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Abstract 
This study investigates the influence of distribution channels on market 

performance with customer loyalty as a mediating variable in the noodles 

industry of Adamawa State, Nigeria. Recognizing the competitive nature of the 

fast-moving consumer goods (FMCG) industry, the research sought to 

determine how wholesale, retail, and online sales channels contribute to market 

outcomes and the extent to which customer loyalty strengthens these 

relationships. A survey research design was adopted, and data were collected 

from 265 respondents drawn from channel partners across the noodle’s 

distribution chain, including sales representatives, distributors, sub distributors, 

retailers and consumers. Structured questionnaires were used to capture 

perceptions of distribution practices, loyalty, and performance. The data were 

analyzed using Smart PLS 3, employing a segmented approach to simple 

mediation analysis. Reliability and validity of the constructs were confirmed 

through Cronbach’s Alpha, Composite Reliability, and Average Variance 

Extracted (AVE), while discriminant validity was established using the 

Heterotrait Monotrait (HTMT) criterion. The results revealed that wholesale, 

retail, and online sales channels each had significant positive effects on market 

performance, with the online sales channel exerting the strongest influence. 

Similarly, all three distribution channels significantly predicted customer 

loyalty, with online platforms again demonstrating the greatest effect. Customer 

loyalty itself was found to significantly enhance market performance and to 

mediate the relationship between distribution channels and performance. Effect 

size analysis further indicated that online sales channels contributed the most to 

explaining variance in performance outcomes. The model explained 85.7% of 

the variance in market performance and 28.3% of the variance in customer 

loyalty, demonstrating strong explanatory power. The study concludes that 

distribution channels are not merely logistical mechanisms but strategic levers 

that shape both loyalty and performance.The findings are theoretically 

grounded in Porter’s Value Chain Theory, Service-Dominant Logic, and the 

Resource-Based View, and they provide practical implications for managers 

seeking to optimize distribution strategies and build enduring customer 

relationships in Nigeria’s noodles industry. 
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The global instant noodle market is projected to grow significantly; the global market size for instant 

noodles in 2024 is valued at USD 61.08 billion and it is projected to hit USD 98.46 billion by 

2032.The Asia Pacific region is dominating at 85 percent, followed by Europe at 6 percent, Latin 

America at 5 percent, and Africa at 4 percent (Fortune Business Insights, 2025). 

The African instant noodles market size is valued at USD 1.2 billion in 2024 and it is projected to hit 

USD 1.7 billion by 2030. The World instant noodles association in its recent data in 2023 revealed 

that the noodles market is projected to increase by USD 9.67billion at a compounded annual growth 

rate of 3.2% between 2023 and 2028. 

In 2023 Nigeria’s noodles consumption was put at an average serve of 3billion. This is attributed to 

the increasing prices of other carbohydrate diet like rice. Nigerians have alternated with noodles 

pushing the countries consumption rate to the global rank of 10
th
 in the world. The noodles market in 

Nigeria has experienced significant growth and transformation since the introduction of Indomie 

Instant Noodles in Nigeria in 1988 by Indofood’s in partnership with Tolaram Group. The noodles 

market was valued at approximately N200 billion (around $500 million) in 2022 (Research and 

Markets,2023). The growth in the noodles sector in Nigeria is attributed to rising population and 

increased urbanization, this has led to increase in the demand for quick and easy to eat meal. There 

are over 16 brands of noodles in the market today. Indomie instant noodles have a dominant market 

share of 67.7 percent as of 2025 (Kantar world panel 2025). The value of noodles in Nigeria formal 

market rose year on year by 38.2 percent to N427.2 billion in 2023 and the sales volume of noodles 

also rose to 266,600 metric tons in from 263,700 tons in 2023 (Business Day,2024). 

Customer loyalty not only guarantees repeat business but also acts as a critical measure of the 

effectiveness of marketing strategies and initiatives (Oliver, 2023; Kumar & Shah,2022). Customer 

loyalty extends beyond the mere act of repeat purchase; it represents a profound emotional bond 

between consumers and the brand which can drive increased sales, bolster brand equity and enhance 

profitability. Loyal customers are not merely inclined to advocate for a brand and recommend it to 

others, but they also demonstrate resilience in their commitment even in the face of competitive 

challenges. As a result, the performance of noodles brand and indeed any brand can be significantly 

influenced by the depth of their customer loyalty (Chaudhuri & Holbook, 2023). The Fast-moving 

consumer goods (FMCGs) industry is characterized by intense competition and rapidly changing 

consumer preferences, necessitates effective marketing strategies for sustained success. Marketing 

performance, metrics that would be our focus is sales performance. 

Distribution is the process of making a product or service available for the consumer or business users 

that need it. It involves the movement of goods and services from the manufacturer to the end user, 

encompassing various channels and intermediaries that facilitate this process (Kotler & Keller 2021). 

Distribution channel is a system of interconnected organization that collaborates to deliver a product 

or service to consumers or business buyers, ensuring accessibility and convenience (Amstrong & 

Kotler,2021). The growth of distribution channel was made possible because company’s need to move 

product to consumers .Every manufacturer needs consumers to remain in business .It is often 

impracticable for manufacturers to reach every consumers directly without the assistance of channel 

intermediaries (Chopra & Meindi,2022).The success of a firms product in the market is dependent on 

the effectiveness of its distribution structure and how well they align with environmental conditions ( 

Kumar & Singh, 2023). Channel strategy plays an important role in how firms gain or loss their 

position in the market, especially in a highly competitive industry. It follows, therefore, that the firm 

must understand the competitive landscape in which it operates if it must succeed. A well thought out 

distribution strategy maximizes market exposure for product while minimizing cost (Smith & Jones, 

2023). An effective and efficient distribution strategy provides a framework for how resources should 

be allocated to established channels that connect producers with consumers to ensure that the products 

and related services are accessible to consumers/target markets. These strategies focus on developing 

effective channel arrangement that facilitates the movement of products to consumers by determining 

the appropriate channel structure and intermediaries. It is essential that distribution channels and 

strategies create competitive advantage by ensuring that products are visible, available and accessible 

to consumers. To achieve this, it requires the implementation of an efficient physical distribution 

pattern which may include strategically positioning of sales representatives and a robust distribution 

system (Ogunleye & Chukwu,2023) The role of distribution channels includes the gathering and 

dissemination of information of marketing research and intelligence as well as the facilitation of 
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physical distribution and negotiation process (Kumar &Singh,2022) (Johnson & lee,2021). It also 

enhances communication between producers and consumers thereby improving the overall market 

efficiency (Bagozzi et al.,2023) Indomie Instant Noodles brand, as a prominent player in the noodles 

sector, provides an intriguing case for studying its distribution channel in Adamawa state, Nigeria 

particularly the mediating role of customer loyalty. The brand's success can be attributed to its 

innovative marketing campaigns, pricing strategies, and strong customer engagement initiatives 

(Ferrell & Hartline, 2019). Previous studies on distribution channel and performance include 

Distribution channel structure and performance (Kitainage & Jamaiyo ,2020), Channel distribution 

strategy and satisfaction (Somuyiwa Etal., 2021), Channel Management and Performance of table 

water companies in Benue metropolis (Nyitamen etal., 2024). However, the existing studies often 

overlook the mediating role of customer loyalty in the relationship between distribution channel and 

performance. Understanding how customer loyalty operates as a mediator is essential for gaining 

insights into the mechanism that explains how channel partners in fast moving consumer goods 

(FMCGs) influence their marketing performance (Chaudhari & Holbrooks ,2022). While there is 

existing literature on distribution strategy and performance, there is a research gap regarding the 

specific dynamics in fast moving consumer goods (FMCGs) especially in the noodles sector with a 

focus on the mediating role of customer loyalty. In line with the following, the present study aims to 

fill this gap by providing a clear understanding of the interactions among distribution channel, 

customer loyalty, and performance of Noodles brand in Adamawa State, Nigeria. 

 

1.2 Statement of the Problem 

The Distribution channel has been plagued by several practical problems that have significantly 

affected the marketing performance. 

There is also the proliferation of low-priced noodles in the market. These noodles have provided 

succor to most homes that cannot afford the premium priced Indomie instant noodles thus posing a 

great threat to the market share of Indomie brand. (Orunko ,2023) 

Added to this, is the reluctance to adopt online transactions platform. Many channel partners exhibit 

reluctance to adopt modern online transactions platforms. This hesitation can be attributed to the fear 

of cyber threats and data privacy (Smith & Jones,2023). Trust in online platforms is crucial for its 

adoption (Nguyen & Trans ,2022). This lack of trust deters channel partners for its adoption. Digital 

literacy amongst channel partners plays a significant role for its adoption (Ogunleye & 

Adebayo,2024). Infrastructural challenges such as internet connectivity and technological 

infrastructure can hinder the adoption of an online platform (Adesina & Ojo, 2023). 

There is also the lack of redistribution vans by the distributors. The lack of redistribution vans has 

limited the ability of the distributors in bridging the supply gap with their respective customers, most 

often customers are located at quite a distance and can only be reached through vans or other means 

of transport which is not available to most distributors thus leading to loss of sales and customers’ 

patronage. 

The distribution channel for Indomie Instant Noodles in Adamawa State, Nigeria, presents a 

compelling area of study due to the existing practical gap that have not been adequately addressed in 

current literature. Despite the popularity of Indomie Instant noodles brand in the state, there is a 

notable absence of research that delves into the distribution channels Indomie instant noodles 

including major distributors (Multipro consumer products limited) wholesalers, sub distributors and 

retailers. This lack of insight hinders the development of effective marketing interventions tailored to 

the unique dynamics of the Indomie distribution network in Adamawa State, Nigeria. The choice of 

Adamawa state for the research is informed by the need to gain insights into consumer behaviour in 

the state. Understanding how local customs, traditions and economic conditions influence consumer 

preference and purchase decisions particularly in fast moving consumer goods (FMCGs) like Indomie 

instant noodles. 

The findings from the research can also help in evidenced based policy formulation by understanding 

threats, challenges and opportunity stakeholders can develop interventions to address specific needs 

of the population. Furthermore, in the increasingly competitive instant noodle market, the role of 

distribution strategies in driving performance is well-documented (Abinav, 2023). However, the 

impact of predicting factors such as quality service, accessibility and convenience, brand reputation 

and technological integration have been shown to significantly influence customer loyalty and 
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consequently, performance (Ogunleye & Adebayo,2023; Chukwu & Nwankwo, 2022; Ibrahim & 

Bello 2024; Nwankwo & Eze ,2022). Moderating factors such as customer demographics and 

economic condition (Okwu & Nwankwo ,2024; Aliyu & Usman, 2023), and mediating factors 

particularly customer loyalty, which are critical factors in the success of distribution strategies, is 

often overlooked (Bello & Ibrahim, 2023). For instance, Indomie, the most popular brand of noodles 

in Nigeria, owes its success not only to its effective distribution channel, which ensures its availability 

and accessibility (Somuyiwa et al., 2021), but also to the loyalty of its customers. This loyalty, 

fostered through targeted distribution strategies, can significantly enhance performance by increasing 

purchase frequency or basket size (Carluccio et al., 2021). Thus, an empirical gap exists in 

understanding of how distribution/ place strategy relates to performance within the context of Indomie 

Instant Noodles distribution in Adamawa State, Nigeria. While existing studies explore the impact of 

distribution strategies on performance (Astuti et al., 2018; Kartawinata & Wardhana, 2013; Suhandi, 

2020), few incorporate the crucial mediating effect of customer loyalty (Al Karim et al., 2023). The 

incorporation of customer loyalty as a mediator becomes necessary because it will provide a practical 

insight into the need for maintaining and sustaining customer relationships, which in turns has direct 

implication for trade channel partners willing to build brand loyalty and enhance their position in the 

market. There is also the need to expand the existing empirical body of knowledge by shedding light 

into the impact of distribution channel on performance of trade partners of Indomie instant noodle 

Interestingly, the studies found in the context of instant noodles were conducted mainly in Indonesia 

(Devina & Rahayu, 2022; Mulyaning, 2016; Tamara, 2014). The few studies found in Nigeria do not 

examine the link between distribution channel and performance on channel partners of Indomie 

Instant Noodles, let alone employing the mediating effect of customer loyalty (Akpabio, 2008; 

Nnawuihe & Ogbu, 2019). To the best of the researcher’s knowledge, investigation into this 

relationship has not been narrowed to Africa, particularly the Nigerian noodles sector. Even if such a 

study exists, the researcher was unable to come across it. Narrowing the study to the distribution 

channel of Indomie Instant Noodles will provide some basis of comparison with the previous 

findings. Hence, the study is contributing to the literature on distribution channel and performance of 

channel partners. Therefore, the present study will investigate the effect of specific marketing 

strategies on marketing performance. Empirically, the study will examine customer loyalty as 

mediator in these relationships. Contextually, the study will use channel partners along the Indomie 

Instant Noodles distribution network in Adamawa State, Nigeria. 

 

Literature Review. 

Market Performance 

Marketing performance enables marketers to be able to assess the effectiveness of their marketing 

initiative in aligning with the objective that was outlined in the marketing plan. As a result, managers 

and leaders of firms are interested in defining their indicators for judging the performance of 

marketing initiatives. Sukardi et al. (2021) demonstrated that marketing performance is a description 

and analysis of the outputs of marketing operations activities in the company by comparing the level 

of progress made to the objectives set for such activities. Goudarzi et al. (2019) defines marketing 

performance as the field through which its indicators determine the organization’s position among 

competitors by adopting innovative marketing activities that help the organization to enhance its 

competitive position and instill the brand in the minds of its current and potential customers. The 

competitive theory indicates that marketing performance is a process that consists of identifying 

sources of superiority and core competencies related to the organization's resources and its ability to 

acquire, implement, and develop business market opportunities; evaluating positions of superiority 

resulting from the design and implementation of innovative marketing strategies; and knowing the 

financial and non-financial results obtained from the exploitation of resources (Afriyie et al., 2019). 

 

Distribution Channel 

Distribution channels are the pathway through which goods and services move from producers to 

consumers. These channels are made up of channel partners including wholesalers, distributors, 

retailers and online platforms that facilitate the movement of goods and information in the market. 

According to Kotler and Keller (2022) distribution channels are important for creating value by 

making products available at the right place, at the right time and the right quantity. Distribution 

https://doi.org/10.67317/IJMSRT26SEP066
http://www.ijmsrt.com/


Volume 4 / Issue 9 / September 2026 

ISSN:2584-2706 

International Journal of Modern Science and Research Technology 

                                 DOI: https://doi.org/10.67317/IJMSRT26SEP066       

IJMSRT26SEP066 www.ijmsrt.com 575 

 

 

channel has metamorphosed to include both traditional and digital pathways, reflecting the shift in 

consumer behaviour and advancement in technology. Kumar & Reinartz (2023) stressed that 

organizations must adapt their distribution strategies to leverage digital innovation, ensuring they 

remain competitive in the increasingly dynamic landscape. 

For this study, distribution channel is defined as the series of channel partners through which products 

and services move from the manufacturer to the final consumer. The channel partners include 

wholesalers, retailers, agents and digital platforms that facilitate the purchase and delivery of 

products to the market. 

 

Wholesale Distribution Channel 

Wholesaler/Distributor plays a very important role in the distribution channel by acting as a link 

between the manufacturer and the retailers or other businesses. They buy in large quantities from the 

producers and sell in small quantities which helps in the flow of goods and services. This function 

also allows for better inventory management, cost efficiency and reduction in the number of 

transactions between the producers and retailers. Wholesalers contribute immensely to the overall 

performance of the distribution channel by ensuring that products are available where and when they 

are needed, thereby enhancing customer satisfaction. (Bowersox etal.,2022). The performance of 

wholesalers is measured using matrixes like inventory turnover, order fulfillment and customers 

service level. Kotler and Keller (2022). noted that inventory management is important for 

wholesalers as it directly impacts their ability to meet customers needs and maintain profitability. 

Added to this order fulfilment rate is an indication of the operational efficiency of the wholesaler 

which reflects their capacity to deliver product timely and accurately. Wholesalers are adopting e-

commerce solutions and data analytics to better understand consumer preferences and trends. This 

technological shift improves operational efficiency and allows for personalized services thereby 

increasing customers satisfaction and customer loyalty. (Chaffy& Ellis Chadwick ,2023). 

Wholesalers that provide comprehensive support to their customers is more likely to achieve long 

term relationship and sustainable growth in a competitive market. However, the competitive business 

landscape has prompted wholesalers to provide market intelligence, financing options and logistics 

support which enhances their performance. 

 

Retail Distribution Channel 

Retailers are the final link in the distribution channel. They directly connect the manufacturer and 

wholesaler to the consumer. Their main function is to sell goods and services to the final consumers. 

They provide a crucial interface for customer interaction and experience. The performance of 

retailers is very important not only for their own success and continued existence but also, for the 

overall health of the distribution channel. Effective retailing strategy enhances Customer satisfaction 

and customer loyalty. These are essential prerequisites for long-term profitability (Kotler & Keller, 

2022). 

The key performance matrix for retailers is sales growth, which reflects their ability to attract and 

retain customers. Retailers need to take advantage of changing consumer preferences and market 

trends if they must remain competitive. The performance of retailers is also enhanced through their 

ability to manage channel partners relationship effectively. Stronger partnerships with suppliers and 

wholesalers can lead to better pricing, improved product availability and enhanced service level. 

(Verhoef etal.,2023). It must be stressed that as business environment continue to change retailers 

must leverage on technology and innovation to enhance operational efficiency and customers 

satisfaction. 

 

Online Sales Channel 

The continuous rise of online platforms has significantly improved the performance of commerce and 

consumer interactions. Platforms like e-commerce, websites, social media and mobile applications 

have become a vital tool for businesses seeking to enhance their performance and reach out to a wider 

audience. The COVID-19 pandemic paved the way for the acceleration of digital platform, with 

many consumers shifting to online shopping due to its convenience and for safety. This has made a 

lot of business invest heavily on online platforms. which has led to increased competition and 

innovation in the digital marketplace. (McKinsey & Company ,2021). Understanding consumer 
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behaviours through online platforms enables organizations to enhance customer satisfaction and 

customer loyalty which impact on sales and performance. (Chaffy, 2022). Social media platforms 

have become a veritable tool for brand building and consumers interactions. However, the reliance on 

online business also poses challenges for businesses. (Kumar & Gupta,2022) noted that businesses 

must pay special attention to security measures and transparent data practice if they must maintain 

consumer confidence in their online platform. 

 

Customer Loyalty 

The concept of customer loyalty has evolved over time, reflecting shifts in consumer behavior and 

marketing paradigms. Originating from early observations of repeat business, loyalty was initially 

considered a transactional outcome. However, its conceptualization expanded with the advent of 

relationship marketing in the late 20th century. Scholars such as Berry and Parasuraman (1991) 

introduced the idea that loyalty extends beyond repeat purchases, emphasizing the relational aspects 

and the enduring commitment between the customer and the brand. 

The multifaceted nature of customer loyalty is evident in the diverse definitions put forth by scholars. 

Reichheld and Sasser (1990) define loyalty as the propensity of a customer to continue patronizing a 

particular product or service, driven by satisfaction and a perceived lack of viable alternatives. In 

contrast, Oliver (1999) emphasizes the affective and attitudinal components, characterizing loyalty as 

a deeply rooted commitment and preference for a brand, transcending mere repeat transactions. 

Customer loyalty comprises behavioral, attitudinal, and cognitive dimensions, each offering unique 

insights into the depth and nature of the customer-brand relationship (Keeling, 2022). The behavioral 

dimension involves repeat purchases and consistent patronage (Jacoby & Chestnut, 1978). The 

attitudinal dimension encompasses customer satisfaction, trust, and brand preference, reflecting the 

emotional and psychological connection (Dick & Basu, 1994). The cognitive dimension includes 

elements like brand awareness and perceived quality, indicating the customer's informed decision 

making process (Yi & Jeon, 2003). 

 

Wholesale Distribution Channel and Market Performance 

A substantial number of empirical studies have explored how wholesale distribution channels 

influence market performance across various industrial and national contexts. Wholesale distribution 

plays a crucial role in ensuring product accessibility, competitive pricing, and market reach, key 

determinants of firm performance, particularly in fast-moving consumer goods (FMCG) industries in 

emerging economies. 

Anderson and Coughlan (2021) conducted a study aimed at examining the strategic role of channel 

management on marketing performance among 250 distribution firms in the United States 

manufacturing sector. Using multiple regression analysis, the study found that wholesalers with 

wellstructured distribution networks achieved higher market penetration, profitability, and customer 

retention rates. Their results demonstrated that wholesale efficiency acts as a core determinant of 

market success by facilitating product flow and maintaining consistent customer service standards. 

In another study, Wang, Yang, and Zhao (2022) analyzed data from 312 logistics and wholesale firms 

in China to determine the effect of wholesale logistics optimization on market growth. The 

researchers employed structural equation modelling (SEM) to test their hypotheses and discovered 

that firms integrating technology-driven wholesale systems exhibited significant improvements in 

sales growth, customer satisfaction, and market responsiveness. The findings underscored that 

wholesale channel efficiency strengthens a firm’s adaptability to market fluctuations, thus improving 

its overall market performance. 

Ngugi and Ogutu (2020) examined 165 FMCG firms operating in Kenya to investigate how 

distribution channel structures relate to market performance. Using hierarchical regression analysis, 

they found a significant positive relationship between wholesale network reliability and sales 

performance. The study emphasized that wholesale intermediaries are critical in ensuring product 

availability, especially in rural and semi-urban regions where retail networks are underdeveloped. 

This finding is highly relevant to Nigeria, where the wholesale segment bridges geographical and 

infrastructural gaps in the noodles market. 

Afolayan and Ogunnaike (2021) conducted a quantitative study involving 198 FMCG firms in Lagos 

and Ogun States, Nigeria. The study aimed to assess how distribution channel strategies affect market 
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penetration and customer retention. Using multiple regression analysis, their findings indicated that 

wholesalers contribute substantially to expanding market coverage and increasing brand visibility. 

Specifically, firms that relied on robust wholesale networks reported higher sales volume and 

customer loyalty levels compared to those emphasizing only retail or online sales channels. 

Therefore, the following hypothesis was proposed to the relationship success. 

HO1:There is no significant effect of wholesale distribution channel on market performance of 

Indomie instant noodles in Adamawa State. 

 

Retail Distribution Channel and Market Performance 

Taking a segmental approach, the retail distribution channel is pivotal for translating upstream 

availability into consumer-facing presence that drives sales, market share, and brand penetration in 

the noodles category. Evidence from Nigerian FMCG contexts consistently shows that retail 

coverage, shelf presence, and replenishment discipline strengthen market performance by improving 

access, reducing stockouts, and reinforcing habitual purchase. In Lagos State, Adefulu and Adeniran 

(2019) quantified the effect of channel strategy on marketing performance among consumer goods 

firms, using a survey of sales and marketing staff (population of 592) and multiple regression 

analysis to test outcomes such as market share and sales volume. They reported a significant positive 

effect of channel strategy on marketing performance, underscoring that retail-facing choices, 

coverage, dealer management, and logistics reliability, translate into measurable gains in market 

outcomes, which is directly relevant to retail distribution in noodles where ubiquity and freshness 

matter for repeat purchases (Adefulu & Adeniran, 2019). 

Focusing explicitly on the consumer-facing actors in the noodles category, Haruna et al. (2024) 

examined marketing strategies (product, price, place, promotion) and marketing performance for 

Indomie Instant Noodles in Adamawa State, with customer loyalty as a mediating variable. The study 

used structured questionnaires administered to distribution channel actors and analyzed the data with 

regression techniques. Findings showed that place strategy, operationalized through effective retail 

distribution, significantly increases market performance, and customer loyalty mediates this 

relationship, implying that reliable retail presence does not only push volume but also builds loyalty 

that sustains performance over time (Haruna et al., 2024). For noodles brands, this confirms that 

consistent retail availability across neighborhood shops, kiosks, and modern trade is central to 

maintaining share in a low-involvement, high-frequency purchase category. Therefore the following 

hypothesis was proposed to be tested. 

HO2 : There is no significant effect of retail distribution channel on market performance of Indomie 

instant noodles in Adamawa state. 

 

Online Sales Channel and Market Performance 

The online sales channel has emerged as a critical driver of market performance in Nigeria’s 

consumer goods sector, particularly as digital adoption accelerates across urban and semi-urban 

markets. Empirical studies highlight that e-commerce platforms, social media marketplaces, and 

direct-to-consumer websites are reshaping how firms engage with customers, build loyalty, and 

generate revenue. For instance, Iwarue and Asanga (2025) conducted a study on the impact of online 

sales channels on business performance in Nigeria. The study’s objective was to assess how online 

platforms influence customer engagement and revenue generation. Using a survey questionnaire 

distributed to 75 entrepreneurs, of which 54 responses were valid, the authors analyzed the data with 

descriptive statistics and regression techniques. The findings revealed that businesses that 

strategically adopt and diversify online sales channels experience increased revenue and competitive 

advantage. The study concluded that embracing comprehensive digital strategies, including websites 

and social media, is indispensable for sustaining performance in today’s dynamic business 

environment (Iwarue & Asanga, 2025). 

In the Nigerian context, online marketing and advertising have also been shown to influence 

consumer behavior and market outcomes. Reuben, Omula, and Harold (2024) examined the prospects 

and challenges of online marketing and advertising in Nigeria. Guided by three research objectives, 

the study relied on secondary data from books, journals, and newspapers, which were qualitatively 
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analyzed. The findings indicated that the internet and communication technologies are transforming 

consumer buying behavior, expanding access to goods and services, and redefining how businesses 

operate. However, infrastructural challenges such as unstable electricity supply and high data costs 

were identified as barriers to maximizing online sales performance. Despite these challenges, the 

study concluded that online platforms remain a powerful tool for enhancing market performance 

when supported by enabling infrastructure and compelling digital content (Reuben et al., 2024). 

Therefore the study propose to test the hypothesis 

HO3: There is no significant effect of Online distribution channel on market performance of Indomie 

instant noodles in Adamawa state. 

 

2.5.7 Customer Loyalty and Market Performance 

Customer loyalty consistently emerges as a powerful driver of market performance across Nigerian 

industries, with empirical evidence linking loyalty to higher sales, market share, and profitability. In 

the Nigerian commercial banking sector, Obananya (2020) examined how service quality dimensions, 

tangibility, reliability, responsiveness, and assurance, shape loyalty. Using a survey of three banks per 

state in the South-East, a population of 1,800, and a Borg and Gall-derived sample of 353 

respondents, the study applied multiple regression analysis and found each dimension significantly 

influenced loyalty, implying that sustained service excellence elevates loyalty and, by extension, 

market outcomes for service-intensive firms. 

In manufacturing FMCG, Olayinka et al. (2024) analyzed the association between customers’ loyalty 

and sales performance at Dangote Sugar Refinery, focusing on emotional loyalty and service quality 

loyalty. Employing a survey with 84 respondents and testing hypotheses via Pearson’s product–

moment correlation at the 0.05 level using SPSS, the study reported significant positive relationships 

between both loyalty forms and sales performance. These findings reinforce the view that cultivating 

emotional attachment and service quality perceptions translates into measurable performance gains in 

Nigeria’s competitive FMCG landscape. 

From the consumer incentives angle, Osarenmwinda and Ekanem (2024) investigated loyalty 

programs’ effects on repeat purchase behavior among FMCG consumers in Esan West LGA, Edo 

State. The study adopted a survey design, used Krejcie and Morgan to determine a sample of 59 from 

a population of 76, and analyzed responses with percentage analysis and correlation. Results showed 

that 80% of consumers agreed rewards increase purchase frequency, and correlation analysis 

confirmed a strong positive relationship between reward incentives and repeat purchase behavior (r = 

0.682), (p < 0.01)), indicating that well-designed, easy-to-redeem programs can lift retention and, 

consequently, market performance. Therefore , the following hypothesis was proposed to be tested. 

HO4: There is no significant effect of customer loyalty on market performance of Indomie instant 

noodles in Adamawa state. 

 

2.6 Research Framework 

Relying on previous empirical investigations and the relevant gaps identified in the literature, a 

proposed conceptual framework for the study, presented in Figure 1, was developed demonstrating 

the role of distribution channel types on performance with customer loyalty as mediator 

Figure 1 Research Framework 
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Source: Researcher’s Compilation 2025 

 

2.7 Theoretical Review 

This study is anchored on three interrelated theoretical perspectives, Porter’s Value Chain Theory, 

Service-Dominant Logic (SDL), and the Resource-Based View (RBV), which together provide a 

comprehensive framework for understanding how distribution channels and customer loyalty 

influence market performance in the Nigerian noodles sector. 

Taken together, these three theories provide complementary perspectives. Porter’s Value Chain 

explains the operational importance of distribution channels in creating value; SDL highlights the 

relational and co-creative role of distribution in fostering loyalty; and RBV underscores the strategic 

importance of loyalty as a resource that sustains competitive advantage. By integrating these 

perspectives, the study provides a robust theoretical foundation for understanding how distribution 

strategies and customer loyalty jointly drive market performance in the noodles industry of Adamawa 

State. 

 

Methodology 

This study adopted a descriptive survey research design. A descriptive survey design is chosen for its 

suitability in capturing the prevailing conditions, attitudes, and perceptions of the target population 

(Creswell, 2012). This design allows for the systematic collection and analysis of data to gain insights 

into the relationships between variables of interest. 

 

Population of the Study 

The study population comprises 876 channel partners involved in the distribution channel of Indomie 

Instant Noodles in Adamawa State. As shown in Table 1, these channel partners include Sales Teams 

of Multipro Consumer Products Limited, Distributors, Sub-distributors, and Retail Outlets selling 

noodles and the end consumers. 

Table 1 Population of the Study 
S/N Subgroups Population Proportion (%) 

1 Sales Team of MCPL 47 5.4 

2 Distributors 16 1.8 

3 Sub-Distributors 211 24.0 

4 Retail Outlets Selling 

Noodle 
219 24.9 

5 Consumer 385 (43.8) 

   (Rely on Cochran1977)for infinite 

 Total 878  
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Source: The Multipro consumer product Ltd., (Jan, 2025) 

 

3.4 Sample of the Study 

The sample size for this study is determined using Kriejcie and Morgans (1970) table for determining 

sample size. According to Kriejcie and Morgan (1970) with the total population of 878 distribution 

partners, 265 would be selected as representative for the population. 

 

Table 2 Proportionate Stratified Sampling 

 

S/N Subgroups Population Proportion (%) Sample 

1 Sales Teams of Multipro 

Consumer Products Limited 

47 5.4% 14 

2 Distributors 16 1.8% 5 

3 Sub-Distributors 211 24.0% 64 

4 Retail Outlets Selling 

Noodles 

219 24.9% 66 

5 Consumers 385 43.8% 116 

 Total 878 100 265 

Source: The Multipro consumer product Ltd., (2025) 

 

Results 

The results of data analysed using PLS-SEM path modelling. The main results of the present study 

are presented in two main sections. First, the measurement model was assessed to determine the 

internal consistency reliability, convergent validity and discriminant validity. Results of structural 

model are also reported (i.e. level of the R-Squared values, significance of the path coefficients, and 

effect size). 

 

Table 1,0 Descriptive Statistics of Study Variables 

Mean Std Deviation 1 2 3 4 

 

1. Market Performance 3.98 0.367 1    

2. Wholesale Distribution Channel 3.97 0.507 0.741 1   

3. Retail Distribution Channel 3.99 0.462 0.787 0.637 1  

4. Online Sales Channel 4.02 0.575 0.756 0.492 0.548 1 

5. Customer Loyalty 4.07 0.511 0.637 0.439 0.448 0.451 
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Figure 2 Measurement Model (Outer Model) 
 

 

 

 

Variable Code Loading Cronbach's 

Alpha 

rho_A Composite 

Reliability 

Average 

Variance 

Extracted 

(AVE) 

1. Market MPF1 0.724 0.763 0.768 0.840 0.514 

Performance MPF2 0.735     

 MPF3 0.749     

 MPF4 0.734     

 MPF5 0.635     

2. Wholesale DIS1 0.704 0.790 0.793 0.856 0.543 
Distribution DIS2 0.764 

Channel   

 DIS3 0.730     

 DIS4 0.764     

 DIS5 0.721     

3. Retail RDT1 0.687 0.785 0.785 0.853 0.537 
Distribution RDT2 0.752 

Channel   

 RDT3 0.763     

 RDT4 0.748     

 RDT5 0.712     

 

4. Online Sales Channel ONL1 0.688 0.835 0.839 0.884 0.604 

ONL2 0.796     

ONL3 0.805     

ONL4 0.774     

ONL5 0.818     

5. Customer Loyalty CUL1 0.729 0.803 0.824 0.860 0.552 
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CUL2 0.807 

CUL3 0.757 

CUL4 0.756 
CUL 5 0.657 

 

 

Table 12 Discriminant Validity using Hetero trait mono trait (HMTM) Creteria 

 
 1 2 3 4 5 

Market Performance      

Wholesale 

Distribution channel 

0.842     

Retail Distribution 

Channel 

0.895 0.795    

Online Sales 
Channel 

0.833 0.605 0.673   

Customer Loyalty 0.804 0.508 0.511   

 

 

4.5 Structural Model 

Figure 3 Structural Model (Inner Model) 
 

 

 

 

4.6 Hypothesis Testing 

To test the study hypotheses, the bootstrapping resampling procedure was employed. 

Bootstrapping is a non-parametric technique that generates repeated random samples (with 

replacement) from the original dataset to estimate the precision of path coefficients. This 

approach is particularly useful in mediation analysis as it provides robust estimates of indirect 

effects and their significance levels without relying on normal distribution assumptions (Hair et 

al., 2019). In this study, the bootstrapping procedure produced standard errors, t-statistics, and p-

values for each hypothesized path, thereby enabling reliable statistical inference. 
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The model fit was assessed using the coefficient of determination (R²) values. For the endogenous 

construct Market Performance, the R² value was 0.857, indicating that approximately 85.7% of the 

variance in market performance is explained by wholesale distribution, retail distribution, online sales 

channels, and customer loyalty. This represents a very strong explanatory power, suggesting that the 

model provides a good fit to the data. Similarly, the R² value for Customer Loyalty was 0.283, 

meaning that 28.3% of the variance in loyalty is explained by the three distribution channels. While 

this is a moderate level of explanatory power, it still demonstrates that distribution strategies play a 

meaningful role in shaping customer loyalty. 

The results of the hypothesis testing are presented in Table 13. For direct effects, H1 was rejected, 

showing that the wholesale distribution channel significantly influences market performance (β = 

0.265, t = 6.140, p < 0.001). H2 was also rejected, with the retail distribution channel exerting a 

stronger effect on market performance (β = 0.332, t = 7.254, p < 0.001). Similarly, H3 rejected, that 

the online sales channel has the strongest direct effect on market performance (β = 0.347, t = 8.846, p 

< 0.001). These findings highlight that all three distribution channels significantly contribute to 

market outcomes, with online sales emerging as the most influential. 

The results also rejected H4, showing that customer loyalty significantly predicts market performance 

(β = 0.216, t = 6.143, p < 0.001). 

Table 13 Results of Simple Mediation Analysis (Segmented Approach) 
 

Hypothesis Path Original 

sample 
(o) 

Standard 

deviation 
(STDEV) 

T Statistic 

(O/STDEV) 

P 
Value 

R 
Square 

Decision 

H1 Wholesale 

distribution channel 

>Market 

performance 

0.265 0.043 6.140 0.000 0.857 Rejected 

H2 Retail distribution 

channel >Market 
Performance 

0.332 0.046 7.254 0.000  Rejected 

H3 Online sales 

channel>Market 
performance 

0.347 0.039 8.846 0.000  Rejected 

H4 Customer Loyalty 0.216 0.035 6.143 0.000  Rejected 
        

 

Table 14 Effect Size 

 

Path f square 

Wholesale Distribution Channel -> Market Performance 0.269 

Retail Distribution Channel -> Market Performance 0.393 

Online Sales Channel -> Market Performance 0.530 

Customer Loyalty -> Market Performance 0.234 

 

4.8 Discussion 

The results of this study confirm that wholesale, retail, and online distribution channels significantly 

influence both customer loyalty and market performance, with loyalty further mediating these 

relationships. These findings are broadly consistent with prior empirical studies in Nigeria’s FMCG 

sector and can be explained through established theoretical frameworks. 
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The significant effect of the wholesale distribution channel on market performance (H1) is consistent 

with Adefulu and Adeniran (2019), who found that channel strategy significantly improved 

marketing performance among consumer goods firms in Lagos State. Similarly, Sanusi (2023) 

reported that channel structure, intermediary management, and relationships were positively 

associated with sales performance in Ibadan FMCGs. The present study reinforces these conclusions 

in the Adamawa noodles market, showing that wholesale distribution remains a critical driver of 

performance. This aligns with Porter’s Value Chain Theory, which emphasizes outbound logistics as 

a primary activity that creates value and competitive advantage. Logically, wholesalers ensure broad 

coverage and reliable product flow, which directly enhances sales outcomes. 

The strong positive relationship between the retail distribution channel and market performance (H2) 

also resonates with Haruna et al. (2024), who found that place strategy (retail availability) 

significantly influenced performance in the Indomie noodles distribution channel, with loyalty acting 

as a mediator. Likewise, Eshiett and Eshiett (2021) demonstrated that customer loyalty was strongly 

tied to retail patronage in Nigeria. The present findings extend these insights by showing that retail 

outlets are not only points of sale but also critical touchpoints for building trust and repeat patronage. 

This is consistent with the Service-Dominant Logic (Vargo & Lusch, 2004), which views value as co-

created through firm–customer interactions at the point of service delivery. 

The finding that the online sales channel had the strongest direct effect on market performance (H3) 

reflects the growing importance of digital platforms in Nigeria’s consumer markets. This is in line 

with Ochuko and Falilat (2023), who found that digital marketing practices significantly enhanced 

customer loyalty for Jumia Nigeria, and Iyadi et al. (2024), who reported that omni-channel strategies 

improved loyalty in e-commerce platforms. The present study extends these insights to the noodles 

sector, showing that online platforms not only build loyalty but also directly drive performance. From 

a theoretical standpoint, this aligns with the Resource-Based View (RBV), as digital distribution 

capabilities represent valuable and hard-to-imitate resources that enhance competitiveness. Logically, 

online platforms reduce transaction costs, expand reach, and provide convenience, thereby boosting 

both loyalty and performance. 

The results also confirmed that customer loyalty significantly predicts market performance (H4). This 

is consistent with Olayinka, Arinze, and Ezeude (2024), who found that emotional and service 

quality loyalty were positively associated with sales performance at Dangote Sugar Refinery. 

Similarly, Osarenmwinda and Ekanem (2024) showed that loyalty programs significantly increased 

repeat purchase behavior among FMCG consumers. The present study reinforces these findings, 

demonstrating that loyalty is a key mechanism through which distribution strategies translate into 

sustained performance. This is consistent with the Loyalty–Profitability Link (Reichheld & Sasser, 

1990), which argues that loyal customers reduce acquisition costs, increase lifetime value, and 

stabilize revenue streams. 

 

Conclusion 

The study concludes that distribution channels are not merely logistical pathways but strategic levers 

that shape both customer loyalty and market performance. Wholesale and retail distribution remain 

vital for ensuring physical accessibility and product availability, while online sales channels are 

increasingly critical for digital engagement, convenience, and market expansion. Customer loyalty 

emerges as the linchpin that mediates these relationships, transforming distribution efficiency into 

sustained performance outcomes. Theoretically, the findings are consistent with Porter’s Value Chain 

Theory, Service-Dominant Logic and the Resource Based View. Thus, the study contributes to both 

theory and practice by demonstrating how distribution strategies and loyalty interact to drive 

performance in a highly competitive FMCG market. 

 

5.3 Recommendation 

Based on the findings, several recommendations are proposed: 
1. Strengthen Online Sales Channels: The study revealed that online sales channels play the most 

influential role in shaping both customer loyalty and market performance This can be achieved by 

investing in e-commerce partnerships, mobile applications, and social media shops. In addition, firms 

should integrate features such as personalized promotions, seamless payment systems, and efficient 

delivery services to enhance customer convenience and engagement. 
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2. Enhance Retail Distribution Execution: Retail outlets remain a critical access point for consumers, 

making retail distribution a vital driver of performance. To maximize this channel, firms should 

strengthen their relationships with retailers through merchandising support, attractive incentives 

.Retail visibility can also be improved through branding at points of sale and micro-distribution 

strategies that extend product reach into underserved rural and semi-urban areas. 

3. Optimize Wholesale Networks: Wholesalers continue to play a central role in ensuring product 

flow and availability across markets. To optimize this channel, firms should focus on structured 

territory planning, efficient inventory management, and fair pricing policies. Training and 

engagement programs for wholesalers can also help align them with brand objectives, ensuring 

consistency in product distribution and market coverage. 

4. Build Customer Loyalty as a Strategic Resource: Customer loyalty emerged as a key factor that not 

only drives performance directly but also mediates the effect of distribution strategies. Firms should 

therefore design loyalty-building initiatives such as reward schemes, referral bonuses, and consistent 

after-sales support. Beyond transactional loyalty, emotional loyalty should be cultivated through 

brand storytelling, community engagement, and corporate social responsibility initiatives that 

resonate with consumers. 

 

Limitations and Future Research Directions 

The study was limited to Adamawa State, which may restrict the generalizability of the findings to 

other regions of Nigeria or beyond. The study also relied on self-reported survey data, which may be 

subject to response bias. 

Future research could address the Comparative studies across multiple states or regions in Nigeria 

could also provide broader generalizability. Finally, researchers could explore other mediating or 

moderating variables, such as brand equity, customer satisfaction, or digital literacy, that may further 

explain the relationship between distribution channels and market performance. 
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