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ABSTRACT 
 
This research examined the influence of staff promotion on employee 
turnover intention in food and beverage industry in Nigeria. Labor 
turnover brings destruction to food and beverage industry in Nigeria 
in the form of direct and indirect costs and profitability. Retention of 
employee is not easy and is a complex issue and there is no single 
recipe for retaining employees in a company. Management of food and 
beverage industry can reduce turnover by considering different 
preventive measures such as regular and transparent promotion and 
promotion as at when due. Employees will opt out of the organization 
if denied promotion. Therefore the objective of the research was to 
examine the influence of staff promotion on employee turnover 
intention. This research adopted a survey research instrument through 
the administration of questionnaires to three hundred and fifty-five 
(355) staff of the sampled firms. The data for the research was analyzed 
using descriptive statistics and chi-square. The empirical results from 
the chi-square analysis showed that promotion as at when due, regular 
promotion, transparent promotion and when employees are satisfied 
with promotion has significant influence on employee turnover 
intention at 5 percent level of significance. Based on the findings of the 
research, it is recommended that employees should be promoted 
regularly and as at when due. 

 

 
Contribution/ Originality: This study contributes to the existing literature by examining the 
influence of staff promotion on employee turnover intention in food and beverage industry in 
Nigeria. 
 

1. INTRODUCTION 
The term promotion means advancement, moving ahead, securing greater recognition and 

status in his area of specialization (Adeboye & Adegoroye, 2012; Mogaji, 1998). Promotion is a 
reassignment of the individual to a job of higher rank and authority, and greater responsibilities. 
Dale (1969), Parker, Nouri, and Hayes (2011) argued that employees will opt out when their hope 
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to climb managerial ladder through hard work and display of intelligence is frustrated. Promotion 
does not always associate with pay raise. However, often time a person may be given what is 
widely described as dry promotion, which is an advance in prestige, authority, responsibility, etc., 
without any accompanying increase in compensation (Mogaji, 1998). Employees will leave to other 
organization if there is no opportunity for promotion in their organization (Chukwu, 2017; Jackson, 
1981). The same thing will be applicable where promotion is not regular. 

Promotion increases employees’ moral and provides motivation for better performance. 
Prospects of promotion give employees a hope and faith in their career in the work place and 
stimulate them to move ahead for better work performance and other organizational approved 
forms of behavior (Chukwu, 2017; Kim, 2012). 

A sound and systematic promotion policy is a source of intrinsic benefits and job satisfaction to 
employees. Employees get job satisfaction and develop loyalty with the organization when there is 
sound and systematic promotion policy. They get opportunities for development and seek to learn 
and develop with a view to securing promotion. Employees’ moral is heightened as a result of 
sound promotion policy and the heightened moral is conducive to both self development and 
organizational development (Kim, 2012; Mogaji, 1998; Mottaz, 1986). Employees will intend to 
leave organization where there is lack of systematic promotion policy in view of the benefits 
mentioned above. 

The promotion policy must clearly state the lines of promotion describing requirements of 
education, experience, ability and other qualifications for each job. It should state the 
management’s intention of filling up vacancies in senior or junior positions through promotion. 
There should be scientific plans for rating of employee with the help of job evaluation and job 
rating techniques to enhance fairness in executing promotion (Mogaji, 1998). Appraised of 
employee is very necessary in effecting promotion because it not only shows the performance level 
of the employee but also shows the potentials of the employee for future job roles which helps 
management in determining his suitability for promotion (Eze, 2010). Employees will not intend to 
leave where they believe that they were fairly treated in their appraisal and where they deem the 
appraisal to be fair and just. 
 

2. PROBLEM OF THE STUDY 
Staff turnover is associated with high level of cost of training and hiring replacement 

(Gustafson, 2002; Roshidi, 2014). Staff turnover brings destruction to the organization as a result 
of these costs. There are also costs emanating from loss of intellectual capital, loss production and 
management time (Gustafson, 2002). In addition to monetary measurability costs, high staff 
turnover might affect the organizations reputation negatively and might impact its competitive 
advantage. 

Loss employee as a result of staff turnover can cause additional work stress and lower moral 
and motivation of employees that stay (Solomon, Hashim, Mehdi, & Ajagbe, 2012). Staff turnover 
can disrupt organizational strategic planning to achieve objectives when a critical employee is lost 
(Capelli, 2008; Oluwafemi, 2010). It can also reduce customers’ service, loyalty and cause 
psychological effects on employees (Oluwafemi, 2010). 
 
2.1. Objective of the Study 

This study attempts to examine the influence of staff promotion on employees turnover 
intention. The specific objective of the research is to: 

i. Ascertain whether employees will intend to leave when promoted as at when due. 
ii. Determine whether employees will intend to leave when promotion is regular. 
iii. Examine whether employees will intend to leave when promotion criteria is 

transparent.  
iv. Examine whether employees will intend to leave when satisfied with promotion. 

 
2.2. Research Questions 

The following research questions were utilized for the study: 
i. Will employees intend to leave when promoted as at when due? 
ii. Will employees intend to leave when promotion is regular? 



Journal of Asian Business Strategy, 2019, 9(2): 66-81 
 

 
68 

© 2019 AESS Publications. All Rights Reserved. 

 

 

iii. Will employees intend to leave when promotion criteria is transparent? 
iv. Will employees intend to leave when satisfied with promotion?  

 
2.3. Statement of Hypotheses 

The following hypotheses were formulated to guide this study: 
Hypothesis 1 
Hi: Employees will intend to leave when promotion is as at when due  
HO: Employees will not intend to leave when promotion is as at when due. 
Hypothesis 2 
Hi: Employees will intend to leave when promotion is regular  
Ho: Employees will not intend to leave when promotion is regular.  
Hypothesis 3 
Hi: Employees will intend to leave when promotion criteria is transparent  
Ho: Employees will not intend to leave when promotion criteria is transparent 
Hypothesis 4 
Hi: Employees will intend to leave when satisfied with promotion  
Ho: Employees will not intend to leave when satisfied with promotion.  

 
2.4. Significance of the Study 

This research would be of great benefit to the following stakeholders 
i. Employees: The research would be of great benefit to employees to strongly appraise 

those motivational factors that would enhance employee intention to stay. This would 
also enable employee to know how they can find better opportunities to reduce 
turnover intention.  

ii. Managers: This research would help managers of food and beverage industry in 
finding possible measures/strategies to reduce employee turnover intention. It would 
be of great interest and valuable to practicing managers especially human resources 
managers and help them to reduce turnover intention and create savings in hiring and 
training replacements. 

iii. Researchers and Academics: This research would be of great benefit to researcher in 
Business Administration and management related field as it would provide empirical 
evidence for further studies on the area of employee turnover.  

 
2.5. Scope of the Study 

The study examined the influence of staff promotion on employees turnover intention in food 
and beverage industry in Nigeria. The scope of this study would delimit to staff of Brewery 
Company in Nigeria. The study adopts a survey research design through the administration of 
structured questionnaire raised on a five point likert scale on the sample respondents for the study. 
 
2.6. Limitations of the Research  

In carrying this research, the researcher was faced with the following limitations:  
i. Low response rate: The usage of research instrument is usually constrained with poor 

response and this ultimately affects the sample size. Also the reluctant of respondents 
to answer the questionnaire in the process of data collection, due to fear of 
victimization by those in authority was another limitation of the research.  

ii. Low sample size: The sample size of the research was constrained due to the inability 
of the respondents to voluntarily participate in the survey.  

 

3. LITERATURE REVIEW 
3.1. Turnover Intention 

Turnover intention refers to one step before leaving which is planning to leave while actual 
turnover is the employee departure from the organization (Chen, Ployhart, Thomas, Anderson, & 
Bliese, 2011). Chen et al. (2011) stated that the best predictor of whether an employee will leave the 
organization is based on turnover intention of employee. 
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Turnover intention is the intention of employees to quit their job role and organization (Price, 
2001). It is acknowledged as the best predictor of actual turnover (Adeboye & Adegoroye, 2012; 
Price, 2001). Actual turn is expected to increase as the intention to turnover increases (Adeboye & 
Adegoroye, 2012). 

The measurement of turnover intention determines the likeliness of staff leaving the 
organization (Price, 2001). This helps to determine how one can find opportunities to reduce the 
overall turnover. Turnover intention is one of the determinants of turnover behaviour i.e. leaving 
behavior (Price, 2001). Therefore when employees intend to leave it will lead to high loss of 
employees. Loss of employees can cause psychological distress, reduced productivity, quality 
service, increased recruitment cost (Oluwafemi, 2010; Powell & York, 1992). It can also lead to 
work overload, mistrust, disruption in workflow and further turnover (Chukwu, 2017). 
 
3.2. Staff Promotion and Turnover Intention 

Staff promotion is a reassignment of individual to a job of higher rank and authority and 
greater responsibilities (Adeboye & Adegoroye, 2012). It is an advancement in ones chosen career 
and involves securing greater recognition and status in his area of specialization (Adeboye & 
Adegoroye, 2012; Mogaji, 1998). Korsakiene, Stankeviciene, Simielyte, and Talacikiene (2014) 
argued that promotion is a determinant of turnover intention and that lack of advancement 
opportunity is an influencing factor. 

Employees will opt out of the organization when their chance of climbing management ladder 
is blink (Dale, 1969; Parker et al., 2011). Employees will leave for a greener pasture if there is no 
chance of promotion in their organization (Chukwu, 2017; Jackson, 1981). Employees will also 
intend to leave when promotion is not regular. 

Employees’ moral is boosted by promotion which provides motivation for better performance. 
Prospect of promotion give employees hope and faith in their chosen career and stimulate them to 
perform better. Employees’ moral is heightened when there is sound and systematic promotion 
policy backed with fair and just appraisal system (Kim, 2012; Mogaji, 1998; Mottaz, 1986). 
Employees will opt out of the organization when promotion policy is not sound and systematic. 
Promotion policy will enumerate and guide all the procedures laid down for fair and just 
promotion. Employees should be appraised based on scientific plans for rating with the help of job 
evaluation and rating technique. This will go a long way in ensuring fairness in executing 
promotion. Eze (2010) posited that appraisal of employees is very necessary in effecting promotion 
because it shows both the performance level of employees and their potentials for future job role. 

There must be strong link between performance and promotion to ensure perception of justice 
and satisfaction of employees (Kaplan & Feris, 2001; Parker et al., 2011). They also argued that 
fairness is a critical point concerning promotion otherwise employees will intend to leave. Work 
design and promotion is the main reason why employees intend to leave the organization (Cafaro, 
2001). 

Korea Institute of Local Finance in their study argued that promotion has negative 
relationship with turnover intention. Perceived promotional chances was found to be positively 
related with job satisfaction and organizational commitment and negatively related to turnover 
intention (Munasinghe, 2006; Price, 2001). 

Kim (2012) emphasized the importance of staff promotion in his management theory and 
posited that it enhances organizational performance. Perceived promotion opportunities outside the 
organization and lack of promotion opportunities inside the organization will increase employee 
intention to leave the organization (Stahl, Chua, Caligiuri, Cerdin, & Taniguchi, 2009). Lack of 
promotional chances in areas such as learning and promotion often compel employees to seek 
employment elsewhere. They opined that employees will intend to leave when promotion is not 
transparent and is not based on performance appraisal criteria. 

Usman and Jangraiz (2015) conducted a study on the factors affecting turnover intention 
among 150 employees of Private Sector Universities of Peshawar in Peshawar. The objective of the 
study was to examine the inter relationship among promotion opportunities, job satisfaction and 
turnover intention. The findings of the study showed that promotion opportunities, competitive 
salaries make the system transparent and justified. 
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Wimalasiri and Jaytilake (2016) conducted a study on the factors affecting turnover intention 
among staff of machine operators in apparel industry in Sri Lanka. The objective of the study was 
to investigate the relationship between career development and promotion opportunities, 
compensation and benefits, employee performance management system, employee relation, job 
security and turnover intention among staff of machine apparel industry. The findings showed that 
career development and promotion opportunities, compensation and benefits, job security, work 
family life balance significantly impacted on turnover intention, while perceived supervisor 
supports and employee performance management were not significantly influenced by turnover 
intention. The research recommended that employees should be given enough time to meet their 
family requirement, enhance career development opportunities and the immediate supervisor need 
to keep strong relationship with their subordinates. 

Nazim (2005) carried out a study on factors affecting employee’s turnover among lecturers of 
private sector college NWFP in Pakistan. The objective of the study was to examine the influence 
of staff promotion on employee turnover intention. The research findings showed that lecturers of 
private sectors were satisfied with promotion and moderately satisfied with operating condition, 
Co-worker nature of work and communication. In another research carried out by Ali (2017) on the 
influence of job satisfaction on turnover intention. He came up with the same pattern of results 
reported by Nazim (2005) when he studied the factors affecting employee turnover intention and 
also found that pay, promotion, fringe benefit and contingent rewards had highest correlation with 
turnover intention. 
 

4. THEORETICAL FRAMEWORK OF THE RESEARCH  
4.1. Theory of Turnover Intention  
4.1.1. Social Exchange Theory  

Social exchange theory asserts that various social exchange relationships exists between 
members of an organization (Cropanzano & Mitchel, 2005). Social exchange theory is an exchange 
process that takes place between two parties that is mutually contingent and mutually rewarding 
(Cropanzano & Mitchel, 2005). This theory was used by many studies to explain the relationship 
between a diversity of organizational aspects and employee behavior (Cropanzano & Mitchel, 
2005). High level of social exchange builds a sense of attachment and commitment towards the 
organization (Gould-Williams, 2007). Employees that have high positive perception of exchange 
relation are less likely to leave the organization or their employer (Gould-Williams, 2007). The 
social exchange theory is of the opinion that organizations and managers can provide 
organizational support to achieve desirable attitude and behaviours from employees (Gould-
Williams, 2007; Julian & Daves, 2005).  

Employees stay at their job when they are satisfied with their salary, career growth, training 
and development and performance appraisal in their organization (Abubakar, Chanhan, & Kura, 
2014). Eisenberger, Shlnigihamber, Vanderbergher, Suchurski, and Roades (2002) argues that the 
greater employee satisfaction with organization support, the more likely they will feel a 
responsibility to reward their organization. 
 

5. METHODOLOGY 
Survey research method was used in this research work. It entails collection of data or 

information from specific population or sample through questionnaire instrument. Survey research 
method is used because the goal was to sample the opinions of the people on issues concerning the 
research. The population of this research comprised staff of Brewery Companies in Nigerian and 
was 3195. A sample of 355 was selected from this research using (Yamane, 1964) formular. A 
stratified random sampling technique was used to distribute sample to Brewery Companies in 
Nigerian using stratum allocation technique of Kumar (1976). This sampling technique is 
considered most appropriate because it gives everybody in the population equal chance of being 
selected.  

Questionnaire was the measuring instrument. The questionnaire was made up of five point 
likert scale ranging from 1 (strongly disagree with the statement) to 5 (strongly agree with the 
statement). The questionnaire adapted staff promotion scale proposed by Weng, McElroy, 
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Morrow, and Liu (2010) and turnover intention scale proposed by Michaels and Spector (1982) and 
self development of items. Demographic data was part of the questionnaire. The validity and 
reliability of the questionnaire was measured using Cronbach’s alpha. The reliability of the 
questionnaire was 0.807. The value of 0.807 was above 0.7 which is within the acceptable limit in 
social science. This means that the data collected were valid and reliable for analysis.  

A total of 355 questionnaire were distributed to staff of Nigerian Breweries Plc and 313 
responses were collected which has 88.1% response rate. Tables and percentages were used to 
present and analyze the data while Chi-square was used to test the hypotheses. 
 
5.1. Validity and Reliably of the Instrument 
5.1.1. Pilot Test 

A pilot test was carried out on 50 respondents before questionnaire distribution to collect their 
comments, ensure simplicity and understanding of questionnaire, which helped in developing the 
questionnaire more efficiently. A favorable comment was obtained from the 50 respondents and the 
result of the pilot test ensured that the survey was understandable by the 50 respondents. 

The reliability analysis was carried out on when promotion is as at when due, when promotion 
is regular, when promotion is transparent and when employee is satisfied with promotion.  

Table 1 show the result of the reliability analysis of the questionnaire. And the results showed 
that the reliability coefficient of the questionnaire ranged from 0.754 to 0.890. The reliability 
coefficient of the questionnaire was 0.807. This means that the data collected were valid and 
reliable enough to be used for analysis. Walonick (1993) stated that values above 0.7 are considered 
acceptable and the values above 0.8 are preferable or good. 
 

Table-1. Results of reliability analysis. 

Variable Items Cronbach’s alpha 

Promotion as at when due 4 0.792 
Promotion is regular 4 0.789 
Promotion is transparent 4 0.812 

Promotion is satisfied 4 0.754 
Turnover intention  4 0.89 

 
6. DATA PRESENTATION, ANALYSIS AND INTERPRETATION 

A total of three hundred and fifty five (355) questionnaires were given out to respondents and 
three hundred and thirteen (313) were duly returned and usable, and subsequently analyzed. 
Therefore the response rate was 88.17%.  

Table 2 shows the age distribution of sampled respondents of whom, 69(22%) of them were 
age 30 years below, 126 (40.3%) of them were aged 30 – 39 years, 80 (25.6%) of them were aged 40 
– 49 years and 38 (12.1%) of them were aged 50 years and above. This shows that the majority of 
the respondents were aged 30 – 39 years. On the issue of sex of sampled respondents, 208 (66.5%) 
were males and 105 (33.5%) were female. This implies that majority of the respondents were males. 
On the educational level of the respondents who returned valid copies of distributed questionnaires 
of whom 86 (27.5%) of them attended secondary school, 128 (40.9%) of them attended post 
secondary school and 99 (31.6%) of them attended polytechnic/university. This means that 
majority of the sampled respondents attended post-secondary school. Based on department, 
36(11.5%) of the respondents were in accounting department, 76 (24.3%) of the respondents were 
in marketing department, 46(14.7%) of the respondent were in administration department, 100 
(31.9%) of the respondents were in production department and 55 (17.6%) of the respondents were 
in maintenance department. This means that majority of the respondents were in the production 
department. On the issue of marital status of the sampled respondents, 109 (34.9%) of them were 
single and 203 (65.1%) of them married. This shows that the majority of the respondents were 
married. On the year of service, 82 (27.8%) had worked for the period of 5 years and below, 128 
(43.4%) had worked for the period of 5 – 10 years, 69 (23.4%), had worked for the period of 10 – 15 
years and 16 (5.4%) had worked for the period of 16 years and above. This shows that majority of 
the respondents had worked for the period of 5 – 10 years. On the number of times change job, 191 
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(61.4%) of the respondents had changed job less than twice, 81 (26.1%) of the respondents had 
change job for 3 – 4 times and 39 (12.5%) of the respondents had changed job for 5 times above. 
This means that the majority of the respondents had changed job less than 2 times. 

 
Table-2. Demography of respondents. 

Response  Frequency Percentage (%) 

Age:    
Below 30 years  69 22.0 
30 – 39 years  126 40.3 
40 – 49 years  80 25.6 
50 years and above  38 12.1 
Total  313 100.0 
Sex:    

Male  208 66.5 
Female  105 33.5 
Total  318 100.0 
Educational level:    
Secondary  86 27.5 
Post-secondary  128 40.9 
Polytechnic / university  99 31.6 
Total  313 100.0 
Department:    
Accounting 36 11.5 
Marketing  76 24.3 

Administration  46 14.7 
Production  100 31.9 
Maintenance  55 17.6 
Total  313 100.0 
Marital status    
Single  109 34.9 
Married  203 65.1 
Total  313 100.0 
Years of service    
Below 5  years  82 27.8 
5 – 10 years 128 43.4 

10 – 15 years  69 23.4 
16 year and above  16 5.4 
Total  313 100.0 
Number of times change job   
2 times and below 191 61.4 
3 – 4 times  81 26.1 
5 times and above  39 12.5 
Total  313 100.0 

                                 Source: Field survey 2019. 
 
6.1. Test of Hypotheses 

Chi-square formular was used as a statistical instrument for testing the hypotheses. 
Chi-square formular: 

X2 = 
ef

efof 
 

Where   of = observed frequency. 
  ef = expected frequency.  
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  ∑ = summation  
X2 distribution is worked out by the value of its Degree of Freedom (df). Contingency table 

was also used to work out the expected frequencies. 
Decision Rule: Reject the null (Ho) hypothesis and accept the research / alternate (Hi) 

hypothesis if the calculated (X2) value is greater than the table value.  

Expected Frequency (ef) = 
GrandTotal

lColumnTotaRollTotal
 

 
6.2. Hypothesis 1 

Hi: Employees will intend to leave when promotion is as at when due.  
Ho: Employee will not intend to leave when promotion is as at when due. 
Tested Data: Data collected and presented in 3 was used to calculate the expected frequency. 

 
Table-3. Whether respondents agree that employees will intend to leave when promotion is as at when due. 

Responses Frequency Percentage 

Agreed 88 28.1 
Disagreed 180 57.5 
Undecided 45 14.4 

Total 313 100 
Source: Field survey, 2019. 

 
Table 3 shows the response of the respondents on whether respondents agree that employees 

will intend to leave when promotion is as at when due. 88 respondents representing 28.1% agreed 
that employees will intend to leave when promotion is as at when due, 180 respondents 
representing 57.5 percent disagreed while 45 respondents representing 14.4% were undecided on 
the issue.  
 

Table-4. Contingency. 

Responses Male Female Total 

Agreed 58 (58.5) 30 (29.5) 88 
Disagreed 124 (119.6) 56 (60.4) 180 
Undecided 26 (29.9) 19 (15.1) 45 

Total 208 105 313 

 
In Table 4 58 is the observed frequency of the number of male respondents that agreed, while 

58.5 is the expected frequency. 30 is the observed frequency of the number of female respondents 
that agreed, while 29.5 is the expected frequency. 

124 is the observed frequency of the number of male respondents that disagreed, while 119.6 is 
the expected frequency. 56 is the observed frequency of the number of female respondents that 
disagreed while 60.4 is the expected frequency. 

26 is the observed frequency of the number of male respondent that were undecided while 29.9 
is the expected frequency. 19 is the observed frequency of the number of female respondents that 
were undecided while 15.1 is the expected frequency. 

Expected Frequency Calculation:  

Expected frequency = 
GrandTotal

lColumnTotaRollTotal
 

Roll 1  Cell 1 208 x 88 ÷ 313 = 58.5 
Roll 1  Cell 2 105 x 88 ÷313 = 29.5 
Roll 2  Cell 1 208 x 180 ÷ 313 = 119.6 
Roll 2  Cell 2 105 x 180 ÷313 = 60.4 
Roll 3  Cell 1 208 x 45 ÷ 313 = 39.9 
Roll 3  Cell 2 105 x 45 ÷313 = 15.1 
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Table-5. Chi-square. 

of ef of-ef (of-ef)2  
ef

efof
2


 

58 58.5 -0.5 0.25 0.004 
30 29.5 0.5 0.25 0.008 

124 119.6 4.4 19.36 0.162 

56 60.4 4.4 19.36 0.321 
26 29.9 3.9 15.21 0.509 
19 15.1 3.9 15.21 1.007 

313    2.011 

 
The meaning and explanations of the notations in Table 5 is shown below: 
of = Observed frequency. 
ef = expected frequency. 
X2 = chi-square 

X2 = 
ef

efof 2)( 
 

Where 
of = Observed frequency of the number of male and female respondents that agreed, disagreed 

and were undecided on the issue. 
ef = Expected frequency of the number of male and female respondents that agreed, disagreed 

and were undecided on the issue. 
X2 value calculated = 2.011 
To find degree of freedom. 
df = (R-1) (C-1) 

 (3-1) (2-1) 
 3 x 1  

df = 3 
At 3 significant level, the table value is 7.815. 
Decision Rule: Reject Ho if the x2 calculated value is greater than the table value and vice 

versa. Since the calculated value (2.011) is less than the table value (7.815), the null hypothesis was 
accepted and the alternate rejected. This therefore means that employees will not intend to leave 
when promotion is as at when due.  
 
6.3. Hypothesis 2 

H1: Employees will intend to leave when promotion is regular.  
Ho: Employee will not intend to leave when promotion is regular. 
Tested Data: Data collected and presented in Table 6 was used to calculate the expected 

frequency. 
 

Table-6. Whether respondents agree that employees will intend to leave when promotion is regular. 

Responses Frequency Percentage 

Agreed 84 26.8 
Disagreed 181 57.8 
Undecided 48 15.4 

Total 313 100 
Source: Field survey, 2019. 

 
Table 6 shows the response of the respondents on whether respondents agree that employee 

will intend to leave when promotion is regular. 84 respondents, representing 26.8 percent agreed 
that employees will intend to leave when promotion is regular. 181 respondents representing 57.8 
percent disagreed while 48 respondents representing 15.4 percent were undecided on the issue.  
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Table-7. Contingency. 

Responses Male Female Total 

Agreed 60 (55.8) 24 (28.2) 84 

Disagreed 120 (120.3) 61 (60.7) 181 
Undecided 28 (31.9) 20 (16.9) 48 

Total 208 105 313 

 
In Table 7 60 is the observed frequency of the number of male respondents that agreed, while 

55.8 is the expected frequency. 24 is the observed frequency of the number of female respondents 
that agreed, while 28.2 is the expected frequency. 

120 is the observed frequency of the number of male respondents that disagreed, while 120.3 is 
the expected frequency. 61 is the observed frequency of the number of female respondents that 
disagreed while 60.7 is the expected frequency. 

28 is the observed frequency of the number of male respondents that were undecided while 
31.9 is the expected frequency. 20 is the observed frequency of the number of female respondents 
that were undecided while 16.9 is the expected frequency. 

Expected Frequency Calculation: 

Expected frequency = 
GrandTotal

lColumnTotaRollTotal
 

Roll 1  Cell 1 208 x 84 ÷ 313 = 55.8 
Roll 1  Cell 2 105 x 84 ÷313 = 28.2 
Roll 2  Cell 1 208 x 181 ÷ 313 = 120.3 
Roll 2  Cell 2 105 x 181 ÷313 = 60.7 
Roll 3  Cell 1 208 x 48 ÷ 313 = 31.9 
Roll 3  Cell 2 105 x 48 ÷313 = 16.1 
 

Table-8. Chi-square 

of ef of-ef (of-ef)2  
ef

efof
2


 

60 55.8 4.2 17.64 0.3161 
24 28.2 -4.2 17.64 0.6255 
120 120.3 -0.3 0.09 0.0007 
61 60.7 0.3 0.09 0.0049 
28 31.9 3.9 15.21 0.4765 
20 16.1 3.9 15.21 0.9447 
315    2.368 

 
The meaning and explanations of notations in 8 is shown below: 
of = Observed frequency. 
ef = expected frequency. 
X2 = chi-square. 

X2 = 
ef

efof 2)( 
 

Where 
of = Observed frequency of the number of male and female respondents that agreed, disagreed 

and were undecided on the issue. 
ef = Expected frequency of the number of male and female respondents that agreed, disagreed 

and were undecided on the issue. 
X2 value calculated = 2.368 
To find degree of freedom 
df = (R-1) (C-1) 
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 (3-1) (2-1) 
 3 x 1  

df = 3 
Level of significance = 5% = 0.05 
At 3 significant level, the table value is 7.815 
Decision Rule: Reject Ho if the x2 calculated value is greater than the table value and vice 

versa. Since the calculated value (2.368) is less than the table value (7.815), the null hypothesis was 
accepted and the alternate rejected. This therefore means that employees will not intend to leave 
when promotion is regular.  
 
6.4. Hypothesis 3 

H1: Employees will intend to leave when promotion criteria is transparent.  
Ho: Employee will not intend to leave when promotion criteria is transparent.  
Tested Data: Data collected and presented in 9 was used to calculate the expected frequency. 

 
Table-9. Whether respondents agree that employees will intend to leave when promotion criteria is transparent. 

Responses Frequency Percentage 

Agreed 89 28.4 
Disagreed 184 58.8 
Undecided 40 12.8 

Total 313 100 
           Source: Field survey 2019. 
 

Table 9 shows the response of the respondents on whether respondents agree that employees 
will intend to leave when promotion criteria is transparent. 89 respondents representing 28.4 
percent agreed that employees will intend to leave when promotion criteria is transparent. 184 
respondents representing 58.8 percent disagreed while 40 respondents representing 12.5 percent 
were undecided on the issue.  
 

Table-10. Contingency. 

Responses Male Female Total 

Agreed 61 (59.1) 28 (29.8) 89 
Disagreed 122 (122.3) 62 (61.7) 184 
Undecided 25 (26.6) 15 (13.4) 40 

Total 208 105 313 

 
In Table 10 61 is the observed frequency of the number of male respondents that agreed while 

59.1 is the expected frequency. 28 is the observed frequency of the number of female respondents 
that agreed while 29.8 is the expected frequency. 

122 is the observed frequency of the number of male respondents that disagreed while 122.3 is 
the expected frequency. 62 is the observed frequency of the number of female respondents that 
disagreed while 61.7 is the expected frequency. 

25 is the observed frequency of the number of male respondents that were undecided while 
26.6 is the expected frequency. 15 is the observed frequency of the female respondents that were 
undecided while 13.4 is the expected frequency. 

Expected Frequency Calculation: 

Expected frequency = 
GrandTotal

lColumnTotaRollTotal
 

Roll 1  Cell 1 208 x 89 ÷ 313 = 59.1 
Roll 1  Cell 2 105 x 89 ÷313 = 29.8 
Roll 2  Cell 1 208 x 184 ÷ 313 = 122.3 
Roll 2  Cell 2 105 x 184 ÷313 = 61.7 
Roll 3  Cell 1 208 x 40 ÷ 313 = 26.6 
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Roll 3  Cell 2 105 x 40 ÷313 = 13.4 
 

Table-11. Chi-square. 

of Ef Of-ef (of-ef)2  
ef

efof
2


 

61 59.1 1.9 3.61 0.0611 

28 29.8 -1.8 3.24 0.1087 
122 122.3 -0.3 0.09 0.0007 
62 61.7 0.3 0.09 0.0015 
25 26.6 -1.6 2.56 0.0962 
15 13.4 1.6 2.56 0.1910 

313    0.4592 

 
The meaning and explanation of the notations in Table 11 is shown below: 
of = Observed frequency. 
ef = expected frequency. 
X2 = chi-square. 

X2 = 
ef

efof 2)( 

 
Where 
of = Observed frequency of the number of male and female respondents that agreed, disagreed 

and were undecided on the issue. 
ef = Expected frequency of the number of male and female respondents that agreed, disagreed 

and were undecided on the issue. 
X2 value calculated = 0.459 
To find degree of freedom  
df = (R-1) (C-1) 

 (3-1) (2-1) 
 3 x 1  

df = 3 
Level of significance = 5% = 0.05 
At 3 significant level, the table value is 7.815 
Decision Rule: Reject Ho if the x2 calculated value is greater than the table value and vice 

versa. Since the calculated value (0.459) is less than the table value (7.815), the null hypothesis was 
accepted and the alternate rejected. This therefore means that employees will not intend to leave 
when promotion criteria is transparent.  
 
6.5. Hypothesis 4 

Hi: Employees will intend to leave when they are satisfied with promotion.  
Ho: Employee will not intend to leave when they are satisfied with promotion.  
Tested Data: Data collected and presented in Table 12 was used to calculate the expected 

frequency. 
 

Table-12. Whether respondents agree that employees will intend to leave when they are satisfied with promotion. 

Responses Frequency Percentage 

Agreed 76 24.3 
Disagreed 196 62.6 
Undecided 41 13.1 

Total 313 100 
Source: Field survey 2019. 
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Table 12 shows the response of the respondents on whether respondents agree that employees 
will intend to leave when they are satisfied with promotion. 76 respondents representing 24.3 
percent agreed that employee will intend to leave when they are satisfied with promotion, 196 
respondents representing 62.6 percent  disagreed while 41 respondents representing 13.1 percent 
were undecided on the issue.  
 

Table-13. Contingency. 

Responses Male Female Total 

Agreed 56 (50.5) 20 (25.5) 76 
Disagreed 129 (130.2) 67 (65.7) 196 
Undecided 23 (27.2) 18 (13.7) 41 

Total 208 105 313 

 
In Table 13 56 is the observed frequency of the number of male respondents that agreed while 

50.5 is the expected frequency. 20 is the observed frequency of the number of female respondents 
that agreed while 25.5 is the expected frequency. 

129 is the observed frequency of the number of male respondents that disagreed while 130.2 is 
the expected frequency. 67 is the observed frequency of the number of female respondents that 
disagreed while 65.7 is the expected frequency. 

23 is the observed frequency of the number of male respondents that were undecided while 
27.2 is the expected frequency. 18 is the observed frequency of the number of female respondents 
that were undecided while 13.7 is the expected frequency. 

Expected Frequency Calculation: 

Expected frequency = 
GrandTotal

lColumnTotaRollTotal
 

Roll 1  Cell 1 208 x 76 ÷ 313 = 50.5 
Roll 1  Cell 2 105 x 76 ÷313 = 25.5 
Roll 2  Cell 1 208 x 196 ÷ 313 = 130.2 
Roll 2  Cell 2 105 x 196 ÷313 = 65.7 
Roll 3  Cell 1 208 x 41 ÷ 313 = 27.2 
Roll 3  Cell 2 105 x 41 ÷313 = 13.7 

 
Table-14. Chi-square. 

of Ef of-ef (of-ef)2  
ef

efof
2


 

56 50.5 5.5 30.25 0.599 
20 25.5 -5.5 30.25 1.186 

129 130.2 -1.2 1.44 0.011 
67 65.7 1.3 1.69 0.026 
23 27.2 -4.2 17.64 0.648 
18 13.7 4.3 18.49 1.349 

313    3.819 

 
The meaning and explanations of notations in Table 14 is shown below: 
of = Observed frequency. 
ef = expected frequency. 
X2 = chi-square. 

X2 = 
ef

efof 2)( 

 
Where 
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of = Observed frequency of the number of male and female respondents that agreed, disagreed 
and were undecided on the issue. 

ef = Expected frequency of the number of male and female respondents that agreed, disagreed 
and were undecided on the issue. 

X2 value calculated = 3.819 
To find degree of freedom  
df = (R-1) (C-1) 

 (3-1) (2-1) 
 3 x 1  

df = 3 
Level of significance = 5% = 0.05 
At 3 significant level, the table value is 7.815 

Decision Rule: Reject Ho if the x2 calculated value is greater than the table value and vice versa. 
Since the calculated value (3.819) is less than the table value (7.815), the null hypothesis was 
accepted and the alternate rejected. This therefore means that employees will not intend to leave 
when they are satisfied with promotion.  
 

7. SUMMARY OF FINDINGS 
The result showed that the entire four null hypotheses were accepted while the alternate 

hypotheses were rejected. Four findings were revealed from the results which showed that: 
i. Employees will not intend to leave when promotion is as at when due.  
ii. Employees will not intend to leave when promotion is regular.  
iii. Employees will not intend to leave when promotion criteria is transparent. 
iv. Employees will not intend to leave when satisfied with promotion. 
Chi-square statistical analysis showed that staff promotion has significant influence on 

employee turnover intention at 5% level of significance. Employee will not turnover when all issues 
concerning staff promotion is given proper attention and resolved. 
 

8. CONCLUSION 
The objective of this research is to examine the influence of staff promotion on employee 

turnover intention in food and beverage industry in Nigeria. To execute this research goal, four 
objectives were raised from four research questions drawn, and four hypotheses were also 
formulated and tested. Based on the results from the test of the four hypotheses, it is concluded 
that staff promotion has significant influence on employee turnover intention. And employees will 
not turnover when all issues concerning staff promotion is given proper attention and resolved.  
 

9. RECOMMENDATIONS 
The following recommendations were made based on the research findings: 
i. Employees should be promoted as at when due to avoid incidence of turnover 

intention. 
ii. Promotion of staff should be on regular basis to avoid incidence of turnover intention. 
iii. Promotion exercise must be transparent and should be done through appraisal 

system. 
iv. Promotions must be based on performance and organizations must ensure that 

employees are satisfied with promotion.  
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