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ABSTRACT
Departmental stores is one of the sectors of the economy of Nigeria that is exploiting the influence of branding to achieve competitive advantage in the marketing of its products. The departmental stores has seen a steady growth over the years, of which most of the major sector players do branding products on their own  and supplement their production with imports from their international partners. This has increased the competition in the industry and in some cases brought about unfair competition due to the influx of fake products in the market. This raises the concerns of how companies strive to improve business performance and customer service and branding are key factors to consider. The study focused on corporate branding. The main objective of the study was to determine the mediating effect of customer service on branding and organizational performance in the retailing of manufacturing products. The study was conducted using customers of Shoprite Ltd., Ilorin. Two hundred and thirty customers were selected for this study. The statistical tool used for this study was SPSS and STATA. From the findings, branding had a positive significant effect on organizational performance, customer service also had a positive significant effect on organizational performance. There was a partial mediation as the introduction of customer service into the branding and organizational performance relationship reduced the effect of branding on organizational performance. It was recommended that firms improve upon their branding activities whiles strengthening their customer service activities in order to improve organizational performance.
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CHAPTER ONE
INTRODUCTION
1.1	 Background of the Study
In view of the challenges of today’s business, organizations attempt to attract new customers and have adopted the strategy of keeping the current customers and inspiring their loyalty. Therefore, the customer satisfaction is not sufficient and marketer must attempt to improve and promote their loyalty more and more. In such a paradigm, the objective is to establish long-term relationships with beneficiaries and customers, so that more customers will be kept and fewer will be lost. To this effect, market share and organization profitability will be guaranteed (Osman, Hemmington, & Bowie, 2009; Yoo, 2008). It is significant to note that markets, in this day and era, are flooded with products which show no significant physical difference. Therefore, creating an appropriate characteristic through brand will draw a great distinction between products and services. Brands reduce safety and social and financial risks of customers in buying products. These risks are considered as effective factors in evaluating the product before buying it (Doaei, Kazemi, & Hosseini Robat, 2011). As a result, the company will succeed in the market and competitive advantage will be gained (Lee & Back, 2010; Low, &Bloisb, 2002). 
Today, companies attempt to live on with the help of customer satisfaction and more sale and profit through market researches and identification of customers’ needs in the current world of competition. Therefore, one of the ways of achieving the mentioned objectives is to analyse the concept of marketing mix in any kind of business (Fakhimi Azar, Akbari Vanehabad, &Rasouli, 2011). Any sort of marketing has impact on brand loyalty and marketing mix elements are a set of controllable marketing variables in the hands of managers and decision-makers of the company. If the relationships between these elements and brand loyalty and especially its aspects are determined, the decision-makers of the company will easily decide upon how to employ marketing mix elements to gain the highest brand value and stable profit. In order to accomplish these purposes, appropriate marketing mix plays a leading role in implementing the strategies of business marketing (Khodadad Hosseini &Rezvani, 2009).
Due to the features of products in the departmental stores industry, the importance of brand loyalty in these products is extremely high and the product or service choice of this industry is made through its brand. Thus, owing to the starring role of branding in the country’s industry and the importance of brand loyalty, the necessity for studying the effective factors in brand loyalty in markets especially the mobile phone industry which its products involve more complexity and require special support services cannot be ignored. The departmental stores in Nigeria are characterized with intense competition and as a result product and service differentiation through proper branding strategies is the only way to stay connected to customers and increased marketing performance. Brands have become the focal link in consumer markets due to their ability to offer value for both the customers and the companies (Keller, 1993). However, more attention must be paid to develop a systematic view on products and brands and it is determined that how pricing decisions, promotion, services, and distribution are combined with the product with the help of brand manager, so that brand loyalty is developed and affects the buyer’s decision-making (KarbasiVar et al., 2011).
       Since branding basically helps in separation of an item by separating it from others, it has become a basic component in the company's positioning procedure. Positioning is the path by which marketers endeavor to make a particular picture or impression in the psyche of the consumers or prospects (Kotler and Keller, 2009).
Customer service is key in activities intended to boost the level of customer satisfaction that is, the provision of service before, during and after, with the intention that the product or service meet up customer expectation, (Rhee and Bell, 2002). According to Kotler (2007), the importance of customer service in a whole business process cannot be overstated. It is also the basis for customer satisfaction, loyalty, and high profitability and consequently increases organizational growth. Thus, good customer service is the prime factor that can separate a company from its competitors. Therefore, to state that success in business is due to the good customer service is atrue saying, in other words if the customer service  of any organization is very good and appreciated by customers, the growth of the organization increases in terms of sales growth, profit, branding and employees growth.

1.2 	Statement of the Problem 
	Companies all over the world whether the service or manufacturing firms, recognize the essential role branding plays in the course of business. In the present day marketing practice, branding has become an active weapon marketers use to strengthen their competitive advantage and thus improve the accomplishment of their prearranged objectives.
Over the past few years, a steady growth has been recorded in the pharmaceutical industry in Nigeria, whereby major companies are either into the production of their own drugs or supplementing their production with imports from international partners. This has resulted in increased competition and, in some cases, unfair competition because of the invasion of counterfeit drugs on the market. This often creates a bad image for genuine pharmaceutical companies who have high level of rating for their company’s brand. Pharmaceutical products produced by pharmaceutical companies in Nigeria are usually disbursed using pharmaceutical wholesalers, licensed chemical stores, pharmacies, clinics, hospitals and even street vendors as well, making its stringent quality control a serious issue. According to Anabila and Awunyo-Vitor (2014), the pharmaceutical business has not been convincing in utilizing the force of their brands in respect to their partners in the consumer goods markets. This is fundamentally on the grounds that pharmaceutical items have dependably contended with each other based on functional attributes(clinical and item related elements). It is against this background that branding is increasingly necessary due to the influx of fake drugs in the system, and that branding goes down to the very core of survival for companies and serve as a competitive advantage in the marketplace. In order to differentiate pharmaceuticals from each other it is expedient to create a corporate image or brand that would make the difference.
Well established strategies in customer service are necessary in order to satisfy and create a competitive advantage. In recent times customers demand more than ever even to the extent that operators in the retail industry have to execute tasks in a timely manner and provide friendly service to customers (Tlapana, 2009).
In order to keep having an upper hand in the business, pharmaceutical organizations have had to distinguish winning marketing techniques that give upper hand on a management practices. This study therefore seeks to establish the relationship that exist between branding and organizational performance and also the effect branding has on organizational performance if customer service is introduced in order to create and maintain competitive advantage.

1.3 	Research Questions
In answering the objectives for the study, the following questions were asked:
· What is the effect of branding on organizational performance of departmental stores?
· What is the influence of branding on customer service of departmental stores?
· What is the effect of customer service and organizational performance of departmental stores?
· What impact does branding have on organizational performance with customer service playing a mediating role?

1.4  	Objectives of the Study
In order to evaluate the mediating role customer service plays between branding and organizational performance, the following objectives were set:
· To determine the effect of branding on organizational performance of departmental stores.
· To assess the influence of branding on customer service of departmental stores 
· To examine the effect of customer service on organizational performance of departmental stores.
· To determine the mediating effect of customer service on branding and organizational performance relationship.
1.5 	Research Hypothesis
	The following hypotheses was stated in their null form
H0: Brandingdoes not have a  significant  positive  relationship  with  organizational  performance
H0:Branding does not have a significant negative relationship on customer service
H0:Customer service does not have a significant positive relationship on organizational performance
H0:Customer service does not fully mediates the branding and organizational performance relationship

1.6 	Scope of the study
This study covers the mediating role customer service plays between branding and organizational performance. It also focuses on corporate branding. The scope of the study covered customers of Shoprite, Ilorin.

1.7 	Significance of the study
The study will be of importance to academicians as the study will provide a good basis for future research on branding strategies by pharmacies and retailing companies at large. It will also add to the existing body of knowledge in the marketing field.
The study will be of importance to companies as it would provide them with information to evaluate whether the branding strategies being adopted has an impact on organizational performance.
This study will determine whether customer service plays a mediating role between branding and organizational performance for the local pharmacies. It will give an idea on improving their customer service strategies in order to improve its organizational goals.

1.8	Limitation of the Study.
This study was limited to the customers of Shoprite, Ilorin. It was also limited to the retailing aspect of the firm. Only the customers were used for this study because the research focused only on the view of customers.

1.9	Definition of Terms
Brand and Branding: Branding is the process of creating and disseminating the brand name. Brands are usually protected from use by others by securing a trade mark or service mark from an authorized agency.
Promotion: In marketing, promotion refers to any type of marketing communication used to inform or persuade targeted audiences of the relative merits of a product, service, brand or issue. It refers to the publicizing of a product, organization, or venture so as to increase sales or public awareness.
Organization Performance: Organizational performance comprises the actual output or results of an organization as measured against its intended outputs.
Marketing Strategy: A marketing strategy refers to a business’s overall game plan for reaching prospective consumers and turning them into customers of the products or services the business provides. Marketing strategy is a long-term, forward looking approach overarching plan with the fundamental goal of achieving a sustainable competitive advantage.
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LITERATURE REVIEW
2.1	Conceptual Review
2.1.1	Branding
Branding has become one of the most important aspects of business strategy. Yet it is also one of the most misunderstood. Branding is sometimes considered to be merely an advertising function. And many managers and business writers hold the view that branding is about the management of product image, a supplementary task that can be isolated from the main business of product management communications. The objective of branding strategy is to create brands that are differentiated from the competition, thereby reducing the number of substitutes in the marketplace. When high brand equity is achieved through brand differentiation, the price elasticity of demand becomes low, allowing the company to increase price and improve profitability. Branding strategies are built on the interdependent frameworks of competitive brand positioning, value chain development, and brand equity management.

2.1.2	Brand Loyalty
Operations of loyalty lie in how much consumer actually consumes the goods or services of brand we measure it by measuring consumer purchasing frequency (Lin et al., 2000; Veloutosou et al., 2004). It determines the level of utilization of goods and services from particular/specific retail location or seller (Driver, 1996; East et al., 1995). Atilgan et al. (2005), cited that “Brand loyalty is one of the core components of brand equity and also positively and directly affects brand equity”. Under the influence of brand loyalty, consumers continue to buy the brand, regardless of the superior features, prices and convenience owned by its competitors (Aaker, 1991). It is important to treat the customer with respect in order to keep them loyal (Aaker, 1991). Due to the values obtained from brand loyalty, many firms would devise different strategies to maintain and enhance the loyalty from customers.
There are several ways to evaluate Brand Loyalty i.e., how much brand is familiar among consumers (Dick et al., 1996; Feltham, 1998), using the brand and level of positive experience and convenience (Rowley, 2007), social cost, self-concept and brand image (Abendroth, 2001; Auty, 2001), satisfaction and perceived value (Baltas, 1997; Wood, 2004).
Severi et al. (2013) opined that, one of the most essential topics in marketing management is the subject of brand equity. Initially brand equity was recognized by Farquhar (1989, p. 24), he stated that brand equity brought added value to the product. Brand equity is often created by products or services that bring value directly or indirectly. Brand equity is a set of brand assets and liabilities linked to a brand, its name and symbol that add to or subtract from the value provided by a product or service to a firm and/ or to that firm’s customers. One of the first definitions of brand equity is presented by Srinivasan (1979) who points to the role of “brand-specific effect”. According to the author, this effect explains part of consumers’ overall preference for a brand that could not be justified by its objectively measured attributes. Aaker (1991) refers to brand equity as “a set of brand assets and liabilities linked to a brand, its name and symbol, that add to or subtract from the value provided by a product or service to a firm and/ or to that firm’s customers” (p. 15). The content and meaning of brand equity have been debated in a number of different ways and for a number of different purposes, but so far no common viewpoint has emerged (Vazquez et al., 2002; Keller, 2003). Developing and building brand equity is gaining significant attention among the academicians and practitioners (Chahal et al., 2010). Initially brand equity was recognized by Farquhar (1989, p. 24), he stated that brand equity brought added value to the product. Brand equity is often created by products or services that bring value directly or indirectly (Kapferer, 2005; Keller, 2003). Brand equity can be defined as “the marketing and financial values linked with a brand’s strength in the market, including actual proprietary brand assets, brand name awareness, brand loyalty, perceived brand quality, and brand associations” (Pride & Ferrell, 2003, p. 299). According to Lassar, Mittal, &Arun (1995), the existing extent literature has evaluated the brand equity from two different point of view; financial perspective and customer perspective. Financial perspective is usually referred to the company’s brand value. While, the customer perspective appraises brand equity based on the customers’ perceived brand value from the anchor of marketing decision making (Kim, Kim, &An, 2003). Table 1 shows the main concepts of brand equity based on the extant literature review. This paper will adopt the idea of customer perspective of brand equity from Aaker (1991). Aaker (1996) considers brand equity as an aggregate of assets and liabilities. There are five different dimensions that can create the value of brand equity, namely; brand awareness, perceived quality, brand loyalty, brand association and proprietary brand assets (Aaker, 1996).

2.2	Marketing Mix
Marketing refers to searching for the most appropriate market and the sections that the organization can be more effective and useful and fulfil the needs of people. In other words, marketing is the conscious attempt to allocate resources and establish allocation in the market (Rousta et al., 2004). The concept of marketing mix was first proposed by Neil Borden in 1949. However, the most common variables in marketing mix (product, price, distribution and promotion) were introduced by Mccarthy and were known as 4Ps. Until now, there has been no considerable change in the concept of marketing mix and in many researches, 4P is still the coordination concept that other aspects of marketing are organized around it. The most common definition of marketing mix in target market is to offer the proper product at a reasonable price in the proper place and time. To put it another way, marketing decision variables in different models of marketing mix provide a framework through which the business develop plans for its marketing activities (Khodadad Hosseini &Rezvani, 2009). Marketing mix indicates the fundamental activities of marketing managers. After selecting a target market, the marketing managers must develop a systematic plan for selling to customers and establishing long-term and loyal relationships. Marketing plan includes decisions on product, price, promotion and distribution. These are the most important parts that marketing managers must allocate company resources to them to achieve the objectives of sale and profitability (Garavand, Nourayi, &SaeeArasi, 2010).

2.3	Customer Satisfaction
Customer satisfaction is necessary for long-term success in business and is one of the most important research issues in marketing (Nam, Ekinci, &Whayatt, 2011). The main motivation for increasing emphasis on customer satisfaction is that higher customer satisfaction may lead to stronger competitive position, higher market share and profitability, reduction in price elasticity, lower cost of business, prevention of cost breakdown, increase in customer lifetime value, and reduction in cost of new customer attraction (Bayraktar, Tatoglu, Turkyilmaz, Delen, &Zaim, 2012; Torres &Tribó, 2011). Generally, satisfaction is defined as the general evaluation based on shopping experience and using a particular product or service during the time (Lee, & Back, 2010). Customer satisfaction is the customer’s attitude towards products or services which influence their behavior. If customers are satisfied with a particular product or service, they will probably re-buy them (Ryu, Han, & Kim, 2008). The main focus of marketing is on identifying and meeting the needs of consumers. After discovering the target market, thecompanies must engage in some activities to meet the needs of their consumers. In this regard, they use 4P’s or marketing mix which was first proposed by Professor Mccarthy (VazirZanjani, Motameni, & Mousavi, 2010). Since in many researches it was concluded that customer satisfaction does not have direct impact on customer loyalty to brand, trust is considered as a moderator variable in the relationship between these two factors. Results indicate that customer satisfaction indirectly builds brand loyalty (Gilani Nia &Mousavian, 2010).

2.4	Importance of Branding
From customer’s point of view, a branded product makes choice easier. In the absence of branding, customers would have to go through the tedious task of having to assess different categories of products in times of shopping. They could not have been fully convinced of the desired products they are purchasing. A branded product ensures that there is accuracy when searching and selecting product and also helps in itsevaluation. When companies have strong brand, they have the privilege of charging higher prices even when facing stiff competition. Noting the increasing understanding of branding as a means of creating competitive advantage by providing intangible and tangible benefits, more organizations are expected to embrace the benefits that branding brings, (Anabila and Awunyo-Vitor, 2014).
When a product is branded, it identifies the company that produced the products and thereby reducing the risk associated with after purchase dissatisfaction. Branding is very important as it aids in targeting new markets when brand extension strategies are used. When brands are extended several markets are reached. It also helps in the introduction of new product lines. Consumers are known to willingly adopt new products of popular brands. Branding also promotes the status and name of the company.

2.5	Corporate Branding
Corporate branding is a holistic brand management approach adopted by firms to craft a unique corporate identity (Abratt and Kleyn, 2011). The concept of corporatebranding has gained popularity in the marketing literature as corporate brands are said to add value to the products and services offered by the company (Harris and de Chernatony, 2001).
A company’s effort in achieving the desired corporate brand identity can be manifested through various corporate branding dimensions. However, there is no agreement in the literature on the dimensions that constitute corporate branding. Abratt and Kleyn (2011) suggest four aspects of corporate branding that are crucial to the development of a strong brand identity. These are visual identity, brand promise, brand personality, and brand communication. On the other hand, Harris and de Chernatony (2001) argue that brand vision and culture, positioning, personality, relationships, and presentation are key components of corporate branding that builds brand identity. According to Souiden et al. (2006), corporate branding encompasses the four inter-related dimensions of corporate name, image, reputation, and loyalty. The distinguishing factors between product brands and corporate brands are considered higher strategic focus, internal as well as external targets, and inclusion of corporate strategy (Balmer, 2001). Since corporate and product brands are context independent, they are now recognized as distinct entities and they may also be considered as equivalent (de Chernatony, 2002).
The general reason for corporate branding is to create a supportable brand between the branded organization and its clients through a reasonable quality proposition (Schultz and de Chernatony, 2002). Even though corporate and product brands have the same reason for making separation and preferences (Knox and Bickerton, 2003), the complex nature of the corporate connection has essential implications for the nature of the corporate brand (Muzellec and Lambkin, 2009). According to Schroff (2003), since pharmaceutical industry is currently maintaining a bad image, pharmaceutical corporate branding is likely to be non-beneficial. A patient will rarely ask the physician about the drug manufacturer and its record of providing safety and efficacy (Schroff, 2003).

2.6	 Benefits of Corporate Branding in an Organisation
The corporate brand image goes beyond the brand image of the product and ignoring the characteristics of the product but focuses more on a defined set of values ( Aaker and Joachimsthaler , 2000; Hatch and Schultz , 2001). The main advantages conveyed by the corporate brands are trust, loyalty, the scientific credibility of its R & D, the credibility of its sales force and the creation of new product launch environment (Moss, 2001).

Brand promotion to the corporate level allows the brand of the company to show commitment, strengthen relationships, and to provide new platforms proposing to keep the product beyond the brand equity of product (Sun, 2009). Over a period of time, however , the trend indicates a paradigm shift among the market leaders in the industry to find more productive measures to leverage the corporate brand to a wide range of offers and enterprise services that are increasingly the basis of differentiation among the "me -too" product brands in mature groups (Sun , 2009).
In terms of assertive sales, the company's brand strategically supports the product brand by opening channels of communication and generates respect that will make people listen and take note. The company's brand performs the work of the brand of the product before the actual launch by building reputation (Colyer, 2003). For customers it serves generator source waiting. Again opinion leader’s management programs must develop to help the industry overcome different challenges being faced by branding the product. It is expedient therefore for companies to focus on their corporate brand in order to create competitive advantage for themselves. They need to develop a good brand positioning so as to differentiate them from competition.

2.7	Brand Loyalty
Brand loyalty is seen as a core dimension of measuring corporate brand. According to Aaker (1991), brand loyalty is the attachment a consumer has to a brand. As customers become more connected to a brand, they are likely to maintain close proximity with the brand because the presence of the attachment object offers feelings of comfort, happiness, and security (Park et al., 2010).
Behavioral loyalty is seen where customer behavior in the market place is indicated by a number of repeated purchases or the commitment to rebuy the brand as a primary choice. Cognitive loyalty is when there's a need to make a purchase decision, a brand comes up first in the customers mind or a customer’s first choice. The cognitive loyalty is linked closely to the highest level of awareness. As a result, a brand must be able to become the customer’s first choice (cognitive loyalty) and therefore must be purchased repeatedly (behavioral loyalty)
According to Chaudhuri and Holbrook (2001), brand loyalty is directly related to brand price. Price premium is identified as the basic indicator of loyalty. It is defined as the amount a customer will pay for the brand in comparison with another brand offering similar benefits and it may be high or low and positive or negative depending on the two brands involved in the comparison.

2.9	Organizational Performance	
Several researchers have varying views of performance and it continues to be a controversial topic among researchers. According to Javier (2002), performance is synonymous to the popular 3Es (economy, efficiency and effectiveness) of any activity or program. Daft (2000) however in his definition stated that organizational performance is the ability of the organization to use its resources effectively and efficiently in order to attain its goals. Richardo (2001) also defined organizational performance as a company’s ability to achieve its objectives and goals. Several definitions have been propounded for organizational performance and this also brings about conceptual problem.
According to Hefferman and Flood (2000), the term organizational performance, as a concept in modern management has suffered from problems associated with clarifying its concepts in a number of areas. One was with the issue of its definition whiles the others was the issue of its measurement.
Performance was sometimes substituted for productivity. However Ricardo (2001) mentioned that there was a variation between productivity and performance. He saidthat productivity was a ratio representing the amount of work done in a given time frame.
Performance is a broader indicator which includes productivity and quality, consistency and other factors. In oriented evaluation results, productivity procedures were generally considered. Ricardo (2001) said that the results- oriented behavior (based on criteria) and relative (normative) measures, concepts and instruments, education and training, management development and leadership training are needed skills and attitudes for building performance management. Therefore, from the above, performance must be defined in a broader view to include economy, effectiveness, quality, efficiency, consistency behavior and normative measures (Ricardo, 2001).

2.10	Effect of Branding on Organizational Performance
Leiser (2004) explained that there exist many factors that attribute to the brand being successful when extended into new markets or products categories; the prominent one among them being brand credibility. The imagery and stature of the brand is sold alongside with the service delivered to the customers who buy the brand, (O’Loughlinand Szmigin, 2005). Pharmaceutical branding is to make mindfulness among potential clients about the advantage of medications and drugs. The marketing procedure and brand give people in general, prepared learning of what the item is about and makes a state of distinguishing the brand amongst numerous other comparable items in the market (Blackett, 2005). To add to this, the whole branding process has esteem for an organization as it helps the business concentrate on, improve and be predictable with its message. Also, it permits an organization to constantly test the message and check whether it is being understood in the correct way (Malone, 2004) Making brands will empower the organizations to separate their products from those of competition utilizing both intangible and intangible advantages. Branding can maintain brand against non-specific items after the lapse of the patent. A solid brand will profit by high purchaser loyalty, permitting solid deals even after the patent has lapsed. In addition, brands will affect the conduct and state of mind of patient and specialists (Schuiling and Moss, 2004)

2.11	Theoretical Review
2.11.1	Theory of Appearance
Appearance is a nonproduct-related attribute (Keller, 1993); it is hedonic (Chitturi, Raghunathan, & Mahajan, 2008; Lee, Ha, &Widdows, 2011) or symbolic (Creusen & Schoormans, 2005). Value is derived from consumer beliefs on the brand’s aesthetic appeal. This reflects the beauty of the brand design and sensory attributes (Reimann et al., 2010; Sheng &Teo, 2012; Veryzer, 1993). Brand appearance is a source of pleasure (Decker &Trusov, 2010; Petruzzellis, 2010; Schoenfelder& Harris, 2004; Veryzer & Hutchinson, 1998) and a significant differentiating attribute that enhances consumer preferences (Reimann et al., 2010). Consumer senses are enhanced by the brand design qualities, such as colour, shape, and proportions; thus, creating positive feelings (Hulten, 2011; Lee et al., 2011; Schmitt, 1999). The aesthetic aspects are considered among the brand stimuli that sustain consumers’ experience of the brand (Brakus et al., 2009; Holbrook & Hirschman, 1982). The brand aesthetic enhances consumer senses (Hulten, 2011; Schmitt, 1999), and affects their experiential responses (Gentile et al., 2007). In this respect, Pine and Gilmore (1998) suggest that the most powerful themes that create and deliver memorable experiences are those related to consumer senses. Research findings support the notion that the consumer’s perception of the brand appearance or aesthetic is associated with his/her experiences (Sheng &Teo, 2012).

2.11.2	Theory of Price
Price as an extrinsic cue is encoded by the consumer to constitute an important component of monetary value perception (Zeithaml, 1988). It is an important factor in brand purchase and consumer choice (Erdem, Swait, & Valenzuela, 2006). The economist’s assumption of rationality conceives price as an aspect of consumer rationality (McFadden, 1999). However, irrational consumers seeking hedonic brand benefits also perceive brand price as an important factor in brand choice (Lee, 2009; Park, Kim, Funches, & Foxx, 2012). Although Petruzzellis (2010) verified that rational consumers who focus on tangible brand attributes assign greater importance to price than irrational consumers, price remains an important positive or negative cue in consumer behaviour (Lichtenstein, Ridgway, &Netemeyer, 1993). The role of price as an independent factor on consumer brand preferences has been demonstrated (Alamro& Rowley, 2011; Petruzzellis, 2010; Schoenfelder& Harris, 2004). In experiential marketing, price is the cost of delivered experiences and the consumer’s perceptions of price fairness, which contribute to his/her experience (Brakus et al., 2009). Pine and Gilmore (1998) presume that the product price contributes to the creation of consumer experience. The authors suggest that the consumer price experience can be considered as a progression of the economic value (Pine & Gilmore, 1998; Schmitt, 1999), or that the traditional mix of price and quality goes beyond money (Mathwick, Malhotra, &Rigdon, 2001). Consumers may be willing to pay a premium for the brand experience, but not its cost (Pine & Gilmore, 1998; Verhoef et al., 2009). Empirically, the price of service positively affects the consumer experience in hospitality marketing (Ismail, 2010). Moreover, Verhoef et al. (2009) consider price as an important stimulus of consumer experience in a retailing context.

2.12	Empirical Review
Alfred JM Edema and Ezute, Ifeakachukwu Fortune (2014). Branding and Brand Positioning: A Conceptual Conflict Perspective in Product and Corporate Strategies. This paper criticizes the abuse of branding and provides simplified, logical sequential process to the appreciation of the development of branding as well as how it should be applied as a strategic tool in business. The study was based on relevant literature, observations and interviews. The major finding is that effort made at ‘positioning’ and / or ‘repositioning’ a brand, has most times been misconstrued as branding. For instance, the sponsorship, colorization and colonization of an event using a brand and / or corporate identity, is not in itself branding, but positioning or repositioning. The recommendation is that scholars and practitioners should carefully study the root of a concept from which other business tactics are derived before applying it to particular situations, the failure of which further wrongly educate fresh learners and give more credibility to and even stronger acceptance of the concept, by the general business world.
Partha Prasad Chowdhury (2013). Key strategies and issues of positioning: A review of past studies. This study tries to fill in this gap by highlighting the key positioning strategies along with some guidelines for the marketers for formulating effective positioning of their brand in the market. A good number of prior research studies on market positioning of brand/product between the years 1958 to 2010 are reviewed with a view to prepare this study. Though the study of positioning reveals that firms use different positioning concepts but most studies highlighted the use of product attributes, product categories and competitors as main ways for positioning. This study is based upon the previous studies which are mainly based on the Western context and hence findings may not be directly generalized everywhere and concludes with suggestions for further research. This literature review integrates the findings of the prior studies and focuses on highlighting key positioning strategies along with some key points that need to remember during positioning and suggests marketing practitioners some guidelines to develop effective positioning strategies for achieving sustainable competitive advantage.
Karolina and Andrea (2012) the strategic importance of brand positioning in the place brand concept: elements, structure and application capabilities. The concept of place brand building and managing is largely discussed in literature on the subject and more and more frequently put into practice. The key element which determines effective implementation thereof is to define brand positioning. This is because brand positioning determines the framework of visual and communication-related execution. What is more, it also determines future brand development as brand positioning is the basis for gaining competitive advantage, especially in the context of global changes.
Anne Maarit Jalkala and JoonaKera¨nen (2013) Brand positioning strategies for industrial firms providing customer solutions. The study aims to examine the possible brand positioning strategies for industrial firms providing customer solutions. Design/methodology/approach – The empirical part of the study consists of a multiple case study, involving four industrial firms providing customer solutions. Primary data was gathered by semi-structured interviews from a total of 22 business managers from the case companies. The study identifies four possible brand position strategies for industrial firms providing customer solutions: customer value diagnostic, global solution integrator, high quality sub-systems provider, and long-term service partner. The identified strategies highlight the tendency of solution suppliers to position their brands around different capabilities that are needed at different phases of the solution delivery process. The study was conducted from the industrial supplier’s perspective and is context-bound to companies operating in solution-oriented process and information technology industries. Managers need to identify the capabilities that are central to delivering customer value and acquire and/or develop capability configurations that differentiate their brand positioning from competitors. Existing literature on branding lacks understanding about the specific characteristics of building brands in solution-oriented B2B contexts. The study identifies four brand positioning strategies that illuminate the special characteristics of branding customer solutions.

[bookmark: _Hlk103104374]CHAPTER THREE
RESEARCH METHODOLOGY
3.1 	Introduction
This chapter focuses more on the methodology used in gathering data for study and a brief overview of pharmacies in Nigeria. The methodology describes methods and processes followed in order to conduct this research. The population, sample size and sampling technique, method of data collection, data analysis would be described in details.

3.2 	Research Design
The descriptive research design was used to develop snapshots of a particular situation (Mcnabb, 2002). Descriptive research design involves large samples which are used to give descriptions of an event or define attitudes, opinions or behaviors that are measures or observed in a particular environment (Mcnabb, 2002). As a descriptive research, a combination of techniques was used to describe how customer service affects organizational performance, branding affects performance and also how customer service plays a mediating role between branding and performance.
Both quantitative and qualitative methodology were adopted the collection of data. Quantitative methods were used because it was possible to collect some numerical data for analysis and to help answer research questions and meet the objectives of the study (see Saunders et al, 2007).
Also, some of the data were not possible to collect numerically, therefore qualitative techniques were also adopted.
3.3 	Population of the Study
According to Saunders et al., (2007), population is defined as the full set of cases from which a sample is taken. The study was limited to customers of Shoprite in Ilorin metropolis. Data was gathered from these primary sources of respondents, that is, customers of Shoprite. The estimated population of customers of Shoprite was five hundred (500).

3.4 	Sample and Sampling Procedure
Sampling is concerned with the selection of a subset of individuals from within a statistical population to estimate characteristics of the whole population (TashakkoriTeddlie, 2003). Convenience sampling technique was used in selecting the sample of customers. This type of nonprobability sampling involves the sample being drawn from that part of the population which is close to hand (Tashakkori & Teddlie, 2003). That is, a population is selected because it is readily available and convenient.
In order to select an appropriate sample size, Slovin’s (1973) sampling technique was assumed. The formula is presented as; n = N/ [1+N (e) 2] (where n = sample size; N = sample frame; and e = margin of error/ confidence level). From the above, population of the customers were five hundred (500).
[image: ]
The sample size used for the customers was two hundred and thirty (230)

3.5 	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 consisting of a series of questions and other prompts for the purpose of gathering information from respondents (Dillman, Smyth and Christian, 2014). 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, whiles the remaining sections were divided accordingly into each objective. The questionnaires were handed personally to the respondents by the researcher.



3.6	Method of Data Analysis
The Statistical Package for Social Sciences (SPSS) and STATA were the statistical tool used in analyzing primary data gathered from the field. Furthermore, descriptive statistics such as frequency distribution tables, charts, and graphs were used to identify results collected from the field (O'Neil and Schutt, 2014). Pearson correlation as used in analyzing the relationships between the variables whiles linear regression was used in measuring the impact of customer service on organizational performance, branding on organizational performance and customer service and branding and customer service on organizational performance.

3.7 	Reliability and Validity
The variables in the questionnaire was tested using the Cronbach’s Alpha for reliability. In analyzing data collected from the respondents on the topic under discussion, the researcher test internal consistency among the variables used for the study. This is to enable the study to be reliable hence the use of cronbach alpha. Devellis (2003) believed that the cronbach alpha coefficient should be above 0.7. Cronbach alpha values above 0.7 are acceptable and values that are above 0.8 are preferable.













CHAPTER FOUR
RESULTS AND DISCUSSIONS
4.1 	Introduction
This section highlights the results and findings of the study conducted. A total of two hundred and thirty customers of Ernest Chemist were sampled for the study. The data collection instrument used were questionnaires. Out of the total sample of two hundred and thirty, one hundred and ninety five responded, hence giving the response rate of 84.8%.

	Table 4.1 Response Rate
	

	
	
	

	Sample
	Number of Respondents
	Percentage

	
	
	

	230
	195
	84.8%

	
	
	




4.2 	Demographic characteristics of respondents
The characteristics of the respondents who were customers of Ernest Chemist, Kumasi in this study included gender, Age, Level of Education and employment level.

Table 4.2 Demographics (N=195)
	
	Frequency
	
	Percent

	GENDER
	
	
	
	

	Male
	86
	44.1
	

	Female
	
	
	
	

	
	109
	
	55.9
	

	

	
	
	
	

	AGE
	
	
	
	

	18-30
	32
	16.4
	

	31-40
	64
	32.8
	

	41-55
	68
	34.9
	

	56 and above
	31
	15.9
	

	
	
	
	
	

	EDUCATION
	
	
	
	

	Basic Education
	33
	16.9
	

	Secondary Education
	62
	31.8
	

	Tertiary
	58
	
	29.7
	

	Non Formal
	
	
	
	

	
	42
	
	21.5
	

	
	
	
	
	

	EMPLOYMENT
	
	
	
	

	Unemployed
	36
	18.5
	

	Employed
	151
	77.4
	

	Retired
	
	
	
	

	
	8
	
	4.1
	

	
	
	
	
	


Source: Field Survey, 2025

From the table above, it can be seen that the female respondents were one hundred and nine, representing 55.9% of the total population, the males made up a total of eighty six (86) representing 44.1%. This illustrates that more of Ernest Chemist’s customers are females The ages ranged between 41-55 recorded the highest number of respondents which was sixty eight representing 34.9%. The next highest age was 31-40 years recording sixty-four representing 32.58%. 18-30 years and 56 and above recorded the lowest of thirty two and thirty one respectively representing 16.4% and 15.9% respectively.
Majority of the respondents representing 31.8% had secondary education whiles 29.7% had tertiary education. Respondents who had no formal education represented21.5% whiles those who had basic education represented 16.9%. Concerning the employment level of respondents, 77.4% were employed, whiles 18.5% and 4.1% were unemployed and retired respectively.
These demographic characteristics are a reflection of the customer base of Ernest Chemist. This information can be considered when the company is planning activities for its customers. The demography of customers is important to companies as it assists in the designing of tailor made products to suit their needs.

4.3 	Reliability
In analyzing data collected from the respondents on the topic under discussion, the researcher test internal consistency among the variables used for the study. This is to enable the study to be reliable hence the use of cronbach alpha. Devellis (2003) believed that the cronbach alpha coefficient should be above 0.7. Cronbach alpha values above 0.7 are acceptable and values that are above 0.8 are preferable. Cronbach alpha reliability statistics was shown in table 4.3 below.

Table 4.3 Scale Reliability and Validity Tests

	Measures
	
	Factor
	Cronbach's
	Construct
	AVE
	Highest

	
	
	Loadings
	Alpha
	Validity
	
	Correlation

	brand
	Item 1
	.4851225
	0.7195
	0.755
	0.636
	0.3885

	
	
	
	
	
	
	

	
	Item 2
	-.6368663
	
	
	
	

	
	
	
	
	
	
	

	
	Item 3
	-.6156972
	
	
	
	

	
	
	
	
	
	
	

	
	Item 4
	-.7731861
	
	
	
	

	
	
	
	
	
	
	

	
	
	
	
	
	
	

	
	Item 1
	.4932945
	0.7502
	0.766
	0.576
	0.4258

	Customer service
	
	
	
	
	
	

	
	Item 2
	.4094001
	
	
	
	

	
	
	
	
	
	
	

	
	Item 3
	-.3205684
	
	
	
	

	
	
	
	
	
	
	

	
	Item 4
	-.6167327
	
	
	
	

	
	
	
	
	
	
	

	
	Item 5
	-.8177931
	
	
	
	

	
	
	
	
	
	
	


(Author’s own construct, 2025)


4.3.1	Descriptive Summary of Variables (Branding, Customer Service and Organizational Performance).
The respondents were asked to rate the brand, customer service and organizational performance of Ernest Chemist and mean responses were computed as indicated in

Table 4.4 Descriptive Summary
	Variable
	Obs
	Mean
	Std. Dev.
	Min
	Max

	
	
	
	
	
	

	Branding
	195
	4.1754
	.418403
	3.2
	4.8

	
	
	
	
	
	

	Customer
	195
	4.3477
	.2435399
	3.8
	4.8

	
	
	
	
	
	

	Organizational
	195
	2.2753
	.431878
	2
	3

	
	
	
	
	
	


Source: Field Survey, 2025

4.3.2 	Corporate Branding
From table 4.4, the mean data of the variables were analyzed. Branding obtained a mean score of 4.18 which is on a higher side. The items measured were the perceived quality, the awareness of the brand, the brand association and the loyalty of the brand by the customers. This indicates that the customers of Ernest Chemist have a high perception towards the brand. Customers rate the brand of the pharmacy very high and thereby giving the impression that the Brand of Ernest Chemist is high. Customers were asked to rate the perceived quality of the products of Ernest According to Chandler and Owen (2002) brands that are, in a genuine sense, effective in the business sectors frequently go past satisfying customers' enthusiastic needs or quietly articulate a brand guarantee.

4.3.3 	Customer Service
The mean for the customer service activities of Ernest Chemist recorded a score of 4.35. This indicates that customers of Ernest Chemist rate the customer service activities very high. The items measured were divided into two sections. One section looked at the rating of the pharmacy in terms of its organization. This included the cleanliness of the pharmacy, the comfort and convenience of the waiting areas and also the length of time one had to wait in order to be served. The second section looked at the rating of the service provided by the staff or pharmacist of the pharmacy. This included the politeness of the pharmacist/staff, queries answered, provision of efficient service, and the service received. This means that the company takes its customers seriously thereby putting measures in place that would make the customers satisfied and also meet their needs. This attests to the research done by Tlapana (2009) indicating that in recent times customers demand more than ever even to the extent that operators in the retail industry have to execute tasks in a timely manner and provide friendly service to customers.

4.3.4 	Organizational Performance
Customers were asked to rate the performance of the company and the responses recorded a mean score of 2.28. This is on a higher note, meaning that in the eyes of customers, the company’s performance is rated high. The statement was posed in such a way that respondents would rate the performance of the organization. Even though it is a subjective manner of measurement which builds on the perspective of the respondent rather than on the performance itself (Adalsteinsson and Gudlaugsson, 2007). Fortunately, there is evidence of consistency between subjective and objective performance measures (Pratono, & Mahmood, 2014)







4.4	Test of Hypothesis
Effect of Corporate Branding on Organizational Performance
Hypothesis 1: Corporate Branding has a positive significant effect on organizational performance Regression analysis was done to test the hypothesis. The results are indicated below in Table 4.5

Table 4.5 Effect of Corporate Branding on Organizational Performance
	Model
	Unstandardized
	Standardized
	t
	Sig.

	
	
	
	
	
	

	
	Coefficients
	Coefficients
	
	

	
	
	
	
	
	

	
	B
	Std. Error
	Beta
	
	

	
	
	
	
	
	

	(Constant)
	-.123
	.786
	
	-.157
	.875

	
	
	
	
	
	

	Branding
	.692
	.189
	.255
	3.664
	.000

	
	
	
	
	
	



Source: Field Data (2025). Dependent Variable: Organizational Performance

From the analysis conducted, the table indicates that branding and organizational performance are significantly and positively 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 Ernest Chemist by the customers which has reflected in their performance as indicated by the customers. This attests to the research done by Schuiling and Moss (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.

Effect of Customer service on Corporate Branding
Hypothesis 2: Corporate Branding has a significant relationship with customer service

Table 4.6 	Effect of Corporate Branding on Customer service
	Model
	
	Unstandardized
	Standardized
	T
	Sig.

	
	
	Coefficients
	
	Coefficients
	
	

	
	
	
	
	
	
	

	
	
	B
	Std. Error
	Beta
	
	

	
	
	
	
	
	

	(Constant)
	4.376
	.362
	
	12.097
	.000

	1
	Customer
	
	
	
	
	

	service
	
	-.052
	.087
	-.043
	-.594
	.000

	
	
	
	
	
	
	


Source: Field Survey, 2025. a. 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. 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 likely that 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 and Kelly, 1986)

Effect of Customer Service on Organizational Performance
Hypothesis 3: Customer service has a significant relationship with organizational performance
An analysis was done in order to determine the relationship between customer service and organizational performance.

Table 4.7 Effect of Customer Service on Organizational Performance
	Model
	
	Unstandardized
	Standardized
	T
	Sig.
	

	
	
	Coefficients
	
	Coefficients
	
	
	

	
	
	
	
	
	
	
	

	
	
	B
	Std. Error
	Beta
	
	
	

	
	
	
	
	
	
	

	(Constant)
	-.472
	.632
	
	-.747
	.456
	

	1
	Customer
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	
	
	.775
	.152
	.345
	5.112
	.000
	

	
	
	
	
	
	
	
	

	Service
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	


Source: Field Survey, 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 retain their profitable customers, thus improving the performance of the organization. Delivering superior customer service generates quiet a number of benefits to service providers especially in the pharmaceutical industry. The benefits include, cost reduction, salvation of time, increase in profits and market share. (Areni, 2003)



Mediating Effect of Customer Service on Branding and Organizational Performance Relationship.
Table 4.8 Test for mediation
	
	
	Unstandardized
	Standardized
	
	
	

	Model
	Coefficients
	Coefficients
	t
	Sig.
	

	
	
	
	
	
	
	

	
	B
	Std. Error
	Beta
	
	
	

	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	1
	Constant
	0.123
	0.786
	
	-0.157
	0.875
	

	Branding
	0.692
	0.189
	0.255
	3.664
	0.000
	

	
	
	
	
	
	
	
	

	2
	Customer Service
	-.052
	.087
	-.043
	-.594
	.000
	

	
	
	
	
	
	
	
	

	3
	Customer Service
	.775
	.152
	.345
	5.112
	0.000
	

	
	
	
	
	
	
	

	Branding
	0.647
	0.168
	0.253
	3.863
	0.000
	

	Customer Service
	0.796
	0.151
	0.346
	5.287
	0.000
	

	
	
	
	
	
	
	
	


Source: Field Survey, 2025 Dependent Variable: Model 1 - Organizational Performance, Model 2 - Branding, Model 3 - Organizational Performance Model 4 - 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 corporate 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 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 toexist, 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 Ssekakubo et al. (2014) revealed that leadership competencies also affects organizational performance and noted that leadership competencies can improve employee performance; this improvement is evinced by enhanced organizational 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 succeed and that organizations perform better. Another factor that may influence organizational performance is employee satisfaction as indicated by Schneider et al (2003).

[bookmark: _GoBack]CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.1 	Introduction
This chapter considers summary of findings, conclusions, recommendations and suggestions for further studies.

5.2 	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 thesis is the mediating role of customer service plays in the performance of the organization. The impact reveals a partial mediation. Below is the summary of the findings.

5.2.1 	Effect of Branding on Organizational Performance
The results indicated that branding and organizational performance are significantly and positively correlated (P=0.692; p<0.01). However R square revealed that a unit change in Branding explains 6.5% variation in organizational performance. Therefore there is significant positive relationship between branding and organizational performance.

5.2.3 	Effect of Branding on Customer Service
Customer service and branding are significantly related (R=0.02; p-value<0.01). It further shows that branding negatively impact on customer service. According to the analysis customer service and branding are negatively related. An increase in branding activities may lead to a reduction in the customer service of the organization.

5.2.4 	Effect of Customer Service on Organizational Performance
The result indicated a positive relationship between customer service and organizational performance. Customer service significantly impacted on organizational performance but it explains 11.9% variation, (R2=0.119; p-value<0.001). From the test, customer service and organizational performance are significantly positively related.

5.2.5 	Mediating Effect of Customer Service on Branding and Organizational Performance Relationship.
From the analysis, branding significantly impacted on organizational performance. (Model 1; P=0.692, p-value <0.001). However, introducing customer services as a mediator in Model 2, organizational performance reduced (P=0.647, p-value<0.001). This suggests that customer service partially mediates the relationship between branding and organizational performance.
This has proved that there exists mediation in the model which shows that customer service partially mediates the relationship between branding and organizational performance. The introduction of customer service however weakens the relationship. This indicates the presence of other factors that might affect organizational performance. This includes leadership competencies and employee satisfaction.
5.3 	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.

5.4 	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 activities meet the needs of their customers.
· Firms must improve upon their branding activities whiles 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 organizations in the long run
· Firms must consider other variables that might improve organizational performance since customer service partially mediated 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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