THE IMPACT OF MARKETING CONCEPT ON SALE GROWTH 

(CASE STUDY OF RELENTED SMALL SCALE BUSINESS)

ABSTRACT

The study's overall objective is to examine the impact of marketing concept on sale growth (case study of relented small scale business) in Lagos State. The study further ascertained  whether  promotion strategy affect marketing objectives, establish  whether product quality  influences policy of the competitors and enhance sales., determine whether  affordable pricing strategy influences sales growth in small business. The research adopted the survey descriptive design and with the aid of convenience sampling method, the researcher  conveniently selected eighty (80) participant who are staff and management relented small scale business in Lagos State.. Self- structure questionnaire was issued to the respondent of which  seventy-seven (77) responses were retrieved and validated for the study. The study made use of of descriptive analysis and inferential statistics where data from field survey was analyzed using simple percentage in frequencies and tables. Hypothesis test was conducted using Chi-Square Statistical Package for the Social Sciences (SPSS v.23).The study found that marketing strategy (product, price, promotion and place,) were significantly independent and joint predictors of business performance. Each one has its unique contribution and impact to the performance of the small Businesses. This also shows the importance of the marketing strategy no matter how small the Business may be. The study concluded The combination of all marketing concept influence high sales performance of small businesses. The study therefore recommends The study therefore recommends that since small Businesses have high potential and opportunity for growth, instituting appropriate and adequate measures of marketing strategy in their Business practice will go a long way in Business success. This is also coupled with the emerging economic nature of the country which if marketing strategy is properly utilized, there is no doubt for improved performance.
CHAPTER ONE

INTRODUCTION

1.1     BACKGROUND OF THE STUDY

Current globalized marketing has prompted companies to see internationalizing their activities as a means of remaining competitive. A company's marketing strategy has evolved into a crucial instrument for surviving and thriving in a competitive market climate. Aremu and Lawal (2012) define strategy as an organization-wide pattern of resource allocation decisions. This includes both desired objectives and ideas on acceptable and, most importantly, undesirable tactics to achieve them. Strategy necessitates an understanding of the market and its surroundings, buyer behavior, competitive activities, and the requirements and skills of marketing intermediaries. Therefore, marketing strategy may be described as the means through which a company strives to reach its target markets. Marketing strategy begins with market research, building a vision for the market(s), choosing market target strategies, designing positioning strategies, establishing goals, and executing marketing programs to match the value needs of the target markets. (Mustapha 2013). It is a logic by which consumer demands, attitudes, and the goods of rivals are evaluated, and it continues through advertising, promotion, distribution, and, if relevant, customer service, packaging, sales, and distribution. Marketing strategy must emphasize offering higher value to consumers and the organization at a reduced price (Chiliya, Herbst and Roberts- Combard 2009). Owomoyela, Oyeniyi, and Ola (2013) also see marketing strategy as a method for creating a high-quality product that fits client demands, giving a reasonable price, participating in broader distribution, and supporting it with an efficient advertising strategy. Marketing strategy is essential to an industry's capacity to increase its market share and reduce the effect of competition.

Small and medium-sized enterprises (SMEs) are the engine of economic growth and development globally, including in Nigeria. By their very nature, small and medium-sized enterprises (SMEs) are the most feasible and genuine vehicle for self-sustaining economic growth (Oyebamiji, Kareem & Ayeni, 2013). Competitive and medium-sized enterprises in emerging nations, such as Nigeria, struggle to thrive in local and international environments of severe competition. Small and Medium Enterprises (SMEs) in Nigeria have not performed admirably and have not thus played the anticipated critical and dynamic role in the country's economic growth and development. They highlight that the government, citizens, operators, and practitioners are very concerned about the issue. These difficulties may be the consequence of a perceived poor marketing strategy, which is negatively impacting the organization's performance, product quality, customer satisfaction, and profitability. To survive the pressure of the global market's competitive environment, small and medium-sized business (SME) operators must provide a high-quality product with appropriate packaging that satisfies the needs of their enterprises, offer an affordable price, engage in wider distribution, and employ an effective promotion strategy.

Prior to producing and manufacturing a product or service for them, Marketing Concepts emphasize the necessity to comprehend the potential clients. With the customer's desires and requirements included into the product's design and production, sales and profit targets would be easily attained. Since customer satisfaction is essential to the organization's success, the requirement to comprehend the client is crucial. Marketing research methodologies were developed specifically for this reason. Smaller companies may maintain a close connection with them by communicating with them. While bigger organizations have put in place strategies to maintain in close contact with their clients, whether via focus groups or even third-party research studies, smaller businesses have not. Regardless of the strategy, the objective is to know the consumers so that the organization can serve them better and not lose sight of their requirements and desires. According to the marketing literature, the marketing concept holds that the success of any organization rests only on identifying the requirements of the target market and satisfying those needs more efficiently and effectively than rivals (Kimerey & Rinehart, 1998).

The marketing concept may be seen as a guide for satisfying the requirements and desires of customers. The marketing concept is predicated on the premise that consumers who do not have a need or desire for the things being sold will not acquire them. Ibidunni O.S.'s (2012) marketing concept is the management approach necessary to achieve corporate objectives. According to Peter and Donnelly (2004), the concept of marketing entails that organizations should endeavor to be profitable by satisfying the requirements of consumers. Thus, according to the marketing concept and philosophy, an organization should continually seek to satisfy its consumers' desires and requirements while simultaneously achieving its own objectives. It should be highlighted that attaining organizational objectives is best accomplished by satisfying the requirements and desires of customers. At the heart of the marketing concept is the dependence of businesses on the identification and satisfaction of their consumers' requirements. The consumer will become the focal point of all firm operations, including planning, strategic problem formulation, and marketing activities.

According to the classic marketing concept, an organization should increase long-term customer satisfaction via a coordinated set of activities that also enables the organization to meet its profit objective. Organization will symbolize long-term partnerships with both internal and external stakeholders, consumers in particular. The product service system (PSS) concept is recognized as a means to aid in this system-level enhancement (Goedkoop, van Helen et al. 1999; Mont2000).

The objective of advertising a product or service must be to pique the attention of the target market, since this develops a demand for the product or service. For instance, some advertisements capture the audience's attention, but a few seconds later the product or service is forgotten. Excellent advertising will constantly keep items in the target consumer's mind. In addition, the advertising budget must be considered while establishing a marketing concept. When companies embrace the marketing concept for the first time, they always establish distinct marketing departments whose mission is to meet client requirements and wishes. Some of these divisions contain sales departments with extra duties, which is intriguing. While this sales department is still present in some organizations, many others have restructured to become marketing organizations with a customer-centric business model. Since the organization of the whole organization is to satisfy the requirements and desires of the client, other departments cannot declare that a customer issue is the marketing department's satisfaction. This requires the satisfaction of every member of the organization in addressing the requirements and desires of the consumer. In order to identify market categories, the marketing concept depends on marketing research. The marketing department takes decisions on the controllable aspects of the marketing mix in order to meet the demands of market segments.
1.2     STATEMENT OF THE PROBLEM
The business climate is rapidly shifting from one in which companies dictate the sorts of goods and services produced to one in which customers select what should be manufactured. In an era when corporate rivalry is fierce and consumers are spoiled with choice, it is essential for a firm that intends to increase sales volume to understand what customers want. As observed by Onwukwe (2018), small scale businesses are unable to realize good profit margins, dispose of excess stock, recover operating costs in a timely manner, and command a reasonable market share due to their inability to generate higher sales volume; this is primarily due to the marketing concept they employ. Market concept is a perspective that highlights the need of understanding the requirements and desires of target markets in order to produce a product or service that is pleasing, more efficiently and effectively than the competition. It has been observed that customer wants are many and difficult to satisfy. This topic seeks to determine the effect of marketing concept on human needs, how marketing concept might be utilized to satisfy human needs, and how consumers perceive marketing concept's effectiveness in meeting their needs. Although there is a great deal of literature on marketing, few studies have examined how small firms might use it to affect sales growth. Based on this backdrop, the researcher began the investigation.
1.3     OBJECTIVES OF STUDY
The broad objective of the study is to know the impact of marketing concept on sale growth (case study of relented small scale business), specifically the objective include:
To examine whether  promotion strategy affect marketing objectives.
To establish  whether product quality  influences policy of the competitors and enhance sales.
To determine whether  affordable pricing strategy influences sales growth in small business
To examine whether combination of all marketing concept influence high sales performance of small businesses.
1.4     RESEARCH QUESTIONS

The research is guided by the following questions

Does  promotion strategy affect marketing objectives?
Does  product quality  influences policy of the competitors and enhance sales?
Does affordable pricing strategy influences sales growth in small business?
Does the combination of all marketing concept influence high sales performance of small businesses?
1.5     RESEARCH HYPOTHESES
The  hypothesis below  are stated in the null form are formulated for the purpose of the study:
Ho: The combination of all marketing concept does not  influence high sales performance of small businesses
Hi: The combination of all marketing concept significantly  influence high sales performance of small businesses
1.6  SIGNIFICANCE OF THE STUDY:
This study is carried out because it was intended to help in solving a problem(s), and if the problem is solved, it will benefit those who are affected by it.
It  can  be  seen  from  the  problems that  small scale businesses  difficulties are identified to be marketing strategies. It is then hoped that this study will help the company to adopt better marketing strategies that will improve the overall marketing performance of products and equally enable them to realize their business objectives as well as utilize all their opportunities. In addition to this, the recommendations made would provide initial steps in major decision areas facing the company, such areas includes; decision on the determination of .the present marketing strategies that can be used by  small scale businesses to improve the performance of its products in the market place, and also for vital expansion of business activities. In addition, the study will enable the readers to know that the success of a business depends on good marketing strategies that will promote good image for the company and as well increase their sales revenue.
It will also widen the marketer’s knowledge about the various marketing strategies available and how they can be effectively applied to any company’s products so as to improve the performance of their business.
1.7   SCOPE OF THE STUDY:
The study covers the different marketing strategies with regard to the 4p’s for improved performance of relented small scale businesses. 
1.8 LIMITATION OF THE STUDY

Like in every human endeavour, the researchers encountered slight constraints while carrying out the study. The significant constraint was the scanty literature on the subject owing to the nature of the discourse thus the researcher incurred more financial expenses and much time was required in sourcing for the relevant materials, literature, or information and in the process of data collection, which is why the researcher resorted to a limited choice of sample size. Additionally, the researcher will simultaneously engage in this study with other academic work. More so, the choice of the sample size was limited as few respondent were selected from small scale businesses  in Lagos State to answer the research instrument hence cannot be generalize to other small scale businesses outside the state. However, despite the constraint  encountered during the  research, all factors were downplayed in other to give the best and make the research successful.
1.9  DEFINITION OF TERMS:
Marketing Concept: The philosophy which states that customers satisfaction is the economic and social justification for a firm existence.

Marketing Strategies: A consistent, appropriate, and feasible set of principles through which a particular company hopes to achieve its long – run customer satisfaction and profitability objectives in a particular competitive environment.
1.10 Organisations of the Study

The study is categorized into five chapters. The first chapter presents the background of the study, statement of the problem, objective of the study, research questions and hypothesis, the significance of the study, scope/limitations of the study, and definition of terms. The chapter two covers the  review of literature with emphasis on conceptual framework, theoretical framework, and empirical review. Likewise, the chapter three which is the research methodology, specifically covers the research design, population of the study,  sample size determination,  sample size, abnd selection technique and procedure, research instrument and administration, method of data collection, method of data analysis, validity and reliability of the study, and ethical consideration. The second to last chapter being the chapter four presents the data presentation and analysis, while the last chapter(chapter five) contains the summary, conclusion and recommendation.

CHAPTER TWO
LITERATURE REVIEW
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.

2.2 CONCEPTUAL FRAMEWORK

Concept of Small Scale Business 

Small businesses are privately owned corporations, partnerships, or sole proprietorships which have fewer employees and/or less annual revenue than a regular-sized business or corporation(wikipedia). Businesses are defined as "small" in terms of being able to apply for government support and qualify for preferential tax policy varies depending on the country and industry. Small businesses range from fifteen employees under the Australian Fair Work Act 2009, fifty employees according to the definition used by the European Union, and fewer than five hundred employees to qualify for many U.S. Small Business Administration programs. While small businesses can also be classified according to other methods, such as annual revenues, shipments, sales, assets, or by annual gross or net revenue or net profits, the number of employees is one of the most widely used measures(Investopedia). Small businesses in many countries include service or retail operations such as convenience-stores,food items, home utensils stores, supermarketsgrocery stores, bakeries or delicatessens, hairdressers or tradespeople (e.g., carpenters, electricians), restaurants, guest houses, photographers, very small-scale manufacturing, and Internet-related businesses such as web design and computer programming. Some professionals operate as small businesses, such as lawyers, accountants, dentists, and medical doctors (although these professionals can also work for large organizations or companies).

Nappi and Vora (1981) determined that the definition of small businesses fluctuated from state to state suggestions that there needed to be a basic set of criteria such as number of employees or annual income, used nationally to create standards by which government agencies could identify small businesses. This opened the door for more effort in the definition
Aluko, Oguntoye, and Afonja (1975) in Oyebamiji, et al. (2013) characterized SMEs as follows: 

The same manager or proprietor finds it difficult to raise short or long term capital from the organized capital market, instead relies on personal savings or loans from friends, relatives or money lenders.
The same manager/proprietor handles/supervises the production, financing, marketing and personnel functions of the enterprise. 
The manager/proprietors vision is confined to the local community in which he carries on his line of business. There is little or no knowledge of the wider or distant markets. 
The rate of business mortality is high probably because of strong mutual distrust and dominance of the sole proprietor which militates against the formation of partnerships or limited liability companies.
The enterprise is generally poorly equipped as the small scale industrialist feels reluctant to accept outside help owing to prejudice or fear that information about the enterprise might reach the tax authorities or a nearby competitor. 
Little or no account of business costs or revenue is kept and the banking system is hardly utilized. The result is that banking facilities for business financing and expansion are extended to only very few of the industrialists.
The level of education of the proprietor is usually very low with a consequent low level of business management technique, skill or market information
Concept of Marketing 
The number of definitions of marketing are legions. The established literature on marketing and many marketing scholars offer slightly or significantly different definitions. However, there is no single definition of the word that is universally accepted. This assertion was epitomised by Martin (1985) when he observed that “despite the evolution of marketing thought, there is still no clear consensus as to the definition of marketing nor to marketing boundaries”(4). It is obvious from the above statement that there is still no single acceptable definition of marketing. Elvy (1980) defines marketing as “the getting of the right goods (or services) in the right quantity to the right place at the right time and making a profit out of the operations”(5). This definition clearly distinguishes marketing from those other functions with which it is often confused. It implies that marketing is a comprehensive function that concerns every aspects of a product or service. James (1972) felt that “marketing is concerned with every aspect of a business which in any way affects the attitude of customers towards the present or future output of that business”(6). It is that part of the entrepreneurial activity which makes production viable and without it an enterprise has no value, he argued. Kotler (1980) on the other hand defined marketing as “the human activity directed at satisfying needs and wants through the exchange processes”(7). Hence, the satisfaction of wants and needs not involving an exchange process is actually not a marketing activity. While Stannton (1981) argued that “marketing is the creation and delivery of a standard of living”8). Marketing according to the involves:

(a) Finding out what consumers wants.

(b) Planning and developing a product or service that will satisfy those want, and 

(c) Determining the best way to price, promote and distribute that product or service.

Mclver (1980) sees marketing as function of coordinating and controlling the planning, selling and promotional activities of commercial enterprise (banks inclusive to serve the customers profitably”. As a result of lack of consensus on the definition of marketing, Hunt (1976) argued that “marketers should not worry about a precise definition of marketing, as along as there is a developing consensus as to marketing total scope”. Despite the differences in the definitions given above they all have one thing in common, that is, emphasizing the central role of the customer in the successful operation of an enterprise. This they do through the use of such phrases as “point of view of the customers”, attitude of customers”, “customers needs and wants”. In other words marketing is no more than a business philosophy that recognizes the need to understand the needs and wants of customers, as a basic for profitable penetration of the market. For the present purpose, the London Institute of Marketing and the American Marketing Association (A.M.A) definitions of marketing are taken as the marketing definitions of marketing. According to London Institute of Marketing (1980) marketing is the management process responsible for identifying, anticipating, and satisfying customer requirements profitably”. The American Marketing Association (1983) defines marketing as “the performance of business activities that direct the flow of goods and services from the producer to the consumer or user, (12). Those definitions suggest that with little imagination, the concept of marketing could be profitably applied to the banking industry. Hence, the needs and wants of the customers need proper identification, insightful anticipation and adequate satisfaction, by the banks. In conclusion, our discussion on the definition of marketing,, it is pertinent to consider the functions of marketing. According to Baker (1979), the functions of marketing can be summarised as comprising of:

(a) Analysing and forecasting of consumer wants and needs, through market research. 

(b) Development and designing products (and services) to satisfy the identified wants. 

(c) Influencing demand through design, advertising and promotion and, (d) Service which includes distribution, after sales service, transportation, financing, etc.

The American Marketing Association defines marketing as the process of planning and executing the conception, pricing, promotion, and distribution of ideas, goods, and services to create exchanges that satisfy individual and organizational goals. Cronje, et al (2007) define marketing as consisting of management tasks and decisions directed at successfully meeting opportunities and threats in a dynamic environment, by effectively developing and transferring a need-satisfying market offering to consumers, in such a way that the objectives of the business, the consumer, and society will be achieved.

Schiffman and Kanuk (1994) cited in (Cerchione, R., Esposito, E., & Spadaro, M. R. 2016) talked about the marketing concept, which they insist is about a company determining accurately the needs and wants of specific target markets, and delivering the desired satisfaction better than the competition. They also say that a marketer should make what they can sell, instead of trying to sell what they have made. Using the example of a tennis racket, Perreault and McCarthy (1996), cited in Cerchione, R. et’al (2016), posit that marketing is about analyzing the needs of consumers of a particular product, deciding the range of needs for this product, determining the amount of interest for now and the future, and providing access to the product. They also talk about the price of selling the product in order to make a profit, as well as ensuring that consumers get to know about the product. Interestingly, they have also included other tennis racket manufacturers as constituting part of a racket manufacturer’s consideration. Perreault and McCarthy thus conclude that marketing is both a set of activities performed by organizations as well as a social process. The inclusion of a social process in the definition of marketing serves a social and economic benefit for the whole society.

Therefore, we can decipher from the above contribution that marketing is about anticipating and satisfying consumer needs by means of mutually beneficial exchange processes and doing so more profitably and more effectively than competitors by means of efficient managerial processes. Marketing, therefore, can be said to be about exchanges, conversations, and interventions to improve the quality of goods and services as well as to obtain some benefits. If one can argue that this is true, then marketing possibilities extend to both the seller of a product and or service as well as the buyer of the product or service.

Concept of Sales 

As cited in (Kyckling, 2010) Sales research is a core discipline in the academic marketing field (Guenzi, 2009). Respectively, it is seen that research in selling and sales management should results in vital contributions to marketing thought and practice (Jones et al. 2005, 106). Kotler (1969, 15) sees that people see marketing as including selling, influencing and persuading. Also, sales researchers seem to most often publish their findings in marketing journals as they have only few journals that are focused principally on sales and also that way, sales is seen as a subfield in marketing (al., 2008).  According to him sales research had its academic roots in the 1960s. It started to gain more importance and spread faster in academic society when sales researchers got their first own specialist publication, the Journal of Personal Selling and Sales Management in 1980. Sales research has also seen sales as a separate organizational function. (Kyckling, 2010). 

At the moment, it is claimed that sales as a research area has fallen behind other areas critical to marketing success. Difficulties in data access and the perception that some do not see sales as integral to marketing are presented as potential reasons for this development. Still, sales research seems to rely quite a lot in models and assumptions that have been made in past decades and which might need to be revised as the demands in the marketplace are evolving (Jones et al.2005,).  According to his study in 2010 (Kyckling, 2010) he claimed that in the 21st century, sales research was evolving in the both academic and professional side. During the twenty-first century, there has been rapid changes in the way selling is both executed and managed. Reasons for this change include at least the changes in international competition in Europe, as there virtually are no borders anymore and the increasingly globalised world economy as well as the economic down turn faced since the second half of 2008. Today greater research is also needed as contemporary selling is seen to be involved in highly complex social networks and the research is slowly evolving into that direction. As cited in his study of the marketing sales-relationship on business performance 2010, Katariina Kyckling stated that during the last few decades, sales has changed in nature, from a tactically focused marketing specialty into a strategic function creating value in both industrial markets and elsewhere. 

Even though the amount of publications in sales has increased, it seems that there is not a clear conceptualization of sales concept as most of these publications focus on some narrow aspect of sales (Plouffe, 2007). As cited in (Kyckling, 2010), Levitt has claimed (1960, 50) that sales unit and activities have been emphasized more than marketing in companies as marketing is a more complex phenomena. He stresses that there is a clear difference between sales and marketing. Levitt’s (1960) definition of sales has even been seen as classical 

(Cespedes 1995, xix). He says that “selling is preoccupied with seller’s need to convert his product into cash.” On the other hand, he sees marketing as “satisfying the needs of the customer by means of the product and the whole cluster of things associated with creating, delivering and finally consuming it.  AMA, which definitions of marketing were presented earlier, defines sales as follows: “Any of a number of activities designed to promote customer purchase of a product or service” (Dictionary 2010). For his study (Kyckling, 2010), he  finds it useful to combine this definition to Levitt’s (1960, 50) classical definition of converting product to cash in the following way: “Sales activities include activities designed to promote customer purchase of a product or service in order to generate positive cash flow for the organization”. (Levitt 1960; Dictionary 2010) This definition is used in this study as it is comparable with the marketing definition, focusing on both, the operational level and business performance outcomes.

Sales Volume/performances

Sales Volume is used to measure the amount, usually incartoons/crates, etc, of the product being sold at a given point in time. Thisis commonly used as well with products but it could be as used within a service company. While some researchers believe that sales promotion dimensions have positive effect on sales volume (Ailawadi, 2001; Ailawadi & Neslin 1998; Oyedapo et al, 2012; Odunlami & Ogunsiji, 2011; Bamiduro, 2001). (Bamiduro, 2001) confirm that there is positive significant relationship between sales promotion dimensions and sales volume of the beverage industry.Moreover, (Wayne, 2002) found a link between sales promotion dimensions and product trial which eventually lead to increase in sales volume. (Pauwels et al, 2002) also discovered that sales promotion dimensions have permanent effect on sales volume.

MARKETING PERFORMANCE

Marketing professionals are under ever-increasing pressure to justify their firms’ expenditure on marketing. Researchers in marketing have cautioned that the inability of marketing to demonstrate its contribution to firm performance has weakened its standing within firms (Ambler & Roberts 2008; O'Sullivan & Abela 2007; Stewart 2008). In order to save marketing from this crisis of confidence, there have been a number of significant calls for more research into the measurement of marketing performance (e.g., Bolton 2004; Lehmann 2004). Such research has been continuously ranked as a top priority by the Marketing Science Institute (2002, 2004, 2006).

Drucker (1974, p.45) considers effectiveness to be doing the right thing. In the organisational literature, effectiveness is considered from the perspective of the extent to which a certain performance achieves the goals of the organisation (Clark 2000). Similarly, in the marketing literature, marketing effectiveness is described as the extent to which marketing actions have helped the company to achieve its business goals (Ambler, Kokkinaki, Puntoni, & Riley 2001).Drucker (1974, p.45) states that: “Effectiveness is the foundation of success - efficiency is the minimum condition for survival after success has been achieved. Efficiency is concerned with doing things right. Effectiveness is doing the right things”. Thus, efficiency is concerned with the outcomes of business programmes in relation to the resources employed in implementing them (Walker & Ruekert 1987). More specifically, efficiency concerns the relation between the results of marketing (marketing output) to the effort and resources put into marketing (marketing input), with the aim of maximising the former relative to the latter (Bonoma & Clark 1988).

Guerrilla strategies used in boosting Sales Performance First, enterprises identify the public places where the campaign can be developed such as beaches, cultural events, close to schools, sporting events and recreation areas for children Next, companies have to develop a plan to get close to different media and the target market In order to attract attention, street marketing events not only involve unusual activities, but use technology as part of the events. The purpose is to increase the value of the campaigns and get potential consumers' attention. Besides, the plans that companies develop take into account that guerrilla or street marketing involves global communication and interaction not only with the customers or the media. They are also developed to identify opportunities and collect enough information about products, markets and competitors. For example, for business it is important that customers stay with them, instead of choosing the competitors’ offers. They implement innovative strategies with which they will not lose position in the market, and they consider supplementation with other advertisement through other mediums, such as radio and television, when using street marketing. There are various examples of strategies that are used in guerrilla marketing. One of them is; 

To Provide Offers 

To Increase Sales: In many cases, businesses do not only supply their products or services to be recognized, but they also offer other things for free. 

To Present A Fundraiser Offer: The point of this strategy is to help other organizations, such as schools, by offering them money. Most companies implement this method not only to increase their sales, but to improve their reputation and image among the community. 

"Team Selling": This consists of conforming groups of people, the majority of them young, who go knocking the doors of different houses in a neighborhood. They do this in order to help companies promoting and selling their products or services.

The Marketing Concept 

The literature review of this study shows that a lot has been done mostly in the area of “Appraising the Marketing Concept in Banking” The Marketing Concept according to Philip Kotler, “is a customer and wants oriented backed by integrated marketing effort, aimed at generating customer satisfaction as the key to ‘Satisfying Organizational Goal’. He therefore went further to say that marketing concept mostly starts with the firms target towards customers, their wants and needs. The firm plans a well-coordinated set of products and programmes, to solve these needs and wants, and in the process derives its profits through creating customer satisfaction. The determination of what and what is to be produced should not be in the hands of the government or in the hands of the firms/organizations but in the hands of the consumers. The marketing concept is the company’s commitment to the time honoured, a concept in economics theory, otherwise known as consumer sovereignty. The company can only earn their profit when they maximize their consumer welfare by trying to produce what the consumer wants. Melver and Major (1980) said in their book, “Marketing Financial Services”, that “the tool of marketing, however elaborate and scientific, are in the end no more than lever, insert and even dull artifacts when not in use, but capable of producing dynamics--- when they have a point where they can be fixed, an agreed direction in which the leverages should be put forth.

Marketing Strategies and Performance of SSEs The relationship between strategy and performance has been substantiated at firm and functional levels (Walker 2004, Porter 1985), although there is often overlap between the two. They identified several generic strategic approaches and were developed and utilized as a theoretical basis for identifying strategic groups in industries. Porter’s (1985) generic strategy typology also looks competitive and marketing dimensions and has been widely tested. According to Porter, a business can maximize performance either by striving to be the low cost producer in an industry or by differentiating its line of products or services from those of other businesses; either of these two approaches can be accompanied by a focus of organizational efforts on a given segment of the market. Presumably, differentiated businesses should emphasize marketing as a means of distinguishing their products and services from those of their rivals. Likewise, Porter’s focus orientation is consistent with the marketing themes of product positioning and target marketing. Walker (2004)outlined elements in the chain of marketing productivity model as follows: (1) marketing strategy and tactic such as loyalty program, cross selling and up-selling; (2) customer impact, such as customer awareness, customer association, customer attitudes, customer attachment and customer experience; (3) marketing assets such as brand equity and customer equity; (4) Market impact such as elasticity literally more small, the level of retention, larger loyalty and longevity of customers; (5) financial impact such as Return on Investment (ROI), Internal Rate of Return (IRR), etc. Craven (2009) stated that the performance marketing is the contribution of the implementation of marketing strategies and the creation of value on corporate profits measured by sales, operating profit, and market share. According to Haghighinasab, Sattari, Ebrahimi and Roghanian (2013) in Ebitu (2016), performance can be measured based on growth, market share and profitability. The higher the indices indicates the greater the performance of the business and vice versa. Performance of SMEs has to do with both behaviour (activity) and results. This explanation covers achievements of anticipated levels as well as objective review and setting. When the behaviour of management is right, then the anticipated levels of output would be achieved and vice versa for failure. This is connected with the concept of customer orientation. It is a concept which transforms the marketing into potent competitive weapon, shifting organizational values, beliefs, assumptions, and premises towards a two- way relationship between customers and the firm. When behaviours of management towards marketing strategies are geared on a right direction, then this positively affect the performance of SMEs. Some strategies which could affect performance of businesses are the product quality, pricing, marketing promotional communication and efficient delivery of goods and relationship marketing.
Marketing concepts and performance 

The term marketing concepts involves variables that are controllable and can be adjusted on a frequent basis to meet the changing needs of the target market and other dynamics of the marketing environment (Palmer, 2004). Marketing mix elements help the company to influence the demand for its products. These are the four core variables generally known as 4Ps: product, price, place, and promotion. In order to create an effective marketing programme the elements should be blended and used effectively (Kotler and Armstrong, 2010). The choice of a mix is normally  influenced by the nature of the product, the number and location of target audience, the financial ability of the company and the preferences of management. Other determinants are government regulations professional codes of conduct, as well as the degree of competition in the industry (Ile, 2001).


Still on the concept of marketing mix, it has been defined as a combination of product, prices, distribution (place) and marketing communications (promotion) by a company to make marketing decisions. It can also be considered as a leadership style, whose goal is to ensure customer’s satisfaction by using the appropriate marketing mix. The main tools for the company to influence its customers through marketing actions are selecting the right products, pricing, delivery channels, and marketing communications tools (Anttila and Iitanen, 2001). However, these elements are used as strategy most companies in running the businesses.

Product Strategy and Small Scale Enterprises Performance

 Kotler and Armstrong (2013) define a product as anything that can be offered to a market for attention, acquisition, use, or consumption that might satisfy a want or need. Product influences have a significant impact on business performance (Gbolagade, et al, 2013). However, in all circumstances a product's quality should be consistent with other elements of the marketing mix. For example a premium based pricing strategy will require a quality product possibly branded to support the price change. Consumers buy products frequently, with careful planning, and by comparing brands based on price, quality and style. kotler, (2003) sees a product as about quality, design, features, brand name and sizes which influences purchase. Mustapha, (2013) also assert that product is the physical appearance of the product, packaging, and labelling information, which can influence behaviour whether consumers notice a product in-store, examine it, and/or purchases it. Prior researchers have clearly suggested that product influences have a significant impact on business performance (Owomoyela et al. 2013). 

Pricing Strategy on Marketing Performance of Small Business 

Kotler (2003) defines price as a cost of producing, delivering and promoting the product to be exchanged by the organization. Zeithaml (1988) is of the view that monetary cost is one of the factors that influence consumer’s perception of a products value. Price can be stated as the actual or total rated value of a product which is up for exchange; In a study by Owomoyela et al, (2013) they establish significant relationship between price and business performance. The price you set for your product or service plays a significant role in its marketability. Pricing for products or services that are more commonly available and acceptable to the market is more elastic, meaning that unit sales will go up or down more responsively in reaction to price changes Understanding how sensitive your market is to changes in price helps the marketer determine how much the price elasticity will raise the sales. Factors that influence price elasticity are supply and demand: the availability of the product or service and of good substitutes, their respective prices, and the extent to which the product or service is desired. If ample supply exists through competitors and substitutes, that puts downward pressure on your price. On the other hand, if demand is high for a product or service, exceeding what can be supplied through competitors and substitutes, price elasticity is high, meaning that you will have room to increase prices. Price component can be controlled by the entrepreneur. Although there could be a number of value propositions; small businesses could find the greatest likelihood for business success by competing with high price, offering customers better value. For example, offering customers “more value” could be provided with increased levels of customer service, superior product knowledge, or developing key locations (including going to the customer). As an alternative, an effective market-entry strategy for a new business venture might be pricing at the high end, especially when the customer perceives the product or service to provide greater customer value. In some instances, a business owner might presume that their customers will always purchase on the basis of lower price. Contrary to that belief however, experience often shows that customers will often pay significantly higher prices for better service, better quality, preferred brand or image, and customer convenience. 

Promotion Strategy and Performance of Small Scale Business

 Promotion appears as an issue of how to create an optimal mix of marketing communication tools in order to get a product's message and brand from the producer to the consumer. Small businesses that understand promotions as part of an integrated marketing campaign recognize the importance of this. Integrated marketing links public relations, advertising, direct marketing, and other marketing activities in a coordinated fashion. In the same vein, Zeithaml et al. (1995) in Gbolagade, et al. (2013) describe promotion as part of specific effort to encourage customers to tell others about their sundries. They also report that promotion appears as an issue of how to create an optimal mix of marketing communication tools in order to get a product's message and brand from the producer to the consumer. Kotler, (2003) discovers that Promotions have become a critical factor in the product marketing mix which consists of the specific blend of advertising, personal selling, sales promotion, public relations and direct marketing tools that the company uses to pursue its advertising and marketing objective. Meredith, Nelson and Neck (1991) stated that as small business grows, it must expand its markets,special sales promotions can provide the exposure that the product or service needs to increase sales in new markets. Also advertising can attract potential customers to the business. It is to be noted that most of the promotional activities by small business organizations involves the use of staff of the organization to make sales and make them regular customers. Ogundele (2000) reported that entrepreneurs of his study used selective appeal in advertising for example bakers have different handbills and labels attached to their bread for the purposes of promotion and differentiation. Gbolagade, et al. (2013) found that the relationship between promotion consideration and business performance is significant, but there relationship is negative. They further revealed that the relationship between promotion consideration and business performance is significant, but the relationship is negative. This may be due to the consumer perception that heavily promoted products could be problematic products- of poor quality, with passed expiry dates, and from clearance stocks. Consumers may also perceive that heavier promotions also mean that the products are sold at higher prices, which will turn-off consumers who are in the low-cost segment of the consumer market. 

Distribution Strategy and Small Scale Business Performance

 McCharty, Perreault and Cannon (2011) define place as any way that the customer can obtain a product or receive a service. They also defined distribution as another name for place. According to them, it is the third element of the marketing mix, and it encompasses all decisions and tools which relate to making products and services available to customers. Kotler and Armstrong (2013) also define place or distribution as a set of interdependent organizations involved in the process of making a product available for use or consumption by consumers. Place strategy calls for effective distribution of products among the marketing channels such as the wholesalers or retailers. Owomoyela et al. (2013) agreed that place has significant effect on business performance Many businesses effectively leverage the place component of the marketing mix through effective use of location variables.

2.2 THEORETICAL FRAMEWORK

The Selective Processes Theory 

The Selective Processes Theory is one unique postulation that cannot be easily tied to one name alone as its originator because different authorities made inputs to its development such as Lazarsfeld, Berelson and Gaudet (1944), Allport and Postman (1945).

The theory  has three specific phases by which information and action goes through an individual (selective exposure, retention and perception). 

First, selective exposure – that people are tuned to “expose themselves to or attend to media messages they feel are in accord with their already held attitudes and interests and the parallel tendency to avoid those that might create dissonance” (Baran & Davis, 2009, pp. 146, 147). There is every tendency that one who does not love smoking may feel the urge to walk away or tune off the television each time Benson and Hedges come up with the tobacco advertisement. But if such a person hears a programme from the screen calling for personal hygiene, he or she may be more relaxed to watch such. 

Secondly, there is a concession that selective retention is the means by which people tend to recall best and longest messages consistent with their preexisting manner of behaviors or attitudes or likes (Baran & Davis, 2009). 

Thirdly, to situate it more clearly one can say that “Selective perception is the idea that people will alter the meaning of messages so they become consistent with preexisting attitudes and beliefs” (Baran & Davis, 2009, p. 147). What is left in the minds of the audience member is the very interpretation he accords the phenomenon that has been received over time.


The significance of this theory to the study unveils that one of the effective tools of integrated marketing communication that emotionally motivate consumers to buy products is advertising (Moore, 2004). The essence of advertising is to create brand awareness, Preference and selection of products or services. Attitudes towards the advert is the most influencing theory in marketing and advertising research. The attitudes that is formed towards advert help in influencing consumer’s attitudes toward brand until the purchasing intention (Goldsmith & Lafferty, 2002). 

Since the goal of advertising is to form positive attitude towards advertising and the brand, then a positive emotional response to an advert may be the best indicator of effective advertising (Goldsmith & Lafferty, 2002). That is the reason why the basic aim of advertising is to encourage people to buy product and create awareness (Bymolt, Claasen, & Brus, 1998). The consumer ability to recall the brand advert is another component of effective advertisement that creates emotional response (Goldsmith & Lafferty, 2002). The extent to which consumer make products related decisions depend on the relative importance of brand recall, which can lead to the brand awareness. (Goldsmith & Lafferly, 2002). 

Hotel Services are marketed  through brand awareness through help in ensuring recall advert, which has the competitive advantage over those brands that are not easily recalled. Positive attitudes towards advert have more ability to recall adverts than negative attitude towards brand (Goldsmith & Lafferty, 2002). Cue has been found suitable in different buying situation for recalling the brand advert and greater chance of brand to be retrieved of any buyer, when different attributes are attached to brand, which creates brand association (Romanuik & Sharp, 2004). The most effective tool in advertising is emotional advertising because it enable consumers give emotional response to product (Brassington & Petitt, 2001). Thus, if the aim of marketing is to influence demand, then knowing more about the current customers as well as prospective customers will be the key to effective marketing campaigns. To put it in other words, the more a company knows about its core customer the better it will be able to create value that meets their needs and also put into use marketing efforts that are needed to influence the purchasing decisions of such customers. (Middleton et al. 2007, 97.)
2.3 EMPIRICAL STUDIES

Bintu (2017) examine the effect of Marketing Strategy on Performance of Small Scale Business in Maiduguri, Borno State, Nigeria. The objectives of the study are to explore how Marketing mix elements are managed and they impacted on the performance of small scale enterprises in Maiduguri. Method of data collection consists of primary and secondary sources. Method of data analysis utilized was multiple regression. The study found that marketing strategy (product, price, promotion and place,) were significantly independent and joint predictors of business performance. Each one has its unique contribution and impact to the performance of the small Businesses. This also shows the importance of the marketing strategy no matter how small the Business may be. Its performance is proportionately depends and goes with the marketing strategy applied. The study therefore recommends that since small Businesses have high potential and opportunity for growth, instituting appropriate and adequate measures of marketing strategy in their Business practice will go a long way in Business success.


Michael(2017)  determine the effects of marketing mix on sales performance. The research was guided by the following objectives: To evaluate the relationship between product and sales performance at Unga group, to evaluate the relationship between price and sales performance Unga group Ltd, to evaluate the relationship between place and sales performance at Unga group Ltd, and to evaluate the relationship between promotion and sales performance at Unga group Ltd. Descriptive research was used in the study. Target population was 127 middle level staff at Unga Group Limited. Stratified random sampling was used to select a sample size of 96. Structured questionnaires were used to collect data. Descriptive and inferential statistics was used to analyze data. Tables and figures were used to present data. Statistical Package for Social Sciences (SPSS) software was used to analyze the data.The study concluded that product quality has a positive impact on sales performance, brand awareness influences organizational performance, packaging is used to describe the product, brand image, and loyalty influences company’s profitability and pricing strategy increases sales volume. In addition, store design and use of attractive stimuli such as music has an influence has a positive effect on consumer purchase and sales volume, and geographic location has a significant influence on profitability, advertising, direct marketing and increases sales volume. The study recommended that the Unga Group should improve on their packaging design hence increase product visibility and recognition. Improve on their branding strategy. Use price promotion strategy such as uses price discounts, free samples, bonus packs to increase customer’s intention to purchase their products hence increase in sales volume. Unga Group should also use attractive stimuli’s in their work environment and also during promotion hence influences customer’s perception and increase sales.
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.

The main focus of this study is to assess the impact of marketing concept on sale growth (case study of relented small scale business). Thus staff of eight (8) relented small scale business in Lagos State forms  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 relented small scale business in Lagos State , the researcher conveniently selected eighty (80) staff and management  was selected 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 inquired 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 from the field survey will be  analyzed using simple percentage,  which provided answers to the research questions. In analyzing data collected, mean score will be used to achieve this. Hypotheses was tested using Chi-Square statistical package for social sciences (SPSS).

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

The 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

4.0 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 eighty (80) questionnaires were administered to respondents of which only seventy-seven (77) were returned and validated. This was due to irregular, incomplete and inappropriate responses to some questionnaire. For this study a total of 77 was validated for the analysis.

4.1
DATA PRESENTATION

Table 4.1 Administration of Instrument

	Instrument 
	Frequency 
	Percentage

	Number Issued
	80
	100%

	Number Retrieved
	77
	96.3%

	Number Validate
	77
	96.3%

	Total Used for the Study
	77
	96.3%


Source: Field Survey, 2022

Table 4.2: Demographic profile of the respondents

	Demographic information
	Frequency
	percent

	Gender

Male
	
	

	
	42
	54.5%

	Female
	35
	45.5%

	Age
	
	

	25-30
	15
	19.5%

	31-35
	19
	24.7%

	36-40
	23
	29.9%

	41+
	20
	25.9%

	Marital Status
	
	

	Single
	30
	39%

	Married
	44
	57.1%

	Separated
	0
	0%

	Widowed
	3
	3.9%

	Education Level
	
	

	WAEC
	15
	19.4%

	B.Sc
	51
	66.2%

	M.Sc
	11
	14.2%

	M.BA
	00
	0%


Source: Field Survey, 2022

4.2 RESEARCH QUESTIONS

Question 1: Does  promotion strategy affect marketing objectives?

Table 4.4: Respondent on if  promotion strategy affect marketing objectives.

	Options
	Frequency
	Percentage

	Yes
	38
	 49.3%

	No
	10
	 13.0%

	Undecided
	29
	 37.7%

	Total
	77
	100


Source: Field Survey, 2022

From the responses derived in the table above, 49.3%  of the respondent said Yes, 13% of the respondent said No, 37.7% of the respondent ticked uncertain.

Question 2: Does  product quality  influences policy of the competitors and enhance sales?

Table 4.5: Respondent on if product quality  influences policy of the competitors and enhance sales.

	Options
	Frequency
	Percentage

	Yes
	42
	 54.5%

	No
	10
	 13%

	Undecided
	25
	 32.5%

	Total
	77
	100


Source: Field Survey, 2022

From the responses derived in the table above, 54.5% of the respondent said yes, 13% of the respondent said no, 32.5% of the respondent ticked undecided.

Question 3: Does affordable pricing strategy influences sales growth in small business?

Table 4.5: Respondent on if affordable pricing strategy influences sales growth in small business.

	Options
	Frequency
	Percentage

	Yes
	50
	 64.9%

	No
	12
	 15.6%

	Undecided
	15
	 19.5%

	Total
	77
	100


Source: Field Survey, 2022

From the responses derived in the table above, 64.9% of the respondent said yes, 15.6% of the respondent said no, 19.5% of the respondent ticked undecided.

Question 4: Does the combination of all marketing concept influence high sales performance of small businesses?
Table 4.5: Respondent on if the combination of all marketing concept influence high sales performance of small businesses.

	Options
	Frequency
	Percentage

	Yes
	40
	 51.9%

	No
	12
	 15.6%

	Undecided
	25
	 32.5%

	Total
	77
	100


Source: Field Survey, 2022

From the responses derived in the table above, 51.9% of the respondent said yes, 15.6% of the respondent said no, 32.5% of the respondent ticked undecided.

4.3
INFERENTIAL STATISTICS

Ho: The combination of all marketing concept does not  influence high sales performance of small businesses
Hi: The combination of all marketing concept significantly  influence high sales performance of small businesses
HYPOTHESIS ONE

Table 4.7:  The combination of all marketing concept does not  influence high sales performance of small businesses.
	Options
	Fo
	Fe
	Fo - Fe
	(Fo - Fe)2
	(Fo˗-Fe)2/Fe

	Yes
	40
	25.6
	14.4
	207.4
	8.1

	No
	12
	25.6
	-13.6
	184.9
	7.2

	Undecided
	25
	25.6
	0.6
	0.7
	0.1

	Total
	77
	77
	
	
	15.4


Source: Extract from Contingency Table


Degree of freedom = (r-1) (c-1)




(3-1) (2-1)




(2)  (1)




 = 2

At 0.05 significant level and at a calculated degree of freedom, the critical table value is 5.991.

Findings

The calculated X2 = 16.0 and is greater than the table value of X2 at 0.05 significant level which is 5.991.
Decision

Since the X2 calculated value is greater than the critical table value that is 16.0 is greater than 5.991, the Null hypothesis is rejected and the alternative hypothesis which states that the combination of all marketing concept significantly  influence high sales performance of small businesses is accepted.

CHAPTER FIVE

SUMMARY, CONCLUSIONS AND RECOMMENDATIONS

5.1 SUMMARY 

The study's overall objective is to examine the impact of marketing concept on sale growth (case study of relented small scale business) in Lagos State. The study further ascertained  whether  promotion strategy affect marketing objectives, establish  whether product quality  influences policy of the competitors and enhance sales., determine whether  affordable pricing strategy influences sales growth in small business and examine whether combination of all marketing concept influence high sales performance of small businesses.
The research adopted the survey descriptive design and with the aid of convenience sampling method, the researcher  conveniently selected eighty (80) participant who are staff and management relented small scale business in Lagos State.. Self- structure questionnaire was issued to the respondent of which  seventy-seven (77) responses were retrieved and validated for the study. The study made use of of descriptive analysis and inferential statistics where data from field survey was analyzed using simple percentage in frequencies and tables. Hypothesis test was conducted using Chi-Square Statistical Package for the Social Sciences (SPSS v.23).
5.2 CONCLUSION


Marketing is one of the key ways in which companies try to create awareness of their products or services. Marketing is undertaken through the five key elements known of the marketing mix. With the ever rising significance of the financial sector, there has been a rise in pressure for efficient marketing management and regulation of company’s financial services. Therefore  it is vital to point out that marketing strategies are very important in the long run performance of an organization.


The study found that marketing strategy (product, price, promotion and place,) were significantly independent and joint predictors of business performance. Each one has its unique contribution and impact to the performance of the small Businesses. This also shows the importance of the marketing strategy no matter how small the Business may be. Its performance is proportionately depends and goes with the marketing strategy applied.findings also concludes that :

 promotion strategy affect marketing objectives.
Product quality  influences policy of the competitors and enhance sales.
Pricing strategy influences sales growth in small business
The combination of all marketing concept influence high sales performance of small businesses.
5.3 RECOMMENDATION
From the findings of the study, the researcher recommends thus:

The study therefore recommends that since small Businesses have high potential and opportunity for growth, instituting appropriate and adequate measures of marketing strategy in their Business practice will go a long way in Business success. This is also coupled with the emerging economic nature of the country which if marketing strategy is properly utilized, there is no doubt for improved performance.
Companies should engage in extensive research, to find out the actual needs of the consumers in relation to what should be produced. This would go a long way in preventing the production of products which are not actually needed because of its failure to satisfy the needs and wants of the consumers;

In addition, companies should carry our research on the changing taste of the consumers periodically so as to adjust the already existing product, to meet the dynamic taste of consumers because failure to do so would reduce the product sales and profit;

Since product innovation helps in reducing cost of consumer goods, small business management should engage in it at regular interval so as to cut down the cost of value analysis strategy which is segment of product innovation.
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QUESTIONNAIRE

PLEASE TICK [√] YOUR MOST PREFERRED CHOICE AND AVOID TICKING TWICE ON A QUESTION

SECTION A (personal information)

Gender

Male [  ]
Female [  ]

Age 

25-30 [  ]

31-35 [  ]

36-40 [  ]

41+ [  ]

47 and above[  ]

Marital Status

Single  [  ]

Married [  ]

Widowed/ Separated [  ]

Qualification

WAEC [  ]

Sc/HNS [  ]

Sc [  ]

SECTION B

Question 1: Does  promotion strategy affect marketing objectives?

	Options
	Please Tick

	Yes
	

	No
	

	Undecided
	


Question 2: Does  product quality  influences policy of the competitors and enhance sales?

	Options
	Please Tick

	Yes
	

	No
	

	Undecided
	


Question 3: Does affordable pricing strategy influences sales growth in small business?

	Options
	Please Tick

	Yes
	

	No
	

	Undecided
	


Question 4: Does the combination of all marketing concept influence high sales performance of small businesses?
	Options
	Please Tick

	Yes
	

	No
	

	Undecided
	


