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Abstract: This study examined customer education and brand performance of pharmaceutical companies 
in South-South, Nigeria. The study used the purposive sampling technique to select fifteen (15) elements 
from marketing, sales and customer service departments of each firm. These were seen as the elements in 
a better position to provide the necessary research information for the study. From computations, the 
number gotten was sixty (60). This served as the sample units (the respondents) that participated in the 
study. However, from the sixty (60) questionnaires distributed, fifty four (54) representing 90% were 
returned, valid and used for the analysis, while six (6) representing 10% were not returned. The data 
collected for the study was analysed and hypotheses were tested using Spearman’s correlation 
coefficients. The study found a significant association between the variables of the study. Based on the 
findings, the study concludes that, a strong and positive association exists between customer education 
and brand performance. As such, it is recommended that; pharmaceutical companies that seek to improve 
on their brand performance should consider customer education. Pharmaceutical companies should 
regularly educate customers about their offerings to improve brand awareness, preference and  
reputation. 

Keywords: Customer Education, Brand Performance, Brand Awareness, Brand Preference, Brand 
Reputation  

 

 

 

INTRODUCTION 

The environment of business recently is characterized by rapid development of information 
technology coupled with recent, faster and more efficient ways to help   marketers communicate 
with their audience in an exceptional way. Being in an era of intense competition where 
everyone is striving for a better position, organizations are necessitated to differentiate their 
products. This can also be achieved through branding.  

The capacities of organizations to significantly affect their business situations are possible 
through the introduction of their own brands. Hence, this has become a measure for the 
distinguishing proof of its products and business ventures. Organizations are seen to have taken 
advantage of branding as a method by which they can improve their own performance as well as 
gaining loyal customers. They now have expanding patterns in making a brand for their own 
items. This gives their customers higher opportunities to identify them, and also help encourage 
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or champion the introduction and improvement of marketing policies, together with giving them 
the chance to get through new markets. 

According to Gupta and Zeithamlm (2006), the fortunes of a firm rely on how well its brands 
perform in the marketplace as this is a priority to the attainment of marketing goals. An optimal 
brand performance begins with effectively exposing the brand to a target audience, so that 
required engagement can be created in the long run. 1n 1977, Honebein defined customer 
education as “the process by which companies systematically share their knowledge and skills 
with external customers to foster the development of positive attitudes”. This means customer 
education is not limited to exposing skills to business professionals alone but also individuals 
and exposing skills to individuals remains one of the best form of keeping customers engaged. 
The positive attitudes are evident in every stage of the decision making process, which 
eventually leads to a better ability to use a product. Aubert et al (2005) shifted the meaning of the 
term to the online sphere. He saw Customer Education as “a peripheral service dedicated to help 
consumers of online services to better understand the process (how to use the service) and the 
content (what is the service). 

The pharmaceutical industry on its part is seen to be different from other markets (Kay, 2017), 
and current societal challenges play a major role in this. As life expectancy increases by the day, 
people now pay more attention to their health as more is seen to be spent on medication than 
before. This has placed the pharmaceutical industry under pressure (Moschis & Friend, 2018). 
Being Africa’s largest consumer market, Nigeria is seen as the next frontier for pharma after 
South Africa (Tania, et al 2017). In the midst of the economic downturn that has cast a different 
light on the prospects of the pharmaceutical industry, Nigeria still offers an attractive opportunity 
for firms that have realistic expectations together with the ability to tailor creative strategies in 
the local context that suits patient’s journeys. However, the economic setbacks and the sensitive 
nature of consumers have made some firms in the industry wonder if robust growth is still 
attainable. This comes as a result of the low patronage experienced by some firms in the 
industry. In 2019, Ogundipe and Obinna’s report in the Vanguard Newspaper indicates that most 
pharmaceutical companies are not successful today because of customer’s preference on foreign-
made drugs over locally made ones. In the report, Pharmatex Company explained how the low 
performance by brands in the pharmaceutical industry in Nigeria is described as a big threat to 
the survival of the industry.  

According to Yasin and Ozen (2016), despite the increasing level of health-related information 
available on the internet, it still appears that many health care consumers need assistance in 
understanding product information as consumers are seen to be  confused and sometimes afraid 
when presented with drugs that are unpopular and yet to be experienced. Delorme (2017) 
claimed that though TV, radio, newspaper, product leaflets, and in store adverts help consumers 
in gaining product information, it has limited impact on pharmaceutical brand choices and level 
of exposure. That notwithstanding, studies have shown how customer education has helped in 
improving brand performance if properly applied. This however, has not ruled out the evidence 
of poorly performed pharmaceutical companies despite having some of these firms engaging the 
strategy. Based on the foregoing, the study sought to find out the association between customer 
education and Brand Performance of pharmaceutical companies in South-South, Nigeria. 
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LITERATURE REVIEW 

Theoretical Foundation 

This study is based on Diffusion of Innovations Theory. This theory was developed by Everett 
M. Rogers in 1962. It appeared in communication and gives an explanation on how an idea or 
product gains impetus and spreads through a population or social system over a period of time. 
Being part of the social system, people adopt new ideas, behavior or product as a result of this 
diffusion. Adoption entails altering previous performances like acquiring a new behavior, buying 
or using a new product etc.). Diffusion is seen to be possible only if individuals perceive ideas, 
behaviors, or products as new. In a social system, adopting an innovation does not happen 
simultaneously, it is rather a process where some individuals adopt the innovation more quickly 
than others. 

 The diffusion of innovations theory examines the manner new ideas, practices, and objects 
spread among a network of people via interpersonal and mass communication. Four main 
elements are used to describe this. The first is the innovation that entails idea, practice or object 
seen as new by people or other units of adoption which are relevant. The second element is the 
channel through which communication takes place. The third element considered is the time 
period. Diffusion of innovation is said to happen overtime and among the members of a social 
system (Rogers, 1976). In their study on the adoption rate of new medical procedures of rural 
doctors, Rogers and Singhal (1996) discovered how ideas are passed between social groups, and 
noted that word of mouth communication can fit into the diffusion model when connected to 
interpersonal communication and in a case where mass communication is involved. According to 
Rogers (1962), diffusion of innovations happens when consumers go through “a mental process 
through which an individual passes from first hearing about an innovation to final adoption”.  
Consumers have the privilege to make their own decisions about the information they receive. 
This will help them decide whether or not they will adopt the innovation given the meanings and 
consequences of other decisions. Individuals go through stages of decisions such as problem 
observation, analyzing the problem, deciding the courses of action available, taking action, and 
accepting the consequences that come as a result of those decisions, before they can be seen as 
individuals who have completed an adoption (Rogers, 1962). 

Typically, Consumers adoption rates tend to be different. According to Rogers (1995) they are 
classified as innovators (about 2.5 percent of the population), early adopter (about 13 percent of 
the population), early majority (about 34 percent of the population), late majority (about 13 
percent of the population), and laggards (about 16 percent of the population). Each of them holds 
numerous, but different features along the adoption curve. This is an indication that diffusion of 
innovation is not just a technical matter, but a social process. Ideas are also regarded as 
innovations, hence the consideration of viral marketing as an innovation. Just as new products 
can be diffused among consumers, viral marketing can also be diffused through agencies. Here, 
the public relations agencies are consumers trying out viral marketing for the first time. Haven 
examined post-adoption attitudes of internet advertising, focusing advertising and public 
relations industries, Rodgers and Chen (2002) x-rayed an important aspect of this theory. They 
pointed out that the innovation adoption relies on relative advantage and complexity. Relative 
advantage refers to the manner in which an adopter sees the innovation to be superior to other 
previous methods of completing a task. Complexity on the other hand refers to the level of 
difficulty of use and implementation of the innovation in the perspective of the adopter. These 
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two factors play a large role in deciding if an agency would adopt viral marketing. In a case 
where a relative advantage and low complexity is perceived by the practitioner, customer 
education will be likely adopted, and vice versa.  

Concept of Customer Education 

There has obviously been an interest in customer education for decades, but academics seem to 
pay little attention to the concept. Hennig-Thurau, Honebein and Aubert (2005) noted that 
academic research on the concept was scarce. The concept is therefore analyzed using both 
conceptual and empirical studies which are related to company sponsored education. Meer 
(1984) saw customer education as ‘any purposeful sustained and organized learning activity that 
is designed to impart attitudes, knowledge or skills to customers or potential customers by a 
business or industry”. These activities are directly related to the promotion of sales or the 
assistance of customers in product usage. The activities are also geared towards ensuring 
customers become aware of products; make better purchase decisions, and more satisfied with a 
company’s products.  Munshik et al (2015) noted that Customer education can be delivered via 
different educational programs like seminars, professional advice, forums, blogs, advertising, 
and booklets. 

Customer education is also the “active involvement of customers in all aspects of training 
efforts”. I.e. educating customers come in the form of both academic and practical courses. This 
is better targeted at business professionals in both pre-purchase and post purchase phase. When 
customers are actively involved in every aspect of training, the result is not only about having an 
understanding of the product(s) but also having a better understanding of the business 
environment of their suppliers. This will enhance the quality of the association between a 
company and its customers. Customers here will also express greater commitment to their 
supplier. 

1n 1977, Honebein defined customer education as “the process by which companies 
systematically share their knowledge and skills with external customers to foster the 
development of positive attitudes”. This means customer education is not limited to exposing 
skills to business professionals alone but also individuals. The positive attitudes are evident in 
every stage of the decision making process, which eventually leads to a better ability to use a 
product. Aubert et al (2005) shifted the meaning of the term to the online sphere. He saw 
Customer Education as “a peripheral service dedicated to help consumers of online services to 
better understand the process (how to use the service) and the content (what is the service). This 
process is seen as the manner in which websites can be used by customers in issuing stock 
exchange orders. On the other hand, the content involves basic knowledge and skills concerning 
mechanisms of finance and investment.  

Customer Education on this path focuses on knowledge and skills that are related to financial 
aspects and proper usage of online services. After noting that customer education refers to a 
“company’s role in providing consumers with the information, skills and abilities needed to 
become a more informed buyer”, Apart from active customers, customer education is also 
targeted at potential customers. This in many cases brings the potential customer to the point of 
trial, and repeat purchase, as the case may be. As noted by Duymedjan and Aubert (2003), 
Customer Education entails “a set of pedagogical actions devoted to helping potential or current 
customers to acquire the knowledge and skills necessary at every stage of experience lifestyle”. 
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They include; being aware of the company’s identity and product value, analyzing needs and 
buying, ordering, delivery and installations, product usage, troubleshooting, and product 
upgrade. Hennig-Thurau, Honebein and Aubert (2005) also trod on this part when they explained 
that Customer Education involves using materials to enhance the skills of customers that help 
them use the value placed in the product after it is bought. These materials are communicative 
activities that help in exposing the value in a product. For instance, some products can actually 
be used in more than one way, but without a proper knowledge on its usage and value, other 
parts might be neglected. 

Honebein and cammarano (2005) opined that customer education is a customer skill building 
tool, since it helps in increasing the expertise of customers as well as their satisfaction and repeat 
purchase. In today’s modern business environment, customer education is seen to receiving little  
attention, despite the release of more technologically sophisticated and innovative products 
capable of leaving customers confused. The full value of a product can only be recognized when 
customers are educated its uses and benefits. This is the reason customer education is also 
referred to as customer empowerment. Given the various meanings above, customer education 
can see to be targeted at individuals and business professionals, both active and potential buyers 
of a company’s product(s). It is also clear that this education is important for both pre-purchase 
and post purchase phases. Customer education is also seen to be geared towards making 
customers more aware of products, making better purchase decisions that bring satisfaction, a 
better understanding of the business environment amongst others. 

Concept of Brand Performance  

The concept “brand” is often seen to have a distinct identification. On one part it is seen as a 
name, a trademark, a symbol, a logo, or an identity, and at the other part, brand includes both 
tangible and intangible attributes of an organization (Prasad & Dev, 2000). According to Franzen 
and Bouwman (2001), “via branding, a product’s functional and sentimental values are 
effectively encoded in customers’ perceptions”. While some brands meet or exceed their 
functional expectations, for one reason or the other, negative sentiments might becloud the 
customers’ sense of judgment regarding the functional capabilities of a brand. 

Going by studies that have been carried out in the field of marketing, it is seen that “performance 
is often used as a dependent variable in most marketing literature” (Tran Quan Ha Minh, 2006). 
The brand performance can be seen as a factor that is in line with the evaluation of the success of 
a brand, this can assist brands achieve their goals in the market place. The performance of a 
brand points out how successful a brand is in the marketplace and seeks to evaluate the strategic 
successes of a brand (Kapferer, 1997). It was stressed that brand performance describes how well 
the product or service meets customers’ more functional needs. In other words, the performance 
of a brand is seen in terms of meeting the primary or basic need of the customers. In reality, 
brands may be on top notch in terms of functionality in the marketplace, and still be lagging 
behind when returns are expected. These returns can be in the form of customer satisfaction, 
brand preference, sales volume, return on investment (ROI), profitability etc.  

According to Chaudhuri, and Moris (2001), brand performance is the result of desirability and 
profitability in a brand. For a brand to be termed successful, customers need to long for or desire 
to possess a brand in a manner that enables the brand to generate revenue in excess of its 
expenses. Brand performance shows the strength of a brand in the market and is also defined as 
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the relative measurement of the success of a brand in the marketplace (O’Cass & Weerawardena, 
2010). It is mirrored in its attainment of a firm’s strategy and goals. This can be done through its 
market share, sales growth or profitability. With this a brand is termed weak when it doesn’t 
achieve its set objective and strong when objectives are met. It is known that no two firms can 
have the same brand goals and objectives in a particular period of time, and objectives of a firm 
can also change from time to time. It can be brand awareness at one point, and top of mind or 
brand loyalty at another time. For example, ‘Brand A’ might be gaining awareness while ‘Brand 
B’ will be recording massive number of loyal customers. The details here doesn’t make ‘Brand 
A’ a failure if the objective is to gain awareness at that period of time. 

 Luu (2017) revealed that “Brand performance is reflected in its attainment of organizational 
strategy and goals as it can be measured through its sales growth, profitability, and market 
share”. This shows that brand performance involves how a brand succeeds in the marketplace 
financially and non-financially. On their part, Styles and Ambler (1997) looked at the 
performance of a brand as comprising functional, psychological and economic benefits for 
customers. They stressed that economic metrics alone shows inadequacy for the construct “brand 
performance”. In other words, brand performance shows how a brand financially and non-
financially succeeds in the marketplace. Overwhelmed with myriads of choices, customers tend 
to fall back on brands that give them extra satisfaction.  

Oliveira-Castro et al (2008) on their part suggested that measuring the performance of brand 
should be done using both financial and consumer-oriented measures. These measures are seen 
to be interrelated since consumer-oriented  measures like consumer-based  brand  equity  are 
positively  related  with  financial  performance  measures . We have examples like revenue and 
brand market share.  Lee et al (2008) also agreed that performance should be done using both 
financial performance measures like market share, sales growth and return on investment as well 
as customer-based performance measures like customer maintenance, customer acquisition, 
customer satisfaction, brand loyalty etc. Coleman et al (2015) recommended customers 
awareness and reputation, loyalty, relative satisfaction, finance (net profit and revenue-based 
market share) and employees (employee loyalty and satisfaction) as means of assessing  service 
brand performance. Adding to the measures of brand performance established by academics, 
commercial research organizations have also come up with brand performance models on the 
basis of financial performance measures like return on investment and revenue employed by 
Forbes (Badenhausen, 2017).  When comparing brands with competitors, some researchers 
emphasized on the efficacy of consumer-based measures because of its accuracy in getting 
consumers opinions about when compared against financial data of that brand. An example of 
this can be seen when Johansson et al (2012) exposed how consumer-based brand equity 
outperform financially-based brand performance measures in determining the performance of 
GBs in the financial crisis of 2008. According to Rust et al (2004), as far as marketing 
productivity is concerned, financial metrics have proven to be inadequate. This birthed and 
increased the use of non-financial metrics. It was further seen that academic studies (e.g. De 
Chernatony et al 2004, Dawes 2009;  Çifci, et al 2016; Dawes 2009) and commercial research 
organizations (e.g. EquiTrend, Brand Asset Valuator, the Global  Brand Simplicity  Index and 
the  Future Brand,) advocate  consumer-based  brand  performance  measures. This study 
focused on brand awareness, brand preference, and brand reputation as the measures of brand 
performance. 
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Brand Awareness  

Brand awareness is seen to have a super definition that embraces brand acquaintance and recall 
of information and ideas about a brand. Simply put, the brand awareness involves a brand taking 
a useful place in the minds of the consumers when compared among competitors’ brands. It  can 
be referred to “a marketing term that describes the degree of  consumer recognition of a product 
by its name” (Kopp, 2020). The creation of brand awareness helps in the promotion of new 
products and also in the revival of older ones, since it has the power of holding consumers to 
acknowledge a brand in the midst of other brands (Horsfall & Ubaka, 2018). The extent of a 
brand’s awareness may well be included as the quality that differentiates a product from that of 
competitors. Brand awareness also refers to the capacity of consumers to recognize or remember 
a brand. It can also be defined as  “the  probability  that,  consumers  are  familiar  about  the  
availability  and  accessibility  of  a company’s product and service” (Malik, et al., 2013). It 
determines purchase decision because customers make purchase decision on the bases of the 
brands in there evoke as well as consideration set. According to Lee, et al (2008), “brand 
awareness is seen as a prerequisite of peoples’ buying decisions”. It is known that what an 
individual is aware of is what he thinks of. A company’s successful brand awareness indicates a 
good reputation and acceptability of the brand in the marketplace (Gustafson & Chabot (2007). 
While purchasing a product, brand awareness plays an important role since it has control on 
perceived risk evaluation of consumers as well as the extent of assurance about the purchase 
decision.  While making a purchase decision, there must be a consideration of a brand, without a 
consideration, there won’t be anything to choose (Baker W, J, & Nedungadi, 1996).   

Brand awareness “helps in creating a great association in memory about a particular brand” 
(Stokes, 2005). It involves the extent a brand occupies the mind of the customer. In order to 
create a strong brand image in the mind of the consumer, the creation of an optimistic brand 
assessment, accessible brand approach, and a brand  depiction that is reliable is required  
(Farquhar, 1999).  Percy (1987) asserted that the importance of brand awareness by making it 
bare that without brand awareness, there won’t be communication, and without communication 
no transaction will take place.  There are cases where some consumers decide to buy only 
famous brands. Brand awareness begins with a process where the brand is just known to a 
particular level up till when it has gotten to a higher rank; it becomes the “top of mind” (Aaker, 
1991). There are very few purchase decisions that can be done without knowledge about the 
product. Moreover, without being recognized, learning about the features and advantages of a 
brand will be difficult.  Product identification makes it easy to create a new association with the   
product. Familiarity is what people like, and knowledge makes the product and brand more well-
known and familiar.  

Brand Preference  

In highly competitive businesses, brand preference is seem to be indispensable. For a business to 
stand out its brands must be preferred among others else customers might not repeat a purchase. 
The indispensable nature of brand preference has made practitioners and researchers to have a 
spotlight on the concept. Brands are distinguishing features of products, and they are important 
to individuals buying the product. A product’s functional value might satisfy the customers but if 
the brand is not their favorite, they may not consider buying the product again (Steenkamp, et al., 
2003).  
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According to Kalyanasundaram and Sangeetha (2019), Brand preference “means the brand is 
accepted and preferred over other in the same product category”. This begins with a customer 
agreeing to try out a product, and afterwards experiences satisfaction after a trial purchase, since 
a product can actually be accepted at the beginning, and not preferred in the long run when 
expectations are not met. For this, marketers develop strategies to raise the likelihood that a 
brand will be activated from the memories of consumers and be added to the consumer’s 
consideration set also, since he is likely to have a competitive edge in a market when a number 
of customers have develop preference for its brand. 

“Brand preference is a measure of brand loyalty in which a consumer will choose a particular 
brand in the presence of competing brands, but will accept substitutes if that brand is not 
available (Amadi & Ezekiel, 2013).  This is a selective demand for a company’s brand instead of 
those of competitors. It is  the  degree  to  which  consumers  prefer  one  brand  over  another, 
and the  percentage  of people  who  profess a  certain  brand  is  their  choice.  It “represents 
which brands are preferred under the assumption of equality of price and availability” (Hellier, et 
al 2003). Organizations however, should understand that in every product category, consumers 
have more choices, information and higher expectations than ever before. Brands are to deliver 
on their value preposition and people need to be shifted from customer’s existing preference set, 
if customers must be moved from trial to preference.   

Brand Reputation  

One of the main contributors to perceived quality of a brand is its reputation. Since the brand 
adds credibility, consumers’ expectations on products manufactured today are having a similar 
quality as those manufactured in the past (Herbig & milewicz, 1995). Having mixed signals 
(saying one thing and doing another) damages reputation; Customers will not see a brand as 
reliable and credible when its promises are not delivered. Positive views from individuals are 
only formed for brands they perceive credible. Incomplete information collected overtime is 
assessed by this individual, so organizations need to project consistent messages so as to secure 
the development of a sound reputation. It is difficult to drastically change a brand's reputation 
over a short period of time. People are seen to classify brands in different categories and have a 
different opinion on these categories. Furthermore, there is always a time lag effect which is projected 
to have an influence on the future opinion that consumers form on the brand.  

Academics and practitioners believes in the increasingly importance of brand reputation. A 
positive reputation must be developed if brands must be successful (Herbig & Milewicz, 1995). 
Brand names can be seen as storehouses for firm's reputation since a good performance on one 
product can often be transferred to another product through the brand name (Moorthy, 1985). 
Reputation has become a very popular concept in the business world. This involves whether to 
believe a company’s claims about its brands. According to Herbig (1997), Reputation is “the 
estimation of the consistency over time of an attribute of an entity”. A reputable brand is a strong 
asset to a company; it brings a high degree of loyalty and assurance of stable future sales. It is 
also a source of demand and lasting attractiveness since the image of superiority and added value 
is a justification of a premium price. Aperia, (2004) noted that “for brands with high reputation, 
the ultimate goal must be to strengthen their image, or more specifically, to examine which key 
traits the loyal consumers attribute to the brand, and unhealthy brands with low reputation need 
to focus on fixing image problems”. From the company’s perspective, brand reputation remains a 
long central construct in marketing, it measures the attachment a customer has for a brand. It 
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shows the likelihood of a customer switching to another brand, especially when there are 
changes in the features and price of a product. (Aaker, 1991). 

Customer Education and Brand Performance 

We are constantly reminded by marketing researchers of how vital product usage and 
consumption is. This has appeared severally as important in research topics and key business 
issues. a market may find it difficult to expand to its full potential if there are difficulties in using  
product (Best,2005). Since customers can only appreciate a product’s value by using them 
(Vargo and Lusch, 2004). Most complains customers bring are connected to experience problems 
encountered when using the product. Rust et al (2004) reported in a study he carried out that 
home networking products bought were returned by at least 9% of customers, and 85% of the 
returned products were caused by the inability of customers to get the equipment to work. This 
brought the importance of educating customers on product usage to the fore. Without this, 
products might not perform optimally in the marketplace. On this, Vargo and Lusch (2004) 
opined that customers must be provided with adequate and necessary skills required to use a 
product. he maintained that customers must learn to use, maintain, repair and adapt the appliance 
to his or her unique needs, usage situations and behaviours. 

Munshik et al (2015) carried out a study on “the impact of customer education on customer 
loyalty through service quality”. Several hypotheses were formulated and tested to measure the 
impact of customer education. The study confirmed that customer education plays a vital part in 
customer loyalty to a brand. According to the authors, “well-educated customers can utilize 
service more effectively because they understand application more thoroughly and can assess 
service performance more accurately” there are also chances that well educated customers will 
achieve higher levels of satisfaction as well as a stronger sense of loyalty for brands. Shih and 
Venkastesh (2004) also demonstrated that customers who intensely used products were more 
receptive to and experienced satisfaction with the technology. They recommended that 
provisions should be made on new usage scenarios and use-based learning activities. This is 
pointing to the need for customer education. 

Going further, it is also seen that through customer education, the level of customer knowledge 
and skill increases, and bring about an evolution in consumer behaviour. The aim is to improve 
the performance of customers, ie. Customer’s ability to respond to a brand in a way that 
companies and customers desire. This assertion reveals that customer education helps in 
allowing a customer use a brand as it is intended to use and to fully unlock the value inherent in 
the brand (Bowman et al, 2004). On value, Vargo and Lusch (2004) argued that the customer is 
the only one to determine brand value by when it is being used. They explained that the creation 
of value shows upon consumption, and not in the factory. Marketers therefore need to make 
consumers discern the value of a brand by encouraging an extensive use of it (Hennig-Thurau et 
al, 2005). 

A well-educated customer can also be seen as one capable of breaking the barriers of non-
compliance with a brand’s intended use. Compliance with a brand’s intended use remains a big 
concern for marketers, since noncompliance can lower the perceived performance of the product 
and decrease customer satisfaction as well as retention (Wosinka, 2005). According to Bateson 
(2002), service quality hangs on the quality of consumer involvement in the product process. 
Hence, customer education is vital in ensuring compliant behaviour. Bitner et al. (1997) 
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empirically showed that extensive customer education leads to better compliance behaviour and 
greater level of satisfaction derived from the brand in the long run. Cox et al (1997) conducted a 
study a study on “the effects of product warnings”. The study revealed that a product warning 
has an effect on compliance. In the area of services, Dallende et al (2004) demonstrated that 
customer education births compliance via better levels of the roles customers need to play. 
Several research on customer education (Danken and Anderson, 2001; Aubert et al, 2005; and 
Honebein and Cammaran, 2005) agreed that customer satisfaction and brand loyalty are the sole 
outcomes of customer education. 

Customer education seems to focus on usage, but going by evidences from literature, it was 
revealed to have a place in all phases of the decision-making process. Duymedjan and Aubert 
(2003) gave details on the impacts of customer education in every stage of the customer life 
cycle. The researchers however considered two vital areas: the pre-purchase and post-purchase 
stage. At the pre-purchase stage, customer education equips potential customers with knowledge 
and skills needed to their awareness of brand’s usage (Dankens & Anderson, 2011). Usage 
related education also reinforces consumer learning to incite brand patronage.    

Based on the empirical reviewed literature, the study speculated that; 

Ho1: There is no significant association between customer education and brand awareness. 

Ho2: There is no significant association between customer education and brand preference. 

Ho3: There is no association between customer education and brand reputation. 

 METHODOLOGY 

This study adopted correlational research design. The population of the study comprised all 
pharmaceutical companies, specifically the four (4) quoted pharmaceutical companies in the 
South-South region of Nigeria quoted in the Nigerian Stock Exchange report in 2019. They are 
Glaxosmithkline Plc with staff strength of 125, Fidson Plc with staff strength of 418, Nigeria- 
German Chemicals Plc with staff strength of 166, and Ekocorp Plc with staff strength of 74. 
Focus was placed on the companies listed in Nigeria Stock Exchange (NSE) because being listed 
comes with a higher public profile as well as visibility that are triggered by the media, investors, 
and increased coverage from researchers. The study used the purposive sampling technique to 
select fifteen (15) elements from marketing, sales and customer service departments of each 
firm. These were seen as the elements in a better position to provide the necessary research 
information for the study. From computations, the number gotten was sixty (60). This served as 
the sample units (the respondents) that participated in the study. However, from the sixty (60) 
questionnaires distributed, fifty four (54) representing 90% were returned, valid and used for the 
analysis, while six (6) representing 10% were not returned. A validity test that showed the level 
of capability of a scale to determine the proposed idea, and the degree to which a measurement 
corresponds to the construct that it was supposed to measure was carried out and the 
methodology and findings of this study were justified through a reliability test. The reliability 
analysis in Table 2.2 below shows that the variables have a Cronbach alpha value of ≥ 0.7 which 
is accepted as a reliable measure (Nunnaly, 1978). Therefore, it would be acceptable for a 
research tool to measure research variables. With this, it was agreed that the instrument for the 
research measured appropriately the variables of the study. 
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HYPOTHESES TESTING AND RESULT 

The data collected for the study were analyzed and the hypotheses were tested using Spearman 
Rank Order correlation coefficient with the use of the Statistical Package for Social Science 
(SPSS Version 22.0) was employed to test the hypotheses of the study.   

Decision Rule 

If the Significant/Probability Value (PV)<0.05 (Level of Significance) = Reject the null and 
Conclude Significant Association. If the Significance Probability value (PV)>0.05(Level of 
Significance) = Accept the null and Conclude Insignificant association:    

Table 1: Association between Customer Education and Brand Awareness   

H01: There is no significant association between customer education and brand awareness  

 Correlations 
 Customer Education Brand Awareness 
Spearman's 
rho 

Customer 
Education 

Correlation Coefficient 1.000 . 779** 
Sig. (2-tailed) . .000 
N 54 54 

Brand 
Awareness 

Correlation Coefficient . 779** 1.000 
Sig. (2-tailed) .000 . 
N 54 54 

Source: SPSS V. 22.0 printout (based on field 2020). 

Table 1 shows that Spearman’s correlation coefficient (r) =. 779**, this value is high, revealing 
that there is a strong association between customer education and brand awareness. The positive 
sign of the correlation coefficient shows a positive association exists between both variables. 
That means an increase in customer education by the pharmaceutical companies is accompanied 
with an increase in Brand Awareness. Probability/significant value (PV) is 0.000 < 0.05 level of 
significance, consequently, the researcher rejects the null hypothesis and concludes that there is a 
significant association between customer education and brand awareness. 

Table 2: Association between Customer Education and Brand Preference  

H02: There is no significant association between customer education and brand preference.  

Correlations 
 Customer Education Brand Preference 
Spear
man's 
rho 

Customer 
Education 

Correlation Coefficient 1.000 . 723** 
Sig. (2-tailed) . .000 
N 54 54 

Brand 
Preference 

Correlation Coefficient . 723** 1.000 
Sig. (2-tailed) .000 . 
N 54 54 

**. Correlation is significant at the 0.01 level (2-tailed). 
Source: SPSS V. 22.0 printout (based on field 2020). 
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Table 2 shows that Spearman’s correlation coefficient (r) =. 723**, this value is high, revealing 
that there is a strong association between customer education and Brand Preference. The positive 
sign of the correlation coefficient shows a positive association exists between both variables. 
That means an increase in customer education by the pharmaceutical companies is accompanied 
with an increase in Brand Preference. Probability/significant value (PV) is 0.000 < 0.05 level of 
significance, consequently, the researcher rejects the null hypothesis. 

 

Table 3: Association between Customer Education and Brand Reputation 

Correlations 

 Customer Education Brand Reputation 

Spearman's 
rho 

Customer 
Education 

Correlation Coefficient 1.000 . 868** 

Sig. (2-tailed) . .000 
N 54 54 

Brand 
Reputation 

 Correlation Coefficient . 868
** 1.000 

Sig. (2-tailed) .000 . 
N 54 54 

**. Correlation is significant at the 0.01 level (2-tailed). 
Source: SPSS V. 22.0 printout (based on field 2020). 
Table 3 shows that Spearman’s correlation coefficient (r) =. 868**, this value is high, revealing 
that there is a strong association between customer education and brand reputation. The positive 
sign of the correlation coefficient shows a positive association exists between both variables. 
That means an increase in customer education by the pharmaceutical companies is accompanied 
with an increase in Brand Reputation. Probability/significant value (PV) is 0.000 < 0.05 level of 
significance, consequently, the researcher rejects the null hypothesis and concludes that there is a  
there is a significant association between customer  education and brand reputation. 

Discussion of Findings 

In this study, customer education was specifically seen to a have positive influence on brand 
performance. Munshik et al (2015) affirmed that customer education plays a vital part in 
customer loyalty to a brand. According to the authors, “well-educated customers can utilize 
service more effectively because they understand application more thoroughly and can assess 
service performance more accurately” there are also chances that well educated customers will 
achieve higher levels of satisfaction as well as a stronger sense of loyalty for brands. Shih and 
Venkastesh (2004) also demonstrated that customers who intensely used products were more 
receptive to and experienced satisfaction with the technology. They recommended that 
provisions should be made on new usage scenarios and use-based learning activities. 

Conclusion and Recommendations 

Based on the findings, the study concludes that, a strong and positive association exists between 
customer education and brand performance. As such, it is recommended that; pharmaceutical 
companies that seek to improve on their brand reputation should consider customer education 
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imperative. Pharmaceutical companies should regularly educate customer about their offerings to 
improve brand awareness, preference and reputation. 
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