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ABSTRACT 

The environmental turbulence has affected many fastmoving consumer goods manufacturing 
firms owing to the keen competition of the players in the industry. To cope with the dynamics of 
the business environment, several organisations in the industry resorted to diverse strategies one 
of which is the diversification strategy. The paper thus established the effect of diversification 
strategy on profitability of fast-moving consumer goods manufacturing firms in Lagos State, 
Nigeria. Survey research design was adopted for the study. Data were collected with the use of a 
validated research instrument whose Cronbach’s alpha reliability coefficients ranged from 0.731 
to 0.956. The population comprised 1,337 top and middle level management staff of four notable 
players in the FMCG industry in the State (Honeywell flower mills plc, Dangote flower mills, 
Unilever Nigeria Plc, and Cadbury Nigeria Plc. Through proportionate stratified random 
sampling technique, 400 out of the 1,337 were sampled for the study. The research instrument 
was administered to the sampled population with 84.25% response rate. The data were analysed 
by descriptive as well as inferential techniques. The results indicated that diversification strategy 
had a significant effect on profitability of the fast-moving consumer goods manufacturing firms 
in Lagos State Nigeria (0.726, β = 0.842, t = 29.782, P ≤ 0.05). The study recommend that policy 
provisions should be made by fast moving consumer goods in Lagos State, Nigeria to promote 
and support diversification strategies in the interest of firms profitability. 
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1.0     INTRODUCTION 

There is no gainsaying the fact that the fast-moving consumer goods (FMCGs) sector is 

unarguably one of the biggest manufacturing firms in the world and comprised varieties of 

product offerings such as foods, drinks, personal care products, electronics, household goods and 

many more (IBAN, 2016). The aforementioned products are basically cheap products but are 
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usually having high turnover in terms of units sold to the consumers of such products. This is 

because FMCGs are usually household products and are used quite frequently (Pradhan & Misra, 

2014, KPMG, 2016). While the volume of sales is usually high for FMCGs, the profit margin is 

however low per unit of the product sold hence, the FMCGs sector usually operates on low profit 

margin (Bijuna and Sequeira, 2012). 

Another notable characteristic of the FMCGs is that the products are usually easily substituted 

either by competitors’ activities or otherwise. A major portion of the monthly budget of each 

household is however spent on FMCGs (Anupam & Sharma, 2012; KPMG, 2016). In view of the 

intricacies associated with the operations of the FMCGs considering the turnover and the 

substitutability of the products, the performance of the firms in the industry is usually based on 

the volume of sales. 

It is worthy of note that the bulk of the income of the FMCGs firms is normally realized from the 

people at the base of the pyramid which by IBAN (2016) was put at 4.5 billion. The estimated 

volume of purchases from this class of people was put at about $5 trillion out of which 

expenditure on FMCGs products stood at 50% ($2.3 trillion). The implication of this figure is 

that the people in the low-income bracket are critical to the survival and sustainability of the 

FMCGs firms the world over (Singh, 2014). Since this study is focused on Nigeria, it is pertinent 

to assess the income of the FMCGs firms in the country. In a study, L. B. S. (2016) noted that 71 

% of the FMCG firms’ income come from customers at the low end of the socio-economic 

status. 

Considering that the sector of the customers that account for the bulk of the profit of the FMCGs 

firms are at the low rung of the socio-economic status, this category of people are characterized 

by high price sensitivity which explains why they can easily switch to substitutable products at 

the slightest opportunity thus FMCGs firms need to find ways of minimizing cost of production 

such as to remain competitive both in the business as well as in the industry.  

This goal of achieving sustainability and competitiveness according to empirical evidence can be 

achieved through adoption of diversification strategy (Burak, 2018; Kannan & Saravanan, 2012; 

Business Development Bank of Canada {BDC}, 2015); Suhag, Solangi, Larik, Lakho, & Tagar, 

2017). However, documented evidence revealed that the level of diversification in the FMCG 

firms in Nigeria is rather low (Lekhanya, Olajumoke, & Nirmala, 2017; Muthoni, 2017).  
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The FMCGs are facing diverse economic challenges that imposes on them the necessity to be 

competitive in other to remain in business. Such challenges confronting the industry include 

depreciating value of the naira, delayed salaries paid to workers by many government and public 

employers (L. B. S., 2016). In view of these and several other challenges, FMCGs firms are 

constrained to adopt competitive strategies for their operations in other to keep their businesses 

(Buul & Omundi, 2017; Suh, & Lee, 2018).  

Arising from the foregoing, the objective of the paper is to establish the effect of diversification 

strategies on profitability of FMCG firms in Lagos State, Nigeria. To achieve this objective, the 

paper addressed the research question-” what is the effect of diversification strategies on 

profitability of FMCGs firms in Lagos State, Nigeria?” The paper is organized as follows: the 

first section of the paper dealt with the background issues that led to the topic while section two 

focused on the review of related literature in line with the concepts, theory, and empirics relating 

to the study variables.  

Section three was devoted to methodology adopted for the study with specific emphasis on the 

population and sample size determination together with data collection. In the fourth section, the 

data collected were presented, summarized, analysed and corresponding findings were discussed 

while the fifth and the last section covered the conclusion and recommendations flowing from 

the findings of the study. 

 

2.0     LITERATURE REVIEW 

The aim of every profit or not-for-profit organisations alike is to remain a going concern in spite 

of prevailing challenges that could hinder their operations. Hence, there is a dire need to adopt 

relevant measures to ensure sustainability of their performance over time. In the interest of their 

competitiveness, organisations embark on diverse strategies to attain and maintain a status that 

confer on each of them an advantageous competitive position in the industry (Buul & Omundi, 

2017).  

Firms compete for several targets in their respective industries. The objects of competition 

amongst firms include revenue customers, and market share, in their respective dynamic business 

environments. Considering the improved access to information coupled with the rapid change in 
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the tastes and preferences of these customers, the customers keep demanding for improved 

quality of goods and services offered to them possibly at lower prices even (Bhattacharjee & 

Wertenbroch, 2014; Brumfield, Adelaja, & Lininger, 1993; Dirisu, Iyiola & Ibidunni, 2013; Suh 

& Lee 2018). It is noteworthy that the accelerated rate of global competition has imposed a 

responsibility on firms to map out strategies to achieve a status of competitive advantage over 

their competitors in their business industry (Buul & Omundi, 2017; Suh & Lee 2018; Yasar, 

2010). 

There are various strategies an organization can adopt to acquire competitiveness in an industry. 

Competitive strategy can be defined in various ways by various authors over time. In the words 

of Bhuyan and Tripathy (2015) competitive strategy is a long-term plan that enables a firm to 

perform better than its competitors. To Porter (2007), competitive strategy is seen as actions of 

an organisation that help an organization to compete better than others in the industry. In the 

same vein, Cook, Boekholt and Todtling (2007) posited that a competitive strategy refers to 

approaches of an organization to attract customers better than other organisations in the same 

industry. 

Amongst several strategies that an organization can adopt to attain a state of competitiveness in 

an industry is the diversification strategy (Kannan & Saravanan, 2012). According to the authors, 

diversification strategy enables a business to increase share in the current market, enter new 

market thereby enhance their competitiveness in their respective industry.  

Laforet (2008) observed that firms of various sizes in developing and developed countries are 

operating under rapidly changing market situations. Consequently, Kamau and McCormick 

(2016) argued that diversification strategies such as product and market diversifications are tools 

that can be used to gain competitiveness in different ways such as increasing market base by 

adding new markets to an existing market of an organization or increase market share thereby 

enhance the profitability and performance of firms. In view of the foregoing, diversification 

strategy is a useful tool for promoting organisational profitability and sustainable 

competitiveness.  

However, much as diversification is critical to organisational sustainability and profitability, 

several organisations have experienced failure with the adoption of the strategy. Such 

organisations as noted by Ballard (2018) include the Coca-Cola that diversified into wine 
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business in 1977, another is the Kodak’s venture into pharmaceutical business that also failed. 

Hence diversification as a strategy has not benn well understood by many firms as to when and 

how to go about it. 

The other variable of concern to this study is the performance of an organization such as the 

FMCG. The performance index is a success factor that reveal the health of an organisation and as 

such it is vital to every organisation (Urbancova, 2013). Organisational performance can be 

defined in several ways by diverse authors. Syombua sees it as the ability of an organisation to 

achieve its vision and mission through strong governance, sound management, and a persistently 

dedicated workforce. Several metrics can be used to measure the performance index of an 

organisation. Prominent among such measures are non-financial and financial indicators (Ittner 

& Larcker, 2003).  

Armstrong (2006) argued that organisational performance can be measured in several ways 

depending on the industry of interest. Performance measures may include, employees retention, 

profits, branding, increased market share, recognition of company, and physical expansion. It is 

the accomplishment of laid down objectives.  

According to Odongo and Owuor (2015), firm growth can be used to evaluate the level of 

effectiveness of an organisation. A number of factors have been identified by several authors as 

determinants of firm growth. Epstein (2003) identified organisational learning as one of the pre-

conditions for organisational security, existence, and profitability. Also, Maurer and Weiss 

(2010) opined that continuous learning process is another necessary condition for firm growth. In 

yet another study undertaken from financial perspective, Miller, Boehlje, and Doddin (2010) 

argue that earnings generation and retention are notable determinants of firm profitability. The 

authors in their study maintained that factors such as return on asset (ROA), capital growth (CG), 

profit growth (PG), and sales growth (SG) are other financial indicators of firm growth apart 

from generated and retained earnings. 

Consequent upon these expositions, the focus of every management of diverse organisation is on 

ways and means of boosting the performance of their organisations which can be measured in 

diverse ways such as financial performance (profits, return on assets, returns on investment, 

return on equity, return on capital employed), product market performance (sales return, market 
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share), and shareholders return (total shareholders return, economic value added) (Richard, 

Devinney, Yip & Johnson, 2009). 

Empirical works have shown diverse ways of improving the performance of an organisation. 

Sindhu, Haq, and Ali (2014) in their study on diversification and firms’ performance noted that 

diversification strategies enhance performance of Pakistani firms. Other studies also share this 

view (Boz, Yigit, & Anil, 2013; Nwaeke, & Wodu, 2012; Santarelli, 2013; Asman, 2013; 

Mwangi, 2016). Others like Onyali & Okerekeoti (2018) looking at the issue of performance 

from another perspective. In their study the authors argued that board heterogeneity positively 

affects corporate performance of firms in Nigeria.  

From theory, it could be also be argued that diversification can also drive performance of an 

organization and by extension it’s growth. The resource-based view theory of the firm as 

propounded by Wernerfelt (1984) posited that an organization with resources having the 

following qualities: valuable, rare, costly to imitate, and organized to capture value, such 

resources are capable of conferring on such organization(s) competitive advantage which can be 

leveraged upon for sustainable growth. Arising from this theory, the theoretical framework in 

figure 2.1 applies to this study. 

 

---------------------------------------------------- 

 

Figure 2.1 Simplified theoretical framework 

Source: Adapted from resource based-view of Wernerfelt (1984). 

The above model viewed diversification strategies in its various forms such as product and 

market diversification.  

The above framework can be reduced into the model below: 

FPR = βR0R + βR1RDIS + ε ……………………………………………………. (i) 

Diversification 

Strategies (DIS) 

Firm Profitability (FPR) 
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From equation (i), FPR is firm profitability, DIS is diversification strategies, and ε is the 

exogenous variable which captures all other variables that could explain firm profitability outside 

the model. Equation (i) is the working equation estimated by the study in section 4.0 

Furthermore, other studies have also approached the issue of performance enhancement from yet 

another perspective. Uremadu (2018) argued that capital structure positively affected corporate 

performance in Nigeria. Oyedijo (2012) in another study posited that product-market 

diversification strategy positively affects corporate financial performance and growth of some 

companies in Nigeria.  

 

3.0     METHODOLOGY 

The study adopted a survey research design. The sample size of 400 was estimated from a 

population of 1,337 top and middle level managers of the FMCGs firms selected for the study 

using the Yamane (1967) formula. Data were collected with a validated structured adapted 

instrument with Cronbach’s alpha values ranging from 0.731 to 0.956. A response rate of 

84.25% was obtained from the questionnaire administration.  

4.0     DATA ANALYSES 

Analyses of the data collected commenced with the verification, cleaning, and treatment of the 

data to ensure that the data generated were clean, correct, and useful. Thereafter, descriptive and 

inferential analyses were carried out in line with the main objective of the study which is to 

determine the effect of diversification strategy on the profitability of FMCGs firms in Lagos 

State, Nigeria. The results of the descriptive analyses were as contained in the tables 4.1 and 4.2. 
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Table 4.1: Descriptive Statistics of Respondents Responses on Diversification Strategy 
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In the past five years our 
organization has ventured 
into new business area(s) 
related to our existing 
business 

51 
15.1% 

124 
36.8% 

105 
31.2% 

15 
4.5% 

31 
9.2% 

11 
3.3% 

4.34 1.251 

Our organization has crated 
products for new markets 

18 
5.3% 

141 
41.8% 

99 
29.4% 

36 
10.7% 

28 
8.3% 

15 
4.5% 

4.12 1.209 

In my opinion I think 
investing in new business 
areas whether related or 
unrelated is a wise 
corporate strategy to adopt 

68 
20.2% 

126 
37.4% 

65 
19.3% 

44 
13.1% 

26 
7.7% 

8 
2.4% 

4.42 1.289 

In the past three years our 
organization has ventured 
into a new business area(s) 
unrelated to our existing 
business 

86 
25.5% 

85 
25.2% 

49 
14.5% 

71 
21.1% 

35 
10.4% 

11 
3.3% 

4.25 1.462 

Grand Mean       4.28 1.303 

Source: Computed from field reports (2018) 
 
 
 
The responses in the above table 4.1 revealed that the mean responses to question items on 
diversification strategies of the selected FMCG firms ranged from 4.12 to 4.42 with 4.28 as the 
grand mean response. On a six-point Likert-type scale, since this grand mean fall between 4.0 
and 4.49 it is interpreted that the overall respondents partially agree that the firms adopt 
diversification strategy. The implication of this is that the level of diversification strategy in the 
selected FMCG firms were considered mild by the respondents. 
 
Table 4.2: Descriptive Statistics of Respondents Responses on Profitability 
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We exploit our profit 
potentials each year 

61 
18.1% 

124 
36.8% 

82 
24.3% 

27 
8.0% 

35 
10.4% 

8 
2.4% 

4.37 1.292 
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Our organization’s annual 
profits exceed those of our 
competitors 

27 
8.0% 

153 
45.4% 

86 
25.5% 

29 
8.6% 

28 
8.3% 

14 
4.2% 

4.24 1.231 

Our organization is able to 
meet its profit target each 
year 

92 
27.3% 

112 
33.2% 

63 
18.7% 

36 
10.7% 

28 
8.3% 

6 
1.8% 

4.55 1.313 

We sustain substantial 
increases in our annual 
profits year after year 

70 
20.8% 

111 
32.9% 

66 
19.6% 

61 
18.1% 

25 
7.4% 

4 
1.2% 

4.38 1.267 

Grand Mean       4.39 1.276 
Source: Computed from field reports (2018) 

From table 4.2, the mean responses of the respondents to the various questions on firm 

profitability ranged from 4.24 to 4.55 with 4.39 as the grand mean. The implication of this is that 

the respondents’ position is that firm’s productivity is moderately high on a six-point Likert-like 

scale.  

Combining the descriptive statistics of the tables 4.1 and 4.2, the responses indicate that 

diversification strategies could influence the profitability of FMCG firms in Lagos State. 

The inferential analysis employed in the study is the ordinary least square linear regression to 

determine the effect of diversification strategies on profitability of FMCG firms in Lagos State. 

The results were as displayed in tables 4.3, hereunder. 

 
Table 4.3: Summary of Regression Analysis of Diversification Strategy and Firms 
Profitability 
Model Unstandardized 

Coefficients 
Standardized 
Coefficients 

T Sig. 

B Std. 
Error 

Beta 

 (Constant) 3.121 .498  6.271 .000 
Diversification 
Strategy 

.842 .028 .852 29.782 .001 

R = 0.852; R P

2
P = 0.726 

 
Source: Computed from survey data (2018) 
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From table 4.3, the estimated model of the study is as stated hereunder. 

FPR = 3.121 + 0.842DIS (where FPR = Firm Profitability, DIS = Diversification Strategies) 

The above model showed that diversification strategies had a significant effect on profitability of 

FMCGs firms in Lagos State, Nigeria. The results further revealed that diversification strategies 

explain 72.6% of variations in observable Profitability of FMCG firms in Lagos State, Nigeria 

while the remaining 27.4% is explained by variables that are exogenous to the model. The model 

further revealed that a unit increase in diversification strategies produces 0.842 unit increase in 

firm Profitability. The t-statistics also revealed that there is a significant difference between the 

two means. This also is evidence in the results. 

5.0          DISCUSSION 

The effect of diversification strategies on profitability of FMCGs firms in Lagos State, Nigeria 

has been empirically determined in this study. The analyses results (descriptive and inferential) 

were presented in tables 4.1 – 4.3. The inferential results revealed that diversification strategies 

have a significant effect on profitability of FMCGs firms in Lagos State, Nigeria. By implication. 

It means that for FMCGs firms in Lagos State to progress and succeed they must adopt 

diversification strategies. This finding of this study is consistent with that of McCormick (2016) 

who in his study found that diversification strategy had a significant effect on profitability of 

firms.  

Similarly, the finding of this study is also in consonance with that of Sindhu, Haq, and Ali (2014) 

who in another study investigated the effect of diversification strategy on firm profitability 

discovered that diversification strategy had a significant effect on firm financial performance.  

On a theoretical note, the result of this study aligned with the resource-based view propounded 

by Penrose (1959). Diversification strategy according to the theory, diversification strategy of an 

organisation is expected to enhance the profitability of such firms. Hence, the finding of this 

study that showed that diversification strategies have significant effect on firm profitability is a 

contribution to theory as it supports the argument of the resource-based view.  
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CONCLUSION AND RECOMMENDATIONS 

The study concluded that diversification strategies positively affect profitability of FMCG firms. 

The implication of the finding of this study is that diversification strategies can help 

organisations to improve on its performance status. In view of the outcome of this study, it is 

recommended that management of FMCGs in Lagos State Nigeria should initiate policies that 

will support adoption of diversification strategies to enhance market size and market share and 

by extension the profitability of the firms in the FMCGs industry.  

References 

Anupam, J., & Sharma, M. (2012). Brand awareness and customer prefrences for FMCG 
products in rural market: An empirical study on the rural market of Garhwal Region. 
VSRD-International Journal of Business Management Research, 2(8), 434-443. 
Retrieved from https://www.scribd.com/document/142534349/Brand-Awareness-
Consumer-Preference 

 

Armstrong, M. (2006). Human resources practice (10 ed.). London: Kogan. Retrieved from 
https://www.scirp.org/(S(vtj3fa45qm1ean45vvffcz55))/reference/ReferencesPapers.aspx?
ReferenceID=1927862 

 
Asman, R. M. (2013). Diversification Strategy and Performance of Kenyan Commercial State- 

owned Corporations. Unpublished Master of Business Administration Dissertation 
Submitted to the University of Nairobi. Retrieved from 
http://chss.uonbi.ac.ke/sites/default/files/chss/Rakki%20Asman%20MBA%202013.pdf 

 

Bhattacharjee, A., & Wertenbroch, K. (2014). A matter of taste: Consumer tastes and judgments 
of artistic quality. Advances in Consumer Research, 42(1), 189-193. 

Bhuyan, D. P., & Tripathy, S. (2015). Competitive strategy and it’s impact on ITC portfolio. 
International     Journal of Research in Mechanical Engineering & Technology, 5(1), 51-
59. Retrieved from 31Thttp://www.ijrmet.com/vol5issue1/spl1/8-Durga-Prasad-Bhuyan.pdf31T 

Bijuna, C., & Sequeira, A. (2012). Customer-based brand equity in the fast moving consumer 
goods industry in India. International Journal of management, 1(4), 1-19. Retrieved from 
https://www.researchgate.net/publication/307410347_The_Relationship_between_Brand
_Equity_and_Business_Performance-_A_Conceptual_Framework 

 
 
 

http://www.ijiset.com/
http://www.ijrmet.com/vol5issue1/spl1/8-Durga-Prasad-Bhuyan.pdf


IJISET - International Journal of Innovative Science, Engineering & Technology, Vol. 6 Issue 9, September 2019  

ISSN (Online) 2348 – 7968 | Impact Factor (2019) – 5.248 

www.ijiset.com  

86 
 

Boz, I. T., & Yigit, I. (2013). The relationship between diversification strategy and  
organisational performance: A research intended for comparing Belgium and Turkey. 
Procedia, Social and Behavioral Sciences, 99(1), 997 – 1006.  

 
Brumfield, R. G., Adelaja, A. O., & Lininger, K. (1993). Consumer tastes, prefernces, and 

behavior in purchasing fresh tomatoes. Journal of the American Society for Horticultural 
Science, 118(3), 433-438. 

Burak, A. (2018). Product strategies of companies in the FMCG industry: A review of the 
literature. https//doi.1013140/RG.2.2.10204.03204 

Business Development Bank of Canada (2015). A key growth strategy for small and mid-sized 
firms. BDC Study 2015 Report. Retrieved from https://www.bdc.ca>documents. 

Buul, O. B., & Omundi, R. (2017). An analysis of competitive strategies and performance of 
small and medium enterprises in Kenya: A case of Nairobi central business district. 
Journal of Business and Strategic Management, 2(2), 72-94. Retrieved from 
https://www.google.com.ng/search?ei=MkbAXIGeMNaZ1fAP5N4-
&q=An+analysis+of+competitive+strategies+and+performance+of+small+and+medium
+enterprises+in+Kenya%3A+A+case+of+Nairobi+central+business+district&oq=An+an
alysis+of+competitive+strategies+and+performance+of+small+and+medium+enterprises
+in+Kenya%3A+A+case+of+Nairobi+central+business+district&gs_l=psy-
ab.3...4460.4460..6380...0.0..0.0.0.......1....2j1..gws-wiz.xNEqUYJMQ3g 

Cook, S., Boekholt, P., & Todtling, F. (2007). Competitive advantage and competition policy in 
developing countries. New Jersey: Prentice Hall. 

Epstein, E. M. (2003). How to learn from the environment about the environment: A prerequisite 
for organisation well-being. Journal of General Management, 29(1), 68-
80. 31Thttps://doi.org/10.1177/03063070030290010431T 

IBAN. (2016). A guide to inclusive business in the fast moving consumer goods (FMCG) sector. 
Retrieved from https://www.swift.com>data-standards  

 
Ittner, C. D., & Larcker, D. F. (2003). Coming up short on nonfinancial performance 

measurement. Harvard Busines Review, 81(11), 88-95. Retrieved from 
https://www.scirp.org>ReferencesPapers 

 
Kamau, P., & McCormic, D. (2016). Diversification strategy and success of food processing 

firms in Kenya. Paper presented at SAFIC International Conference held at Copenhagen, 
Denmark, 5-7 April, 2016. 

Kannan, P., & Saravanan, R. (2012). Diversification strategies for managing a business. 
International Journal of Multidisciplinary Management Studies, 2(5), 64-73 

KPMG (2016). Fast Moving Consumer Goods. Africa Sector report. 

http://www.ijiset.com/
https://doi.org/10.1177%2F030630700302900104


IJISET - International Journal of Innovative Science, Engineering & Technology, Vol. 6 Issue 9, September 2019  

ISSN (Online) 2348 – 7968 | Impact Factor (2019) – 5.248 

www.ijiset.com  

87 
 

Laforet, S. (2008). Size, strategic, and market orientation effects on innovation. Journal of 
Business Research, 61(7), 753-764. Retrieved from 
http://web.nchu.edu.tw/pweb/users/arborfish/lesson/8968.pdf 

L. B. S. (2016). Industry Report, Lagos. Pan-Atlantic University 

Lekhanya, L. M., Olajumoke, N. G., & Nirmala, D. (2017). Exploring fast moving consumer 
goods  
(FMCG) small, medium, and micro enterprises manufactures’ need for innovation to achieve 

growth. Environmental Economics, 8(2), 1-8. 31Thttps://doi.org/10.21511/ee.08(2).2017.0131T 

 

Maurer, T. J., & Weiss, E. (2010). Continuous learning skill demands: Associations with 
managerial job content, age, and experience. Journal of Business and Psychology, 25(1), 
1-13. Retrieved from 
https://www.jstor.org/stable/40605741?seq=1#page_scan_tab_contents 

Miller, A., Boehlje, M., & Dobbin, C. (2001). Key financial measures for farm general 
managers. West Lafayette: Purdue Extension.  

 
Muthoni, B. M. (2017). Effect of innovation on competitive advantage in fast moving consumer 

goods: A case of PZ cussons east Africa Ltd. A n MBA research project submitted to the 
Chandaria School of Business, United States International University, Nairobi, Kenya.  

 

Mwangi, A. N. (2016). The effects of diversification strategies on the performance of 
commercial 

banks in Kenya. Unpublished Master of Business Management Dissertation submitted to 
the University of Nairobi. Retrieved from http://erepo.usiu.ac.ke/handle/11732/3307 

 
Nwaeke, L. I., & Wodu, D. (2012). The effects of diversification on the corporate performance 

of business organisations in Nigeria. The Advanced Research Journal 6, 199 – 220. 
Retrieved from 
https://www.researchgate.net/publication/275028150_THE_EFFECTS_OF_DIVERSIFI
CATION_ON_THE_CORPORATE_PERFORMANCE_OF_BUSINESS_ORGANISAT
IONS_IN_NIGERIA 

 

Onyali, C. I., & Okerekeoti, C. U. (2018). Board heterogeneity and corporate performance of 
firms in Nigeria. International Journal of Academic Research in Nigeria, 8(3), 103 – 117. 

http://dx.doi.org/10.6007/IJARAFMS/v8-i3/4544 
 

Oyedijo, A. (2012). Effects of product-market diversification strategy on corporate financial 
performance and growth: An empirical study of some companies in Nigeria. American 
International Journal of Contemporary Research, 2(3), 199 – 210. Retrieved from 
http://garj.org/garjmbs/index.htm 

http://www.ijiset.com/
https://doi.org/10.21511/ee.08(2).2017.011177/030630700302900104


IJISET - International Journal of Innovative Science, Engineering & Technology, Vol. 6 Issue 9, September 2019  

ISSN (Online) 2348 – 7968 | Impact Factor (2019) – 5.248 

www.ijiset.com  

88 
 

Porter, M. E. (2007). Competitive strategy: Techniques for analyzing industries and competitors. 
New York: The Free Press. 

Pradhan, J., & Misra, D. P. (2014). Rural brand awareness and preferences for FMCGs: An 
empirical study on Keonjhar district of Odisha, India. IOSR Journal of Business and 
Management, 16(9), 17-29. Retrieved from 
https://www.academia.edu/8444900/Rural_Brand_Awareness_and_Preferences_for_FM
CGs_An_Empirical_Study_on_Keonjhar_District_of_Odisha_India 

Richard, P. J., Devinney, T. M., Yip, G. S., & Johnson, G. (2009). Measuring organisational 
performance: Towards methodological best practice. Journal of Management, 35(3), 156-
164. Retrieved from https://www.researchgate.net>publication 

 

Santarelli, E. (2013). Diversification strategies and firm performance: A sample selection 
approach. Quaderni Working Paper DSE N 896. Retrieved from: 
https://papers.ssrn.com>sol3>papers 

 

Sindhu, M. I., Ehtasham-Ul-Haq, & Ali, S. (2014). Impact of Diversification on the Firm’s 
Performance: An Evidence from Pakistan. European Journal of Business and 
Management, 6(4), 106-114. Retrieved from http://mpra.ub.uni-muenchen.de/57240/ 

 
Singh, J. (2014). FMCG (Fast Moving Consumer Goods): An overview. International Journal of 

All Research Education and Scientific Methods, 2(6), 58-60. 

 

Suh, C. J., & Lee, I. T. (2018). An empirical study on the manufacturing firm’s Strategic Choice 
for Sustainability in SMEs. Multidisplinary Digital Publishing Institude, 10(572), 1-23. 
https://doi.org/10.3390/su10020572 

 
Suhag, A. K. , Solangi, S. H., Larik, R. S. A., Lakho, M. K., & Tagar, A. H. (2017). The 

relationship of innovation with organisational performance. International Journal of 
Research, 5(2), 292 – 306. https://doi.org/10.5281/zenodo.345736 

 
Syombua, M. R. (2014). Relationship between health and safety programmes and performamce 

of manufacturing firms in Mombasa County, Kenya. (Masters Thesis, University of 
Nairobi, Kenya). Retrieved from 
https://www.erepository.uonbi.ac.ke?handle>Musyoka_Relationship_Between_Health_a
nd_Safety_Programmes_and_Performance_of_Manufacturing 
_Firms_in_Mombasa_County_Kenya 

 
Urbancova, H. (2013). Competitive advantage achievement through innovation and knowledge. 

Journal of competitiveness, 5(1), 82-96. https://doi.org/10.7441/joc.2013.01.06 

http://www.ijiset.com/


IJISET - International Journal of Innovative Science, Engineering & Technology, Vol. 6 Issue 9, September 2019  

ISSN (Online) 2348 – 7968 | Impact Factor (2019) – 5.248 

www.ijiset.com  

89 
 

 
Uremadu, S. O. (2018). The impact of capital structure on corporate performance in Nigeria: A 

quantitative study of consumer goods sector. 
https://doi.org/10.32474/CIACR.2018.05.000217 
 

Wernerfelt, B. A resource-based view of the firm. Journal of Management, 17(1), 99-120. 

Retrieved from https://www.strategicmanagementinsight.com/topics/resource-based-

view.html. 

Yamane, T. (1967). Statistics: An introductory analysis (2 ed.). New York: Harper & Row. case 
study of Kenya medical research institute, Kemri). International Journal of Scientific and 
Research Publications, 5(9). https://doi.org/10.12691/ajams-4-6-3 

 

 

http://www.ijiset.com/

