A SURVEY ON THE RELEVANCE OF MARKETING RESEARCH IN ENHANCING THE SERVICE LEVEL OF MANUFACTURING FIRMS

ABSTRACT
The research work examines the relevance of marketing research in enhancing the service level of manufacturing firm and to achieve the purpose. Past contributions and the opinions at experts were reviewed. The research design adopted in carrying out this research work is quasi-experimental design and the primary data was collected with the aid of questionnaire from ten (10) respondents draw from three small scale firm in Owerri. The data was subsequently analyzed using frequency table and percentages via analysis of variance solution software package (SPSS). After critically analyzing the data, the following were the findings that there is a significant relationship between marketing research and the service level of manufacturing firm and secondly moderating factors do interfere in the relationship between marketing firms and recommendations were made, that firm should be enlightened on the relevance of marketing research and how it attest marketing performance positively, adapt in order to have an edge over technological tools to suit current market situation. The relevance of marketing research in enhancing the service level of manufacturing firm (A case study of some selected manufacturing firm in Owerri Metropolis).
CHAPTER ONE

INTRODUCTION

1.1 Background Of The Study

Marketing research involves conducting report to support marketing activities and the statistical interpretation of data into information. This information is then used by managers to plan marketing activities, gauge the nature of firm marketing environment and attain information from supplier. Marketing researchers uses statistical method such as qualitative research, quantitative research, hypothesis test chi- squared test, linear regression, correlation, frequency distribution etc to interpreter their findings and convert data into information.
The marketing research process spans a number of stages including the definition of problem development of research plan, collection and interpretation of data and disseminating information formally in the form of a report. The task of marketing research is to provide management with relevant, accurate, reliable, valid and current information.
1.1BACKGROUND OF THE STUDY
The Nigerian economy for long has been characterized with little wonder, Nigeria is often known as a reseller market. The few manufacturing firm still operating are either muiti-national cooperation or government establishment. This scenario has adversely affected the Nigeria economy to an extend. It has become dumping ground for other countries.
Although a lot of economics reform programms were initiated in Nigeria to make the manufacturing industry vibrant and allow infant industries to grow, such programms were never sustained to the later due to political instability and mismanagement of funds by stakeholders. Nevertheless, the recent programmes of the federal government has given hope to the manufacturing firms or industry as small and medium scale manufacturing firm are gradually emerging everywhere.
However, due to mildness and inexperience of the infant manufacturing firm, there has been a continuous cry of out consumers of low quality products and service. The major reason for this poor performance has been attributed to the lack of marketing research by large cooperation in Nigeria.
Marketing research plays a vital role in the success of every business entity. Expect believe that marketing research is the main pilot of commercialization.
Kotler (200) defined marketing research as the systematic and objective identification, collection and analysis and dissemination of information for the purpose of assisting management in decision making related to the identification and solution of problems and opportunities in marketing. Armstrong (2004) defined marketing research as the function that links the marketer to the consumer and the public through information. He further said that marketing research is used to define and identify marketing opportunities and problems to generate, refine, and evaluate marketing actions; to monitor marketing performance and to improve understanding of the marketing process from the above definition of marketing research, it is assumed that marketing research is a discipline approach to problem and prospect of ensuring efficiency and portability in any firm.
1.2STATEMENT OF PROBLEM
With the recent proliferation of small and medium scale enterprises in major cities Nigeria is sure to become an industrialized economy in the next decades. If these enterprise are given the necessary support (security, fund, expertise, conducive environment and industry protection) by the government.
Nevertheless, the manufacturing industry just as the financial sector has suffered enough economic crisis and the result is evident in the quality of service provided by firms in this sector. In spite of the presence of  regulatory such as Nigeria standard organization (NSO), National agency for food and drug administration and control (NAFDAC) and consumerist the quality of products and service rendered by manufacturers is on the decline. This decline is on the evidence of the negligence of firms to properly determine and fill in the need and wants of consumers.
This shows that marketing research has not this been properly embraced in this industry or by manufactures despite valuable studies and write up of experts, all shows that the contribution/benefits of marketing research to the success of business organization is immense.
In fact, most managers and elite nurse are of the note that marketing research have no value in developing nation like Nigeria, and that has been one major reason for this negligence.
As a result, this study was embarked upon to investigate the extend of relationship between  marketing research and the service level delivered by small and medium scale manufacturing firm in Imo State.
1.3PURPOSE OF THE STUDY
This study has its major purpose of investigating the extend of investigating the extend of relationship between marketing research and the service level of manufacturing firm. The study also examines the following specific objectives.
1.       Whether marketing research is conducting in the manufacturing industry.
2.       The extend to which marketing research is conducted.
3.       The extend of qualification of the personnel.
4.       The extend to which marketing research tools (Research plan, data collection, and analysis instrument) are validated.
5.       How frequently is marketing research conducted by manufactures?
6.       The extend to which manufactures (management) implement their research findings.
7.       Whether marketing research contributes significantly to the performance / growth of the manufacturing industry.
8.       How frequently are the marketing research personnel exposed to exposed to training and motivation.
9.       Whether moderating variables interfere in the relationship between marketing research and service level desired by manufacturers
1.4RESEARCH QUESTION
1.    What is the extend of relationship between marketing research and the service level of manufacturing firms in Imo State?
2.    Do small scales firm carry out marketing research?
3.    How frequently is marketing research carried out by manufacturers?
4.    To what extend do manufacturers validate their marketing research tools before conducting a research
5.    To what extend do manufacturers execute the findings of a research study?
6.    Does marketing research contribute significantly to the performance of the manufacturing industry in Imo State?
7.    Do moderating variables interfere in the relationship between marketing research and the service level of manufacturing firm?
1.5SIGNIFICANCE OF THE STUDY
The study has it’s main significance to enhancing the service level of manufacturing firm among which are the benefit derived by the sponsoring companies and it’s customers when marketing research is properly used.
Secondly, it helps the firm to make better marketing decisions, which inturns results in product and services that better meets the need of the consumers. Marketing research also provides the information that links marketer with their customers, and the background needed to make effective decision on a wide range of issues.
Also marketing research is very vital in the aspect of employment opportunities. That is it service as a means of employment opportunities there by improving or enhancing the economic stand of the country.
Finally, through marketing research, companies learn more about consumers; need result in more resulting products and services.
1.6SCOPE AND LIMITATION OF STUDY
The research works covers the goal, strategies and implementation of marketing research in enhancing the service level of manufacturing firm.
The research work encountered some short coming in trying to get some necessary information and materials for successful completion some of which are.
Time Constraint: the time that was given for the research work was not sufficient enough for a through work to be carried out.
Financial Constraint: the short of funds limited the researcher to only three small manufacturing firms in Owerri metropolis and also restriction to printing and administrating questions to selected few among which are the wholesaler and customers of the firm ORANISATIONAL BUREAUCRACY
THE EFFORTS TO COLLECT ALL THE NEEDED DATA FROM THE MANAGEMENT AND STAFF OF THE SMALL MANUFACTURING FIRM IN Owerri metropolis was not very easy because of their official protocol and organizational bureaucracy.
1.7OPERATIONAL DEFINITION OF TERMS
Marketing Research: This is a systematic and formal process of obtaining, collating, analyzing, interpreting, and reporting the findings relevant to specific marketing problems.
Marketing: It is the human activity which involves identifying and satisfying human wants and needs through the exchange process.
Research: This is a systematic orderly service for solution to a problem. It is finding out about something so as to sort out   solution.
Marketing Research: It is the study on itself in a particular service advertisement to determine it’s effectiveness on a target audience.
SMALL SCALE ORGANISATION
It is an organist or acting on it’s belief on a particular business that can be started with less that 100 employee and the minimum of N750,000 and the maximum of N500,000
Service: it is anything of benefit that one party can offer to another, it is essentially intangible and does not involve in the ownership of anything.
Product: A product is anything that can be offered to a marketing for attention, acquisition, use or consumption that can satisfy a need or want.
Price: It is one of the marketing mix (4p’s) this is the value agreed upon by the members in the exchange  process. It is the means that allow product or service to get value in the eyes of both the buyers and the sellers.
Satisfaction: Generic belief or pleasures someone derives from consuming a given product or service.
Manufacturing Sector: These are segments of the economy that engages in the production and distribution of goods for human consumption.
Conceptual Framework: A conceptual framework is a moderation techniques in which participant are asked to place the names of product or services on a grid. It also means how item are ground on diagram to stimulate discussion or use.
CHAPTER TWO

REVIEW OF RELATED LITERATURE
2.1 INTRODUCTION

Our focus in this chapter is to critically examine relevant literature that would assist in explaining the research problem and furthermore recognize the efforts of scholars who had previously contributed immensely to similar research. The chapter intends to deepen the understanding of the study and close the perceived gaps.
Precisely, the chapter will be considered in three sub-headings:

Conceptual Framework

Theoretical Framework

2.2 CONCEPTUAL FRAMEWORK
Marketing Research 
Marketing research is the device used in the marketing field by management to solve problems and make marketing decisions (Tarka, 2018). It is a means to sound decision and conclusion as the objective is to furnish an organization with necessary evidence and facts to base their decisions. Marketing Research provides managers with principles which can be carried over from one marketing condition to another and this can be of use in making predictions and judgments. It also provides analytical tools based on logic mathematics used in making decisions. Research according to Leedy and Ormond (2010) is a systematic mission for undiscovered truth. It is a way in which we solve complicated problems in an attempt to push back the frontiers of human ignorance. He further sees research as a manner of thinking, a manner of looking at the accumulated fact so that a collection of data collected speaks to the mind of the researcher carrying out the study. Research can be well thought-out as systematic ways and procedures through which we strive to arrive at reality, it can, therefore, be defined as systematic findings aimed at obtaining ample knowledge about the subject being observed (Arowomole, 2012). Osuala (2001) suggest that research is the practice of reaching a dependable clarification to problems through the deliberate and systematic collection, analysis and interpretation of data collected. Marketing research is defined as the actions that link the consumers and the public in entirety to the marketer using information (American Marketing Association). Through this information, marketing opportunities and challenges are identified and defined to create, process, and appraise marketing plans; for examining marketing performance and to develop a better thought of the marketing process. Leedy and Ormond (2010) Marketing Research can also be referred to as the methodical discovery, gathering, analysis and distribution of information to foster management decision-making activities in terms of identifying and proffering solutions to the problems and opportunities in marketing. The main purpose of marketing research is to discover and examine how varying components of the marketing mix influence customers’ behaviour (Geral & Scott, 2010). Furthermore, broad research will allow the company to know about the product imperfections (if there are) and perfection (meeting customers’ needs). It also tries to offer correct information about the true state of affairs. Owing to the use of marketing research, a company can prepare feasible marketing plan and assess the success of its existing plan (Churchill & Lacobucci, 2013). As a working definition of this study, marketing research is defined as a logical and objective gathering and analysis of data regarding a targeted marketing audience and marketing environment with the sole aim of broadening organizational knowledge of its target market. Marketing research provides varieties of data (related and non-related), which are necessary in many decision-making processes. Marketing research is a continuous activity;  it is not a one-time activity.

The Evolution of Marketing Research 
Marketing research has evolved in the decades since Arthur Nielsen established it as a viable industry, one that would grow hand –in –hand with the B2B and B2C economics. Markets naturally evolve, and since the birth of Ac Nielsen, when research was mainly conducted by in person focus groups and pen- and- paper surveys, the rise of the internet and the proliferation of corporate websites have changed the means by which research is executed. Web analytics were born out of the need to track the behaviour of site visitors and, as the popularity of ecommerce and web. Advertising grew; businesses demanded details on the information created by new practices in web data collection, such as click through and exit rates. As the internet boomed, websites becomes larger and more complex and the possibility of two way communications between businesses and their consumers became a reality. Provided with the capacity to interact with online customers, researchers were able to collect large amount of data that were previously unavailable, further propelling the marketing research industry. Today, marketing research has adapted to innovation in technology and the corresponding ease with which information is available. B2B and B2C Companies are working hard to stay competitive and they now demand both quantitative (“what”?) and qualitative (“why”) marketing research in order to better understanding their target audience and the motivations behind customers behaviours. This demand is driving marketing researchers to develop new platforms for interactive; two way communication devices such as smart phones are the best examples of an emerging platform that enables businesses to connect with their customers throughout the entire buying process. Innovative research firms such as on research with the means to reach consumers from the point of initial investigation through to the decision and ultimately the purchase. Marketing research clients are beginning to demand highly personalized and specifically focused products from the Mr. firms; big data is great for identifying general market segments, but is less capable of identifying key factors of niche markets, which how defines the competitive edge companies are looking for in this mobile digital age.

Main Divisions of Marketing Research 

Marketing research covers many aspects involving the marketing of goods and services with the ultimate goal of obtaining thorough and complete information about the factors that are probably influencing demand for products and services. It is important to differentiate broad divisions of these responsibilities, though, these tend to be rather arbitrary and it will be unrealistic to expect a water-tight compartment (Chisnall, 2005). Source: Chisnall (2005)

Product Research: This is concerned about identifying products which can be manufactured employing the available technology, and retrieving information about the market demand for new and innovative products that can be offered by future technology. Product research also encompasses new products design, development and testing, improving existing products and making a forecast of a possible change in market trends, product performance, material inputs and so on. Included in this assessment will be pricing studies, pack acceptability and product performance, visual appeal, comfort, etc (Chisnall 2005).

Customer Research: Customer research investigates into buying-behaviour, examining the socio-economic, cultural and psychological factors affecting buying decisions either at customer level, trade distribution level or at the industrial level. Customer research also attempts to explain customer preferences which are the expectations, likes, dislikes, motivations and inclinations that drive customer purchasing decisions and behaviours. They match customer needs in explaining customer behaviour. Appealing to the preferences of customers is a fundamental marketing technique that is important for branding, product development, distribution and customer experience. The following includes types of customer’s preferences; convenience, user interfaces, risk, values, sensory, time, customer experience and so on. The other social sciences-sociology, anthropology-can provide extra valuable knowledge of buying behaviour, so research should be all-inclusive and involve many facets. As already observed, it is likewise important to collect both qualitative and quantitative data(Chisnall 2005). 

Pricing Research: All businesses must make decisions concerning the pricing of their goods and services. Pricing is a critical factor which affects the business success and is a potent marketing mix tool among the four Ps (Product, Price, Place, Promotion). These inputs are necessarily interconnected and an effective blend is at the heart of successful marketing. Pricing should be approached both analytically and creatively. Costs form the basis on which price is built and these must be known. But equally important is knowledge about the nature of demand, competition level, a technological development that may result in substitute materials, etc. Pricing can be used to position a product relative to competitors’ offerings. This suggests that some reliable information should be collected about competitive products specifically related to market segments. Price is an indicator of quality and should, therefore, be evaluated for benefits which they offer buyers, and ideally, these should have been developed from objective knowledge of the expectations of certain types of buyers or users (Chisnall 2005).

Sales Research: Used complementarily with distribution research, it involves a detailed analysis of the activities involved in selling a company’s product. Complementarily, distribution research assesses the company’s selling arrangement to identify several other distribution methods. The company’s market position should be evaluated in comparison to its competitors. When an organization is losing sales and sales trend is stable or improving, research should be aimed at discovering the reason for the company’s failure to maintain a trend and account for possible causes of extra sales recorded. How effective the distribution plans and sales force is should also be checked, causes of variation in consumption level should be identified, which could be due to economics and political situation as well as social advancement and government legislations.

Ojo, (2003), said that it covers sales forecasting, quota selling, sales territory design and other sales-related activities. It analyses sales volume, salesman performance data, new product performance in test markets, opinion on customer-related product data etc.

The purpose of this research includes: 

i. Analyzing salesmen’s training 

ii. Testing new sales techniques 

iii. Measuring the salesman’s effectiveness 

iv. Studying sales compensation 

v. Assessing market potential. 

vi. Analyzing methods of setting sales quota and sales territories. 

vii. Estimating the size of the market. 

viii.Studying Market segmentation 

ix. Estimating demand for product. 

Promotion Research: This involves testing and evaluating the effectiveness of the various measures used in promoting a company’s products or services. These activities include exhibitions, public relation campaigns, merchandising aids such as show cards and point-of-sale stands, consumer and trade advertising, special promotional offers, etc. There are varieties of media available in most developed communities; televisions, press and magazines, cinema, radio, posters, exhibitions, etc. and the wide choice of media is difficult in practice. Promotion research also identifies the most favourable program elements to improve profit. There are several ways to promote products, but each may have different impacts on the organisational bottom line. The challenge here is to choose the blend of promotions that has the highest Return On Investment (ROI) and Return On Objectives (ROO). So many variables affect purchasing decisions that only in few cases can the real sales effectiveness of advertising be known with certainty.

Market Research Classification

There are three types of market research: 

• Exploratory research 

• Descriptive research 

• Causal research 

i. EXPLORATORY RESEARCH 

Exploratory research helps businesses to discover new ideas and find potential market opportunities. It is used to explore a situation or search for a problem. This research process is unstructured. Product managers need not go through all the stages of the market research process from the defining stage to the analysis stage the findings from exploratory research are usually based on secondary data (Data that is already available in different departments of the Company), open ended questions, similar case studies, a pilot study or even result from previous research. The results from exploratory research are not generally suitable for product manger to draw a conclusion and decide to enter a new market (Ojo, 2003). The result is all too often generalized information about potential markets and the related products or services. It is conducted with an expectation that there is need for more comprehensive research. Example, Mars M&M is a global manufactures producing candy and chocolate. The Company discovered by doing simple exploratory research that consumers refer to the chocolate and candy by their colour. The Company achieved the result by asking some open ended questions and running focus groups this piece of information became useful in shaping future research and marketing strategy (Ojo, 2003). 

Ii. Descriptive Research 

This king of research addresses who, what, when, where and how type questions. It is structured research (product managers apply through all steps in research process). Descriptive research explores more detail about a market. For instance, descriptive research identifies what age group buy a particular product as brand and why. This type of research is more structured and requires formal research design and data collection. Example “Greg Norman is well known for his performance on golf courses. He is also in the wine trade and sells high quality Australian wine that is offered as a fair price(Ojo, 2003) . He is considering extending the business to the American or French wine market. In this situation, the use of descriptive research help him to have a better understanding of the international wine market and enable him to make better decision about where to sell his wine. Descriptive research identified what type of wire consumers enjoys drinking 

Iii. Causal Research 

Causality can be defined by the use of “if X then Y.” this type of research helps products manages understands the cause and effect of a relationship. Causal research is considered formal research and helps products managers to identify problem managers for examples, would be interest in determining what causes a change in customers’ satisfaction.

The Market Research Process. 

Osuala,(2001) opined that the marketing research processes simply refers to the systematic steps or process to be taken in the conduct of marketing research. It involves a range of inter-connected activities which intersect in no particular order. Research often requires thinking several steps ahead of the information obtained. The various steps involved in marketing research are inter-twinned and each step has some impact over the succeeding step:
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i. Problem formulation/identification: The first step in the conduct of research is to clearly define the problem an organization is currently facing. This should be done in a way that the problem will not be broadly or narrowly defined. To clearly define a problem, the objective and the situation surrounding a given request for information must be properly identified. This is because it is only when a problem is clearly and precisely defined that research can be conducted to provide the required information (Osuala,2001). 

ii. Determining the research design: This is the stage to design the plan or strategy to be used in collecting and analyzing data. The source of data and research design to use depends on how much is known about the problem to be solved or investigated; explorative research design is required. Explorative research design involves reviewing published data, interviewing knowledgeable data, conducting focus groups etc. On the other hand, if the problem is clearly stated, descriptive or causal research is required. 

iii. Design data collection methods and forms: This is the stage to design and specify the methods of data collection to be used in the conduct of the research. There are two methods to be used: primary sources and secondary sources. The primary sources are the information gathered by the researchers through a questionnaire, interviews, focus groups, observation and experimentation. While the secondary sources are not gathered for the current study but for other purposes.

iv. Design sample and collect data: At this stage, the researcher is expected to design and specify the research sampling frame, sampling method and sampling size. Sampling frame is the list of the population element from which the sample will be selected. Sampling method refers to the technique that will be used to select sample from the population element. It may be probability sampling techniques and non- probability sampling techniques. Sample size refers to the actual number of a population element that will be investigated. Once the sample designs are specified, the data collected is the next. Data collection is the process of collecting required data from the target sample through a specified method of data collection. 

v. Analyse and interpret data: This stage involves the extraction of relevant findings from the data. Data analysis involves editing, coding, tabulating and running the required statistics. Editing refers to the process of ascertaining if the collected data is complete and consistent with the instruction provided while coding refers to the process of assigning numbers to each of the responses in order to analyse them. Tabulation refers to the process of presenting in tabular form. Statistics are analytical techniques such as chi-square, conjoint analysis, factor analysis, linear programming, t-test, etc. that can be used to analyse data (Osuala,2001). 

vi. Prepare the research report: The research report is the document submitted to the management that summarizes the research results and conclusions. The report should generally begin with a brief statement of the problem and those major findings relevant to the main marketing problem facing the organization or management. This report should be written in a simple language and be straight forward. It should also mention any limitations in the cause of the investigation.

In today’s marketing research activities, it is important to note the relevance of social media technology in interacting with consumers and gathering data. This helps market researchers to become more efficient by combining data from various sources in order to reach a general decision that applies to a sphere of customers’ categories (Nyukorong, 2017).

Marketing Research in Small & Medium Scale Enterprises

Marketing research does not only occur in huge corporation with many employees and a huge budget. Marketing information can be derived by observing the environment of their location and the competition location. Small scale survey and focus groups are low cost ways to gather information from potential and libraries or on the internet and can be easily accessed by a small business owner. Below are some steps that could be done by SME (small medium enterprise) to analyse the market.  

Provide secondary and or primary data (if necessary)  

Analyse macro-micro Economic data (e.g. supply and demand, GDP, price change, economic growth, sales by sector/industries, interest rate, number of investment /divestment, social analysis etc.  

Implementing the marketing mix concept which is consisting of: place, price, product, promotion, people, process, physical, evidence and also political and social situation to analyse global market situation.  

Analyse market trends, growths, market size, market share, market competition (e.g. Swot analysis B/C analysis, channel mapping identifies of key channels etc). 

Determine market segment, market targets, market forecast and market position.  Formulating market strategy and also investigating the possibility of partnership/collaboration (e.g. profiling & Swot analysis of potential partners, evaluating business partnership).  

Combine those analysis with the SME’s business plan/business model analysis (e.g. business description, business process, business strategy, Renounce model, business expansion, reform of investment, financial (Company history, financial assumption, cost /benefits analysis, projected profit & loss, cash-flow, balance sheet, business ratio etc).
Problems of Marketing Research 

According to Carlos and Josmel (2017), classifying information sources and reliability of information obtained from these sources is a challenge for information managers who must create a match between Information Management (IM) and Marketing Management due to practically beneficial implications of the use of information in marketing. However, engaging in marketing research is a practice recommended to all firms which sometimes doesn’t turn out well in the process. Sometime, the motives for carrying out marketing research may not be reached due to some of the reasons identified by Ojo (2003) and these include: 

1. Haste: In a bid to achieve several goals in just a short period of time, many companies end up adopting shortcuts and tend to use outdated data which always yields erroneous output. 

2. Insufficient cash: Financial limitations may reduce the number of times research activities are conducted, resulting in misleading conclusions. Very often than not, research activities are dismissed prior to attainment of the objectives for which they are setup. 

3. Unsuitable methodology: Research outputs may be inaccurate due to errors in research design, sampling or even inadequate understanding of subjects interviewed. 

4. Inconsistencies in data analysis: At times, inexperienced managers tend to just concentrate on the information they are on a lookout for while neglecting the possibilities of obtaining other useful information. 

5. Incorrect information: Sometimes, due to personal reasons, some subjects of research may give out wrong information while being interviewed which is a major cause of inappropriate results. 

6. Seasonality: Research about products that are only consumed in certain seasons may not be effective in seasons when the products are not available. 7. Illiteracy: Many people are sufficiently educated and may not appreciate the value of any research undertaking.

8. Secrecy: Experience has shown that some people will be reluctant to cooperate on rendering some vital information. 

9. A critical challenge is that of achieving a credible database; particularly data collection and management. 

10. Laziness on the part of the researcher: Most researchers love to take the easy way out but not working hard to get adequate information.
Concept of the Manufacturing sector

Manufacturing Sector
According to Tarka, (2018), manufacturing is a production  method or process that creates goods by combining supplies, ingredients or raw materials using a formula or recipe. It is frequently used in industries that produce bulk quantities of goods. The manufacturing sector is part of the goods-producing industries supersector group. The Manufacturing sector comprises establishments engaged in the mechanical, physical, or chemical transformation of materials, substances, or components into new products.

Manufacturing industries wish to satisfy customer demands expressed in terms of real or estimate need and expectations. Moreover, due to the current technological developments, manufacturing companies need to perform engineering changes in manufacturing systems to adapt their manufacturing program and enhance the products, while reducing manufacturing costs. These needs various facilities are complex, dynamic, stochastic systems. Starting at the beginning of organized manufacturing, workers, supervisors, engineers, and managers have developed many clever and practical methods for controlling production process and activities(Denkena & Winter, 2015). 

Consequently manufacturing industries have recognizing the importance of numerous manufacturing strategy in their businesses performance and efficiency(Bonney, 2000). From those strategies, production planning and controls have an important role in organizations to achieve firm performance and a competitive advantage. Since this strategy provides to meet customer expectation, reduce production difficulties and enhance the birth of manufacturing industries at higher extent. Moreover, in a complex manufacturing environment, a comprehensive production planning and controlling process are adopted in order to ensure the best utilization of resources, improve production capacity and maximize a firm’s profitability. Besides in the attention of metal manufacturing investment in various nations were increased because of the sharp importance of a skilled workforce, technological exchanges, supply-chain logistics, and emphasis on scale economies(Dametew & Ebinger, 2017). Therefore Every manufacturing sector that must attain maximum output with minimum input of resources will result in high marginal profit needs to pay more attention to planning. Production planning enhanced the coordination of production flow, thereby eliminating any constraint that may cause any disruption in the production line, hence highly demanded in organizational management.
The Role Of Marketing In Manufacturing Firms 

As we have seen the key objective of an organization’s marketing efforts is to develop satisfying relationships with customers that benefits both the customers and the organization. These efforts lead marketing to serve an important role within most organization and within society (Tarka, 2018). As the organizational level, marketing is a vital business function that is necessary in nearly all industries whether the organization operates as a not for profit or as a not for profit. For the for profit organization, marketing is responsible for most tacks that bring revenue and hopefully profits to an organization. Osuala, E. (2001) opined that for non profit organization, marketing is responsible the not for profit mission, such as raising donations or supporting a cause. For both types of organization, it is unlikely they can survive without a strong marketing effort. Marketing is also the organizational business area that interacts most frequently with the public and, consequently what the public knows about an organization is determined by their interaction with marketers. For example, customers may believe a company is dynamic and creative based on its adverting message. At a broader level of marketing offers significant benefit to society. These benefits include 

• Developing products that satisfy needs, including products that enhance society quality of life. 

• Creating a competitive environment that helps lower products price. 

• Developing products distribution systems that offers access to product to large number of customers and many geographic regions 

• Building demands for products that require organizations to expand their labour force. 

• Offering techniques that have the ability to convey messages that change societal behaviour in a positive way (e.g. anti-smoking advertising) (Osuala, 2001).

Importance Of Marketing Strategies

ALLVINE (1990: 50) notes that strategic plan is a process of setting a firm on a course that offer better opportunity for long- run

growth in sales and profits. From this definition, one can simply say that marketing strategies enable a firm to prepare itself towards offering better opportunity for its long - run profit making through sales.

Association of Ibadan Polytechnic, in its publication (1989: 10) made an emphasis on the importance of marketing strategies to any existing firm. Some of these are enumerated as follows:

1.To Increase Sales/Profitability: Marketing strategies have helped to improve sales - profitability of a firm in the sense that mapping out and appropriate strategies for a product in the market will

eventually increase the sales of the product and allows the company to generate more profits.

2.Attracting New Market/Customers from   existing Market:

In mapping out an accurate strategies for a product or service, like improving on new packaging system, the quality and quantity and make a profitable target, price will attract a new market or customer to patronize their product from the existing market and create a good direct contact with outside customers.

3.To maintain a Good Market Share: Marketing strategies help to maintain market share, since the firm has made a good penetration and applying a good marketing concept (identifying the needs and wants of the target market before going into production). This will allow the firm to gain total control of the market.

4.To Create Good Image of the Organization: Modern marketing companies are increasingly realizing the need for effective marketing strategies in order to ensure a good corporate image and identity. Marketing strategies help towards creating a good image for an organization in the sense that allowing the customer to know the existence of the company and allowing the company to maintain a mutual relationship with its target audience.

5.To Satisfy Customers: The motive of any organization is to satisfy their customers. Marketing strategies have help towards customer satisfaction, in the sense of knowing the complaints of their potential buyers towards their product’s existence, price, promotion, and distribution network and making an appropriate strategies towards customer satisfaction (Osuala, 2001).

2.2 THEORETICAL FRAMEWORK

The following are the theories that were reviewed for the purpose of this study; Resource Based Theory, adnd Experiential Learning Theory.

Resource-Based Theory - A resource-based view argues that competitive advantage is retained through the firm’s possession of a unique bundle of resources (Conner & Prahalad, 1996). Resource-based view connotes how enterprise owners develop their enterprise out of resources which they possess from the onset or which they had access to (Dollinger, 1999). Resources as a concept was broadly perceived as ‘the key strength/weakness’ of an enterprise (Wernerfelt, 1984). Resource based theory is concerned with the fundamental questions of how greater performance is attained in competition against other organizations within the similar market and it is established that greater performance arises from acquisition and exploitation of unique resources available to a business. Another point worthy of note in the resource-based approach is how critical a venture’s capabilities is in dictating firms’ performance. Resources are renowned as a critical precursor to improving firm’s performance (Wernerfelt, 1984). Resource-based theorists have reiterated that firms may retain competitive advantage using strategic marketing as a tool for winning competition (Michalisin, et at 1997).

Experiential Learning Theory - A manager must be capable of recognising the needs of his business. To this end, needs analysis through the adaptive competence approach relies heavily on Experiential Learning Theory (ELT) (Dunning, Kogut and Blomstrom 1991) viewing the employee and the job commensurately. This approach is placed on the foundation that learning, adaptation, and problem-solving activities are very related and that these processes are required in all jobs. Therefore, describing both the employees’ adaptive skills and requirements of the job from the standpoint of learning, one can identify and define the adaptive or interactive processes occurring in every work setting. This theory theorizes the process of learning in a manner that variations in learning approaches and conforming learning environments is easily identified. Adoption of the adaptive competence approach relies on the principle that the emblematic needs analysis at the employee level represents jobs in one set of terms (i.e. job specifications), and employees’ personal traits and characteristics are thought of on the other hand. However, this study anchors on Resource-based theory, as it portrays that strategists choose from a wide range of strategies or competitive positions that best fits the exploitation of their firm’s capabilities and resources in relation to opportunities offered by the external environment. The resource-based approach presents strategists with the tool for evaluating factors that should be deployed in order to gain a competitive edge. In addition, resource-based theory directs management attention to the firm’s resources in a bit to identify the assets and competencies that can be combined to attain greater competitive advantages.

2.3 EMPIRICAL REVIEW OF RELATED LITERATURE

In this section of this work, the results of previous authors that carried out researches on topics that relate to this study are revealed. 

Despite that authors are of similar opinion on the fact that information obtained through marketing research is vital for attaining organizational goals, there are few other empirical researches that examined the linkage between marketing research and organisational productivity and profitability. 

Yang (2009) also conducted research on the impact of promotional activities on customer purchasing behaviour. The objective of the study was to examine the impact of promotional activities on the purchasing behaviour of customers using Tesco Lotus as a case study. After initial exploratory research at Tesco Lotus to establish existing promotional activities adopted in the organization a survey method was used as a tool to analyse consumer demographic information, consumption behaviour, attitudes concerning promotion and influence of promotional activities on consumers’ purchasing attitude. Sample data was then collected from consumers at Tesco Lotus Rama II and analyzed using SPSS. The findings of this study revealed that promotion strategies Tesco Lotus adopted are; membership program, price-off, brochures, demonstration, buy-one-get-one free, discount coupon, free samples, bundled free trial promotions and cash-back. It was also highlighted from the findings that there is a positive significant relationship between demographic attributes and consumers’ purchasing behaviour. Dike (2015) conducted a research on the impact of marketing research on business management. The study investigated the degree of the impact marketing research has on business management. The survey method was employed to obtain data from a sample size of 390 using stratified sampling, simple random, convenience and judgmental sampling technique from Academic Marketers, Marketing Practitioners and Marketing Students were from the National Institute of Marketing of Nigeria. Data was collected from primary and secondary sources by conducting in-depth interviews with selected members of the sample size. The questionnaire in a five-point Likert scale format was also designed for data collection. The hypothesis of the study was tested with one-way ANOVA and computations were done using Minitab software methods at 0.05 level of significance. The research work concluded that, every area of business decision requires support from a varieties levels of marketing research to reduce risks and improve making definitive statements about the markets. The research work later recommended that, because the reliability of the marketing research industry is at stake, reliability of the information gathered or data collected are crucial. To tackle the issues of unreliable research findings, jobs must be repetitive, costs notwithstanding. The attention should be on generating valuable research data which will improve strategic decision making for the marketing practitioners. Asha (2017) research aimed at establishing the impact of marketing research practices on the performance of cement manufacturing firms in Kenya. The researcher adopted descriptive research design with the use of a well formulated questionnaire for collecting data from employees at the managerial cadre of six (6) cement manufacturing firms in kenya. Findings from the study revealed that cement manufacturers in Kenya use both financial and non-financial measures to assess their performance and frequent conduct of marketing research has enhanced both performance measures in these organizations. Tarka (2018) argued that management decision-makers, despite solid affirmation and preference for potentially useful information in making decisions, often opt-in for solutions developed based on intuitive makeup and illogical reasoning. In his study, he adopted judgemental and snowball sampling techniques in collecting data from two hundred and thirteen (213) marketing information users based on information supplied by the Central Statistical Office in Poland. An online email survey was conducted with a response rate of 26% (a typically reasonable response rate for an online survey). He confirmed from analysis of data obtained that, when faced with challenges of processing information or lack of strong cognitive abilities, managers preferably shift towards the irrational approaches to decision making abandoning data obtained from the market, despite huge investment in collecting the data. Bakator, Dordevic and Cockalo (2018) organised a research work on the impact of promotional activities on customer satisfaction. The aim of the study was to evaluate the effectiveness of promotional exercises in improving customers’ satisfaction in the face of current market situations. An online survey was conducted to collect data from four hundred and sixty-six (466) respondents consisting of customers and users of several products in Serbia. It was found that promotional activities influence customers’ subjective views of a product and interdependence between promotional activities and customer satisfaction is an important issue of consideration in every marketing environment
CHAPTER THREE

RESEARCH METHODOLOGY

3.1
INTRODUCTION


In this chapter, we described the research procedure for this study. A research methodology is a research process adopted or employed to systematically and scientifically present the results of a study to the research audience viz. a vis, the study beneficiaries.
3.2
RESEARCH DESIGN

Research designs are perceived to be an overall strategy adopted by the researcher whereby different components of the study are integrated in a logical manner to effectively address a research problem. In this study, the researcher employed the survey research design. This is due to the nature of the study whereby the opinion and views of people are sampled. According to Singleton & Straits, (2009), Survey research can use quantitative research strategies (e.g., using questionnaires with numerically rated items), qualitative research strategies (e.g., using open-ended questions), or both strategies (i.e., mixed methods). As it is often used to describe and explore human behaviour, surveys are therefore frequently used in social and psychological research.
3.3
POPULATION OF THE STUDY


According to Udoyen (2019), a study population is a group of elements or individuals as the case may be, who share similar characteristics. These similar features can include location, gender, age, sex or specific interest. The emphasis on study population is that it constitute of individuals or elements that are homogeneous in description. 


This study was carried out to examine the relevance of marketing research in enhancing the service level of manufacturing firms. Selected respondents from three small scale firms in Owerri Local Government Area of Imo State form the population of the study.
3.4
SAMPLE SIZE DETERMINATION

A study sample is simply a systematic selected part of a population that infers its result on the population. In essence, it is that part of a whole that represents the whole and its members share characteristics in like similitude (Udoyen, 2019). In this study, the researcher adopted the convenient sampling method to determine the sample size. 
3.5
SAMPLE SIZE SELECTION TECHNIQUE AND PROCEDURE

According to Nwana (2005), sampling techniques are procedures adopted to systematically select the chosen sample in a specified away under controls. This research work adopted the convenience sampling technique in selecting the respondents from the total population.

In this study, the researcher adopted the convenient sampling method to determine the sample size. Out of all the entire population of small scale firms in Owerri, the researcher conveniently selected 17 out of the overall population as the sample size for this study. According to Torty (2021), a sample of convenience is the terminology used to describe a sample in which elements have been selected from the target population on the basis of their accessibility or convenience to the researcher.
3.6 
RESEARCH INSTRUMENT AND ADMINISTRATION

The research instrument used in this study is the questionnaire. A survey containing series of questions were administered to the enrolled participants. The questionnaire was divided into two sections, the first section enquired about the responses demographic or personal data while the second sections were in line with the study objectives, aimed at providing answers to the research questions. Participants were required to respond by placing a tick at the appropriate column. The questionnaire was personally administered by the researcher.
3.7
METHOD OF DATA COLLECTION

Two methods of data collection which are primary source and secondary source were used to collect data. The primary sources was the use of questionnaires, while the secondary sources include textbooks, internet, journals, published and unpublished articles and government publications.
3.8
METHOD OF DATA ANALYSIS

The responses were analysed using the frequency tables, which provided answers to the research questions. 

3.9
VALIDITY OF THE STUDY

Validity referred here is the degree or extent to which an instrument actually measures what is intended to measure. An instrument is valid to the extent that is tailored to achieve the research objectives. The researcher constructed the questionnaire for the study and submitted to the project supervisor who used his intellectual knowledge to critically, analytically and logically examine the instruments relevance of the contents and statements and then made the instrument valid for the study.
3.10
RELIABILITY OF THE STUDY

The reliability of the research instrument was determined. The Pearson Correlation Coefficient was used to determine the reliability of the instrument. A co-efficient value of 0.68 indicated that the research instrument was relatively reliable. According to (Taber, 2017) the range of a reasonable reliability is between 0.67 and 0.87.
3.11
ETHICAL CONSIDERATION

he study was approved by the Project Committee of the Department.  Informed consent was obtained from all study participants before they were enrolled in the study. Permission was sought from the relevant authorities to carry out the study. Date to visit the place of study for questionnaire distribution was put in place in advance.
CHAPTER FOUR

DATA PRESENTATION AND ANALYSIS

INTRODUCTION

This chapter presents the analysis of data derived through the questionnaire and key informant interview administered on the respondents in the study area. The analysis and interpretation were derived from the findings of the study. The data analysis depicts the simple frequency and percentage of the respondents as well as interpretation of the information gathered. A total of thirty-six (36) questionnaires were administered to respondents of which only thirty (30) were returned and validated. This was due to irregular, incomplete and inappropriate responses to some questionnaire. For this study a total of 30 was validated for the analysis.

4.1
DATA PRESENTATION
Table 4.2: Demographic profile of the respondents

	Demographic information
	Frequency
	percent

	Gender

Male
	
	

	
	7
	70%

	Female
	3
	30%

	Age
	
	

	20-29
	1
	10%

	30-39
	4
	40%

	40-49
	3
	30%

	50+
	2
	20%

	Marital Status
	
	

	Single 
	3
	30%

	Married
	4
	40%

	Separated
	0
	0%

	Widowed
	2
	20%

	Education Level
	
	

	WAEC
	2
	20%

	BS.c
	5
	50%

	MS.c
	3
	30%

	MBA
	0
	0%


Source: Field Survey, 2021

Question 1: What is the extend of relationship between marketing research and the service level of manufacturing firms in Imo State?
Respondent on question 1

	Option
	Frequency
	Percentage

	Very great extent 
	6
	60

	Great extent 
	1
	10

	No extent 
	3
	30

	Total 
	10
	100


From the table above, 60% of the respondents said yes, 10% said no, and 30% were undecided.

Question 2: Do small scales firm carry out marketing research?
Table 4.3:  Respondent on question 2

	Option
	Frequency
	Percentage

	Yes  
	6
	60

	No  
	1
	10

	Undecided 
	3
	30

	Total 
	10
	100


From the table above, 60% of the respondents said yes, 10% said no, and 30% were undecided.

Question 3:  How frequently is marketing research carried out by manufacturers?
	Option
	Frequency
	Percentage

	Very frequent 
	6
	60

	Frequent   
	2
	20

	Not frequent
	2
	20

	Total 
	10
	100


From the table above, 60% of the respondents accepted yes, 20% accepted very no and 20% were undecided.

Question 4: To what extend do manufacturers validate their marketing research tools before conducting a research?
Respondent on question 4

	Option
	Frequency
	Percentage

	Very great extent 
	6
	60

	Great extent 
	1
	10

	No extent 
	3
	30

	Total 
	10
	100


From the table above, 60% of the respondents said yes, 10% said no, and 30% were undecided.

Question 5:  To what extend do manufacturers execute the findings of a research study?
	Option
	Frequency
	Percentage

	Very great extent 
	6
	60

	Great extent  
	2
	20

	No extent
	2
	20

	Total 
	10
	100


From the table above, 60% of the respondents accepted yes, 20% accepted very no and 20% were undecided.

Question 6:  Does marketing research contribute significantly to the performance of the manufacturing industry in Imo State?
	Option
	Frequency
	Percentage

	Yes 
	8
	80

	No 
	2
	20

	Undecided 
	0
	0

	Total 
	10
	100


From the table above, 80% of the respondents accepted yes, 20% accepted very no and 0% were undecided.

Question 7:  Do moderating variables interfere in the relationship between marketing research and the service level of manufacturing firm?
	Option
	Frequency
	Percentage

	Yes 
	5
	50

	No 
	3
	30

	Undecided 
	2
	20

	Total 
	10
	100


From the table above, 50% of the respondents accepted yes, 30% accepted very no and 20% were undecided.

CHAPTER FIVE

SUMMARY CONCLUSION AND RECOMMENDATION

SUMMARY


This chapter of the study is set aside to determine summarized the descriptive analysis done in the precious chapters. It also gives the conclusion and makes some recommendation.


In summary, the purpose of this study is to assess the relevance of marketing research in enhancing the service level of manufacturing firms. In order to carry out this study research questions formulated to guard the investigation.


The researcher also collected database on the how to know the relevance of marketing research in enhancing the service level of manufacturing firms. A total at 10 respondents were randomly selected three small scale firms in Owerri. 
CONCLUSION


In the conclusion the study is beyond doubt and abundantly clear that the features.

The study reveals that: 

Relationship between marketing research and the service level of manufacturing firms in Imo State is to a very great extent
Small scales firm carry out marketing research
Marketing research carried out by manufacturers frequently
Manufacturers validate their marketing research tools before conducting a research
Manufacturers execute the findings of a research study
Marketing research contribute significantly to the performance of the manufacturing industry in Imo State
RECOMMENDATION


Recommendation on the basis of findings the researcher made the following recommendation with the belief that when studied and applied, would help to increase the standard already at hand

Firms should carry out marketing strategies periodically for growth and increased performance .
Results from the research should be validated and efficiently executed.
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APPENDIXE

QUESTIONNAIRE

PLEASE TICK [√] YOUR MOST PREFERRED CHOICE(S) ON A QUESTION.

SECTION A

PERSONAL INFORMATION
Gender

Male ( )

Female ( )

Age

20-29 ( )

30-39 ( )

40-49 ( )

50+ ( )

Question 1: What is the extend of relationship between marketing research and the service level of manufacturing firms in Imo State?
	Option
	Please tick

	Very great extent 
	

	Great extent 
	

	No extent 
	


Question 2: Do small scales firm carry out marketing research?
	Option
	Please tick

	Yes  
	

	No  
	

	Undecided 
	


Question 3:  How frequently is marketing research carried out by manufacturers?
	Option
	Please tick

	Very frequent 
	

	Frequent   
	

	Not frequent
	


Question 4: To what extend do manufacturers validate their marketing research tools before conducting a research?
	Option
	Frequency

	Very great extent 
	

	Great extent 
	

	No extent 
	


Question 5:  To what extend do manufacturers execute the findings of a research study?
	Option
	Please tick

	Very great extent 
	

	Great extent  
	

	No extent
	


Question 6:  Does marketing research contribute significantly to the performance of the manufacturing industry in Imo State?
	Option
	Please tick

	Yes 
	

	No 
	

	Undecided 
	


Question 7:  Do moderating variables interfere in the relationship between marketing research and the service level of manufacturing firm?
	Option
	Please tick

	Yes 
	

	No 
	

	Undecided 
	


