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ABSTRACT
The study examines the significance of marketing strategies on the performance of small-scale enterprise in Abuja, FCT of Nigeria. The cross-sectional survey research design was employed for the study. A self-structured questionnaire was used to elicit data from respondents. The simple random sampling technique was used to select the 86 respondents employed for this study. Chi-square statistical analysis was used to test the hypotheses. The finding revealed that modern and consumer¬based marketing strategies improve the performance of small-scale enterprises. It was then suggested that a study of marketing strategies is necessary for small-scale business entrepreneurs.




CHAPTER ONE
INTRODUCTION
[bookmark: _GoBack]1.1   Background Of The Study
The problem of marketing of Small-Scale Enterprises is truly born of our time; it is product of the standard of timing enjoyed by advanced communities and the ways in which those communities organize the resources to meet the standard. The marketing is as old as trade itself but the marketing of small scale product, as it is introduced today has affected a large segment of the economy because of the important position and role occupied by small and medium scale business. But despite this recognized status of SMEs and the adoption of different strategies of marketing excess capacities and satiated appetites is still a dream.
The ideal marketing strategies of Small-Scale Enterprises should be adequate market to cover the job of getting people to buy. The persuasion of the customer should be the centre of a whole complex of activities ranging from the conception of the products through to a point beyond its sale where every endeavour is made to sustain the good will of the customer towards the product and it’s well identified producer.
To cover this spectrum of activities and to expand the success rate and the performance of the success rate and the performance of the economy through the small and medium scale enterprises marketing strategy can therefore be defined as adjusting the whole activity of a business to the needs of the customer or potential customer and to give such product (Sma1l Scale Product) and advantage over its competitors. This is really a definition of attitude within the SMEs which demands absolute customer orientation the organization wide generation of market intelligence pertaining to current and future customer need, dissemination of the intelligence across department and organization-wide responsiveness to it. (Crawer 2004).
The effective strategy for the marketing of small scale business covers every action by the fun and its employees which in any way might affect customer attitudes towards the fun and products or service it suppliers. The allocation and the use of resources to develop new products, the design of products, the efficiency of production, packaging advertising credit, branding, the method of personal selling distribution, ability to deliver, after sales services are the influence on the success of marketing SMEs today.
According to Lowly (2005) marketing removes the distinction between mailing and selling, both affect customer attitudes whereas marketing is a comprehensive relationship to the market, selling is specifically concerned with affecting customer attitudes so that they favour a particular product or services. According to him original investment decisions should be based on marketing, as should be the continuing profitability of such decisions.
Most developing countries including Nigerians are undergoing reforms that opening their economics to greater international competition meanwhile the domestic factors markets are not adequately developed to ensure the successful adoption of SMEs to this new competitive environment, unlike large firms SMEs are at a disadvantage and require efficient and effective marketing strategies in order to survive and raise profitability level.
The importance of SMEs to large - term economic stability, decries from their size and structure which under adequate marketing condition allow them the flexibility and ability to weather adverse condition of economic. SMEs play an important role in fostering income stability, growth and development as well employment modern economics operate as complex network of firms in which a firm's competition position depends, in part, on the efficiency of its suppliers. Therefore, SMEs competitiveness affects the competitive position of the economy as whole. In addition, adopting the best marketing strategy for SMEs improved the efficiency of domestic markets and make productive use of scare resources, such as capital, facilitating long term economic growth.
Despite this advantage offered by SMEs they have limited aces to capital markets, both locally and internationally in part because of higher risk informational barriers and the higher cost of intermediation for smaller firms. As a result, SMEs often cannot obtain long term finance in the form of term debt and equity, hence this is need for SMEs in Nigeria to understand the complexity modernity and intensity of modern marketing strategy which is basically to maintain the maximum profitability of capital equipment in buyers markets which are steatite under conditions of extensive competition. Effective marketing strategy that will allow the small scales enterprises to stand out against all competition need to consist of amalgamation of design, packaging, branding, advertising, price policy and be used to create the image of a unique product.
1.2   Statement of Problem
The problem of SMEs are enormous ranging from restricted access to loans and grants, debt equity and insufficient supply of skilled workers and the general inability to gain advantage over competitions. They face constraints in the technical know-how to harness marketing information to gain competitive edge.
The diminished role of SMEs to public contracts and sub contracts often because of cumbersome bidding procedure and low lack of information inhibit participation in this market. Inefficient distribution channels and their controls by large firms pose important limitations to marketing for SMEs. Other problems are international competition, taxation and tariffs, legal problem management skills and training and institutional constraints make it imperative for SMES to adopt effective and efficient marketing strategies.
1.3 Purpose Of The Study
The purpose of their study is to determine the best marketing strategies for Small-Scale Enterprises, with the following specific objective.
i.     To identify the existing marketing practices to SMEs operations in Abuja
ii.    To determine a practicable marketing strategy for SMEs that gives competitive advantage and long terms profitability  in Abuja.
iii.   To identify the constraints to the survival of SME and the adoption of good marketing strategy  in Abuja.
iv. Formulate ways and recommendations to sustainable marketing strategies for Nigerian SMEs  in Abuja.
1.4   Research Questions
The study answers the following question:
i.     To what extent has the existing marketing practices affected the performance of SMEs  in Abuja.
ii.    What marketing strategies guarantee practicability and competitive advantage for SMEs  in Abuja?
iii.   What are the constraints and challenges faced by SMEs in the quest for enhanced profitability  in Abuja?
1.5   Research Hypotheses
1.  Null Hypothesis: Existing marketing practice has not improved the performance of SMEs  in Abuja.
Alternate Hypothesis: Existing marketing practices has improved the performance of SMEs  in Abuja.
2. Null Hypothesis: Positioning marketing strategy does not guarantee profitability and competitive advantage for SMEs.
Alternate Hypothesis: Positioning marketing strategy guarantee profitability and competitive advantage for SMEs.
3. Null Hypothesis: The prevailing environment  in Abuja does not constitute constraints and challenges to the effective marketing of SME products.
Alternate Hypothesis: The prevailing environment  in Abuja constitute constraints and challenges to the effective marketing of SME products.
1.6   Scope Of The Study
The study focuses only in the marketing strategies for Small-¬Scale Enterprises in  Abuja as a case study.
The study hopes to cover some selected Small-Scale Enterprise within this area with product market. A specific product /or line of related product that can satisfy a particular set of needs and wants for all people on organization that are willing and able to purchase the products.
Strategic Marketing: Involves planning, objectives, control units, setting objectives for target markets and translation of such plans into short-term result with implementation and evaluation techniques.
Positioning Strategy: The combination of product channel of distribution, price and promotion strategies selected by the management to position a firm against its key competitors in the needs and wants of the target market.
1.7    Significance of the Study
The study will help in identifying some of the challenges being faced by SME in the marketing of their products. It would further help SME practitioners to develop marketing strategies that would translate to improve product performance and increased profitability.
Similarity, this kind of research will afford SME operators the opportunity to know the need and tastes of their customer and how to satisfy them maximally. Furthermore, SMEs operating in the era of globalization will brace themselves up for competition affords by imported goods and find way of maintaining relevance in the market
1.8   Definition of Terms
Small Scale Enterprises: a business unit or organization with less than 50 employees on its payroll. Such organization also uses low technology for production process.
Marketing: The performance of business activities that has to do with direct flow of goods and services from the producer to the consumer or users in order to satisfy customer and accomplish the company's objective.


CHAPTER TWO
LITERATURE REVIEW 
2.1 Introduction 
This chapter presents the theoretical literature review, an overview of marketing approaches and the determinants of SMEs performance. In addition, the chapter presents a review of past studies by various scholars on influence of marketing strategies on performance.    
Small And Medium Enterprises 
The term small and medium enterprises (SMEs) cover a wide range of definitions and measures, varying from country to country. Some of the commonly used criteria to determine SMEs are the number of employees, total net assets, sales and investment level (Hallberg, 2001). Small and medium enterprises have been defined as  “entities” considered to be of  small and medium size by reference to quantitative characteristics (for examples assets, turnover/employees) and/ or qualitative characteristics (for example, concentration of ownership and management on a small number of individuals). What 	constitutes SMEs differs depending on the country (International Federation of Accountants, 2010). 
 In Nigeria, however, both the federal government and its agencies had adopted varying definitions at different periods possibly, due to the variation period in developmental focus/strategy (Onwumere, 2000). In 1989, Nigerian Industrial Policy defined Small-scale enterprises as those whose total investment was between one hundred thousand and two million naira excluding land but including working capital. Medium scale enterprises include those with a total investment of between two million and five million naira excluding land but including working capital. Other agencies with varying definition, were the Central Bank of Nigeria (CBN), which defined small enterprise as an having an annual turnover not exceeding five hundred thousand naira (#500,000.00). the Nigeria Bank for Commerce and Industries (NBCI), defined a small enterprise as one whose capital does not exceed seven hundred and fifty thousand naira (#750,000.00), the Nigeria Industrial Development Bank (NIDB),defined small enterprise as an enterprise that has investment and working capital not exceeding #750,000.00 while it defined medium enterprise as those operating within the range of #750,000.00 to #3m. 
In 1992, National Council on Industry (NCI) unified the definitions in the light of prevailing circumstances are stated that Small-scale enterprises are those enterprises with fixed assets above one million naira but not exceeding ten million naira including working capital but excluding cost of land. Medium enterprises were defined as those enterprises having fixed assets of over ten million naira but not exceeding forty million naira excluding land but including working capital (Onwumere, 2000). However, new and current definitions of small and medium enterprises are given by Nigerian Association of Small and Medium Enterprises, NASME, (2003), defined small enterprises as such enterprises whose capital investment excluding cost of land is between ten million naira and hundred million naira and/or with a work force of between thirty one and seventy full time workers and/or with a turnover of not more than ten million naira. Medium enterprise was defined by NASME, as an enterprise whose capital investment excluding the cost of land is between hundred million naira and three hundred million naira and/or with work force of seventy one and two hundred full time worker and/or with a turnover of not more than two hundred million naira (Adesugba, 2005). Small and medium enterprises start typically with an ownership structure of sole proprietorship and are registered either as an enterprise or as limited liability companies. SMEs are characterized by highly centralized labor intensive operations, and are often built around the owner of the business (Odeyemi 2003). Small and medium enterprises as stated by Ogundele (2007), represent 90% of the enterprises in African Caribbean and Pacific (ACP) countries. These enterprises also provide 70% of employment opportunities for the citizens and promote the development of local technology. Apart from the fact that  SMEs dominate in terms of absolute numbers, the businesses are also the key drivers of employment and economic growth (Wang, Walker and Redmon, 2008). SME is an entity that is independently owned and operated, and is not dominant in its field of operation (United States of America Small Business Administration, 2004).According to Small and Medium Enterprises Development Agency of Nigeria, SMEDAN, ( 2009), a business is defined as small in the manufacturing sector if it employs fewer than 100 employees, while business with between 100 and 199 employees are generally considered as medium sized. Thus SMEs in the manufacturing sector may be considered as enterprises employing less than 200 workers (McMahon, 2003). 			Still on the concept of small and medium enterprises, Udechukwu (2003) referred to SMEs as the most viable and veritable vehicle for self-sustaining industrial development. He stated that in developing countries, SMEs indeed posses enormous capability to grow more on indigenous enterprise culture than on any other strategy. It is therefore not unusual that SMEs are generally synonymous with indigenous businesses wherever the SMEs exist. From all account, SMEs in most developing economies represent the sub-sector of special focus in many meaningful economic restructuring program that targets employment generation, poverty alleviation, food security, rapid industrialization and reversing rural-urban migration (Udechukwu, 2003). For the purpose of this study, small and medium enterprises is defined as an enterprise with investments in machinery and equipment between five hundred thousand naira (#500,000.00) and three hundred million naira (#3000,000,000.00), excluding cost of land and with a workforce of between 5 and 100 full time workers in its employment.  Small and Medium Enterprises play the role of a  springboard for sustainable economic development. Olurunshola (2003), stated that developing countries including Nigeria, have since 1970s shown increased interest in the promotion of small and medium scale enterprise for three main reasons: the failure of the past industrial policies to generate efficient self-sustaining growth, increased emphasis on self-reliant approach to development and the recognition that dynamic and growing SMEs can contribute substantially to a wide range of developmental objectives. These objectives include efficient use of resources, employment creation, mobilization of domestic savings for investment encouragement, expansion and development of indigenous entrepreneurship and technology as well as income distribution, among others. These enterprises are expected to achieve the objectives effectively to help in building the country.  
An enterprise in Nigeria, on a material level, possesses any or all of the following features; a maximum of fifteen paid employees, maximum total assets (excluding land) of two hundred and fifty thousand naira and a maximum annual turnover of one million naira. And on a structural level, an enterprise in Nigeria currently possesses any or all of the following features; as a large rural-based enterprise, producing petty commodities, or providing personal services, or engaging in low technology agricultural ventures etc, and unregistered (operating outside government corporate affairs) although engaged in lawful productive activities (Asaolu, 2001). 
	Developed and developing countries recognize the importance of Small and Medium Enterprises for economic development. The drive for entrepreneurship in developing countries can be a catalyst for the upward growth of an economy. Entrepreneurship is therefore, an essential tool for improving the standards of living in a society and the stability of a country. Through entrepreneurship the high rate of unemployment can be combated and poverty levels can be reduced (Franz, 2000).
SMEs Performance 
The word performance is vague, there is no consensus on fundamental terms, and there is no clear description and dimension to determine a company's performance, which further compounds the subject area for management researchers (Jogaratnam, Tse, & Olsen, 1999; Otley, 1999). Company success is a vital factor in business research (Rosenbusch, Rauch, & Unger, 2007). Performance has numerous names, including development (Dobbs & Hamilton, 2007; Wolff & Pett, 2006), survival, success and competitiveness (Eniola & Entebang 2015), as a multidimensional construct. There is a lack of generality of view on the idea of what makes up business success, as success is seen primarily within the entrepreneur's subjective lens (Perez & Caninno; 2009, Ibrahim & Goodwin 1986). SME accomplishments have typically been divided into financial and non-financial elements (Efiom & Edet, 2018). Financial performance includes a wide range of metrics such as profits, sales, return on investment, etc., while non-financial measures for SMEs success include continuous business processes for a period of three years, personal engagement and autonomy, work-life balance (Efiom & Edet, 2018). Previous studies, such as Abdullahi & Sulaiman (2015), Bala & Mukhtar (2014), Akinruwa, Awolusi & Ibojo (2013), have concluded that there are multi-faceted determinants of SME performance/success in Nigeria. Performance generally can be defined as the ability of the firm to achieve satisfactory results and behaviour.
Determinants of SMEs Performance  
There are several determinants of small and medium enterprises but this study summarizes them into firm factors, entrepreneur factors and external environment factors.   
Firm specific factors include age of the SME, specific industrial sector, size of the enterprise, sector within which the enterprise operates and source of capital and marketing strategies adopted by the SME among others. Makate (2014) established firm specific factors and factors within the structure conduct and performance framework were found to significantly influence performance of SMEs. The study found that age of firm and marketing related variables such as grading, contracting with clients, price determination method significantly affects the performance of small to medium firms. As such, younger firms achieve proportionate increase in scale easier as compared to older ones. Young firms tend to grow rapidly as they tend to have dynamic management and innovative ideas.  
Entrepreneur factors include age, gender, business experience, educational qualification, managerial competence etc. Existing literature has established the influence of entrepreneur characteristics on the performance of SMEs. For example, Makate (2014) found that the experience of owner when he/she started the business is very significant as expected i.e. performance tends to increase with experience of business operators. The more experienced the enterprise owner, the more likely it is that the firm will do better. In addition, Muzenda (2014) found that entrepreneurship education yields self-supporting well performing enterprises and educational qualification and background on SMEs influenced the performance of SMEs.   
A study by Chittithaworn et al (2010) on the study of factors affecting business success of SMEs in the manufacturing sector in Thailand established that customer and market, ways of doing business, resources, finance, and the external environment significantly affect performance. In addition, environmental factors like the legal, political and regulatory nature of the market, the extent of government intervention also affect the performance of SMEs. Muzenda (2014) also concluded that external environment all have associations with small and medium enterprises performance thus entrepreneurs of small and medium businesses should strategically choose competitive areas for location of their businesses in order to sustain competition in the market.
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 Mix
The term marketing mix involves variables that are controllable and can be adjusted on a frequent basis to meet the changing needs of the target market and other dynamics of the marketing environment (Palmer, 2004). Marketing mix elements help the company to influence the demand for its products. These are the four core variables generally known as 4Ps: product, price, place, and promotion. In order to create an effective marketing programme the elements should be blended and used effectively (Kotler and Armstrong, 2010). The choice of a mix is normally  influenced by the nature of the product, the number and location of target audience, the financial ability of the company and the preferences of management. Other determinants are government regulations professional codes of conduct, as well as the degree of competition in the industry (Ile, 2001).
	Still on the concept of marketing mix, it has been defined as a combination of product, prices, distribution (place) and marketing communications (promotion) by a company to make marketing decisions. It can also be considered as a leadership style, whose goal is to ensure customer’s satisfaction by using the appropriate marketing mix. The main tools for the company to influence its customers through marketing actions are selecting the right products, pricing, delivery channels, and marketing communications tools (Anttila and Iitanen, 2001). However, these elements are used as strategy most companies in running the businesses.
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.    
Marketing Strategy 
There are numerous definitions of marketing strategy in the literature and such definitions reflect different perspectives ( Liet al, 2000). However, the consensus is that marketing strategy provides the avenue for utilizing the resources of an organization in order to achieve its set goals and objectives. Marketing strategy is define as in a given market area, the proper allocation of resources to support enterprises to win competitive advantage. Goi (2005) define marketing strategy as the set of the marketing tools that firms use to pursue their marketing objectives in the target market; the view which was earlier expressed by (Gronroos, 1999, and Osuagwu, 2006).Therefore, the function of marketing strategy is to determine the nature, strength, direction, and interaction between the marketing mix- elements and the environmental factors in a particular situation. According to (owomoyela, et al, 2013), the aim of the development of an organization‟s marketing strategy development is to establish, build, defend and maintain its competitive advantage. Managerial judgment is important in coping with environmental ambiguity and uncertainty in strategic marketing. Lin (1993) as cited in Long-Yi and Ya – Huei,(2012) proposes that marketing strategy can be divided into four ways to research that: (1) Dual-oriented marketing strategy: using rational and emotional product name, easy to remember, and pricing to take into account the cost of service and quality orientation, psychological factors and competitors‟ prices. (2) Rational marketing strategy: the use of functional demands of a rational position, consider after-sales service, warranties, delivery and installation attached by the product factors. (3) Emotional marketing strategy: the emotional appeal to locate, emphasis on physical product shape, color design, the use of emotional product names, and so on memory, attention to product packaging and labeling. (4) Maintenance marketing strategy: consumers are more concerned about price and quality, it is not suitable to use a lot of marketing techniques, manufacturers can improve product packaging and labeling, give a simple name for remember, consider the quality position and competitor pricing during pricing. Lin (1993) divides marketing strategy into four parts, that is dual-oriented, rational, emotional and low involvement, different product types with different marketing strategy, so the manufacturer‟s marketing strategy can be divided into five parts which is the choice of target market, product strategy, pricing strategy, channel strategy and marketing strategy. He use a total of 29 questions to measure new product marketing strategy and seven points Likert scale is used to measure. When the industry lack of competition, the business performance would be better even when companies are not entirely market-driven, the performance will have a more excellent performance (Kohliet al., 1993). 
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.
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 Kenyan 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.
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.
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.
Influence of Marketing Strategies on Performance   
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 and Stojanovski, 2012). Studies have established that marketing strategies play an important role in enhancing the performance For instance, Taiwo (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.  
Merrilees, Thiele and Lye (2010) examined the marketing capabilities: antecedents and implications for B2B SME performance. The study evaluated concurrently the contribution of innovation and branding marketing capabilities, with innovation capability the strongest determinant of SME performance and established that market orientation and management capability act as enabling mechanisms for building marketing capabilities. In addition, Yan and Chew (2011) also investigated how construction SMEs in China competed for success via the use of marketing strategy in the post-WTO era. The study revealed that construction SMEs in China; understands the importance of marketing differentiation and innovation to achieve their superior performance.    
Manijeh et al (2013) investigated innovative marketing methods based on product, price, place and promotion based strategies and established that the impact of marketing strategies on innovation is through entrepreneurial orientation, which affects firm’s performance. Dzisi and Ofosu (2014) examined the relationship between marketing strategies and the performance of 
SMEs in Ghana and found there was a positive relationship between marketing strategies and SMEs performance. Strategic marketing strategies were found to be drivers of organizational positioning in a dynamic environment, which helps to enhance the development of new product/service for existing markets. Ardjouman & Asma (2015) also explored marketing management strategies adopted by SMEs in Cote d’Ivoire in order 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 SMEs. 
Oloko et al. (2014) examined the marketing strategies that Safaricom Ltd has utilized to spur its remarkable growth in terms of the market share as well as its unprecedented strong super profit within the telecommunication industry in both Nigeria and the entire East Africa region. The study found out that various marketing mix and techniques were employed by Safaricom, which included auditory marketing, new product creation, animation, pricing, place, content localization and the techniques were found to enhance the uptake of Safaricom’s products hence, resulting to increased revenue leading to profitability. Kimani (2014) explored the effectiveness of the various marketing strategies, which are undertaken at the Nigeria Revenue Authority, the success and impact of marketing on the operations of the Authority. The study found that that marketing has greatly affected the amount of revenue collected by KRA. 
 A study by Mbugua (2013) established that poor marketing was statistically significant in determining growth of micro and small enterprises but most of the small business entrepreneurs were no keen with marketing since they relied on the quality of their products as their marketing tool. Kiveu (2013) also established that marketing strategies are great contributors to growth as well as to profits, thus SMEs should think about their customers, current and potential, could well be beneficial. Mutambuki and Orwa (2014) examined the marketing strategies of commercial fish farming in Kitui State. The study findings established that  product branding, sales promotion, market positioning and core competences marketing strategies affect commercial fish farming under economic stimulus and that most of commercialized fish farmers would not easily sell their produce due to poor mechanisms of marketing strategies.  
2.2 THEORETICAL FRAMEWORK
This study will explore on the resource based view theory, the balanced scorecard theory and the industrial organization theory to explain the concept of performance.   
Resource Based View
The Resources Based View (RBV) emanated from Barney (1991) and the basic logic of the resource based view starts with the assumption that a company has a unique resource or a bundle of resources (distinctive competencies). The resource-based view emphasizes the firm’s resources as the fundamental determinants of competitive advantage and performance.  The resource based view framework has a broad selection of strategically relevant resources that can affect the success or failure of a firm (Barney, 1997). According to Spillan and Parnell (2006) organizational resources include the company’s systems and processes and encompass its marketing and other functional strategies, its structure, and its culture. Physical resources consist of plants and equipment, geographical locations, access to raw materials, distribution networks, and technology. 
Grant (1991) notes that resources are inputs into the production process and they include items of capital equipment, skills of individual employees, patents, brand names, finance, and so on. 
However, only few resources are productive thus productive activity requires the cooperation and coordination of teams of resources. Barney (1991) posits that a firm is said to have sustained competitive advantage when it is implementing a value creating strategy not simultaneously being implemented by any current or potential competitors and when these other firms are unable to duplicate the benefits of this strategy. In the resource-based view of the firm, specific resources and capabilities affect a firm’s performance. Effective marketing strategies is one of the core competency of any organization thus, SMEs should adopt effective marketing strategies to enhance their performance and competitive advantage.  
The Balanced Scorecard Theory 
The Balanced Scorecard Approach emanated from the works of Kaplan and Norton (1990). The balanced scorecard approach emphasizes on the need to provide management with a set of information that covers all relevant areas of performance in an objective way. The idea of the balanced scorecard is that performance could be measured form four different perspectives. The four areas of performance are defined and labeled into financial perspective, customer perspective internal business and innovation and learning perspectives respectively. The four performance perspectives are not necessarily comprehensive, but should represent the critical success factors necessary for continued organizational success hence they are intended to be a close link between the business unit strategy adopted and the performance measures selected (Otley, 1999).   
According to Otley (1999), the major strength of the balanced scorecard approach is the emphasis it places on linking performance measures with business unit strategy. According to 
Kaplan & Norton (1996), the balanced scorecard not only allows the monitoring of present performance, but also tries to capture information about how well the organization is positioned to perform in the future. The balanced scorecard is designed to be at the centre of an organization’s control mechanisms to effectively deploy strategy and to link operational practices with strategic intent (Otley, 1999). The idea of the balance scorecard is that you should not evaluate a firm based on one single measure thus in marketing the balanced score card can be used to link the marketing strategies with the overall organizational goals. Additionally, SMEs can use the balanced score card approach to link their marketing strategies with their strategic plans.  
Industrial Organization (IO) Theory 
The industrial organization (IO) theory emphasizes the influence of the industry 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 I/O perspective offered strategic management a systematic model for assessing competition within an industry (Porter, 1981). The main idea behind IO theory is that a firm must adapt to influences in its industry to survive and prosper (Porter, 1981). According to the IO theory, strategic managers should seek to understand the nature of the industry and formulate strategies that feed off the industry’s characteristics (Porter, 1981). Thus, it is more important for SMEs to choose the correct industry within which to compete. 
2.3 EMPIRICAL REVIEW 
 Promotion Strategy and SME Performance 
Promotion is an important practice that expedites the process of market exchange between stakeholders and the public at any given time. Consequently, every single establishment need to place itself as either a promoter or communicator with an intention of forming an ideal mix of marketing communication tools that will assist product to be a brand in the market. Promotion embraces a dominant role in the product marketing mix that any business may use to engage its marketing objectives and advertising, (Kotler, 2007). In a scholarly work conducted by Francis and Collins-Dodd, (2004) showed that there is a relationship between promotion and the performance of business. In the same vein, Van Scheers and Radipere (2008) alluded that advertising can be used by SMEs, just like other large firms can result in giving SMEs competitive edge. Also, in a study conducted by Sapuro 2016 on the effect of marketing strategies on performance of small and medium enterprises in Kitengela township, Kajiado county. The research adopted a descriptive research design. Census sampling method was used to select the SMEs, with the sampling size of 186 respondents. The study results discovered that there was a significant relationship between promotional marketing strategies and SME performance. Furthermore, in a study on the Factors influencing marketing strategy formulation for small and medium enterprises in Polokwane conducted by Phokwane (2020). The research used a quantitative approach to collect data from a sample of 412 SMEs in Polokwane using convenience and snowball sampling, which are nonprobability sampling methods. Respondents were asked to fill out a survey questionnaire. The study's findings show that a marketing communications strategy for SMEs has a positive effect on their performance.
Pricing marketing strategy and SME Performance 
Price is the cost of producing, distributing and promoting the product that is paid by the company, (Kotler 2007). One of the most powerful marketing techniques available to SMEs is the penetration pricing strategy. The pricing strategy involves setting a low entry price for a new product or brand in order to achieve a discovery in an extremely competitive market. The strategy may also be used when adding an entirely new product to the market or when tapping an existing product into a new market segment (Vikas, 2011). Also, in a study conducted by Odhiambo (2013) on the impact of pricing as a competitive strategy on pharmaceutical companies' sales efficiency with a sample population of 15 businesses. The study’s outcome found that pricing strategies significantly affect the performance of organization’s sales. Price leadership as a marketing technique has a huge effect on organizational efficiency. Furthermore, various scholarly works have proven that price has a significant relationship on business performance (e.g. Colpan, 2006; Owomoyela et al, 2013). A study stated that of all the facets of the marketing mix, price is the only strategy, which generates sales revenue, all other strategies create costs (Wawira 2016). In another study carried out by Owomoyela, Oyeniyi, & Ola (2013) established a significant relationship between price and business performance. The price you set for your product or service plays a large role in its marketability. Additionally, Gbolagade, Adesola & Oyewale 2013) study also specified that price consideration has a significant positive impact on business performance.
Place marketing strategy and SME Performance 
Louter, Ouwerkerk and Bakker, (1991) discussed how distribution strategy has a positive impact on firm performance. Also, Wolok, Mandey, & Kojo (2015) conducted a research on the effect of distribution channel sales volume in Pt.Varia Indah Paramitha Manado. Results discovered that distribution channels had a positive and significant impact on sales volume. Furthermore, Schoviah (2012) carried out a study on the effect of marketing distribution channel strategies on a firm’s performance among commercial Banks in Kenya. The study employed a descriptive survey research design. A target population of was 43 commercial banks operating in Kenya was employed. The study’s outcomes showed that marketing distribution strategies increased sales, market share and profits. In addition, Laswai (2013) carried out a study entitled “assessment of the effectiveness of channels of distribution models in the sales performance of an organization.” The sample size of the study was 90 respondents. The study employed mixed methods to collect data. The findings of the study discovered that distribution channel has a positive influence on sales performance.
Additionally, Ferri, Mohd, Radia and Hamidreza (2012) conducted a research on impact of distribution channel innovation on the performance of SMEs. The outcomes disclosed that innovation in assortment; information sharing and transportation coordination had positive and significant relationships with firm performance. Likewise, Nguyen, McCracken, Casavant, and Jessup (2011) carried on a research on geographic location, ownership and profitability of Washington log trucking companies. The study utilized data from an extensive 2007 log trucking survey. The results showed that ownership and geographic location has a significant influence on profitability of the log trucking firm. Equally, Eze, Odigbo and Ufot (2015) whose research is on the correlation between the business location and consumer’s patronage showed that business location has a significant effect on sales performance.
Product Marketing Strategy And SME Performance 
in a study carried on by ngendahayo, (2019) entitled marketing strategies and sales performance of manufacturing firm in Uganda: a case study of Tembo steels Uganda Ltd. One of the study’s objectives was to establish the relationship between product development strategy and sales performance of Tembo Steels Uganda Limited. The study employed a case study design where a total of 68 sampled respondents took part in the research. Furthermore, a simple random, Stratified and Purposive sampling techniques were used as sampling techniques in the selection process of the respondents. Mixed methods data collection approach was employed. Also, descriptive and inferential statistics were used to analyze the data. The study concluded that product quality has a positive impact on sales performance. In addition, Kisaka (2012) conducted a study on the relationship between marketing strategies and the performance of savings and credit societies in Mombasa district. A descriptive research design was used to assess the effects of the marketing strategies on the performance of savings and credit cooperative society (SACCOs). A sampling technique of census population of 84 respondents was employed for the study. The results of the study disclosed a causal relationship between marketing strategies and the performance of SACCOs where 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. Furthermore, the findings of another study conducted by Omotayo and Adegbuyi (2015) discovered that institutionalizing proper product development strategy improves brand awareness and creates a significant positive effect on sales performance. Additionally, in the Nigerian context, a study carried on by Ebitu (2016) entitled Marketing strategies and the performance of enterprises in Akwa-Ibom State, Nigeria showed a significant impact of product quality strategy and relationship marketing strategy on the profitability and increased market share of SMEs in Akwa Ibom State. Moreover, in a study entitled Marketing strategies of commercial fish farming under economic stimulus programme in Kenya: an empirical study of Kitui County conducted by Mutambuki and Orwa (2014) showed that product branding strategy has an influence on commercial fish farming.
CHAPTER SUMMARY
In this review the researcher has sampled the opinions and views of several authors and scholars on marketing strategies and its role and influence on the performance of SMEs. 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 
This chapter will present the research design, the study population, and the sample design, the data collection procedure, reliability and validity and finally data analysis method  
3.2 Research Design 
Zikmund et al., (2010) defines a research design as a master plan that specifies the methods and procedures for collecting and analyzing the needed information. A research design provides a framework or plan of action for the research. As such, to achieve the study objectives the study used a descriptive research design. A descriptive research describes the characteristics of objects, people, groups, organizations, or environments.  
3.3 Population of the Study  
A population is any complete group of entities that share some common set of characteristics. 
The population of interest comprised all the Small and medium enterprise in Abuja the FCT of Nigeria. According to records there are over 432 registered SMEs within Abuja.  
Table 3.1 Population of the Study  
	Category  
	Total 

	Traders, shops and retail stores 
	246 

	Small financial services  
	41 

	Restaurants and hotels  
	39 

	Private education institutions 
	28 

	Small and medium private health facilities 
	23 

	Small and medium supermarkets  
	17 

	Small and medium professional service firms 
	25 

	Petrol filling stations  
	13 

	Total  
	432 


Source:Abuja  Records (2015)  
3.4 Sample Design  
A sample design is a definite plan determined before any data are actually collected for obtaining a sample from a given population. According to Gay (1981), a sample should be sufficiently representative hence a sample of 86 SMEs was used for the study. The sample was 20% of the total population as recommended by Mugenda and Mugenda (2003) that a sample of 10-30% is adequate if properly selected. Simple random sampling and stratified sampling method were used to select the respondents from the respective SMEs within the study area. Stratified sampling was used to classify the population into subgroups (strata) after which simple random sampling was used to select the respondents from each strata. According to Zikmund et al. (2010), simple random sampling ensures each element in the population has an equal chance of being included in the sample.   
3.5 Data Collection 
Data was collected using a semi-structured questionnaire. Questionnaires are a popular method for data collection in deduction because of the relative ease and cost-effectiveness with which they are constructed and administered (Mugenda and Mugenda, 2003). The questionnaires were administered to the owners and employees of the sampled SMEs. The self-administration technique was appropriate since the researcher was able to rectify any questions at the ground and made sure all the questions have been responded to.  
3.6 Validity and Reliability  
Validity is the accuracy of a measure or the extent to which a score truthfully represents a concept while reliability represents how consistent a measure is, in that the different attempts at measuring the same thing converge on the same point (Zikmund et al., 2010). To establish the instruments validity a panel of experts including the project supervisor were consulted. To establish the instrument reliability the Cronbach Coefficient alpha (α) was used. The coefficient alpha is the most commonly applied estimate of a multiple-item scale’s reliability with a coefficient of 0.70 and above considered to have good reliability. 
3.7 Data Analysis  
The data collected was analyzed using frequency tables and percentage. The formulated hypotheses were tested using Chi-square statistical tool SPSS version 23.
 	 


CHAPTER FOUR
DATA PRESENTATION AND ANALYSIS
4. INTRODUCTION
This chapter presents the analysis of data derived through the questionnaire and key informant interview administered on the respondents in the study area. The analysis and interpretation were derived from the findings of the study. The data analysis depicts the simple frequency and percentage of the respondents as well as interpretation of the information gathered. A total of eighty six (86) questionnaires were administered to respondents of which sixty three (63) were returned and all were validated. For this study a total of  63 was validated for the analysis.
4.2	DATA PRESENTATION
The table below shows the summary of the survey. A sample of 86 was calculated for this study. A total of 63 responses were received and validated. For this study a total of 63 was used for the analysis.
Table 4.1: Distribution of Questionnaire
	Questionnaire 
	Frequency
	Percentage 

	Sample size
	86
	100

	Received  
	50
	58.14

	Validated
	50
	58.14


Source: Field Survey, 2021

Table 4.2: Demographic data of respondents
	Demographic information
	Frequency
	percent

	Gender
Male
	
	

	
	30
	60%

	Female
	20
	40%

	Age
	
	

	20-30
	18
	36%

	30-40
	24
	48%

	41-50
	08
	16%

	51+
	0
	0%

	Education
	
	

	HND/BSC
	38
	76%

	MASTERS
	12
	24%

	PHD
	0
	0%

	Marital Status
	
	

	Single
	21
	42%

	Married
	26
	52%

	Separated
	0
	0%

	Divorced
	0
	0%

	Widowed
	3
	6%

	Type of business 
	
	

	Sole proprietor 
	38
	76%

	Partnership 
	10
	20%

	Company 
	2
	4%

	Period in operations
	
	

	Less than 2 year 
	12
	24%

	3-6 years
	24
	48%

	Over 6 years 
	14
	28%


Source: Field Survey, 2015
4.2 ANSWERING RESEARCH QUESTIONS
Question 1: To what extent has the existing marketing practices affected the performance of SMEs  in Abuja?
Table 4.3:  Respondent on question 1
	Options
	Frequency
	Percentage

	Very High Extent
	9
	18

	High Extent
	20
	40

	Very Low Extent
	0
	

	Low Extent
	10
	20

	Undecided
	11
	22

	Total
	50
	100


Field Survey, 2051
From the responses obtained as expressed in the table above, 18% of the respondents said very high extent, 40%  of the respondents said high extent, followed by 20% of the respondents who said low extent while the remaining 22% were undecided. There was no record for very low extent.


Question 2: What marketing strategies guarantee practicability and competitive advantage for SMEs  in Abuja?
Table 4.4:  Respondent on question 2
	Options
	Yes
	No
	Total

	Digital media
	50
100%
	0
	50
100%

	Brand consistency
	50
100%
	0
	50
100%

	Animation 
	50
100%
	0
	50
100%

	Use of Social Sites
	50
100%
	0
	50
100%


Field Survey, 2015
From the responses obtained as expressed in the table above, all the respondents said yes to the options provided. There was no record of no to the given options.
Question 3: What are the constraints and challenges faced by SMEs in the quest for enhanced profitability  in Abuja?
Table 4.5:  Respondent on question 3
	Options
	Yes
	No
	Total

	Poor marketing strategies implementation
	50
100%
	0
	50
100%

	Poor planning skill
	50
100%
	0
	50
100%

	Poor financial management skill
	50
100%
	0
	50
100%

	Poor funding
	50
100%
	0
	50
100%

	Economic crises
	50
100%
	0
	50
100%

	Theft
	50
100%
	0
	50
100%


Field Survey, 2015
From the responses obtained as expressed in the table above, all the respondents said yes to the options provided. There was no record of no to the given options.
TEST OF HYPOTHESIS
1.  Null Hypothesis: Existing marketing practice has not improved the performance of SMEs  in Abuja.
2. Null Hypothesis: Positioning marketing strategy does not guarantee profitability and competitive advantage for SMEs.
3. Null Hypothesis: The prevailing environment  in Abuja does not constitute constraints and challenges to the effective marketing of SME products.
Level of significance: 0.05
Decision Rule: 
In taking decision for “r”, the following riles shall be observed;
i) If the value of “r” tabulated is greater than “r” calculated, accept the alternative hypothesis (H1) and reject the null hypothesis (H0).
ii) If the “r” calculated is greater than the “r” tabulated, accept the null hypothesis (H0) while the alternative hypothesis is rejected
Hypothesis One
Existing marketing practice has not improved the performance of SMEs  in Abuja.
	Response 
	Observed frequencies
	Expected frequencies (E) 
	O-E
	(O-E)2
	(O-E)
  E

	Yes
No
Undecided

	6
34
10
50
	16.66
16.66
16.66
	-10.66
17.34
-6.66

	-113.64
300.68
-44.36

	-6.82
18.05
-2.66

8.57



Degree of freedom =	(row-1) (column-1) 
= (3-1) (2-1)
= 3*1
=2
At 0.05 level of significance, given the above degree of freedom, table value of X2 (ie X2t) = 5.991.
The decision rule is
Accept Ho if X2t>X2cal, and
Reject Ho if X2t<X2cal
Thus, since the X2t (5.991) < X2cal (8.57), we reject null and accordingly accept alternate hypothesis which state that the existing marketing practices has improved the performance of SMEs  in Abuja.


Hypothesis Two
Positioning marketing strategy does not guarantee profitability and competitive advantage for SMEs. 
	Response 
	Observed frequencies
	Expected frequencies (E) 
	O-E
	(O-E)2
	(O-E)
  E

	Yes
No
Undecided

	7
37
6
50
	16.66
16.66
16.66
	-9.66
20.34
-10.66

	-93.32
413.72
-113.64

	-5.60
24.83
-6.82

12.4



Degree of freedom =	(row-1) (column-1) 
= (3-1) (2-1)
= 3*1
=2
At 0.05 level of significance, given the above degree of freedom, table value of X2 (ie X2t) = 5.991.
The decision rule is
Accept Ho if X2t>X2cal, and
Reject Ho if X2t<X2cal
Thus, since the X2t (5.991) < X2cal (12.4), we reject null and accordingly accept alternate hypothesis which state that positioning marketing strategy guarantee profitability and competitive advantage for SMEs.
Hypothesis Three
The prevailing environment  in Abuja does not constitute constraints and challenges to the effective marketing of SME products.
	Response 
	Observed frequencies
	Expected frequencies (E) 
	O-E
	(O-E)2
	(O-E)
  E

	Yes
No
Undecided

	10
33
7
50
	16.66
16.66
16.66
	-6.66
16.34
-9.66

	-44.36
267
-93.32

	-2.66
16.03
-5.60
7.77



Degree of freedom =	(row-1) (column-1) 
= (3-1) (2-1)
= 3*1
=2
At 0.05 level of significance, given the above degree of freedom, table value of X2 (ie X2t) = 5.991.
The decision rule is
Accept Ho if X2t>X2cal, and
Reject Ho if X2t<X2cal
Thus, since the X2t (5.991) < X2cal (7.77), we reject null and accordingly accept alternate hypothesis which state that the prevailing environment  in Abuja constitute constraints and challenges to the effective marketing of SME products.


CHAPTER FIVE
SUMMARY, CONCLUSIONS AND  RECOMMENDATIONS 
5.1 Introduction 
This chapter presents the summary of the study findings, conclusions, recommendations for policy, limitations of the study and suggestions for further research.  
5.2 Summary 
In this study, our focus was on the impact of marketing strategies on the performance of small scale businesses using Abuja FCT of Nigeria as case study. The study specifically was aimed at identifying the existing marketing practices to SMEs operations in Abuja, determining a practicable marketing strategy for SMEs that gives competitive advantage and long terms profitability  in Abuja, identifying the constraints to the survival of SME and the adoption of good marketing strategy  in Abuja and formulating ways and recommendations to sustainable marketing strategies for Nigerian SMEs  in Abuja.
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 owners/managers of selected businesses in Abuja.
5.3 Conclusions 
Based on the findings of this study, the researcher made the following conclusion.  
1. The existing marketing practices has affected the performance of SMEs  in Abuja to a certain high extent
2. The marketing strategies that guarantees practicability and competitive advantage for SMEs  in Abuja include; digital media, brand consistency, animation, and use of social sites among many others.
3. Among the several constraints and challenges faced by SMEs in the quest for enhanced profitability  in Abuja include; poor marketing strategies implementation, poor planning skill, poor financial management skill, poor funding, economic crises, and theft.
4. The existing marketing practices has improved the performance of SMEs  in Abuja.
5. Positioning marketing strategy guarantee profitability and competitive advantage for SMEs.
6. The prevailing environment  in Abuja constitute constraints and challenges to the effective marketing of SME products.
5.4 Recommendations 
This study recommends that small and medium enterprises should develop effective policies on marketing since marketing is one of the major determinants of SMEs performance.  
Additionally, the study recommends that SMEs should regularly review their marketing strategies and policies to ensure that they are up to date and they are effective. In the review process SMEs should incorporate creative and innovative strategies which will improve the overall performance of the enterprises. 
Since SMEs are an important sector to any economy the study recommends that stakeholders including the State and the National Government initiate training programs on marketing for SMEs so that SMEs entrepreneurs can have increased knowledge on marketing.  
5.5 Limitations of the Study 
This study examined the influence of marketing strategies on the performance of SMEs in Abuja hence the findings are only limited to SMEs in Abuja and may not be generalized to other parts in Nigeria since most of them posses unique characteristics.  
The study used primary data collected through questionnaires. The questionnaires were structured such that they required a specific response hence they may not have captured general views of the respondents.  In addition, and a sample of 86 respondents with 50 of the respondents returning their questions hence a low return rate which may lead to bias due to no-response.  
5.6 Suggestions for Further Research  
This study investigated the influence of three types of marketing strategies which included customer relationship marketing strategies, innovative marketing strategies and technology based marketing strategies and their influence on performance. Thus, this study suggests an examination of each of the strategies on the performance of the Small and Medium enterprises. 
Additionally, the study focused on one part of Nigeria, an additionally research on several states in Nigeria is highly recommend to establish the different marketing strategies employed in various localities using a larger sample. 
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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
WAEC		[  ]
BSC/HND	[  ]
MSC/PGDE	[  ]
PHD		[  ]
Others……………………………………………….. (please indicate)
Marital Status
Single	[  ]
Married [  ]
Separated [  ]
SECTION B
Question 1: To what extent has the existing marketing practices affected the performance of SMEs  in Abuja?
	Options
	Please tick

	Very High Extent
	

	High Extent
	

	Very Low Extent
	

	Low Extent
	

	Undecided
	



Question 2: What marketing strategies guarantee practicability and competitive advantage for SMEs  in Abuja?
	Options
	Yes
	No

	Digital media
	
	

	Brand consistency
	
	

	Animation 
	
	

	Use of Social Sites
	
	



Question 3: What are the constraints and challenges faced by SMEs in the quest for enhanced profitability  in Abuja?
	Options
	Yes
	No

	Poor marketing strategies implementation
	
	

	Poor planning skill
	
	

	Poor financial management skill
	
	

	Poor funding
	
	

	Economic crises
	
	

	Theft
	
	



Question 4: Has the existing marketing practice improved the performance of SMEs  in Abuja?
	Options
	Please Tick

	Yes
	

	No
	

	Undecided
	



Question 5: Will the positioning marketing strategy guarantee profitability and competitive advantage for SMEs?
	Options
	Please Tick

	Yes
	

	No
	

	Undecided
	



Question 6:  Does the prevailing environment  in Abuja constitute constraints and challenges to the effective marketing of SME products?
	Options
	Please Tick

	Yes
	

	No
	

	Undecided
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