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Abstract: This study examined the relationship between technology and market performance of bottled
water manufacturing companies in Port Harcourt. This study adopted the cross sectional research
design and data were drawn using structured questionnaire from 48 top and middle level managers of
15 bottled water manufacturing companies in Port Harcourt. The reliability of the instrument was
achieved by the use of the Cronbach Alpha coefficient with all the items scoring above 0.70. The
hypotheses were tested using the Spearman’s Rank Order Correlation Coefficient with the aid of
Satistical Package for Social Sciences version 23.0. The tests were carried out at a 95% confidence
interval and a 0.05 level of significance. The study finding revealed that there is a significant
relationship between technology and market performance of bottled water manufacturing companies in
Port Harcourt. The study thus recommends that managers of bottled water manufacturing companies
should embrace technology in order to cut cost, reduce transaction time, get feed backs from customers
and create brand awareness. This is because technology has a positive impact on market performance.
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INTRODUCTION

The desire of firms to improve their performance in the market is the paramount push behind all
managerial decisions and strategy because the market performance of the firm is cardina to the
corporate wellbeing of the business undertakings and also determines the continued existence of
the firm in the business landscape (Horsfal & Mac-Kingsley, 2002). Market performance has
thus continued to enjoy very attractive investigations from practitioners and academics (Clark,
1999). Efforts have been made to determine how organizational marketing programmes affect
various aspects of the market performance, thus with a view to determine the core drivers of
market performance, several studies have been conducted (Ateke & Iruka, 2015; Adegjoke &
Adekemi, 2012: Asiegbu, Awa, Akpotu & ogbonna, 2011). Managers have redlized that it is no
longer enough to just provide a value offering to marketplace, and amass tangible assets; but they
must also consider their brands as significant intangible assets ( Liu, Hu & Grimm, 2010).
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Rouse and Dadllebach (2009) argued that for a firm to advance its performance, it must comprehend and
ascertain its main resources that will improve its competitiveness and sustainability. The study established
that a firm’s skills, strategic positioning and intangible technological resources results to superior
performance and that they aid the firm in formulating and implementing strategies that can improve
effectiveness and efficiency of the firm. Barney and Hesterly (2010) advanced that intangible technol ogy
resources are more sustainable than tangible resources which can be acquired and duplicated by
competitors. In addition, Kenneth, Anderson and Eddy (2010) pointed out that a firm has an advanced
performance when it has the capability of maintaining VRIN resources for a number of years.

According to Barney (2011) a firm’s performance superiority is not from one source but from a package
of resources both tangible and intangible. Tangible resources such as physical building and land would
only result to atemporal competitive advantage which is inadequate in the long run since the competitors
are in a position to obtain crucia resources through substitutes, hence eliminating above average
profitability of afirm. Technology as an Intangible resourceis able to produce superior performance since
they are vauable, rare, inimitable and non-substitutable (Costa, Cool & Dierick, 2013). Baker and
Sinkula (2009) indicated that for a long time, technology has been identified as the key for commencing
novel activities through risk-taking and firm proactively which results in a firm’s higher performance than
competitors. Firms that focus on technologica advancement through innovation research and
development generate above average performance (Paladino, 2009; Merlo and Auh, 2009 and Tajeddini,
2010). Firms that employ technology are known for superior performance because they believe in
acquisition of new technologies for product innovation, research and development which enables the firm
to produce unique products which are hard to copy (Altindag, Zehir and Acar, 2010). Basile (2012) noted
that technology deserves consideration since it pursues opportunities and renewal of new market from the
areas of operation that are existing to match with the changing needs of the customers in the market. This
study therefore examines the relationship between technology and market performance of bottled water
manufacturing bottled water manufacturing companies.

Furthermore, this study was also be guided by the following research questions:

1. What is the relationship between technology and improved customer service of bottled water
manufacturing companies in Port Harcourt, Nigeria?

2. What is the relationship between technology and customer retention of bottled water
manufacturing companies in Port Harcourt, Nigeria?

3. What is the relationship between technology and brand awareness of bottled water manufacturing
companiesin Port Harcourt, Nigeria?
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Fig.1: Conceptual Framework for the relationship between technology and market performance

Source: Author’s Desk Research, 2019

LITERATURE REVIEW

Theoretical Foundation

Resource Based View Theory

The resource based view (RBV) is a management tool used to evaluate the resources available in
the firm. In essence, the resource-based view is based on the idea that the effective and efficient
application of all useful resources that the organization can gather helps determines its
competitive advantage. It seeks to explain the internal sources of a firm'ssustained competitive
advantage. Itsinnermost proposition isthat if afirm isto attain a state of sustainable competitive
advantage it must obtain and control valuable, rare, inimitable,and non- substitutable (VRIN)
resource and capabilities, plus have the firms in the place that can absorb and apply them
(Barney, 1991).

The resource base view as a foundation for the competitive advantage of a firm is rooted
primarily in the application of a bunch of valuable tangible or intangible resources at the
organization's disposal (Wernerfelt, 1984). Wernerfelt in his 1984 paper titled "A resource based
view of the firm" argued that the success of a firm in its product market was a result of its
advantages in the factor market (or resources). Hamel &Prahalad, (1980) gave a practical
approach to the resource-based view, by calling them the 'core competence of the corporation'.
They also clarified that to add value to the firm, resources must be inimitable. Barney identified
four characteristics of resources that would be required to generate sustainable competitive
advantage to firms - resources must be valuable, rare, inimitable and non- substitutable (VRIN)
(Barney, 1991).

Company's strategy is avital part of the firm's organizational system that will play a crucial role
in improving the business performance. The production of goods and services as well as wealth
creation is dependent on the resources available to the organization especially the intangible
assets (Husnah, Subroto, Djumahir& Aigah, 2013). Intangible asset and effective management
are sources of competitive advantage. This has pushed most firms to improve the performance of
its non- monetary assets because the strategy influences the overall performance of the company
significantly (Choo& Bontis, 2002). It's been argued by experts that intangible resources are more
able to generate sustainable competitive advantage (Hitt, Ireland & Hoskisson, 2014). Intangible
resources are strategic assets to achieve SCA (sustainable competitive advantage) because it
meets the criteria of Valuable, Rare, Imperfectly Imitable, non-substitutable (VRIN) (Barney,
1991).

This model relates to the study in that it illustrates how firm performance is rooted primarily in
the application of a bunch of valuable tangible or intangible resources at the organization’s
disposal. It further relates by explaining how intangible asset and effective management are
sources of competitive advantage for the firm. Furthermore, it shows how firms improve the
performance of its non-monetary assets, because the strategy influences the overall performance
of the company significantly.
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Technology

The term “technology” rose to prominence in the 20th century in connection with the second
industry revolution. Bain (1937), the America sociologist wrote that “technology includes all
tools, machines, utensils, weapons, instruments, housing, clothing, communicating and
transporting devices and the skills by which we produce and use them”. Bain’s definition
remains common among scholars today, especially socia scientists. Scientists and engineers
usually prefer to define technology as applied science, rather than as the things that people make
and use.

Technology is also an application of science used to solve problems. But it is vital to know that
technology and science are different subjects which work hand-in-hand to accomplish specific
tasks or solve problems (Ramey, 2013). While Woodward (1965) viewed technology as a
mediating variable between an organisation and its environment.

Many businesses are using technology to stay competitive, they create new products and services
using technology, and they aso use technology to deliver those products and services to their
customers on time and within budget. A good example is mobile phones companies like Apple &
Samsung, these mobile empires, use high-end technology to create new smart phones and other
electronic devices to stay competitive. This competitive edge is gained through employing
advanced technology (Ramey, 2013).

Advanced M anufacturing Technologies (AMT)

The quest for lower operating costs and improved manufacturing efficiency has forced a large
number of manufacturing firms to embark on AMTs projects of various types. Dramatic
developments in AMT at various organizational levels can be attributed to numerous benefits
that improve the competitive position of the adopting companies. AMT impact not just
manufacturing, but the whole business operations, giving new challenges to a firm’s ability to
manage both manufacturing and information technologies (Gunawardana, 2006). Owing to the
intense global competition in manufacturing, manufacturers need to increase their level of
competitiveness in the global market. Some manufacturing companies, therefore, are forced to
undergo a period of transformation in order to compete more effectively. Under these
circumstances, AMT is considered as a means of improving competitiveness (Gunawardana,
2006).

Baldwin (1995) defines AMT as ‘a group of integrated hardware-based and software-based
technologies, which if properly implemented, monitored, and evaluated, will lead to improving
the efficiency and effectiveness of the firm in manufacturing a product or providing a service’.

Advanced Manufacturing technology (AMT) represents a wide variety of mainly computer-
based systems, which provide adopting firms with the potential to improve manufacturing
operations greatly. It is generally expected that the resultant improvement in operational
performance will enhance the firm’s ability to reap the underlying marketing, strategic and
business benefits for which the systems were adopted. Another definition is AMT refers to a
family of technologies that include computer-aided design (CAD) and engineering systems,
materials resource planning systems, automated materials handling systems, robotics, computer-
controlled machines, flexible manufacturing systems, electronic data interchange and computer-
integrated manufacturing systems (Gunawardana, 2006).
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Concept of Market Performance

Coallins dictionary of business (2005) define market performance as the effectiveness of suppliers
in a market/ industry in utilizing economic resource to their maximum efficiency and to the
ultimate benefit of consumers. Lusch and Laczniak (1989) define business performance as the
total economic result of the activities undertaking by the organization.

It has been argued that, non-financial measures such as customer satisfaction, service quality,
customer retention, brand awareness are more valuable in evaluating and motivating managerial
performance, which complements short-run financial figures as an indicator of progress toward
firms® long-term goals and is more reflective of the overall corporate strategy (Ittner and
Larcker, 2003).

Measuring performance has been a cardinal issue for enormous majority of companies (Morgan,
Clark & Gooner, 2002). Business practitioners and academics have both been attracted to the
topic with an insistence and intentions previously unexampled (Clark, 1999). A wide range of
measurement has been adopted to operationalize performance. For example, Narver and Slatter
(1994), identified key indicators as return-on-investment, market share and sales growth,
Nwokah (2008), used sales growth, profit ability, and market share, and Didia and Nwokah
(2015), employed sales growth, customer retention, return on investment, market share, getting
valuable information, ability to secure local resource and motivating employees as proxies of
business performance. This study adopts improve customer service, customer retention and
brand awareness, a non-financial measures as cited in Ahiazu& Asawo (2016) as the measures of
market performance.

Improved Customer Service

The success of companies has for long been influenced by a number of factors, such as, the
location of the company, capital, pricing system and marketing skills of the workers of the
company. However, today, the quality of a company’s customer service has a great impact vis-a-
vis the success of companies (Atem, 2014). Customer service can be defined as “a series of
activities designed to enhance the level of customer’s satisfaction”. These activities may include
the provision of assistance, advice and delivery of products by the company to its customers
(Mckinney, 2014). Customer service is provided to consumers/clients/buyers of a company,
before, during and after the purchase of goods and services (Bielenberg, 2006). Quality/excellent
customer service is the ‘ability of an organization to constantly and consistently exceed the
customer’s expectations’. Quality customer service is vital to a business’ success as customers
are the “lifeblood” for any business (Mckinney, 2014). The goal of excellent customer service is
to make customers contended, in order for them to come back and to bring more customers
(Ciotts, 2012).

Machando and Diggines (2013) defines customer service as the totality of what an organisation
does to add value to its products and services from the perspective of customers.Lucas (2005)
describes customer service as the ability of knowledgeable, capable and enthusiastic employees
to deliver products and services to their internal and external customers in such a way that it
satisfies identified and unidentified needs of customers, and ultimately, results in positive word
of mouth advertising and repeat business. It is the interaction that takes place between somebody
from the company and the customer and that it is not limited to sales, for example, but links to all
tasks and functions in a company (Fogli, 2006).
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Customer service is the provision of services to customers before, during and after a purchase.
Essentially, customer service is any back-up service that a company provides to customers to
maintain their loyalty and to secure sales. It must be kept in mind that it is not the actual service
that is of importance, but rather the perception that a customer has of the service (Brink and
Berndt, 2008). The role of customer service is to provide ‘time and place utility’ in the transfer
of goods and services between buyer and seller. It follows that making the product or service
‘available’ is what, in essence, a company’s distribution function business entails. ‘Availability’
is, in itself, a complex concept impacted upon by a galaxy of factors, which together constitute
customer service (Christopher, 2005).

Looking at the above definitions of customer service from various authors, customer service
involves meeting and exceeding the expectations of customers. In order to achieve this, a
company has to determine what customers’ expectations are. It is clear that providing excellent
customer service is not something that can be done in an ad-hoc manner or be seen as a passing
phase. It would be inefficient for a company just to focus on customer service for a short time
and then consider it done. Providing excellent customer service needs to be afocal point for any
company and must form an integral part of a company’s total product offering, behaviour and
business culture (Jeske, Chimusoro & Karodia, 2015).

Achieving excellent customer service is a continuous process that never stops. Any company that
has any business sense will continuously re-design, tweak and improve its customer service. In a
similar way, a company’s customers’ expectations will also develop and evolve over time,
making it essential that service delivery coincides with those expectations. Companies must
continuously make an effort to also make sure that a company asks customers about their
expectations and needs to ensure that they use this information as guidelines to improve and
modify their business or service model accordingly (Jeske, Chimusoro & Karodia, 2015).

Customer Retention

Kotler and Amstrong (2001), state that in the past many companies took their customers for
granted. Companies practiced a "leaky bucket" approach to marketing. Meaning companies
could keep filing the marketing bucket with new customers without worrying about losing old
customers through holes in the bottom of the bucket. However in Nigeria today, changing
demographics, more sophisticated competitors, sophisticated buyers means that there are fewer
customers to go around. Kotler (1999) noted that, companies are realizing that losing a customer
means losing more than a single sale; it means losing the entire stream of purchases that the
customer would make over alifetime of patronage.

As customers begin to experience a better service their expectation rises; the customers begin to
make conscious and unconscious comparisons between different service experiences irrespective
of the industry sector. Cook (2002) states that, a company's ability to attract and retain new
customers therefore is a function not only of its product or product offering but also the way it
services its existing customers and the reputation it creates within and across market places.
Strauss and Friege (2001) defined retention as the customer's liking, identification, commitment,
trust, willingness to recommend, and repurchase intentions. Customer retention implies a long-
term commitment on the part of the customer and the firm to maintain the relationship. Cook
(2002), indicate underlined statistics that shows just how crucial retaining customers can be;
reducing customer defections can boost profits by 25-85 per cent (Reichheld, 1996). The price of
acquiring new customers can be five times greater than the cost of keeping current ones.
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Retaining old customer cost less than acquiring new ones. Old customers pay less attention to
competing brands and advertising, are less price sensitive and create favorable word-of-mouth
(Desai & Mahgjan, 1998). Customer retention has been advocated as an easier and more reliable
source of superior performance (Reichheld and Sasser, 1990). Customer retention brings benefits
such as employee retention and satisfaction, better service, lower costs (Riechheld& Kenny,
1990), lower price sensitivity, positive word of mouth, higher market share, higher efficiency
and higher productivity (Zineldin, 2000). While the precise meaning and measurement of
customer retention can vary between industries and firms there appears to be a general consensus
that focusing on customer retention can yield severa economic benefits (Dawkin&
Reichheld,1990; Reichheld et al., 1990). As customer tenure lengthens, the volumes purchased
grow and customers churn, customer replacement costs fall. Finaly, retained customers may pay
higher prices than newly acquired customers, and are less likely to receive discounted offers that
are often made to acquire new customers. All of these conditions combine to increase the net
present value of retained customers. Kotler (1999) states that the cost of attracting a new
customer is five times the cost of keeping the current customer happy. It requires a great deal of
effort to induce satisfied customers to switch away from their current suppliers. There are two
ways to strengthen customer retention, one is to erect high switching barriers and the other is to
deliver higher customer satisfaction. In terms of attracting and retaining customers, firms are
reminded to be aware of the different "loyalty coefficient” - the amount of economic forces
needed to move different kinds of customers. The easiest to win is likely to be the one who will
be the quickest to defect. According to Reichheld (1996), the customers who glide into your
arms for aminimal price discount are the same customers who dance away with someone else at
the dlightest enticement.

Brand Awareness

Brands have been used for centuries to distinguish the products or services of different
companies from each other. In principle, whenever a marketer creates a new name, symbol or
logo for a new product, he or she created a brand (Keller, 2008). Brand is a multi dimensional
phenomenon which is traditionally defined as name, symbol, concept, sign, or some other feature
(Mamelin & Hakala, 2008). The meaning of that is to distinguish the product or a service from
competitors (Keller, 2008). Creating differences is what branding is all about (Kotler & Keller,
2016). Brands basically create perceptions in the mind of the consumer that it is unique and there
is no other similar product or service in the market. Therefore, a brand is said to be of strong
entity if it is consistent over a long period of time in providing the product or service which
consumers and prospective purchasers can rely and trust, which will lead to a brand promise
(Srinvasan, Park & Chang, 2005).

Technology and I mproved Customer Service

According to Taylor (2017), customer service is the lifeblood of any organization, and it is not
just a department but must be the attitude of the entire company. Employees can be trained to
provide the best service possible to the customer. However, if the technology is not adequate,
customers, and employees, will quickly become disheartened and frustrated. A frustrated
customer (or employee) can lead to lower company revenues through lost sales or lost
productivity. Technology used properly, can help employees work more efficiently and ease
customer frustrations.
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Dussauge, Hart and Ramanantsoa (1992) note that “technological innovation often modifies the
base of competition in a given industry and technology is, in many cases, one of the main
sources of competitive advantage”. They also note that “firms can use technology to place
themselves in a favourable position by deliberately upsetting the competitive environment,
forcing a redefinition of the existing business and a change in the rules of the game. Also, Frank
and Oluwafemi (2012) found that information technology influences customer satisfaction by
reducing transaction time, improving operational effectiveness, reducing the running cost and
ushering in swift response in service delivery.

Technology and Customer Retention

Daneshvar and Ramesh (2010) said that information technology can help promote cost
leadership by providing valuable new service inexpensively. Also, Intellitrend (2013) opines that
information technology has helped many businesses to eliminate unwanted processes that delay
production of products with the use of automations. Karmarka and Mangal (2007) argue further
that information technology has made shopping convenience for customers as the time and
efforts required to visit the brick-and-mortar had been reduced by the introduction of e-shops.
Prior research by Y oon (2009) found that adoption of information technology improves business
processes, ensures faster delivery to customers, thereby it impacts customers’ confidence,
satisfaction and retention.

Technology and Brand Awar eness

According to smith (2011) technology doesn’t just give people a new way of doing things; it
gives people a new way of thinking. The biggest impact of technology is the change it createsin
people’s perceptions. Certainly, technology expands access speed and productivity but
technology has much more far- reaching effects. Maure (2015) argue that a couple of decade
ago companies looking to reach a national audience would have to spend millions on television
and print advertising, direct mail or catalogues. Reaching a global audience was unthinkable for
al but the largest multinational brands. All that has changed. Today virtually any brand owner
large or small can reach customers and prospects around the world with minimal investment. The
barriers to market entry have not merely been lowered- they have been obliterated.

The investigation of Khan, Jadoon and Tareen (2016) submit that consumers commitment
toward buying, both current and future is affected by brand awareness. Zhao, Tong, Li,Ma and
Wang (2016) indicated a significant positive connection exist between technology brand
awareness and brand loyalty. Furthermore Tritama and Tarigan (2016) found that technology via
social media has significantly impacted company’s brand awareness

From the foregoing point of view, the study hypothesized thus:

Hoi: There is no significant relationship between technology and improved customer service
of bottled water manufacturing companies in Port Harcourt, Nigeria.

Ho,:  Thereis no significant relationship between technology and customer retention of bottled
water manufacturing companiesin Port Harcourt, Nigeria.

Hos: There is no significant relationship between technology and brand awareness of bottled
water manufacturing companies in Port Harcourt, Nigeria.
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METHODOLOGY

This study adopted the cross sectional research design and data were drawn using structured
guestionnaire from 48 top and middle level managers of 15 bottled water manufacturing
companies in Port Harcourt. The reliability of the instrument was achieved by the use of the
Cronbach Alpha coefficient with all the items scoring above 0.70. The hypotheses were tested
using the Spearman’s Rank Order Correlation Coefficient with the aid of Statistical Package for
Social Sciences version 23.0. The tests were carried out at a 95% confidence interval and a 0.05
level of significance.

DATA ANALYSISAND RESULTS

The level of significance 0.05 was adopted as a criterion for the probability of accepting the null
hypothesisin (p> 0.05) or rejecting the null hypothesisin (p <0.05).

Hoi: There is no significant relationship between technology and improved customer service
of bottled water manufacturing companiesin Port Harcourt, Nigeria.

Table 1: Correlation analysis showing the relationship between technology and improved
customer service

Correlations
Technolog  Improved

y customer
service
Spearman'srho  Technology Correlation 1.000 705"
Coefficient
Sig. (2-tailed) . 000
N 438 438
Improved customer  Correlation 705" 1.000
service Coefficient
Sig. (2-tailed) 000 .
N 438 48

**_Correlation is significant at the 0.01 level (2-tailed).

Sour ce: SPSS Output based on 2019 field survey data

The result as shown in correlation matrix (Table 1) revealed that technology has a very strong
positive relationship with improved customer service with a correlation value of r = .705 and
shows probability/significant value (PV) of .000 which is less than (<) 0.05 (level of
significance). Hence the previous tentative statement of no relationship is rejected. Therefore the
researcher accepts the alternative hypothesis that a significant relationship exist between
technology and improved customer service.

Ho,: Thereis no significant relationship between technology and customer retention of bottled
water manufacturing companiesin Port Harcourt, Nigeria.
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Table 2: Correlation analysis showing the relationship between technology and customer
retention

Correlations
Technolo Customer

ay retention
Spearman's Technology Correlation 1.000 586"
rho Coefficient
Sig. (2-tailed) . 000
N 48 48
Customer Correlation 586 1.000
retention Coefficient
Sig. (2-tailed) 000 .
N 48 48

** Correlation issignificant at the 0.01 level (2-tailed).

Sour ce: SPSS Output based on 2019 field survey data

The result as shown in correlation matrix (Table 2) revealed that technology has a substantial and
positive relationship with customer retention with a correlation value of r = .586 and shows
probability/significant value (PV) of .000 which is less than (<) 0.05 (level of significance).
Hence the previous tentative statement of no relationship is rgected. Hence the previous
tentative statement of no relationship is rejected. Therefore the researcher accepts the alternative
hypothesis that a significant relationship exist between technology and customer retention.

Hos: There is no significant relationship between technology and brand awareness of
bottled water manufacturing companiesin Port Harcourt, Nigeria.

Correlation analysis showing the relationship between technology and brand awareness

Corrédations
Technolo Brand

ay awareness
Spearman's  Technology Correlation 1.000 798"
rho Coefficient
Sig. (2-tailed) . .000
N 48 48
Brand Correlation 798" 1.000
awareness Coefficient
Sig. (2-tailed) .000 :
N 48 48

** Correlation is significant at the 0.01 level (2-tailed).

Sour ce: SPSS Output based on 2019 field survey data

The result as shown in correlation matrix (Table 3) revealed that technology has a very strong
positive relationship brand awareness with a correlation value of r = .798 and shows
probability/significant value (PV) of .000 which is less than (<) 0.05 (level of significance).
Hence the previous tentative statement of no relationship is rgected. Hence the previous
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tentative statement of no relationship is rejected. Therefore the researcher accepts the alternative
hypothesis that a significant relationship exist between technology and brand awareness.

DISCUSSION OF FINDINGS

Technology and I mproved Customer Service

The result shows there is a strong positive relationship (Rho (P) = .705) between technology and
improved customer service of bottled water manufacturing companies. This indicates that
technology affects improved customer service. When put in statistical test, the result shows that
there is a significant relationship between technology and improved customer service. This
implies that technology increases customer service. To further buttress this finding, James (2018)
found that information and communication technology has resulted in faster processing of
customer requests, easy access to banking information and services, reduction of errors,
provision of timely services and transaction alerts, among other benefits. Similarly Garuba
(2010) found that technology by way of e-banking has led to increase customer satisfaction,
improved operational efficiency, reduced transaction time, better competitive edge, reduced
running cost and ushered in swift response in service delivery.

Technology and Customer Retention

The result shows there is a substantial positive relationship (Rho (P) = .586) between technology
and customer retention of bottled water manufacturing companies. This indicates that technology
affects customer retention. When put in statistical test, the result shows that there is a significant
relationship between technology and customer retention. To explain this finding, Tsai, Chung
Lin & Chang purported that information technology enhances customer’s feedback, and it sets
the stage for a two-way communication effort. For example, follow up with a customer after a
business transaction proves to customers that the company wants to hear from them. They
therefore conclude that, information technology strongly ensures customer loyalty and retention.
Similarly, Prior research by Yoon (2009) found that adoption of information technology
improves business processes, ensures faster delivery to customers, thereby it impacts customers’
confidence, satisfaction and retention. Desai & Mahajan (1998) further suggested that, in other to
retain customers, companies must continually develop their product and services so as to meet
the evolving needs of customers, and this can be achieved through the adaptation of technology
in the production process.

Technology and Brand Awar eness

The result shows there is a strong positive relationship (Rho (P) = .798) between technology and
brand awareness of bottled water manufacturing companies. This indicates that technology
affects brand awareness. When put in statistical test, the result shows that there is a significant
relationship between technology and brand awareness. This implies that technology increases
brand awareness. To confirm this finding, the study conducted by Zhao et al. (2016) found a
significant positive relationship between technology, brand awareness and brand loyalty. To
further support this finding, Tritama et al. (2016) found that technology via socia media has
significantly impacted company’s product brand awareness.

CONCLUSION AND RECOMMENDATIONS
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The study concludes that technology was seen to have a significant positive relationship with
market performance that is, it positively impacts; improved customer service, customer retention
and brand awareness.

The study thus recommends that managers of bottled water manufacturing companies should
embrace technology in order to cut cost, reduce transaction time, get feed backs from customers
and create brand awareness. This is because technology has a positive impact on market
performance.
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