
	11.25

	
	Agreed
	7
	8.7

	
	Strongly Agreed
	6
	7.5

	
	Total
	80
	100.0


Source: Author’s Field Survey, 2025
As seen from the table above, it can be seen that 34 (42.5%) of the respondents “Disagreed” to the statement that impact of branding on organizational performance is difficult to measure. While measuring the impact of branding can be complex due to its intangible nature, various metrics such as brand equity, customer satisfaction, and brand valuation can be used to assess its effectiveness. Advances in data analytics have also made it easier to quantify the Return On Investment (ROI) of branding initiatives. 
	Table 4.13: Has the company's investment in product branding led to a significant increase in customer loyalty

	
	Frequency
	Percent

	


Valid
	Strongly Disagreed
	5
	6.2

	
	Disagreed
	6
	7.5

	
	Neutral
Agreed
	15
35
	18.7
43.7

	
	Strongly Agreed
	19
	23.7

	
	Total
	80
	100.0


Also, the above table depicts that 6 (3.3%) of the respondents strongly disagreed and disagreed to the statement that Has the company's investment in product branding led to a significant increase in customer loyalty. A study found that brand loyalty is a significant predictor of a company's long-term financial performance. Thus, if a company has invested heavily in branding, it is likely that customer loyalty has increased.

	Table 4.14: Does the company believe that its product branding strategy 
has directly contributed to an increase in sales revenue

	
	Frequency
	Percent

	



Valid
	Strongly Disagreed
Disagreed
	7
6
	8.7
7.5

	
	Neutral
	5
	6.2

	
	Agreed
	19
	23.7

	
	Strongly Agreed
Total
	43
80
	53.7
100.0


Source: Author’s Field Survey, 2025
The data above shows that 43 (53.7%) of the respondents disagreed to the statement that the company believe that its product branding strategy has directly contributed to an increase in sales revenue. Studies have shown that effective branding can lead to increased sales. Companies with strong brands tend to have higher sales revenues. Therefore, it is reasonable to assume that a company would attribute increased sales revenue to its product branding strategy if it has been successful.


	Table 4.15: Is there a correlation between the company's product branding efforts and its market share growth

	
	Frequency
	Percent

	


Valid
	Strongly Disagreed
Disagreed
	4
4
	5
5

	
	Neutral
Agreed
	16
33
	20
41.2

	
	Strongly Agreed
	23
	28.7

	
	Total
	80
	100.0


Source: Author’s Field Survey, 2025
As seen from the data above, it can be depicted that 33 (41.2%) of the respondents “Agreed” to the statement there a correlation between the company's product branding efforts and its market share growth. Research indicates that strong branding is associated with market share growth. A well-executed branding strategy can help a company gain a larger market share by differentiating its products. Hence, it's plausible that there's a correlation between branding efforts and market share growth.









	Table 4.16: Have the financial returns from product branding justified the 
costs associated with implementing and maintaining the brand identity

	
	Frequency
	Percent

	


Valid
	Strongly Disagreed
Disagreed
	5
7
	6.2
8.7

	
	Neutral
	8
	10.0

	
	Agreed
	42
	52.5

	
	Strongly Agreed
	18
	22.5

	
	Total
	80
	100.0


Source: Author’s Field Survey, 2025
The data above depicts that 42 (52.5%) of the respondents “Agreed” to the statement that the financial returns from product branding justified the costs associated with implementing and maintaining the brand identity. The justification of branding costs through financial returns is a critical aspect of evaluating branding effectiveness. If a company's branding efforts have led to significant increases in revenue or profitability, then the costs are justified. Assuming the company has seen such financial benefits.








	Table 4.17: Does the company perceive its product branding as a key factor
 in differentiating it from competitors and thereby increasing profitability

	
	Frequency
	Percent

	



Valid
	Strongly Disagreed
Disagreed
Neutral
	4
7
7
	5
8.7
8.7

	
	Agreed
	22
	27.5

	
	Strongly Agreed
	40
	50

	
	Total
	80
	100.0


Source: Author’s Field Survey, 2025
The data above shows that 40 (50%) of the respondents “Strongly Agreed” with the statement that the company perceives its product branding as a key factor in differentiating it from competitors and thereby increasing profitability. Differentiation through branding is a well-documented strategy for gaining a competitive edge. Companies that successfully differentiate their products through branding can achieve higher profitability. Thus, it's logical that a company would view its product branding as crucial for differentiation and increased profitability.








	[bookmark: _heading=h.1t3h5sf]Table 4.18: I often prioritize products with well-known brand names when 
making a purchase.

	
	Frequency
	Percent

	


Valid
	Strongly Disagreed
Disagreed
Neutral
	9
5
6
	11.2
6.2
7.5

	
	Agreed
	39
	48.7

	
	Strongly Agreed
	21
	26.2

	
	Total
	80
	100.0


Source: Author’s Field Survey, 2025
As seen from the above data, it can be depicted that 39 (48.7%) of the respondents “Agreed” with the statement that prioritize products with well-known brand names when making a purchase.

	Table 4.19: The brand name of a product is a significant factor in my decision 
to buy it

	
	Frequency
	Percent

	



Valid
	Strongly Disagreed
	6
	7.5

	
	Disagreed
Neutral
	6
7
	7.5
8.7

	
	Agreed
	19
	23.7

	
	Strongly Agreed
	43
	53.7

	
	Total
	80
	100.0


Source: Author’s Field Survey, 2025
Table above shows that 43 (53.7%) of the respondents “Strongly Agreed” to the statement that brand name of a product is a significant factor in my decision to buy it.

	Table 4.20: I believe that products from reputable brands are generally of higher quality

	
	Frequency
	Percent

	Valid
	Strongly Disagreed
Disagreed
Neutral
Agreed
	5
9
8
37
	6.2
11.2
10.0
46.2

	
	Strongly Agreed
	21
	26.5

	
	Total
	80
	100.0


Source: Author’s Field Survey, 2025
The data above shows that 153 (83.6%) of the respondents “Agreed” to the statement that believe that products from reputable brands are generally of higher quality.
	Table 4.21: Brand name influences my purchasing decision more than other factors like price

	
	Frequency
	Percent

	

Valid
	Strongly Disagreed
Disagreed
	10
7
	12.5
8.7

	
	Neutral
Agreed
	26
15
	32.5
18.7

	
	Strongly Agreed
	22
	75.0

	
	Total
	80
	100.0


Source: Author’s Field Survey, 2025
As seen from the data above, it can be depicted that 6(3.3%) of the respondents Neutral to the statement that brand name influences my purchasing decision more than other factors like price.

	[bookmark: _heading=h.2s8eyo1]Table 4.22: I am willing to pay more for a product because of its brand name

	
	Frequency
	Percent

	
Valid
	Strongly Disagreed
	18
	22.5

	
	Disagreed
	27
	33.7

	
	Neutral
Agreed
	19
7
	23.9
8.7

	
	Strongly Agreed
	9
	11.2

	
	Total
	80
	100.0


Source: Author’s Field Survey, 2025
The data above depicts that 27 (33.7%) of the respondents “Disagreed” with the statement that willing to pay more for a product because of its brand name.











4.3	Hypothesis Testing
4.3.1	Effect of Branding on Organizational Performance
H01: There is no significant effect of branding on organizational performance. Regression analysis was done to test the hypothesis. The results are indicated below in Table 4.5.
Table 4.3 Effect of Branding on Organizational Performance
	
Model

(Constant)

Branding
	Unstandardized
Coefficients
	Standardized
Coefficients
	T

	
Sig.

	


	
	B
	Std. Error
	Beta
	
	
	

	
	-.123
	.786
	
	-.157
	.875
	

	
	.692
	.189
	.255
	3.664
	.000


Source: Field Data (2025). Dependent Variable: Organizational Performance 
From the analysis conducted, the table indicates that the branding and organizational performance are significantly correlated (P=0.692; p<0.01). Therefore, there is significant positive relationship between branding and organizational performance. This can be attributed to the high rating of the brand of Tuyil Pharmacy by the customers which has reflected in their performance as indicated by the customers. 
This attests to the research done by Schuiling and Moses (2004) that a high brand with benefit a company by increasing customer loyalty thereby leading to increase sales and improved organizational performance. That is why Blackett (2005), in his study mentioned that pharmaceutical organizations have had the need to grasp marketing and branding strategies to a more prominent degree than they have been previously in order to improve performance.


4.3.2 Effect of Branding on Customer service
H02: There is no significant effect of branding on customer service
Table 4.4 Effect of Branding on Customer service
	
Model
(Constant)
1 customer service
Branding
	Unstandardized
Coefficients
	Standardized
Coefficients
	T
	Sig.


	

	
	B
	Std. Error
	Beta
	
	
	

	
	4.376
	.362
	
	12.097
	.000
	

	
	.052
	.87
	-.043
	-.594
	.000


Source: Field Data (2025). Dependent Variable: Branding
From table 4.5, customer service and branding are significantly related (P=0.052; p-value<0.01). it further shows that branding had a negative impact on customer service. According to the analysis customer service and branding are negatively related. This implies that an increase in branding activities may lead to a reduction in the customer service of the organization. This may indicate that as companies focus more on improving upon their brand, they may ignore their customer service activities and thus reduce their customer service activities and vice versa. However, according to Kim et al (2008), a high level of brand would enhance customer’s satisfaction and loyalty degree. Even though the company might have been doing well in its branding activities, it is rather losing focus on its customer service activities. For mediation to take place the independent variable must be a significant predictor of the mediating variable (Baron & Kelly, 1986).






4.3.3 Effect of Customer Service on Organizational Performance
H03: There is no significant effect of customer service on organizational performance.
An analysis was done in order to determine the relationship between customer service and organizational performance.
Table 4.4 Effect of Customer Service on Organizational Performance
	
Model
(Constant)
1 customer
service
	Unstandardized
Coefficients
	Standardized
Coefficients
	T

	
Sig.

	

	
	B
	Std. Error
	Beta
	
	
	

	
	-.472
	.632
	
	-.747
	.456
	

	
	.775
	.152
	.345
	5.112
	.000


Source: Field Data (2025). Dependent Variable: Organizational Performance
The table above indicates a positive relationship between customer service and organizational performance. Customer service significantly impacted on organizational performance (P= 0.775; p-value<0.001). from the test, customer service and organizational performance are significantly positively related. Delivering consistent good customer service can be challenging even if companies benefit from high quality services. When the environment is highly competitive, companies must focus on providing superior customer service in order to maintain customer satisfaction and also to retain their profitable customers, thus improving the performance of the organization.
Delivering superior customer service generates quiet a number of benefits include, cost reduction, salvation of time, increase in profits and market share (Areni, 2003).





4.3.4 Mediating Effect of Customer Service on Branding and Organizational
Performance Relationship
H04: There is no significant mediating effect of customer service on branding and organizational performance relationship.
Table 4.5 Test for Mediation
	
Model

(Constant)
1 Customer Service
	Unstandardized
Coefficients
	Standardized
Coefficients
	T
	Sig.
	

	
	B
	Std. Error
	Beta
	
	
	

	
	0.123
	0.786
	
	-0.157
	0.875
	

	
	.0692
	0.189
	0.255
	3.664
	.000

	2 Customer Service
	-.052
	0.87
	-.043
	-.594
	.000

	3 Customer Service
	.775
	.152
	.345
	5.112
	0.000

	Branding
Customer Service
	0.647
0.796
	0.168
0.151
	0.253
0.346
	3.863
5.287
	0.000
0.000


Source: Field Data (2025). Dependent Variable: Model 1 – Organizational Performance, Model 2 – Branding, Model 3 – Organizational Performance Model4 – Organizational performance.
From the table, branding significantly impacted on organizational performance. (Model 1; P=0.692, p-value <0.001). In model 2, it can be seen that customer service had a significant relationship on branding. (Model 2; p=-.052, p-value <0.001). Model 3 also shows a significant relationship between customer service and organizational performance. (Model 3; p+- .775, p-value <0.001). However, introducing customer service as a mediator in Model 4, branding significantly impacted on organizational performance but there was a reduction in the impact (Model 4; P=0.647, p-value<0.001). According to Baron and Kenny (1986) for mediation to exist, the independent variable must be a significant predictor of the dependent variable, the independent variable must be a significant predictor of the dependent variable, the independent variable must be a significant predictor of the mediator and the mediator and independent variable is to confirm that the mediator is a significant predictor of the dependent variable. According to the analysis done, all the conditions necessary for mediation to take place have occurred. The study revealed that customer service partially mediates the relationship between branding and organizational performance.
Even though branding has a significant impact on organizational performance, customer service acting as a mediator does not make a greater impact. This indicates that there are other factors that affect the performance of an organization. Organizations must therefore not ignore the customer service activities in addition to improving their brands as it has a significant relationship in the performance of the organization. A study done by Sekakubo et al. (2014) revealed that leadership competencies also affect organizational performance and noted that leadership competencies can improve employee performance. This was also supported by Asree et al. (2010) who stated that vision, integrity, openness, dedication and creativity among leaders ensure that all employees succeeded and that organizations perform better. Another factor that may influence organizational performance is employee satisfaction as indicated by Schneider et al (2003).

4.4	Discussion of Findings
This study explores customer service as a mediating variable between branding and organizational performance, following the four steps used by Baron and Kenny in 1986 to establish mediation. In the first step, the results show that branding is significantly impacting on organizational performance (P=0.692; p<0.01). In the second step, we found that branding significantly impacted with customer service (P= -0.052 R=0.02; p-value<0.01). In the third step, we observed that customer service affects organizational performance (P= 0.775; p-value<0.001). In the fourth and final step, when the mediator customer service was introduced into the equation between branding and organizational performance, the impact reduced P=0.647, p-value<0.001) but however still significant, so customer service is a partially mediating variable in this study. Study conducted by Schneider et al (2003).

























CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.1	Summary of Findings
Branding and organizational performance relationship has been clearly established by the study as it shows they have a strong positive and significant relationship. The new finding of this study is the mediating role of customer service plays in the performance of the organization. 
The study delves into the pivotal role of brand identity and strategic positioning in the success of Tuyil Pharmaceutical Limited within the market landscape. It underscores how Tuyil Pharmaceutical Limited’s dominance is intricately linked to its robust brand identity, which significantly influences consumer preferences and purchase decisions. Moreover, the consistent communication of its brand message across various channels not only positively impacts its market share compared to competitors but also enhances its competitive position by aligning with consumer expectations.
The study highlights the importance of brand consistency in driving market share growth and emphasizes how Tuyil Pharmaceutical Limited’s distinct and persuasive brand positioning fosters customer retention and loyalty. By effectively catering to the unique demands and preferences of the target market, Tuyil Pharmaceutical Limited builds enduring relationships with its clients, further solidifying its market dominance.

5.2	Conclusion
From the study conducted, it can be seen that both branding and customer service plays a significant role in the performance of organizations. Companies that invest in developing their brand and also putting the customer first in their activities are likely to experience improvement in their performance. Companies must involve themselves in improving upon the branding activities of the firm as it goes a long way to affect the organizational performance.
The findings of this study underscore the critical importance of brand identity, positioning, and extensions in shaping the success trajectory of Tuyil Pharmaceutical Limited within the competitive market landscape. Through rigorous analysis, it has been established that Tuyil Pharmaceutical Limited’s supremacy in the market can be predominantly attributed to its strong brand identity. This identity not only influences consumer preferences and purchase decisions but also positively impacts market share compared to rivals, particularly when communicated consistently across various channels.
Furthermore, the study concluded that Tuyil Pharmaceutical Limited competitive position is significantly influenced by the alignment of its brand identity with consumer expectations. The consistent presence of the brand across multiple touchpoints not only enhances market share but also fosters customer retention and loyalty. By strategically positioning its brand to cater to the unique demands and preferences of the target market, Tuyil Pharmaceutical Limited builds enduring relationships with its clients, which in turn strengthens its competitive advantage.
Moreover, the study highlights the pivotal role of brand extensions in maintaining Tuyil Pharmaceutical Limited’s competitive edge and enabling it to explore new market sectors. Leveraging its well-established brand, Tuyil Pharmaceutical Limited effectively launches new products and services, enhancing its overall adaptability to market challenges. This study provides compelling evidence of the significance of branding strategies in driving the success and sustainability of Tuyil Pharmaceutical Limited. Moving forward, it is imperative for the company to continue prioritizing brand identity, positioning, and extensions to maintain its market dominance and adapt to evolving consumer preferences and market dynamics.




5.3	Recommendations
As part of the recommendations for this study, the following can be looked at:
· Firms must ensure that they improve upon their branding experience for customers as this goes a long way to improve upon their performance.
· Companies must ensure that they put in measures to ensure that their customer service meet the needs of their customers.
· Firms must improve their branding activities while strengthening their customer service activities in order to maximize/ optimize organizational performance. Organizations must strive to improve upon the brand of their companies as this affects the organizational performance of the company. A good brand goes a long way to improve upon the performance of the organizations in the long run.
· Firms must consider other variables that may improve organizational performance since customer service partially mediates between branding and organizational performance.
· Organizations must also focus on employee satisfaction and leadership competencies as research has shown that it largely affects organizational performance.
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KWARA STATE POLYTECHNIC, ILORIN,
DEPARTMENT OF BUSSINESS ADMINISTRATION
QUESTIONNAIRE ON EFFECT OF BRANDING ON ORGANISATIONAL PERFORMANCE (A Case Study of Tuyil Pharmaceutical Limited Ilorin) 
This research aims to examine the effect of branding on organizational performance, the mediating role of customer service. It would be very much appreciated if you could assist the researcher by providing answers to the questions below. Each question is followed with a list of options to choose from. Please tick the box and write where appropriate. All information provided is strictly for academic purposes and shall be treated with utmost confidentiality.
Thanks. 
Instruction: Please tick (√) where appropriate.
Section A: Demographic Data of the Respondents
1. Gender:	Male (    )	Female (     )
2. Age: 15 - 25 years (    )	26 – 35 years (    )   36 – 45 years (   )    46 years & above (    )
3. Educational Background: Basic Education (     )	Secondary Education ( ) Tertiary Education (    ) 	Non Formal Education (     ) 
4. Rank: Senior Staff (    )   Junior Staff (    ) Contract Staff (     ) 








Section B: Research question
Please indicate your level of agreement with the following statements using the scale:
Strongly Agree (SA), Agree (A), Neutral (N), Disagree (D), Strongly Disagree (SD)
How do you rate the branding activities of Tuyil Pharmaceutical Ilorin? 

	S/n
	Question
	SA
	A
	N
	D
	SD

	5.
	The organization regularly invests in sales promotional activities to enhance brand visibility
	
	
	
	
	

	6.  
5. 
	Branding is a key component of the organization's overall marketing strategy
	
	
	
	
	

	7.  
6. 
	The organization uses a variety of sales promotional tools such as discounts, events, and digital marketing to engage with its target audience
	
	
	
	
	

	8.
	The organization's branding efforts are consistent across all marketing channels.
	
	
	
	
	

	9.
	The organization measures the effectiveness of its sales promotional activities and adjusts its strategies accordingly.
	
	
	
	
	

	10. 
7. 
	Effective branding significantly enhances an organization's market presence.
	
	
	
	
	

	11. 
	Branding has a direct impact on an organization's financial performance.
	
	
	
	
	

	12.
	The process of branding is primarily focused on external marketing efforts.
	
	
	
	
	

	13.
	Investing in branding initiatives yields long-term benefits for an organization.
	
	
	
	
	

	14.
	The impact of branding on organizational performance 
is difficult to measure.
	
	
	
	
	

	15.
	Has the company's investment in product branding led 
to a significant increase in customer loyalty
	
	
	
	
	

	16. 
	Does the company believe that its product branding strategy has directly contributed to an increase in sales revenue
	
	
	
	
	

	17. 
8. 
	Is there a correlation between the company's product branding efforts and its market share growth
	
	
	
	
	

	18. 
9. 
	Have the financial returns from product branding justified the costs associated with implementing and maintaining the brand identity
	
	
	
	
	

	20. 
10. 
	Does the company perceive its product branding as a 
key factor in differentiating it from competitors and thereby increasing profitability
	
	
	
	
	

	21. 
11. 
	I often prioritize products with well-known brand 
names when making a purchase.
	
	
	
	
	

	22.
	The brand name of a product is a significant factor in 
my decision to buy it
	
	
	
	
	

	23.
	I believe that products from reputable brands are generally of higher quality
	
	
	
	
	

	24.
	Brand name influences my purchasing decision more than other factors like price
	
	
	
	
	

	25.
	I am willing to pay more for a product because of its brand name
	
	
	
	
	



