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Abstract 

This study investigates the impact of focus strategies on the performance of Guinness Nigeria Plc, 

Abuja, with the main goal of evaluating how market and product-focused strategies affect performance. 

Utilizing a descriptive research design, the study had a population of 260 employees from Guinness 

Nigeria Plc, Abuja. A stratified random sampling method was employed to select a sample of 188 

respondents was determined using the Taro Yamane statistical technique, and data were collected using 

a well-structured questionnaire. The gathered data were analyzed through regression analysis using 

SPSS version 27.0 to test the hypotheses. The analysis revealed that market-focused strategies 

significantly influence the performance of Guinness Nigeria Plc. The study concludes that the 

implementation of a combination of these focus strategies positively impacts performance. Based on 

the findings, it is recommended that Guinness Nigeria Plc should continue to develop and implement 

market-focused strategies. By maintaining a clear strategic direction, the company can further boost 

employee motivation and overall performance, thereby ensuring sustained productivity and a 

competitive edge in the market 

Keywords: Focus Strategy, Market Focused Strategy, Product Focused Strategy, Performance 

INTRODUCTION 

In the global business environment, 

organizations constantly searched for strategies 

to enhance their competitiveness and ensure 

long-term sustainability. Among these 

strategies, focus strategies—encompassing 

Product Focus and Market Focus—emerged as 

crucial for achieving organizational excellence. 

As industries evolved, understanding the 

dynamics of focus strategies became essential 

for companies aiming to navigate complexities 

and improve performance. These strategies 

enabled firms to allocate resources effectively 

and tailor their offerings to serve specific 

customer segments, product categories, or 

geographic markets. 

In the fiercely competitive marketplace, a well-

defined business strategy proved vital for 

organizational success and longevity. A key 

strategic choice involved targeting either a 

broad market or a narrow market segment. By 

concentrating on a particular buyer group, 

product line, or regional market, focus 

strategies allowed organizations to customize 

their offerings and develop specialized 

expertise (Gupta & Lonial, 2020). This tailored 

approach significantly enhanced organizational 

performance in industries characterized by 

complexity and rapid change. Consequently, 

focus strategies became a critical pathway for 

gaining a competitive edge and ensuring 

sustainability for many companies operating 

globally. 

In the African context, where economic 

conditions varied widely, organizations had to 

adapt their strategies to local markets while 

incorporating global best practices. Research 

into the use of focus strategies by African 

businesses became vital, particularly as these 

strategies intersected with the continent's 

economic growth and development. Africa, the 

world’s second-largest and second-most 

populous continent, presented vast market 

opportunities alongside significant challenges 

(United Nations, 2019). The increasing demand 

for consumer goods and services, fueled by 

rapid urbanization and a growing middle class, 

underscored the relevance of focus strategies 

(Deloitte, 2022). However, firms faced 

obstacles such as infrastructure limitations, 

regulatory challenges, and operational 
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complexities as they sought to capitalize on this 

growth (KPMG, 2022). Thus, implementing 

focus strategies served as a viable solution for 

businesses to navigate these challenges by 

concentrating resources on specific customer 

segments or geographic areas. 

Nigeria, Africa’s largest economy, was 

characterized by abundant natural resources, a 

youthful population, and increasing 

technological adoption (World Bank, 2022). 

Nonetheless, the business environment was 

hindered by infrastructure deficits, foreign 

exchange fluctuations, and policy uncertainty 

(PWC, 2021). Within Nigeria's consumer 

industry, competition intensified from both 

international and domestic players. Adopting a 

focused strategy enabled companies to better 

address the needs of Nigerian consumers 

amidst these challenges. 

Abuja, as Nigeria's capital city and a major 

commercial hub, faced constraints in business 

activities due to infrastructure and skills 

shortages (NBS, 2020). With a burgeoning 

middle class and an influx of professionals, 

consumer demand in Abuja rose across various 

income segments (Euromonitor, 2021). 

Tailored marketing efforts and localized 

production enabled consumer goods companies 

to effectively compete in this unique 

geographic market. 

Guinness Nigeria Plc, a subsidiary of Diageo 

Plc and a global leader in beverage alcohol, 

adopted a product-focused strategy, 

concentrating on its iconic beer and spirits 

brands while expanding through acquisitions 

(Guinness Nigeria, 2022). This approach 

strengthened their market share; however, 

increased competition and shifting 

consumption patterns presented challenges 

(Bamkele & Oluwafemi, 2021). Analyzing 

Guinness Nigeria's performance in terms of 

productivity, quality, and delivery time 

revealed whether their focus strategy yielded 

organizational benefits, particularly in the 

Abuja area. 

The central problem of this research was to 

evaluate the effectiveness of focus strategies 

employed by consumer goods companies in 

Abuja, specifically in terms of productivity, 

quality, and delivery time. This study aimed to 

achieve the following objectives: to assess the 

impact of product-focused strategies on 

organizational productivity in Guinness Nigeria 

Plc; to evaluate the influence of focus strategies 

on product quality and delivery time within the 

Abuja market; and to identify the challenges 

faced by consumer goods companies in 

implementing focus strategies in Abuja. 

Based on these objectives, the following 

hypotheses were tested: There was a significant 

relationship between product-focused 

strategies and organizational productivity in 

Guinness Nigeria Plc; and There was a 

significant effect of focus strategies on product 

quality and delivery time within the Abuja 

market. By exploring these aspects, the 

research aimed to provide insights that guided 

Nigerian firms in developing focus strategies 

tailored to specific cities and market segments 

across this diverse country. 

In Abuja, Nigeria's rapidly changing business 

environment, where economic conditions and 

market dynamics are in constant flux, 

organizations must adopt effective strategies to 

maintain sustained and optimal performance. 

Guinness Nigeria PLC, a key player in the 

country's competitive beverage industry, has 

pursued a product-focused strategy centered 

around its well-known beer and spirit brands 

(Guinness Nigeria, 2022). However, the 

company is increasingly facing competition 

from international brewers, local businesses, 

and alternative products amidst shifting 

consumer preferences (Euromonitor, 2021). 

These challenges are particularly evident in the 

Abuja market, where infrastructure limitations, 

supply chain complexities, and changing 

consumer demand patterns present significant 

obstacles for consumer goods companies (NBS, 

2020). Although Guinness Nigeria PLC has 

secured a strong market share nationwide 

through its product-focused approach, 

competitive pressures and operational 

challenges in Abuja may impede the successful 

execution of this strategy in terms of enhancing 

organizational performance. 

Issues such as stagnant market share in Abuja 

(Agbo & Chijoke-Mgbame, 2021), declining 

productivity at the Abuja brewery (Kalu et al., 

2021), and increasing consumer complaints 

regarding product availability and quality in 

Abuja (Adegbuyi et al., 2018) suggest potential 

misalignments between Guinness Nigeria's 

overall product-focused strategy and its 
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effective implementation in the unique Abuja 

market. There is a need to investigate whether 

Guinness Nigeria PLC's product-centric 

strategy has delivered a sustainable competitive 

advantage and improved performance 

specifically in the Abuja region, considering its 

distinct infrastructure and operational 

challenges. 

Evaluating Guinness Nigeria's performance in 

Abuja through key metrics such as market 

share, productivity, product quality, and 

delivery times will provide crucial insights into 

the local application and impact of their broader 

product-focused strategy (Bamkele & 

Oluwafemi, 2021). This assessment could 

inform decisions on refining the focus strategy 

to achieve stronger organizational performance 

in Abuja and other similarly challenging 

markets in Nigeria. The study also contributes 

to the scholarly understanding of the contextual 

factors that affect the effectiveness of focus 

strategies across diverse geographical segments 

within Guinness Nigeria PLC. 

Research Questions 

The following questions were posed in light of the 

previously mentioned problems, and they were 

addressed during the course of this study: 

i. How does market focus strategy 

positively impact performance of 

Guinness Nigeria Plc, Abuja? 

ii. To what extent does product focus 

strategy significantly affect the 

performance of Guinness Nigeria Plc, 

Abuja? 

Objectives of the Study 

The general objective of this study is to 

examine the Effect of focus strategy on 

organizational performance of Guinness 

Nigeria PLC, Abuja. The specific objectives 

are to; 

i. Explore how market focus strategy 

positively impact performance of 

Guinness Nigeria Plc, Abuja.  

ii. Examine the extent to which 

product focus strategy significantly 

affect the performance of Guinness 

Nigeria Plc, Abuja. 

 

 

Research Hypotheses 

The following hypotheses were developed in a 

null form in order to guide this 

study: 

H01: Market focus strategy does not 

significantly impact on 

performance of Guinness Nigeria 

Plc, Abuja.  

H02: Product focus strategy does not 

significantly affect the 

performance of Guinness Nigeria 

Plc, Abuja. 

Scope and Limitation of the Study 

This study investigates the "Effect of Focus 

Strategy on the Performance of Guinness 

Nigeria PLC in Abuja." Abuja was chosen as 

the study location due to its critical role as the 

capital city, reflecting both economic 

importance and offering a distinctive business 

environment that represents Nigeria's 

administrative and corporate center. The study 

covers the period from 2015 to 2023, 

corresponding with Guinness Nigeria PLC's 

strategic planning cycles, which allows for an 

in-depth analysis of the long-term effects of 

focus strategies. The study focuses on Product 

Focus and Market Focus as key proxies for the 

focus strategy, selected for their relevance in 

capturing the diverse aspects of strategic 

decision-making. These proxies collectively 

impact the dependent variable, performance, 

which is measured through Productivity, 

Product Quality, and Delivery Times. The 

selection of these proxies is based on their 

direct influence on the brewing industry, 

enabling a detailed examination of how specific 

elements of the focus strategy contribute to the 

overall performance of Guinness Nigeria PLC 

in Abuja. It is also important to highlight that 

this study is based on a perception survey, 

where participants' views and attitudes towards 

these focus strategies were analyzed to 

determine their impact on organizational 

performance. 
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2.0 LITERATURE REVIEW AND 

THEORETICAL FRAMEWORK 

Conceptual Issues 

Concept of Focus Strategy  

Porter (1980) argued that a focus strategy 

involved directing a company’s resources and 

efforts toward meeting the unique needs of a 

defined market segment, typically through cost 

efficiency or differentiation. Guinness Nigeria 

PLC illustrated this approach by concentrating 

on a product-focused strategy centered around 

its popular beer and spirit brands, such as 

Guinness Stout and Harp Lager, which were 

deeply rooted in the Nigerian market (Guinness 

Nigeria, 2022). This strategic focus was 

consistent with Porter’s (1985) framework, 

which emphasized dividing the market into 

distinct segments to better serve specific 

consumer groups, ultimately fostering strong 

customer loyalty and enabling a specialized 

expertise within the niche. While this approach 

allowed for growth through leveraging unique 

assets and capabilities (Parnell, 2011), it also 

posed risks of rigidity if the organization did 

not adapt to evolving consumer preferences and 

new niche markets (Barney, 2022). Guinness 

Nigeria’s commitment to product 

specialization, market segmentation, and cost 

efficiency aligned closely with Porter’s strategy 

framework, helping the company address 

targeted market needs while enhancing 

operational effectiveness (Gupta & Lonial, 

2020). The study sought to assess how 

Guinness Nigeria’s product-centric strategy 

influenced its competitive standing within the 

dynamic Nigerian brewing industry. 

Market Focus Strategy 

Market focus is a strategic approach that 

involves channeling a company's resources and 

efforts toward a particular target market or 

segment. This strategy includes identifying and 

prioritizing specific customer groups or 

geographic areas where the company intends to 

concentrate its marketing and operational 

efforts. In today’s business environment, 

market focus has become increasingly 

important as organizations recognize the value 

of customizing their products and services to 

address the unique needs and preferences of 

specific customer segments. 

Recent studies by Kumar and Venkatesan 

(2018) highlight the crucial role of market focus 

in driving business growth. The authors argue 

that businesses adopting a more targeted market 

approach can achieve higher levels of customer 

satisfaction and loyalty. This perspective aligns 

with the idea that understanding and meeting 

the distinct demands of a particular market can 

lead to more effective marketing strategies and 

a stronger competitive advantage. 

Product Focus Strategy 

Product focus is a strategic approach that 

involves dedicating resources, efforts, and 

attention to a specific set of products or services 

within a company's portfolio. This strategy 

aims to excel in particular market segments by 

tailoring offerings to meet the distinct needs 

and preferences of targeted customers. 

Recent literature, such as the work by Li and 

Wang (2015), has highlighted the effectiveness 

of product focus when combined with supply 

chain integration. Their study shows that 

companies that concentrate on a core range of 

products while collaborating closely with 

suppliers and logistics partners experience 

significantly improved delivery performance. 

Additionally, the strategic value of product 

focus is evident in the B2B e-commerce sector. 

A study by Zhu, Xu, and Ren (2015) on China's 

industrial equipment industry found that 

narrowing product offerings leads to faster 

delivery times. This approach reduces the 

complexity of order processing, enhances 

coordination with suppliers, and improves 

inventory management, resulting in shorter 

waiting times for B2B customers. 

The Concept of Organizational Performance 

Organizational performance is a complex 

concept that reflects how effectively and 

efficiently an organization achieves its goals 

and objectives. Different scholars and 

researchers have offered various definitions and 

measurement approaches for organizational 

performance. Recently, the understanding of 

this concept has evolved to better capture the 

dynamic nature of modern business 

environments. 

One common definition of organizational 

performance is the organization’s overall 

ability to meet its strategic goals and deliver 
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value to its stakeholders (Kaplan & Norton, 

2016). This perspective typically includes 

evaluating financial metrics, customer 

satisfaction, internal processes, and learning 

and growth through a balanced scorecard 

approach. Kaplan and Norton’s balanced 

scorecard framework offers a comprehensive 

view of performance that extends beyond 

traditional financial measures. 

Additionally, organizational performance is not 

limited to financial results. Scholars like 

Deming (2018) advocated for a broader 

perspective that includes product and service 

quality, innovation, and employee satisfaction. 

This comprehensive view aligns with the 

contemporary understanding that sustained 

success requires considering both internal and 

external factors that impact an organization. 

2.3 Theoretical Framework 

Resource-Based View (RBV): 

The Resource-Based View (RBV) was a 

strategic management theory that emerged in 

the late 20th century, with foundational 

contributions from scholars such as Edith 

Penrose, Birger Wernerfelt, and Jay Barney. 

Although Penrose’s work in the 1950s laid the 

groundwork, it was Barney who formalized and 

popularized the theory in the late 1980s and 

early 1990s. 

The RBV posited that a firm’s sustained 

competitive advantage and superior 

performance stemmed from its unique and 

valuable resources. These resources 

encompassed both tangible and intangible 

assets, capabilities, and competencies that were 

rare and difficult for competitors to replicate. 

Examples included physical assets, human 

capital, organizational routines, brand 

reputation, and technological expertise. 

In studying the effect of focus strategy on 

organizational performance at Guinness 

Nigeria PLC in Abuja, the RBV proved highly 

relevant. The focus strategy comprising market 

focus, product focus, and cost focus aligned 

with the core principles of RBV. According to 

this perspective, for Guinness Nigeria PLC to 

achieve sustained competitive advantage and 

improved performance, it needed to effectively 

leverage its unique resources within these 

strategic areas. 

For instance, the market focus dimension was 

seen as a valuable resource that allowed the 

company to tailor its products and services to 

meet the specific needs of targeted market 

segments, potentially fostering a strong, loyal 

customer base. Similarly, the product focus and 

cost focus dimensions represented resources 

that enabled the company to differentiate its 

products and optimize its cost structure, 

respectively. 

The RBV framework assisted in analyzing how 

Guinness Nigeria PLC strategically utilized the 

dimensions of its focus strategy as unique and 

valuable resources. It encouraged a thorough 

examination of how these dimensions were 

integrated into the company’s processes, 

routines, and capabilities, ultimately 

influencing performance metrics such as 

productivity, delivery time, and product 

quality. In essence, the RBV provided a 

foundation for understanding how the focus 

strategy, viewed as a set of unique resources, 

contributed to Guinness Nigeria PLC’s 

competitive advantage and overall success in its 

market and industry. 

2.4 Empirical Review 

Jung and Kang (2023) explored the relationship 

between market focus and operational 

efficiency in the South Korean hospitality 

industry. Their study, based on survey data 

from 175 hotels, found a positive correlation 

between market focus and operational 

efficiency, measured through resource 

utilization and guest satisfaction. However, the 

reliance on self-reported data was a limitation, 

and the authors recommended incorporating 

objective performance metrics from external 

sources, such as financial reports or online 

booking platforms, to enhance the validity and 

generalizability of the findings. This 

comprehensive approach could strengthen the 

understanding of how market focus impacts 

operational efficiency, providing valuable 

insights for hospitality businesses to refine their 

strategies. 

Wu and Li (2022) investigated the 

"diversification dilemma" in Chinese 

manufacturing firms, analyzing the effects of 

market focus and product diversification on 

productivity growth using a panel dataset of 

over 1,000 firms. They discovered that the 

highest productivity gains were achieved with a 
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combination of high market focus and moderate 

diversification, challenging the notion of pure 

specialization. However, the reliance on 

secondary data could obscure firm-specific 

details and industry dynamics. Future research 

could address this by including qualitative 

interviews and primary data collection to better 

understand the balance between specialization 

and diversification for optimizing productivity. 

Xu and Lin (2021) examined the relationship 

between market focus and productivity in 

emerging economies, focusing on over 1,000 

firms in China. Their study found that while 

market share alone does not guarantee higher 

productivity, combining market focus with 

complementary managerial practices and 

technological investments significantly 

enhances productivity. The study's focus on 

large firms may overlook the challenges faced 

by smaller businesses. Future research could 

include smaller firms and use mixed-methods 

approaches, such as interviews with 

entrepreneurs, to explore how market focus 

interacts with firm size, resource constraints, 

and industry context. 

Caldas and Ferreira (2020) analyzed the impact 

of specialization versus diversification on labor 

productivity among small and medium-sized 

enterprises (SMEs) in Portugal. Their study, 

using survey data from over 500 SMEs, found 

that increased specialization consistently boosts 

labor productivity across both high- and low-

tech sectors. A limitation of their study was the 

self-reported nature of the survey data, which 

could introduce bias. Future research could use 

a mixed-methods approach, incorporating 

objective performance metrics from official 

databases to enhance the validity and 

generalizability of the findings, offering 

valuable insights for SMEs to optimize their 

strategies. 

Zhao and Song (2023) investigated the effect of 

product focus on supply chain performance 

within the automotive industry in China. Their 

case study of a leading automaker revealed that 

focusing on a core product range improved 

inventory management, reduced production 

complexity, and enhanced supplier 

collaboration, leading to better delivery 

performance. The limitation of this single case 

study affects the generalizability of the results. 

Future research could employ a mixed-methods 

approach with quantitative data from a broader 

sample of automotive firms to provide a more 

generalizable understanding of the link between 

product focus and supply chain performance. 

Zhang, Wang, and Li (2022) studied the 

interplay between product focus and 

operational agility in Chinese e-commerce. 

Their analysis of data from over 500 online 

retailers found that a moderate level of product 

focus, combined with flexible production and 

order fulfillment processes, minimized delivery 

times. However, the focus on China’s e-

commerce landscape may limit the applicability 

of the findings. Future research could replicate 

the study in different geographical contexts and 

e-commerce sectors, using mixed-methods 

approaches to explore how the balance between 

product focus and operational agility affects 

delivery times globally. 

Shah and Golhar (2021) explored the 

relationship between product focus and order 

lead times in manufacturing, using data from 

over 200 Indian firms. Their study found that 

high product focus significantly reduces order 

lead times by streamlining production 

processes and improving resource allocation, 

even within a broad product mix. The regional 

focus on Indian manufacturers may limit the 

generalizability of the findings. Future research 

could expand to diverse geographies and 

industries, incorporating qualitative methods to 

explore the global applicability of product 

focus in reducing lead times and enhancing 

competitiveness. 

Study Gap 

Empirical studies by Jung and Kang (2023), 

Wu and Li (2022), Xu and Lin (2021), Caldas 

and Ferreira (2020), Zhao and Song (2023), 

Zhang et al., (2022), and Shah and Golhar 

(2021) have offered valuable insights into the 

link between focus strategy and organizational 

performance in various service industries. 

However, there is a notable lack of research 

specifically addressing the Nigerian business 

context. While existing studies vary in 

geography, methodology, and sample size, 

none have focused on the distinct challenges 

and opportunities within Nigeria. The proposed 

study on Guinness Nigeria PLC seeks to 

address this gap by investigating how focus 

strategy influences organizational performance 

in the Nigerian socio-economic environment. 
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This research will examine various dimensions 

of focus strategy, such as market and product 

focus, and will provide a detailed, context-

specific analysis covering the period from 2015 

to 2023, thereby offering a comprehensive 

understanding of how focus strategy impacts 

performance in Nigeria. 

3.0 METHODOLOGY 

The study used a descriptive research design to 

examine the impact of focus strategy on 

organizational performance at Guinness 

Nigeria PLC, Abuja, selecting a sample of 188 

employees across diverse functional areas to 

capture varied perspectives. A structured 

questionnaire, featuring a Likert scale to assess 

agreement levels, was used to gather data 

directly relevant to the study's objectives. 

Yamane’s formula determined the sample size, 

while a stratified sampling technique ensured 

proportional representation from departments 

such as Sales, Marketing, Administration, and 

Management. Data analysis included both 

descriptive and inferential statistics, with a 

regression model employed to analyze the 

relationships between focus strategy 

dimensions market, product, and cost focus and 

organizational performance indicators. A pilot 

test confirmed the questionnaire's clarity and 

relevance, while reliability was assessed using 

Cronbach's alpha, yielding robust values: 0.73 

for Performance (PER), 0.76 for Market Focus 

(MFO), and 0.80 for Product Focus (PFO), all 

above the acceptable threshold of 0.7. Together, 

these steps ensured the study’s methodological 

rigor, delivering reliable and valid 

measurements of how focus strategies 

contribute to organizational performance. 

RESULTS AND DISCUSSIONS 

Introduction 

This chapter detailed the presentation, analysis, 

and discussion of respondents' opinions 

collected through the distributed 

questionnaires. Descriptive analysis was 

performed using simple percentages to describe 

the characteristics and distribution of the 

responses. For hypothesis testing, Multiple 

Regression analysis was employed using SPSS. 

This inferential statistical technique assessed 

the impact of the independent variables—

Market Focus, Product Focus, and Cost Focus 

on organizational performance metrics such as 

Productivity, Delivery Time, and Product 

Quality over the past five years.

Response Rate 

Table 4.1 Showing the Response Rate of the Questionnaires Administered 

Questionnaire Distributed 188 

Returned Questionnaire 175 

Percentage of returned 

Questionnaire 

93.1% 

Unreturned Questionnaire 22 

Percentage of not returned 

Questionnaire 

7.3% 

Source: Field Survey, 2024 

Table 4.1 presented an analysis of the 

questionnaire distribution process at Guinness 

Nigeria PLC, revealing robust engagement 

among employees. Out of the 188 

questionnaires distributed, 175 were 

successfully returned, resulting in a 

commendable response rate of 93.1%. This 

high percentage indicated strong participation 

and interest from the employees in contributing 

to the study. Conversely, 22 questionnaires 

remained unreturned, which accounted for 

7.3% of the total distributed, suggesting 

minimal non-response. Overall, the data 

illustrated a significant commitment from the 

workforce to provide feedback, thereby 

enhancing the reliability and validity of the 

research findings. 
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Tests of Hypotheses  

The study focused on assessing how the focus 

strategy impacts the organizational 

performance of Guinness Nigeria PLC in 

Abuja. It specifically evaluated and determined 

the effects of the various aspects of the 

independent variable (Focus Strategy), 

including Market Focus and Product Focus, on 

the company's performance. 

Test of Hypothesis I 

H01: Market focus strategy does not have a 

significant effect on the performance of 

Guinness Nigeria Plc.  

PER = β̂₀ + β₁̂(MFO) + ɛ...................................3.1

Table 1 Model Summary 

Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

1 .804a .647 .645 .30112 

a. Predictors: (Constant), MFO 

Source: Data Output using SPSS version 27.0, 2024 

Table 1 displays the regression analysis model 

summary where Market Focus (MFO) is used 

to predict the dependent variable. The R value 

of 0.804 indicates a strong positive correlation 

between MFO and the outcome variable. The R 

Square value of 0.647 shows that MFO explains 

about 64.7% of the variance in the dependent 

variable. The Adjusted R Square, at 0.645, is 

slightly lower than the R Square but adjusts for 

the number of predictors, suggesting a well-

fitting model. The standard error of 0.30112 

represents the average distance of the observed 

values from the regression line. With a strong R 

value and high R Square, MFO is likely a 

significant predictor of the dependent variable, 

assuming the F-test confirms the model’s 

overall significance.

Table 2 ANOVAa 

Model 

Sum of 

Squares df Mean Square F Sig. 

1 Regression 28.719 1 28.719 316.727 .000b 

Residual 15.687 173 .091   

Total 44.406 174    

a. Dependent Variable: PER 

b. Predictors: (Constant), MFO 

Source: Data Output using SPSS version 27.0, 2024 

Table 2 displays the ANOVA results for the 

regression analysis where Market Focus (MFO) 

is used to predict the dependent variable, PER. 

The regression sum of squares is 28.719, 

compared to the residual sum of squares of 

15.687, indicating that a significant portion of 

the total variance (44.406) in PER is explained 

by MFO. With 1 degree of freedom (df) for the 

regression and 173 df for the residuals, the 

mean square for the regression is 28.719, while 

the mean square for the residuals is 0.091. The 

F value of 316.727, with a significance level 

(Sig.) of 0.000, is highly significant, indicating 

that the model effectively explains the variance 

in PER. Since the p-value is less than 0.05, the 

null hypothesis is rejected, confirming that 

MFO is a significant predictor of PER. 
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Table 3 Coefficientsa 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) .929 .175  5.306 .000 

MFO .786 .044 .804 17.797 .000 

a. Dependent Variable: PER 

Source: Data Output using SPSS version 27.0, 2024 

Table 3 shows the coefficients for the 

regression model predicting the dependent 

variable, PER, with Market Focus (MFO) as the 

predictor. The unstandardized coefficient (B) 

for the constant is 0.929, with a standard error 

of 0.175 and a t-value of 5.306, which is 

statistically significant with a p-value of 0.000. 

The unstandardized coefficient for MFO is 

0.786, with a standard error of 0.044 and a 

highly significant t-value of 17.797 (p = 0.000). 

The standardized coefficient (Beta) for MFO is 

0.804, indicating a strong positive effect of 

MFO on PER. Since the p-values are less than 

0.05, the null hypothesis is rejected, confirming 

that MFO significantly predicts PER, with each 

unit increase in MFO associated with an 

approximate 0.786 unit increase in PER.

Test of Hypothesis II 

H02: Product focus strategy does not have a 

significant effect on the performance of 

Guinness Nigeria Plc. 

PER = β̂₀ + β₁̂ (PFO) + ɛ...................................3.2 

Table 4 Model Summary 

Model R R Square Adjusted R Square 

Std. Error of the 

Estimate 

1 .768a .591 .588 .32420 

a. Predictors: (Constant), PFO 

Source: Data Output using SPSS version 27.0, 2024 

Table 4 displays the model summary for a 

regression analysis where the dependent 

variable is predicted by Product Focus (PFO). 

The R value of 0.768 indicates a strong positive 

correlation between PFO and the dependent 

variable. The R Square value of 0.591 means 

that PFO accounts for 59.1% of the variance in 

the dependent variable. The Adjusted R Square 

value of 0.588, which accounts for the number 

of predictors in the model, suggests a well-

fitting model. The standard error of the estimate 

is 0.32420, reflecting the average deviation of 

observed values from the regression line. Given 

the strong R value and high R Square, PFO 

appears to be a significant predictor of the 

dependent variable, provided the F-test 

confirms the model’s overall significance. The 

next step is to review the p-value from the 

ANOVA table to verify the model’s 

significance if it is below 0.05.
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Table 5 ANOVAa 

Model 

Sum of 

Squares df Mean Square F Sig. 

1 Regression 26.223 1 26.223 249.491 .000b 

Residual 18.183 173 .105   

Total 44.406 174    

a. Dependent Variable: PER 

b. Predictors: (Constant), PFO 

Source: Data Output using SPSS version 27.0, 2024 

Table 5 shows the ANOVA results for the 

regression analysis where Product Focus (PFO) 

predicts the dependent variable, PER. The 

regression sum of squares is 26.223, while the 

residual sum of squares is 18.183, indicating 

that a significant portion of the total variance 

(44.406) in PER is accounted for by PFO. With 

1 degree of freedom for the regression and 173 

degrees of freedom for the residuals, the mean 

square for the regression is 26.223 and the mean 

square for the residuals is 0.105. The F value is 

249.491 with a significance level (Sig.) of 

0.000, which is highly significant. This result 

confirms that the model is statistically 

significant in explaining the variance in PER. 

Given that the p-value is less than 0.05, the null 

hypothesis is rejected, affirming that PFO 

significantly predicts PER.

Table 6 Coefficientsa 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 1.511 .161  9.399 .000 

PFO .643 .041 .768 15.795 .000 

a. Dependent Variable: PER 

Source: Data Output using SPSS version 27.0, 2024 

Table 6 displays the coefficients for the 

regression analysis where Product Focus (PFO) 

predicts the dependent variable, PER. The 

unstandardized coefficient (B) for the constant 

is 1.511, with a standard error of 0.161, and a t-

value of 9.399, which is statistically significant 

with a p-value of 0.000. The unstandardized 

coefficient for PFO is 0.643, with a standard 

error of 0.041, and a highly significant t-value 

of 15.795 (p = 0.000). The standardized 

coefficient (Beta) for PFO is 0.768, reflecting a 

strong positive impact of PFO on PER. With p-

values below 0.05, the null hypothesis is 

rejected, confirming that PFO is a significant 

predictor of PER, where each unit increase in 

PFO leads to an approximate 0.643 unit 

increase in PER. 

 

Discussion of the findings 

Contrary to the null hypothesis (H01), the 

results reveal that market-focused strategies 

have a significant impact on the performance of 

Guinness Nigeria PLC. Table 3 demonstrates 

that implementing market-focused strategies 

substantially benefits the company's 

performance, as reflected by the majority of 

respondents who agree with this assertion. This 

supports the findings of studies such as those by 

Jung and Kang (2023) and Wu and Li (2022), 

which highlight the positive effects of market-

focused strategies on organizational 

productivity. Goal-Setting Theory also 

supports this, suggesting that a clear market 

focus provides strategic direction that enhances 

employee motivation and performance (Locke 

& Latham, 2002). 
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Similarly, contrary to the null hypothesis 

(H02), the findings indicate that product-

focused strategies are crucial for the 

performance of Guinness Nigeria PLC. Most 

respondents strongly agree that focusing on 

specific products and markets positively affects 

performance. This aligns with research by Xu 

and Lin (2021) and Caldas and Ferreira (2020), 

which emphasizes that a targeted product focus 

improves operational efficiency and timely 

delivery. Theoretical backing from Expectancy 

Theory suggests that employees are motivated 

to meet delivery deadlines when they see a 

direct link between their efforts and the 

expected results (Vroom, 1964). 

CONCLUSION AND 

RECOMMENDATION 

This study has thoroughly investigated focus 

strategies at Guinness Nigeria PLC, Abuja, 

specifically examining market, product, and 

cost-focused strategies. The empirical data 

collected through an extensive field survey has 

offered significant insights into how these 

strategies impact organizational performance. 

The research provides valuable findings on the 

effects of market and product-focused 

strategies on performance at Guinness Nigeria 

PLC. The survey results highlight a positive 

relationship between market-focused strategies 

and improved performance, as well as the 

benefits of product-focused initiatives. These 

insights enhance the understanding of strategic 

management within the context of Guinness 

Nigeria PLC and offer practical implications 

for organizational leaders and policymakers. 

Supported by empirical evidence and consistent 

with existing literature, this study advances the 

discourse on strategic management and sets the 

stage for future research in the field. 

The study, therefore, offers the following 

recommendations: 

i) Given the significant positive 

effect of market-focused strategies 

on performance, it is advisable for 

Guinness Nigeria PLC to persist in 

developing and implementing such 

strategies. By maintaining a clear 

strategic direction, the company 

can boost employee motivation 

and overall performance, ensuring 

sustained productivity and a 

competitive edge. Continuous 

monitoring and evaluation of these 

strategies are also recommended to 

adapt to evolving market 

conditions and enhance their 

effectiveness. Empirical studies by 

Zhou and Li (2017) and Majumdar 

and Ghosh (2016) provide strong 

evidence supporting the positive 

impact of market-oriented 

strategies on organizational 

performance, reinforcing this 

recommendation. 

ii) In light of the positive impact of 

product-focused strategies on 

timely delivery, it is recommended 

that Guinness Nigeria PLC should 

continue to prioritize these 

strategies. By concentrating on 

specific markets and products, the 

company can improve operational 

efficiency and ensure timely 

delivery. Efforts should be made to 

clearly link employee efforts to 

desired outcomes to bolster 

motivation and performance. 

Regular reviews and adjustments 

to product strategies should be 

carried out to stay responsive to 

market dynamics and maintain a 

competitive advantage. Empirical 

evidence from Zhao and Song 

(2023) and Shah and Golhar (2021) 

highlights the benefits of product-

focused approaches in optimizing 

delivery processes and enhancing 

service efficiency, supporting the 

need to align product strategies 

with customer expectations for 

continued success.   

Contributions to knowledge 

This study enhances understanding by 

empirically investigating the effects of market, 

product, and cost-focused strategies on the 

operational dynamics of Guinness Nigeria 

PLC. 

Firstly, the research offers valuable insights 

into how various strategic dimensions impact 

organizational productivity. The findings, 

supported by empirical studies from Zhou and 

Li (2017) and Majumdar and Ghosh (2016), 

deepen the understanding of how market-
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oriented strategies can drive operational 

efficiency and growth within a real-world 

business environment. 

Secondly, the study provides new knowledge 

about the link between product-focused 

strategies and timely delivery. The evidence 

from Zhao and Song (2023) and Shah and 

Golhar (2021) reinforces the idea that 

concentrating on specific products positively 

affects delivery processes. This information is 

beneficial for organizations seeking to improve 

service efficiency and meet customer 

expectations by aligning product strategies with 

effective delivery operations. 

Lastly, the study contributes to the body of 

knowledge by exploring the impact of cost-

focused initiatives on product quality. 

Empirical findings from Chen and Tang (2021) 

and Wilkinson and Radnor (2019) offer a 

detailed perspective on how cost management 

strategies can help maintain high quality 

standards. This understanding is essential for 

organizations aiming to balance financial 

constraints with the need to deliver high-quality 

products, optimizing resources without 

compromising on quality. 
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