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ABSTRACT 
 
This study investigates the influence of distinct marketing strategies—product, promotion, price, and place 

strategies—on the performance of agribusinesses in the North-Central region of Nigeria. Leveraging a 

sample size of 338 from a population of 2,216 registered agribusinesses across five selected states, a cross- 

sectional survey design was employed to analyze the relationships between the chosen independent 

variables and critical performance indicators namely; profit, sales volume, market share, and customer 

loyalty. The results from four regression models underscore the degree of impacts of marketing strategies on 

performance metrics. Notably, promotion and place strategies emerge as significant drivers of increased 

sales volume and enhanced customer loyalty, respectively. Conversely, product strategy exhibits a minimal 

effect on profit, while price strategy strongly influences market share. These findings offer actionable 

insights for agribusiness practitioners and policymakers to optimize their marketing approaches for 

improved performance and sustainable performance in the agribusiness sector. 
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INTRODUCTION 
 
Marketing as a management function has been widely acknowledged across a range of industries as being 

crucial for boosting market share, customer loyalty, sales volume, long-term relationships, customer 

satisfaction, profitability, competitive advantage, and firm performance (Adamu, 2020). Chukwuemeka 

(2015) asserts that the attention and strategy employed by an organisation in its marketing efforts are crucial 

factors that contribute to its success or failure. In the context of Nigeria, a prominent market within Africa,  

the significance of efficient marketing cannot be overstated in fostering corporate expansion (Chukwemeka, 

2015). Higher customer demands, a risky and unstable economic environment, internationalization of trade, 

and more competition, among other factors, have all contributed to increased competition in the Nigerian 

market. Chukwuemeka (2015) further stated that as certain businesses have shrunk, it has been harder for 

them to survive and be viable. As a result, there have been numerous reports of high business mortality in 

literature from throughout the world, with a focus on developing nations like Nigeria (Chukwuemeka, 

2015). The creation of superior products or services, according to Adamu (2020), would not always ensure 

corporate success or boost performance if they are not supported by efficient marketing. 
 

The concept of marketing strategy as a collaborative effort emphasizes the need for effective 

communication of an organization’s long-term position. Adamu (2020) asserts that any Agribusiness aiming 

to thrive in a competitive market must employ strategic marketing tactics. The relationship between supply 

and demand, regulated by the market, is fundamental in marketing (Kotlar & Armstrong, 2013). The 

marketing mix, including planning, production, pricing, promotion, and distribution, plays a crucial role in 

creating and exchanging value (Kotlar & Armstrong, 2013; Cross, 2018). Businesses use marketing tactics 

to acquire and retain customers, relying on strategic decisions for success (Kisaka, 2012). Marketing 

strategies, defined as techniques to differentiate and meet client demands, involve deliberate actions for a 
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competitive advantage (Adamu, 2020). Agribusinesses, by maximizing product output and efficiently 

transporting goods to the market, contribute significantly to the contemporary food and agriculture 

landscape, emphasizing the need for strategic marketing efforts in this sector (Mehta, 2012). 
 

The incorporation of marketing strategies in agribusinesses is crucial for maintaining competitiveness, and 

the type of strategy chosen may be influenced by market competitiveness (Eniola and Olorunleke, 2020). 

The objectives of agribusinesses, such as increasing sales volume and profitability, guide their marketing 

strategies (Abdulrahman et al., 2019). Agribusinesses, processing plant and animal materials, add value to 

agricultural commodities and invest in processing machinery, contributing to increased income and per 

capita food intake (Mehta, 2012). The rising demand for higher-value commodities, changing dietary 

patterns, and the use of agricultural products for bioenergy generation are influencing the agribusiness sector 

(FAO, 2007). Recognizing the socioeconomic impact of agribusiness, the World Bank (2007) emphasizes 

its role in economic development, food security, and poverty reduction. Agribusiness, considered the 

“engine of growth and catalyst” for socioeconomic transformation, creates jobs, enhances value, and 

promotes socioeconomic growth, particularly in rural areas (Onwumere, 2008). Moreover, the Central Bank 

of Nigeria (2011) underscores agribusiness’s potential to reduce import costs and generate employment in 

Nigeria while contributing to international trade through agricultural exports. 
 

Agribusinesses, encompassing fish import and export, ocean trawling, fishing, poultry farms, hatcheries, and 

veterinary clinics, contribute significantly to the transformation of agricultural products into diverse forms, 

enhancing their value for various purposes (Mehta, 2012). These businesses, involved in farming, 

processing, and livestock production, play a vital role in increasing per capita food intake, creating 

employment, and promoting economic independence in developing nations like Nigeria (FAO, 2007). 

However, despite their potential, agribusinesses in Nigeria, particularly in the north-central region, face 

challenges related to the inadequate implementation of effective marketing strategies, hindering their market 

position, sales volume, and overall performance (Geoffrey, 2021; Ocholi et al., 2018). The lackluster 

performance of agribusinesses in Nigeria, especially in the north-central region, has been attributed to the 

failure to adopt effective marketing strategies (Geoffrey, 2021; Ibojo, 2015). The economic and political 

challenges in Nigeria further contribute to the suboptimal implementation of marketing strategies, resulting 

in a decline in sales volume, loss of profit, and the struggle for survival among agricultural enterprises in the 

north-central region (Ocholi et al., 2018). Despite the significance of agribusinesses in Nigeria’s economic 

history, the sector has faced a decline since the discovery of petroleum oil, leading to increased dependence 

on imported items and a substantial import bill (Ocholi et al., 2018). Several studies have explored the 

impact of marketing strategies on business performance in Nigeria, particularly in Benue State and other 

regions (Adamu, 2020; Cross, 2018; Gbolagade & Adesola, 2013; Eniola & Olorunleke, 2020). However, 

there is limited research on the specific challenges faced by agribusinesses in north-central Nigeria, 

highlighting the significance of this study in addressing the observed gap and contributing to the existing 

body of literature (Ocholi et al., 2018). To address these challenges and reverse the trend, there is a need to 

investigate the impact of marketing strategies on the performance of agribusinesses in north-central Nigeria, 

considering the existing knowledge gap in this specific context. 

 

Objective of the study 
 

The broad objective of this study is to examine the effect of marketing strategies on the performance of 

agribusinesses in North-Central, Nigeria. The specific objectives are to: 
 

1. to examine the effect of product strategy on the level of profit of agribusinesses in North-Central 

Nigeria. 

2. determine the effect of promotion strategy on sales volume of agribusinesses in North-Central Nigeria. 

3. ascertain the effect of price strategy on market share of agribusinesses in North-Central Nigeria. 

4. investigate the effect of place strategy on level of customer loyalty of agribusinesses in North-Central 
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Nigeria. 
 

Research Hypotheses 

 
H01: There is no significant effect of product strategy on the level of profit of agribusinesses in North- 

Central Nigeria. . 

 
H02: There is no significant effect of promotion strategy on sales volume of agribusinesses in North- 

Central Nigeria. 
 
H03: There is no significant effect of price strategy on market share of agribusinesses in North-Central 

Nigeria. 
 

H04: There is no significant effect of place strategy on customer loyalty. 

LITERATURE REVIEW 
 
Conceptual Framework 

Marketing Strategies 

The conceptual framework delineates the critical elements of marketing strategies, emphasizing their role in 

achieving a competitive advantage. Marketing strategy involves systematic decision-making to deploy 

resources effectively, with the primary goal of enhancing and maintaining a company’s competitive 

advantage (Gronroos, 1999; Owomoyela et al., 2013). Lin’s (1993) categorization identifies four types of 

marketing strategies, including dual-target, reasonable, emotional, and maintenance strategies, each catering 

to distinct consumer considerations. Furthermore, product strategy, a dimension of marketing strategies, 

focuses on aspects like product design and technology integration, recognizing the centrality of products in 

meeting customer needs (Kotler & Armstrong, 2013). 

 

Dimensions of Marketing Strategies 
 

The dimensions of marketing strategies encompass product, promotion, price, and place strategies, each 

contributing to the overall effectiveness of the marketing mix. Promotion strategies involve the 

dissemination of information to influence customer perceptions and behaviors, emphasizing the importance 

of aligning organizational functions to consumer needs (Keegan et al., 2002). Price strategy, influenced by 

factors like target market and product characteristics, plays a crucial role in determining perceived worth 

and profitability (Rapert et al., 2008; Lovelock, 2011). Place strategy considers geographical factors, 

distribution methods, and environmental elements, recognizing the significance of the physical environment 

in enhancing the consumer service experience (Lui et al., 2011). The framework underscores the 

interconnectedness of these dimensions within the marketing mix, with pricing identified as a key driver of 

organizational profitability (Lovelock, 2011). 

 

Performance 
 

Performance can be defined using two fundamental approaches: outcome-based methods and behavioural 

methods. The manifestation of appropriate and inappropriate conduct by employees within the workplace 

can be elucidated through the lens of behavioural methods to job performance, which seek to explicate the 

relationship between such behaviours and overall job performance. The outcome method is a perspective 

that evaluates work performance based on the achieved results, such as the volume of sales or acquisition of 

new clients. According to Cardy (2004), both the behavioural and outcome approaches to delineating and 
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evaluating work performance possess their own merits and demerits. These two tactics have the potential to 

effectively convey to the staff the necessary requirements and tasks that need to be accomplished in the 

workplace. The expression of performance is contingent upon the specific technology and type of job 

analysis employed. The advent of technology has the potential to bring about substantial changes to several 

domains of responsibility, potentially leading to the complete elimination of particular tasks and 

responsibilities. The extent and diversity of technological utilization within an organization can significantly 

influence the characteristics of job roles and the methods employed to convey performance outcomes. The 

manner in which performance is portrayed is contingent upon the specific type of job analysis conducted. 

The manner and procedure of analysis can potentially influence the outcomes that are obtained. 

 

Dimensions of Performance 
 

The first dimension of performance is profit, which is the monetary benefit derived from the disparity 

between revenue and costs in the acquisition, operation, or production of a business entity (Cross, 2018). 

Profit is crucial for a company’s long-term viability, requiring assessment of prospective and past 

profitability, considering efficiency, solvency, and market prospects (Cross, 2018). Sales volume, the 

quantifiable measure of units sold, is often overlooked but considered significant for evaluating a company’s 

overall well-being and growth trajectory (Cross, 2018). Market share, representing the proportion of total 

sales volume in a market attained by a specific brand or enterprise, serves as a pivotal indicator of market 

competitiveness and aids in understanding consumer preferences (Cross, 2018). Decreases in market share 

may indicate underlying challenges, making it an early indicator of future opportunities (Farris et al., 2020). 
 

The second part introduces customer loyalty, emphasizing the importance of personal communication 

between customers and vendors in fostering loyalty. Personal relationships and trust developed through 

cordial customer service contribute to customer loyalty (Praveen and Tanvi, 2015). Customer loyalty is 

characterized by both attitudinal and behavioral dimensions, with marketers categorizing clients based on 

their level of behavioral loyalty (Francis and Mathenge, 2015). The loyalty ladder model, consisting of 

suspicion, prospect, customer, client, and advocate, highlights the desirability of clients who exhibit higher 

levels of loyalty (Francis and Mathenge, 2015). While relationship-building methods are more challenging 

in transactional marketplaces, customer relationship management and direct marketing have become integral 

in establishing and maintaining customer loyalty (Praveen and Tanvi, 2015). 

 

Agripreneur 
 

Agripreneurs, defined as individuals focusing on launching, planning, and running businesses within the 

agricultural industry, play a vital role in adding value to agricultural resources, particularly in rural areas. 

This form of entrepreneurship is comparable to others but maintains a unique context within the agricultural 

sector. Agripreneurs seek new business opportunities, manage resources, take calculated risks, and 

ultimately succeed financially within the agricultural domain, requiring expertise in various areas such as 

strategic planning, market research, production, sales, and finance. Agribusiness services encompass crop 

advice, agricultural product sales, market introductions, and assistance in obtaining loans, contributing to the 

evolution of sustainable agriculture. With a presence in various sectors, including dairy, sericulture, 

horticulture, and fisheries, agripreneurs connect farmers to both urban and rural markets, fostering youth 

entrepreneurship and regional economic strength. The positive impacts of agribusiness entrepreneurship 

include facilitating regional economies, reducing rural poverty, increasing agricultural yields, lowering food 

costs, ensuring stability, and improving nutrition in both rural and urban areas. Overall, agribusiness 

entrepreneurship is instrumental in expanding business opportunities, supporting existing businesses, and 

diversifying income sources (Mukhopadhyay & Mukhopadhyay, 2020). 
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Theoretical Framework 

Push – Pull Theory 
 

Organizations often employ the push-pull theory in their marketing strategies, a concept originating from 

Fredrick Winslow Taylor’s principles of scientific management in 1911 (Zmud, 1984). The push-pull 

approach determines whether the customer or the company initiates the transaction, adapting marketing 

strategies throughout a product’s life cycle stages. Zmud (1984) suggests that push marketing is effective in 

the introductory and early growth stages, focusing on brand introduction, while pull marketing becomes 

crucial for businesses aiming to expand or maintain market share. A successful marketing strategy, 

emphasizing mutual value exchange with the target audience, involves a combination of push and pull 

tactics (Cooper & Kleinschmidt, 2015). Push marketing relies on actively presenting products to the 

audience through traditional advertising channels like radio, TV, print, and mail (Cooper & Kleinschmidt, 

2015). It is a more demanding and costly strategy, suitable for short-term sales goals, such as holiday 

promotions. Pull marketing, on the other hand, centers on attracting customers to the business location,  

utilizing inbound strategies like content creation, SEO, and social media. Cooper and Kleinschmidt (2015) 

emphasize the long-term effectiveness of pull marketing, highlighting its less intrusive nature and alignment 

with consumer behavior. The push-pull theory recognizes the synergy of both approaches, providing a 

powerful strategy for lead generation and conversion in marketing, applicable to optimizing processes in 

agribusiness for increased performance and sustained competitiveness. 
 

Empirical Review 
 

Effects of Product Strategy on Profit 
 

Destya et al (2020) analyzed Indonesian consumer goods businesses, finding diversification, financial 

leverage, and company size positively impacted profitability. Product diversification, financial leverage, and 

firm size had a substantial positive impact, while capital structure and firm size had a negative effect. 
 

Angels et al (2020) investigated the conversion of tacit and explicit knowledge into profit, emphasizing 

product innovation and customer centricity. Structural equation modeling on 153 industrial organizations 

showed both knowledge types contribute to lasting competitive advantages and profitability through 

consumer simplicity and product improvements. 
 

Sureerat et al (2015) explored the link between proactive product strategy and marketing profitability in 

Thai home furnishings retailers. Their regression analysis indicated a proactive product strategy, including 

new product development and original design, significantly enhances marketing advantage and positively 

impacts the bottom line. 
 

Rarry and Nizar (2002) studied the impact of product-market expansion on profits in the financial services 

industry, focusing on credit unions. They found that market expansion significantly influenced profitability,  

while the impact of product growth was minimal. Businesses prioritizing new markets outperformed those 

focusing on product, current markets, or a mix of both.. 
 

Effects of Promotion Strategy on Sales Volume 
 

Adamu (2020) found in Benue State that pricing positively influences small and medium-sized enterprises’ 

(SMEs) performance, branding shows a significant positive impact, and promotion has no significant effect. 

Adamu (2020) discovered that market penetration, product packaging, and price positively affect SMEs in 

Makurdi Metropolis. Eniola and Olorunleke (2020) suggest that product, promotion, packaging, and price 

significantly impact SMEs’ performance in Kwara State. Mahabub et al. (2020) revealed that cross-border 

mergers and acquisitions positively influence acquiring firms’ marketing capabilities and overall 
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performance. Sande and Tabitha (2020) found that implementing a market penetration strategy positively 

affects public universities’ performance in Kenya. Abdulrahmam et al. (2019) concluded that triadic 

strategic alignment positively correlates with firm performance. Asaad et al. (2018) showed that higher 

education marketing, social media marketing, pricing, promotions, place, and after-sales service strategies 

collectively significantly impact organizational performance. 
 

Effects of Price Strategy on Market Share. 
 

Xhia-Huei et al. (2020) found that selling counterfeit products with deceptive signals initially boosts e- 

commerce sales but leads to long-term losses. Wangui and Kiragu (2018) discovered a positive relationship 

between pricing and hotel growth, recommending regular price reviews with quality maintenance. Dudu 

(2018) observed that competitors’ pricing affects consumers’ purchasing behavior, emphasizing firms’ 

communication of value through pricing strategies. Seonir et al. (2017) concluded that implementing a value- 

based pricing strategy and higher price levels positively influence profitability, while lower price levels have 

a negative impact on financial performance in Brazilian enterprises. 
 

Effect of Place Strategy on Customer Loyalty 
 

Bernd and Alexandra (2021) explore the impact of credible location brands on consumer attachment, word- 

of-mouth, and intention to return. Yeyi et al. (2020) investigate emotional place attachment influenced by 

feelings toward international companies, emphasizing brand loyalty’s role in place attachment. Sudari et al. 

(2019) analyze the marketing mix’s effect on customer loyalty in Malaysian food and beverage SMEs, 

highlighting the impact of product, promotion, place, and pricing on customer satisfaction and loyalty. 

Praveen and Tanui (2015) examine the impact of store location, product variety, and quality on customer 

loyalty in fruit and vegetable stores, finding a significant relationship between store location, product 

quality, and consumer loyalty. Michael et al. (2012) study the effects of place attachment on brand loyalty in 

Ghanaian restaurants, revealing that identity-based and emotion-based attachment positively impact brand 

loyalty. Alexandris et al. (2006) investigate the contribution of place attachment and service quality to 

increasing customer loyalty in a skiing resort, finding a significant influence of place attachment on skiers’ 

loyalty. 

 

METHODOLOGY 
 
Research Design 

 

The research objectives were accomplished through a survey research design, aligning with the 

recommendation of Iheanacho & Iheanacho (2012) for studying the impact of marketing strategies on North- 

Central Nigerian agribusinesses. Utilizing systematic data collection methods such as well-structured 

questionnaires or interviews, this approach spans wide geographical areas, offering a comprehensive 

understanding of marketing practices and performance factors within the agribusiness sector. The study 

focuses on the North Central region, a geopolitical zone in Nigeria, comprising six states—Benue, Kwara, 

Niger, Kogi, Nasarawa, and Niger. With diverse religious practices and a strategic geographical location 

surrounded by the River Niger and the River Benue, the region has an estimated population of 29,715,722 

people as of 2021, based on the National Population Commission’s forecast. The population of the study 

consists of 2,216 registered agribusinesses from Benue, Nassarawa, Kogi, Kwara, and Niger States, 

particularly those involved in granulated cassava processing and registered members of their Local 

Unions/Associations, SMEDAN, and State Ministry of Commerce, Trade, Industry, and Investment. 
 

For sampling, a multi-stage approach was employed. In the first stage, five states—Benue, Nassarawa, 

Kwara, Kogi, and Niger—were purposively selected based on the intensity of granulated cassava processing 

activities. In the second stage, stratified random sampling was applied, considering the number of granulated 
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cassava processing agribusinesses after stratification of the population using registers of members kept by 

Unions/Association Leaders, SMEDAN, and the Ministry of Commerce, Trade, Industry, and Investment. 

The questionnaire was administered to 338 respondents across the five selected states. Taro Yamane 

Formula was employed to arrive at the sample size of 332 (from the total population of 2,216 

agribusinesses). 
 

Statistical formula devised by Taro Yamane is as follows: 

 

n =  ………………………………..(1) 
 

Where; 
 

n = Sample Size 

N = Finite 

e = Level of Significance(or limit of tolerance error) 

1 = Unity (i.e constant) 

The sample size for cassava granules processing agribusinesses is determined as follows: 

 

n =  ……………………………………………………………. (2) 
 

= 338 
 

Thus, these respondents were randomly selected in the states under study. The Bohley’s proportional 

formula was used for allocating the samples to different states as follows: 80 respondents from Benue State, 

70 from Nassarawa State, 75 from Kogi State, 65 from Kwara and 48 from Niger State. 
 

Instrument of Data Collection 
 

Primary data was used for the study. The primary data was obtained through the use of well-structured and 

self-administered questionnaire on the respondents based on the objectives of the study. 
 

Validity of the Instrument 
 

The data obtained from any research instrument, be it a questionnaire or a test, should address the research 

questions and hypotheses when conducting research. When repeated under similar conditions, the data 

obtained in such a situation should produce results that are comparable. Consequently, a valid instrument 

measures what it is designed to measure. Validity is the capacity of a measuring instrument to generate 

trustworthy results and measure what it purports to measure. The primary objective of the pilot study in this 

study is to collect data from a subset of the target population in order to assess the instrument’s validity and 

reliability for use in a larger-scale investigation. [If there is no list of SMEs, pilot test role of establishing the 

population must be included here] This study took into account the two predominant forms of validity,  

namely content validity and construct validity. Content validity was assessed by obtaining input from 

supervisors and experts in the study field. Construct validity was evaluated using a factor analysis tool, 

which included statistical measures such as the Kaiser-Meyer-Olkin (KMO) test and Barlett’s Test of 

Sphericity among others. In order to ascertain the reliability and effectiveness of the instrument, a pilot 

study was conducted using a subset of the overall sample which is one third of the total sample of 338. This 

involved administering 101 questionnaires to a specific group of respondents within the study area. The 
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findings from this pilot study were then utilized to perform exploratory factor analysis, as presented in 

Tables 1-4. 
 

Table 1: Kaiser-Meyer-Olkin and Bartlett’s Test 
 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .957 

 
Bartlett’s Test of Sphericity 

Approx. Chi-Square 31.848 

Df 28 

Sig. .028 

 

Source: Author’s Computation Using SPSS 26.0 
 

Following the completion of the pilot test, the input variables utilized in this study were submitted to 

explanatory factor analysis. The purpose of this analysis was to examine the alignment between the 

constructs as defined in the literature and the components generated from the factor analysis. In the realm of 

evaluating the soundness of a research instrument, the Kaiser-Meyer-Olkin (KMO) measure and Bartlett’s 

Test of Sphericity are frequently employed as means of appraising the appropriateness of data for factor 

analysis, a critical component of establishing construct validity. 
 

The dataset exhibits strong suitability for factor analysis as indicated by the high Kaiser-Meyer-Olkin 

(KMO) Measure of Sampling Adequacy, with a value of .957, close to the optimal score of 1. This signifies 

a robust adequacy of sampling for factor analysis, implying substantial common variance among variables—

critical for factor analysis and thereby construct validity assessment. Additionally, Bartlett’s Test of 

Sphericity validates the presence of relationships among variables, confirming that the correlation matrix 

significantly deviates from an identity matrix, substantiating the appropriateness of factor analysis on the 

dataset (Approx. Chi-Square = 31.848, df = 28, Sig. = .028). 
 

Table 2: Communalities 
 

 Initial Extraction 

PRF 1.000 .920 

SLV 1.000 .909 

MKS 1.000 .772 

CUL 1.000 .679 

PDS 1.000 .680 

PRS 1.000 .726 

PST 1.000 .741 

PLS 1.000 .794 

 

Extraction Method: Principal Component Analysis 
 

Legend: PRF = Profit, SLV = Sales Volume, MKS = Market Share, CUL = Customer Loyalty, PDS 

=Product Strategy, PRS = Promotion Strategy, PST = Price Strategy, PLS = Place Strategy 
 

Source: Author’s Computation Using SPSS 26.0 
 

Table 2 show the result of communalities for the variables of the study. In the context of the validity of a 

research instrument, the provided table shows communalities for each variable before and after the 

extraction of factors using Principal Component Analysis (PCA). Prior to factor extraction, communalities 
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(which indicate the fraction of each variable’s variation that is explained by the retrieved factors) are all set 

to 1.000, suggesting that the variables can be fully explained by themselves. The extraction communalities 

are the communalities after extracting the factors using PCA. The values range from .679 to .920. A higher 

value indicates that a larger proportion of the variable’s variance is explained by the extracted factors. The 

extraction communalities, ranging from .679 to .920, demonstrate that the extracted factors (or components) 

explain a substantial proportion of the variance in the respective variables. This suggests that the factors 

extracted through PCA are meaningful and relevant to the observed variables. Variables like Profit (PRF), 

Sales Volume (SLV), and Place Strategy (PLS) have relatively high extraction communalities (above .9), 

indicating that the extracted factors explain a significant portion of the variance in these variables. This 

supports the construct validity of the research instrument since these variables are well-represented by the 

extracted factors. On the other hand, variables like Customer Loyalty (CUL), Product Strategy (PDS), and 

Promotion Strategy (PRS) have slightly lower extraction communalities (around .68 to .72), suggesting that 

the extracted factors explain a moderate portion of the variance in these variables. Further exploration or 

refinement of the instrument may be needed to improve the representation of these variables by the 

extracted factors, enhancing construct validity. The result of communalities provide insight into the extent to 

which the extracted factors explain the variance in each variable, thus aiding in the assessment of the 

research instrument’s construct validity. Higher extraction communalities generally indicate a better 

representation of the variables by the extracted factors, supporting the validity of the instrument. 

 

Table 3: Total Variance Explained 
 

 

Component 

Initial Eigenvalues 
Extraction Sums of Squared 

Loadings 

Rotation Sums of Squared 

Loadings 

Total 
% of 

Variance 

Cumulative 

% 
Total 

% of 

Variance 

Cumulative 

% 
Total 

% of 

Variance 

Cumulative 

% 

1 2.495 31.189 31.189 2.495 31.189 31.189 2.034 25.421 25.421 

2 1.488 18.596 49.785 1.488 18.596 49.785 1.742 21.774 47.195 

3 1.203 15.042 64.827 1.203 15.042 64.827 1.247 15.585 62.780 

4 1.036 12.951 77.778 1.036 12.951 77.778 1.200 14.998 77.778 

5 .644 8.051 85.829       

6 .561 7.009 92.838       

7 .360 4.501 97.339       

8 .213 2.661 100.000       

Extraction Method: Principal Component Analysis. 

 

Legend: PRF = Profit, SLV = Sales Volume, MKS = Market Share, CUL = Customer Loyalty, PDS 

=Product Strategy, PRS = Promotion Strategy, PST = Price Strategy, PLS = Place Strategy 
 

Source: Author’s Computation Using SPSS 26.0 
 

Table 3 shows the percentage of variance explained by each component in a principal component analysis 

(PCA), which is useful information when assessing the reliability of a research instrument. Important 

measures of construct validity shown by the analysis include the initial eigenvalues, sums of squared 

loadings from extraction, and sums of squared loadings from rotation for each component. The cumulative 

percentage of variance explained by the components is fundamental for construct validity assessment. The 

first four components collectively explain approximately 77.778% of the total variance. This indicates that 

these components effectively represent a large portion of the underlying variance in the observed variables, 

affirming the construct validity of the research instrument. Retaining all components is important to 

comprehensively capture this variance. The eigenvalues represent the variance explained by each 
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component. Higher eigenvalues indicate a greater amount of variance explained. The first component has 

the highest eigenvalue, explaining 31.189% of the variance. Each component, therefore, contributes 

uniquely to explaining the variability in the data, underlining the necessity of retaining all components for a 

comprehensive understanding of the construct. 
 

The cumulative percentage of variance explained showcases the aggregate contribution of each component. 

It is essential to retain all components to capture a progressively increasing amount of variance and 

construct representation. This comprehensive understanding is vital for construct validity evaluation, as each 

component contributes uniquely to the overall variance and understanding of the constructs. As stated 

earlier, retaining all components is crucial for construct validity assessment, ensuring that a significant 

proportion of the variance is accounted for, and each component uniquely contributes to the understanding 

of the constructs. It allows for a more comprehensive and accurate representation of the underlying 

construct relationships, enhancing the validity of the research instrument. 

 

 
Figure 5: Scree Plot 

 

The scree plot is a visual tool employed in Principal Component Analysis (PCA) to aid in the identification 

of the optimal number of components to maintain. It displays the eigenvalues (variance explained) 

associated with each component, allowing us to identify the point of diminishing returns, indicating where 

additional components contribute less to the total variance. In this scree plot, the x-axis represents the 

components (in this case, from 1 to 8), and the y-axis represents the eigenvalues or the percentage of 

variance explained. For each component, the corresponding eigenvalue is plotted. The first component has 

the highest eigenvalue, explaining the largest proportion of variance. The second component has the next 

highest eigenvalue. The third component follows while the fourth component has eigenvalue of 12.951%. 

While traversing the various components, a discernible trend of decreasing eigenvalues becomes apparent. 

The scree plot would depict a pronounced decrease in eigenvalues in the beginning, followed by a 

stabilization beyond a specific threshold. In the present scenario, the plot would exhibit a discernible 

juncture at which the eigenvalues begin to stabilize, signifying that supplementary components beyond said 

juncture make a comparatively lesser contribution to the explained variance. 
 

Reliability of Instrument 

Table 4: Reliability Statistics 

Variable  Cronbach’s Alpha 

Profit [PRF] 0.851 

Sales Volume [SLV] 0.82 
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Market Share [MKS] 0.863 

Customer Loyalty [CUL] 0.795 

Product Strategy [PDS] 0.831 

Promotion Strategy [PRS] 0.85 

Price Strategy [PST] 0.823 

Place Strategy [PLS] 0.827 

Overall Reliability  0.833 
 

Source: Author’s Computation using SPSS 26.0 
 

The reliability of the instrument utilized in the investigation is presented in Table 4. The Cronbach’s Alpha 

reliability statistics presented evaluate the internal consistency and reliability of each variable in the study, 

as well as an overall reliability score. Within the framework of Cronbach’s Alpha statistics, the presented 

table showcases the reliability analysis pertaining to each variable contained within the research instrument, 

as well as the overall reliability of said instrument. The establishment of a research instrument’s reliability is 

crucial in guaranteeing the consistency and accuracy of the obtained data. The present study utilized 

Cronbach’s Alpha, a commonly adopted metric for evaluating internal consistency, to gauge the reliability 

of the research instrument across several factors. The variable “Profit (PRF)” demonstrated a significant 

degree of internal consistency, as indicated by a Cronbach’s Alpha coefficient of 0.851. This finding 

suggests a high level of dependability in the measurement of profit-related variables within the dataset. In a 

similar vein, the construct of “Sales Volume (SLV)” had favorable internal consistency, as evidenced by a 

Cronbach’s Alpha coefficient of 0.820. This suggests that the measurement of sales volume can be 

considered reliable. 
 

The metric known as Market Share (MKS) had a notable degree of internal consistency, as evidenced by a 

Cronbach’s Alpha coefficient of 0.863. This implies that the variable consistently measured multiple factors 

associated with market share. In contrast, the construct of “Customer Loyalty (CUL)” demonstrated 

satisfactory internal consistency, as evidenced by a Cronbach’s Alpha coefficient of 0.795. This coefficient  

suggests that the measurement of customer loyalty is reasonably reliable. The variables associated with 

strategic aspects, including “Product Strategy (PDS),” “Promotion Strategy (PRS),” “Price Strategy (PST),” 

and “Place Strategy (PLS),” exhibited satisfactory to strong levels of internal consistency. The Cronbach’s 

Alpha scores for each construct were 0.831, 0.850, 0.823, and 0.827, indicating that the measurement of 

each construct was reliable. 
 

The study instrument’s overall dependability, determined by averaging the Cronbach’s Alpha values for all 

variables, is 0.833. This finding suggests a strong internal consistency or reliability of the research 

instrument as a whole. The Cronbach’s Alpha statistics indicate that each variable in the study instrument 

exhibits a satisfactory level of internal consistency or reliability, ranging from good to high. The instrument 

demonstrates a high level of overall reliability, indicating that the variables collectively offer a dependable 

measure of their separate constructs within the study’s context. 
 

Method of Data Collection 
 

The study utilized primary data. These data were collected using structured questionnaire. Enumerators were 

employed for data collection in each of the state. A well-structured and self-administered questionnaire 

containing closed questions was developed and used for gathering data from agribusinesses that are into 

cassava granules processing. The questionnaire contains three sections, Section A contain Demographic 

profile of agribusinesses; Section B contain questions of marketing strategies persuasiveness, while Section 

C contain questions on performance indicators of agribusinesses and section D contain questions on 

constraint affecting performance . 
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Variable specification/Model specification 

Variable Specification. 

Dependent Variable (Performance). 
 

The dependent variable in the study is performance. In order to analyze the effect of marketing strategies on 

the agribusiness performance, profit, sales volume, market share, and customer loyalty were used as proxy 

for agribusinesses performance. 
 

1.   Profit: This will be measured in Naira. 

2. Sales Volume: This was measured using quantity of units sold in kilograms by the respondents. 

3. Market Share: Was measured in percentage 

4. Customer Loyalty: This will be measured using a 4 point Likert Scale 
 

Independent Variables. 
 

With regards to the independent variables, marketing strategies in this study will focus on four important 

components, product Strategy, Promotion Strategy, Price Strategy, and Place Strategy. 
 

1. Product Strategy: This was measured using a 4 point Likert Scale 

2. Promotion Strategy: This was measured using a 4 point Likert Scale 

3. Price Strategy: This was measured using a 4 point Likert Scale 

4. Place Strategy: This was measured using a 4 point Likert Scale 
 

Model Specification. 
 

In this study, multivariate regressions analysis will be used to measure the effect independent variables have 

on dependent variable. This model is adopted from the work of Cross (2018) where he used just two 

variables(sales volume and market share) to measure the dependent variable. This study modifies the model 

by using more than two variables to measure performance. The model is specified below; 
 

Model in implicit form: 
 

PRF = f (PDS) ......................................................................... (4) 
 

SLV = f (PRS)… ...................................................................... (4) 
 

MKS = f(PST) .........................................................................(5) 
 

CUL = f(PLS) ......................................................................... (6) 
 

Where, 
 

PRF = Profit (Naira). 
 

SLV = Sales Volume(quantity of units sold in Kilograms). 

MKS =Market Share (Percentage). 

  CUL = Customer Loyalty (4 Point Likert Scale)
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PDS = Product Strategy (4 Point Likert scale) 

PRS = Promotion Strategy (4 Point Likert Scale) 

PST = Price Strategy (4 Point Likert Scale) 

PLS = Place Strategy (4 Point Likert Scale) 
 

Model in explicit form: 
 

PRF = bo+b1PDS+Ut .......................................................... (7) 

SLV = αo+α1PRS+Et ........................................................... (8) 

MKS = γo+γ1PRS+t ........................................................... (9) 

CUL = βo+β1PRS+Vt ........................................................ (10) 

Where, 
 

bo, αo, γo, βo = Regression constant. 

b1, , α1, γ1,β1= Regression coefficient. 

Ut, Et, εt, Vt = Stochastic error term. 

A priori expectation 
 

b1>0; α 1>0; γ 1>0; β 1>0. 

Method of analytical technique 
 

The study adopted the use of multivariate regressions analysis as basis for data analysis. Multivariate simple 

linear regressions analysis was used to achieve objective one, two, three and four and hypotheses one, two, 

three and four. Descriptive statistics was used to achieve objective five while structural equation model was 

used to achieve objective six of the study. In diagnostic testing, various statistical methods are employed to 

assess key assumptions and identify potential issues. The Kolmogorov-Smirnov (KS) and Shapiro-Wilk 

(SW) tests evaluate normality assumptions by comparing sample data to a normal distribution. A correlation 

matrix reveals the strength and nature of relationships between variables, aiding in the detection of 

multicollinearity, where highly correlated independent variables may impact model stability and 

interpretability. Mahalanobis distance is utilized for multivariate analysis, considering correlations and 

variances to measure the distance between a point and a distribution. Cook’s distance, a diagnostic measure 

in regression analysis, assesses the influence of individual data points on regression coefficients and overall 

model fit, helping identify influential observations that may significantly impact the model’s predictions and 

parameter estimates. 

 

RESULTS AND DISCUSSIONS 
 
Regression Results and Discussion 

Before the presentation and discussion of the regression analysis, some diagnostic tests such as normality of 

the data and multicollinearity used for the analysis of this study are examined as shown below. The data 
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normality is graphically presented as shown in figure 3 and 4. 
 

Table 11: Tests of Normality: Kolmogorov-Smirnov and Shapiro-Wilk 
 

 Kolmogorov-Smirnova Shapiro-Wilk 

Statistic df Sig. Statistic df Sig. 

PRF .190 20 .564 .886 20 .229 

SLV .206 20 .265 .833 20 .774 

MKS .161 20 .185 .932 20 .166 

CUL .252 20 .168 .879 20 .168 

PDS .203 20 .996 .901 20 .422 

PRS .215 20 .589 .846 20 .449 

PST .180 20 .897 .942 20 .263 

PLS .337 20 .092 .804 20 .360 

a. Lilliefors Significance Correction 

 

Legend: PRF = Profit, SLV = Sales Volume, MKS = Market Share, CUL = Customer Loyalty, PDS 

=Product Strategy,PRS = Promotion Strategy, PST = Price Strategy, PLS = Place Strategy 
 

Source: Author’s Computation, using SPSS 26.0 2023 
 

Table 11 shows the Kolmogorov-Smirnov test and the Shapiro-Wilk test are two statistical tests used to test 

the hypothesis that a data set comes from a normal distribution. The Kolmogorov-Smirnov test compares the 

empirical distribution function of the data set to the theoretical distribution function of the normal 

distribution. The Shapiro-Wilk test is a more powerful test than the Kolmogorov-Smirnov test, but it is also 

more sensitive to departures from normality. The null hypothesis is that the data sets for PRF, SLV, MKS, 

PDS, PRS, PST and PLS come from a normal distribution. The alternative hypothesis is that the data sets do 

not come from a normal distribution. The significance level for both the Kolmogorov-Smirnov test and the 

Shapiro-Wilk test is 0.05. This means that we can reject the null hypothesis if the p-value is less than 0.05. 

The p-values for the Kolmogorov-Smirnov test are 0.564, 0.265, 0.185, 0.168, 0.996, 0.589, 0.897 and 

0.092. All of these p-values are greater than 0.05, so we cannot reject the null hypothesis for any of the data 

sets. The p-values for the Shapiro-Wilk test are 0.229, 0.774, 0.166, 0.168, 0.422, 0.449, 0.263 and 0.360. 

The significance level for all the variables are greater than the critical value of 0.05, hence we cannot reject 

the null hypothesis. 
 

Based on the results of the Kolmogorov-Smirnov test and the Shapiro-Wilk test, we cannot reject the null 

hypothesis for the PRF, SLV, MKS, PDS, PRS, PST and PLS data sets. This means that the all the data set 

come from a normal distribution. This inference is important in modeling meaningful empirical results. The 

implications of the results are that the assumptions of normality are met. The normality assumption is 

important because it ensures that the errors are normally distributed. If the errors are not normally 

distributed, then the standard errors of the regression coefficients may be unreliable and the t-statistics may 

be biased. 
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Figure 7: Regression Standardized Residual for Models I, II, III, IV 
 

 

 

Figure 7: Regression Standardized Residual for Models I, II, III, IV 
 

Source: Author’s Computation, using SPSS 26.0 2023 
 

The histogram in Figure 7 displays the residuals, accompanied by an overlaid normal curve. The residuals 

exhibit a near approximation to normality, suggesting that the underlying data follows a normal distribution. 

The provided figure displays the relationship between the residuals and the dependent variables of Profit 

(PRF), Sales Volume (SLV), Market Share (MKS), and Customer Loyalty (CUL) within the study area. The 

observed pattern depicted above suggests that there are no apparent issues with the assumption that the 

residuals follow a normal distribution for each level of the dependent variable, and that the variance of the 

residuals remains consistent across different levels of the dependent variable. The probability of observing a 

histogram of sample data that exhibits a completely smooth normal curve is quite improbable, particularly 

when the sample size is tiny. The assumption of normality is satisfied when the data exhibits an approximate 

normal distribution, characterized by a central peak and symmetrical properties. This observation is 

consistent with the results obtained from the Kolmogorov-Smirnov test and the Shapiro-Wilk test for 

assessing normality. 
 

Table 12: Correlation Matrix: Test for Multicollinearity 
 

 PDS PRS PST PLS 

 

Correlation 

PDS 1.000    

PRS .349 1.000   

PST .256 .412 1.000  

PLS .263 .176 .262 1.000 

 

PDS =Product Strategy, PRS = Promotion Strategy, PST = Price Strategy, PLS = Place Strategy 
 

Source: Author’s Computation, using SPSS 26.0 2023 
 

As shown in Table 12, in the context of multicollinearity, a correlation matrix can help identify potential 

multicollinearity issues among the predictor variables. The correlation matrix assesses multicollinearity 

among four predictor variables: Product Strategy (PDS), Promotion Strategy (PRS), Price Strategy (PST), 

and Place Strategy (PLS). Multicollinearity refers to the presence of high correlations between predictor 
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variables in a regression model, and it can have important implications for the interpretation and stability of 

regression results. The correlation analysis reveals relationships between Product Strategy (PDS) and 

various marketing strategies. The correlation coefficient of 0.349 between Product Strategy (PDS) and 

Promotion Strategy (PRS) indicates a moderate positive correlation, suggesting some connection between 

these two variables. While not extremely high, this correlation may raise concerns about multicollinearity in 

a larger dataset. Conversely, the correlation coefficients of 0.256 with Price Strategy (PST) and 0.263 with 

Place Strategy (PLS) show weak positive correlations, indicating only slight tendencies for Product Strategy 

to move in the same direction as Price and Place Strategies. Currently, multicollinearity is not a significant 

issue between Product Strategy and Price or Place Strategy. 
 

PRS and PST, PRS and PLS, PST and PLS 
 

The correlations between Promotion Strategy (PRS) and Price Strategy (PST), Promotion Strategy (PRS) 

and Place Strategy (PLS), as well as between Price Strategy (PST) and Place Strategy (PLS), are relatively 

low, indicating that these variables are not strongly correlated with each other. Multicollinearity does not 

appear to be a major issue among these pairs of variables. Based on the correlation matrix provided, there is 

some evidence of correlation between certain pairs of predictor variables, but none of the correlations are 

extremely high. Multicollinearity does not seem to be a severe concern in this dataset. However, it is 

important to note that the impact of multicollinearity also depends on the sample size and the specific 

research context, so further investigation may be warranted in a larger or different dataset. 

Table 13: Statistical Significance of Model ANOVAa 

 

Model Sum of Squares df Mean Square F Sig. 

 

1 PRF 

Regression 179.817 1 179.817 5.073 
 
.000b 

Residual 5858.002 18 35.445   

Total 5859.800 19    

 

2 SLV 

Regression 359.133 1 359.133 3.350 
 
.002b 

Residual 3729.817 18 107.212   

Total 4088.950 19    

 

3 MKS 

Regression 238.596 1 238.596 2.052 
 
.046b 

Residual 2487.954 18 108.220   

Total 2496.550 19    

 

4 CUL 

Regression 154.688 1 154.688 2.324 
 
.046b 

Residual 3592.262 18 66.570   

Total 3646.950 19    

a. Dependent Variable: PRF, SLV, MKS, CUL 

b. Predictors: (Constant), PDS, PRS, PST, PLS 

Source: Author’s Computation, using SPSS 26.0 2023 
 

The analysis employs multiple regression to understand the relationship between common predictors (PDS, 

PRS, PST, PLS) and distinct dependent variables (PRF, SLV, MKS, CUL). The first regression concerning 

Profit (PRF) indicates a statistically significant relationship (F = 5.073), (p < 0.001) between the predictors 

and PRF, elucidating that PDS, PRS, PST, and PLS collectively explain a notable portion of the variance in 

http://www.rsisinternational.org/


INTERNATIONAL JOURNAL OF RESEARCH AND INNOVATION IN SOCIAL SCIENCE (IJRISS) 

ISSN No. 2454-6186 | DOI: 10.47772/IJRISS |Volume VIII Issue I January 2024 

Page 1009 

www.rsisinternational.org 

 

 

 
 

 

Profit. The regression sum of squares reveals that the model accounts for (179.817) units of variance in 

PRF, emphasizing the average amount of variance explained by the predictors. Moving to Sales Volume 

(SLV), the regression model also emerges as statistically significant (F = 3.350), (p = 0.002), showcasing 

the combined impact of PDS, PRS, PST, and PLS in delineating a substantial portion of the variance in SLV. 
 

Specifically, the model illuminates (359.133\) units of the variance in SLV, underscoring the average 

variance explained by the predictors. For Market Share (MKS), the regression model is marginally 

significant (F = 2.052), (p = 0.046), implying that PDS, PRS, PST, and PLS somewhat contribute to the 

variance in MKS. Although the significance is marginal, the model illuminates (238.596) units of variance 

in MKS, denoting the average variance explained by the predictors. Lastly, regarding Customer Loyalty 

(CUL), the regression model proves to be statistically significant (F = 2.324), (p = 0.007), signifying that the 

amalgamation of PDS, PRS, PST, and PLS substantially expounds upon the variance in CUL. The 

regression model elucidates (154.688) units of variance in CUL, reiterating the average variance explained 

by the predictors for this particular dependent variable. 
 

In summary, the regression analyses affirm that the predictors (PDS, PRS, PST, PLS) exert varying degrees 

of influence in explaining the variance within the respective dependent variables (PRF, SLV, MKS, CUL). 

The models for Profit (PRF), Sales Volume (SLV), and Customer Loyalty (CUL) are statistically 

significant, suggesting a meaningful and substantial relationship between the predictors and these variables. 

Notably, the model for Market Share (MKS), while marginally significant, still contributes to the 

explanatory power, offering insights into the relationship between the predictors and MKS. These findings 

collectively provide valuable insights into how these key predictors impact different aspects of the business, 

guiding potential strategies and decisions. 
 

Table 14: Model Summary 
 

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

1 .752a .566 .455 3.04008 

2 .636a .404 .372 4.39486 

3 .587a .345 .252 2.75669 

4 .646a .417 .397 4.12693 

 

Source: Author’s Computation, using SPSS 26.0 2023 
 

Table 14 presents the model summary for four different regression models, each evaluated based on several 

key metrics: 
 

The results of the regression models reveal distinct patterns. In Model 1, a substantial correlation coefficient 

(R) of 0.752 denotes a moderately strong positive linear association between the predictor(s) and the 

dependent variable. The high coefficient of determination (R2) at 0.566 indicates that approximately 56.6% 

of the variance in the dependent variable can be reliably predicted by the chosen predictors. The adjusted 

R2, factoring in the number of predictors, stands at 0.455. Additionally, the estimated standard error of 

3.04008 signifies the average discrepancy or variation between observed and projected values, providing 

valuable information about the model’s accuracy. Transitioning to Model 2, the correlation coefficient (R) 

remains substantial at 0.636, suggesting a modest positive linear association. The R2 of 0.404 indicates that 

around 40.4% of the variability in the dependent variable can be explained by the predictors. The adjusted R 
2, accounting for the number of predictors, is 0.372. The estimated standard error of 4.39486 reflects the 

average discrepancy between observed and anticipated values, offering insights into the model’s precision. 
 

In Model 3, a correlation coefficient (R) of 0.587 implies a moderately strong positive linear association. 
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The R2 of 0.345 indicates that approximately 34.5% of the variability in the dependent variable is accounted 

for by the predictors, with an adjusted R2 of 0.252 considering the penalty for the number of predictors. The 

estimated standard error is 2.75669, representing the average discrepancy between predicted and actual 

values. Finally, for Model 4, a correlation coefficient (R) of 0.646 suggests a moderately strong positive 

linear association, with an R2 of 0.417 indicating that approximately 41.7% of the variability in the 

dependent variable can be attributed to the predictors. The adjusted R2 of 0.397 and an estimated standard 

error of 4.12693 provide a comprehensive assessment of the model’s explanatory power and precision. 

Table 15: Coefficientsa 

 

Coefficientsa 

Model 
Unstandardized Coefficients Standardized Coefficients 

t Sig. 
Collinearity Statistics 

B Std. Error Beta Tolerance VIF 

1 
(Constant) 37.722 11.765  3.206 .005   

PDS -.024 .326 -.018 -.074 .942 1.000 1.000 

2 
(Constant) 52.374 9.255  5.659 .000   

PRS .357 .127 -.296 2.811 .045 1.000 1.000 

3 
(Constant) 36.890 6.416  5.749 .000   

PST .499 .200 .359 2.495 .046 1.000 1.000 

4 
(Constant) 28.692 9.804  2.927 .009   

PLS .457 .214 .322 2.136 .046 1.000 1.000 

a. Dependent Variable: PRF, SLV, MKS, CUL 

Legend: PRF = Profit, SLV = Sales Volume, MKS = Market Share, CUL = Customer Loyalty, PDS 

=Product Strategy,PRS = Promotion Strategy, PST = Price Strategy, PLS = Place Strategy 
 

Source: Author’s Computation, using SPSS 26.0 2023 
 

Effect of product strategy on the level of profit of agribusinesses in North- Central Nigeria 
 

The study delved into understanding the connection between Product Strategy (PDS) and Profit (PRF) 

within the agribusiness landscape of North-Central Nigeria. The outcomes reveal a subtle negative 

correlation between product strategy and profit, implying that in this specific context, the influence of 

product strategy on overall profitability might be relatively minor. Moreover, the absence of statistical 

significance underlines that the observed relationship between product strategy and profit could plausibly be 

a result of chance rather than a definitive and measurable cause-and-effect dynamic. This finding is contrary 

to research conducted by Destya et al (2020) who examined the impact of diversification strategies, 

financial leverage, firm size, and capital structure on the profitability of consumer products companies listed 

on the Indonesia stock exchange. The findings of this study yielded comparable outcomes. Based on the 

findings of the panel analysis, it can be concluded that the factors of product strategy, product 

diversification strategy, and financial leverage exhibit a positive and statistically significant impact on 

profitability. Emma (2016), Sureerat, Prthanporn and Sutana (2015), Angels et al (2020), Sureerat, 

Prthanporn, and Sutana (2015), Rarry and Nizar (2002) among others found a positive relationship. 

However, from a practical standpoint, this brings to light the realization that exclusive reliance on refining 

product strategy may not yield significant enhancements in the profitability of agribusinesses situated in 

North-Central Nigeria. It raises the need for a diversified approach, where agribusinesses should consider 

exploring other strategic avenues such as marketing, cost management, and operational efficiency to 

potentially achieve more substantial improvements in their bottom line. Additionally, future studies in this 

domain should broaden their scope by incorporating a wider array of variables and examining a more 
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diverse set of agribusinesses. This broader approach would shed more light on the intricate dynamics that 

influence profitability within this specific geographical region. 
 

Effect of promotion strategy on sales volume of agribusinesses in North-Central Nigeria 
 

In this study, the evaluation of the Sales Volume (SLV) model revealed a strong and significant negative 

impact of Promotion Strategy (PRS) on sales volume in agribusinesses within North-Central Nigeria. The 

negative standardized coefficient (Beta) for the promotion strategy suggests that an increase in emphasis on 

this strategy is associated with a decrease in sales volume. The statistical significance of this relationship, 

supported by the low p-value and the significant t-value, emphasizes the robustness of this finding. It 

signifies that promoting products within the agribusiness sector may not necessarily translate to increased 

sales volume in this specific geographical context. This finding is in tandem with that of Adamu (2020a) 

who investigated how marketing strategies affected the success of small and medium-sized enterprises and 

found that the relationship between Promotion (PRO) and Performance of Small and Medium Scale 

Enterprises in Benue State (PFM) exhibited an undesirable correlation. In a another study, Adamu (2020b) 

equally found a negative association between promotion and performance of SMEs in Makurdi metropolis, 

Benue State. However, the studies conducted by Asaad et al. (2018), Eniola and Olorunleke (2020), 

Mahabubur et.al (2020), Abdulrahmam et al. (2019), Sande and Tabitha (2020) indicated that promotion 

strategy has a positive and significant effect on business performance. The negative effect of promotion 

strategy on agribusiness performance could be due to several reasons beyond the scope of this study. As a 

result, further studies is needed to unravel the reasons for the negative relationship. 
 

However, the absence of multicollinearity issues, as indicated by the collinearity statistics, strengthens the 

reliability of the estimated coefficients and the overall dependability of the model. This suggests that the 

observed negative impact of promotion strategy on sales volume is not confounded by collinearity-related 

distortions. Consequently, it becomes imperative to carefully evaluate and strategize the role of promotion 

in the marketing efforts of agribusinesses in North-Central Nigeria, considering its potential influence on 

sales volume. Future research in this domain could further unravel the complex dynamics of promotion 

strategy within this region and shed light on specific factors contributing to the observed negative impact on 

sales volume. 
 

Effect of price strategy on market share of agribusinesses in North-Central Nigeria 

 

The study explored the dynamics between Price Strategy (PST) and Market Share (MKS) in the context of 

agribusinesses in North-Central Nigeria. The findings underscore a notable positive effect of the price 

strategy on market share. This suggests that an emphasis on strategic pricing within the agribusiness sector 

is linked to an increase in market share. The statistical significance of this relationship, indicated by a low p- 

value and a significant t – value, further validates this positive influence and emphasizes its importance in 

shaping market dynamics. This finding is in tandem with those of Gbolagade et.al (2013) who studied the 

effect of marketing strategy on company performance prices is a strong predictors of business performance 

in terms of profitability, market share. Other researcher who found similar positive correlation include; 

Wangui and Kiragu (2018), Dudu (2018), Seonir et al (2017). Their findings add credence to the finding of 

the current study. However, Xhia-Huei et al (2020) carried out empirical study on scales performance effect 

and pricing strategy for E-commerce found a contrary result. Their findings indicate that engaging in the 

sale of counterfeit products using deceptive signals leads to an initial improvement in sales performance. 

However, this practice ultimately results in a subsequent loss in long-term performance thereby leading to a 

negative effect of pricing strategy on performance. 
 

From the statistical perspective, the absence of multicollinearity problems, as evidenced by the collinearity 

statistics, provides assurance regarding the stability and reliability of the estimated coefficients within the 

model. This highlights that the observed positive effect of the price strategy on market share is not distorted 
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or confounded by collinearities among the variables. Consequently, agribusinesses in North-Central Nigeria 

may need to carefully consider their pricing strategies, aiming to leverage this positive influence to gain a 

more significant share in the market. Future research could delve deeper into understanding the specific 

aspects of pricing strategies that drive this positive impact and explore how agribusinesses can optimize 

their pricing decisions to maximize market share effectively. 
 

Effect of place strategy on level of customer loyalty of agribusinesses in North- Central Nigeria 
 

The objective of this study was to examine the correlation between Place Strategy (PLS) and Customer 

Loyalty (CUL) within the agribusiness sector situated in North-Central Nigeria. The findings illuminate a 

noteworthy positive impact of place strategy on customer loyalty. This implies that strategic considerations 

related to product placement, distribution channels, and ease of access significantly impact consumer loyalty 

in the agribusiness sector. The statistical significance of the observed link is reinforced by a low p-value and 

a substantial t-value, indicating the strength and importance of this result in influencing the dynamics of 

customer loyalty. This finding is in line with those of Bernd and Alexandra (2021) who investigated brand 

credibility place attachment, and consumer loyalty. The researchers found that place brand plays a 

significant role in shaping consumers’ connection towards the location and improving on loyalty. Also, 

researchers such as Yeyi, et al (2020), Sudari et al (2019), Praveen, and Tanui (2015), Michael et al (2012), 

Alexandris et al (2006) among others found positive and significant association between place strategy and 

customer loyalty. 
 

Additionally, the presence of low multicollinearity, as evidenced by the collinearity statistics, enhances the 

robustness and dependability of the calculated coefficients in the model. This indicates that the observed 

beneficial influence of the location strategy on customer loyalty stays unchanged by any collinear 

relationships among the variables. Hence, it is recommended that agribusiness enterprises operating within 

the North-Central region of Nigeria should strategically enhance their location plan to enhance customer 

loyalty. Subsequent investigations should prioritize the acquisition of a more profound comprehension 

regarding the specific constituents of location strategy that contribute to the advantageous influence 

mentioned. Additionally, there is a need to explore how agribusinesses might tailor their approaches to 

optimize consumer loyalty inside this specific geographical area. 
 

This study offers significant insights into the impact of place strategy on customer loyalty within the 

agricultural sector in North-Central Nigeria. The observed beneficial impact indicates the significance of 

strategic positioning and ease of access in cultivating client loyalty within the agribusiness industry. The 

exclusion of multicollinearity issues enhances the validity of this association, underscoring the imperative 

for agribusinesses to meticulously evaluate and optimize their placement tactics in order to augment 

consumer loyalty. Overall, the four models suggest that different marketing strategies (PDS, PRS, PST, 

PLS) have varying impacts on the study variables. Specifically, promotion and place strategies significantly 

affect sales volume and customer loyalty, respectively, while price strategy strongly influences market 

share. However, product strategy shows a negligible effect on profit. Fortunately, all models indicate no 

multicollinearity concerns, affirming the reliability of the estimated coefficients. 

 

CONCLUSION AND RECOMMENDATIONS 
 
Conclusion 

 

In conclusion, this study has shed light on the intricate relationship between marketing strategies and the 

performance of agribusinesses in North-Central Nigeria. The results, derived from four distinct models, 

have revealed that these marketing strategies, namely product strategy, promotion strategy, price strategy, 

and place strategy, exert diverse influences on the key performance indicators of profit, sales volume, 

market share, and customer loyalty. Notably, promotion strategy emerges as a potent driver of sales volume, 
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underlining the significance of promotional activities in driving consumer engagement and boosting sales 

from both regression model and the structural equation model. Likewise, place strategy stands out as a 

critical factor in fostering customer loyalty, emphasizing the importance of strategic distribution and 

accessibility. Furthermore, price strategy emerges as a key determinant of market share, highlighting the 

role of competitive pricing in gaining a larger market presence. However, it is essential to note that the 

impact of product strategy on profit appears to be minimal, suggesting that other factors may play a more 

prominent role in profit generation within the agribusiness context. The result of the structural equation 

model indicates that persuasiveness as a mediating variable has a positive and significant effect on 

agribusiness performance in North Central Nigeria. This is consistent with the results of direct, indirect and 

total effects of the structural equation model. These insights provide valuable guidance to agribusiness 

practitioners in North-Central Nigeria, helping them make informed decisions to optimize their marketing 

strategies and ultimately enhance their performance in this vital sector. 
 

Recommendations 
 

Based on the specific results of the study on the effect of marketing strategies on agribusiness performance 

in North-Central Nigeria, the following recommendations are made: 
 

1. It is recommended that further market research and product development should be pursued due to its 

insignificant effect on profit. Diversifying and increasing product strategy can boost profits by 

understanding market needs and adjusting products to them. 

2. Agropreneurs in the study area should reconsider their promotional tactics as a result of its negative 

effect on sales volume. Crafting promotions that highlight the unique value propositions of products 

could help in turning this negative impact into a positive one, ultimately boosting sales volume. 

3. Agribusinesses should conduct a thorough market analysis to set optimal prices that attract customers 

while ensuring profitability. Dynamic pricing strategies, seasonal discounts, and value-based pricing 

could be considered to further enhance market share. 

4. Optimizing the distribution channels and locations is recommended as it will enhance the accessibility 

and convenience for customers by fostering strong relationships with local distributors and retailers 

which can further solidify the positive impact of place strategy on customer loyalty. 
 

Contributions to Knowledge 
 

This study significantly contributes to the understanding of how marketing strategies influence the 

performance of agribusinesses in the North-Central region of Nigeria. By investigating the effects of 

specific marketing strategies, including product, promotion, price, and place strategies, on critical 

performance indicators such as profit, sales volume, market share, and customer loyalty, this research 

provides valuable insights into the dynamics of the agribusiness sector. The findings, indicating the varying 

impacts of different strategies on distinct performance metrics, offer actionable knowledge for agribusiness 

practitioners and policymakers to optimize their marketing approaches. 
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