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ABSTRACT

This study examined horizontal integration strategies and marketing performance of quoted
brewery companies in Nigeria. The study utilized the positivism research philosophy and
correlational research design. The population of this study consisted of the four (4) brewery
companies quoted on the Nigerian Stock Exchange. The unit of analysis was made up of managers
of the four (4) quoted brewery companies in Nigeria. The managers include: branch managers,
strategic managers, operational managers, production managers, marketing managers and sales
managers. A population of 24 managers of the above categories were drawn from the four (4)
quoted brewery companies in Nigeria. The census sampling technigue was adopted. A structured
guestionnaire was used as the main instrument for data collection. The census sampling technique
was adopted. Data were collected from the respondents with the aid of a structured questionnaire.
The guestionnaire was structured using the modified four (4) points Likert-type scale which range
from Strongly Agree, Agree, Disagree to Strongly Disagree. The data collected were analyzed
statistically while the Spearman Rank Order Correlation Coefficient (rho) was used to test the
formulated hypotheses. The bivariate analysis was performed with the aid of SPSS version 23.0.
The findings revealed that horizontal merger has a significant relationship with sales growth and
market share growth of quoted brewery companies in Nigeria. Horizontal acquisition was also
found to have a significant relationship with sales growth and market share growth of quoted
brewery companies in Nigeria. The study equally reported that horizontal alliance has a significant
relationship with sales growth and market share growth of guoted brewery companies in Nigeria.
Based on these findings, it was concluded that horizontal integration strategies significantly
enhance the marketing performance of quoted brewery companies in Nigeria. Based on the
findings and conclusion, it was recommended that quoted brewery companies in Nigeria should
adopt horizontal integration strategies as it would improve their marketing performance.

Keywords: Horizontal integration strategies, horizontal merger, horizontal
acquisition, horizontal alliance, marketing performance, sales growth and
market share growth.

INTRODUCTION

In any industry where there are more than one firm offering products of similar function there is
bound to be competition. In the Nigerian brewery industry, there are thirteen (13) brewery
companies offering beer and other non-alcoholic beverages. Out of these 13 brewery companies,
four (4) of them are quoted on the Nigerian Stock Exchange. These quoted brewery companies
include Champion Breweries Plc, Guinness Nigeria Plc., International Breweries Plc. and Nigerian
Breweries Plc. These companies have their brands scattered all over the marketplace. As the key
players in the industry, these companies need to consistently improve their marketing performance
so as to remain relevant in the industry and sell more of their shares to prospective investors.
When a company is doing well in the market, investors are likely to buy more of its shares (Samwel,
2018). But when the marketing performance of the company is poor in all ramifications, the
company will find it difficult to grow and sustain in its industry (Samwel, 2018). For this reason,
shareholders mount pressure on their company’s management to consistently improve their
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marketing performance. However, in order for beverage companies to consistently improve their
marketing performance, they need to adopt horizontal integration strategy.

Horizontal integration is the process whereby a company expands its economies of scale by
acquiring, merging or collaborating with other companies (rivals) along the same supply chain
(Wyatt et al, 2018). It is a type of integration pursued by a company in order to strengthen its
position in the industry (Amir in Ngaru, 2016). Horizontal integration takes the form of horizontal
merger, horizontal acquisition or horizontal alliance (Dinc & Erel, 2010). According to Dinc and
Erel, (2010), horizontal merger is the coming together of two or more companies of similar size in
the same line of business to form a new entity. Horizontal acquisition occurs when one company
purchases another company along the same supply chain, while horizontal alliance is a form of
partnership whereby two or more companies enter into a contract agreement and work together
for a specific period of timeto realize shared goals but remain independent (Dinc & Erel, 2010).

Horizontal integration is not a new business strategy as a good number of companies have over
the years adopted this strategy to achieve organizational effectiveness. For instance, beverage
company, Pepsico, acquired a group of restaurant chains including Pizza Hut and Taco Bell in the
1980s to extend its managerial economies of scope across its distribution system (Dorsey & Boland,
2009). Chevron and Texaco are two separate companies of similar size that merged in 2001 to
form a new company known as"Chevron-Texaco Nigeria Limited.” Exxon and Mobil is another good
example of two companies that merged in 1999 to form a single entity with the hame"“Exxon Mobil
Nigeria Limited.” Nigerian Breweries Plc. formed a horizontal alliance with Guinness Nigeria PIc. in
1982 to promote the search for the cultivation of barley around Lake Chad basin.Nigerian Breweries
Plc. also acquired 33 Breweries and Life Breweries to expand their market share.

Horizontal integration strategy is beneficial to firms that practiced it. According to Sudarsanam
(2010), horizontal integration helps to lower costs and achieve greater economies of scale. It
enables a company to strengthen its presence in the industry or market. Zamir et al (2014) noted
that companies that adopt horizontal integration strategy tends to grow their size of operations,
increase their production level, access new market, achieve greater economies of scale and reduce
competition. Dorsey and Boland (2009) added that a firm using horizontal integration as a business
strategy may achieve greater economies of scale, gain access to improved processing technologies
and marketing techniques. Many top executives believe that their marketing performance can be
improved by joining forces with their formal rivals. Such strategic move tends to bring about
greater efficiency and reduce the intensity of rivalry in the industry, and making the industry more
profitable.It is against this backdrop that this study examines the relationship between horizontal
integration strategies and marketing performance of quoted brewery companies in Nigeria.

Statement of the Problem

The marketing performance of quoted companies in the brewery industry in Nigeria has been
criticized by shareholders in recent times. Many shareholders are not satisfied with the current
marketing performance of their company. The sales and market share of quoted companies in the
brewery sector are declining, resulting in poor marketing performance. Given the harsh economic
condition in Nigeria and the limited room for pricing actions, quoted companies in the brewery
industry have been compelled to improve their efficiency across their supply chain, increase their
economies of scale and market share and improve their marketing performance through horizontal
integration. For instance, Nigerian Breweries Plc. and Guinness Nigeria Plc. have adopted horizontal
integration strategies. In 1982, Nigerian Breweries undertook a horizontal alliance with Guinness
Nigeria Plc. to promote the search for the cultivation of barley around Lake Chad basin. Nigerian
Breweries Plc. acquired Sona Breweries in 2007, as well as 33 Breweries and Life Breweries,
bringing its brand portfolio to 11 brands. In 2011, Nigerian Breweries merged with Consolidated
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Breweries, bringing its brand portfolio to 19. However, ever since these companies embraced
horizontal integration strategies, it is still not clear whether these strategies have yielded the
desired result of improving their marketing performance as empirical studies that examined the
relationship between horizontal integration strategies and marketing performance of quoted
brewery companies in Nigeria are lacking. This has created a gap in literature which this study
intended to fill and contribute to the existing literature on horizontal integration from the Nigerian
perspective.

Aim and Objectives of the Study
The aim of this study was to examine the relationship between horizontal integration strategies
and marketing performance of quoted brewery companies in Nigeria. The specific objectives of
the study were to:
1. Explore the relationship between horizontal merger and sales growths of quoted brewery
companies in Nigeria.
2. Determine the relationship between horizontal merger and market share growths of quoted
brewery companies in Nigeria.
3. Ascertain the relationship between horizontal acquisition and sales growths of quoted
brewery companies in Nigeria.
4 Find out the relationship between horizontal acquisition and market share growths of
quoted brewery companies in Nigeria.
5. Determine the relationship between horizontal alliance and sales growths of quoted
brewery companies in Nigeria.
6. Ascertain the relationship between horizontal alliance and market share growth of quoted
brewery companies in Nigeria.

Research Questions
The following research questions were put forward in this study:
1. To what extent does horizontal merger relate to sales growth of quoted brewery companies
in Nigeria?
2. To what extent does horizontal merger relate to market share growth of quoted brewery
companies in Nigeria?
3. To what extent does horizontal acquisition relate to sales growth of quoted brewery
companies in Nigeria?
4. To what extent does horizontal acquisition relate to market share growth of quoted brewery
companies in Nigeria?
5. To what extent does horizontal alliance relate to sales growth of quoted brewery companies
in Nigeria?
6. To what extent does horizontal alliance relate to market share growth of quoted brewery
companies in Nigeria?

Research Hypotheses

The following hypotheses were formulated to guide this study:

Hoi: There is no significant relationship between horizontal merger and sales growth of quoted
brewery companies in Nigeria.

Ho,: There is no significant relationship between horizontal merger and market share growth of
quoted brewery companies in Nigeria.

Hos: There is no significant relationship between horizontal acquisition and sales growth of quoted
brewery companies in Nigeria.

Hos: There is no significant relationship between horizontal acquisition and market share growth
of quoted brewery companies in Nigeria.
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Hos: There is no significant relationship between horizontal alliance and sales growth of quoted
brewery companies in Nigeria.

Hoe: There is no significant relationship between horizontal alliance and market share growth of
quoted brewery companies in Nigeria.

The conceptual framework of horizontal integration strategies and marketing performance of
quoted brewery companies is presented in figure 1 below:

Marketing Performance

Horizontal Integration
Strategies |

Horizontal Merger Sales Growth

Horizontal Acquisition

: - Market Share
Horizontal Alliance Growth

Fig.1: Conceptual framework of horizontal integration strategies and marketing performance of
quoted brewery companies

Review of Related Literature

Concept of Horizontal Integration

Horizontal integration is a corporate strategy whereby a company expands its activities to another
related business chain (Millenaar, 2016). This type of integration occurs when a manufacturing
firms merged with another company in the same industry and at the same level (Adeleke et al,
2008). Amir in Ngaru (2016) described horizontal integration as a type of integration pursued by
a company in order to strengthen its position in the industry. A typical example of horizontal
integration is Supply Chain Management, in which an organization tries to optimize the complete
set of activities of order entry, purchasing, product, shipment, etc. in order to minimize the lead-
time and costs of product, and at the same time maximize value for the customer (Wangler &
Paheerathan, 2004).

Horizontal integration is an effective business strategy of mitigating market-related risks, small
scale production and ensure higher productivity or economies of scale. By pooling resources
together, horizontally integrated firms are able to minimize transaction costs, access market
information and cope with government regulations easily (Mutura et al, 2016). Horizontally
integrated firms are able to take actions collectively especially those that concern penetrating new
markets, bargaining for better prices and use the most effective marketing channel (Mutura et al,
2016).Wyatt in Adeleke et al (2015) argued that when two firms merged together as one, it will
lead to the lowest cost of capital. The amount that supposed to be spent on fixed assets will be
saved, thereby reducing capital expenditures. Cai and Obara (2008) noted that a company with a
big name as perceived by investors raise funds at a lowest cost due to its large scale of production
and financial balance. Apart from lowering cost of capital, merged firms will become a large firm,
and this firm will have monopoly power and higher degree of market influence which small ones
don't have (Adetona, 2004). Merging of two firms will reduce competition and increase sales
(Ahmed & Nadeem, 2015).
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Companies that integrate horizontally do so because they understand the power of merger and
acquisition in achieving organizational effectiveness. Some purchased companies are attractive
because of their valuable brand names and other strategic resources which they hold. Such
companies have built a name for themselves over the years which the new owner can leverage on
to penetrate the market. The old company must have captured a good portion of the market in
certain geographic areas and all the new owner needs to do is to leverage on this advantage to
expand its market share instead of building a name for itself from the scratch. Top executives
believed that buying a company’s position is more prudentrather than to build a presence in the
industry. This is part of the reason why one company acquires another company or merge with
their rivals in the same industry.

Dimensions of Horizontal Integration Strategies

Horizontal integration can take various forms. The different forms of horizontal integration are
known as horizontal integration strategies. Available literature shows that the horizontal integration
strategies adopted by business firms include: horizontal mergers, horizontal acquisition and
horizontal alliance. These dimensions of horizontal integration strategies are discussed below:

Horizontal Merger

Horizontal merger is a business strategy whereby two or more firms in the same industry are
consolidated into one corporate body (Stankova et al, 2018). Alao (2010) defined horizontal
mergers as the coming together of two or more companies of similar size in the same line of
business to form a new entity. Dinc and Erel in Ngaru (2016) described horizontal mergers as the
joining of two similar sizes, independent companies to make a joint entity. It is any amalgamation
of two or more companies to form one corporate body. Coyle in Ngaru (2016) sees horizontal
mergers as the coming together of two companies of roughly equal size, pooling their resources
together to establish a single new business venture.

Firms merge with their competitor when there is need for it. The motivation behind horizontal
mergers is most to create synergies which can be financial synergies, operational synergies or
managerial synergies (Ngaru, 2016). For instance, when one house corporation has excess cash
while another corporation is in need of cash to finance its activities or investments, the merger
would result in an internal capital market, lower interest expenses and more efficiency (Delens, in
Ngaru, 2005). A typical example of a company that adopted horizontal merger strategy is Chevron
and Texaco, two separate oil companies of similar size that merged in 2001 to form a new company
known as"Chevron-Texaco Nigeria Limited.” Exxon and Mobil is another good example of
companies that implement horizontal merger strategy as the two companies that merged in 1999
to form a single entity with the name"Exxon Mobil Nigeria Limited.” In 2011, Nigerian Breweries
merged with Consolidated Breweries, bringing its brand portfolio to 19 brands.

Horizontal merger can be used by firms to gain a competitive advantage in the market. Porter
(2009) stated that firms that merged horizontally would gain two types of competitive advantage
in the market namely; cost advantage and differentiation advantage. These two competitive
advantages help to position the firms in its industry as market leaders in both cost and product
differentiation. According to Porter (2009), merged firm would gain cost advantage if it is able to
provide the same benefits which its competitors delivered but certainly at a lowest possible cost
while differentiation advantage arise if the firm delivers benefits that surpass or exceed those of
its competitors.

Horizontal Acquisition

Horizontal acquisition occurs when one company purchases another company along the same
supply chain (Ahmed & Nadeem, 2015).Dinc and Erel in Nharu (2016) defined horizontal
acquisition as the purchase of another company by a larger entity. A typical example of horizontal
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acquisition is the case of Coke Cola Company, a beverage company that acquired Chi Nigeria
Limited in 2012. Another example is Pepsico, a beverage company that acquired a group of
restaurant chains including Pizza Hut and Taco Bell in the 1980s to extend its managerial
economies of scope across its distribution system (Dorsey & Boland, 2009). In 2007, Nigerian
Breweries Plc. acquired Sona Breweries bringing its brand portfolio to 11 brands. Morck et al in
Pozzi and Vassilopoulos (2006) noted that acquiring firms that engage in takeovers, experience
negative returns as an immediate value adjustment to their future expected performance when
they announce unrelated acquisitions. They further reported that only acquiring firms that
integrated horizontally experience positive returns.

Buying a company within the same line of business is the easiest way of expand economies of
scale (Mata & Portugal, 2002).Li (1995) stated that a company that buys an existing company
within the same supply chain immediately acquire the market share of the company, claims the
company’s existing customer base and brand image. By buying existing company, the new owner
bypasses government regulations for newcomers in the industry with ease and this will help him
or her to keep competition low. The new owner will be treated by government as the old one with
regards to licensing (Nwidobie, 2013). Ortilieb (2020) argued that buying an existing company
within the same line of production enables the new owner to take full control of the target firm.
Horizontal acquisition is seen as part of business growth because it is more beneficial to take over
the operations of an existing firm and niche compared to expanding on its own (Olutola, 1999).

Horizontal Alliance

Horizontal alliance is a form of partnership where two or more companies enter into a contract
agreement and work together for a specific period of time to realize shared goals but remain
independent (Bhide, 2001). Barringer and Harrison (2000) defined horizontal alliance is an
arrangement between two or more firms in the same industry that establishes an exchange
relationship but involve no joint ownership. Parkhe (2003) described horizontal alliance as a
relatively enduring inter-firm co-operative agreement, involving flows and linkages that use
resources and/or governance structures from autonomous organizations, for the joint
accomplishment of the mission and goals of each sponsoring firm. In other words, horizontal
alliances are collaborative agreements between two or more firms in the same line of business
that involve the exchange and sharing of multiple resources for co-development of technologies
or products (Lofstrom, 2000). An alliance is horizonta/ when two or more firms in same industry
decide to work together in contract agreement to achieve common goals (Elmuti & Kathawala,
2001).

Horizontal alliance takes the form of a short term partnership in which the two different companies
jointly undertake a transaction for mutual profit. Generally each company contributes assets and
share risks. Like a partnership, horizontal alliance can involve any type of business transaction.
However, most joint ventures involve companies in the same industry (horizontal alliance) but
within a corporate framework (Findik & Beyhanb, 2015). Horizontal alliance between a foreign firm
and a local firm are backed by the international trade law and regulations within the country of
operations (Shrader, 2001).A good number of companies in Nigeria have adopted horizontal
alliance strategy. For instance, in 1982, Nigerian Breweries undertook a horizontal alliance with
Guinness Nigeria Plc. to promote the search for the cultivation of barley around Lake Chad basin.
Nigerian Agip Oil Company (NAOC) operates a joint venture with Nigerian National Petroleum
Corporation (NNPC) and Shell Petroleum Development Company (SPDC) to execute OML 60, OML
61, OML 62 and OML 63 projects. Other companies that have embraced horizontal alliance strategy
include Belema Oil Producing Ltd, Eroton Exploration and Production Limited, and Exxon Mobil
Nigeria Limited.
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Horizontal alliance is a common form of horizontal integration strategy (Zamir et al, 2014).Child
(2001) developed a two-dimensional framework which positions horizontal alliances in relation to
other forms of inter-organizational cooperation. The first dimension is the extent to which the
cooperation is managed through either formalized contractual provisions that are market-based or
hierarchy-based or implicit relationships dependent on interpersonal trust. The second dimension
is the extent of transactional reach involved in the cooperation between organizations, i.e., the
extensiveness and spread of such transactions. Strategic alliances exhibit a rather low transactional
reach compared to other forms of cooperation, and span contractual (contract-based alliances) as
well as trust-based cooperation (equity joint ventures).

Concept of Marketing Performance

Marketing performance refers to how well a firm is doing in the market against its competitors in
terms of customer satisfaction, increasing customer patronage, making more sales, expanding its
market share in the midst of competition, ensuring customer loyalty and customer retention,
gaining competitive advantage (Samwel, 2018). Ritala (2012) defined marketing performance as
the rate at which a company’s products or services are patronized by customers in the market
(sales) and the portion of the market which the firm has been able to capture (market share). A
company can use its marketing performance to ascertain how consumers react to its product
offerings. A good marketing performance is an indicator that the consumers are satisfied with the
products offered and vice versa.

Measuring marketing performance is crucial to the growth and survival of an organization. When
a company is doing well consistently in terms of increasing sales and market share from year to
year, the company will be able to make more profit and expand its operations. But when the
marketing performance of the company is poor in all ramifications (poor level of customer
patronage, poor sales and decrease market share), the company will find it difficult to grow and
sustain in its industry (Samwel, 2018). For this reason, shareholders and business owners are
interested in knowing how well their company is doing in the market. If a company experienced
massive increase in customer patronage, sales and market share, the company is said to have a
good marketing performance in the period under review and vice versa (Niazi, 2011).

Improving marketing performance is the ultimate objective of every company irrespective of its
size and sector it belongs. Companies in the automobile industry want to improve their marketing
performance because it is a sure way of achieving business growth and survival. An automobile
company that is able to consistently improve its marketing performance stands a better chance of
surviving in its industry. Such company can be assured of massive growth in revenue which will
enable it to expand its business operations and increase its assets base (Craig, 2010). Improving
marketing performance is the key that opens the door to firm growth. Automobile companies can
only grow its revenue and assets if it is able to continuously improve its marketing performance in
terms of increasing sales beyond expected budgets, increasing market share (customer base),
profit margin, customer satisfaction, customer loyalty and retention, as well as gaining a
competitive edge in the market (Ellickson, 2015).

Measures of Marketing Performance

Marketing performance can be measured using various criteria. However, in this study, marketing
performance is measured using sales growth and market share growth. These measures are
discussed below:

Sales Growth
Sales growth refers to an increase in the quantity or amount of goods sold by a company over a
given period of time (Ellickson, 2015). Sales growth of a company can be determined by comparing
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the amount of sales made by the company periodically usually yearly (Burke, 2005). If the sales
made by a company in 2019 for example is N20 million and the amount of sales made by the same
company in 2020 is N25 million, the company can be said to have experienced sales growth of
S5million.Roberge (2014) stated that sales growth is usually calculated in percentage and the
percentage increase is often referred to as the “sales growth rate.” Companies often measure their
sales growth rate periodically. Although some companies may determine their sales growth on a
monthly, quarterly or yearly basis, evidence showed that small sized companies measure their
sales growth on a daily or weekly basis (Millenaar, 2016). A company is said to have experienced
sales growth if the amount of goods sold this week is N2million and the amount of goods sold last
week is N1 million. The additional NI million is recorded as the sales growth. When a company
experiences a significant growth in sales, it means more profit for his business and when the profit
for the business increases, the company can then expand his operations and achieve business
growth.

Sales growth is one of the key indicators for measuring marketing performance. Every company
irrespective of the sector it belongs wants to increase its sales because it is the only way to improve
their marketing performance. Findik and Beyhanb (2015) posited that the profit is the main reason
for setting up a business but without massive increase in sales there can be no profit. This implies
that sales determine the profit margin and this is the reason why managers are strategizing to
increase sales. Masese et al (2019) argued that increasing the sales of a company implies increase
in profit margin. Craig (2010) stated that sales growth is an important competitive factor because
itshows that the company is doing well as against its competitors. When a manager looks at its
sales records, and observed a significant growth rate, he or she will feel happy. If the manager
discovers that the sales are decreasing consistently, he or she will feel sad and make efforts to
find out the cause of such drop. The manager may decides to innovate product, retrain staff,
engage in extensive promotion or integrate horizontally.

Market Share Growth

According to Kotler and Armstrong (2004), market share is the percentage or proportion of the
total available market or market segment that is being served by a company. It is determined by
dividing a brand’s sales volume by the total category sales volume. It is hecessary to commission
market research (generally desk/secondary research) to determine the firm’s market share. A
company’s market share can be ascertained by calculating the sales made by the company at a
given period and divide the figure by the total sales of the industry over the same period. The
result which is expressed in percentage enables the company to know how customers value its
products in relation to competitors’ offerings. Market share growth refers to the increase in the
portion of the market captured by a company from year to year (McKelvie & Wiklund, 2010).

Market share growth is one of the most important criteria used to measure marketing performance
of a firm (Misumi & Peterson, 2005). The main advantage of using market share growth as a
measure of marketing performance is that it is less dependent upon macro-environmental variables
such as the state of the economy or changes in tax policy. A firm’s marketing performance in
relation to competitors can be measured by the proportion of the market that the firm is able to
capture (Misumi & Peterson, 2005). Increasing market share is the most important goal for
companies because it has a direct impact on revenue (Amelia, 2017). In many instances, market
share is often considered as an important asset for competing firms because it helps to increase
revenue and enhance business growth. However, a company that experiences a decline in market
share will have a serious problem on the long-run. Armstrong and Greene (2007) stated that
companies whose market share is below a certain level will not be profitable and may cease from
operation anytime soon.
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Theoretical Review

This study is anchored on the integration theory which was developed by Milan in 1943. The theory
states that transnational cooperation is highly required in order to resolve common problems. Milan
(1943) emphasized the need for ramification which is the likelihood that cooperation in one sector
would lead government extending the range of collaboration across other sectors. Milan explained
that as states become more embedded in an integration process, the cost of withdrawing from
cooperative ventures increases. The integration theory emphasized that a firm that wants to
integrate with other similar firm must first of all undertake organizational restructuring to establish
stability of partnership. It is on this note that Woodrow Wilson in Wyatt et al (2018) opined that
firms will make competition less likely and intensive if they integrate horizontally. In line with this
idea, it should be recalled that integration strives well in sectors where there is huge capital
investment.

Integration theory promotes free trade and cooperation. According to Schiff (2003), free trade is
a policy in international markets in which government does not restrict imports or export. Free
trade is exemplified by European Union, European Economic Area and North American Free Trade
Agreement which has established open markets. Free trade is the core idea of the 19" century
liberalism which brought mutual benefit even though in some cases trade can be exploitative in
nature, as exemplified by Rodney in the case of European Colonist and African chiefs. Burchill
(2001) encouraged global harmony and peace through free trade. He posited that free trade
meant:

Breaking down the barriers that separate nations; those barriers behind which

nestle feelings of pride, revenge, hatred, and jealousy which every now and

then breaks their bonds and deluge whole countries with bloods, those

feelings which nourished the poison of war and conquest, which assert that

without conquest we can have no trade, which foster that lust for conquest

and dominion which commit warriors chiefs to sanction and devastations

through other lands.

Liberalists emphasized more on free trade when they stated that the doctrine that unfettered
trade helps prevent disputes from escalating into war. This is because trade brings tighter
economic relations between two or more groups in which such healthy relationships cannot be
undermined. Similarly, Kegley and Banton (2011) noted that:
Commercial intercourse creates a material incentive to resolve disputes
peacefully; as war reduces profits by interrupting vital economic exchange.
Secondly, cosmopolitan business elites who profit from these exchanges
compromise a powerful transactional interest group with a stake in promoting
amicable solutions to fostering disagreements. Finally, the web of trade
between countries increases communications erodes nation selfishness and
encourages both sides to avoid ruinous clashes (pp. 38-39).

Relating the integration theory to this study, it can be inferred that firms should collaborate with
one another because of the benefits of such partnership which will help to improve marketing
performance. The theory of integration clearly explained the reasons behind horizontal integration
among business firms. The idea of horizontal integration will help firms to address and proffer
solutions to common problems and improve their marketing performance. The integration theory
argues that if firms integrate horizontally, it will reduce the level and intensity of competition in
their industry and achieve organizational effectiveness. In light, Jackson and Sorenson (2015)
advised firms in the same industry to integrate so as to reduce the level of competition and achieve
organizational effectiveness. In particular, the flow from inter-firm collaboration will foster
prosperity and at the same time achieve organizational effectiveness.
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Empirical Review

A number of related empirical studies have been conducted on horizontal integration strategies
and marketing performance of firms. For instance,Orugbu et al (2015) explored the relationship
between horizontal integration and organizational performance in Nigeria. The study adopted the
quantitative research approach and the descriptive survey design. The researchers used a
structured questionnaire to collect data from managers in automobile firms in South-East
geopolitical zone of Nigeria. The data collected were analyzed statistically using descriptive
statistics such as frequency and percentage tables, mean and standard deviation, and the non-
parametric statistical tool such as analysis of variance, Pearson Product Moment Correlation,
multiple regression analysis and SPSS. The findings revealed that a positive relationship exists
between horizontal mergers and performance of automobile firms in South-East geopolitical zone
of Nigeria. The study also found a significant relationship between horizontal alliance and
performance of automobile firms in South-East geopolitical zone of Nigeria. The study equally
reported that horizontal acquisition has significant positive relationship with firm performance in
the automobile industry in South-East geopolitical zone of Nigeria.

Millenaar (2016) examined the influence of horizontal integration on business performance. The
researcher adopted the cross-sectional survey research design where a structured questionnaire
to obtain data from managers of oil and gas companies in the United States of America. The data
collected were analyzed using descriptive statistics such as percentage and frequency tables, mean
and standard deviation and influential statistics such as Pearson Product Moment Correlation and
regression analysis. After analyzing the data collected, the researcher discovered thata significant
positive relationship exists between horizontal integration strategies (mergers, acquisition and
strategic alliance) and business performance of oil and gas companies as measured by productivity
and profitability.

Scott Morton (2002) empirically examined horizontal integration of brand and generic firms in the
pharmaceutical industry. The researcher adopted the survey research design where a structured
questionnaire to obtain data from owners of pharmaceutical firms in the United States of America.
The data collected were analyzed using descriptive statistics such as percentage and frequency
tables, mean and standard deviation and influential statistics such as t-test, Chi-Square and
ANOVA. After analyzing the data collected, the researcher discovered thata significant difference
exists in the horizontal integration strategy of brand and generic firms in the pharmaceutical
industry. The study revealed that horizontal strategy significantly improve the marketing
performance of pharmaceutical firms in the United States of America.

Cai and Obara (2008) empirically examined the relationship between horizontal integration and
firm’s reputation. The researchers adopted the cross-sectional survey research design where data
were collected through the use of a structured questionnaire. The data were collected from 71
managers in manufacturing companies in India. The data collected were analyzed using mean and
standard deviation while the formulated hypotheses were tested using simple regression analysis
and the SPSS. The findings revealed that horizontal integration strategy significantly improve firms’
reputation.

Spang et al (2009) examined the effect of non-rural hospital mergers and acquisitions on cost and
price outcomes of hospitals. The researchers adopted the survey research design where data were
collected from managers in hospitals in India. The data were collected using a structured
questionnaire while the percentage and frequency tables, mean, standard deviation and factor
analysis were used for data analysis. The findings revealed that Y consolidating hospitals may be
able to concentrate very costly and highly specialized services in one physical location, reducing
average costs. The study also revealed that Y hospitals can compete on the basis of price and
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therefore have an incentive to merge with highly technical departments to reduce capital and
labour costs. The study equally revealed that Y hospital can also take advantage of cost savings
by combining administrative duties to reduce overhead or contracting cost in non-revenue
producing cost centres.

Clougherty (2009) explored the impact of horizontal mergers on firms’ rivals. The researchers
adopted the descriptive survey research design where data were collected from managers in
construction firms in India. The instrument used in obtaining data from the respondents was a
structured questionnaire while the percentage and frequency tables, mean, standard deviation and
regression analysis were used for data analysis. The findings revealed that horizontal merger has
a significant impact on firms' rivals. The study revealed that horizontal merger significantly improve
the competitiveness of firms in the construction sector in India.

Ahmed and Nadeem (2015) carried out a study to determine the impact of horizontal integration
on bank performance in Pakistan. Their study employed the qualitative research approach and
descriptive survey research design where data were collected from managers in the banking
industry through the use of questionnaire. The data collected from the respondents were analyzed
statistically using percentage and frequency analysis while the hypotheses were tested using t-test
and regression analysis. The findings showed that horizontal integration significantly improve bank
performance in Pakistan.

Gap in Literature

From the literature review, it was observed that a good number of studies have been conducted
on horizontal integration strategies of business firms. However, most of the studies conducted on
horizontal integration strategies relate the concept to business performance (profitability) while
empirical studies that specifically relate horizontal integration strategies to marketing performance
of quoted brewery companies in Nigeria are absent. Even the relationship between the dimensions
of horizontal integration strategies (horizontal merger, horizontal acquisition and horizontal
alliance) and measures of marketing performance (sales growth ad market share growth) of
quoted brewery companies in Nigeria are yet to be properly investigated. This has created a
vacuum in literature which the present study intended to fill.

Operational Framework
The operational framework of the relationship between horizontal integration strategies and
marketing performance of quoted brewery companies is presented in figure 2 below:

Horizontal Integration Marketing Performance

Strategies |
[

Horizontal Merger

Sales Growth

Horizontal Acquisition [

\Qg Market Share

Horizontal Alliance L—1 Growth
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Fig.2: Operational framework of the relationship between horizontal integration strategies and
marketing performance of quoted brewery companies

METHODOLOGY

The positivism research philosophy and correlational research design were adopted in this study.
The population of this study consisted of the four (4) brewery companies quoted on the Nigerian
Stock Exchange. These companies include Champion Breweries Plc., Guinness Nigeria Plc.,
International Breweries Plc. and Nigerian Breweries Plc. The unit of analysis was made up of
managers of the four (4) quoted brewery companies in Nigeria. The managers include: branch
managers, strategic managers, operational managers, production managers, marketing
managers, and sales managers. A population of 24 managers of the above categories were drawn
from the four (4) quoted brewery companies in Nigeria. Since the population is relatively small and
researchable, there was no need to determine a sample size, hence the census sampling technique
was adopted. A structured questionnaire was used as the main instrument for data collection. The
questionnaire was structured using the modified four (4) points Likert rating scale which range
from Strongly Agree, Agree, Disagree to Strongly Disagree. The questionnaire was validated
through face and content analysis while Cronbach Alpha method was used to determine the
reliability of the instrument. Twenty-four (24) copies of the questionnaire were prepared and
administered to the respondents (managers) of the quoted brewery companies in Nigeria. Out of
the 24 questionnaires administered, 21 copies were retrieved from the respondents. The data
collected were analyzed using descriptive statistics while the hypotheses were tested using
Spearman Rank Order Correlation Coefficient (rho). The SPSS version 23.0 was used to compute
the rho value.

Empirical Results and Discussion

The results of the statistical analysis carried out on the study variables were presented in this
section. The data collected on horizontal integration strategies (horizontal merger, horizontal
acquisition and horizontal alliance) were correlated with those obtained on marketing performance
variables (sales growth and market share growth) using the Spearman Rank Order Correlation
Coefficient (rho). This was done with the aid of the SPSS version 23.0. The results of the bivariate
analysis were presented in tables below:

Table 1: Result of bivariate analysis between horizontal merger and sales growth of
quoted brewery companies in Nigeria

Horizontal Merger Sales Growth
Spearman Horizontal Merger  Correlation Coefficient 1.000 .688**
Rank(rho) Sig. (2 tailed) . .001
N 21 21
Sales Growth Correlation Coefficient .688** 1.000
Sig. (2 tailed) .001 .
N 21 21

**Correlation is significant at 0.01 levels (2 tailed)
*Correlation is significant at 0.05 levels (2 tailed)
Source: SPSS-generated Output

Table 1depicts the result of bivariate analysis carried out between horizontal merger and sales
growth of quoted brewery companies in Nigeria. The result indicates that horizontal merger is
strongly and positively correlated to sales growth of quoted brewery companies in Nigeria(rho =
.688**) and this correlation is significant at 0.01 level as indicated by the symbol **, Based on
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this result, the null hypothesis (Hoi) is rejected and the alternate hypothesis is accepted. This
means that we then accept that there is strong positive and significant relationship between
horizontal merger and sales growth of quoted brewery companies in Nigeria.

Table 2: Result of bivariate analysis between horizontal merger and market share
growth of quoted brewery companies in Nigeria

Horizontal Merger Market Share

Growth
Spearman Horizontal Merger  Correlation Coefficient 1.000 .807**
Rank(rho) Sig. (2 tailed) . .001
N 21 21
Market Share Correlation Coefficient .807** 1.000
Growth Sig. (2 tailed) .001 .
N 21 21

**Correlation is significant at 0.01 levels (2 tailed)
*Correlation is significant at 0.05 levels (2 tailed)
Source.: SPSS-generated Output

Table 2 presents the result of bivariate analysis carried out between horizontal merger and market
share growth of quoted brewery companies in Nigeria. The result shows that horizontal merger
has a very strong and positive correlation with market share growth of quoted brewery companies
in Nigeria (rho = .807**) and this correlation is significant at 0.01 level as indicated by the symbol
** As a result of this, we then reject the null hypothesis (Ho;) and accept the alternate hypothesis
which states that there is very strong positive and significant relationship between horizontal
merger and market share growth of quoted brewery companies in Nigeria.

Table 3: Result of bivariate analysis between horizontal acquisition and sales growth
of quoted brewery companies in Nigeria

Horizontal Sales
Acquisition Growth
Spearman Horizontal Correlation 1.000 J12%*
Rank(rho) Acquisition Coefficient . .001
Sig. (2 tailed) 21 21
N
Sales Correlation J12%* 1.000
Growth Coefficient .001 .
Sig. (2 tailed) 21 21
N

**Correlation is significant at 0.01 levels (2 tailed)
*Correlation is significant at 0.05 levels (2 tailed)
Source: SPSS-generated Output

Table 3shows the result of bivariate analysis carried out between horizontal acquisition and sales
growth of quoted brewery companies in Nigeria. The result indicates that horizontal acquisition
has a strong positive correlation with sales growth of quoted brewery companies in Nigeria (rho
= .712*%*) and the symbol ** signifies that this correlation is significant at 0.01 level. Based on
this result, the null hypothesis (Hos) is rejected and the alternate hypothesis is accepted. This
means that we then accept that there is a strong positive and significant relationship between
horizontal acquisition and sales growth of quoted brewery companies in Nigeria.
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Table 4: Result of bivariate analysis between horizontal acquisition and market share
growth of quoted brewery companies in Nigeria

Horizontal Market Share
Acquisition Growth
Spearman Horizontal Correlation 1.000 .840%**
Rank(rho) Acquisition Coefficient . .001
Sig. (2 tailed) 21 21
N
Market Share Correlation .840** 1.000
Growth Coefficient .001 .
Sig. (2 tailed) 21 21
N

**Correlation is significant at 0.01 levels (2 tailed)
*Correlation is significant at 0.05 levels (2 tailed)

Source: SPSS-generated Output

Table 4depicts the result of bivariate analysis carried out between horizontal acquisition and market
share growth of quoted brewery companies in Nigeria. The result shows a very strong positive
relationship between horizontal acquisition and market share growth of quoted brewery companies
in Nigeria (rho = .840**) and this correlation is significant at 0.01 level as indicated by the symbol
**_ Consequently, the null hypothesis (Ho4) is rejected and the alternate hypothesis is accepted.
This means that we then accept that there is very strong positive and significant relationship
between horizontal acquisition and market share growth of quoted brewery companies in Nigeria.

Table 5: Result of bivariate analysis between horizontal alliance and sales growth of
quoted brewery companies in Nigeria

Horizontal Sales
Alliance Growth
Spearman Horizontal Correlation 1.000 576%*
Rank(rho) Acquisition Coefficient . .001
Sig. (2 tailed) 21 21
N
Sales Growth Correlation .576%* 1.000
Coefficient .001 .
Sig. (2 tailed) 21 21
N

**Correlation is significant at 0.01 levels (2 tailed)
*Correlation is significant at 0.05 levels (2 tailed)
Source: SPSS-generated Output

Table 5contains the result of bivariate analysis carried out between horizontal alliance and sales
growth of quoted brewery companies in Nigeria. The result shows that a horizontal alliance is
moderately and positivelycorrelated to sales growth of quoted brewery companies in Nigeria (rho
= .576**) andthe symbol ** indicates that this correlation is significant at 0.01 level. Based on
this result, the null hypothesis (Hos) is rejected and the alternate hypothesis is accepted. This
implies that we then accept that there is moderate positive and significant relationship between
horizontal alliance and sales growth of quoted brewery companies in Nigeria.

Table 6: Result of bivariate analysis between horizontal alliance and market share
growth of quoted brewery companies in Nigeria
Horizontal Market Share
Alliance Growth
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Spearman Horizontal Correlation 1.000 651

Rank(rho) Acquisition Coefficient . .001
Sig. (2 tailed) 21 21
N

Market Share Correlation 651 1.000
Growth Coefficient .001 .

Sig. (2 tailed) 21 21
N

**Correlation is significant at 0.01 levels (2 tailed)
*Correlation is significant at 0.05 levels (2 tailed)
Source: SPSS-generated Output

Table 6presents the result of bivariate analysis carried out between horizontal alliance and market
share growth of quoted brewery companies in Nigeria. The result shows that horizontal alliance is
strongly and positively correlated to market share growth of quoted brewery companies in Nigeria
(rho = .651**) and this correlation is significant at 0.01 level as indicated by the symbol **. Based
on this result, the null hypothesis (Hoe) is rejected and the alternate hypothesis is accepted. This
means that there is strong positive and significant relationship between horizontal alliance and
market share growth of quoted brewery companies in Nigeria.

Discussion of Findings

This study found a strong positive relationship between horizontal merger and sales growth of
quoted brewery companies in Nigeria. This finding emerged from the result of the bivariate analysis
carried out on two variables in the first hypothesis. The result revealed that horizontal merger is
strongly and positively correlated to sales growth of quoted brewery companies in Nigeria (rho =
.688**) and this correlation is significant at 0.01 level. Based on this result, the null hypothesis
(Ho:) was rejected and the alternate hypothesis was accepted. This means that we then accepted
that there is strong positive and significant relationship between horizontal merger and sales
growth of quoted brewery companies in Nigeria.This finding is supported by Ngaru (2016) who
noted that horizontal merger significantly increase the sales of a company. Stankova et al (2018)
also agreed with this finding when they stated that a company is likely to grow its sales if it mergers
with its closest rival.

This study also found a strong positive and significant relationship between horizontal merger and
market share growth of quoted brewery companies in Nigeria. This finding was derived from the
result of the bivariate analysis carried out on the two variables in the second hypothesis. The result
revealed that horizontal merger has a very strong and positive correlation with market share
growth of quoted brewery companies in Nigeria (rho = .807**) and this correlation is significant
at 0.01 level. As a result of this, we then rejected the null hypothesis (Ho,) and accepted the
alternate hypothesis which states that there is very strong positive and significant relationship
between horizontal merger and market share growth of quoted brewery companies in Nigeria.This
finding is in line with the research conducted by Chatizkel (2009) which reported that horizontal
merger significantly increase the customer base of a firm. Sudarsanam (2010) also agreed with
this finding when she revealed that a company can increase its market share if it embraces
horizontal merger with its major competitor. This study discovered a strong positive and significant
relationship between horizontal acquisition and sales growth of quoted brewery companies in
Nigeria. This finding was deduced from the result of the bivariate analysis carried out on the two
variables in the third hypothesis. The result revealed that horizontal acquisition has astrong positive
correlation with sales growth of quoted brewery companies in Nigeria (rho = .712**) and this
correlation is significant at 0.01 level. Based on this result, the null hypothesis (Hos) was rejected
and the alternate hypothesis was accepted. This means that we then accepted that there is a
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strong positive and significant relationship between horizontal acquisition and sales growth of
quoted brewery companies in Nigeria. This finding is consistent with the research conducted by
Cai and Obara (2008) which reported that horizontal acquisition enables a company to increase its
sales turnover. Mutura (2009) also supported this finding when they stated that a company has a
better chance of growing its sales if it acquire existing company in the same line of business. This
study found a very strong positive and significant relationship between horizontal acquisition and
market share growth of quoted brewery companies in Nigeria. This finding emerged from the result
of the bivariate analysis carried out on the two variables in the fourth hypothesis. The result
showed a very strong positive relationship between horizontal acquisition and market share growth
of quoted brewery companies in Nigeria (rho = .840**) and this correlation is significant at 0.01
level. Consequently, the null hypothesis (Hos4) was rejected and the alternate hypothesis was
accepted. This means that we then accepted that there is very strong positive and significant
relationship between horizontal acquisition and market share growth of quoted brewery companies
in Nigeria. This finding is supported by Mata and Portugal (2002) who noted that a company that
acquires another company in its industry is likely to increase its market share and profitability.
Ortilieb (2020) agreed with this finding when he stated that horizontal acquisition significantly
boosts the market share of a firm.

This study also found a moderate positive and significant relationship between horizontal alliance
and sales growth of quoted brewery companies in Nigeria. This finding was derived from the result
of the bivariate analysis carried out on the two variables in the fifth hypothesis. The result revealed
that horizontal alliance is moderately and positively correlated to sales growth of quoted brewery
companies in Nigeria (rho = .576**) and this correlation is significant at 0.01 level. Based on this
result, the null hypothesis (Hos) was rejected and the alternate hypothesis was accepted. This
implies that we then accepted that there is moderate positive and significant relationship between
horizontal alliance and sales growth of quoted brewery companies in Nigeria. This finding is
consistent with the research conducted by Barringer and Harrison (2000)and Bhide (2001) as both
studies revealed that horizontal alliance significantly enhance sales growth of a firm.

Finally, it was discovered that horizontal alliance has strong positive and significant relationship
with market share growth of quoted brewery companies in Nigeria. This finding emanated from
the result of the bivariate analysis carried out on the two variables in the eighth hypothesis. The
result showed that horizontal alliance is strongly and positively correlated to market share growth
of quoted brewery companies in Nigeria (rho = .651**) and this correlation is significant at 0.01
level. Based on this result, the null hypothesis (Hos) was rejected and the alternate hypothesis
was accepted. This means that we then accepted that there is strong positive and significant
relationship between horizontal alliance and market share growth of quoted brewery companies
in Nigeria. This finding is supported by Ahmed and Nadeem (2015) and Findik and Beyhanb (2015)
as their studies revealed that horizontal alliance significantly increase the customer base of a firm.

CONCLUSIONS

From the analysis carried out, it was confirmed that horizontal integration strategies are capable
of improving the marketing performance of quoted brewery companies in Nigeria. The results of
this study proved this as horizontal merger was found to be significant predictor of sales growth
and market share growth of quoted brewery companies in Nigeria. Horizontal acquisition was also
reported to be a significant predictor of sales growth and market share growth of quoted brewery
companies in Nigeria. This study equally confirmed that horizontal alliance was significantly
correlated to sales growth and market share growth of quoted brewery companies in Nigeria. Since
horizontal merger, horizontal acquisition and horizontal alliance are significant predictors of sales
growth and market share growth, then it is concluded that horizontal integration strategies have
a significant relationship with the marketing performance of quoted brewery companies in Nigeria.
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The implication of this is that if quoted brewery companies in Nigeria adopt horizontal integration
strategies, it will improve their marketing performance.

RECOMMENDATIONS
The following recommendations are provided for this study:

1. That, quoted brewery companies in Nigeria particularly those that are experiencing poor
marketing performance should adopt horizontal integration strategies as it would improve
their marketing performance.

2. That, quoted brewery companies in Nigeria that are determine to increase sales and
position themselves in their industry as market leaders should adopt horizontal merger as
it would give them cost and differentiation advantages in their industry and increase their
sales volume and profitability.

3. That, quoted brewery companies in Nigeria that are determine to increase their market
share should acquire a company within the same line of business (horizontal acquisition)as
this would enable them expand their economies of scaleby acquiring the market share of
the purchased company and claiming its existing customer base and brand image.

4. That, quoted brewery companies in Nigeria that have a huge and difficult project to execute
should engage in horizontal alliance as such partnership with their closest rivals would
enable them execute the project successfully and improve their marketing performance.

5. Finally, it is recommended that quoted brewery companies in Nigeria should periodically
review their horizontal integration strategies to identify those areas that create rooms for
loopholes and adjust them accordingly to improve their marketing performance.
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