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ABSTRACT

This study investigated the effect of sales revenue growth on the corporate performance of listed Nigerian
foods and beverages manufacturing firms. The study used secondary source of data to collect panel data
from the financial statements of the selected firms between 2011 and 2020. The population of the study
is made up of the eight (8) listed foods and beverages companies listed on the Group Stock Exchange
Nigerian Limited. The sample four (4) of the firms were obtained using a purposive sampling technique.
The study employed the correlation analysis and the ordinary least square technique for data estimation.
The research work found that the co-efficient of the sales revenue on the return on assets is positively and
significantly signed (0.17548, P-value of 0.02 < 0.05) with the correlation result of 0.8965. The study therefore
concluded that sales revenue growth has a positive effect on the corporate performance of listed foods and
beverages manufacturing firms in Nigeria with a strong positive correlation between the turnover and the
firms’ performance. Therefore, the research work recommended that the directors of the foods and beverages
firms should strategize on how to improve on their advert coverage to increase their markets share that will
improve the level of their firms’ turnover in Nigeria.
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OPUTUHANBHASA CTATbA

BnugaHue pocrta BbIpyuKHu OT npoaax

Ha KOpnopaTUBHbIE NOKa3aTeNu HUrepumcKnx
KOMMNaHUi1 — NPpOU3BOAUTENIEN NPOAYKTOB
NMUTaHUA U HaNUTKOB

®ectyc Onapunyno Onaoite
Aitoona Asus Onaoite
AHHOTAUMA

LUenbto cTatbm 9BNSETCS Npe3eHTauuMs MeToha U pe3ynbTaToB UCCNef0BaHMUs, CBA3aHHbIX C OonNpeaeneHnem
B/IMSIHMS POCTA BbIPYYKM OT NPOAAK HA KOPNOPATMBHbIE NMOKa3aTeIM HUrepumckux GupM — NpousBoanTenen
NPOAYKTOB MUTaHUS M HAMUTKOB, 3apPerMCTPMPOBaHHbIX HA HOHAOBbLIM pbiHKE. B KauecTBe MeToaMyeckom 6a3bl
nccnenoBaHus Bblan MCNOMb30BaHbl MAHENbHble AaHHblE M3 GUHAHCOBOM OTYETHOCTM BbIOPaHHbIX HUpPM 3a
nepuop ¢ 2011 no 2020 r. laHHble yeTbipex hupM Obin NOAYyYEHbl C MCMONb30BaHWMEM METOAA LieneHanpas-
NeHHOM BbIOOpKU. B uccnenoBaHmMm NpUMEHANNCH KOPPENSILUMOHHbINA aHaNM3 U 0ObIYHbIN METOA, HAaMMEHbLINX
KBaApaToB A5 OLEHKU UCXOLHbIX AaHHbIX M pe3ynbTaToB UCCNenoBaHus. MccnenoBaHueM Takxke Oblnun oxBa-
4eHbl BOCEMb KOMMAaHWM MO NPOU3BOACTBY NPOAYKTOB MUTAHUS U HAMUTKOB, KOTUPYHOLLMXCS HA HUTePUMCKOW
dboHaoBOM BUpxKe. Pe3ynbTathl MCCNefoBaHUS NoKazanu, YTo KO3MMOULMEHT BbIpyYKM OT Npoaaxk no dboHA00T-
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[laye UMeeT NONOXUTENbHbIN M 3HaUMMbI 3HaK (0.17548, P-3HaueHune 0.02 < 0.05) ¢ pe3ynstaTom Koppensauuu
0.8965. ABTOpbI NPULWAK K BbIBOAY, YTO POCT BbIpyYKM OT NPOAAXK OKA3blBAET NOJIOXKMUTENIbHOE BIMSHME Ha
KOpNopaTUBHbIE NMOKA3aTeNu 3aperncTpupoBaHHbIX Ha BupKe HUrepuncKnx GupM No NPoU3BOACTBY MPOLYKTOB
NMUTAHUS M HANUTKOB C CUJIbHOM MOJIOXMUTENBHOM Koppenaumen mexay 060poToM 1 3hekTUBHOCTbIO HUpM.
B paMkax pa3paboTaHHbIX aBTOpaMMU peKoMeHAaLMI AMpekTopam GUpM no Npou3BOACTBY NPOAYKTOB MUTAHMUS
M HaNUTKOB OblN0 NpeaioXeHo pa3paboTaTb HOBYO CTPATErMIO, BKIKOYAOLLYO B CeOS arpeCcCMBHYO pekIaMHyo
KaMnaHuio B paboTe C NOTeHUMANbHBIMU KIMEHTAMM, YTOObI YBEIMUYUTb CBOKO L0/ HA PbIHKE U TEM CaMbIM
MOBbICUTb YpOBEHb 060pOTa MX GUp™M B Hurepmm.

Knrouesbie cnoea: kopnopatMBHas 3PPEKTUBHOCTb; NPOM3BOAMUTENM NPOAYKTOB MUTAHMS U HANUTKOB; POCT A0-
XOA,0B OT NpoAax

Ansa yumuposarus: Onaovie Mectyc Onagunyno, Onaoite Aiioona A3us. BamsHue pocrta Bblpyuku OT Npoaax
Ha KOpMNopaTMBHbIE NOKA3aTe/M HUrepuicKMX KOMNaHuii — Npou3BoAUTeNel NPOAYKTOB MMTAHMA U HAMUTKOB.
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Introduction

Attaining higher and adequate level of corporate
performance is imperative for the success of foods
and beverages as a business. Greater corporate
performance can be achieved in the short-run by
disposing part of the companies’ assets for imme-
diate survival. However, this type of performance
is not sustainable in the long-run. Therefore, foods
and beverages manufacturing firms must possess
the business strategies that will enable their nor-
mal operations to generate higher profits. One of
the most common measure of performance is the
return on assets by dividing net profit after tax
and interest by the total assets Ball et al. [1]. This
model can tell how much of the profit was used to
finance the assets of the company Ball et al. [Ibid.].
A company’s performance can be measured using
net profits ratio to total assets. Mansa [2] is of the
opinion that the performance can be measured as
the return on assets which is the earnings’ after
interest and tax divided by total assets. Measuring
the return on assets is an evaluation of the how
much of revenue contributed to the assets growth
Ani et al. [3]. Profit making is a may issue in every
business all over the world as a measure of the
growth in sales revenue. Firms engaging in foods
and beverages cannot do well without generat-
ing revenue that will generate cash inflow to meet
their short term debts and invest the excess of it in
corporate assets.

1. Background
Foods and beverages manufacturing industries
playing significant roles in the economic growth
of Nigeria by creating more employment opportu-
nities and improve social-economic welfare of the
populace in the country as the producers of the fi-

nal households goods Ani et al. [4.]. Failure on the

part of the foods and beverages companies in Ni-
geria and around the world to generate adequate

revenue can cause them to seize to continue their
business activities as no firm can survive without
making enough sales Alao and Oloni [5]. The two

industries have been recording highest perfor-
mance like other industries such as the oil and gas,
brewery and telecommunication Okwo et al. [6].
Growth of the foods and beverages firms’ sales rev-
enue is very paramount as most of the successful

businesses in the world are those that have superb

selling strategies Garison and Noreen [7]. Evalu-
ating the growth in the revenue of the foods and

beverages firms will expose how the business has

performed. Revenue means the income a company
got before removing any expenses. Sales revenue

is an important component determining and ac-
counting for about 85% of business success or fail-
ure in Nigeria and in the world Aashist [8]. Compa-
nies may get revenue that is higher than the sales

figures with other income sources. Sales revenue

refers to the economic value received after when

goods were sold or services rendered to another
party for money consideration Mansa [2]. Sales

could be done on cash or credit and advance pay-
ment Osundina and Osundina [9]. Cash sale means

cash on delivery Osundina and Osundina [ibid.].
Foods and beverages firms do sell goods or deliver
services on credit basis to increase their volume of
sales Osundina and Osundina [ibid.]. That means if
the company could achieve the same level of sales

with receivables, it is necessary to sell on credit
Rashiul et al. [10]. The aim of managing accounts

receivables is to maximize sales revenue, speed

up the cash flow and improve firms’ performance

(Nzewi, 2007) [11].
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A review of related literature also has discov-
ered that some studies like Ball et al. [1]; Nzewi [11];
Rashidul et al. [10]; Mansa [2]; have used return
on sales, earnings per share, return on investment
among others to measure performance, but this study
will use return on assets. The performance of foods
and beverages industries were seriously affected by
the poor state of Nigeria economy which reduced the
number of the operating listed foods and beverages
firms to almost eight (Ani, et al, 2012) [3]. However,
the revenue growth of the firms is very imperative
to avoid their failures as it was recently happened
to the industry. All these issues required continuous
studies to investigate the corporate performance
level of the foods and beverages companies in Nigeria
between 2011 and 2020. It is based on these identi-
fied gaps that this study is examining the effect of
sales revenue growth on the corporate performance
of listed foods and beverages manufacturing firms
in Nigeria.

1.1. Objective of the study

The main objective of this study is to examining
the effect of sales revenue growth on the corporate

performance of listed foods and beverages manu-
facturing firms in Nigeria. Specifically, the study
evaluates the effect of sales revenue on the return

on assets of the listed foods and beverages manu-
facturing firms in Nigeria.

1.2. Hypothesis of the Study
Thus the study hypothesized that:

a. Ho: sales revenue has no effect on the return
on assets of the listed foods and beverages manu-
facturing firms in Nigeria.

2. Literature Review

2.1. Corporate Performance

Corporate performance is an economic result
achieved by a business. Corporate performance is
the degree to which the business activity yields
enough financial gain. Corporate performance is a
measure that can be used to assess the value of a
business. Corporate performance is the economic
outcome of doing a business. Corporate perfor-
mance is a situation when a company is generat-
ing better profit. Corporate performance can be
defined as the financial benefit accrued to the
company in ordinary course of business. Corporate
performance reveals the healthy position of a busi-

ness in financial term over a period of time as in

Halabi and Lussier [12]. Corporate performance is

the ability of a business to do investment and gen-
erate a return from its [1]. The main objective of
firms is to enhance corporate performance Helen et

al. [13]. Due to the prevailing market competitive

conditions, business managers need to learn how

to achieve a sustainable level of corporate perfor-
mance for its survival in Helen et al. [ibid.]. Corpo-
rate performance is a measure of the efficiency of
a business organization Helen et al. [ibid.]. Meas-
uring the company’s corporate performance will

provides information on how to achieve business

growth in Oladejo [14]. Corporate performance can

be defined as the profit generation based on a do-
ing a business in Weetman [15]. Corporate perfor-
mance is the measure of efficiency that will guide

management to achieve success in business as in

Helen et al. [13]. Corporate performance is the abil-
ity to generate profit from the business activities

[5]. Return on assets is a ratio used to evaluate the

foods and beverages firms’ operational efficiency
in the study to provide an insight into how much

profit is being generated from sales. An increasing
in the return on assets is an indication that a com-
pany is growing more efficiently, while a decrease

in return on sales could sound as a signal of im-
pending financial troubles. Return on assets could

be estimated to evaluate a company’s operational

efficiency in Mansa [2].

2.2. Sales Revenue Growth

Growth in the sales revenue will improve corporate
performance. The terms “sales” and “revenue” in
accounting may interchangeably mean the same
thing. It is important to note that sales revenue
growth does not necessarily mean cash received
but sales level that will optimize profits. Sales rev-
enue is the net economic value received by a busi-
ness in return for the sales of goods or rendering a
service through its business operation. Sales rev-
enue is the income received by a company from
its sales of goods. Sales revenue is the return on
sales of assets, products and properties [5]. The
price of goods or services sold to customers is re-
corded as revenue for the activity in the period of
sale and delivery regardless of the period in which
the corresponding cash is collected in Al-Qashi &
Al-Oglah [16]. Sale revenue is one of vital means of
generating cash flow to upkeep of small, medium
and large business enterprises as to settle their fi-
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nancial obligation in Ani et al. [4]. Sales revenue
is the inflow of economic gain and a product of
income statement, which is the total income that
the entity receives as cash flows from the sale of
its commodity products or services in Ball et al. [1].

Sales revenue growth means the top line number
that appears at the top of the firms’ income state-
ments Ani et al. [4]. Sales revenue growth is meas-
ured at fair value or at the cash equivalent of assets
received in accordance with International Financial
Reporting Standards in Al-Qashi & Al-Oqlah [16].
In the case of the sale of goods or the rendering of
services for goods or services that are not identical,
the process is considered revenue generating. Rev-
enue in this case is measured on the basis of the fair
value of the goods or services received and adjusted
for any cash or cash equivalents to be exchanged Al-
Qashi & Al-Oglah [ibid.]. Cash sale is an immediate
payment for the goods and services [5]. Credit sale
in the other hand leads to the creation of account
receivable represented by trade accounts receivable
in the statements of financial position of a the firms
Ani et al. [4]. Credit sales are purchases made by
customers for whom payment is delayed which may
lead to the risk of bad debt losses. If the fair value of
the goods or services cannot be reliably measured,
revenue must be disclosed on the fair value of the
goods and services that the entity relinquishes [16].
Sale revenue is the amount realized by a business
from the sale of goods or services Ball et al. [1]. Sales
are the proceeds a company generated from selling
of goods or rendering a service to its customers. Sales
is a process that resulted in a transaction between
two or more parties where the buyers receive goods
or services and the sellers get something worth of
economic value in return usually money (Weetman,
2006) [15]. A portion of sales revenue may be paid in
cash and a portion may be paid on credit, through
means such as account receivables [5].

2.3. Theoretical Review

2.3.1. Economic Theory of Managerial
Capitalization

This study is pinned on the Economic Theory of
Managerial Capitalization introduced by Mar-
ris [17]. The theory stated that in considering the
growth of the companies, manager should choose
constant sales revenue growth rate that will ensure
continuous growth of the corporate performance
in Pandey [18]. This is what the choice of the high-
er growth rate is all about [ibid.]. Achieving higher

corporate performance through the sales revenue

growth, advertisement, constant research and sales

revenue growth among other criteria are likely to

usually influence the firms’ performance and their
values as in Pandey [ibid.]. As the interest of the

business stakeholders is to stimulate sales revenue

growth that will attract high returns on their as-
sets. However the managers should play dual roles

of satisfying the firms’ sales revenue growth and

maximize the interests of the stakeholders in Hel-
en et al. [13]. The assumptions made by Marris [17]

according to Helen et al. [13] managing the capi-
talization and performance is based on the price

structure and production costs, where the firms as-
sumed to grow through diversification, sales rev-
enue and performance assumed to have increase

at the same rate [5]. The theory expressed an opti-
mistic that as the sales revenue continue to grow-
up the corporate performance level also increases.
Therefore, the theory of Managerial Capitalization

is relevant to this study as it assist to determine

the effect of sales revenue growth on the firms’
corporate performance.

2.4. Empirical Review

Abdullahi [19] investigated “the effectiveness of
advertising expenses on the sales revenue and
profitability of some selected food and beverages
firms in Nigeria”. Secondary data was obtained and
analyzed using correlation analysis and Ordinary
Least Square regression model. The study found
that advertising expenses has no positive signifi-
cant relationship with the sales revenue of the
selected companies. While the result. The study
concluded that advertising is one of the most vital
medium of influencing people to purchase compa-
nies products and when the sales improve, com-
panies’ performance will also improve. The study
recommended that not only advertising should be
given adequate attention while formulating sales
revenue policies for the promotion, strategies and
other related factors such as sales promotion, per-
sonal selling, publicity among others should be
considered to increase the sales revenue and en-
hance profitability. Helen et al. [13] conducted a
study to investigate “the determinants of profit-
ability in listed consumer goods firms in Nigeria”.
The study used secondary source of data was used
to collect a time series data on firm size, leverage,
market share and return on asset between 2006
and 2015 which were sourced from the annual ac-
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counts and reports of the selected firms. Data gath-
ered were analyzed using Pearson correlation and
ordinary least square regression. Findings from the
study indicated that there is strong relationship
among the variables used in the study.

Al Hayek [20] investigated “the relationship be-
tween the sales revenue and net profit and net cash
flows from operating activities in Jordanian industrial
joint stock companies”. The study carried out an
analytical study using a descriptive analytical tech-
nique. Data gathered was analyzed using multiple
regression equation. The results from the study re-
vealed that there is a significant relationship between
the sales revenue and net profit and net cash flows
from operating activities of the companies. Ani et
al. [4] investigated “the relationship between sales
revenue and the profitability of foods and bever-
ages industries in Nigeria”. The study adopted an
ex-facto design and used panel secondary data from
the financial statements of the firms for a period
between 2010 and 2018. The study used regression
model, ANOVA and Correlation for data analysis.
The study found that sales revenue does not have
significant impact on return on sales and return on
investment but it has significant effect on earnings
per share of brewery industries in Nigeria. The study
concluded that there is no significant effect of sales
revenue on return on sales and return on invest-
ment but there is on earnings per share of brewery
industries in Nigeria.

3. Methodology
This study adopted an expo-facto research design
and focused on foods and beverages industries to
examine the effect of growth in the sales revenue
on the performance of the listed foods and bever-
ages firms in Nigeria. The study uses secondary
data by using panel data from the annual accounts
and reports of listed breweries from 2011-2020.
A sample of four (4) foods and beverages firms
were purposively selected based on the availabil-
ity of data from the study’s population of eight (8)
quoted Nigerian foods and beverages firms as at
315t Decameter, 2021. The companies are “Dangote
Sugar Plc, Cadbury Nigeria Plc, Honeywell Flour
Mill Plc, Multi-trex Integrated Foods Plc, Flour
Mills Plc, Northern-Nigerian Flour Mills Plc, Un-
ion Dicon Salt Plc and National Salt Corporation of
Nigeria Plc”.. The study employed the correlation
analysis and the ordinary least square methods to
analyze data. The study used one explanatory in-

Table 1
Correlation Analysis Result

ROA SR
ROA 1.0000
SR 0.8965 1.0000

Source: Data Analysis (2021), 5% level of significant.

dependent variables of sales revenue growth meas-
ured in term of net revenue as the log of turnover
figure, while the return on assets (ROA) is used as
the dependent variable, the proxy for performance.

3.1. Model Specification
This study adopted the model use by Ani et al. [4].
The adopted model is specified below:

ROA, =B,+B,SR, +e, 1.1

Where:

SR, = Sales Revenue at time t (independent vari-
able)

ROA, =Return on assets at time (dependent vari-
able)

0 = Constant

Bo, B1

et = Error term.

3.2. Results and Discussion

The study analyzed the data sourced for using the
correlation analysis and the common effect model
as presented below:

Table 1 presents the result of the correlation
analysis showing a positive correlation between
the return on assets and the sales revenue measured
in term of log of turnover (r = 0.8965).

Table 2 reveals the results of the ordinary least
square technique on the effects sales revenue growth
measured in term of log of turnover on the perfor-
mance of the selected listed breweries measured
in term of return on assets. The result of Ward’s
test for heteroskedasticity with a statistic value of
15.86 and a p-value of 1.26 > 0.05 level of significant
implies that there is no heteroscedasticity in the
residuals. The ordinary least square result in Table
2 indicates the results of the adjusted R-square of 89
per cent implying that even if other variables in the
error term were included in the model, sale revenue
will still account for 86% of the variation in return
on assets. The F-statistics of 14.865 indicates that
that the model used is fit has a p-value of 0.0031
less than 0.05 level of significant. Wooldridge test

10
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Table 2
Ordinary Least Square Result

Included 4 cross-sectional units, Time-series length = 10 using 40 observations
Dependent variable: ROA

Coefficient Std. Error t-ratio p-value

Const -2.7530 0.6227422 -4102 0.0153

SR 0.17548 0.0243214 4.433 0.0252
Mean dependent var -0.064321 S.D. dependent var 0.643210
Sum squared resid 3.765300 S.E. of regression 0.456721
R-squared 0.889320 Adjusted R-squared 0.864326
F-stat (2, 27) 14.86540 P-value(F) 0.003102
Log-likelihood -7.12653 Akaike criterion 19.32145
Schwarz criterion 22.58432 Hannan-Quinn 18.23451
Rho 0.865432 Durbin-Watson 2.247218

Ward heteroskedasticity test-
Null hypothesis: no heteroskedasticity is present
Test statistic: LM = 16.7644
with p-value = P(Chi-square(5) > 15.8644) = 1.261754
Wooldridge test for autocorrelation in data -
Null hypothesis: No autocorrelation (rho = 0)
Test statistic: t(2) = 375.021 with p-value = P(Jt| > 375.021) = 0.796

Source: Data Analysis (2022) @ 5% significant level.

for autocorrelation with a statistic value of 15.86

and p-value of 1.26> 0.01 level of significant and

Durbin Watson of 2 and above indicate the absence

of autocorrelation in the data. However, the result
of the ordinary least square revealed that the co-
efficient of net revenue of 0.17548 with the P-value of
0.0252 < 0.05 significant level is implying that sales

revenue has a positive and significant effect on the

return on assets of the listed Breweries companies

in Nigeria. This result means a unit increase in the

value of the independent variable of sales revenue

will also increase the performance of the selected

firms by 17 per cent.

4. Conclusion
Finding from the study showed that there exist a
strong association between the sales revenue and
the return on asset turnover and the performance

of the listed foods and beverages firms in Nigeria

measured in term of return on assets. Also, the re-
sults of ordinary least square revealed that sales

revenue has a positive and significant effect on the

performance of the listed breweries companies in

Nigeria. This study is similar to the result of the

study conducted by Al-Hayek (2018) who found

a positive relationship between the sales revenue

and the net profit and the net cash flow from their
operations. The result is implying that is the man-
agers of the foods and beverages companies can

try to improve the sales revenue of their firms, the

performance of the companies will go up. There-
fore, the research work recommended that the

Directors of the foods and beverages firms should

strategize on how to improve on their advert cov-
erage to increase their markets share that will im-
prove the level of their firms’ turnover.
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