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Abstract 
The authors investigated the impact of strategic management on corporate 
performance. The strategic management was based on firm’s internal resources 
and capabilities. Primary data were employed for the study through the 
administration of structured questionnaire to 50 purposively selected 
respondents of five large-scale quoted Nigerian manufacturing firms: Nigerian 
Bottling Company Plc., Swipha Pharmaceutical Company, Nigerian Breweries 
Plc., Rasa Industries Limited, and Procter and Gamble. The data collected were 
analysed using percentage, mean, Pearson correlation statistic and analysis of 
variance (ANOVA). The results showed that strategic management had 
significant effect on the firms’ business performance (F = 22.131, p < 0.05). 
Also, strategic management had positive relationship with the firms’operational 
performance (r = 0.508). The authors concluded that strategic management is 
sine qua non in boosting corporate performance. They, therefore, recommended 
that organisations in Nigeria, whether manufacturing or service, should give 
adequate attention to strategic management as it is a critical success factor for 
improving performance. 
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Introduction 

In this contemporary world, it cannot be over emphasised that the world 
is evolving round, turning into a global village. There is a rapid change in the 
economic environment such that the product-market competition is ever 
increasing among industries, information technology is improving swiftly such 
that organisations use internet facilities and social networks to advertise and 
market their products. To compete successfully in this present competitive 
business environment, firms continually need to make some strategic plans, 
decisions and take some strategic actions by improving product quality and 
productivity, reducing product cost, promoting product and processinnovations, 
improving product delivery to the market, and strengthening customers’ 
goodwill (Çalişkan, 2010). Firms, therefore, need to strive to be at par with the 
global change, achieving competitive advantage position and enhancing 
performance relative to their competitors. Thus, strategic management plays an 
indispensable role in the competition. 

Strategic management is the process of making decision, planning, 
coordinating and taking some actions by the top managers of a company in 
order to achieve set goals and objectives (Pearce and Robinson, 2008). It is the 
set of decisions and actions that result in the formulation and implementation of 
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plans designed to achieve a company’s objectives. Decisions are of little use 
unless they are acted upon. Firms must take the necessary actions to implement 
their strategies. This requires top managers to allocate the necessary resources 
and to design the organization to bring the intended strategies to reality (Dess, 
Lumpkin and Marilyn, 2005). Because it involves long-term, future-oriented, 
complex decision making and requires considerable resources, top-management 
participation is crucial.  

Strategic management is an on-going process that evaluates and controls 
the business and the industries in which the company is involved, assesses its 
competitors, set goal and strategies to meet all existing and potential 
competitors and then reassesses each strategy to meet changed circumstances, 
new technology, new competitors, a new economic environment or a new 
social, financial or political environment (Muogbo, 2013). Strategic 
management is a three-tier process involving corporate business, functional-
level planners, and support personnel. 
 
Aim, Objectives and Hypotheses of the Study 

The aim of this study was to examine the impact of strategic 
management on corporate performance, using manufacturing firms as the case 
study. The specific objectives were to examine the practice of strategic 
management in Nigerian manufacturing firms; investigate how strategic 
management practices improve the firm’s business performance; and determine 
the relationship between strategic management practices and the operational 
performance of the firms. The hypotheses tested were two: 
 

i. Strategic management practices have no significant effect on business 
performance. 

ii. There is no positive relationship between strategic management and 
operational performance. 

 
Literature Review 
Strategic Management 

Strategy consists of the combinations of competitive moves and 
business approaches that managers employ to please customers, compete 
successfully, conduct operations and achieve organisational objectives 
(Thompson, Strickland and Gamble, 2005). Strategy can be characterized as 
senior managers’ response to the constraints and opportunities that they face 
(Meier, O'Toole, Boyne and Walker 2006). Strategic management, therefore, is 
a set of decisions and actions that result in the formulation and implementation 
of strategy designed to achieve a company’s objectives (Wheelen, Hunger, 
Hoffman, and Bamford, 2014). According to Thompson and Strickland (2007), 
it is the process whereby managers establish an organisation’s long-term 
direction, set specific performance objectives, development strategies to 
achieve these objectives in the light of all the relevant internal and external 
circumstances, and undertake to execute the chosen action plans.  
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In the view of Pearce and Robinson (2008), strategic management 
comprises of nine critical tasks which includes: 

 
i. Formulate the company’s mission, including broad statements about its 

purpose, philosophy, and goals. 
ii.  Conduct an analysis that reflects the company’s internal conditions and 

capabilities. 
iii. Assess the company’s external environment, including both the 

competitive and the general contextual factors. 
iv. Analyse the company’s options by matching its resources with the 

external environment. 
v.  Identify the most desirable options by evaluating each option in light of 

the company’s mission. 
vi.  Select a set of long-term objectives and grand strategies that will 

achieve the most desirable options. 
vii.  Develop annual objectives and short-term strategies that are compatible 

with the selected set of long-term objectives and grand strategies.  
viii. Implement the strategic choices by means of budgeted resource 

allocations in which the matching of tasks, people, structures, 
technologies, and reward systems is emphasized. 

ix. Evaluate the success of the strategic process as an input for future 
decision making. 
 
Dess, Lumpkin and Eisner (2007) state that strategic management 

consists of the analyses, decisions, and actions which an organization 
undertakes in order to create and sustain competitive advantages. They 
explained that the definition captures two key elements of strategic 
management. First, the strategic management of an organisation entails three 
on-going processes: analysis, decisions, and actions. This implies that strategic 
management is concerned with the analysis of strategic goals (vision, mission, 
and strategic objectives) along with the analysis of the internal and external 
environment of the organisation. Thus, leaders and managers must make 
strategic decisions based on analysis, and take necessary actions to implement 
the decisions. Second, the essence of strategic management is the study of why 
some firms outperform others. Managers need to determine how a firm is to 
compete so that it can obtain advantages that are sustainable over a lengthy 
period of time. 

Oyedijo (2013) and Wheelen, Hunger, Hoffman and Bamford (2014) 
express that strategic management process comprises of four components 
which include: 

 
i. Situation Analysis: Situation analysis is the first component of strategic 

management process. It is used to determine the kind of environment 
(internal and external) in which the strategy will be executed. 
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ii. Strategy Formulation: It is the planning stage. It is also used to 
determine what resources, such as financing, tools, and skills that are 
needed to achieve the goals. 

iii. Strategy Implementation: This involves putting plan into action. It 
includes educating the workforce on what needs to be done, delegating 
tasks and completing the work. 

iv. Evaluation: This implies that once the strategy has been executed, the 
next step is to evaluate the process in order to determine if organisation 
goals have been achieved. 

 
Corporate Performance  

The concept of corporate performance is based upon the idea that an 
organization is the voluntary association of productive assets, including human, 
physical, and capital resources, for the purpose of achieving a shared purpose 
(Alchian and Demsetz, 1972; Barney, 1995; Carton, 2004). It is said that the 
essence of performance is the creation of value. Therefore, value creation, as 
defined by the resource provider, is the essential overall performance criterion 
for any organization. According to Richard (2008) and Leito and Franco 
(2010), business performance encompasses three specific areas of firm 
outcomes: (i) financial performance (profits, return on assets, return on 
investment, etc.); (ii) market performance (sales, market share, etc.); and (iii) 
shareholder return (total shareholder return, economic value added, etc.).  

A  business  organisation  could  measure  its  performance  using  the  
financial  and  non-financial measures.  The  financial  measures  include  
profits, return on assets, return on investment and sales, while the non-financial 
measures focus on issues pertaining to customer`s satisfaction and customer`s 
referral rates, delivery time, waiting time and employee`s turnover. Bucklin and 
Sengupta (1993) claim that financial measures of performance such as sales and 
profits, may not clearly reflect the quality of the firms’ performance. Financial 
measures are objective, simple and easy to understand and compute, but in 
most cases, they suffer from being historical and are not readily available in the 
public domain. Geringer and Hebert (1991) suggest that financial data are often 
not published, and when that type of data is made public, it will be merely 
incorporated in calculations of financial performance. In fact, a financial 
measure is unlikely to capture the relative performance of the firms. 

An alternative way is to apply the non-financial measures, though 
subjective in nature, as supplements to the financial measures (Sandberg & 
Hofer, 1987; Covin and Slevin, 1989). The non-financial measures relate to the 
operational performance of firms. The combinations of these two measures 
(financial and non-financial) help managers to gain a wider perspective on 
measuring and comparing their corporate performance, in particular the extent 
of effectiveness and efficiency in utilizing the resources, competitiveness and 
readiness to face the growing external pressure (Chong, 2008). 
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Review of Empirical Studies 
Several empirical studies have been conducted to show the relationship 

between strategic management and corporate performance. In recent time, 
Meier, O'Toole, Boyne and Walker (2006) investigate the effect of strategic 
management on performance of public organisations (a case study of public 
schools). The results showed that strategy can be separated out from other 
elements of management for a distinguishable assessment of its impact on 
organizational performance. Using regression analysis, the findings showed 
that strategic management was positively related to the performance of the 
public organisations. They also identified strategic actors (prospectors, 
defenders, and rectors) and found that the defender strategy is the most 
effective for the primary mission of the organization and that the prospector 
and reactor strategies work best in regard to the goals of the more politically 
powerful elements of the organization’s environment. 

Gichunge (2007) examines the effect of formal strategic management 
on organisational performance of medium-sized manufacturing enterprises in 
Nairobi Kenya. He investigated the effect of various administrative/legal 
factors on the extent to which formal strategic management are adopted. Using 
a semi-structured questionnaire, results showed that the firms have not fully 
adopted formal strategic management and that administrative/legal factors and 
competition influence adoption of strategic management which has positive 
relationship with the firms’ performance. Similarly, Nmadu (2007) and 
Akingbade (2007) in their studies, support the claim of positive relationship 
between strategic management and corporate performance in Nigeria. Their 
studies revealed that an organization’s financial performance tends to increase 
with a unit increase in the level of practice of strategic management. The higher 
the overall level of strategic management practice, the higher the financial 
performance of the organization. 

Dauda, Akingbade and Akinlabi (2010) examine the influence of 
strategic management on corporate performance in selected small scale 
enterprises in Lagos, Nigeria. Cross sectional survey research method was 
adopted for the study and 140 participants were randomly selected among 
small-scale enterprises in Lagos metropolis. Findings of the study show that 
strategic management enhances both organizational profitability and company 
market share. 

 
Askarany and Yazdifar (2012), investigate the diffusion of six proposed 

strategic management tools of the past few decades through the lens of 
organizational change theory, examined the relationship between the adoption  
of  these  techniques  and  organizational  performance  in  both  manufacturing  
and  non-manufacturing organizations  in  New  Zealand.  The  findings  
suggest  a  significant  association  between  the  diffusion  of  these relatively 
new strategic management tools and organizational performance. 

Muogbo (2013) examines the impact of strategic management on 
organisational growth and development in selected manufacturing firms in 
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Anambra state. The study uses a descriptive survey design to collect detailed 
and factual information. Cluster sampling was used to select equal number of 
manufacturing firm s from each sample cluster in the study. The data collection 
instrument was a structured questionnaire. He found out that Strategic  
management  was  not  yet  a  common  business  practice  among  
manufacturing  firms  in  Anambra State.   

This study, therefore, attempts to contribute to the existing body of 
empirical studies on the relationship between strategic management and 
corporate performance using resource-based approach. 

 
Theoretical Framework 
Resource-Based Theory  

The resource-based theory emanates from the principle that the source 
of firm’s competitive advantage lies in their internal resources, as opposed to 
their positioning in the external environment. That is rather than simply 
evaluating environmental opportunities and threats in conducting business, 
competitive advantage depends on the unique resources and capabilities that a 
firm possesses (Barney, 1995). The resource-based approach of the firm 
predicts that certain types of resources owned and controlled by firms have the 
potential to generate competitive advantage as well as superior firm 
performance. 

The resource-based approach stipulates that in strategic management the 
fundamental sources and drivers to firms’ competitive advantage and superior 
performance are mainly associated with the attributes of their resources and 
capabilities which are valuable and costly-to-copy (Peteraf and Bergen, 2003). 
Firm resources include all assets (human and materials), capabilities, 
organisational processes, firm attributes, information, knowledge, etc. 
controlled by a firm that enable the firm to conceive and implement strategies 
that improve its efficiency and effectiveness (Barney, 1995).  

In this study, the resource-based theory of the firm’s competitive 
advantage was the underlying theoretical foundation as the study focused on the 
internal attributes (i.e. resources, capabilities and systems) of the organization 
towards attaining competitive advantage. Hence, it justifies the adoption of the 
resource-based approach as the main research tenet. 
 
Methodology 

The study relied on primary data which was obtained through the 
administration of structured questionnaire. Five manufacturing firms (Nigerian 
Bottling Company Plc., Swipha Pharmaceutical Company, Nigerian Breweries 
Plc., Rasa Industries Limited, and Procter and Gamble) located in Lagos 
Metropolis were selected for this study using purposive sampling 
techniques.The selected manufacturing firms are widely recognised as market 
leaders in Nigeria. Purposive sampling technique was also employed to select 
the respondents who are managers of various departments since they are the 
officers that make strategic decisions and coordinate resources. The managers 



Ife Journal of the Humanities and Social Studies (IJOHUSS) Vol. 2 No 2, 2015  

 

were drawn from ten departments which include human 
resource/administration, finance, accounts, supply chain, production, quality 
assurance, engineering, internal audit, procurements, and marketing. Therefore, 
a sample size of 50 respondents was examined in this study. 

The questionnaire was determined through face, content and constructs 
validities. First, the questions were framed in such a manner that they were 
easily understood and exactly conveyed their sense and purpose to the 
respondents. Moreover, the draft questionnaire was given to some academic 
staff of Obafemi AwolowoUniversity for scrutiny and modificationin the light 
of the research objectives. The logic and sequence of the research instrument 
was confirmed by Cronbach’s coefficient alpha, which measures internal 
consistency, i.e. construct validity. The Cronbach’s Alpha of the questionnaire 
was 0.732, indicating that the variables of questionnaire were highly reliable. A 
5-point Likert scale was used in the questionnaire with SA (Strongly Agree) of 
weight 5, A (Agree) of weight 4, N (Neutral) of weight 3, D (Disagree) of 
weight 2, and SD (Strongly Disagree) of weight 1.  

The independent variable of the study is “strategic management” which 
was measured by organisation’s internal processes (resources, capabilities and 
systems), and the dependent variable is “performance”, measured by business 
performance (profit margin, sales turnover, market shares), and operational 
performance (customer’s satisfaction, product quality, delivery time, product 
innovation). Data collected were analysed using frequency, percentage, 
weighted mean, Pearson Correlation Statistic and analysis of variance 
(ANOVA). 
 
Data Analysis and Discussion 

Fifty (50) copies of the questionnaire were administered in the study, 
and the all the 50 copies were thoroughly filled and returned; thus, the response 
rate was 100%. The socio-demographic characteristics of the respondents 
revealed that data were supplied by officers who have sound knowledge of 
strategic management practices. All the respondents had at least first degree or 
its equivalent with management-related professional qualifications. Besides, the 
respondents occupied management positions with good years of service in the 
firms. So, the data obtained could be adjudged reliable. 
 
Strategic Management Practices in the Nigerian Manufacturing Firms 

The analysis in Table 1 showed that a very high proportion (above 
90.0%) of the respondents agreed that the firms have clear strategic goals, 
competent employees, and encourage participation of employees in decision 
making. Eighty-six percent of the respondents indicated that the firms employ 
multisource of data for situation analysis, and are concerned about adding value 
to employees. Also, about 80.0% of the respondents indicated that the 
manufacturing firms engage in Production processes 
development/implementations as well as adhering to quality guides during 
production processes.  Furthermore, the firms employ suitable pricing policy, 
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and financial benchmarking as part of strategic management practices. This was 
attested by three-quarter of the respondents. The analysis also showed that 
majority of the respondents (76.0%) agreed that the firms organise suitable 
training programmes for employees, put in place measures to develop 
innovation capabilities and use of latest technology for R&D. These results 
showed that the manufacturing firms adequately engaged strategic management 
practices to keep themselves market leaders. 

The results in Table 2 revealed that the firms practiced strategic 
management extensively as attested by about 80% of the respondents. The 
results of this study is quite contrary to the findings of Muogbo (2013) who 
asserted that strategic management was not yet a common business practice 
among manufacturing firms in Anambra State, in particular and Nigeria in 
general. This study showed that large-scale manufacturing firms in Nigeria 
adequately engage the tools of strategic management to gain competitive 
advantages. 
 
Table 1: Strategic Management Practices in the Manufacturing Firms 

SM Practice Percentage of Respondents 

Clear strategic goals  96.0 

Participation in decision making  91.0 

Multisource of data  86.0 

Suitable pricing policy  78.0 

Production processes development & 
implementations  

83.0 

Follow quality guides  82.0 

Financial benchmarking 76.0 

Competent employees  93.0 

Suitable training programs  67.0 

Developing innovation capabilities  74.0 

Company concern about adding value to 
employees  

86.0 

Using latest technology for R&D  62.0 

Source: Field Survey, 2014 
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Table 2:  Extent of Strategic Management Practice (%) 

Implementation Excellent Good Fair Poor Very 

Poor 

Examine the extent of strategic 

management practice in your 

company 

52.0 28.0 18.0 2.0 0.0 

Source: Field Survey, 2014 
 
 
Strategic Management Practices and Business Performance of Firms 

The analysis in Table 3 showed the effect of strategic management 
practice on the business performance of the manufacturing firms. Out of 50 
respondents, 88.0% agreed that the profit margin of the firms improved as a 
result of strategic management practices, and this was confirmed by a high 
mean value of 4.30 in a 5-point scale. Besides, a high proportion (84.0%) of the 
respondents agreed that strategic management brought about increase in the 
companies’ sales turnover, which was confirmed by a high mean value of 4.12. 
The analysis further revealed that 76.0% of the respondents agreed that 
strategic management improved the market share of the company, 16.0% 
remained neutral, 2.0% disagreed, 6.0% strongly disagreed and it was 
confirmed by a high mean value of 4.06. 

 
 
Table 3: Effect of Strategic Management on Business Performance (%) 

Business Performance  SA A N D SD Mean 

The profit margin of the company is 

improved 

52.0 36.0 6.0 2.0 4.0 4.30 

It brings about increase in the 

company`s sales turnover 

40.0 44.0 8.0 4.0 4.0 4.12 

It improve the market share of the 

company 

44.0 32.0 16.0 2.0 6.0 4.06 

Source: Field Survey, 2014 
 
 

To test the Hypothesis 1 of the study, the four basic elements of 
strategic management were regressed against the profit margin of the selected 
manufacturing firms. From the analysis in Table 4a, although strategic 
management practice in the selected firms could explain about 32% of the 
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change in profitability as indicated by the R2 value, there is a positive 
relationship between strategic management and firm profitability (R = 0.562). 
This implies that as the level of strategic management practices increases, 
business performance of firms also increases. Moreover, the analysis of 
variance (ANOVA) in Table 4b showed that strategic management practices 
had significant effect on the business performance of the firms (F = 22.131, p < 
0.05). These results of this study are consistent with the past studies of Nmadu 
(2007), Gichunge (2007) and Dauda et al. (2010) that strategic management 
practices enhance both organizational profitability and company market share. 

 
Table 4a: Relationship between Strategic Management and Business 
Performance 

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

0.562 0.316 0.301 0.814 

 
 
Table 4b: Effect of Strategic Management on Business Performance 
(ANOVA) 

Model Sum of Squares df Mean Square F Sig. 

Regression 14.674 1 14.674 22.131 0.000 

Residual 31.826 48 0.663   

Total 46.500 49    

a. Dependent Variable: profit margin 
b. Predictors: (constant), internal processes 
 
 
Strategic Management and Operational Performance of Firms 

The analysis in Table 5 showed the effect of strategic management 
practices on the operational performance of the manufacturing firms. Ninety 
percent of the respondents agreed that strategic management aids the 
procurement of raw materials and timely delivery of products, which was 
attested to by a very high mean value of 4.36. Also, a high proportion of the 
respondents (90.0%) agreed that strategic management aids the utilization of 
human and material resources, and it was confirmed by a high mean value of 
4.26. The analysis further revealed that 88.0% of the respondents agreed that 
strategic management brings about the innovation of new products, and it was 
confirmed by a high mean value of 4.30. Also, very high mean values of 4.46 
and 4.34 confirmed that strategic management practices led to improved 
product quality and customer’s retention respectively. These results were 
consistent with previous similar studies by Covin and Slevin (1989), Meier et 
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al. (2006) and Muogbo (2013) which revealed that strategic management 
enhanced operational performance as well as the structural development of 
organisations. 
  
Table 5: Effect of Strategic Management on Operational Performance (%) 

Operational Performance SA A N D SD Mean 

It aids the procurement of raw material 

and timely delivery of products 

50.0 40.0 8.0 0 2.0 4.36 

It aids the utilization of human and 

material resources 

40.0 50.0 8.0 0 2.0 4.26 

It brings about the innovation of new 

products 

46.0 42.0 10.0 0 2.0 4.30 

Product quality of the company is 

improved 

50.0 46.0 4.0 0 0 4.46 

Goodwill has been created in the 

company in relation to customers 

retention 

48.0 42.0 8.0 0 2.0 4.34 

Source: Field Survey, 2014 
 

To test the Hypothesis 2 of this study, the level of practice of Strategic 
Management was correlated with the operational performance (product quality) 
of the manufacturing firms using Pearson Correlation Statistic. From the 
analysis in Table 6, there was a strong and positive relationship between 
strategic management and the operational performance of firms (r = 0.508, p < 
0.05). This implies that strategic management is directly related to firm’s 
operational performance. Thus, as strategic management practices increase, the 
operational performance of firms also increases. 
 
Conclusion and Recommendation 

From the information on the analysis obtained from the respondents and 
the interpretation of the tested hypothesis, it was found that there was a 
significant relationship between strategic management and corporate 
performance of the selected Nigerian manufacturing firms. Also, strategic 
management was practiced to a significant extent in the large-scale 
manufacturing firms. Therefore, we concluded that strategic management is a 
veritable tool for improving the profitability, product quality and innovation, 
delivery time and customer satisfaction. 
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 Based on the findings in this study, we recommended that Nigerian 
firms (whether manufacturing or service organisations) should make it a matter 
of policy to give adequate attention to strategic management with focus on 
organisation’s internal resources, capabilities and systems in order to create 
competitive advantage. In addition, entrepreneurial institutes and business 
schools in Nigeria should intensify their efforts to promote the learning of 
strategic management. 
 
Table 6: Correlation of Strategic Management and Operational 

Performance of Firms 

 Strategic 

Management 

Product 

Quality 

Strategic 

Management 

Pearson Correlation 1 0.508 

Sig. (2-tailed)  0.000 

N 50 50 

Product Quality 

Pearson Correlation 0.508 1 

Sig. (2-tailed) 0.000  

N 50 50 

Source: Author`s Computation 
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