THE IMPACT OF MARKETING PLANNING AND CONTROL IN MANUFACTURING COMPANY

ABSTRACT

This research study outlines the impact of marketing planning and control in manufacturing company carried out with Nigeria Bottling Company Plc, Benin City as a case study. It study the role and importance of marketing planning and control in the achievement of corporate objective. It is also intended to analyze some of the difficult marketing managers encountered in the execution of marketing plans and to suggest possible remedies to these difficulties. The research method used for data collection was mainly questionnaire administration and personal interview, which are both primary source in addition to desk research in area such as objective of effective marketing planning, scope of marketing planning, the contents and the benefits of the marketing planning were reviewed. The simple percentage method was used to test the hypotheses. After analysis of the relevant data collected, important findings were singled out and conclusions were drawn. Some of the conclusion among others are that marketing planning was not instituted in the corporate strategy for profitability and it is the only management that is capable of integrating the divers marketing activities found in any organization into a unified programme that is goal-oriented. The findings reviewed marketing planning and control affect maximization in product, marketing planning help in achieving the organizational goals and objectives, motivation of staff affects the successful implementation of marketing planning and control. From these findings, conclusion and recommendations were made, that there should be a planning committee in the marketing department, whose responsibility will be to draw up that plans on which the implementation of the company sales force should feed the marketing department with constant information about competitors in the market.   

CHAPTER ONE

INTRODUCTION

1.1   Background to the Study  

The relevance of marketing planning and control cannot be over-emphasized as it is necessary for a manufacturing company.

Looking ahead and prepare for the future is better than to look back and regret. An organization especially a manufacturing is very competitive and needs to examine how it can effectively develop plan and strategies for serving its marketing.

The aim of any marketing operation is to make the future happier. But this was not well recognized by most firms initially so job that should be handled by experts in the field of marketing were given to less qualified personnel and in most cases this shorten the life of most business.

Planning is the management function of setting target or objective to be achieved and detailing out ways by which target will be achieved. In manufacturing organization (Nigeria Bottling Company Plc, Benin City). Marketing planning and control show who is to do the job (qualified marketing personnel) how the qualified marketing personnel carryout the job and when the job will be done.

Marketing planning and control share with the others activities of the marketing mix the distinction in commerce of being a dynamic element in operation of business. The effective of marketing planning and control in a manufacturing organization enable the organization to absorb possible shock emitting from marketing environmental change. The subject matter is chosen by the researcher to explain the foregoing marketing planning and control in other to know its effectiveness.

According to Adirika (2003) in his lecture note “marketing planning is an exercise of analysis for and to increase the effectiveness of marketing or drawing from the past to decide in the present what to do in other to achieve the marketing objective enterprise efficient effective”.

Marketing planning does not depend on only theory or book knowledge. In other to plan effectively, we need to understand and know about out own environment (macro and micro environment) where the marketing plan will operate for marketing planning and control to be effective, the qualified marketing personnel that carried out the marketing and control may consider some element or feature such as time. Marketing planning and control will be effective if the plan has a stated time, for completion, the estimate of time may be verified depending on the product or firm. For marketing planning and control to be effective, the money for materials needed for the effective planning must be available and human resources. The qualified marketing personnel would have a group of consumers or target market in mind and then position the organization’s or company’s product on this target market or segment. Marketing control played a vital role in a manufacturing organization. If all marketing programme or plans along with other sub-functions are ideal and well harnessed but lack control, it will be likened to driving a well structured comfortable vehicle without steering on a very busy road. Control is the vital follow up process which is complementary to planning while marketing planning is deciding in advance what needs to be done, how and when it should be done.    

Marketing control is concerned with establishing and maintaining appropriate procedure and measuring the implementation of marketing plan and strategies set out to achieve marketing objective and taking necessary corrective action. Marketing management has to do with the activities of production, distribution of such product through appropriate contribution, channel and price are made readily accessible to consumer marketing planning and control can be briefly introduced.

Nwokoye (2004) stated that is designing on environment for effective market the planer analysis the market opportunities and competitive environment based on the products strength develop a way or strategy to achieve the objective plans should be committed to writing it involves systematic thinking. The most essential task is to see that the purpose, objective and method of attaining them are clearly defined and understanding. In management marketing in a production industry planning and control are especially inseparable unplanned action has been achieved to determine without the control function. In the case of Nigeria Bottling Company, focus of this study, the effect of marketing planning and control should constitute a major management function.

1.2   Statement of Problem

The rate of discontinuance of some business have made many and individual to doubt if the operations such business embark on marketing planning and control. In a situation like this, when there is doubt surrounding an issue, a study of this nature becomes imperative especially as it help to clarify issues. And hence this study, so the problem of this study put in the question form is what the impact of marketing planning and control is in a manufacturing company.

1.5   Purpose of the Study

The study aims at:

To know the effectiveness of marketing planning and control in a manufacturing organization.

To know some basic problems that develop in the process of having good marketing planning and control in a manufacturing organization.

To provide the researcher some solutions to the problems and reduce bottleneck in planning process of the particular organization.

To know the benefit of good marketing planning and control in a manufacturing organization.

1.3   Research Questions

1.     Are Nigeria companies using marketing planning and control in their operations?

2.     How are the marketing plan being implemented by the implementation?

3.     What method of planning and control do these companies use in their evaluation of marketing activities?

4.     What are the solutions to the problems encountered during the companies?

1.4   Research Hypotheses

Hypothesis One

HO:   Marketing planning and control does not affect the profit maximization in production.

HI:    Marketing planning and control affect the profit maximization in production.

HO:   Marketing planning and control does not help in achieving organizational goals and objectives.

HI:    Marketing planning and control help in achieving organizational goals and objectives.

Hypothesis Three

HO:   Motivating of staff does not affect the successful implementation of marketing planning and control.

HI:    Motivation of staff affects the successful implementation of marketing planning and control.

1.5   Significance of the Study

The significance of the study is to draw the attention of other researchers in the field of business especially marketing to be interested in the conduct of more indebt research in the area of the marketing planning and control effectively.

The idea will act as a framework i.e. to put the plan together to direct market manager on how to put the plan together so as to make it effective in formulating good marketing planning and control over foreign investor in Nigeria.

The study will also induce business managers, entrepreneurs, marketing, managers and sales managers to take proper care to develop a marketing plan and control that will be devoid of the problem identified by the research in the study.

This write up is also expected to teach young learners to serve as history for them during their own time of learning. Based on findings, the researcher will work within his scope to provide some solutions to the research problem and reduce unavoidable ones.

1.7   Scope of the Study

The project is certain and centered on the impact of marketing planning and control in a manufacturing company using the Nigeria Bottling Company Plc, Benin City as a Case Study. It will enable the researcher touch some major problems encountered by marketing planning and control.

1.8   Limitations of the Study

The major limitation of this research work is bias on the side of the respondents; most of them felt that the information needed was for some purpose other than this research work.

There was also the problem of finance, the cost of getting the materials such as duplicating papers, running round together necessary information from the respondents constituted a major problem.

Finally was the problem of academics; there was high tension and choked-up programme at school, the time for this research work was too short that the researcher overstretch himself in the course of gathering the relevant information that will make this research work worthy of acceptance. But irrespective of these problems, the researcher has a high degree of reliance of the relevance of the data collected and assures that the above hurdles did not invalidate the usefulness of this study.

1.9   Operational Definition of Terms

Here are the important terms in the topic to be defined. These terms are marketing planning and marketing control.

Marketing

According to Kotler (2012), marketing is a social and managerial process by which individuals and group obtain what they need and want through creating and exchanging products and values with others. The main point to note here is the creation and exchange of values. Values basically refer to what gives the consumer a high degree of satisfaction. 

According to Nwokoye (2004), marketing is the set of activities that facilitate exchange transaction involving economic goods and services for the ultimate purpose of satisfying human needs. The activities implied in the above definition that product have been designed, development produced, branded, packaged and make available for consumers.

According to Institute of Marketing London, marketing is the management process responsible for identifying, anticipating and satisfying consumer requirement profitably.

According to Kotler (2009), marketing is getting the right goods and services to the right people at the right time at the right price with the right communication and promotions. Generally speaking, marketing is the creation and delivery of a standard of living. It involves finding out the wants of the consumers planning and developing a product or service that will certify those want profitability. For the purpose of this study, marketing can be looked at as a system of marketing available finished products to the consumer at a reasonable price and profit to the organization.

Marketing Planning

As a matter of facts, planning is the selection of enterprise objective and strategies, policy and procedure for achieving them.

According to Kotler (2009), marketing planning is the deciding in the present of what to do in future. It comprises both the determination of a desired future and the step necessary to bring it about. It is that process whereby companies reconcile their resources both with their objectives and opportunities.

Kotler (2009) defined marketing planning process involving which decide marketing strategic that will help the company attain it overall strategies objective. It may also be defined as the process of developing and implementing a plan to identify, anticipate and satisfying consumer demand in such a way as to make profit. Marketing planning is also a product specific, market specific or company wide plan that describes activities involved in achieving specific marketing objective within a set time frame.

Marketing Control 

Control can be defined as a management which involves setting measuring performance against standards, feedback from result and correcting deviation from standard. Ordinarily, the control function deals with measuring performance against goals and how it show negative deviation can be corrected, to ensure accomplishment of plans.

According to Kotler (2009), marketing control involve three basic steps, measuring of result, analysis the cause of poor result and taking corrective action.

Shagginess (2006) put it vividly that “control checks on whether plan are being achieved”. He further explained that control is necessary because many surprise must have happened in the marketing place during the execution in the action programme.

Marketing control in a production concern as the function that ensure the operation are performed according to the plan and to see whether a better one could be desired in the light of the experience gained.

CHAPTER TWO

LITERATURE REVIEW

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 two sub-headings:

Conceptual Framework
Chapter Summary
2.1
CONCEPTUAL FRAMEWORK
Marketing

Marketing has been defined as the process of planning and executing the conception, pricing, promotion, and distribution of ideas, goods, and services to crate exchanges that satisfy the perceived needs, wants and objectives of individuals and organizations (Arens, Weigold, Arens, 2009). Marketing has also been described as the process of creating, distributing, promoting and pricing goods, services, and ideas to facilitate satisfying exchange relationships with consumers and to develop and maintain favorable relationships with shareholders in a dynamic environment (Pride and Ferrel, 2009).  


The procedure of marketing can be divided into several steps, which should be followed in order to achieve successful marketing. The first step is to find out what the customers needs, or want. This may vary between different customers segments. The next step is to develop the product or service to meet these requirements in order to satisfy the needs customers. After these, the customer must be informed about the product, this stage includes finding the correct marketing channels to communicate with the customers. These involve the application of marketing mix elements (product, price, place and production (Puustinen and Rouhiaine, 2007).

Marketing Approaches  

There are various marketing strategies used by SMEs to enhance their performance and to market their products and services. This study examines the customer relationship marketing strategy, innovative marketing strategies and the technology based marketing strategies. 

Customer relationship marketing goal is to provide increased value to the customer and results in a lifetime value for the service provider. Customer relationship marketing is very important concept to attract and keep the customers in organizations. In modern business world, marketing focus reflect the move away from transactional marketing to relationship marketing. Establishing, maintaining and enhancing customer relationships have always been an important aspect of business (Velnampy and Sivesan, 2012). Customers Relationship Marketing is the core business strategy that integrates internal processes and functions, and external networks, to create and deliver value to targeted customers at a profit. CRM is a business strategy used to identify, cultivate, and maintain long-term profitable customer relationships. A study by Alibhai (2015) established that customer’s relationship marketing strategies influence firm performance. Further, the study established that service quality enables the firms to maintain communication with the customers. The study concluded that all the employees who are conversant with the 

CRM strategies and are constantly involved in the implementation of the strategies. In addition, Velnampy and Sivesan (2012) established that customer relationship marketing impact on customer value creation in mobile service providing companies.  

Innovation is an important and critical factor for the organizations in order to create value and sustainable competitive advantage in today’s complex and changing environment; and more innovative organizations will be more successful in dealing with changing environments and in creating and developing novel capabilities, which allow them to achieve a higher performance (Ghorbani and Fakhimi, 2013). The intense competition between organizations in the global market leads that the innovation is considered as a critical characteristic for organizations. Thus, sustainable innovation helps the organizations including SMEs to maintain their competitive position in the market (Ghorbani and Fakhimi, 2013). According to Manijeh et al. (2013), the changing of today’s marketplace makes businesses to adopt innovative approaches and new resources to rely on in this situation. Thus, organizations should transit from traditionally as a blueprint in business activities are gradually fading from markets and innovative methods.  

Technology based marketing strategies mainly technology base tools like the internet and social media. Internet marketing is a business effort to inform, converse, promote and sell products and services over the internet (Burges and Bothma, 2007). It involves online marketing, which aims at reaching out to many existing and potential customers as possible using the internet. Past studies have established that internet marketing influence the performance of SMEs. For instance, a study by Kithinji (2014) examined internet marketing and performance of small and medium enterprises in Abuja State. The study established that internet marketing has a positive impact on the performance of SMEs since it increased profitability, SMEs market share, enhanced firm’s image and  increased competitive advantage as well as more loyalty and access to new markets. According to Gordon (2010), social media marketing refers to the process of gaining traffic or attention through social media sites. Consumers use social media to participate in social networks, which enable them to create and share content, communicate with one another, and build relationships with other consumers.    

Planning 

Program is considered kind of commitment to perform certain activities to achieve the goal and in other definitions program is clear express and description of intentions and decisions. Program is the output of planning process and word planning has a variety of definitions but what is received from the various definitions including "setting goals and standards, and setting rules and procedures to doing work, preparation programs (both for themselves and for those who work with him). Forecast is prediction or planning for some future events. Planning in term of aspects of the nature is divided to types of physical planning, organizational planning, process planning, financial planning, task planning and public planning (Dessler, 1988). Here planning is meant public planning that all other types are usually planning in itself. Planning in the general concept means identifying the project work and plans to move future and making decisions about what should be done to reach the goal. Planning is not thinking about the future or its control but also is a process that can be used in conducting these affairs. Decision is not in common form but through the process of planning is made a series of coordinated decisions. Planning can be done for the present or the future and has the following advantages: 

1- Fulfillment of organization goals 

2- Helps to create opportunities for implementing decisions 

3- To help organizations implement systematic plans and fulfillment of goals 

4- Only effective planning can be adapted organization to the rapid growth of technology in environment. 

5- It increase economic growth at the macro level 6- Financial planning and budgeting is a tool to control the activities.

7 – It helps to boost morale of teamwork and leads to increasing organizations efficiency.

Control 

The main objective of control in management is finding deviations and correcting it. on one hand, (Anthony and Govindarajan, 2007) that management control is the process through which managers use their power to influence other members of the organization to implement strategies, to realize goals and objectives and, on the other hand, it integrates facts on long, medium and short terms, having well determined implications in human factors, objectives and assignments (Sgardea & et al, 2011). Control is activity that compared dos and still, optimal and available, forecasts with performances and give clear image of the differences or similarities between the two groups of factors to relevant manager and supervisor. In other words, concept of control in managing an organization is regular activity that determines the expected results in certain operations standards to evaluate deviations and differences observed and to determine their level of importance and do necessary reforms to accomplish the goals and mission of the organization. Thus, the control process consists of four main steps as follows. 

1 - Determine the control criteria 

2 - Compare the results of the performance with standards specified 

3 - Detection of deviations and their causes 

4 - Set up and implement corrective action and plans

Marketing planning

Basically planning involves setting objectives, designing and implementing a programme to achieve the organisation's objectives and having a monitoring and control mechanism to ascertain whether the planned programme is on track or has achieved its desired objectives. Greenley2 differentiates between corporate planning, strategic planning and operational planning. He says that corporate planning is the organisation's overall planning system and its two principal constituent parts are strategic and operational planning. Strategic planning begins with an assessment of an organisation's internal and external environments.

Figure 2.1: The characteristics of marketing and operational planning
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Operational planning can be further divided into short and long term planning. Short term operational planning is also known as tactical planning. Tactics and strategy differ in several important respects. Tactics relate to the following of a plan to achieve short term objectives. Thus tactics equate to the marketing plan rather than marketing strategy. Strategic marketing would establish policies for each element of the marketing mix and would specify how resources are to be deployed. Tactics deal with marketing problems in the short term. Consider the position of a fish supplier who has the competitive advantage of owning refrigerated trucks. The supplier might adopt a marketing strategy in which the price is set high in order to: recover his/her investment in expensive technology; establish a price-quality relationship in the mind of the consumer; and ensure that the level of demand does not greatly exceed the amount he/she is able to supply. Since this is his/her strategy, there would be no departure from the maintenance of prices which are high relative to those of other suppliers. However, there may be tactical manoeuvering in order to overcome certain marketing problems. When the supplier, or the product, is new to the market there may be need to stimulate demand by offering discounts. This would probably be done through the use of special ‘money-off’ coupons, or vouchers, so that the discounts could be targeted at certain customer groups and also to underline the fact that discount prices will not be the normal practice with respect to the product and are for a limited time only. Similarly, when there is a glut of fish on the market or when the supplier wants to improve short term cash flow or release space in his/her storage facility to accommodate new product lines, the tactic of offering ‘20% extra free’ in a bag of white-bait or kapenta fish might be employed. Once again the supplier would be careful to communicate to the market that these extra value packs would be available in the short term only. Thus, whereas marketing strategy focuses upon achieving long term organisational goals, tactics focus upon achieving annual marketing objectives.

Before moving on, it should be said that corporate strategy, business policy and marketing planning have relevance to enterprises of all sizes. In smaller organisations these management activities are likely to be carried out in a less formal and less sophisticated way than in larger corporations but they need to be done, formally or informally, explicitly or implicitly. Even the small independent grain trader will have to give thought to such matters as his/her strategy for survival in a municipal market overcrowded with grain traders, will have to be consistent whilst remaining flexible - in his/her reactions to problems and opportunities and needs to be in a position to anticipate changes in the marketing environment so that he/she can identify and exploit emerging opportunities.

Marketing Controls

Marketing control involves setting a desired standard, measuring deviations from the standard and taking the appropriate action. In many cases the standard is expressed in terms of budgets and any substantial deviation from budget is investigated. Both positive as well as negative deviations can be a cause for concern. If sales are far in excess of planned levels then this can over-stretch the enterprise's production, storage and distribution resources, for example. At the same time, the investigation of all deviations from budgeted levels would prove an unbearable load on managers. Instead, since not all deviations are significant, parameters are set for “allowable” deviations and only those exceeding these parameters are investigated. There are four types of marketing control: the annual plan control, profitability control, efficiency control and strategic control. 

The different types of controls can be seen as a complementary and interlocking set of activities, as depicted in figure 2.2.
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Conceptualization Of Marketing Planning

Marketing planning (and more generally business planning) can be considered as a technology, a set of techniques and activities, that assists an organization in achieving an appropriate alignment of external environment and internal capabilities in order to achieve a desired outcome. The set of techniques and activities are generally well identi®ed and are presented extremely consistently in all major texts in the area (e.g. Jain, 2000; McDonald, 1999; Cravens, 2000). Marketing planning is a behavioural phenomenon since it consists of the adoption of the technology. Marketing planning advocates have argued that adoption of marketing planning technology provides for decision making that is more comprehensive, rational and objective, and that this leads to more appropriate resource allocations and improved organizational performance. Empirical research on the marketing planning-business performance (MP-BP relationship suggests that this assertion is difficult to sustain, since research on marketing planning, and more generally on business planning, stretching back over thirty years has produced some extremely mixed endings. Some studies have found a positive relationship (e.g. Wood and La Forge, 1979; Fredrickson, 1984; Lysonski and Pecotich, 1992; McKee et al., 1990). Other studies have also shown that there is no systematic association between the two constructs (Leontiades and Tezel, 1980; Kulda, 1980; Robinson and Pearce, 1983). Yet other researchers revealed mixed results ranging from negative, positive or no relationship depending on the aspects of the sample studied (e.g. Fredrickson and Mitchell, 1984; Fredrickson and Iaquinto, 1989). The research approach of all marketing planning studies essentially seeks to measure the extent to which ªgoodº planning behaviours are adopted, and then examines the relationship between adopting these behaviours and performance. As the confusing pattern of results emerged, measurement of planning practices, including marketing planning, moved from dichotomous measures of whether a particular tool or technique is used (ªplanning technologyº), to more elaborate measures describing the extent, degree or manner in which the organisation implements particular activities (ªplanning styleº). The move towards more sophisticated measures was driven in part by the empirical ending that, when measured together, ªplanning styleº facets tended to dominate ªplanning technologyº in their impact (Ramanujam and Venkatraman, 1987; Hickson et al., 1986), and also by the conceptual distinction that was drawn from the advancing conceptual literature on planning typologies (Mintzberg, 1973; Hart, 1992). Two ªideal typesº have been repeatedly identi®ed. Synoptic planning (Fredrickson, 1983) is a formal, linear, rational, comprehensive, top-down model of the planning process. Adaptive planning (Mintzberg, 1973) is a problem solving approach that is more bottom-up, and acknowledges the presence of organisational politics and the potential for emergent strategy. Each ideal type has a different set of strengths and weaknesses, the distinctions between them captured in facets of the planning process such as the degree of formality, comprehensiveness, rationality or politicality, and how much interaction is involved. For each of these facets, relevant conceptual and empirical literature is reviewed below (for a broader overview of this literature, see Schwenk, 1985).
Formalisation: Formalisation is the degree to which the ®nal decision results from a series of logically planned activities that are tightly controlled (Hetherington, 1991). A case can be made for formalisation having both positive and negative effects on planning quality. Positive bene®ts are increased structure to the planning process, and a framework through which the decision making process can be managed (Pearce et al., 1987). However, excessive formalisation can place adherence to a framework ahead of decision quality by reducing the depth and thought with which decisions are made, and delaying the response of the organisation (Deshpande and Zaltman, 1982).

Comprehensiveness. Comprehensiveness is the degree to which a planning process encourages the maximum level of information utilisation and response options. Comprehensiveness requires an organization fully analyse objectives, alternative strategies, and their consequences. The ®rm must also ensure that chosen strategies are mutually consistent and implemented through detailed plans. Empirical evidence on the impact of comprehensiveness on planning quality appears to be moving towards a consensus, despite some mixed early endings. Early research suggested that comprehensiveness in planning has a negative impact on performance in unstable environments (Fredrickson and Mitchell, 1984) and a positive impact in stable ones (Fredrickson, 1984). The argument for contingency was that in unstable environments seeking comprehensiveness imposed costs that yielded no return. This result has not been replicated, with subsequent research has tended to and that the relationship is positive, and not contingent on context (e.g. Bourgeois and Eisenhardt, 1988).

Rationality: Rationality is normally darned in terms of procedural rationality, and is characterised by preset goals, constant surveillance of the market, and the selection of alternatives with a view to optimising results (Dean and Sharfman, 1996). Rationality suggests an analytical and objective approach to decision making. Empirical endings suggest that rationality is positively related to planning quality (Bourgeois and Eisenhardt, 1988; Dean and Sharfman, 1996). Politicality implies convicting preferences with the planning process arising from differing perspectives, ambitions and interests (Eisenhardt and Zbaracki, 1992; Hickson et al., 1986). Empirical results suggest that politicality has negative consequences since it causes delays in planning and suboptimal choices (Eisenhardt and Zbaracki, 1992; Bourgeois and Eisenhardt, 1988; Dean and Sharfman, 1996).

Interaction in planning: High levels of interaction between functions, departments and individuals in the planning exercise is thought to improve planning quality, since facilitates the exchange of information and increases the utilisation of information (Deshpande and Zaltman, 1982). Interaction is also likely to encourage employees to work towards the achievement of a single common goal. Hickson et al. (1986) found that higher levels of interaction were associated with less formal and more rapid decision making. As this mixed pattern of endings emerged and as methods advanced researchers increasingly accepted that any relationship between planning style and organisational performance was likely to be highly dependent on context (Hart, 1992). Researchers have increasingly limited their expectations of a positive relationship to particular organisational and environmental contexts and contingencies. Similarly, increasingly sophisticated methodologies have been adopted in researching the planning-performance relationship, in order to better to capture the impact of context (Miller and Cardinal, 1994). Even with these more sophisticated research designs, effects observed tend to be small, and contingent effects remain.

Control in Marketing Management 

The first distinctive consideration on the role of marketing control appeared in the period of marketing formalization. In his analysis of the situation of an organization, in line with the premises of the historical school of management (analysis of the past), Hypps [13], who followed the historical theory of management (analysis of the past), discussed reaching competitive advantage due to this particular method. This might have been the first attempt to point out the principles and procedures for control (signposts) within the area of marketing. Then, he addressed the system of marketing control, whose goal he described as streamlining the plans, defining problems, correcting errors, measuring results, and studying trends and changes [14]. In his opinion, control should focus on the assessment of variables that exert a major impact on the execution of three groups of goals related to the market position of a company, organization of marketing, and the result of marketing activity. Hence, he attempted to define the scope of marketing control which would reflect the problems and operation of an organization itself, without reference to the situation of its environment. The marketing approach professed in the latter half of the past century (the time for paradigm constitution) at first considered marketing to be a business activity, and then it urged the producers to carry on marketing activities, suggesting extending those activities beyond purely commercial dimension. Marketing was perceived to be the basic function of management, which organizes and leads business activity, converting buying propensity of customers into demand, moving goods and services to the end-users, and assuring generation of profit and reaching other goals for companies. Hence, the basic idea to express the new marketing approach was to shift marketing activity to the beginning of the business cycle. By this token, marketing was given a character that integrates the production cycle and sales [15]. In most cases, control understood in feedback terms embraced monitoring of a marketing program with the use of an appropriately chosen marketing mix [16,17]. Irrespective of the applied approach to control, it was assigned a servant role concerning planning, which required defining the degree of goal satisfaction, and/or laying a foundation for planning decisions [18,19]. Such approaches that helped to integrate the two functions of management (planning and control) with the managerial function brought about the development of marketing controlling as a separate area of strategic and operational controlling, referring to the implementation of strategic and short-term marketing plans [20,21]. The new marketing concepts that emerged in the latter half of the 20th century were the consequence of transformations observed within the business environment (new economy), the theory of economics (new economics), methods of management, and the character and role of market subjects, as well as the re-evaluation of tangible and intangible resources, business models, and the role of marketing within their structures. They led to a new interpretation of control as a process providing knowledge about efficiency, effectiveness, and the efficiency of marketing and allowing adapting to changing conditions or seeking improvement of operations in the future [22]. A reference to the final aspects of productivity and the outcomes was considered as a key principle of control. The description of the control aimed at securing the achievement of the desired goal distinguishes formal control, i.e., top-down control mechanisms affecting the behavior of the marketing staff (control in the aspect of power) from informal control, i.e., bottom-up control mechanisms initiated directly by the marketing staff (control in the aspect of behavior). In an optimal solution, they should create a combination of mechanisms ensuring, on the one hand, the behavior of the marketing staff in support of the organization’s goals (formal control), and on the other, achieving high morale and coherence of the staff’s values and beliefs (informal control). The formulated definitions of control explicitly expressed its essence in terms of power, e.g., superiors controlling the behavior of subordinates (personnel) to reach the set goals [23]. The level of management proper for taking marketing control, the self-contained business units (SBUs) was also signaled, and it was control specified as a set of elements ensuring the personnel fulfills its obligations leading to the implementation of the adopted corporate strategy [24]. Currently, marketing is understood as a certain marketing operation of a company within the market. In the narrow meaning, it stands for the set of goals and instruments to affect the market. In the broader sense, it expresses a new concept of operation that takes into account the perception of the constituting elements such as the entities entering into mutual relationships, the models of implemented business, and the role of the marketing function with the orientation on market subjects [25,26].

As the last stage of the management process, control is the apex of all considerations, decisions, and management activities. Its importance in the management process in general, and in marketing in particular, has decisively grown over the past decades. Control per se is considered to be a complex process, in terms of the wide range of issues it deals with and its position bridging the successive cycles of operation. It concludes one cycle of the management process, and at the same time, it becomes the foundation (a point of reference) for the next management cycle. Marketing control should be multidimensional; it should refer to those elements of operation that are the driving force for reaching success on the market. It is a prerequisite for the review and correction of the current plans, goals, and marketing strategies and the formulation of new ones. The basic forms of control focus on the efficiency of allocation of marketing operations and their effectiveness. Marketing management perceived as a series of processes of decision-making, executive, and control character, being an integral part of an organization’s functioning, is realized at both strategic and operating levels. It includes a full range of typical management functions (starting from the analysis; proceeding through planning, organization, motivation, and implementation; and ending with control, which is a prerequisite of that process because of planning). It includes all the decisions and actions involved in the selection and/or creation and then rational market exploitation as the basic source of revenue of a company [27]. A complex process requires the greater active participation of all relevant subjects as a core part of the whole strategy [28].

Marketing Operational Control 

From a general point of view, marketing control should be divided into operational and strategic categories. Most often, operational control is understood to be the valuation of the obtained results relative to the formulated goals (a cybernetic approach, feedback, ex post control) [29–31]. Less frequently, it is considered to be the assessment of implementation (current, on-going control) [29] or the assessment of the changing environment allowing correcting the planned volumes (pre-emptive control) [32]. The assessment of the marketing environment poised to modify the implemented plans may be regarded to be a bridge between operational and strategic control. Once we treat that assessment as a part of the diagnostic function meant to streamline the currently implemented plans and marketing programs, then it has an operational function. Still, once we look at it from the forecasting perspective, it has a rather strategic value. The scope of operational control is directly attributable to the goals, strategies, standard of operation, and a set of control values that should be specified by marketing plans [3,33]. It is recommended to conduct control of sales, marketing expenditure, the impact of marketing expenditure on total sales, and customer satisfaction within the basic controlling measures. Marketing control efficiency pertains to the assessment of relations between the basic control values—the results and expenditure considered in various cross-sections. Most frequently, controlling values showing the results are turnover, sales, and financial results, while the values showing expenditure include functional costs such as sales, promotion, distribution, packaging, branding, and relation building. Control should consider a few types of costs, i.e., the direct costs (directly related to particular elements of the cross-sections), determinable overheads (i.e., the costs that can be determined with the known parameters related to the conducted marketing activity), and undetermined overheads (those attributable to particular components in an arbitrary, subjective, or abstract manner) [34]. Control results help a company to supervise corporate performance and effectiveness in the marketing area on the way to achieve corporate goals [14]. Effectiveness of marketing activities is defined as the return on financial sources spent on realized marketing activities. To verify the return rate, many possible methods have been invented. Companies must prioritize the measurement of marketing effectiveness through marketing metrics. Marketing metrics help to create a measurement system for the quantification of possible trends, dynamics, or characteristics of individual marketing activities. Strictness and objectivity must be necessarily observed to be able to compare monitoring at various times and various places [35]. Measurement of the performance of marketing activities represents a corporate process, which provides performance feedback about marketing results. Corporate performance is becoming an important part of the corporate budget procedure, performance substitutes, and promotion [36,37]. Measurement of the effectiveness of marketing activities strongly depends on and is strongly influenced by a group of factors. These factors are considered as requirements for the successful implementation of marketing plans at different corporate levels. Target factors are marketing strategy, marketing creativity, a realization of marketing activities, marketing infrastructure, and external factors [38,39]. It is worth noting that marketing operational control is mostly based on the external data that are generated due to the information provided by the company. That is quite convenient, if the information is continually recorded, aggregated, appropriately processed, and made available [40–42]. The final marketing operational control should help managers to make the on-going assessments of marketing operations effectiveness along various cross-sections and profitability of such activity, which ultimately facilitates the assessment of marketing function effectiveness [43,44]. The logic of such conduct seems to reflect the process of a classic control activity. Its implementation should be facilitated by the character of data (internal, secondary), which is a prerequisite for making the assessment. Nonetheless, as pointed out by numerous researchers dealing with sales management, the assessment may be difficult to make due to the acquisition of aggregate data for the whole organization, and not just the cross-sections desired for the marketing assessment. This is particularly true when the categories of incurred expenditures are considered. Problems also emerge with the use of data provided by the accounting and financial sections, since they are not always available in their original form (as they are processed, aggregated, or purged) and with the delays in access to the indispensable data. Many flaws and impediments are currently minimized due to more and more efficient computer solutions. However, as shown by the process of setting up an integrated system, fully useful for all organizational units, that would be functional and user-friendly (available to users who are not fully conversant with technology), this is a very difficult task that is costly (as in most cases it needs individual solutions) and not always rational [3].

Marketing Strategic Control 

Strategic control embracing all the adopted provisions (directions, forecasts, adopted policies for marketing operations) that is the basis for an update or elaboration of a new marketing strategy for a company [45] should follow the systematic operational marketing control. The description of the marketing control structure at a strategic level includes the following [34,46,47]: 

1. An assessment of marketing accuracy; 

2. An assessment of marketing excellence; 

3. A marketing audit; 

4. A review of the ethical and social responsibility of the company.

Marketing control has been tasked with the assessment of meeting the implementation of five elements of the marketing concept: philosophy of operation, organizational integration, relevance of information, strategic orientation, and efficiency of operation. Marketing control can only produce a very superficial assessment of the correctness of marketing concept implementation in an organization, answering the question of whether an entity demonstrates key and prerequisite characteristics that would qualify its stance as a marketing orientation. When the evaluation of the correctness of the marketing concept is not positive, this should strongly suggest implementing other strategic control tools, such as the marketing audit procedure. The evaluation of marketing excellence is one step further in the strategic evaluation of marketing correctness. With this control tool, companies can gradually employ the concept of marketing by applying the comparative analysis (e.g., benchmarking technique). A major issue of this seems to be finding the benchmark for comparisons, in line with the solutions proposed by benchmarking [48,49]. The marketing audit is another step in the strategic control, which is understood to be a comprehensive, systematic, independent, regular, and professional study of the marketing environment and the goals, strategies, and operations of an entity (a company, SBU, an institution) and is conducted to identify the correctness of strategic marketing decision implementation.

The need for social responsibility control includes the three areas: legal (respecting the law), ethical (integrity respecting the rights of the stakeholders), behavioral (conscious, voluntary responsibility in contacts with the company stakeholders). It draws attention to the fact that the changes taking place in a socio-economic, cultural, and natural environment in the contemporary world impose significant limitations on marketing activity that cannot be ignored for the good of the company and its all stakeholders (individual and collective) [34]. The literature presents other forms of marketing control structure, in which the subject of control, and not the level of controlling activity, has become the distinguishing criterion [50]. One proposal lists six levels of control and marketing evaluation:

• A comprehensive marketing plan and marketing strategy (Does it exist, and is it implemented? If the answer is affirmative, is it implemented well? Has the implemented strategy been effective in changing market conditions?); 

• Profit centers and SBUs (Have the centers for generating financial benefits been identified? Have the strategic recommendations been adapted to the situation of SBUs?) 

• Marketing programs engaged in the implementation of the marketing strategy (How are properly prepared programs consistent with the general strategy of the company? How efficient and effective is the marketing mix for each program? (In case every program is perceived to be self-contained, then the marketing mix for each program should be audited in terms of costs and effectiveness.); 

• Marketing tactics prerequisite for the implementation of programs within some operations or marketing functions (tools); 

• Personnel responsible for the development and implementation of programs and tactics (control of (1) the standards related to precise values such as the volume of sales or the share in profit; (2) “soft” provisions including such factors as personality, character, initiative, righteousness, and organizational skills; and (3) task norms that are directly connected with short-term issues of the implemented projects); 

• Market surrounding (competitive) subjects, including the recipients of the offer, suppliers, subcontractors, and middlemen (their “usefulness”, efficiency, effectiveness, flexibility, communication skills, etc.).

The assumption of marketing control made from the angle of value marketing establishes that the ultimate test of investment in marketing is whether it delivers value to the shareholders. Such an approach brought about a three-level model of marketing efficiency measurement. The first level refers to marketing strategy, and it discusses its role in generating shareholder value; i.e., it shows how marketing decisions (understood as the decisions on the selection of the target market and its service) raised or lowered that value [52,53]. Such a strategic approach to the assessment of marketing efficiency involves a provision stating that marketing permeates all economic activity of a company. In this way, it becomes a way of management rather than a separate function [54]. The second (tactical) level combines marketing activity with the results. It is also assumed that it is not feasible to separate the impact of investment in marketing from the obtained results. Hence, any attempts to evaluate the profitability of such investment are not substantiated or proper from the methodological perspective. That is because the results of expenditure (outlays, costs) incurred on marketing may accumulate with other types of investment and/or may be deferred in time. The third operational level refers to concrete marketing activities such as promotion, branding, and distribution. At this stage, an assessment is made of the impact of the expenditure incurred on the concrete elements of marketing activity (marketing mix) on sales and, in a fuller perspective, on the market share and share price. All these levels contribute to full, precise control of the activity on the market and constitute an important premise of the marketing audit control process.

2.2 THEORETICAL FRAMEWORK

The theoretical foundation of this study is anchored on industrial organization (IO) theory . 

Industrial Organization (IO) Theory 

The industrial organization (IO) theory emphasizes the influence of the industry marketing environment upon the firm. The theory views the organization as an external market positioning as the critical factor for attaining and sustaining competitive advantage, or in other words, the traditional IO perspective offered strategic marketing management a systematic model for assessing marketing planning and control for firms competitive marketing environment. (Porter, 1981). The main idea behind IO theory is that a firm must adapt to influences in its marketing units to survive and prosper (Porter, 1981). According to the IO theory, strategic marketing managers should seek to understand the nature of the industry and formulate marketing strategies that feed off the industry’s characteristics (Porter, 1981).  
2.3 CHAPTER SUMMARY

In this review the researcher has sampled the opinions and views of several authors and scholars on the concept of marketing, marketing approaches, planning, and control, marketing planning, marketing controls, control in marketing management, marketing operational control and marketing strategic control were also reviewed. The works of scholars who conducted empirical studies have been reviewed also. The chapter has made clear the relevant literature.
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 SAMPLING SIZE

The population for the study will consist of executives and their subordinates in the organization which is charged with the application of management by objectives to attain organizational goals in the organization.

This study was carried out on the impact of marketing planning and control in manufacturing company using Nigeria Bottling Company Plc, Benin City as a case study as a case study. Hence, the population of this study comprises of administrative and marketing staff of Nigeria Breweries Lagos State.
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 the entire administrative and marketing staff of Nigeria Breweries Benin City, the researcher conveniently selected 65 respondents as 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

Research question the mean scores and simple percentage tables. 

In analyzing the data collected, the four-point rating scale will be given values as follows:

SA = Strongly Agree

4

A = Agree


3

D = Disagree


2

SD = Strongly Disagree
1

Decision Rule:

To ascertain the decision rule; this formular was used

	4+3+2+1 =10

      4           4


Any score that was 2.5 and above was accepted, while any score that was below 2.5 was rejected. Therefore, 2.5 was the cut-off mean score for decision taken. 

The hypotheses were tested using Chi-square statistical tool.
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 sixty five (65) questionnaires were administered to respondents of which fifty (50) were returned and validated. This was due to irregular, incomplete and inappropriate responses to some questionnaire. For this study a total of  50 was validated for the analysis.

4.2
DATA PRESENTATION

The table below shows the summary of the survey. A sample of 65 was calculated for this study. A total of 50 responses were received and validated. For this study a total of 50 was used for the analysis.

Table 4.1: Distribution of Questionnaire

	Questionnaire 
	Frequency
	Percentage 

	Sample size
	65
	100

	Received  
	50
	76

	Validated
	50
	76


Source: Field Survey, 2021

Table 4.2: Demographic data of respondents

	Demographic information
	Frequency
	percent

	Gender
Male
	
	

	
	31
	62%

	Female
	19
	38%

	Age
	
	

	20-30
	18
	36%

	30-40
	22
	44%

	41-50
	10
	20%

	51+
	0
	0%

	Education
	
	

	HND/BSC
	30
	60%

	MASTERS
	12
	24%

	PHD
	08
	16%

	Marital Status
	
	

	Single
	12
	24%

	Married
	26
	32%

	Separated
	00
	00%

	Divorced
	04
	08%

	Widowed
	08
	16%


Source: Field Survey, 2021

4.2
ANSWERING RESEARCH QUESTIONS

Question 1: Are Nigeria companies using marketing planning and control in their operations?
Table 4.3:  Respondent on question 1

	Options
	Frequency
	Percentage

	Yes
	35
	70

	No
	05
	10

	Undecided
	10
	20

	Total
	50
	100


Field Survey, 2021

From the responses obtained as expressed in the table above, 70% of the respondents said yes, 10% said no. while the remaining 20% were undecided.

Question 2: What methods of planning and control do these companies use in their evaluation of marketing activities?
Table 4.4: Mean Responses on the methods of planning and control companies uses in evaluating of marketing activities.
	S/N
	ITEM STATEMENT
	SA

4
	A   3
	D   2
	SD  1
	X
	S.D
	DECISION

	1
	Competitor analysis
	20
	25
	05
	0
	3.2
	2.55
	Accepted

	2
	Customer analysis
	18
	23
	05
	04
	2.9
	2.57
	Accepted

	3
	Testing research
	21
	25
	04
	0
	3.2
	2.55
	Accepted

	4
	Customer feedback
	21
	23
	04
	02
	3.0
	2.31
	Accepted

	5
	Cost analysis
	24
	20
	03
	03
	3.0
	2.41
	Accepted


Source: Field Survey, 2021

In table 4.4 above, on the methods of planning and control companies uses in evaluating of marketing activities, the table shows that all the items (item1-item5) are accepted. This is proven as the respective items (item1-item5) have mean scores above 2.50.

Question 3: What are the solutions to the problems encountered during the companies?
Table 4.5: Mean Responses on  the solutions to the problems encountered during the companies.
	S/N
	ITEM STATEMENT
	SA

4
	A   3
	D   2
	SD  1
	X
	S.D
	DECISION

	1
	Recruitment of qualified marketing personnel
	30
	20
	0
	0
	3.7
	2.59
	Accepted

	2
	Adequate training and retraining of markers
	27
	20
	3
	0
	3.6
	2.57
	Accepted

	3
	Effective improvement of marketing plans
	20
	23
	04
	03
	3.0
	2.31
	Accepted


Source: Field Survey, 2021

In table 4.5 above, on the solutions to the problems encountered during the companies, the table shows that all the items (item1-item3) are accepted. This is proven as the respective items (item1-item3) have mean scores above 2.50.

TEST OF HYPOTHESES

HO1: Marketing planning and control does not affect the profit maximization in production.

HO2: Marketing planning and control does not help in achieving organizational goals and objectives.

HO3: Motivating of staff does not affect the successful implementation of marketing planning and control.

Hypothesis One

Table 4.6: Marketing planning and control does not affect the profit maximization in production.
	Options
	Fo
	Fe
	Fo - Fe
	(Fo - Fe)2
	(Fo˗-Fe)2/Fe

	Yes
	25
	16.66
	8.34
	69.56
	4.18

	No
	10
	16.66
	-6.66
	44.36
	2.66

	Undecided
	15
	16.66
	-1.66
	2.76
	0.17

	Total
	50
	50
	
	
	7.01


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 = 7.01 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 7.01 is greater than 5.991, the Null hypothesis is rejected and the alternative hypothesis which states that marketing planning and control affect the profit maximization in production is accepted.

Hypothesis Two

Table 4.7: Marketing planning and control does not help in achieving organizational goals and objectives.
	Options
	Fo
	Fe
	Fo - Fe
	(Fo - Fe)2
	(Fo˗-Fe)2/Fe

	Yes
	27
	16.66
	10.34
	106.92
	6.42

	No
	13
	16.66
	-3.66
	13.4
	0.80

	Undecided
	10
	16.66
	-6.66
	44.36
	2.66

	Total
	50
	50
	
	
	9.88


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 = 9.88 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 9.88 is greater than 5.991, the null hypothesis is rejected and the alternative hypothesis which states that marketing planning and control help in achieving organizational goals and objectives is accepted.

Hypothesis Three

Table 4.8: Motivating of staff does not affect the successful implementation of marketing planning and control
	Options
	Fo
	Fe
	Fo - Fe
	(Fo - Fe)2
	(Fo˗-Fe)2/Fe

	Yes
	29
	16.66
	12.34
	152.28
	9.14

	No
	8
	16.66
	-8.66
	75
	4.50

	Undecided
	13
	16.66
	-3.66
	13.4
	0.80

	Total
	50
	50
	
	
	14.44


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 = 14.44 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 14.44 is greater than 5.991, the Null hypothesis is rejected and the alternative hypothesis which states that motivation of staff affects the successful implementation of marketing planning and control is accepted.
CHAPTER FIVE

SUMMARY, CONCLUSIONS AND RECOMMENDATIONS:

5.1 Introduction

This chapter summarizes the findings into the impact of marketing planning and control in manufacturing company using Nigeria Bottling Company Plc, Benin City as a case study as a case study. The chapter consists of summary of the study, conclusions, and recommendations. 
5.2 Summary of the Study

In this study, our focus was to examine the impact of marketing planning and control in manufacturing company using Nigeria Bottling Company Plc, Benin City as a case study as a case study. The study specifically was set to know the effectiveness of marketing planning and control in a manufacturing organization, know some basic problems that develop in the process of having good marketing planning and control in a manufacturing organization, provide the researcher some solutions to the problems and reduce bottleneck in planning process of the particular organization, and know the benefit of good marketing planning and control in a manufacturing organization
The study adopted the survey research design and randomly enrolled participants in the study. A total of 50 responses were validated from the enrolled participants where all respondent are administrative and marketing staff of Nigeria Breweries Benin City.
5.3 Conclusions

Based on the findings of the study, the researcher recommended that;
Nigeria companies uses marketing planning and control in their operations.

The methods of planning and control the companies uses in their evaluation of marketing activities include; competitor analysis, customer analysis, testing research, customer feedback and cost analysis.

The possible solutions to the problems encountered during marketing planning and control in the companies include; recruitment of qualified marketing personnel, adequate training and retraining of markers, and effective improvement of marketing plans.

Marketing planning and control affect the profit maximization in production.

Marketing planning and control help in achieving organizational goals and objectives.

Motivation of staff affects the successful implementation of marketing planning and control.

5.3 Recommendations

Based on the responses obtained, the researcher recommended that;

There should be a planning committee in the marketing department, whose responsibility will be to draw up that plans on which the implementation of the company sales force should feed the marketing department with constant information about competitors in the market
Nigeria Breweries Benin City as well as other firms should ensure that competent marketing staff are retained in their respective job for a long period if the company must improves and sustain its competitive advantage.

In addition, the company should organize a periodical training for it present marketing personnel, this will to an extent aid the marketing department in acquiring latest skills which would help them in the  effective improvement and change in Marketing plans and control.
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APPENDIXE

QUESTIONNAIRE

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

SECTION A

PERSONAL INFORMATION

Gender

Male [  ]
Female [  ]

Age 

20-30
[  ]

31-40
[  ]

41-50   [  ]
51 and above [  ]

Educational level

BSC/HND
[  ]

MSC/PGDE
[  ]

PHD

[  ]

Others……………………………………………….. (please indicate)

Marital Status

Single
[  ]

Married [  ]

Separated [  ]

SECTION B
Question 1: Are Nigeria companies using marketing planning and control in their operations?
	Options
	Please Tick

	Yes
	

	No
	

	Undecided
	


Question 2: What methods of planning and control do these companies use in their evaluation of marketing activities?

	S/N
	ITEM STATEMENT
	SA
	A  
	D  
	SD  

	1
	Competitor analysis
	
	
	
	

	2
	Customer analysis
	
	
	
	

	3
	Testing research
	
	
	
	

	4
	Customer feedback
	
	
	
	

	5
	Cost analysis
	
	
	
	


Question 3: What are the solutions to the problems encountered during the companies?

	S/N
	ITEM STATEMENT
	SA
	A  
	D  
	SD  

	1
	Recruitment of qualified marketing personnel
	
	
	
	

	2
	Adequate training and retraining of markers
	
	
	
	

	3
	Effective improvement of marketing plans
	
	
	
	


Question 4: Does marketing planning and control affect the profit maximization in production?
	Options
	Please Tick

	Yes
	

	No
	

	Undecided
	


Question 5: Does marketing planning and control help in achieving organizational goals and objectives?

	Options
	Please Tick

	Yes
	

	No
	

	Undecided
	


Question 6: Does motivating of staff affect the successful implementation of marketing planning and control?

	Options
	Please Tick

	Yes
	

	No
	

	Undecided
	


=  2.5








