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developing Africa, this study employs a resource-based marketing model to explain financial and 

nonfinancial organizational performance outcomes. The moderating effect of firm size on the 

structural inter-linkages between customer retention orientation, eBrand promotion and the 

organizational performance outcomes is also explored.  

Design- Partial least squares path modeling approach was the analytical method for data analysis 

purposes. 

Findings- The data support the assumption that marketing resources as well as the moderating 

influence of firm size play a strong role on the agro-based enterprise performance. 
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1. Introduction

The agricultural business ecosystem is often characterized by resource shortages, demand 

volatility, and market saturation. The situation is more worrisome for micro to small-size agro-

based enterprises in developing countries due to the high cost of doing business, which can be 

traced to policy inconsistencies, dilapidated/insufficient infrastructures, and institutional 

weaknesses (Fumo and Jabbour, 2011; Gagoitseopea and Pansiri, 2012; International Bank for 

Reconstruction and Development / The World Bank, 2013). Despite all these commonly known 

challenges, the literature has repeatedly illustrated that firms in general have the potential to 

leverage their unique internal strengths to overcome some of the aforementioned business 

challenges since the challenges and/or dynamics in the marketplace are not after all unique to a 

business setting (e.g., see Barney, 1991, 2001; Day, 1994). As agro-based enterprises strive to 

overcome such challenges, understanding ways to increase financial and nonfinancial 

performance becomes a matter of paramount importance to their managers. 

Compared with developed countries, developing nations are projected to dominate world 

demand and trade for agricultural products in the coming decade, suggesting that agro-based 

enterprises in these markets are likely to grow more competitive in their acquisition and retention 

of customers (Trostle and Seeley, 2013). Recent reports have also shown that GDP growth from 

agricultural trade in developing countries improves the livelihood and income of poor people two 

to four time more than GDP growth in other areas of their economy (Asenso-Okyere et al., 

2008). For instance, in sub-Saharan Africa alone, agriculture accounts for close to 65 percent of 

employment, 75 percent of domestic trade, and 20 percent of GDP (The International Bank for 

Reconstruction and Development/World Bank, 2014). Despite the economic influences of 

agriculture in developing countries, marketing efforts (either digitally or traditionally) on the part 
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of small to micro-sized agro-based enterprises looking to increase their performance has yet to 

receive (meaningful) research attention in the business literature. This is alarming given that the 

World Bank Group recently called for great urgency in transforming subsistence agro-based 

enterprises to more profitable ventures for the sake of their economic sustainability (The 

International Bank for Reconstruction and Development/World Bank, 2014). 

To progress scholarship and managerial practice in this area, the present analysis draws 

on the resource-based theory to investigate the crucial roles that marketing resources in the form 

of eBrand promotion and customer retention orientation play in the organizational performance 

of small to micro-sized agro-based enterprises. This study concentrates on small to micro-sized 

agro-based enterprises in developing economies largely because these enterprises make up a 

significant portion of the agricultural industry. Sadly, the great majority are struggling to 

enhance their income generating capacities (Galvez-Nogales, 2010; Food and Agricultural 

Organization [FAO], 2004). Widening the context of investigation to include developing 

economies is important because worldwide agricultural supply is profoundly dependent on 

consumers in developing markets like those found in sub-Saharan Africa. With increasing local 

demand, multinational companies consider African markets the next great agricultural frontier. 

As a result, research is needed to understand factors that influence the performance of agro-based 

enterprises heavily concentrated in developing markets. 

Perhaps more troubling is the fact that academic research from the African continent, 

which seeks to shed light on important issues like this is visibly lacking in premier marketing 

publication outlets (see Valenzuela et al., 2017). To our knowledge, the only study about 

marketing concept in Nigeria’s agricultural industry was undertaken (nearly) two decades ago 

(see Offiongodon, 1998). Besides, the study was mainly focused on cocoa marketing. All this 
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suggests that research exploring the marketing requirements and the role that marketing 

resources play in the economic wellbeing of agro-based enterprises in Nigeria and elsewhere in 

Africa is thin at best. Meanwhile, the paper by Iwu et al. (2015) provides the initial foundation 

for this work. At the same time this work is a direct response to the inconclusive research of Iwu 

and colleagues, which called on academics to widen the discourse on marketing resources in 

Africa. 

It is important to understand that numerous marketing resources can help explain the 

performance of a firm. In the present analysis, however, we will be mainly focusing on these 

two: customer retention orientation and eBrand promotion. Besides, it is our view that the 

context provides a fertile ground for (differences in) size, as an organizational contingency, to be 

examined. Accordingly, we contribute to marketing studies in two main ways. First, we illustrate 

why marketing resources such as customer retention orientation and eBrand promotion matter for 

the performance of micro to small-sized agro-based organizations operating in developing and 

competitive markets. Second, the study provides an updated view on organizational contingency 

by illustrating that firm size not only moderates the skillful execution of marketing resources, but 

also the dependency of agro-based enterprises performance on marketing resource 

implementation. 

Preliminary research findings suggest that the implementation of customer retention 

orientation and eBrand promotion matters for agro-based enterprises’ performance. Size is also 

shown to play a special role. Taken together, we believe this analysis will enrich scholarly 

understanding about marketing resources in the agro-business context. This analysis is also 

relevant for managers of these organizations. For these managers, our results provide significant 
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insights to modern-day ways of growing organizational performance. We now proceed to the 

next section of the paper. 

2. Theoretical Framework

This study is rooted in the resource-based view (RBV) of the firm. The foundation of the 

resource-based theory can be traced to the seminal work of Penrose (1959) who implicitly 

assumes the firm to be a bundle of resources. Following Penrose’s work, Wernerfelt (1984) 

codified the concept of ‘resource-based view of the firm’ and defines firm resources “as those 

(tangible and intangible) assets which are tied semipermanently to the firm” (p. 172). Some of 

these resources according to Wernerfelt include brand name, financial capital, efficient 

procedures, skilled manpower, and technological know-how. While the value of the RBV lies in 

a firm’s ability to develop and configure internal resources with regards to optimizing the firm’s 

scarce and valuable resources, the RBV primarily views the firm’s resources as an avenue to 

create competitive advantages (Barney, 1991, 2001). 

The RBV is an appropriate theoretical framework for investigating the performance 

levels of micro to small-size agro-based enterprises. Within the context of agro-based 

enterprises, resources needed to improve organizational performance are derived from well-

established conceptualizations of traditional and digital strategic orientations. These are strategic 

blueprints executed by the firm using marketing resources and capabilities to influence 

performance (Timsit et al., 2015). Traditional strategic orientation mirrors a customer retention 

orientation instrumental in managing existing customer relationships to maximize performance 

(Herhausen and Schogel, 2013). Similarly, firm capabilities such as digital marketing efforts 

powered by technological development is examined as an influencer of firm performance (Timsit 

et al., 2015). The coordinated deployment and interaction of these resources within organizations 
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such as micro to small-size agro-based enterprises is more likely to be contingent on firm size, 

which represents the segmentation unit (micro to small-size enterprises) within this study. 

Advocates of the RBV in marketing recognize that brand, customer, and distribution 

relationships are critical resources needed to advance and sustain an organization’s competitive 

advantage. In fact, the most important decisions organizations can make about growing 

marketing resources must address its customers, brand, and distribution (Srivastava et al., 2001). 

The integration of these three marketing mix must first generate greater value for the sake of 

retaining customer relationships. This indicates that organizations must build on market-based 

capabilities surrounding customers, brand, and distribution. eBrand promotions are resource 

capabilities at the intersection of both the brand and distribution of marketing content, while 

customer retention orientation is a resource uniquely positioned to increase customer value. 

Therefore, the present study adopts the RBV of the firm to develop a framework that explores 

how agro-based business orientations in the form of firm resources (customer retention 

orientation and eBrand promotion) interact to influence the firm’s organizational performance. 

Consequently, discussions about the hypotheses linking marketing resources to organizational 

performance will follow. 

3. Hypotheses Development

3.1 Organizational performance 

Organizational performance is “an overall concept of organizational effectiveness, which 

includes both indicators of operational performance (i.e., nonfinancial indicators) and indicators 

of financial performance” (Romero et al., 2015, p. 263). Organizational performance measures 

provide a strong basis for quantifying and comparing the effectiveness and efficiency of the firm 

relative to the firm’s growth as well its close competitors (Neely et al., 1995; Kaplan and Norton, 

1992). Many researchers contend that customer loyalty represents a nonfinancial performance 
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measure, which mainly stems from the firm’s adoption of critical ‘pro-consumer’ organizational 

policies and/or strategic postures such as customer retention orientation and eBrand promotion 

(cf. Slater and Narver, 1999; Laukkanen et al., 2013). Customer loyalty is defined as a deep 

sense of commitment on the part of the customer that manifests in repeat patronage (Oliver, 

1999). Just like nonfinancial measures, the financial outcomes’ is seen as the most critical 

business indicator for organizational performance. Financial outcomes are widely used to 

scrutinize the organization’s position in the market relative to competition (Amsteus, 2014; 

Kaplan and Norton, 1992). Therefore, customer loyalty and financial outcomes are viewed as 

theoretically important organizational performance metrics essential in determining firm 

survival. 

If organizational performance is therefore fundamental to firm success, identifying 

factors that influence financial outcomes ought to remain a research priority in the business 

literature. Empirical research enunciates that customer loyalty and loyalty programs are much 

better indicators and predictors of future profitability (Kaplan, 1984). Recent empirical research 

within the small business research stream equally articulates that customer loyalty has a 

substantial effect on the financial outcomes of firms such as micro to small-size agro-based 

enterprises (cf. Laukkanen et al., 2013). Hence, customer loyalty is expected to serve as a key 

determinant of firm financial performance and as a good indicator for the financial outcomes of 

firms. Hence the following is posited: 

H1: Customer loyalty is positively related to financial outcomes. 

3.2 eBrand promotion 

Branding, as suggested by prior marketing studies (e.g., Aaker, 1996; Ciunova-Shuleska 

et al., 2017; Odoom et al., 2017), is an important source of firm competitiveness. For example, a 



8 

study undertaken within the agriculture context suggests that consumers’ purchase decisions 

about agricultural products are strongly informed by brand cues (see Rickard et al., 2013). 

Specifically, Rickard et al. (2013) assert that consumers have higher preferences for branded raw 

fruits and are also willing to pay more for the products; further implying that brand building 

efforts like promotion play an important role in the agro-based firm success. In this paper, we 

refer to eBrand promotion as the use of contemporary eMarketing channels such as the Internet 

(e.g. corporate website, social media sites, blogs, and forums) and mobile messaging services 

(e.g. text messages, customized/bulked SMS) to raise awareness about a corporate entity and its 

product offerings (cf. Osakwe et al., 2016; Zheng, 2011). eBrand promotion not only helps the 

firm to raise awareness, but it can also project the firm’s image in a positive light. 

Moreover, drawing upon the study of Xin et al. (2014), there is a sense that brand 

promotion, via the social web, predicts competitiveness of the firm. Similarly, we share the view 

that eBrand promotion, executed correctly, offers tremendous opportunities for the firm to reach 

multiple audiences and can also serve as lock-in strategies for existing customers. This view is 

also consistent with the extant literature on the benefits of promotion and/or advertisements to 

firm performance via traditional offline marketing channels (Anderson and Simester, 2004; 

Banterle et al., 2014).  On these grounds, the following are posited: 

H2: eBrand promotion is positively related to customer loyalty. 

H3: eBrand promotion is positively related to financial outcomes. 

3.3 Customer retention orientation 

Arnold et al. (2011, p. 235) defined customer retention orientation as a firm’s “focus on 

obtaining information about, differentiating among, and allocating resources to manage 

relationships with existing customers on the basis of their long-term value.”  Customer retention 
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orientation stems basically from customer orientation and/or relationship management (Narver 

and Slater, 1990; Voss and Voss, 2008). In a study on the interrelationships between customer 

retention orientation, customer acquisition orientation, and innovation of firms by Arnold et al. 

(2011), the authors provide robust evidence, which shows that customer retention orientation 

positively relates with the firm’s depth of customer knowledge. They note that customer 

retention orientation has a considerable influence on the firm’s resource exploitation. With such 

evidence, we reasonably expect that customer retention orientation will influence a firm’s ability 

to engage in innovative marketing practices (e.g., eBrand promotion) that conform with the 

realities of today’s market in order to retain existing customers Accordingly, the following is 

posited: 

H4: Customer retention orientation has a positive influence on eBrand promotion. 

Whether businesses function in the service, manufacturing or agricultural sector, 

determining if and how customer retention orientation affects financial and nonfinancial 

organizational performance are important relationships to study. Voss and Voss (2008) explored 

the moderating effect of competitive density on the link between customer acquisition-retention 

strategy trade-off. They (Voss and Voss, 2008) provided compelling evidence, which shows that 

customer retention orientation is likely to impact the financial outcomes of firms under low 

competitive density. The study also establishes that there is a relationship between customer 

retention orientation and the market-based performance of the firm. Like financial outcomes, 

customer loyalty is derived and enhanced by the firm’s efforts to manage existing customer 

relationships. A comprehensive retention strategy focused on investing in customer-centric 

marketing ought not to only foster more loyal customers (Sheth et al., 2000), but should also 

increase the firm’s financial position. Thus, the following are posited: 
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H5: Customer retention orientation is positively related to customer loyalty. 

H6:  Customer retention orientation is positively related to financial outcomes. 

3.4 Moderating effect of firm size 

Consistent with previous research that deals with small businesses (Liedholm, 2002; 

Gagoitseopea and Pansiri, 2012), the current study explores the contingent effect of firm size on 

the interrelationships between eBrand promotion, customer retention orientation, and financial 

outcomes of the small to micro-sized agro-based enterprise. Several authors have established that 

the firm’s size plays important roles in the engagement of innovative marketing practices (e.g. 

customer retention orientation and eBrand promotion) and the consequent actions of such 

strategic behaviors (Gagoitseopea and Pansiri, 2012; Osakwe et al., 2016; Pansiri and Temtime, 

2010; Rundh, 2015). The performance of enterprises may be either enhanced or impeded by the 

size of the enterprise itself. 

The literature to date in this area is still fragmented.  Specifically, there are mixed results 

in the literature with regard to the contingent role of firmographics (i.e. organizational 

demographics) in explaining the impact of the firm’s strategic behaviors (customer retention 

orientation and eBrand promotion) on organizational performance of smaller size enterprises (cf. 

Banterle, et al., 2014; Cowley and Stanton, 2000; Radipere and Dhilwayo, 2014). Nevertheless, 

in the case of the African business environment, the relative size of the firm should have a 

substantial effect on the performance of smaller firms like micro to small-size agro-based 

enterprises (Gagoitseopea and Pansiri, 2012; Pansiri and Temtime, 2010). Additionally, the 

research of Pekovic and Rolland (2016) clearly suggests that firm size is an important contingent 

factor in organizational pursuit of competitiveness including the implementation of marketing 

practice like customer orientation. Taken collectively, we posit that: 
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Figure 1. The Conceptual Model and Hypotheses 
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H7. Firm size positively moderates the relationship between customer retention orientation and 

eBrand promotion. 

H8.  Firm size positively moderates the relationship between customer retention orientation and 

financial outcomes. 

For illustrative purposes, the conceptual framework guiding this explorative work is displayed in 

Figure 1. 

4. Research Methodology

4.1 Research setting and sampling 

The study was conducted among micro to small-size agro-based enterprises primarily 

located in Southern Nigeria. Given the lack of a suitable list and/or available databases of these 

enterprises within the country and similar developing countries, we relied upon purposive 

sampling. This sampling approach is indicated to be suitable for research undertakings such as 

this (also see Gellynck et al., 2015; Turyakira et al., 2014). Two hundred and forty-eight pre-

defined questionnaires to the target population via a drop and pick collection method were 

administered. The participating agro-enterprises were mainly into commercial agriculture, input 

supply, processing, and distribution/marketing. Overall, a total number of 147 returned 

questionnaires were found to be valid for the study and subsequently used for the data analysis. 

Data were collected from members of management teams at each enterprise. The contact person 

at each enterprise identified themselves as either business owners (55%), managing directors 

(29%) or managers (16%). Of the participating enterprises, 40.8% were classified as micro 

enterprises while 59.2% were classified as small enterprises. Over 50% had been in business for 

more than six years. Finally, 29% of surveyed firms report having web presence. 
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4.2 Survey instrument 

The survey uses existing and validated scales that were mostly anchored on five or six-

point scale.  The only new scale for this study was the one for eBrand promotion. Besides, firm 

size was treated as a binary variable. For details on the measurement scale, please refer to 

Appendix 1. 

4.3 Analytic strategy 

Given that this study can be described as an exploratory research undertaking requiring 

prediction-oriented validations, the partial least squares (PLS) path modeling approach was 

identified as the best suited analytical method for data analysis purposes (cf. Hair et al., 2017; 

Hair et al., 2012; Wetzels et al., 2009). And according to many methodologists (e.g., Hair et al., 

2017; Henseler et al., 2014), PLS analysis is an ordinary least square regression-based method 

used to estimate parameters in a model, it maximizes the variance of the endogenous variables 

and suitable for exploratory research like this. The tool for this analysis is the SmartPLS 2.0 

(Ringle et al., 2005). The two-way evaluation process/criteria of models utilizing PLS was 

followed as recommended by many like Hair et al. (2012). Also note that all t-values and/or 

standard errors have been computed using the bootstrapping resampling technique. (In this 

analysis, we used bootstrapping procedure with 1000 resamples.) 

5. Results

5.1 Evaluation of the measurement model 

The construct reliability of all the reflective constructs (i.e., customer retention 

orientation, eBrand promotion, customer loyalty and financial outcomes) in the model was 

assessed using composite reliability (CR); as this is (better) recommended in the PLS-SEM 

literature for checking internal consistency of constructs (Hair et al., 2012; Wetzels et al., 2009). 

As reported in Table 2, the CR scores for customer retention orientation (ρ = 0.705), customer 
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loyalty (ρ = 0.674), eBrand promotion (ρ = 0.878), and financial outcomes (ρ = 0.738) reveal 

good internal consistency of the research constructs. 

Further, the indicators are inspected individually. As shown in Appendix I all the 

loadings are statistically significant, with a minimum t-value of 4.24 (p < 0.01). In similar lines, 

the average variance extracted (AVE) of each of the constructs either exceeds or nearly meets the 

required benchmark of 0.50 as reported in the literature (Hair et al., 2012). Thus indicating 

sufficient convergent validity of the research constructs. 

Additionally, the discriminant validity of the research constructs was assessed based on 

the criterion provided by Fornell and Larcker (1981). Discriminant validity is satisfied when the 

square roots of the constructs exceeds the intercorrelations (coefficients) amongst the pairs of the 

constructs within the correlation matrix. The results indicate adequate discriminant validity of 

the research constructs (see Table 1). Moreover, the cross-loadings of the items also show that all 

items loaded strongly on their latent constructs and there were no significant cross-loadings 

across the constructs in the model. Taken together, this buttresses the discriminant validity 

claims of the research constructs within the model. 

Finally, the possibility for common method variance (CMV) bias was checked. It has 

been established in the literature that the best treatment for CMV is for researchers to employ 

precautionary measures early (on) in the research design phase (for details see Podsakoff et al., 

2003). These measures include improving the overall clarity and placement of the questions 

asked, assuring anonymity and/or confidentiality of information, and defining certain terms 

where possible. All these itemized precautions were followed. Moreover, as part of a post-hoc 

statistical procedure, the Harman single factor test was employed. Results indicate that the single 
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Table 1: Mean, SD, construct reliability, shared variance, and square root of AVE 

Construct Mean SD Composite Reliability AVE 1 2 3 4 

1. Customer retention orientation 3.68 .62 .75 .50 .71 

2. Customer loyalty 4.21 .51 .67 .52 .37 .72 

3. eBrand promotion 2.24 1.18 .88 .78 .23 .34 .88 

4. Financial outcomes 3.84 .64 .74 .49 .32 .39 .40 .70 

Note: Square root of AVE is on the diagonal; All correlations are significant at the .01 level. 

50
51
52
53
54
55
56
57
58
59
60



16 

most significant factor accounted for 22.5 percent share of cumulative variance (63.6 percent). In 

addition, we checked for traces of CMV by employing the correlation matrix procedure (Bagozzi 

et al., 1991; Chuah et al., 2017; Pavlou et al., 2007). As shown in Table 2, the highest correlation 

coefficient (r) between pairs of latent variables was 0.40. Since r < 0.90, this suggests that CMV 

is not a significant concern (Chuah et al., 2017; Pavlou et al., 2007). At the same time the fairly 

complex nature of our model – test for moderating effect - further indicates that CMV is unlikely 

to invalidate the research findings (Ciunova-Shuleska et al., 2017; Dayan and DiBenedetto, 

2010). In the final analysis, we believe significant evidence for CMV does not exist in this study. 

5.2 Evaluation of the structural model 

The structural model evaluation was based on the recommendations of Hair et al. (2012), 

Tenenhaus et al. (2005), Wetzels et al. (2009), among others. To start with, the overall model’s 

Goodness-of-Fit (GoF) statistic was assessed. The result as shown in Table 2 suggests a fairly 

large effect size (details about GoF can be found in Tenenhaus, et al., 2005; Wetzels, et al., 

2009). Besides, the coefficient of determination, R
2
, values for the endogenous variables within

the research model are 0.259 for financial outcomes, 0.209 for customer loyalty, and 0.052 for 

eBrand promotion. Next, the predictive relevance of the independent variables across the model 

using the Stone-Geisser’s (Q
2
) test statistic, and the cross-validated redundancy measure was

assessed. Q
2 

index values of the dependent variables are all positive (see Table 2). As

summarized in Table 2, there is statistical support for the first set of hypotheses (i.e., H1 to H6). 

For example, eBrand performance is shown to positively influence customer loyalty (H2: β = 

0.273, p < 0.001) and financial outcomes (H3: β = 0.278, p < 0.001). Customer retention is also 

shown to positively influence eBrand promotion (H4: β = 0.229, p < 0.01). More details can be 

found in Table 2. 
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Table 2: Results of partial least square analysis 

Independent Variable → Dependent Variable 

Path 

Coefficient T-Statistics (Bootstrapped) 

Customer loyalty → Financial outcomes .23 2.85 

eBrand promotion  → Customer loyalty .27 3.90 

eBrand promotion  → Financial outcomes .28 3.14 

Customer retention orientation →  eBrand promotion .23 2.58 

Customer retention orientation → Customer loyalty .31 4.39 

Customer retention orientation →  Financial outcomes .17 2.05 

R
2

Stone- Geisser(Q
2
)

Financial outcomes .26 .11 

Customer loyalty .21 .10 

eBrand promotion .05 .04 

Model's GoF index = .32 
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5.3 Multigroup analysis - The moderating effect of firm size 

The moderating relationships hypothesized in the study (H7 and H8) were analyzed using 

multigroup analysis. Rather than employing the Pooled Standard Error method, which assumes 

that the variances of subgroups (or subsamples) are the same, the Satterthwaite approximation of 

the standard errors was applied given its less stringent assumption (Kock, 2014). Following 

Kock’s recommendation, this study uses Satterthwaite approximation method for generating 

estimates of the multigroup analysis. The computation was implemented in Microsoft Excel 

(Kock, 2014 provided the relevant macro). As presented in Table 3, available evidence suggests 

firm size moderates the link between customer retention orientation and eBrand promotion. 

Stated clearly, the result contradicts our initial prediction of H7; suggesting that the link between 

customer retention orientation and eBrand promotion is statistically weaker for small-sized 

compared to micro-sized agro-based enterprises.  Finally, the study finds evidence of statistical 

support in the case of H8. That is, the effect of customer retention orientation on financial 

outcomes is significantly stronger for small-size agro-based enterprises. 

6. Discussion

Results from this study make several important contributions to the marketing literature. 

We begin by identifying three distinctive characteristics that separate this study from existing 

research in the literature. First, empirical analysis was conducted using firm-level primary data in 

Nigeria − a distinct feature in that the data source is based entirely within the firm allowing 

readers to obtain an enlightened perspective into the mindset of organizational leaders when 

performance is concerned. Second, the African context is distinctive, mainly in how little is 
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Table 3: Results of multigroup analysis 

Moderating 

variable Structural Relationships 

Moderator 

group N β Std. err 

Firm Size Customer retention orientation → eBrand promotion Micro 60  .65 .07 

Small 87 -.04 .14 

t-stat     4.50 

p-value .00 

Firm Size Customer retention orientation → Financial outcomes Micro 60 -.05 .16 

Small 87 .39 .10 

t-stat     2.30 

p-value .02 

Note: 2-Tailed test 

50
51
52
53
54
55
56
57
58
59
60
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known about the organizational performance of small to micro-sized (agro-based) African 

enterprises. Although economists and market research firms like Accenture are fast recognizing 

emerging markets within Africa as the next frontier of economic growth (Accenture, 2010), 

academic scholars, particularly those in the marketing and management disciplines, have been 

rather slow in devoting the same degree of attention to the continent. Amid widespread reporting 

on customer loyalty and its resulting outcomes in the marketing literature, African businesses 

remain some of the most understudied segments in academic writing when exploring consumer 

and firm behavior. Findings from this study hopes to shed new insights into the organizational 

performance levels of agro-based enterprises in Africa. 

Third, results from this study are distinctive in that the findings can theoretically be 

extrapolated to explain similar relationships across other sub-Saharan African countries based on 

cultural similarities and economic resemblances throughout the region (Darley and Blankson, 

2008). Researchers must be cautious when inferring the findings across a particular region. 

However, as stated earlier, the market similarities across subsistence economies, particularly 

within West African economies make such extrapolations feasible for future research studies. 

Taken together, the paper adds to a broader understanding of how contemporary marketing 

initiatives can critically influence the revenue generating capacity of small to micro-sized agro-

based enterprises, especially those in developing economies. 

Theoretically, the findings indicate that the use of both traditional and digital marketing 

resources is associated with higher organizational performance. Customer retention efforts 

implemented by a firm, along with brand promotional tactics, increase not only firm profitability 

but also customer loyalty. While many studies observe customer loyalty as an important outcome 

variable (Goncalves and Sampaio, 2012), this study identifies that customer loyalty is 



21 

significantly related to profitability in smaller size agro-based enterprises. These results are 

consistent with arguments put forth by proponents of the resource-based view of the firm in that 

an organization’s marketing resources can be directly employed to gain a competitive edge 

through customer excellence (Hinterhuber, 2013). The research also helps to clarify the positive 

but insignificant relations (between loyalty and financial performance) reported in Iwu et al.’s 

(2015) paper by suggesting that the relations between these two constructs would be best 

understood by capturing both with two or more indicators. 

Interestingly, eBrand promotion emerges as an important predictor of both loyalty and 

financial outcomes of the firm. This matches with suggestions in recent work (e.g., Ainin et al., 

2015; Iwu et al., 2015). More generally, the result shows that online branding, properly executed, 

can enhance performance of the agro-based enterprise. Moreover, this research is consistent with 

what many brand studies (e.g., Centeno and Hart, 2012; Odoom et al., 2017) suggest about the 

implications of brand building to small- and medium-sized firms. 

The study’s results also extend past findings by theoretically integrating firm size as a 

segmentation tool used to further evaluate the role of marketing resources on organizational 

performance. The results confirm that enterprise size is a significant moderator when explaining 

the relationship between customer retention orientation and eBrand promotion. Specifically, 

enterprises with nine or less employees have the capability of utilizing marketing resources more 

efficiently to enhance information delivery to consumers. Explanations for this can be found in 

the literature (Serenko et al., 2007) in that smaller size firms allow for the formation of smaller 

size organizational units, which help in facilitating knowledge sharing faster than larger more 

spread-out firms. The smaller the firm, the quicker information moves to customers. Finally, 

results show that enterprise size strengthens the impact of customer retention orientation on 
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financial outcomes and this relationship is stronger for firm with more employees. Reasons for 

this again can be traced to the prevailing view in the business literature that states that the 

presence of more customer-centric human resources allow a firm to implement marketing 

practices that foster marketing effectiveness (Herhausen and Schogel, 2013). 

7. Business implications and conclusion

The results reveal interesting findings with regards to managerial implications. First, 

managers must reorient their business strategy towards developing, managing, and strengthening 

market demand to match their supply efforts. Research suggests that most agro-based enterprises 

lay heavy emphases on the supply side of agriculture such as improving seed quality, conducting 

field trials, and producing virus-free plants (Sanghvi et al., 2011). Sadly, many managers devote 

little if any attention to the demand side of agriculture - the side that addresses the 

implementation of marketing efforts to increase consumer demand. Managers must learn to 

balance the demand and supply expectations of agro-business by introducing marketing 

resources to sustain demand through repeat patronage. 

Second, smaller size agro-based enterprises must constantly monitor their marketing 

efforts. The fact that a majority of the enterprises surveyed lacked an online presence (~ 71%) 

and barely engaged in online promotion (M = 2.24) indicates that many of these enterprises are 

under-marketing themselves to customers, which can negatively impact organizational 

performance. As such, firms must increase their utilization of marketing resources by getting in 

the habit of communicating with customers electronically to expedite information flow from 

suppliers to buyers. This does not require heavy technological investment in the form of 

customer relationship management (CRM) packages, but does require human capital and less 
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expensive traditional computer-mediated communication technologies like email marketing, 

instant messaging, and social media usage. 

Finally, managers should prioritize customer retention efforts. Understanding ways to 

sustain commitment will help businesses better manage relationships with their buyers. Retention 

in the face of costly business transactions, market saturation, insufficient infrastructures, and 

institutional weaknesses can be a challenge for both agro-based buyers and sellers. This indicates 

that optimally responding to existing customers’ needs should be at the heart of agro-based 

marketing and the number one priority of managers (of these companies). In particular, smaller 

enterprises must offset their lack of financial investment with a greater degree of attention 

dedicated to nonfinancial resources that sustain customer relationship, which eventually aids in 

developing stronger connections with customers. 

We conclude by saying that the research results require replication and reinforcement. 

We invite investigators, for example, to employ qualitative research methods in future marketing 

study since this will provide more practical insights on the degree of implementation of 

marketing resources in this kind of enterprises. 
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Appendix I: Measurement items of the variables and loadings 

Constructs and Items 

Factor 

Loadings 

(λ) 

Bootstrapped 

T-Statistics 

(λ) 

Customer Retention Orientation 

We have a clearly defined mission that is driven by customer 

retention. .68 6.00 

Our organization is structured to optimally respond to existing 

customers with different values. .76 9.06 

In our company, maintaining relationships with valuable existing 

customers is viewed as an investment rather an expense. .68 8.37 

Customer Loyalty 

Within the last two years, our company has been quite successful at 
retaining most of our existing/new customers. .82 10.06 

We have more loyal customers than most of our direct competitors. .60 4.24 

Financial Outcomes 

Relative to our direct competitors, our profit margins have significantly 

increased in the last two years. .70 7.58 
Within the last two years, our profit margins have significantly 

improved. .63 5.27 

In the last two years, we have become more satisfied with our 

company's financial position. .75 6.90 

eBrand Promotion 

We use eMarketing channels (e.g., company’s website, online 

social networks, eMail marketing, and customized SMS) to 

promote our brand image. .90 32.80 

We use eMarketing channels (e.g., company’s website, online 

social networks, eMail marketing, and customized SMS) to 

communicate what our company’s unique offerings are from the 

rest of the competition. .87 16.54 




