 A COMPARATIVE ANALYSIS OF APPLICATION OF MARKETING CONCEPT IN MARKETING OF HAIR DRESSING SERVICE

ABSTRACT

The broad objective of this study is focused on a comparative analysis of application of marketing concept in marketing of hair dressing service.  The researcher  tried to find out the extent the application of marketing concept can help in the effective and efficient running of an organization with particular reference to beauty salons.The researcher also tried to find out how the application of marketing concept helped in motivating the users of the beauty salons compared to others that knew nothing or little about marketing concept and its application.To ensure successful completion of this work, the researcher used some research instruments, which includes questionnaire, oral interview and personal observation for data collection.  The relevant data were collected form respondents, which comprises of the users of the beauty homes.Finally it was found out that the salon or beauty home that adopted marketing concept does better than the one that ignores the concept, Customer feel more comfortable to patronize beauty homes that adopt the marketing concept. The researcher further discovered that saloons that are ignorant of the marketing concept record a very high degree of low patronage.So putting the customer first and seeing him as the king pays better in business.
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CHAPTER ONE






INTRODUCTION

BACKGROUND TO STUDY

As modernity unravels, with its awe-inspiring issues and potential, the subject of marketing is getting growing attention from businesses, organizations, and governments. Marketing is both an ancient and new profession. It existed in the past, or since the dawn of time. That was the era of bartering. When small manufacturers began to make their items in huge quantities in anticipation of future customers, marketing began to take off. The principle of layout division and assuring specialization gave rise to this surplus output(Santon 2017).
.

The novelty of marketing stems from the fact that it emerged around the turn of the century. The marketing age emerged when manufacturers finally acknowledged that they needed first find out the requirements and desires of customers and then make goods that would suit those needs and wants," writes Jobber(2016). Professional service providers such as physicians, consultants, beauty service providers, and so on are the most recent corporate groupings to take an interest in marketing. Services range from those that support products to those that exist only as an object of trade. 

It is largely intangible and does not result in the acquisition of any property. Its manufacturing may or may not be linked to a tangible product. Beauty salons fall under the category of a main service with accompanying minor items. It is based on humans. Ultimate beauty saloon, like other salons in Enugu metropolises, is distinguished by cheap capital, a large number of yet fragmented sellers, and imperfect competition resulting mostly from effect knowledge by service providers and service users. It is also distinguished by a low educational level. The ultimate beauty salon is located at o. 21 N29 street independence layout, Enugu, in the garage of a duplex building. It is a solitary proprietorship with no workers. Miss Ijeome Nwosu, the proprietor, is a S.S.C.E holder who lacks professional training in cosmetology, dermatology, and other professions linked with beauty salon business. Her service is limited to hair care, but there are many unexplored areas in a beauty clinic. She has no plans for growth and knows nothing about marketing principles, let alone how to apply them. While magic fingers beauty house, located at No. 24 Queen's Drive, Victoria Island Lagos, is a foreign-like beauty salon that employs the marketing idea.

It boasts a unique, nicely constructed building. The tranquil and relaxed atmosphere is simply fantastic. It has a considerable frontal land exposure. The beauty salon employs only the best therapists. They provide every treatment imaginable, including carthiodemine aromatherapy, seaweed baths, manicures, a medium-sized Olympic swimming pool, a new light diet room, sauna baths, hair treatments, hydrotherapy, thalgo body treatments, spa baths, sauna and steam rooms, G.S vibro message, and so on. The females are well-dressed, pleasant, and appear to possess all of the traits expected of a service provider. There are around a hundred employees, ranging from unskilled workers such as gardeners and security guards to beauty specialists or experts. Because of rivals such as Shribland Hall Health Clinic, Spring Hydro, and Sopwell, they employ the marketing idea to stay the market leader in the beauty sector. According to Cosmopolitan magazine's Mercelle D'Engy Smith, "this is the perfect respite for stressed-out professional women." Those who have gone to Magic Fingers or other sophisticated salons in Lagos, as well as Ultimate Hair Dressing Salon or any other toddling stage salon within Enugu city, may observe that there. Is a major demand for the implementation of marketing concepts for the present world standard in the marketing of hair styling services.
STATEMENT OF PROBLEM


As more women get involve, educated sophisticated, widely exposed and try to meet up with their counterparts in other states, the need for upgrading our beauty salons raised. T the increasing cases of acid victims, over bleached skins, increase in number of foreigners, beauty conscious albinos, the quest for a modernized beauty  saloon is on the increase.


But the salon industry in Enugu harbours the greatest number of confident tricksters.  There is no legal body that monitors or investigates compatibility of the service providers.  There are no rules or regulations as to the basis educational requirements for people setting up beauty saloon like qualifications in dermatology, cosmetology etc.  their level of performance is frustratingly below trends.


Price liking is continuously made with little or no notification to notification to the consumers. Some dabble into services that hey do not have the necessary skills and training to perform like pedicure, facial treatment, manicure etc.


The location, elaborate facilities and other conveniences (example air condition, fan, and sweet sound), external appearances, tasteful interior decorations etc. are not taken into consideration when citing service business location.


The above mentioned problem is noticed with ultimate saloon but in the contract they have been already taken care of by magic fingers beauty home.  As a result, this study is undertaken to find out if there is need for the application of marketing concept in beauty salons in Enugu metropolis.

OBJECTIVE OF THE STUDY

To determine if the level of the application of the marketing concept by magic fingers beauty home and ultimate beauty salon.

To determine if the quality of services rendered by magic fingers beauty home is higher than that offered by ultimate hair dressing salon.

To determine the level of disparity in terms of consumer satisfaction with service rendered by magic fingers beauty home and that of ultimate hair dressing salon.

To ascertain if there are areas consumers would like the services provided by ultimate hair dressing salon.

To ascertain the degree of consumers satisfaction with the current state of beauty salons in Enugu metropolis.

HYPOTHESIS 

1.
There is higher consumer satisfaction on the quality of service rendered by magic fingers beauty home than that of ultimate hair dressing salon.

2.
Magic fingers beauty home covers wider areas than ultimate hair dressing salon.

SIGNIFICANCE OF THE STUDY


The usefulness of this study will be seen in three categories.

It’s benefits to:

Customers 

Service provider/salon

The government.

A.
CUSTOMERS:
When the marketing concept is applied or used by proprietors in marketing the service of their beauty salon, consumers will be better satisfied.  The quality of service will be higher.  Consumers will be offered a wider range of quality services.  The service will now be received form experts in a cleaner environment and the customer will have a sense of belonging.

B.
THE SERVICE PROVIDER/SALON: This study is necessary so that the proprietor of ultimate hair dressing salon will know areas she is lacking and offer services that carter to current and anticipated needs.  One can equally start producing, pricing, distributing, promoting and processing her services in a way that customer’s value.

Ultimate can now start using marketing led strategies and desire to meet needs better than competitors.  She can with the aid of result form this research study increase her market share and profit and it will also guide her in employee selection.

C.
GOVERNMENT:  From this study, the government would make provisions for courses like dermatology, cosmetology, beauticology etc. in our institutions of higher learning.

It will also increase gross nation profit and also increase employment then reduce quest for government paid jobs.

NEED FOR THE STUDY


If we look at what is happening in the Enugu business sector, we see that they don’t make use of the marketing concept and this is true of beauty salons.


Again if we consider the class of people that operate salons – school dropouts, illiterates etc. you see that none of them is aware what the marketing concept is all about.

They leant by merely watching their boss do it.  There are many areas salonists ought to operate like facial and skin surgeries, thalgo body treatment etc. which are current not being practiced.


The number of people especially those that use medicinal creams like demovate and tempovate just to become fair incompletion need salonists to advise them on more suitable product for their skins.

SCOPE OF THE STUDY


This study lovers all the users of magic fingers beauty home which is a foreign like based salon.  Because of the distance very few people are involved.  The study also covers the users of ultimate hair dressing salon, here in Enugu. Again since ultimate hair dressing salon is ran by a sole proprietor, there will be no need talked of personnel.  So in the two case studies being studied, only the users of this salon within Enugu metropolis will be considered.

DEFINITION OF TERMS

SAUNA BATH: -
Steam bath (house) originated in Finland

SPA BATH: - 
Spring of mineral water having medicinal properties

COSMETOLOGY: - 
Study of cosmetics while Cosmetics is a

preparation substance, especially one that adds colour, designed to make the skin or hair beautiful

DERMATOLOGIES: -
Experts in dermatology which also

means the study of the skin and it’s diseases.

HYDROTHERAPY: -
Use of water in treating skin problems.

BEAUTY SALON: - 
An establishment in which women receive

treatment of the skin, hair etc. to increase their beauty.

LIMITAION OF THE STUDY


The limitations of the study can be analyzed under the following sub-headings: -

1.
TIME CONSTRINAT


The time limit given for the completion of this work is to short for an effective completion of this work coupled with other academic leads which the researcher was shouldering.

2.
ILLITERACY


Illiteracy level of most of the service providers are considerably very low that some of them shy away from being asked for information which they are supposed to give out freely.

3.
SCOPE OF THE STUDY


The scope of this study is too wide that the researcher cannot be able to reach the whole of the service receivers in order to get their views and opinions concerning the beauty industry taken cognizance of their problems and prospects.

4.
FINANCIAL CONSTRINT


To effectively cover the scope of this research, the researcher need to travel to various areas concerned and bearing in mind the high cost of mobility the researcher was unable to completely tackled these constraint.

HYPOTHEIS

Ho:
Both magic finger beauty home and ultimate beauty salon offer the same level of satisfaction

Hi:
magic fingers beauty home satisfied the customers more than ultimate salon.

Ho:
Magic fingers beauty home and ultimate beauty salon covers equal areas in relation to beauty services

Hi:
Magic fingers beauty home covers wider areas than ultimate salon relation to beauty services.

CHAPTER TWO

 LITERATURE REVIEWS


Quite a lot have been written and said about the marketing concept in the Hair Dressing Services.  Customer satisfaction is said to be the head corner stone of the marketing concept.  Marketing concept is a marketing management philosophy that directs the consumer as king.  Service is any act that one party can offer to another that is essentially intangible and does not result in the ownership of anything.

At this stage, the researcher wants to review related literature in this study area.


In a research carried out in t his topic by Nwachukwu J. (1995) using the questionnaire method on a sample size of 350.  the increase in consumer sophistication of the Nigerian populace especially the educated.  Nigerian women shows that people involved in the beauty industry tries to meet up with the upsurge and in doing this they need to introduce marketing concept in delivering their services.

She found out that those salons that applied marketing concept in marketing their services were able to satisfy the customers better, had increase sales and had a competitive advantage over their competitors while those that did not, suffered sales decline, clown growth and an increasing sales expenditure.


Another research conducted on the topic “Marketing Concept in the marketing of Beauty services (A case study of the Beauty Homes in Enugu Urban) by Ani, E.U. (1996) using both questionnaire and interview method on a sample size of 300 people identified that business that are derived by marketing concept based their segmentation analysis on customer differences that have implication for marketing strategy.  They also know that their products and services are being evaluated against competition. They understand the choice criterion that customers are using and ensure that the marketing mix marches those criteria better than the competitors.

However, a marketing oriented company display customer concern throughout the business.  All departments recognize the importance of the customer to the success of the business.


This was the view of Igwe, C. (1997) who during a research on the above topic sampled 300 people using the questionnaire method.

She went further to say that marketing plays an important role in economic activities, increases the standard of living, creates employment and encourages specialization. 

One can understand this need better when you recognize the fact that marketing is a cornerstone of policy and practice of such giants as General Electricity, Procter and Gamble Seams and IBM.


Ugwu, A. (1997) in his research on this topic in which 280 people were sampled he discovered that this concept that might still be used in the marketing of other services.  In marketing oriented businesses, innovation is rewarded while the others, it is punished.  He also writes that “marketing oriented business search for latent markets, market that no other company has exploited but the others (production, product, selling and societal marketing concepts) are happy t stick to their existing products and markets.  He also advises business people in the beauty industry within this metropolis that since most developing nations are examining marketing principles to see how their domestic distribution system can be improved and how they can compete more effectively in the world markets.  Socialist nations are also studying how they could use marketing research, advertising and pricing to increase their effectiveness in planning and distributing their services and goods.

“The place of marketing in Beauty Services” (Ene, Patrick, 1996) using observation and questionnaire methods says; “there will always be need for some selling practice, but the aim of marketing is to make selling superfluous.  The aim of marketing is to know and understand the customer so well that he product or service fits him and sells itself.  He went further to say that one of the major challenges facing beauty provider is how to build and maintain viable businesses in a rapidly changing market place and business environment.


While contrasting selling and marketing concept, Philip Kotler (2003; p.19) quoted professor Theodore Leavilt of Harvard “selling focuses on the needs of the seller, marketing on the other hands focuses on the needs of the buyer.  Selling is pre-occupied with the sellers needs to convert his product into cash”.  He went on further to enumerate the benefits of the marketing concept over the selling concept.

Marketing with the idea of satisfying the needs of the customer by means of the product and the whole cluster of things associated with creating, delivery and finally consumption.

He shows that the concepts rests on four pillars, target market, customer needs, profitability and integrated marketing.


Adirika E.O. (1997: p.48); in the bit to solve the problem consumers not being able to articulate their need states that “a creative marketer discovers and produces solutions that customers did not ask for but for which they enthusiastically respond.  It means proper co-ordination, interpretation and control of all management activities in a way as to achieve the set objective of customer and company mutual benefits.  They should go beyong just asking consumers what they want.


According to Ijezie, A. (1990; p.7) “A sound goal for the marketer is to aim at maximizing satisfaction of the ultimate consumers”.  This idea suggest that he marketer has to keep scouting the marketing environment to see whether its product still satisfies the needs and wants of its target market and then influences the company to adjust its mix of goods and services to those that are needed in this way, the marketer guarantees the firms continuous existence by making sure that he firm continues to produce value for the target consumer market.


As for back as 1963, Drucker Peter, a world leading writer in the management field said that “Because the purpose of business is to create and keep customers, it has only two central functions: marketing and innovation”.  The basic function of marketing is to attract and retain customers at a profit.


In 1997, Chime, conducted are search with sample size of 370 people employing the questionnaire method came out with the opinion that Dark and Lovely, a foreign made product is preferred to Venus by most Nigerians because its producer made use of the marketing concept.  They are viable to identify the needs of its customers, produced their relaxer to ensure pain – free period of retouching a permed hair or at first perming which was their desire.  They properly packaged it and through an effective distribution made it available to all potential users anywhere in the world.  The study showed that most Nigerians wish their price will be reduced to an affordable margin for low income earners and if this  should happen, Venus will loose out a reasonable percentage of its customers.


A similar research by Anazodo (1996); sampled with 200 people among whom were customers and personnel’s of Diamond Bank she found out that this bank through proper research identified that most of its customers complain about long hours of waiting before they could get their services they need, they also complained about an unhappy feeling whenever they got home only to found out that the money was not complete.

The bank then employed professional bankers and sophisticated equipment to take care of this problem and since then, their customers patronage has increased to 75% from the previous 25%.


However, Ejike (1995); using a sample size of 250 people with both questionnaire and interviews discovered that coca-cola had to launch diet coke into the Nigerian market to take care of diabetic consumers and adults who preferred a little lighter tasted coke.  They equally reduced the carbon content to suit the Nigerian market.

They were able to do these because they made use of the marketing concept in marketing their product which involved first of all finding out what consumers actually need providing it and ensuring that they are satisfied with it.


During the year 1993, Akuabata C. in his work noted that the constraints to the effective application of the marketing concept in the marketing of salon services in Nigeria as a whole and Enugu metropolis in particular can be attributed to relative scarcity of essential commodities in the country, inadequate infrastructural facilities relatively high level of illiteracy, inefficient complex and un-widely distribution channels, unscrupulous middlemen and lack of appreciation of the marketing concept in the service marketing, particular in the marketing of hair dressing services. Marketing research is a fundamental aspect of marketing but as far as this metropolis is concerned, beauty providers keep having these problems of attitude of respondents to questions, poor communication system, lack of the basic infrastructural facilities and dishonesty, o the part of employees.


According to Offor (1994); :for a business to be effective, it should ensure that personnel from other departments spend some time in marketing department”.

It should introduce new products to the market through terms of personnel drawn from marketing, design, finance, production etc.  It should be arranging that managers attend meetings in other departments example marketing at production meetings.  He went further to say that in introducing marketing concept to a business that is concerned with the marketing of services, the organization need to hire lectures and consultants to explain and illustrate what the introduction of marketing means to a business.  Good foresight and ability to envisage the future correctly but not necessarily accurate always are qualities worth possessing.  A true businessman does not always have a gambling mind.  He has a scientific mind.  His decisions and actions are based on understanding and not on chance.  In business, things are not taken for granted.  Any dubious or doubtful happenings in the business need to be verified.


Success Digest (1997; p.21) suggested ways to win customers and keep them for as long as the business lasts.  This includes: -

-
Customers satisfaction: The most important goal of any employee is to create and keep customers, this is contrary to widen belief that the primary.


Job is to make sales, but the focus should be on keeping customers satisfied than on making the sale.  There is a big difference between selling and helping people to buy.  It’s not just to play on words.  The difference is one of attitude.  Traditional selling is manipulative.  It takes the approach of lets take what we have and talk somebody into it.  But the correct approach should be helping people get what they want/need which creates customers.

-
Good Impression: People love to buy and hate to be sold, they believe that they “buy” when the service turns out to be good and “sold” when bad.  In actual fact, they love to own, acquire and spend money.

It make them feel important and successful.

They will buy much when they buy.  The people who deal directly with the customers can make or break the business, make a good impression and the customer buys, multiple and come back, make a poor impression and they run off.


A management consultant Steven Covey, writes that with each new relationship we open what we can make deposits and from which we can make withdrawals.

When we help others log at what they want and feel better about themselves, we are making a deposit that will likely pay big dividends in the future. But when we call on others to help us or make them feel worse, we are making a withdrawal and with too many withdrawals we run the risk of becoming over drawn and losing account.  The one major difference between final and emotional bank accounts is that and emotional bank account usually requires continual small deposits in order to maintain its presents balance.  Every time you boost a customers self image, you make a significant deposit to the emotional bank account and increase the odds of wining and keeping it.

He continued by suggesting five specific ideas to help a firm towards the end: -

1.
Develop a genue interest, and admiration for your customers.  To quote IBM founder Tomas Watson “if you don’t genuinely like your customers, the chances are there that they can’t buy”. The more you love and admire your customers, the easier it is to make deposits to the emotional bank account in a  way that is meaningful to them get then to talk about themselves and listen with your undivided  attention.

A good rule of this is to let them do 80% of the talking.

2.
Recognize and praise people for they want to be recognized and be praise for with a little observation and common sense.  It’s easy to spot what people want to be complemented for being tactful.  These compliments must be sincere, people know when they are being conned and sincerely faltered which is a very good way to ruin off a customer.  They should also be specific, if possible find a way to compliment the customer for something they derive as a result of having used your product or services in the past.

3.
Put them at ease and establish report, we all prefer people who make us feel accepted and relaxed and not rejected and worked up.

4.
Use humour where it is relevant and appropriate.

5.
Let them know what you are thinking about them


Emebo P.C. in her articles titled “reproving productivity of services” observes that service firms are great pressured to increase productivity since service businesses are highly labour intensive, costs have been arising rapidly.  Quating Philip Kotler, “There are serene approaches to improving service productivity:: -

Is to have service providers work harder or more skillfully.

To increase the quantity of service by surrendering some quality

To industrialize the service by adding equipment and standardizing production

To reduce or make obsolete the need for a service by inventing a product solution.

To present customers with incentives to substitute their own labour for company labour

To harness the power of technology.

Having gone through these research works, there is no doubt that

they are related to this research.  They have all shown that here is a great need for the application of the marketing concept in businesses.  It has shown that its application in marketing of hairdressing services ensures consumer satisfaction, sales growth, profitability, identity latest needs and demands, gives an organization competitive advantage over its competitors.  All these and more will a beauty provider enjoy if he starts to apply marketing concept in rendering services to its customers.

CHAPTER THREE

RESEARCH METHODOLOGY


This chapter aims at showing the systematic, formal and technical ways adopted by the researcher to take this work a reality. The researcher generated the data for this work from two major sources, primary and secondary sources which gears towards the effective implementation of this work.

The primary source of data are collected through the following means.

personal interview

questionnaire design

personal observation

I.
PERSONAL INTERVIEW


This source is used where additional classification in vital issues are required as well as where the respondents are illiterates or are too busy to complete questionnaires.

II.
QUESTIONNIARE DESIGN


Consumers of services rendered by ultimate beauty salon and magic fingers beauty within the indicated areas of study were administered with questionnaires.


The questionnaires were designed and administered to illicit the necessary information which were not obtained in the oral interview.

The following methods were used in designing the questionnaire:

multiple choice questions

dichotomous questions

Multiple Choice Question: - This method requires the respondents to choose from the alternative provided.  No personal suggestion is required.

Dichotomous Question: - This type of question requires a “Yes” of “No” answer.

This is to prevent bias on the part of the respondents.

III.
PERSONAL OBSERVATION


The researcher also engage in personal observation which help in observing those attitudes and behaviours that cannot be obtained in personal interview and in the use of questionnaire.

While the secondary sources of data includes among others the project works that are both directly related to this topic and those that are indirectly related to the topic, professional journals, business texts, marketing texts and magazines.

POPULATION FOR THE STUDY


The population for this study comprised of the users of ultimate beauty salon and that of magic fingers beauty home.

The users of the salons comprise mainly people from G.R.A, Independence layout and New haven all within Enugu metropolis.

SAMPLE SIZE DETERMINATION AND SELECTION


The researcher carried out a pilot survey in different salons.  This is aimed at finding out the  rate at which te public patronizes beauty services.  In the pilot survey, the researcher faound out that visit ultimate beauty salon for hair treatment, fifteen (15) of them acknowledge their patronage to the services while the average of five (5) out of every twenty does not patronize ultimate beauty salon.


Therefore, in determining the sample size for ultimate beauty salon, the researcher adopted the Topman’s formula which is 

Topman formula
=
N = Z2 Pq







  E2
Where 
n
=
Number of sample size to be computed



Z
=
1.96% standard deviation for the 95% level

of confidence



P
=
Percentage of positive response



Q
=
percentage of negative response



E
=
limit of tolerable error

Therefore



P
=
15/20
x
100/1
=
75%



Q
=
5/20

x
100/1
=
25%



E
=
5% or 0.05

Then 
n
=
(1.96)2 x (75 x 25)






52



n
=
3.8416 x 1875
=
7203






25


  25



n
=
288.12


n is approximated to 288


(
The magic fingers, in every twenty (20) individuals only the average of two (2) persons does not patronize the salon.


In determining the sample size, Topman’s formular was still used.

N = Z2 Pq



E2
P
=
18/20
x
100/1
=
90%



Q
=
2/20

x
100/1
=
10%



E
=
2% 

Then 
n
=
(1.96)2 x (90 x 10)






2



n
=
3.8416 x 900








4






n
=
3457.4

    4


n 
=
864.36  approximated to 864

(
The sample size for magic fingers is 864.



RESEARCH PROCEDURE


The research was carried out in a sequential manner.  This was necessary so as to finish the study on time and prevent the mistakes which could arise from poor procedure for about one week and two days, the researcher reviewed other related literature written by others. 

For another one week, questionnaires were distributed and collected.  A period of three weeks was used for the presentation, analysis and interpretation of data, which was done with the use of tables, charts, histograms etc.


From the data collected, the researcher got his findings which help in drawing conclusion and making recommendations that would help beauty service providers.

TREATMENT OF DATA


Tables and charts were used to treat the raw data.  That is, all information got was analyzed and presented in table and/or charts.  This was to help the researcher analyze the data well and help in conclusions and ensure all sources of bias was eliminated.  Time was also taken to ensure that he data were properly presented and interpreted.

This helped the researcher to find out how well the marketing concept is being applied in hair dressing services.






CHAPTER FOUR

PRESENTATION, ANALYSIS AND INTERPRETAITON OF DATA


In this chapter, the researcher proceeds to analyze and present the primary data collected in the course of this study.  A total number of 1,152 questionnaires were administered to the respondents and 1,142 were returned.


The data is tablelated in pursuance of the objectives of the study.  Also, the hypothesis were tested and from the outcome, necessary recommendations will be made.

Question One

Have you heard of magic fingers beauty home?

	Response variable
	No of responses
	Percentage %

	Yes

No
	1,142

0
	100

0

	Total
	1142
	100



From the above table, 1,142 or 100% of the respondents have heard about magic finger beauty home.

Question two

Have you heard of Ultimate beauty Salon?

	Response variable
	No of responses
	Percentage %

	Yes

No
	1,142

0
	100

0

	Total
	1142
	100



The table shows that all the respondents (1,142) have heard about ultimate Beauty Salon.

Question Three

If yes, have you been to magic fingers beauty home for beauty treatments?

	Response variable
	No of responses
	Percentage %

	Yes

No
	860

282
	75

25

	Total
	1142
	100



Total number of 860 as revealed by the table above had been to magic fingers beauty home for beauty treatment while 282 hadn’t.

Question Four

If Yes have you been to ultimate beauty salon for beauty treatment?

	Response variable
	No of responses
	Percentage %

	Yes

No
	282

860
	25

75

	Total
	1142
	100



From the table above, it was revealed that 282 respodnet have patronized ultimate beauty salon while 860 have not.

Question Five

If you have been to magic finger beauty home, what is/are your reason for choice of service provider?

	Response variable
	No of responses
	Percentage %

	Reliability

Innovation

Tangible

Promotion

Empathy
	460

430

500

550

30
	40.28

37.65

43.78

48.16

2,63



All respondents were allowed to tick more than one reason for the purchase of service or choice of a service provider, when the questionnaire was analyzed, the table above shows that most of their choice choosing magic fingers was promotion with 48.16% followed by tangibles with 43.78%, reliability is 40.28%, innovation is 37.65% and empathy is the least reason with 2.63%.

This can also be shown on a bar chart 

Fig. 1
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 Question Six

If you have bee to ultimate beauty salon, what is/are your reason for choice of service provider?

	Response variable
	No of responses
	Percentage %

	Reliability

Innovation

Tangible

Promotion

Empathy
	50

16

20

15

105
	4.4

1.4

1.8

1.3

7.2


This can also be represented in a bar chart

Fig. 1
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From the table and bar- chart, we can conclude that 9.20% of ultimate beauty salon customers patronizes the salon due to a Empathy. 4.4% does for reliability, 1.8% for tangibles, 1.4% for innovation and 1.3% patronize for promotion.


Therefore accessing the percentages of reason for patronage the table below reveals it.

	Response variable
	Reliability
	Innovation 
	Tangibles 
	Promotion 
	Empathy 

	Ultimate

Magic fingers
	4.40%

40.28%
	1.40%

37.65%
	1.8%

43.78%
	1.3%

48.16%
	9.2%

2.63%



Customers preferred to patronize magic fingers beauty home mostly due to reliability, innovation, tangibles and promotion and least with empathy but for ultimate beauty salon, customer patronize it mostly due to empathy.

Question Seven

Do you believe that these salons have reasonable offer for you?

	Response variable
	No of responses
	Percentage %

	Very strong

Strong

Weak

Very weak
	548

251

183

162
	48.00

22.00

16.00

14.00

	Total
	1142
	100



The table shows the response pattern from 1,142 reasonable offer for them.  548 respondents are very strong in their believe, 251, strongly believe, 183, are weak while 162 or 14% are very weak in their believe about the offer.

Question Eight

How would you assess the areas covered by magic fingers beauty home?

	Response variable
	No of responses
	Percentage %

	Very wide

wide

moderate

small
	600

120

137

3
	70

14

16

0.3

	Total
	1142
	100



This can also be presented in a pie chart: -


600
x
360
=
251.160

860

  1

120
x
360
=
50.230

860

  1

137
x
360
=
57.350

860

  1

3
x
360
=
1. 260
   860

  1

  360

Fig. 3
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A total number of 860 responses were recorded from magic fingers where 600 of them asses their area of coverage as very wide, 120 asses it as wide, 137 asses it moderate while total number of 3 say it is small in coverage.  As shown from the tbale and pie chart above.

Question Nine

How would you asses the areas covered by ultimate beauty salon?

	 Response variable
	No of responses
	Percentage %

	Very wide

wide

moderate

small
	60

30

72

120
	21.28

10.64

25.53

42.55

	Total
	282
	100



The above information can be interpreted to mean that a frequency of 60 respondents say that ultimate beauty salon covers very wide area, 30 say wide area is covered, 72 say moderate while total number of 120 say small service area are covered by ultimate salon.

Question Ten

Please rate your level of satisfaction with magic fingers beauty home?

	 Response variable
	No of responses
	Percentage %

	Very high

High 

moderate

Low 
	680

120

5

5
	79.0698

13.7535

6.3953

0.5814

	Total
	860
	100



As it can be seen from the table, 680 respondet rated their satisfaction level for magic fingers beauty home very high, 120 rated it high, 55 said it is  moderate while a total number of 5 respondent said it is low.

Question Eleven

Please rate your level of satisfaction with ultimate beauty salon?

	 Response variable
	No of responses
	Percentage %

	Very high

High 

moderate

Low 
	12

20

60

190
	4.26

7.09

21.28

67.38

	Total
	282
	100



From the table above, it was revealed that 4.26% of respondent said that they are very highly satisfied, 7.09% said high, 21.28 said moderate while 67.2\38% rated their level of satisfaction to be low.

Question Twelve

What would you suggest that magic fingers beauty home and ultimate beauty salon will do to better their service to their customers?


This is an open ended question, when answered, the respondents suggested that both magic finger beauty home and ultimate salon should be innovative, promote their service properly and control their pricing.

Question Thirteen

Please tick the age group you belong.

	 Age 
	No of responses
	Percentage %

	Below 20

21 – 29

30 – 39

40 – above
	62

750

195

105
	5.43

68.30

17.08

9.19



According to the table above, 62 or 3.43% of the respondents were below the age of 20, 750 were between the ages of 21 – 29, 185 falls between the ages of 30 – 39 while 105 falls from 40 years and above.

Question Fourteen

Where is your locality in Enugu?

	 Response variable
	No of responses
	Percentage %

	G.R.A

New – haven

Independence layout

Others 
	120

200

520

302
	10.51

17.51

45.53

26.44



From the above table, 120 live in G.R.A, 200 reside in New haven, 520 reside in Independence layout while a total number of 302 respondent reside in other areas in Enugu.

TESTING OF HYPOTHESIS 1

Ho:
Magic finger beauty home and ultimate beauty salon offer the same level of customer satisfaction.

Hi:
Magic fingers beauty home satisfies the customers more than ultimate salon.

LEVEL OF SIGNIFICANCE
=
5% OR 0.05

TEST STATISTICS
Z
=
y1 – y2






S21 + S22






n1
 n2
CRITICAL VALUE
Z
=
1.64

CUSTOMERS RESPONSE ONTHEIR SATISFACTION LEVEL WITH ULTIMATE SALON AND MAGIC FINGERS SALON

	 Response variable
	Ultimate frequency
	Magic finger frequency
	Scale 

	Very high

High 

moderate

Low 
	12

20

60

190
	680

120

55

5
	4

3

2

1

	Total
	282
	860
	10


COMPUTING MEAN AND VARIABLE FOR MAGIC FINGERS SALON

Y1
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y12


f.y12
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220
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=
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COMPUTING MEAN AND VARIANCE FOR ULTIMATE BEAUTY SALON:

Y2

f

f.y2
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f.y22
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190

190
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60

120
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240
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190



282

418





802
MEAN
=
Y2
=
( f.Y2
=
418






   ( f


282

=
1.48
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=
0.65

Z
=

y1 
– 
y2



S21 
+ 
S22



n1

 n2

=

3.72

-
1.48




0.37

+
0.65




860


282


=

3.72

-
1.48




0.00043 + 0.0023


=

3.72

-
1.48





0.00273


=
3.72

-
1.48




0.0052



=
2.24




0.052



=
43.08

DECISION CRITERIA

IF


Z
>
1.64, accept alternative hypothesis

But If


Z
<
1.64
reject alternative hypothesis

Decision:
From the above computation, it is obvious that the value of the test statistic is greater than the critical value (1.64) hence we reject the null hypothesis.  We can then conclude that magic fingers beauty home satisfies the customers more than ultimate beauty salon.

TESTING OF HYPOTHESIS 11

Ho:
Magic fingers beauty home and ultimate beauty salon covers equal areas in relation to beauty services.

Hi:
Magic fingers beauty home and covers wider area than ultimate salon in relation to beauty services.

LEVEL SIGNIFICANCE
-
5% OR 0.05

TEST STATISTICS
Z
=
y1 – y2






S21 + S22






n1
 n2
CRITICAL VALUE
Z 0.05
=
1.64

RESPONSE ON HOW THE RESPONDENTS RATE AREAS OF SERVICE COVERED BY BOTH MAGIC FINGERS BEAUTY HOME AND ULTIMATE BEAUTY SALON

	 Response variable
	Ultimate frequency
	Magic finger frequency
	Scale 

	Very high

High 

moderate

Low 
	600

120

137

3
	60

30

72

120
	4

3

2

1

	Total
	860
	282
	


COMPUTING MEAN AND VARIABLE FOR MAGIC FINGERS SALON
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COMPUTING MEAN AND VARIANCE FOR ULTIMATE BEAUTY SALON:
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Z
=
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S22



n1

 n2

=

3.52

-
2.11




0.67

+
1.38




860


282


=

3.52

-
2.11




0.00078 + 0.0049


=
1.41



0.0057




=
248.67

DECISION CRITERIA

IF


Z
>
1.64, accept alternative hypothesis

But If


Z
<
1.64
reject alternative hypothesis

Decision:
From the obtained, the observer Z – distribution of 248.67 is greater than the criteria value which is 1.64.  so the null hypothesis is rejected while the alternative hypothesis was accepted which concludes that magic fingers beauty home covers a wider areas in relation to beauty services than ultimate beauty salon.






CHAPTER FIVE

SUMMARY OF FINDINGS


The main purpose of this study, was to find out the application of the marketing concept in marketing of hair dressing services using magic fingers beauty home and ultimate beauty salon as comparable variables, and also if possible make recommendations on how marketing concept can be properly integrated into hair dressing services.


From the research study, the researcher found out that most customers reasons for the choice of service providers are reliability, innovation, empathy, promotion and tangibles.  The percentage allocated to each according to the responses are 40.28%, 37.65%, 2.63%, 48.16% ad 43.78% respectively for magic fingers beauty home while 4.40%, 1.40%, 9.20%, 1.30% and 1.80% respectively for ultimate beauty salon.


The researcher also found out that magic fingers beauty home ranked first in preference by customer with tangibles, reliable, innovation and promotion which has higher percentages while ultimate beauty salon  offers the same level of satisfaction to customers and it found out that magic fingers satisfies customers more than ultimate beauty salon while the second tested hypothesis is to prove if magic fingers beauty home and ultimate beauty salon covers equal areas in relation to beauty services.  It was found that magic fingers cover a wider area than ultimate beauty salon.


Based on the findings, the researcher can then draw conclusions and make recommendation for effective and efficient rendition of hair dressing service by applying marketing concept.

CONCLUSIONS


From the findings gotten from the research survey, the researcher can then make the following conclusions.


That the beauty market is becoming increasingly competitive and innovation.  Today’s consumers of beauty services are becoming more informed, knowledgeable and sophisticated in their choice, acceptance and consumption of services. 


The service providers in Enugu can now use the marketing concept to promote their services, protect their market share increase their market share and use it as an advantage for segmentation and competition.


Service quality rendered by salonist will greatly improve if there are professionals like the personnel in magic fingers beauty home and if more financial assistance is given to them.

RECOMMENDATIONS


As a result of the findings and conclusion, the following recommendations are put forward to the management of both salon; government should try to both salon; government should try to include courses like dermatology cosmetology, hydrotherapy etc. in institutions of higher learning.  This would mean that we will have salonist that are professionals which will increase peoples reliability and at the end, GNP will rise with higher number of people gaining self employment.


Secondary since services of which beauty salon is one of them, could account for 79% of all job opportunities, and 74% of the U.S. GDP, it could also do the same in Nigeria, this will only be possible if marketing concept is applied.


Lastly it is also recommended that the service providers should pay attention to other areas as empathy and innovation they also contribute to increase patronage. also contribute to increase patronage.
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QUESTIONNAIRE

INTRODUCTION


Some of the questions contain response variables, you are expected to tick against the alternative(s) of your choice.

1.
Have you heard of magic fingers beauty home?


(a)
Yes





(b)
No

2.
Have you heard of ultimate beauty salon?



(a)
Yes







(b)
No

3.
If Yes, have you been to magic fingers beauty home for treatments?


a)
Yes






(b)
No

4.
If Yes, have you been to ultimate beauty salon for beauty treatments?


a)
Yes






(b)
No

5.
If you have been to magic fingers beauty home, what is/she your reason for choice of service provider? (Please you can tick more than one).


(a)
Reliability





(b)
Innovation


(c)
Tangible





(d)
Promotion


(e)
Promotion

6.
if you have been to ultimate beauty salon, what is/she reason for choice of service provider? (more than one tick is allowed).


(a)
Reliability





(b)
Innovation


(c)
Tangible





(d)
Promotion


(e)
Promotion

7.
Do you believe that these salons have reasonable offer for you?


(a)
Very strong




(b)
Strong


(c)
Weak




(d)
Very weak

8.
How would you asses the areas covered by magic fingers beauty home?


(a)
Very wide





(b)
Wide


(c)
Moderate





(d)
Small

9.
How would you asses the areas covered by ultimate beauty salon?


(a)
Very wide





(b)
Wide


(c)
Moderate





(d)
Small

10.
Please rate your level of satisfaction with magic figers beauty home?


(a)
Very high




(b)
High


(c)
Moderate




(d)
Low

11.
Please rate your level of satisfaction with ultimate beauty salon?


a)
Very high





(b)
High


(c)
Moderate





(d)
Low

12.
What would you suggest that magic fingers beauty home and ultimate beauty salon will do to better their service to customers?


------------------------------------------------------------------------

13.
Please tick the age group you belong?


(a)
Below 20





(b)
21 – 29


(c)
30 – 39





(d)
40 – above

14.
Where is your locality in Enugu?


(a)
G.R.A





(b)
New haven


(c)
Independence layout





(d)
Others

48.16






































43.78





40.28





37.65





2.63





9.2
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