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ABSTRACT

This study conducts a comparative analysis of the impact of pre-inflation and post-inflation periods
on the promotion strategies and customer retention of Nigeria Breweries Plc. Inflation significantly
influences consumer behavior and marketing approaches, especially in Nigeria's volatile economic
environment. During pre-inflation periods, firms tend to adopt aggressive promotional tactics to
attract and retain customers, leveraging higher disposable incomes. Conversely, post-inflation
periods necessitate more value-focused promotions as consumers become more price-sensitive.
Using a managers opinion survey method approach, including qualitative interviews and
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quantitative analysis of sales and promotional data, this research examines how Nigeria Breweries
Plc adapts its marketing mix across these economic phases. The findings reveal that promotion
strategies significantly differ between pre- and post-inflation periods and that these differences
directly affect customer loyalty and retention. The study highlights the importance of strategic
flexibility in marketing and offers practical insights for managers to develop resilient promotion
plans that sustain customer relationships during economic fluctuations. This research contributes
to the broader understanding of marketing adaptation in emerging economies and underscores the
critical role of tailored promotional practices in ensuring long-term business viability amid
macroeconomic instability.

Keywords: Inflation, Promotion Strategies, Customer Retention, Nigeria Breweries Plc and
Economic Fluctuations

Introduction

Economic fluctuations significantly influence business operations, marketing strategies, and
consumer behavior. Among these fluctuations, inflation stands out as a critical factor that reshapes
how firms execute promotional activities and retain customers. Nigeria Breweries Plc, and other
brewing company, operates within a volatile economic environment where inflation rates have
historically oscillated, impacting business strategies and consumer purchasing power.
Understanding the influence of pre-inflation and post-inflation periods on Nigeria Breweries’
promotion strategies and customer retention is vital for sustainable business growth and
competitive advantage.

In an increasingly volatile global economy, inflation remains one of the most pervasive and
impactful macroeconomic indicators affecting business performance across industries and regions.
Nigeria, as one of Africa’s largest economies, has experienced significant fluctuations in inflation
rates over the past decades due to factors such as oil price variations, government policies,
exchange rate instability, and global economic pressures (Central Bank of Nigeria [CBN], 2020).
These fluctuations have profound implications for firms operating within Nigeria, influencing
strategic decision-making, pricing policies, consumer behavior, and overall market dynamics.

Nigeria Breweries Plc, as the leading beverage company in Nigeria and a dominant player in the
brewing industry, operates in a challenging economic environment where the impact of inflation
on marketing and customer engagement cannot be overstated. The company’s success hinges on
its ability to adapt promotion strategies effectively in response to shifting economic conditions.
During pre-inflation periods, consumers typically enjoy higher disposable incomes, allowing
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companies to deploy aggressive promotional tactics aimed at expanding market share and
reinforcing brand loyalty. Conversely, during post-inflation periods, economic hardships often lead
to reduced consumer spending, compelling firms to revise promotional efforts toward value for
money and customer retention.

This study seeks to examine and compare the effect of these two distinct economic phases—pre-
inflation and post-inflation—on Nigeria Breweries Plc’s promotion strategies and its ability to
retain customers. Understanding these dynamics is crucial not only for the company's strategic
planning but also for broader insights into effective marketing management in inflation-prone
economies.

The importance of adapting promotion strategies during different economic climates is well-
recognized within marketing literature. Firms that can modify their promotional mix—such as
discounts, loyalty programs, sponsorships, or advertising—appropriately in line with economic
realities are more likely to sustain customer loyalty and achieve long-term growth (Kotler & Keller,
2016). Failing to do so, especially in an inflationary context, can lead to customer attrition, reduced
sales, and diminished market competitiveness.

Furthermore, Nigeria’s beverage industry is characterized by intense competition with numerous
local and international brands vying for consumer attention. Therefore, the ability of Nigeria
Breweries Plc to sustain customer retention through tailored promotional activities during different
economic phases directly impacts its market dominance and profitability. Despite the significance
of this issue, empirical research explicitly comparing the impacts of pre- and post-inflation periods
on promotion strategies and customer retention within Nigeria’s context remains scant.

This research aims to fill this gap by offering a comparative analysis of how Nigeria Breweries Plc
adjusts its marketing strategies in response to inflationary fluctuations and the subsequent effects
on customer loyalty. The findings are expected to contribute valuable insights for managers,
policymakers, and scholars interested in strategic marketing and sustainable business practices
under economic uncertainty. Ultimately, this study underscores the need for agile marketing
strategies that can withstand the economic shocks and continue to foster strong customer
relationships in Nigeria’s dynamic market.

Inflation in Nigeria

Nigeria's economy has experienced recurrent inflationary pressures over the past decades due to
diverse factors such as oil price volatility, fiscal policies, currency devaluation, and external shocks
(Central Bank of Nigeria [CBN], 2020). The inflation rate has fluctuated dramatically, influencing
the cost of raw materials, pricing decisions, and consumer disposable income. During inflationary
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periods, consumers tend to tighten their spending, often prioritizing essential needs over
discretionary products like beer. Conversely, during periods of relative stability or deflation,
consumer confidence tends to increase, encouraging spending on leisure and luxury items (Okpara
& Ngwu, 2018). Inflation is a significant macroeconomic issue in Nigeria, characterized by a
continuous rise in the general price level of goods and services, which erodes consumers’
purchasing power (Central Bank of Nigeria [CBN], 2020). Nigeria has experienced fluctuating
inflation rates over the years, often driven by factors such as oil price shocks, exchange rate
volatility, fiscal deficits, and supply chain disruptions (Nwankwo & Ezeaku, 2019). For instance,
inflation reached over 18% in 2017 and remained high in subsequent years, notably affecting low-
and middle-income households and business operations (National Bureau of Statistics [NBS],
2022). The Nigerian government and the Central Bank have implemented various monetary
policies aimed at controlling inflation, including adjusting interest rates and currency stabilization
measures. However, persistent inflationary pressures continue to pose challenges to economic
stability, consumer confidence, and business sustainability, especially in sectors heavily dependent
on imported raw materials and inputs (Adewuyi & Oladipo, 2021). Understanding the dynamics
of inflation in Nigeria is crucial for policymakers and business leaders to develop effective
strategies that mitigate its adverse effects and promote sustainable economic growth.

Impact of Inflation on Marketing Strategies

Inflation directly affects marketing and promotional strategies across industries. Companies often
adapt their promotional mix — including advertising, discounts, gift offers, and loyalty programs
— to maintain sales volumes and customer loyalty amid economic uncertainty (Kotler & Keller,
2016). During pre-inflation periods, organizations may focus on aggressive promotional
campaigns to attract new customers and increase market share, leveraging higher consumer
spending capacity. In contrast, post-inflation periods often demand more cautious and value-driven
promotion strategies because consumers become more price-sensitive (Adejumo et al., 2020).

For Nigeria Breweries Plc, a critical player in Nigeria’s beverage industry, these strategic shifts
are particularly relevant. The company has to navigate the increased costs of raw materials,
production, and distribution during inflation, which often leads to changes in pricing strategies.
Simultaneously, it must innovate its promotional tactics to retain customers who may be
disinclined or unable to spend as freely. This balancing act is complex and requires detailed
understanding and agility in promotional planning.

Inflation significantly influences the marketing strategies of Nigerian Breweries Plc, compelling
the company to adapt its promotional activities and pricing policies to retain market share and
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consumer loyalty. During inflationary periods, rising raw material and operational costs often lead
to increased product prices, reducing consumer affordability and demand for discretionary goods
such as alcoholic beverages (Ojo & Adeoye, 2019). Consequently, Nigerian Breweries shifts its
marketing focus towards value-based promotions, discounts, and loyalty programs designed to
attract price-sensitive consumers and sustain sales volumes (Bamidele & Oladipo, 2020).
Additionally, the company emphasizes cost-efficient advertising channels and seeks strategic
partnerships or sponsorships to enhance brand visibility without excessive expenditure. During
post-inflation or stable periods, the company refocuses on brand positioning and innovation to
differentiate products and foster customer loyalty. Overall, inflation necessitates a dynamic and
flexible marketing approach that balances pricing, promotion, and value creation to navigate
economic fluctuations effectively (Adejumo et al., 2020).

Customer Retention and Economic Fluctuations

Customer retention, a core objective for any business, is equally influenced by economic
conditions. During inflationary periods, consumers typically exhibit reduced brand loyalty,
favoring affordable alternatives or substituting their preferred brands with cheaper options (Nwosu
& Okafor, 2019). Conversely, in stable or post-inflation periods, customers are more likely to
develop loyalty toward brands that effectively meet their needs and offer perceived value.
Customer retention strategies thus need to be dynamically adjusted based on macroeconomic
conditions to sustain sales and brand loyalty.

Economic fluctuations, which include periods of inflation, recession, or economic stability,
influence consumers' disposable income, spending patterns, and ultimately, their loyalty to brands.
During times of economic downturns or rising inflation, consumers tend to become more price-
sensitive, prioritizing essential goods and reducing discretionary spending (Abiola & Abiola,
2021). This shift necessitates that firms adopt adaptive strategies to maintain customer loyalty,
which becomes increasingly challenging during challenging economic periods.

In inflationary phases, consumers often reassess their expenditure priorities due to decreased
purchasing power. They seek value for money and are more likely to switch to alternatives or
brands offering cheaper options (Ojo & Adeoye, 2019). For companies that fail to adjust their
marketing and customer retention strategies to meet these changing needs, there is an increased
risk of losing loyal customers to competitors. On the other hand, during periods of economic
stability or recovery, customers are more willing to engage with brands through repeat purchases
and loyalty programs, making retention efforts more effective (Nwosu & Okafor, 2019).

For Nigerian breweries, this dynamic presents both challenges and opportunities. In times of
inflation, the company needs to implement customer retention strategies that emphasize value,

International Nexus Multidisciplinary Research Journal

https://inmrj.org



https://inmrj.org/
https://inmrj.org/

INTERNATIONAL NEXUS MULTIDISCIPLINARY RESEARCH JOURNAL
Impact Factor: 5.3. Vol: 2 Issue: 1 SEMINAR
https://inmrj.org

such as targeted loyalty programs, promotional discounts, and flexible pricing options. These
strategies can help mitigate the negative effects of inflation by reinforcing the perceived value of
their products and strengthening customer relationships (Ojo & Adeoye, 2019). Conversely, during
stable economic periods, efforts can focus on enhancing brand loyalty through quality
improvement, innovation, and engaging marketing campaigns that foster emotional connections
with consumers.

Furthermore, maintaining customer retention during economic fluctuations requires understanding
consumer behavior changes and employing relationship marketing techniques. Personalized
communication and targeted offers can reinforce the brand’s relevance, fostering a sense of loyalty
even in tough economic times (Abiola & Abiola, 2021). Brands that demonstrate empathy and
understanding of consumers’ financial constraints are more likely to retain their customer base in
the long run.

In conclusion, economic fluctuations pose significant challenges to customer retention, but they
also offer opportunities for brands to innovate their strategies. The ability of Nigerian breweries
and other firms to adapt their value propositions, communication, and promotional tactics in
response to changing economic realities is critical to sustaining loyalty. Given the volatility of
Nigeria's economy, continuous monitoring of macroeconomic indicators, combined with flexible
retention strategies, can ensure that companies remain resilient and maintain their market share
despite adverse economic conditions.

Empirical Evidence on Inflation and Business Strategies

Existing literature indicates that inflationary periods require firms to adopt more conservative
marketing approaches, emphasizing value, promotions, and customer engagement (Adejumo et al.,
2020). During inflation, businesses often rely on promotional discounts or bundle offers to
stimulate sales without significantly increasing prices, which may otherwise drive customers away.
Conversely, in post-inflation periods, firms tend to focus on brand positioning and loyalty
programs to recapture consumer confidence and spending.

In the context of Nigeria Breweries Plc, studies have shown that promotional strategies such as
sponsorships, price promotions, and promotional campaigns significantly influence consumer
buying behavior (Ojo & Adeoye, 2019). However, there is limited research comparing the
differential impacts of economic phases on these strategies and on customer retention specifically
within Nigeria’s brewing industry. This gap provides a compelling basis for analyzing how Nigeria
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Breweries navigates its promotional activities and customer loyalty metrics across varied
macroeconomic conditions.

Furthermore, empirical evidence suggests that inflation impacts investment decisions and market
entry strategies. In volatile economic conditions, firms tend to delay expansion plans and focus on
strengthening existing customer relationships rather than pursuing aggressive growth (Ogunleye
& Bello, 2021). Small and medium enterprises (SMEs) are particularly vulnerable, often resorting
to financial restructuring and cost minimization to adapt to inflationary challenges (Salaudeen &
Oladipo, 2022).

In Nigeria, empirical studies confirm that inflation exerts pressure on firms to innovate their
marketing, operational, and financial strategies. For example, research by Adewuyi and Oladipo
(2020) underscores that Nigerian companies, especially in the food and beverage sector, implement
flexible pricing, enhance product value, and employ targeted promotional campaigns during
inflationary cycles. These strategies aim to sustain competitiveness and ensure customer loyalty
despite rising costs.

In summary, empirical evidence consistently demonstrates that inflation influences a broad
spectrum of business strategies, from pricing and marketing to investment and operational
adjustments. Firms that proactively adapt their strategies in response to inflationary trends are
better positioned to navigate economic uncertainties and sustain their market presence.

Rationale for the Study

The significance of assessing the impact of inflation on promotional strategies and customer
retention lies in the strategic insights it offers. For Nigeria Breweries Plc, understanding how its
promotional tactics perform across different economic climates can inform future planning and
resilience-building. Additionally, the comparative analysis can unveil patterns and best practices
that could be adopted to mitigate the adverse effects of inflation, such as customer churn and
declining sales.

Furthermore, this study is relevant to policymakers and industry stakeholders seeking to stabilize
the business environment and support firms in developing effective response strategies during
economic fluctuations. Given Nigeria’s ongoing economic challenges and the importance of the
beverage industry to Nigeria’s economy and culture, this research has both practical and scholarly
significance.
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Conclusion

In summary, the dynamic economic landscape characterized by fluctuating inflation rates poses
both challenges and opportunities for Nigeria Breweries Plc. During pre-inflation periods,
promotional strategies tend to emphasize aggressive customer acquisition and market expansion,
leveraging higher consumer spending. Post-inflation, the emphasis shifts toward retention through
value-based promotions, loyalty programs, and brand positioning amidst tighter consumer
budgets.

Understanding the differential impacts of these economic phases on promotion strategies and
customer retention is essential for developing resilient marketing practices. This comparative
analysis will contribute to both academic discourse and practical management, providing valuable
insights into how Nigerian firms can adapt their promotional tactics to safeguard customer loyalty
and sustain growth regardless of macroeconomic shifts.
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