THE IMPACT OF MARKETING STRATEGY ON THE PRODUCTIVITY OF AN ORGANIZATION: A CASE STUDY OF FIRST BANK NIGERIA PLC


[bookmark: _GoBack]ABSTRACT
Competition is stiff within business environment has not been effective compared to the last decade. This study sought to establish the effects of marketing strategies on Productivity of small and medium enterprises in Nigeria. The study was guided by the marketing mix theory and theory of push and pull. This research adopted a descriptive research survey to  determine  the  effects  of  marketing  strategies  on productivity of First Bank of Nigeria. This study‟s target population were staff of first bank PLC at the Enugu Metropolis. The study intended to use a sample size of 52 staff of FBN PLC This research collected primary data using questionnaires. The questionnaires comprised of both open and closed ended in line with the objectives of the study. Data collected was analyzed using descriptive statistics. Data analysis was done using Statistical Package for Social Sciences (SPSS version 21.0). marketing strategies had a positive significant effect on the Productivity of FBN PLC Nigeria. However, pricing the product too low or too high can have unintended consequences sales. Pricing strategies give FBN PLC the flexibility in setting prices and win new business or maintain prices and increase the profit margin. Promotional strategies had a positive significant effect on effect on the  Productivity of FBN PLC Nigeria. The study further concludes that employment of promotional strategies helped to keep customers informed of what the firm offered, promotional strategies informed clients or customers on both the price where to get the product and the price. Place strategies had a positive significant effect on the Productivity of small and medium enterprises in Nigeria. Location-based marketing is one of the best ways to convert foot traffic and online traffic into new customers. Location-based marketing helps to remove barriers to sales. The study recommends that FBN PLC in Nigeria should continually embrace product development strategy as this strategy provided a framework for creating new products or improving the performance, cost or quality of existing products. The FBN PLC should continually adopt pricing strategies (market penetration pricing, premium pricing, price skimming and economy pricing) as these tactics were found to have a positive impact on Productivity. Although a successful pricing strategy can increase revenue and profitability, careful planning is also essential to minimize the risk of costly mistakes related each specific strategy. FBN PLC must continually embrace promotion strategies.
CHAPTER ONE
INTRODUCTION
1.1 Background to the study
To achieve a set of organizational goals and objectives, companies conceptualize, design, and implement various strategies. These strategies can be corporate, business, or functional. Marketing strategies constitute one of the functional strategies amenable to application by contemporary companies in order to enhance performance. Marketing has been defined and conceptualized in various ways, depending on the author’s background, interest, and education. For example, marketing can be seen as a matrix of business activities organized to plan, produce, price, promote, distribute, and market goods, service, and ideas for the satisfaction of relevant customers and clients. marketing strategy is important for the success of any organization, whether service- or product-oriented.
Marketing strategy is a method by which a firm attempting to reach its target market uses to attract customers. Marketing strategy starts with market research, in which needs, attitudes and competitor’s products are assessed and the firm concentrate its limited resources on the greatest opportunities to increase sales and achieve a sustainable competitive advantage (Nymous, 2006).Marketing strategy must focus on delivering greater value to customers and the firm at a lower cost however quantifying the return on investment from marketing expenditure on activities such as advertising, promotion and distribution is one of the most complex issue facing decision makers. Marketing performance is central to success in today’s fast moving competitive markets, and measuring marketing performance is critical to managing it effective (Chiliya, 2009).
In order to measure marketing strategy effectiveness, a business has to break down its marketing function into constituent parts, along with a mechanism through which to analyse the interaction between those parts. By doing this, decision-makers will finally be in a position to relate marketing expenses to shareholder value and to understand how to tie marketing initiatives back into the value created for the company. Decision-makers will be able to understand the internal motives that propel the marketing value of the business. The manipulation of the following marketing variables namely price variation and price promotion, research, advertising, product differentiation, quality, packaging and place will yield in-creased returns for firms.
Marketing strategies in commercial banks serve as the fundamental component of marketing plans designed to fill market needs and reach marketing objective. Marketing strategy involves careful scanning of the internal and external environments. Internal environmental factors include marketing mix, plus performance analysis and strategic constraints. While external environmental factors include customer analysis, competitive analysis target market analysis as well as evaluation of the element of technological, economic, cultural or political/legal environment likely to impact success.
Marketing strategy in commercial banks in Nigeria is basically designed to direct the flow of banking services profitably to target customers. The need for an effective marketing strategy stems from intense competition, not just from bank but other financial organization. Therefore banks strategize there marketing to create customer value as well as to establish customers need and to provide such needs in order to add more value to their service and gain competitive advantage. 
However, there are challenges in measuring marketing strategies in relation to productivity. Indeed several researchers indicate that there is a gab in this regard (okoh, 2009). It is against this, that the researcher considered the subject matter as a problem worthy of investigation.
1.2 STATEMENT OF THE PROBLEM
Marketing strategies are dynamic and interactive. They are partially planned as such; most organizations do not adhere strictly to their organization planned strategy sequel to influence of micro and micro environmental factors. As such most organizational component of marketing strategy is not inline with the company’s overarching mission hence marketing strategy is vague and complex to comprehend. As such implementing strategic marketing plan in most organization becomes a big constraint. This Â is evident in the fact that there are challenges in measuring marketing strategies in relation to productivity which several marketing literatures as well as journals have fail to address. Indeed several researchers indicates that there is a gab in this regard (okoh, 2009).
It is against this that the researcher sees the subject matter worthy of investigation. Therefore the study addresses the challenges of measuring marketing strategy in relation to productivity which has not been address by previous researches and marketing text in Nigeria
Marketing strategies and performance studies have also been done in Nigeria. Mwai (2015) carried out a study on factors that influence sales and marketing strategies adopted by commercial banks. The study found out that corporate strategy, organizational culture, target market and consumer behavior all influence the choice of sales and marketing strategies of the bank to a very large extent. Magunga (2010) also did a study on effects of marketing strategies on the performance of insurance companies in Nigeria. The study registered a positive relationship exists between product innovation as a marketing strategy and firm‟s performance. Muthengi (2015) also did a study on effects of marketing strategies on productivity of commercial banks in Nigeria. The findings  of the study indicated an overall significance of the marketing variables adopted, although not much effect was seen when a marketing variable is compared with bank performance in isolation of other variables. Therefore, there have been few studies in Nigeria on marketing strategies and its effects on productivity of small and medium enterprises. This, therefore, creates a proper avenue to fill the gap that other researchers have left. The study tries to focus on effects of marketing strategies on productivity of enterprises in Nigeria which then leads to the question; what are the effects of marketing strategies on productivity of small and medium enterprises?
1.3 Research Objective
The main objective of this study was to examine the impact of marketing strategy on the productivity of an organization: a case study of first bank Nigeria plc. Specifically the study aims to
1. Evaluate the relationship between marketing strategy and the level of profit
2. To determine the relationship between promotional strategy and the sales volume
1.4 Research Hypotheses
Based  on  the  proposed  research  problem,  research question  and the research  objectives  above,  the following null hypotheses are postulated to guide the study 
H1: There  is no significant relationship between marketing strategy and the level of  profit . 
H2: There is no significant relationship between promotional strategy and the sales volume  
1.5 Significance of the Study
This study will be of significance to small and medium enterprises owners since most of them aim to maximize profitability and the owner‟s interest. Thus, this study will help small and medium enterprises owners and managers to identify the necessary marketing strategies to enhance their productivity. In addition, the study will be of importance to marketing agencies. This is because marketing agencies provide marketing services to various organizations. Therefore, this study will help them to identify the specific marketing practices, which enhance performance of enterprises.
Additionally, policy makers like the government and other stakeholders around the world have been developing strategies to improve the performance and sustainability of small and medium enterprises. Therefore, this study will highlight the effect of marketing strategies on small and medium enterprises performance. The findings may be used to generate new policies and revision of the existing policies. Further, the study will provide additional knowledge and literature on marketing strategies and performance of small and medium enterprises. Future researcher and scholars may use the research findings to carry out their own studies.
To the academicians the study will contribute to the body of knowledge which will benefit scholars and researchers and simulate further research in this field of strategy implementation. Researchers could also be able to borrow from the findings of this study and may even further the study by varying the various variables used to get more precise results. This study will add to the existing body of knowledge on this very important topic of market strategies. To this extent it will be beneficial to future academic researchers who may wish to understand how different institutions carry out this process.
1.6 SCOPE/LIMITATION OF THE STUDY
This study on the the impact of marketing strategy on the productivity of an organization: a case study of first bank Nigeria plc.
In the conduct of this research on Marketing Strategies and their Effects in Sales Expansion in Organizations, the researcher however, face some challenges,
Confidentiality: Most leading marketing organizations hold back vital information that could assist this research, because they believe such information are confidential.
Lack of Data Bank: Majority of organizations visited lack data bank which makes it difficult for past data to be assessed in order to carryout proper qualitative analysis and other statistical analysis. 
Problem of Inadequate Fund: The researcher cannot cover wide in space due to lack of finance and in some cases some information have to be paid for and in a situation where payment is not available, the information is forgone.  Ill-equipped Libraries:  Due to the book museum called libraries and research centers, current and recent information could not be assessed. Most of the materials in the library are outdated. This problem really affected this research work because with current information either with books or internet will make this work more excellent and current.
1.7 DEFINITION OF TERMS
MARKET: This is an exchange relationship among buyers and sellers, be it traditional market place for local fresh product and handcraft.
MARKETING: It is the process of determining consumer demand for product or services, motivating its sales and distributing it to ultimate consumer at a profit
MARKETING STRATEGIES: This is referred to as all marketing effort in terms of tactics and devices that are used to identify the target market with a view to accomplishing the marketing tasks in the best possible ways.
PROMOTION: It is defined as the design and management of a marketing sub-system for the purpose of informing and persuading present and potential customers.
PRODUCT: A product is a tangible or intangible thing that can be offered to a market for attention, use or consumption that might satisfy a want or need example physical objects or services.
DISTRIBUTION: This is the route or path through which goods moves from the point of production to the point of consumption.
PRICING: It is the exchange of value for a product. It is the value that one puts on the utility that one will receive from goods and services.
MARKET LEADER: This is the firm that holds the upper hand in the market. It has influential roles on the individual existing in the market.



CHAPTER TWO 
LITERATURE REVIEW
2.1 Introduction
This chapter presents a review of the related literature on effects of marketing strategies as presented by various researchers, scholars, analysts and authors. The chapter also provides the theories underpinning the study.
2.2 Theoretical Foundation
This section examines the various theories that were used to inform the study on the effects of marketing strategies on productivity. The study was guided by the following theories; marketing mix theory and theory of push and pull.
2.2.1 Marketing Mix Theory
According to Grönroos, (1994) the theory of Marketing Mix was coined by Borden. The theory is still used today to make important decisions that lead to the execution of a marketing plan. The idea of a marketing mix theory is to organize all aspects of the marketing plan around the habits, desires and psychology of the target market. Marketing Mix Theory combines a number of components in order to strengthen and solidify a product‟s brand and to help sell the product or service. The components combined by this are products, price, promotion and place forming the Four P‟s. These four P's are the parameters that the marketing manager can control, subject to the internal and external constraints of the marketing environment. The goal is to make decisions that centers the four P's on the customers in the target market in order to create perceived value and generate a positive response.
The marketing mix framework was particularly useful in the early days of the marketing concept when physical products represented a larger portion of the economy (Grönroos, 1994). Today, with marketing more integrated into organizations and with a wider variety of products and markets, some authors have attempted to extend its usefulness by proposing a fifth P, such as packaging, people, process, etc. Today however, the marketing mix most commonly remains based on the 4 P's. Despite its limitations and perhaps because of its simplicity, the use of this framework remains strong and many marketing textbooks have been organized around it.
2.2.2 Push and Pull Theory
The Push and Pull theory of customer service are two theories, the "Push" theory and the "Pull" theory. The theory of push pull has been most often applied to marketing processes by businesses and organizations. Push or pull is defined by whether the customer or the business initiates the activity. According to Zmud (1984) the theory of push and pull was developed in 1911 by Fredrick Winslow Taylor in his work on "The Principles of Scientific Management." Business took his ideas to heart and started focusing on becoming more efficient than their competition. This led to determining the needs of the potential customer and pushing the solutions out to those customers. In today's, market pushing solutions are sometimes seen by the customer as intrusive or overlooked by the customer as the solution gets lost due to information overload. Many companies are moving away from the push theory to a pull theory. That is, they are providing the information and solutions in a generally accessible format and allowing the customer to determine what best suits their needs.
One of the base assumptions about pushing solutions (products, information, etc.) to customers is that the business or organization can anticipate the needs of the customer in advance of the need and prepare the solution ahead of time (Cooper & Kleinschmidt, 2015). Organizations that emphasize the push theories often do so to increase efficiency. They believe that if, for instance, they create the penultimate user manual that they will cover all of the questions the customer might have and thereby limit the amount of contact the customer needs to make to the organization. As well, by using a push model the organization can limit those areas for which service is provided which again might provide efficiency in the training of support personnel. This model has become more difficult to implement as organizations are believe they may be sacrificing effectiveness for the efficiency.
Pulling solutions have always been part of most organizations. A customer would visit the organization and ask questions and someone would answer them. In the case of "pull," the customer initiates the request for a solution rather than merely choosing a solution from the solutions offered by the organization (Zmud, 1984). This is being used more often as consumers have begun to distrust the solutions provided directly by organizations and wish to do the research themselves. This model requires the business or organization to provide as much materials as possible in as many formats as possible and hope that the customer discovers the solution. This is not an efficient model from the customer's or the organizations point of view but it is effective in many cases.
2.3 Market Strategies
There are various marketing strategies used by small and medium enterprises to enhance their productivity and to market their products and services. This study examines the customer relationship marketing strategy, innovative marketing strategies and the technology based marketing strategies.
2.3.1 Product development Strategies
Brassington and Pettitt (2016) states that regardless of a product being a new innovation, an update of a familiar product or an imitation of a competitor product, it needs careful considerations and planning to make sure suits the customers‟ needs and wants, it should have a significant competitive advantage and should be accepted in the marketplace. Van Auken, Madrid-Guijarro, Garcia- Perez-de-Lema (2015) states that innovation facilitates how small and medium businesses respond to market changes and maintain their competitive advantage. Organizations identify customer‟s wants and develop products to satisfy them; or develop environmentally responsible products that have fewer effects than competitor‟s. This increases the perceived quality of the firm‟s products, market share as well as customer satisfaction.
2.3.2 Pricing Strategies
An acceptable price change is determined by the buyer‟s willingness and ability to purchase a product, and the seller‟s cost of producing and distributing the product. Price discrimination is a common method used by organizations where products are of different prices depending on the quality, thus products of high quality are priced higher than other products thus scooping the crème of the market and eventually more profit for the organization. The organization can show that a portion of the price goes to a worthy cause such as scholarships and donations to the needy in the society. Makgoe (2015) states that the location of the small and medium enterprises can have an effect on costs. Therefore, the quality of the transportation system is a key factor, as the enterprises should be able to deliver the product as agreed. The implications of transport costs would, therefore, increase the suppliers‟ final price which makes it extremely difficult for medium enterprises to get business deals or contracts. However, pricing has become increasingly vital as the basis for competition within Nigerian medium enterprises. This means that businesses use pricing as a strategy for local medium enterprises. Therefore, this might have a negative impact or take the enterprises out of business. Organizations that have inadequate market orientation are much likely to price their commodity by checking the competition or marking up their costs to attain a set profit margin (Doyle, 2009). There are good odds that these businesses will hurt their customer value, market share and profit margins.
2.3.3 Promotion Strategies
Van Scheers and Radipere (2014) believe that advertising has been a means to aid small and medium enterprises and differentiate them from the competition. Clow and Barack (2014) highlight that most small businesses do not have the funds to broadcast a marketing message to millions of potential clients. After developing a product, set the best market price and identify an appropriate channel for distribution, an organization must promote it to potential buyers. It‟s important for the entrepreneur to notify the potential buyers about the product‟s obtainability or to inform the consumer, using promotion media such as radio, print, or television. The entrepreneur must carefully
examine each and every alternative medium and evaluate not only the costs but also the effectiveness of the medium in meeting the set objectives. According to Carson & Gilmore (2015), a common constraint facing many smaller firms is lack of promotional activity to help them compete with larger organizations. One way of dealing with this challenge is forming an alliance with other organizations by forming business network. If the organizations create a marketing programme, each customer or prospect will be in a position to directly tell other potential customers about company offering. The company can leverage on eco-friendly promotion strategies through use of internet instead of print media. In addition, it is vital to be transparent to enable customers to easily find out whether the promoted information is correct.
2.3.4 Place Strategies
Market access and potential competitiveness are key challenges facing medium enterprises. Small and medium enterprises, aiming the international markets, face difficult decisions with regards to the choice of governance modes. A major influence on the changing structure, performance and location of retailing is the operational environment in which retail firms must function. This environment encompasses social, economic, technological and political elements which generate a culture to which retailers respond with managerial decisions. The location of the firm in relation to its target market will influence the performance of the firm because of the cost of delivering the goods and services to consumers (Cavusgil & Zou, 2014). It is very critical that a medium enterprise select a location that will serve the customers in a cost-effective manner to reduce on the overheads.
2.4 Market strategies and productivity
The aim of strategy is to establish a sustainable and profitable position against the forces that determine industry competition. Doyle (2009) defined strategy as a unified, comprehensive and integrated plan that relates the strategic advantages of the firm to the challenges of the environment and that is designed to ensure that the basic objectives of the enterprise are achieved through proper execution by the organization. Luostarinen and Gabrielsson (2006) point out that sales and marketing strategies may be adopted to combat competition, to improve the position of the company in the market or to grow the business. The type of strategy required will depend on several factors but the main influences include: number and power of competitors, company strengths, size of business, financial position, and government influences. Doyle (2009) added that marketing strategy aims to communicate to customers the added value of products and services.
Marketing is a major issue in business performance and innovation with significant influence on business strategy. Good marketing supports sales and expansion and contributes significantly to the growth of market share in competitive markets (Marjanova & Stojanovski, 2012). Studies have established that marketing strategies play an important role in enhancing the productivity for instance, Taiwo et al., (2010) found that strategic marketing practices have a significant impact on performance variables and that they interact with the different components to facilitate performance. Santos-Vijande et al., (2012) also analyzed the organizational antecedents of marketing capabilities and their impact on business performance and established that marketing capabilities exert a significant and positive effect on clients‟ satisfaction and loyalty,
which ultimately lead to better organizational performance in terms of sales, profit, and market share. Ardjouman & Asma (2015) also explored marketing management  strategies adopted by small and medium enterprises in Cote d‟Ivoire to improve their performances and established that there is a high level of awareness of the significance roles played by marketing management strategies in the performance of small and medium enterprises.
2.5 Conceptual Framework
A conceptual Framework is a basic structure that consists of certain abstract blocks which represent the observational, the experiential and the analytical aspects of a process or system being conceived. The interconnection of these blocks completes the framework for certain expected outcomes. The framework is used in research to outline possible courses of action or to present a preferred approach to an idea or thought. The conceptual framework is a diagrammatical presentation of variables in the study. The framework illustrates the interrelationship between dependent and independent variables. The independent variables include: Product Development marketing strategies, Promotion marketing strategies, Pricing Marketing Strategies and Place Marketing Strategies while the dependent variable is the productivity of small and medium enterprises in Nigeria.
2.6 Empirical Review 
Ebitu (2016) did a study on Marketing strategies and the performance of enterprises in Akwa-Ibom State, Nigeria. The study was motivated by the fact that SMEs in Akwa Ibom State find themselves in a competitive environment and may not know which marketing strategy is effective in improving their business performances. The study adopted the survey method. 240 questionnaires were issued to SMEs in the three senatorial districts of the State. The study revealed that there is a significant impact of product quality strategy and relationship marketing strategy on the profitability and increased market share of SMEs in Akwa Ibom State. Further, Ardjouman & Asma
(2015)  investigated  the   Marketing  management   strategies   affecting  performance of
enterprises (SMEs) in Cote d'Ivoire. The study adopted an exploratory and descriptive survey research design. The findings of this study revealed that there is a high level of awareness of the significance roles played by marketing management strategies in the performance of SMEs. Ebitu et al., (2015) did a study on Marketing problems and the performance of selected enterprises (SMEs) in Southern Senatorial District of Cross River State in Nigeria. The area of study was Calabar Metropolis, while the study frame were owners and managers of SMEs. The sample size of the study was 150 and data was collected with the use of structured questionnaire. The findings highlighted in the study were; there is a significant relationship between the marketing problems experienced by SMEs and the increase in their profit margin and sales volume.
Kisaka (2012) carried out a study on relationship between marketing strategies and the performance of savings and credit societies in Mombasa district. The study used a descriptive research design to evaluate the effects of the marketing strategies on the performance of SACCOs. The target population constituted the chief executive officer, the marketing manager and the loans manager/officer. A census population of 84 respondents was considered for this study. The findings of the study revealed a causal relationship between marketing strategies and the performance of SACCOs. Most of these organizations pursue strategies like product differentiation, niche marketing as they pursue to be perceived as the cheapest in the markets in terms of cost. Njoroge (2015) studied on Marketing strategies and the performance of enterprises in Matuu town, Machakos County, Nigeria. To achieve the study objectives, the study used a descriptive research design and the population of interest comprised all the small and medium enterprise in Matuu town, Machakos County. A sample of 86 SMEs was selected by using simple random and stratified sampling methods. The study established that customer relationship marketing strategies and technology based marketing strategies have a positive insignificant influence on the performance of SMEs in Matuu  town while innovative marketing strategies have a significant negative relationship with the performance of SMEs in Matuu town. Locally, studies have been done on Market strategies, however from the above literature little has been done on effects of marketing strategies on productivity of small and medium enterprises hence the research gap.


CHAPTER THREE 
RESEARCH METHODOLOGY
3.1 Introduction
This chapter sets out various stages and phases that are to be followed in completing the research. It involves a blueprint for the collection, measurement and analysis of data. This section is an overall scheme, plan or structure conceived to aid the researcher in answering the raised research question. The following subsections were included; research design, population, data collection and finally data analysis.
3.2 Research Design
Kothari (2004) defines research design as framework that shows how problems under investigation are solved. A descriptive survey is a design that involves establishing what is happening as far as a particular variable is concerned. This research adopted a descriptive research survey to determine the effects of marketing strategies on productivity of small and medium enterprises in Nigeria. As noted by Mugenda and Mugenda (2003), descriptive design is the precise measurement and reporting of the characteristics of the phenomena under investigation and describes phenomena, situations and events. This is mainly because the focus of the research is to gain an understanding and insight on the effects of marketing strategies on sales expansion of small and medium enterprises.
3.3 Target Population
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 (Udoyen: 2019). the population for this study include all the staff of First Bank Nigeria PLC. There are about 60 staff at First bank PLC
3.6	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 used the [TARO YAMANE FORMULA] to determine the sample size. 
3.7	Sample size technique
Yamane (1967:886) provides a simplified formula to calculate sample sizes.
ASSUMPTION: 
  95% confidence level 
 P = .5
[image: ]
n= 60/1+60(0.05)2
n= 60/1+60(0.0025)
n= 60/1+0.15
n=52
3.8	Instrumentation 
This is a tool or method used in getting data from respondents. In this study, questionnaires and interview are research instruments used. Questionnaire is the main research instrument used for the study to gather necessary data from the sample respondents. The questionnaire is structured type and provides answers to the research questions and hypotheses therein.
This instrument is divided and limited into two sections; Section A and B. Section A deals with the personal data of the respondents while Section B contains research statement postulated in line with the research question and hypothesis in chapter one. Options or alternatives are provided for each respondent to pick or tick one of the options.
3.9	Reliability
[bookmark: _bookmark61]The researcher initially used peers to check for consistence of results. The researcher also approached senior researchers in the field. The research supervisor played a pivotal role in ensuring that consistency of the results was enhanced. The instrument was also pilot tested.
3.10	Validity
Validity here refers to the degree of measurement to which an adopted research instrument or method represents in a reasonable and logical manner the reality of the study (Udoyen: 2019). Questionnaire items were developed from the reviewed literature. The researcher designed a questionnaire with items that were clear and used the language that was understood by all the participants. The questionnaires were given to the supervisor to check for errors and vagueness.
3.11	Method of Data Collection 
The data for this study was obtained through the use of questionnaires administered to the study participants. Observation was another method through which data was also collected as well as interview. Oral questioning and clarification was made.
3.12	Method of Data Analysis
The study employed the simple percentage model in analyzing and interpreting the responses from the study participants while the hypothesis was tested using pearson correlation.
3.13	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 ANALYSIS, INTERPRETATIONS AND PRESENTATION
4.1 Introduction
This chapter discusses the interpretation and presentation of the findings obtained from the field. The chapter presents the background information of the respondents, findings of the analysis based on the objectives of the study. Descriptive and inferential statistics have been used to discuss the findings of the study.
4.1.1 Response Rate
The study targeted a sample size of 52 respondents from which 47 filled in and returned the questionnaires making a response rate of 94%.
Table 4.1: Response Rate
	
	Questionnaires
Administered
	Questionnaires
filled & Returned
	Percentage

	Respondents
	52
	47
	94



Source: (Survey Data, 2017)
This response rate was satisfactory to make conclusions for the study as it acted as a representative. According to Mugenda and Mugenda (2003), a response rate of 50% is adequate for analysis and reporting; a rate of 60% is good and a response rate of 70% and over is excellent. Based on the assertion, the response rate was excellent.
4.2 Background Information
This section investigated respondents‟ background information. Specifically, the areas demographics assessed included the gender category, the period which the business has been in operation and business ownership.
4.2.1 Gender Category
The study sought to determine the gender category of the respondents; this was done in view of ensuring that genders were equitably engaged in this research. Results are shown in Table 4.3
Table 4.3: Gender Category
	Gender
	Frequency
	Percentage

	Male
	41
	87.2

	Female
	6
	12.8

	Total
	47
	100



Source: (Survey Data, 2017)
Results obtained show that (87.2%) of FBN PLC in Enugu Metropolis were headed by males with only 12% being headed by females. This implies that the management of small and medium enterprises were commonly dominated by males.
4.2.2 Period Which the respondent Has Been working with FBN
Respondents were requested to indicate the period which business has been in operation.  This was sought in view of ensuring Results are shown in Table 4.4
Table 4.4: Period Which Business Has Been in Operation

	Period
	Frequency
	Percentage

	Less than 1 year
	5
	10.6

	2-5 years
	9
	19.1

	Over 5 years
	33
	70.2

	Total
	47
	100


Source: (Survey Data, 2017)

Results obtained show that (70.2%) had been in operation for more than 5 years, 19.1% of the FBN involved had been in operation for a period of 2 to 5 years whereas 10.6% had been in operation for less than a year. This implies that most of that business had been in operation for a considerable period which implies that they were able to provide credible information relating to the study topic.
[bookmark: _bookmark54][bookmark: _bookmark52]Marketing strategies and sales expansion in FBN

4.1.1 [bookmark: _bookmark55]Product Development Strategies

This section investigates some of the product development strategies adopted by the small and medium enterprises.
[bookmark: _bookmark56]The research sought to establish the extent to which respondents agreed with the following statements relating to the product development strategies. Results are shown in Table 4.6 
Table 4.6: Product Development Strategies
	Statements
	Mean
	Std deviation

	FBN offer a broad product line
	4.32
	0.36

	FBN have products with a broad market appeal
	3.75
	0.21

	FBN are efficient in meeting customer wants
	4.11
	0.14

	FBN developed and test their products to confirm their

adaptability and suitability to the target customers.
	
3.85
	
0.85



Source: (Survey Data, 2017)
From the study results, majority of the respondent agreed FBN offered a broad product line (Mean = 4.32, STD dev = 0.36) and that FBN are efficient in meeting customer wants (Mean = 4.11, STD dev =0.14). The findings are in support of the research by Doyle (2009) that the power of product development has helped FBN to endure competitiveness. The findings also conform to Njoroge‟s (2015), argument that product innovation process provides the means for safeguarding and improving quality and also for saving costs.
The study further revealed that FBN developed and tested their products to confirm their adaptability and suitability to the target customers (Mean = 3.85, STD dev = 0.85) and that FBN have products with a broad market appeal (Mean =3.75, STD dev = 0.21).  The findings are in line with Acquaah and Yasai-Ardekani (2008) who found out that product differentiation strategy enhanced organizational performance. The study also conforms with Otieno (2015) that FBN should learn, adopt and reorient themselves to the changing environment product innovation process.
4.3.2 Pricing Strategies
The study sought to establish the extent to which respondents agreed with the following statements relating to product pricing strategies. Results are shown in Table 4.7
Table 4.7: Product Pricing Strategies
	Strategies
	Mean
	Std deviation

	Pricing is a basis for competition among micro and mall
enterprises
	4.10
	0.14

	FBN have quality transportation to deliver their products to the markets.
	
4.22
	
0.25

	FBN price are higher as compared to standard quality
	2.01
	0.76

	Market orientation of a product is important for product
pricing
	
3.99
	
0.15



Source: (Survey Data, 2017)
From the study results, majority of the respondent agreed that FBN have quality transportation to deliver their products to the markets (mean = 4.20, STD dev =0.25), pricing is a basis for competition among micro and small enterprises (mean = 4.02, STD dev =0.14). The findings concur with the research by Wambua (2014), found a strong correlation (0.7) between the premium pricing strategy and firms‟ market share.
The study further revealed that Market orientation of a product is important for product pricing (Mean = 3.99, STD dev = 0.15). Respondents disagreed that FBN prices are higher as compared to standard quality (Mean =2.01, STD dev = 0.76). The findings are in line with the research by Kiprotich (2012), concluded that price skimming strategy is designed to help businesses maximize sales on new products.
4.3.3 Promotion Strategies
The research sought to establish the extent to which respondents agreed with the following statements relating to promotion strategies. Results are shown in Table 4.8.
Table 4.8: Product promotion Strategies
	Statements
	Mean
	Std deviation

	Existence of promotion strategies
	3.75
	0.21

	FBN advertise their products through various media
	4.25
	0.22

	FBN focus on customers‟ needs and integrating all

activities of the organization to satisfy those needs
	
3.80
	
0.47

	FBN promotional strategy elicit attention, interest, desire

and action
	
4.05
	
0.14

	FBN introduce new products in design and style
	3.96
	0.39


Source: (Survey Data, 2017)
From the study results, majority of the respondent agreed that the family business advertised their products through various media (Mean = 4.25, STD dev =0.22) and that FBN PLC promotional strategy elicit attention, interest, desire and action (Mean =4.05, STD dev =0.14). The findings are in support of the research by Ong‟ong‟a (2014), who concludes that the enterprises should focus more of its effort on promotion strategy because there was a significant level of effect of promotion strategy on the number of customers,  customer loyalty and quality of service.
The study further revealed that FBN PLC introduced new products in design and style (Mean=0.96, STD dev =0.39) SME‟s focus on customers‟ needs and integrating all activities of the organization to satisfy those needs (Mean = 3.80, STD dev =0.47) and that FBN PLC had adopted of promotion strategies (Mean = 3.75, STD dev = 0.21). The findings are in line with the research by Kiprotich (2012), concluded that promotion strategy is designed to help businesses maximize sales on new products and services; price skimming involves setting rates high during the introductory phase.
4.3.4 Place Strategies
The research sought to establish the extent to which respondents agreed with the following statements relating to place strategies. Results are shown in Table 4.9
Table 4.9: Place Strategies
	Place Strategies
	Mean
	Std deviation

	FBN PLC are accessible to customers
	4.15
	0.81

	FBN PLC have a reliable channel of distribution for their

products
	
3.95
	
0.36

	Location of the small and medium enterprise affects

performance and distribution of the product.
	
4.20
	
0.23

	Place strategy outline how and where the FBN PLC will place

their products or services to gain market share.
	
3.65
	
0.47


Source: (Survey Data, 2017)
From the study results, majority of the respondent agreed that location of the small and medium enterprise affects performance and distribution of the product (Mean = 4.20, STD dev =0.23) and FBN PLC are accessible to customers (Mean = 4.15, STD dev = 0.81). The findings are in support of the research by Cavusgil & Zou, (2014) adoption of place strategies in the entrepreneurships offers a promising way to face the ever-increasing challenges and competition.
The study further revealed that FBN PLC have a reliable channel of distribution for their products (Mean = 3.95, STD dev =0.36) and that place strategy outline how and where the FBN PLC will place their products or services to gain market share (Mean =3.65, STD dev = 0.47). The findings are in line with the research by Cavusgil & Zou, (2014) the location of the firm in relation to its target market is very critical.
4.3.5 Performance
The study sought to establish the extent marketing strategies adopted by enterprises influence the performance of FBN PLC. Results are shown in Table 4.10
Table 4.10: Extent to which marketing strategies influence Performance of FBN PLC
	
	Frequency
	Percentage

	Large Extent
	32
	68.1

	Moderate Extent
	9
	19.1

	Minimal extent
	6
	12.8

	Total
	47
	100



Source: (Survey Data, 2017)
Results obtained show that majority of the respondents 68.1% opined that marketing strategies adopted by enterprises influence the performance of FBN PLC to large extent, 19.1% indicated to a moderate extent whereas 12.8% indicated to a minimal extent. This implies that marketing strategies adopted by enterprises influence the performance of FBN PLC to a large extent.
The study further sought to determine the extent in which the business performance has grown in the following areas due to adoption of marketing strategies. Results are shown in Table 4.11
Table 4.11: Performance of FBN PLC
	
	Performance
	Mean
	Std deviation

	
	Net profit
	4.15
	0.11

	
	Number of employees
	3.98
	0.25

	
	Sales volume
	4.30
	0.14

	
	Market share
	4.35
	0.36



Source: (Survey Data, 2017)
Results obtained show that adoption of marketing by family owned FBN PLC had resulted to increased market share, (mean = 4.35, STD dev =0.36) increased sales volume (mean = 4.30, STD dev =0.14), net profit (mean = 4.15, STD dev = 0.11) and increased number of employees (mean = 3.98, STD dev =0.25). Respondents also reported that adoption of marketing strategies also resulted to enhanced customer satisfaction, product and service quality, customer loyalty and customer retention. The study findings concur with the findings of Spanos and Lioukas (2001) who argued that there existed a positive evidence of the relationship between pricing strategies and market performance.
4.4 Pearson Correlation Analysis
After the descriptive analysis, the study conducted Pearson correlation analysis to indicate a linear association between the predicted and explanatory variables or among the latter. It thus helps in determining the strengths of association in the model that is, which variable best explained the relationship between marketing strategies and productivity of small and medium enterprises in Nigeria
Table 4.12: Correlations Table
	
	
	
Performance of FBN PLC
	Product development strategies
	
Pricing strategies
	
Promotion strategies
	
Place strategies

	Performance of FBN PLC
	Correlation Coefficient
	1.000
	.563
	.731
	.602
	.614

	
	Sig. (2-tailed)
	.
	.001
	.003
	.002
	.000

	
	N
	47
	47
	47
	47
	47

	Product
development strategies
	Correlation Coefficient
	.563
	1.000
	.142
	.037
	001

	
	Sig. (2-tailed)
	.001
	.0012
	.000
	.003
	.002

	
	N
	47
	47
	47
	47
	47

	
	Correlation Coefficient
	.731
	.142
	1.000
	.046
	.008

	Pricing strategies
	Sig. (2-tailed)
	.003
	.011
	.004
	.000
	.000

	
	N
	47
	47
	47
	47
	47

	
	Correlation Coefficient
	.602
	-.037
	.046
	1.000
	.124

	Promotion strategies
	Sig. (2-tailed)
	.002
	.000
	.001
	.
	.002

	
	N
	47
	47
	47
	47
	47

	
	Correlation Coefficient
	.614
	001
	.008
	.124
	1.000

	Place strategies
	Sig. (2-tailed)
	.000
	.001
	.003
	.000
	.

	
	N
	47
	47
	47
	47
	47


Source: (Survey Data, 2017)
On the correlation of the study variable, the researcher conducted a Pearson moment correlation. From the finding in the table 4.12, the study found a strong positive correlation between productivity of FBN PLC and product development strategies as shown by correlation factor of 0.563, this strong positive relationship was found to be statistically significant as the significant value was 0.001 which is less than 0.05. The study also found strong positive correlation between performance of pricing strategies and productivity of FBN PLC as shown by correlation coefficient of 0.731, this too was also found to be statistically significant at 0.003 confidence level. Wambua (2014), found a strong correlation (0.7) between the premium pricing strategy and firms‟ market share.
The study further found a strong positive correlation between performance of promotion strategies and productivity of FBN PLC as shown by correlation coefficient of 0.602, this too was also found to be statistically significant at 0.002 confidence level and finally the study also found a strong positive correlation between performance of place strategies and productivity of FBN PLC as shown by correlation coefficient of 614 at 0.000 level of confidence. The findings concur with Franks and Sharma and Dayaratna (2004), who found out that strong positive correlation between place strategies and performance of family business.
4.5 Discussion
The study found that a considerable number of FBN PLC in Enugu Metropolis had adopted product development strategies, there existed a strong positive significant correlation between productivity of FBN PLC and product development strategies (correlation factor = 0.563), results also show that FBN PLC offered a broad product line (mean = 4.32,) and that FBN PLC are efficient in meeting customer wants (mean = 4.11). The findings are in support of the research by Doyle (2009) that the power of product development has helped FBN PLC to endure competitiveness. The findings also conform to Njoroge‟s (2015), argument that product innovation process provides the means for safeguarding and improving quality and for saving costs. The study further revealed that FBN PLC developed and test their products to confirm their adaptability and suitability to the target customers (mean = 3.85) and that FBN PLC have products with a broad market appeal (mean = 3.75). The study also confirms with Otieno (2015) that FBN PLC have to learn, adopt and reorient themselves to the changing environment product innovation process.
The study found that considerable number of FBN PLC in Enugu Metropolis had adopted pricing strategies. Inferential statistics show that there existed a strong positive significant correlation between productivity of FBN PLC and pricing strategies (correlation factor = 0.731). The investigated some of the product pricing strategies adopted by the small and medium enterprises. Results show that most of the FBN PLC have quality transportation to deliver their products to the markets (mean = 4.20), pricing is a basis for competition among micro and small enterprises (mean = 4.02). The findings concur with the research by Wambua (2014), found a strong correlation (0.7) between the premium pricing strategy and firms‟ market share.
The study further revealed that market orientation of a product is important for product pricing (Mean = 3.99) FBN PLC prices are standard as compared to standard quality (Mean
=4.01, STD dev = 0.76). The findings are in line with the research by Kiprotich (2012), concluded that price skimming strategy is designed to help businesses maximize sales on new products.
Results show that FBN PLC had promotion strategies. Adoption of promotion strategies had a significant positive effect on productivity (correlation coefficient = 0.602, significant value = 0.00). Descriptive results show that considerable number of FBN PLC advertised their products through various media (mean = 4.25) and that FBN PLC promotional strategy elicit attention, interest, desire and action (mean = 4.05). The findings are in support of the research by Ong‟ong‟a (2014), who concludes that the enterprises should focus more of its effort on promotion strategy because there was a significant level of effect of promotion strategy on the number of customers, customer loyalty and quality of service.
The study further revealed that FBN PLC introduced new products in design and style (mean = 0.96) FBN PLC focus on customers‟ needs and integrating all activities of the organization to satisfy those needs (Mean = 3.80) and that the FBN PLC had adopted of promotion strategies (Mean = 3.75). The findings are in line with the research by Kiprotich (2012), concluded that promotion strategy is designed to help businesses maximize sales on new products and services; price skimming involves setting rates high during the introductory phase.
Results show that FBN PLC had place strategies. Adoption of place strategies had a significant positive effect on productivity (correlation coefficient = 0.614, significant value = 0.000). Descriptive results show that location of the small and medium enterprise affects performance and distribution of the product (mean = 4.20) and that FBN PLC are accessible to customers (mean = 4.15). The findings are in support of the research by Cavusgil & Zou, (2014) adoption of place strategies in the entrepreneurships offers a promising way to face  the ever-increasing challenges and competition. The study further revealed that FBN PLC have a reliable channel of distribution for their products (mean = 3.95) and that place strategy  outline how and where the FBN PLC will place their products or services to gain market share (mean =3.65). The findings are in line with the research by Cavusgil & Zou, (2014) the location of the firm in relation to its target market is very critical.
The study established that marketing strategies adopted by enterprises influence the performance of FBN PLC to large extent. Adoption of marketing by family FBN PLC had resulted to increased market share, (mean = 4.35,) increased sales volume (mean = 4.30), net profit (mean = 4.15,) and increased number of employees (mean = 3.98). Respondents also reported that adoption of marketing strategies also resulted to enhanced customer satisfaction, product and service quality, customer loyalty and customer retention. The study findings concur with the findings of Spanos and Lioukas (2001) who argued that that there existed a positive evidence of the relationship between pricing strategies and market performance.

CHAPTER FIVE
SUMMARY OF FINDINGS CONCLUSION AND RECOMMENDATIONS
5.1 Introduction
From the analysis and data collected, the following discussions, conclusion and recommendations were made. The responses were based on the objectives of the study. The sought to establish the effect of marketing strategies on sales expansion of an organization.
5.2 Summary of the Findings
The study findings show that considerable number of FBN PLC in Enugu metropolis had adopted product development strategies, there existed a strong positive significant correlation between productivity of FBN PLC and product development strategies, FBN PLC offered a broad product and that FBN PLC are efficient in meeting customer wants. The findings are in support of the research by Doyle (2009) that the power of product development has helped FBN PLC to and while enduring competitive. The findings also conform to Njoroge‟s (2015), argument that product innovation process provides the means for safeguarding and improving quality and for saving costs. The study further revealed that FBN PLC developed and test their products to confirm their adaptability and suitability to the target customers and that FBN PLC have products with a broad market appeal. The study also confirms with Otieno (2015) that FBN PLC should learn, adopt and reorient itself to the changing environment product innovation process.
Results obtained show that considerable number of FBN PLC in Enugu Metropolis had adopted pricing strategies. Inferential statistics show that there existed a strong positive significant correlation between productivity of FBN PLC and pricing strategies. Results show that most of the FBN PLC have quality transportation to deliver their products to the markets, pricing is a basis for competition among micro and mall enterprises. The findings concur with the research by Wambua (2014), found a strong correlation (0.7) between the premium pricing strategy and firms‟ market share. The study further revealed that market orientation of a product is important for product pricing; FBN PLC prices are standard as compared to standard quality. The findings are in line with the research by Kiprotich (2012), concluded that price skimming strategy is designed to help businesses maximize sales on new products.
Results show that FBN PLC had promotion strategies. Adoption of promotion strategies had a significant positive effect on productivity (correlation coefficient = 0.602, significant value = 0.00). Descriptive results show that considerable number of FBN PLC advertised their products through various media and that FBN PLC promotional strategy elicit attention, interest, desire and action. The findings are in support of the research by Ong‟ong‟a (2014), who concludes that the enterprises should focus more of its effort  on  promotion  strategy  because there was a significant level of effect of promotion strategy on the number of customers, customer loyalty and quality of service.
The study further revealed that FBN PLC introduced new products in design and style (mean = 0.96) FBN PLC focus on customers‟ needs and integrating all activities of the organization to satisfy those needs (Mean = 3.80) and that the FBN PLC had adopted of promotion strategies (Mean = 3.75). The findings are in line with the research by Kiprotich (2012), concluded that promotion strategy is designed to help businesses maximize sales on new products and services; price skimming involves setting rates high during the introductory phase. Results show that FBN PLC had place strategies. Adoption of place strategies had a significant positive effect on productivity (correlation coefficient = 0.614, significant value = 0.000). Descriptive results show that location of the small and medium enterprise affects performance and distribution of the product and that FBN PLC are accessible to customers. The findings are in support of the research by Cavusgil & Zou, (2014) adoption of place strategies in the entrepreneurships offers a promising way to face the ever-increasing challenges and competition. The study further revealed that FBN PLC have a reliable channel of distribution for their products and that place strategy outline how and where the FBN PLC will place their products or services to gain market share. The findings are in line with the research by Cavusgil & Zou, (2014) the location of the firm in relation to its target market is very critical. The study established that marketing strategies adopted by enterprises influence the performance of FBN PLC to large extent. Adoption of marketing by FBN PLC had resulted to increased market share, increased sales volume, net profit and increased number of employees. Results also show that adoption of marketing strategies also resulted to enhanced customer satisfaction, product and service quality, customer loyalty and customer retention. The study findings concur with the findings of Spanos and Lioukas (2001) who argued that that there existed a positive evidence of the relationship between pricing strategies and market performance.
5.3 Conclusion
Based on the study results, the study concludes that considerable number of FBN PLC in Enugu Metropolis had adopted product development strategies, adoption of product development strategies resulted to a positive significant effect on the productivity of small and medium enterprises in Nigeria. Product development strategy helps FBN PLC achieve business goals, such as entering new markets, selling more to existing customers or winning business from competitors.
The study concludes that pricing strategies had a positive significant effect on the productivity of small and medium enterprises in Nigeria. However, pricing the product too low or too high can have unintended consequences sales. Pricing strategies give FBN PLC the flexibility in setting prices and win new business or maintain prices and increase the profit margin.
The study concludes that promotional strategies had a positive significant effect on effect on the productivity of small and medium enterprises in Nigeria. The study further concludes that employment of promotional strategies helped to keep customers informed of what the firm offered, promotional strategies informed clients or customers on both the price where to get the product and the price.
The study concludes that place strategies had a positive significant effect on the productivity of small and medium enterprises in Nigeria. Location-based marketing is one of the best ways to convert foot traffic and online traffic into new customers. Location-based marketing helps to remove barriers to sales. Once a customer is physically close to business store, the retailer acquires better chance of persuading them to purchase from store or outlet
5.4 Recommendations
Based on the study analysis the study recommends that FBN PLC in Nigeria should continually embrace product development strategy as this strategy provided a framework  for creating new products or improving the performance, cost or quality of existing products.
The FBN PLC in Nigeria should continually adopt pricing strategies (market penetration pricing, premium pricing, price skimming and economy pricing) as these tactics were found to have a positive impact on productivity. Although a successful pricing strategy can increase revenue and profitability, careful planning is also essential to minimize the risk of costly mistakes related each specific strategy.
FBN PLC must continually embrace promotion strategies. This is based on the evidence that Promotional and marketing strategies helped FBN PLC utilize the skills of its employees and stakeholders especially in developing creative approaches to sales and customer service. Promotional and marketing strategies are also important for guiding the business into the development of financial goals.
FBN PLC should find a strategic market location; the location site must be convenient to the customer. The location must also be easily accessible and should provide the customer with a feeling of safety upon their arrival and exit.
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APPENDIX I: QUESTIONNAIRE
Please tick and fill where appropriate

Section A: Background Information

1. Indicate your gender

Male ( ) Female ( )

2. Indicate the period your business has been in operation Less than 1 year ( ) 2-5 years ( ) Over 5 years ( )
3. Indicate the type of business

Sole proprietor ( ) Partnership ( ) Company ( )

Section B: Product Development Strategies

4. This section aims at establishing the product development strategies adopted by the small and medium enterprises. Use the following scale as appropriate
1- Strongly disagree 2- Disagree 3 – Neutral 4 - Agree 5 – Strongly agree

	Statements
	1
	2
	3
	4
	5

	FBN PLC offer a broad product line
	
	
	
	
	

	FBN PLC have products with a broad market appeal
	
	
	
	
	

	FBN PLC are efficient in meeting customer wants
	
	
	
	
	

	FBN PLC develop and test their products to confirm their
adaptability and suitability to the target customers.
	
	
	
	
	


Section C: Pricing Strategies

5. Evaluate the following statements on pricing strategies. Use the following scale as appropriate.
1- Strongly disagree 2- Disagree 3 – Neutral 4 - Agree 5 – Strongly agree

	Statements
	1
	2
	3
	4
	5

	Pricing is a basis for competition among micro and mall
enterprises
	
	
	
	
	

	FBN PLC have quality transportation to deliver their products
to the markets.
	
	
	
	
	

	FBN PLC price are higher as compared to standard quality
	
	
	
	
	

	Market orientation of a product is important for product
pricing
	
	
	
	
	



Section D: Promotion Strategies
9. Evaluate the following statements on promotion strategies. Use the following Scale as appropriate
1- Strongly disagree 2- Disagree 3 – Neutral 4 - Agree 5 – Strongly agree

	Statements
	1
	2
	3
	4
	5

	Existence of promotion strategies
	
	
	
	
	

	FBN PLC advertise their products through various media
	
	
	
	
	

	FBN PLC focus on customers‟ needs and integrating all activities of the organization to satisfy those needs
	
	
	
	
	

	FBN PLC promotional strategy elicit attention, interest, desire
and action
	
	
	
	
	

	FBN PLC introduce new products in design and style
	
	
	
	
	


Section D: Place Strategies
9. Evaluate the following statements on place strategies. Use the following Scale as appropriate
1- Strongly disagree 2- Disagree 3 – Neutral 4 - Agree 5 – Strongly agree

	Statements
	1
	2
	3
	4
	5

	FBN PLC are accessible to customers
	
	
	
	
	

	FBN PLC have a reliable channel of distribution for their
products
	
	
	
	
	

	Location of the small and medium enterprise affects performance and distribution of the product.
	
	
	
	
	

	Place strategy outline how and where the SME‟s will place
their products or services to gain market share.
	
	
	
	
	


Section E: Performance
10. To what extent do marketing strategies adopted by enterprises influence Performance of FBN PLC
Not at all ( ) Minimal extent ( ) Moderate extent ( ) Large Extent ( )
11. Please indicate the extent in which your business performance has grown in the following areas
Due to marketing. Use the following scale as appropriate
1- Not at all 2 - Minimal extent 3 – Moderate extent 4 – Large Extent 5- Very large extent
	Performance
	1
	2
	3
	4
	5

	Net profit
	
	
	
	
	

	Number of employees
	
	
	
	
	

	Sales volume
	
	
	
	
	

	Market share
	
	
	
	
	


12. Indicate other marketing strategies, which your organization uses
……………............................................................................................................................
..........................................................................................................................................
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