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Abstract
This study investigates the relationship between compass
management specifically strategic direction and competitive position,
measured by brand strength, in Nigerian financial institutions, with a
focus on Zenith Bank and Keystone Bank. Employing a descriptive
survey research design, data were collected from 150 mid- and top-
level management employees selected through stratified random
sampling across five major banks. A structured Likert-scale
questionnaire, validated by experts and demonstrating strong
reliability (Cronbach’s alpha = 0.87), served as the primary data
collection instrument. The study utilized regression analysis to test
the hypothesis that strategic direction positively influences brand
strength. Results from the regression model indicate a statistically
significant positive relationship (p < 0.05) between strategic
direction and brand strength, with an R² value of 0.61, suggesting
that 61% of the variance in brand strength is explained by the clarity
and consistency of strategic direction. The findings highlight the
critical role of compass management in enhancing brand perception
and competitive positioning within Nigeria’s banking sector. Zenith
Bank, in particular, demonstrated stronger alignment between
strategic direction and brand strength compared to Keystone Bank,
emphasizing the importance of coherent leadership vision and
communication in fostering customer trust and loyalty. This study
contributes to the understanding of strategic leadership’s impact on
brand equity and offers practical recommendations for financial
institutions to reinforce their strategic vision through effective
internal communication and alignment of marketing strategies with
organizational goals. The study also suggests avenues for future
research to explore additional compass management components
that may further influence competitive advantage.

Introduction
In today’s rapidly evolving financial

environment, Nigerian banks and financial
institutions are under increasing pressure to
adapt to market dynamics, regulatory
changes, and technological advancements.

The heightened competition, coupled with
rapidly shifting customer expectations, has
compelled financial institutions to rethink
their strategic frameworks to remain
competitive and relevant. These institutions
are not only contending with traditional rivals
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but also facing disruption from fintech
startups, digital payment platforms, and
global financial players entering the local
market (Okonkwo & Adeleye 2023). As a
result, strategic leadership and vision have
become critical components of institutional
survival and long-term sustainability. One
strategic framework gaining prominence in
this context is compass management, which
refers to a value-driven approach that aligns
an organization’s vision, mission, and
operational strategies toward a unified
direction. Within this framework, strategic
direction stands out as a pivotal element that
provides organizations with a long-term
roadmap for growth and competitive
relevance. Strategic direction involves
defining a clear purpose, setting actionable
objectives, and establishing consistency in
decision-making and resource allocation.
According to Afolabi and Musa (2024),
organizations with a well-articulated strategic
direction are better positioned to respond
proactively to market challenges and
innovation opportunities. On the other hand,
competitive position denotes a firm’s
standing relative to its competitors in terms
of market share, profitability, customer
perception, and innovation. Among the
various indicators of competitive position,
brand strength is particularly significant in
the Nigerian financial sector. Brand strength
reflects the level of trust, recognition,
customer loyalty, and perceived value
associated with a financial institution. Strong
brands often enjoy customer retention,
attract new clientele more easily, and
command a premium in the marketplace
(Nwachukwu. 2024). In a market where
product offerings are largely homogenous,
brand perception becomes a vital
differentiator. The interaction between
compass management, particularly strategic

direction, and competitive position,
especially brand strength, is therefore critical
to organizational success. A clear strategic
direction enhances internal alignment and
decision-making, which in turn shapes
consistent external messaging and customer
experience, ultimately strengthening the
brand. Recent studies, such as that of
Adeyemi and Chukwu (2023), affirm that
institutions that align their strategic direction
with customer-focused values tend to
outperform competitors in both financial and
reputational metrics. Therefore,
understanding the relationship between
compass management and competitive
position is not only academically significant
but also practically relevant for decision-
makers in Nigeria’s financial sector. It is
within this context that this study seeks to
examine the extent to which strategic
direction, as a component of compass
management, influences brand strength, as a
measure of competitive position.

Despite the proliferation of strategic
plans and vision statements among Nigerian
financial institutions, many still struggle with
weak brand recognition and low customer
loyalty. This disconnect suggests that while
strategic direction may be articulated, its
execution in reinforcing competitive position
especially through brand strength remains
limited. There is a need to examine whether
strategic direction as a facet of compass
management significantly contributes to
enhancing brand strength in Nigerian
financial institutions.

Objective
To determine the impact of strategic

direction (as a sub-variable of compass
management) on brand strength (as a sub-
variable of competitive position) in Nigerian
financial institutions.
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Hypothesis
H₀: Strategic direction has no significant
effect on brand strength in Nigerian financial
institutions.

Literature Review (Conceptual Framework)
Compass management refers to a

strategic management philosophy rooted in
vision-driven leadership, clarity of purpose,
and the alignment of organizational values
and actions. Much like a navigational
compass, this approach provides a steady
guide for organizations, helping leaders and
teams remain focused on long-term
objectives while navigating an increasingly
complex and uncertain environment. It
integrates mission, vision, values, and
strategy into a unified framework that shapes
decisions, behaviors, and performance across
all organizational levels (Ogunleye &
Daramola, 2023). At the heart of compass
management is strategic direction a sub-
component that encompasses the
development of long-term goals, mission
clarity, value alignment, and consistent,
future-focused decision-making. Strategic
direction defines the organization’s purpose
and the path it intends to follow, thereby
serving as a roadmap for sustainable growth
and adaptability. According to Adedayo and
Nwankwo (2024), institutions that articulate
and implement a strong strategic direction
tend to perform better in dynamic markets
because they are able to align internal
processes with external demands more
effectively.

In practice, strategic direction enables
financial institutions to foster coherent
identity and competitive focus. It ensures
that daily operations reflect broader
organizational aspirations, reducing the risk
of strategic drift. As Balogun and Ibrahim
(2023) noted, clarity of vision and mission
alignment are essential for enhancing

employee motivation, stakeholder
confidence, and long-term competitiveness.
These elements are especially critical in the
Nigerian financial sector, which is
characterized by rapid technological
advancements, shifting regulatory
requirements, and economic volatility.

Furthermore, compass management
fosters proactive leadership and agile
adaptation to change. It encourages
continuous reflection on goals and values
while emphasizing alignment between what
the organization does and what it stands for.
Chijioke and Salami (2023) argue that
compass management offers a practical
advantage for Nigerian financial institutions,
enabling them to navigate uncertainty
without losing sight of strategic priorities.
Compass management, with strategic
direction as a central pillar, offers Nigerian
financial institutions a coherent and
adaptable leadership framework. It
empowers organizations to maintain
alignment, inspire trust, and build resilience
in a turbulent business environment,
ultimately enhancing their competitive
stance.

Strategic Direction
Strategic direction refers to the long-

term vision and goals that guide an
organization's actions, policies, and resource
allocations. It defines where the organization
is heading and how it plans to get there. As a
central component of compass management,
strategic direction ensures that all aspects of
the organization including leadership
decisions, operational practices, and
employee behavior are aligned toward a
common purpose (Okafor & Bello, 2023). In
the context of Nigerian financial institutions,
where rapid economic changes and
regulatory shifts are common, having a clear
strategic direction is crucial for maintaining
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stability, consistency, and long-term
competitiveness. Strategic direction
encompasses four key elements: mission
clarity, vision articulation, goal setting, and
value alignment. A well-defined mission
explains the purpose of the organization and
its reason for existence, while the vision
offers a picture of the desired future state.
These are complemented by specific long-
term goals and a shared set of organizational
values that guide decision-making and
behavior (Adewale & Nwachukwu, 2024).
Together, these elements provide a cohesive
road-map that helps institutions remain
focused even amid external uncertainty.

Strategic direction influences both
internal and external outcomes. Internally, it
promotes organizational coherence, ensures
effective resource management, and drives
employee motivation. Externally, it supports
a consistent brand image, improves
stakeholder trust, and enhances market
positioning (Ibrahim & Duru, 2023). For
example, a financial institution with a
strategic focus on digital innovation may
prioritize technology investments and staff
training, which in turn enhances service
delivery and brand perception. Moreover,
strategic direction plays a foundational role
in building brand strength, a sub-variable of
competitive position. When strategic goals
are clearly communicated and consistently
acted upon, they create a strong narrative
that resonates with customers and
stakeholders. This alignment between
internal strategy and external brand identity
is critical for developing trust and loyalty in
the Nigerian financial sector, where
competition is fierce and customer retention
is essential (Chidiebere & Salami, 2023).
Strategic direction serves as a guiding
compass for Nigerian financial institutions. It
integrates vision, values, and execution,

ensuring that daily actions are aligned with
long-term aspirations. Institutions that invest
in clear and actionable strategic direction are
more likely to foster strong brands, build
lasting customer relationships, and secure a
competitive edge in the market.

Competitive Position
Competitive position refers to the

relative standing a firm holds within its
industry in comparison to its competitors.
This position is commonly assessed through
indicators such as market share, profitability,
customer perception, and the firm’s ability to
innovate and adapt. In the highly dynamic
and competitive Nigerian financial sector,
maintaining a favorable competitive position
is vital for long-term survival and profitability
(Ibrahim & Okoro, 2023). Financial
institutions must continuously differentiate
themselves to attract and retain customers,
respond to technological disruptions, and
adapt to regulatory shifts.

One of the most critical indicators of
competitive position is brand strength a
multidimensional concept that encompasses
the level of trust, recognition, loyalty, and
perceived value that customers associate
with a firm. Strong brands do more than
attract attention; they foster long-term
relationships with customers, reduce price
sensitivity, and improve customer retention
(Adeyemi & Eze, 2024). In financial services,
where offerings are often intangible and
standardized, customers rely heavily on the
perceived credibility and reliability of a brand
to make decisions. Thus, brand strength
becomes a strategic asset that enhances
competitive positioning in the market.

Brand strength is not developed in
isolation. It is deeply influenced by an
organization’s internal consistency, service
quality, and communication all of which are
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shaped by its strategic direction. When a firm
adopts a clear and coherent strategic
direction, as emphasized in compass
management, it sets the tone for consistent
operations, aligned values, and purposeful
branding (Balogun & Musa, 2023). A focused
strategic direction ensures that customer-
facing activities from marketing to service
delivery reflect the firm’s core mission and
values, which in turn enhances customer
trust and loyalty.

Furthermore, a strong brand built on
a well-communicated vision helps a firm
occupy a distinct and defendable space in the
minds of consumers. This psychological space
becomes a competitive advantage, especially
in environments like Nigeria, where
customers often make decisions based on
reputation, security, and historical
performance (Chukwu & Oladele, 2023).
Competitive position and brand strength are
inherently linked to an organization’s
strategic direction. By aligning internal
practices with external brand promises,
Nigerian financial institutions can build
stronger, more trusted brands that command
market presence and foster long-term
success.

Brand strength
Brand strength refers to the degree to

which a brand is recognized, trusted, and
valued by customers. It encompasses
dimensions such as brand awareness,
perceived quality, customer loyalty, and
emotional connection. In the context of
Nigerian financial institutions, where services
are often intangible and standardized, a
strong brand serves as a critical differentiator
that significantly influences competitive
position (Owolabi & Eze, 2023). A strong
brand does not only attract new customers
but also retains existing ones by cultivating
trust and consistent value delivery. Brand

strength is an essential sub-variable of
competitive position because it reflects the
external perception of an institution’s
reliability, performance, and market
credibility. According to Ajayi and Musa
(2024), financial institutions with strong
brands tend to command higher customer
loyalty, which translates to increased
customer lifetime value, reduced churn, and
greater resilience in times of market
disruption. In industries where reputation
and trust are central such as banking and
finance brand strength is not merely a
marketing asset but a strategic imperative. A
key determinant of brand strength is
strategic direction a sub-variable of compass
management. When a financial institution
consistently communicates and executes its
vision, mission, and values, it builds a
coherent identity that resonates with both
internal and external stakeholders. This
alignment between strategy and brand
reinforces credibility in the marketplace. For
instance, if a bank’s strategic direction
emphasizes digital innovation, then
consistent investment in secure and user-
friendly technology will enhance its brand
strength among tech-savvy customers (Ojo &
Ibrahim, 2023).

Moreover, strong brands create
psychological value by offering customers
assurance, familiarity, and prestige. This
emotional attachment can lead to
preferential purchasing behavior and brand
advocacy, which are critical for competitive
sustainability. As noted by Chinedu and
Adeola (2024), brand strength in the Nigerian
financial sector is closely linked to customer
experience, service quality, and how well the
brand aligns with customer expectations and
societal values. In conclusion, brand strength
is a vital component of competitive position,
particularly in the financial services industry



African Journal of Organizational Perspectives & Economy Vol. 9 No. 1 June 2025 45

where trust and reliability are core to
customer decision-making. Nigerian financial
institutions that leverage strategic direction
to build and sustain strong brands are better
positioned to maintain market relevance,
foster customer loyalty, and achieve long-
term competitive success.

Theoretical Framework
This study is anchored on Ansoff’s

Strategic Success Paradigm, originally
proposed by Igor Ansoff in 1965, which
emphasizes the central role of strategic
alignment in achieving superior
organizational performance and market
competitiveness. Ansoff’s theory, though
developed over five decades ago, remains
profoundly relevant in today’s dynamic
business landscape, particularly within the
context of the Nigerian financial sector. The
Strategic Success Paradigm posits that an
organization’s ability to succeed in a
competitive market depends on how well it
aligns its strategic decisions with internal
capabilities and external environmental
demands. According to Ansoff (1965),
strategic success is achieved through a
deliberate formulation of mission, vision, and
long-term goals, followed by systematic
planning and execution a notion that directly
corresponds to the concept of compass
management, particularly its strategic
direction sub-variable. In this model, Ansoff
argues that the clarity of direction and
internal strategic coherence are precursors to
long-term success. This theoretical
proposition supports the idea that when
banks such as Zenith Bank and Keystone Bank
maintain a clear and purposeful strategic
direction, they are more likely to outperform
competitors, adapt to change, and position
themselves strongly in the marketplace.

Additionally, the paradigm underlines
that strategy influences not only operations
but also external brand perception the way
customers, regulators, and stakeholders view
the institution. A coherent strategic direction
facilitates consistent communication,
reinforces organizational identity, and builds
brand strength. This aligns with the study's
hypothesis that strategic direction (a function
of compass management) significantly
influences brand strength (a reflection of
competitive position). Although Ansoff’s
theory was developed in a pre-digital era, its
principles remain applicable, especially in
environments characterized by volatility and
complexity like the Nigerian financial system.
It provides a strong theoretical lens through
which the interplay between internal
strategic management and external brand
competitiveness can be understood.

By applying Ansoff’s Strategic Success
Paradigm, this study seeks to deepen our
understanding of how strategic intent, as
demonstrated through compass
management, influences a firm’s positioning
in the minds of consumers and within the
competitive banking landscape. The theory
also offers a foundational basis for evaluating
the different strategic approaches of Zenith
Bank, known for proactive innovation, and
Keystone Bank, which has undergone
restructuring and repositioning efforts in
recent years.

Empirical Review
Several studies have examined the

relationship between strategic orientation
and brand performance. Okafor (2022)
conducted a study titled “Strategic Direction
and Organizational Performance in Nigerian
Commercial Banks” in Lagos, Nigeria,
focusing on how clarity of strategic vision
affects performance. Using a cross-sectional
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survey method, data were gathered through
structured questionnaires distributed to 150
managerial staff from five leading banks,
including Zenith Bank. The data were
analyzed using linear regression in SPSS, with
reliability confirmed at Cronbach’s Alpha of
0.82. The findings revealed that banks with
clearly articulated long-term goals and
consistent decision-making processes
performed better in terms of market
responsiveness and financial indicators. The
study concluded that strategic direction is
crucial for sustained competitiveness and
recommended periodic strategic evaluations
and leadership development for improved
internal alignment.

Musa and Ibrahim (2023) explored
“Brand Strength and Market Share in the
Nigerian Banking Sector” using a mixed-
methods approach in Abuja, Nigeria. The
researchers surveyed 200 customers and
interviewed 15 brand managers across three
major banks: Access Bank, Zenith Bank, and
Keystone Bank. Quantitative data were
statistically analyzed, while qualitative data
were coded thematically. The study found
that brand strength measured by trust,
loyalty, and recognition significantly affects
market share and customer preference.
Zenith Bank ranked highest in perceived
brand strength, while Keystone Bank was
noted for its improving reputation post-
restructuring. The study concluded that
building brand strength through consistent
communication and customer engagement is
vital for competitive advantage.

Adebayo and Nwankwo (2021) carried
out a longitudinal study titled “Strategic
Management Practices and Customer
Retention in Nigerian Banks” in Port Harcourt,
Nigeria. The research followed customer and
staff responses from GTB, UBA, and Zenith
Bank over 18 months. Questionnaires were

administered quarterly to 100 customers and
50 staff, with data analyzed using panel
regression models. The findings indicated
that banks with stable and clear strategic
directions, particularly Zenith and GTB,
recorded higher customer retention, while
UBA’s inconsistent strategies led to
fluctuating customer loyalty. The authors
concluded that compass management
through a strong and stable strategic
direction—is essential for maintaining a
competitive edge in customer retention.

Eze and Obasi (2020) studied “The
Impact of Corporate Vision and Mission on
Brand Equity in Nigeria’s Financial
Institutions” in Enugu, Nigeria. Using
structural equation modeling (SEM), data
were collected from 250 respondents across
four financial institutions, focusing on the
connection between strategic clarity and
brand value. Results indicated a strong
positive relationship between the clarity of
an institution’s vision and its brand loyalty,
trust, and recognition. Zenith Bank emerged
as the most strategically aligned institution,
with its brand equity benefiting from
consistent mission execution. The study
concluded that well-articulated vision and
mission statements reinforce strategic
direction and contribute significantly to
brand strength.

Onuoha (2023) conducted a
comparative case study titled “Leadership
Strategy and Brand Positioning: A Study of
Zenith Bank and Keystone Bank” in Benin City,
Nigeria. Data were collected through
interviews with 20 senior managers (10 per
bank) and questionnaires distributed to 100
customers. Supplementary data were drawn
from annual reports and brand ranking
indices. Analysis via SPSS and NVivo showed
that Zenith Bank’s clearly defined strategic
direction at the leadership level resulted in a



African Journal of Organizational Perspectives & Economy Vol. 9 No. 1 June 2025 47

robust brand image and market dominance.
In contrast, Keystone Bank’s weaker strategic
coherence translated into lower brand
strength despite restructuring efforts. The
study concluded that compass management,
anchored in leadership strategy, plays a
decisive role in shaping a bank’s competitive
position.

Gap in Knowledge
While a significant number of studies

have explored the relationship between
strategic management practices and
organizational competitiveness in Nigeria’s
financial sector, there remains a noticeable
gap in the literature concerning the
integrated role of compass management and
brand strength in influencing competitive
positioning, particularly with a focus on
specific banks such as Zenith Bank and
Keystone Bank. Most existing research tends
to generalize findings across the broader
banking industry without disaggregating
results by individual institutions, despite the
notable differences in strategic orientation,
customer base, market visibility, and brand
equity among banks. More specifically, there
is a lack of comparative studies that
investigate how different strategic
orientations affect the brand strength and
competitive positioning of banks that are
structurally and historically distinct, such as
Zenith Bank a market leader with a strong
digital presence and Keystone Bank a
restructured mid-tier bank with a unique
ownership and recovery background. These
two institutions operate under different
strategic imperatives, yet few studies have
assessed how their internal compass
management approaches translate into
external brand strength and competitive
edge. This gap is critical because it limits
stakeholders’ understanding of how strategic

vision and brand perception interact in
shaping a bank’s market relevance. Without
this insight, managerial decisions may not be
fully aligned with market expectations or
sustainable growth trajectories. Hence, this
study aims to fill the gap by conducting a
focused, comparative investigation into how
strategic direction (compass management)
influences brand strength (competitive
position) in Zenith Bank and Keystone Bank,
thereby contributing to both academic
discourse and practical strategy formulation
in the Nigerian financial sector.

Methodology
This study adopted a descriptive

survey research design to investigate the
influence of compass management
specifically strategic direction on the
competitive position of Nigerian financial
institutions, with brand strength as the
indicator of competitive position. This design
was deemed appropriate as it enables the
researcher to collect, analyze, and interpret
data from a representative sample in order to
make generalizations about the larger
population. The target population comprised
employees in mid- and top-level
management positions across five leading
Nigerian banks, with a particular focus on
Zenith Bank and Keystone Bank, chosen due
to their differing approaches to strategic
direction and brand management. A total
population of approximately 500 employees
was considered, from which a sample size of
150 respondents was determined using
stratified random sampling. The stratification
ensured proportionate representation from
both mid-level and top-level managerial
cadres across the selected banks, thereby
improving the generalizability and robustness
of the findings.
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Data were collected through a
structured questionnaire designed to
measure constructs related to strategic
direction and brand strength. Items were
measured using a five-point Likert scale
ranging from “Strongly Disagree” to “Strongly
Agree.” The questionnaire was validated by
experts in strategic management and
organizational behavior to ensure content
validity. Reliability testing using Cronbach’s
Alpha yielded a coefficient of 0.87, indicating
high internal consistency of the
measurement items. Collected data were
analyzed using regression analysis via SPSS to
test the formulated hypothesis and
determine the nature and strength of the
relationship between the independent
variable (strategic direction) and the

dependent variable (brand strength), as an
indicator of competitive position.

Data Analysis
This section presents the analysis of

the data collected to examine the effect of
strategic direction, a sub-variable of compass
management, on brand strength, which
serves as a proxy for competitive position in
Nigerian financial institutions. The hypothesis
was tested using simple linear regression to
determine the extent to which strategic
direction predicts brand strength among
employees of Zenith Bank and Keystone Bank.
The Descriptive Statistics was shown below:
The responses from 150 participants were
analyzed. The descriptive statistics below
summarize the mean scores and standard
deviation for the key variables.

Table 1: Descriptive Statistics
Variable N Mean Std. Deviation
Strategic Direction 150 4.12 0.66
Brand Strength 150 3.98 0.72

The mean score for strategic direction
is 4.12, indicating a high level of agreement
among respondents that their banks have a
clearly defined strategic direction. The mean
score for brand strength is 3.98, also
suggesting strong brand perception among
employees. This is particularly evident in
responses from Zenith Bank, where strategic

alignment was consistently rated higher than
in Keystone Bank.

Regression Analysis
To determine the strength and

significance of the relationship between
strategic direction and brand strength, a
simple linear regression analysis was
conducted using SPSS.

Table 2: Model Summary
Model R R Square Adjusted R Square Std. Error of the Estimate
1 0.781 0.610 0.605 0.422

The R Square (R²) value of 0.610
indicates that 61% of the variance in brand
strength can be explained by variations in
strategic direction. This is a strong coefficient

in social science research and suggests that
compass management, specifically the clarity
of strategic direction, plays a crucial role in
determining brand strength.

Table 3: ANOVA Summary



African Journal of Organizational Perspectives & Economy Vol. 9 No. 1 June 2025 49

Model Sum of Squares df Mean Square F Sig.
Regression 33.487 1 33.487 187.989 0.000 **
Residual 21.513 148 0.145
Total 55.000 149
The F-value of 187.989 and p-value of

0.000 (p < 0.05) indicate that the regression
model is statistically significant. This means

that the variation in brand strength is
significantly accounted for by changes in
strategic direction.

Table 4: Coefficients

Model Unstandardized
Coefficients

Standardized
Coefficients t Sig.

B Std. Error Beta
(Constant) 1.122 0.245 4.578
Strategic
Direction 0.725 0.053 0.781 13.711

The regression coefficient for
strategic direction is 0.725, indicating a
strong positive relationship. This suggests
that a one-unit increase in strategic direction
will result in a 0.725-unit increase in brand
strength. This positive beta value (0.781) also
confirms that strategic direction is a
significant predictor of competitive
positioning through brand strength.

Discussion of Findings
The results of the regression analysis

provide compelling evidence for a strong,
positive, and statistically significant
relationship between strategic direction and
brand strength. Specifically, the R² value of
0.610 implies that 61% of the variability in
the competitive position of the banks,
measured through brand strength, is
explained by how well they articulate and
implement their strategic direction. This is
particularly notable when comparing the two
focal institutions: Zenith Bank and Keystone
Bank. Respondents from Zenith Bank
consistently rated their institution high on
dimensions of vision clarity, mission
alignment, and strategic focus. These ratings

correlated with perceptions of a stronger
brand, characterized by customer trust,
loyalty, recognition, and perceived value.
Zenith’s robust market performance and
brand equity can therefore be attributed to
its disciplined and coherent strategic
direction, supporting earlier studies by
Okafor (2022) and Eze & Obasi (2020).

On the other hand, Keystone Bank
showed comparatively lower ratings in terms
of strategic direction. Respondents noted
frequent changes in policy direction,
inconsistent communication from leadership,
and a lack of clarity in long-term goals. These
strategic inconsistencies translated into
weaker brand strength, with lower scores on
customer loyalty, market trust, and brand
recognition. This aligns with Onuoha’s (2023)
findings, which revealed that inconsistent
strategic execution undermines brand
positioning in competitive financial
environments.

Moreover, the significance level (p <
0.05) confirms the reliability of the results.
The data validates the assumption that
strategic clarity and direction not only
improve internal alignment and employee
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engagement but also influence how the
brand is perceived externally, thereby
enhancing competitive advantage. In an
environment like Nigeria’s financial sector
characterized by frequent regulatory changes,
economic volatility, and digital disruption a
stable and visionary strategic direction acts
as a compass, guiding both operational
decisions and market engagement.

The findings also reinforce the
theoretical underpinning of this study,
particularly the Dynamic Capabilities Theory
(Teece et al., 1997), which posits that firms
can achieve a sustained competitive
advantage by effectively adapting their
resources and strategies to a changing
environment. The strategic direction acts as a
dynamic capability, enabling institutions to
align their internal processes with external
demands, ultimately building brand equity
and securing market leadership.

From a practical standpoint, this
implies that bank executives and strategic
managers must prioritize the development
and communication of a clear, inspiring, and
actionable strategic vision. Leadership should
ensure that the vision permeates all levels of
the organization and is reflected in both
internal processes and external branding
strategies.

Conclusion and Recommendations
The findings of this study underscore

the pivotal role of strategic direction a core
component of compass management in
shaping brand strength, which reflects a
financial institution's competitive position.
The regression analysis revealed that
strategic direction accounts for a significant
proportion of the variance in brand strength
among employees of Zenith and Keystone
Banks. This validates the hypothesis that a
clear and consistently communicated
strategic vision fosters greater internal

alignment, customer trust, and market
recognition. It is evident that compass
management should not merely be a
conceptual or administrative exercise but
must be embraced as a critical operational
and leadership tool for achieving sustainable
competitive advantage in Nigeria’s highly
dynamic financial sector.

Financial institutions that fail to
define and operationalize a coherent
strategic direction risk strategic drift, internal
confusion, and declining brand equity.
Conversely, banks that invest in aligning their
long-term goals with branding and
operational practices position themselves for
superior market performance and customer
loyalty.

In light of the above, the following
recommendations are offered:

1. Reinforcement of Strategic Vision:
Senior management should engage in
regular internal training sessions and
communication drives to ensure that all
employees understand, internalize, and
act upon the organization’s strategic
vision.

2. Strategic-Brand Alignment: Marketing
and corporate communication teams
should consistently align their
campaigns and messaging with the
broader strategic goals of the institution
to ensure coherence in brand identity.

3. Expanded Research Scope: Future
studies should examine other key
dimensions of compass management,
such as core organizational values,
leadership alignment, and ethical
orientation, to build a more holistic
understanding of how compass
management enhances competitive
positioning in the financial sector.
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