THE MARKETING STRATEGY AND CONSUMER PURCHASE BEHAVIOR


ABSTRACT
[bookmark: _GoBack]The project has been undertaken with a view to study consumer behavior with reference to Guinness Nigeria PLC. This study is intended to help Guinness Nigeria PLC decide upon the steps to be taken care for marketing strategy so that the growth of the company keeps on improving. Primary data have been used for analysis. However, secondary source have yielded preliminary information. I have used random sampling for our project survey. Care was taken that the respondents were as diversified as possible. A sample size of 120 respondents was taken from various places in Enugu metropolis. Research conducted was descriptive in nature. Descriptive research helped us to develop the concept to clearly establish priorities, to divulge adequate information which helps us in decision making and thus essential for making the study a success. A structured questionnaire was used to obtain required information and to assess the customer satisfaction level, Consumer behavior and to find the ways through which the company can come up to the expectation of customer so that the optimum satisfaction level can be achieved.

CHAPTER ONE
INTRODUCTION
1.1 Background to the study
All business organizations perform two basic functions we are production and marketing of goods and services ideas, events organizations, places and personalities for the satisfaction of consumer/clients wants and needs. Marketing has developed in importance and complexity. It is perhaps the most dynamic complicated and challenging function of business. Marketing develops as a society and its economy develops. Indeed more and more businessmen and organizations are recognizing that marketing is a pivotal determinant of corporate success.
Marketing considerations, acting in linkage, with the considerations of all the organic business functions play very significant roles in designing and establishing the framework for the information of corporate objectives and strategies once this has been done, marketing remains the vehicle through which corporate objectives are achieved.
Marketing is made up of all activities by which a firm adapts itself to it environment. It is one of organic functions which is vital for survival of every organization. The attention given to the theory and practice of marketing has increased in recent times. Academics, students and organizational managers have sought relentlessly for ways or approaches that will enable them understand explain and control marketing phenomena. As a result marketing has witnessed many theories, perspectives philosophies and definitions.
There are many definitions of marketing as there are textbooks on the subjects matter. Some of these definitions are as follows:
Kotler (1997) defined marketing as: “a social and managerial process by which individuals and groups obtain what they need and want through creating offering and exchanging products of values with others”.
Starton W.J. (917) viewed marketing “as a system of business activities designed to plan, place promote and distribute other of value, wants-satisfying goods and services to the benefits of the market”.
Appleman (1973) viewed marketing as “a set of human activities directed at facilitating and consummating exchange”.
Morden (1987) viewed marketing as: “an activity directed at satisfying customer needs and wants through exchange transactions in the market.
Once an organization has applied the marketing concept to its operations, it has to find the most effective way of marketing its product. To do this, it has to find the most effective marketing mix for the product. Scheme and Smith (1980) viewed marketing mix as an organization’s bundle of utility. It is the unique combination of controllable variables that a given marketer offers to customers.
McCarthy viewed marketing mix elements by classifying them into four-product, price, promotion and place. Once the appropriate marketing mix is developed, the market has to take into consideration the environment in which the organization is operating because it cannot operate in isolation. Also, it has to think of strategies ways of marketing its products because of the dynamic nature of the environment.
MARKETING STRATEGY
How will an organization survive the challenges ahead; he has the tool in his marketing strategy whose very nature is to communicate the brands benefits and interpretation which is unique and relevant to customer needs and in so doing establish and maintain a preference in customer minds for the particular brands. To achieve this objective is fundamentally instrumental in the brands relating their overall marketing objectives.
Marketing strategy contains the mixture of marketing variables that exploit the forms most profitable and sustainable differential advantages.
Simultaneously a contingent strategy is formulated on the event the forms advantage is erased through a change in success requirements and/or competitive activities. It concerns recognition of the intensity and directions of the forces of the external environment and to adjust and adopt marketing strategies to them.
In developing marketing strategies usually in collaboration with the and agencies, cognizance must be taken care of:
(a) The market: Size, value, region, consumption patterns, distribution patterns and competitive brands.
(b) Competition: brand and market shares comparative advantages (if any) over company’s brand and consumer benefit.
(c) Brand information: Using intended price segmentation performance against completion.
(d) Marketing objectives
(e) Brand positioning statement: this is a concise definition of what make the brand more desirable than its leading competitors.
A definition of the potential market for any product or service must be grounded upon a clear view of basic customer needs the particular product to meet or intended to meet.
Customers can be categorized in many dimensions but only those criteria which relate inn some way to purchasing behavior and which are themselves actionable use to the marketing strategist.
Behavior learning process can offer insightful direction to marketers. The key to successful marketing I tied to repeated purchase behavior. Desired behavior is ultimately reinforced by the product itself.
1.2 PROBLEMS ANALYSIS
The business environment of developing countries especially Nigeia, has been described as unpredictable dynamic explosive and volatile. All these reflect rapid changes which are coupled with changing needs and wants of consumers.
The volatile marketing environment is characterized by volatile costs, reduced purchasing power, cash crunch, and shortage of raw materials low profile and increase in competition.
The company’s objectives and policies are also the problem areas that should be looked into.
The problem of competition from the rival companies. Thus, competition has increasingly become an importance factor to reckon with. Not only in terms of obvious substitute products or form firms in the same industry, but also from the products of other companies competing for consumers limited purchasing power.
This study bothers on the marketing strategy that has the tool which contains the mixture of marketing variables-exploits the forms most profitable and differential advantages. It concerns the recognition of the intensity and direction of forces of the external environment and to adjust and adopt marketing strategies to them.
Other problems are – the target market’s buying behavior the stage of the product life cycle and the character of the economy.
1.3 PURPOSE OF STUDY
The purpose of this study is to identify the present stage of the product life cycle and the character of the economy. Also to identify the problem of product life-cycle strategies and suggest the best strategy for a particular stage.
1.4 RESEARCH QUESTIONS
(1) Does market segmentation strategy influence consumer purchase behavior?
(2) What impact has promotional strategy on consumer purchase behavior?
(3) What influence has pricing strategy on consumer purchase behavior?
(4) What impact has distribution strategy on consumer purchase decision?
(5) What influence has pricing strategy on consumer purchase decision?
1.5 RESEARCH HYPOTHESIS
H0: Marketing strategy has relevance to consumer purchase behavior.
H1: Marketing strategy has no relevance to consumer purchase behavior.
H0: Defects in the product itself results in the poor performance of the product in the market.
H1: Defects in the product itself results does not court in the performance of the product in the market provided the name has been established.
1.6 LIMITATION OF SCOPE
The study will be limited by the general input of marketing strategy on product performance in the market.
1.7 GUINNESS NIGERIA PLC (GNPLC)
GNPLC is one of Nigeria’s most foremost Brewing companies incorporated in 1962 as a brewer. Today it has four factories and four brands Guinness stout Harp larger beer, Malta Guinness and Satzenbran).
With indigenization decree, the company is today being managed by Nigerians who are highly vast in working experience and formal learning in the art of management. This point is significant because the key to effective management lies in appropriate education and training formally in the institution and practically in the job.
The multinational corporation of interest and relevance of this study is GNPLC with activities spanning such a sectors as manufacturing and processing technical, sales and services and Agro industries.
Its major brands-Guinness stout and Harp larger beer have continued to do well in the market. A result of marketing strategies of GNPLC its major products have been able to effectively with stand competition in that industry.
Guinness Nigeria Plc has also looked inwards through Local sourcing of eight raw material like maize and increasing cost, the marketing and financial management of the company especially continues to call for greater skills and attention.


CHAPTER TWO
REVIEW OF LITERATURE
According to Rice (1993), perception is the initiator of behaviour. It can also be seen as a process of information extraction. Perception is the process by which an individual selects, organizes, and interprets information inputs to create a meaningful picture (Kotler, 2000). Different people tend to perceive quite differently even when they are exposed to the same reality. A set of factors, e.g. individual responses, determine an individual’s perception process and lead to individual differences. The most important is that people’s perceptions are often more important than the reality in marketing (Kotler, 2000).
According to Thorelli et al (1975), the prospective buyer possesses a certain stock of cognitive content, including his own personality or self-concept, attitudes and opinions both in general and on specific products, and stored information and past experience. This stock has been formed as a result of his interaction with his environment over time, and it will help determine the environment in which he places himself in the future as well as influence his perceptions of that environment. This stage consists of the physical and cognitive activities involved in comparing alternatives on the basis of information gathered from external search above.
The study of customer behaviour provides a sound basis for identifying and understanding the factors that influence consumers purchase on line. Schiffman and Kanuk (2000) state that the behaviour that consumers display in searching, purchasing, and evaluating products/services is those that they expect to fulfill their needs.
According to Kotler (2000), the consumer arrives at attitudes toward the various brands through an attribute evaluation procedure and most buyers consider several attributes in their purchase decision. These attributes used by consumers for evaluation are also called choice criteria.
Jobber (2001) has made a good summary of these choice criteria. In fact, consumers attempt to optimize the trade-off between product benefits, product costs, the desired personal utilities and other variables.
Influence marketing strategy on consumer behaviour
The Cambridge dictionary defines influence as being “the power to have an effect on people or things, or a person or thing that is able to do this”. Cialdini (2009), a well-known psychologist defines six rules to influence: reciprocity, consistency and commitment, social proof, linking, scarcity, authority. According to Cialdini (2009) there is firstly the reciprocity, which is developed by sociologists and anthropologists as being a basic norm of human culture. In fact the principle of this rule is that one person tries to repay something that another person has provided. To illustrate this point, Cialdini (2009) explains that a university professor tried an experiment by sending a Christmas card to a sample of strangers. The reaction was surprising; the great majority of sent him holidays cards addressed to him in return. Secondly people want to be and look consistent within their beliefs, and way to behave. Moreover, doing an initial commitment is a security key because people are more willing to agree to the first commitment than other requests. Two Canadian psychologists (Knox and Inkster) remark that after placing bets at a racetrack, people feel more confident of their horse’s chance. People convince their selves that it is the right choice, once there is a commitment, personal and interpersonal pressures to behave consistently. Cialdini (2009) Thirdly, the principle of social proof is to determine what people think is good. The average people refer to the group opinion, so more people is estimated as being just more it will seem right for the others. To demonstrate his point, Cialdini (2009) take the example of a well-known and practical product of our daily life: the shopping trolley. When Sylvain Goldman invented and proposed the shopping trolley, the concept was so unusual that customers did not use it. So he decided to try one last idea based on social proof to launch his product: hire fake shoppers to use it, which brought true customers to use it. Cialdini (2009) Fourthly, linking is a simple principle to influence people because a person is easier to convince by someone sympathetic, link to his/her. An example of how this rule can work in practice is the Tupperware party. In this case, the Tupperware demonstrator sales to her/his friends or entourage. “The strength of that social bond is twice as likely to determine product purchase as is preference for the product itself” (Cialdini, 2009, p. 142). Fifthly, scarcity, a thing seems to be more interesting and attractive when it is not ordinary, it is the law of the few. When a law prohibited the use and possession of laundry or cleaning products containing phosphates, residents react in two ways. First, some people drove to nearby counties to find phosphate detergents. People wanted to get those products so much that some families finished by having 2 years of phosphate cleaners at home. Secondly, people rated “phosphate detergents gentler, more effective in cold water, better whiteners and fresheners, and more powerful on stains.” (Cialdini, 2009, p. 209) Finally, the authority, people tend to be influenced and obey more easily when they perceived a legitimate authority. The Milgram study of obedience demonstrate this point, volunteer subjects were given the role of “teacher” while actor the role of “learner”. The “teacher” was delivering an electro-shock every time the “learner” had a wrong answer. The experimenter was present and represented the “authority” that was pressuring the “teacher”. When Milgram asked a group of students, if they would deliver the maximum shock, about 3% said “Yes”. The results of the experiment showed that 65% of the participants delivered it. The tendency to obey legitimate authorities is perceived as the good behaviour in the society, people were acting contrary their own preferences under that pressure (Cialdini, 2009). In a marketing perspective, companies invest billions per year to study the customer behaviour and psychology. They conduct many surveys, interviews, observations to understand what the customer want and what he needs. This understanding drives them to know how to act to make the customer buying a product. Hanson and Kysar (1999) underline the fact that $8 billion per year are spent by companies to analyse and understand the customer’s psychology and behaviour. With the research, companies are more proficient into controlling the market. In this way, marketing may propose some products that the customer did not imagine, did not ask for before. It proposes a product that was not expected by people and motivates the customer to buy it. This can be seen as controlling the customer in the company’s advantage. (Pervez, 2009) But if we look through the history there are many products that we did not expect and are a part of our daily life as the mobile phone or the internet. Indeed, does the way that marketing is continuously impacting the customer mean that he/she is manipulated? The Cambridge dictionary defines manipulation as being mainly disapproved control of someone or something to your own advantage, often unfairly or dishonestly. Handelman defines manipulation as a motivating action where one person tries to make someone else act in a certain manner to reach specific goal. In fact the person acts on the other in order to make him/her doing something that he/she would not do in other circumstances. In order to understand how marketing is impacting the potential customer, studies in neuromarketing (Pêtre, 2007) showed that even if people are not aware of it all the commercial stimuli have an effect on our unconscious. In fact, if people are often exposed to a brand (advertise on a bus, on a billboard…) when the customer will purchase, the brand will be in his/her mind and he/her will be more in favor to buy it. A study directed by North, Hargreaves and McKendrick in 1999 shows the impact that those stimuli can have in the buying process. Those professors diffused French or German music in an English supermarket. While there was the French music, 83% of the wine bought was from France. When it was the German music 65% of the wine bought was from Germany. When the customers were interviewed were not conscious of the music’s impact on their behaviour even though they recognize thought more about those countries when the music was on (Corneille, 2010).
In fact, marketing have an effect on the buyer’s choice; it is able to influence the customer, by fulfilling it needs and/or wants but also by anticipating their evolution. (Michon C., et al., 2010) It has been shown that marketing have also the ability to manipulate people as in the supermarket. People will probably not by so much of French or German wine in other circumstances. Mainly, the differences between manipulation and influence in marketing will be in the way that companies use their tool to impact the customer’s behaviour but also about the positive added value that both parts will find in their relationship (Pervez, 2009). 2.2 – Customer The customer is very complex to analyse because some irrational elements impact on his/her needs, wants and therefore demands. There are psychological elements that cannot be externally controlled. Each customer has his/her own history, personality, culture and religion. In this section, we define need, want, demand and the uncontrolled factors of the (potential) customer.
2.3 Marketing 
In this part, we define more precisely marketing and its different aspects. Marketing is composed of several elements. Firstly, the research part: it focuses on various surveys, quests, and analysis on a quantitative, qualitative or both ways. They are useful to appreciate a market, a product life cycle, or the competitors’ offer on this specific market. In this way, marketers are able to analyse the gaps and lacks on the market. Research is also very helpful to understand the (potential) customer. Indeed, by analysing his/her needs, wants, behaviour, buying habits and all the demographical aspects of his/her life, a company may provide a market offering that suits (Kotler et al., 2008). More than just understanding the customer, marketing creates a real relationship between the company and its clients. Gummesson (2002) defines the relationship marketing (RM) as “marketing based on interaction within networks of relationships” (p.3). Then, he continues with the customer relationship management (CRM), which “is the values and strategies of relationship marketing – with particular emphasis on customer relationships – turned into practical application” (p.3). Secondly, the strategic objectives are also a huge part on marketing. Those objectives will mostly determine the way of acting within a company. It can be product-oriented, without really taking care of the consumers or customer-oriented as we saw above. Strategic objectives also include the financial objectives (sales, margins). Pride and Ferrell (2011) explain that nowadays marketing is more and more “market-oriented” (p.12) in order to answer the real desire of the customer. We defined the needs, wants and demands of the customer in chapter 2.2.1. In the research problem, we also defined marketing through Kotler et al. (2008) perspective. We can go further and add the definition of Pride and Ferrell (2011). They define marketing as “the process of creating, distributing, promoting and pricing goods services and ideas to facilitate satisfying exchange relationships with customers and develop and maintain favourable relationships with stakeholders in a dynamic environment” (p.4). This new approach is totally linked with the CRM strategy, as explained in this chapter, and enhances the fact that the marketing-mix is unavoidable to offer valuable products on a market and achieve strategic goals. It is composed of the 4P’s (Kotler et al., 2008): product, price, place, and promotion.
2.3.1 Product 
According to Kotler et al. (2008), the product represents the tangible product itself and the range it belongs to. Colmant (2009) develops this point and explains that the product has to satisfy a need or a want (p.151). Each product has to meet the expectations of the customers. Those expectations may vary during the buying process and according to people who might influence the customers’ choice. Colmant (2009) also points out the fact that thanks to marketing, companies will be able to create and offer the right product to the customers. Another important element of the product is the packaging. It is defined as “the first customer’s visual references”2 (p.157). The packaging is an entire part of the product because, generally, this is the first approach customer has with the product he/she is going to buy. 
2.3.2 Price
Kotler et al. (2008) define the price as the selling price of the products. Two strategies can be highlighted, the push and pull strategies. The first one is can be defined as “a promotion strategy that calls for using the sales forces and trade promotion to push the product through channels” (Kotler et al., 2008, p.442); in this case it is a financial-oriented strategy. Kotler et al. (2008) define the second one as “a promotion strategy that calls for spending a lot on advertising and consumer promotion to induce final consumers to buy the product” (p.442); in this case it is more a product-oriented strategy Colmant (2009) distinguishes the price itself and the pricing policy. The price is just the amount of money needed by the customer to buy the product; while the pricing policy is more complex. It involves marketing calculations and companies have to find the right price for each product. Colmant (2009) illustrates his point with the example of Champagne: if a company sells Champagne at 5€ the bottle, the customer will be suspicious, because Champagne is usually a high-price product, and will be unlikely to buy this brand of Champagne. Each company has to find the right price for each product, while keeping in mind its objectives, positioning, strategy and target. The pricing policy is one of the most important element of the company strategy (Colmant, 2009). 
2.3.3 Place 
According to Kotler et al. (2008), the place represents the locations where the product can be purchased (physical and/or online stores) and the distribution channels. To go further, the place is any store that sells the demanded product. It might be a real store or an online store. The more visible is the store; the more people will find it easily. When the company has its own stores for its brand(s), the store has to be well-known and recognised by the customer, in order to facilitate the interaction with him/her.
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2.1.1 The concept of advertising
According to Gillian Dyer cited in Ezianioma (2010, p.1) advertising means “drawing attention to something.” According to Benson-Eluwa(2005, p. 3) “advertising is a form of non personal method of communicating information which is usually paid for by sponsor through various media.”
To Starch in Nnanyelugo(1995,P.11) advertising is “the paid form of mass communication designed to influence people to favor a product in order to induce them to buy.”
The Genesis and growth of advertising
The genesis of advertising cannot predate the emergence of mass communication media. This is because advertising is basically a mass communication effort. However, advertising by use of different forms of notices on rocks and buildings have been traced to Greek and Roman mer3chant of old who carved some commercial signs in clay, wood or stone and hung them in front of their shops in the same manner that we use in this present day billboards. They used those signs to convey to their prospective customers the wares they had for sell including their prices and a few other important information. Those days, they also made inscriptions on the walls of their small shops to indicate the kind of products available for their customers. As time went on, advertising started to become a serious business and it wasn‟t long before people started to offer themselves as specialists in advertising. The earliest known record of an advertising agency dates back to 1786.News paper rapidly became a dominant advertising medium on till the emergence of television in the 20th century. With the opportunities that digital communications offer, only beginning to realize it look like there will be plenty of changes still to come.
Benefits of Advertising
A proper advertisement has a great impact on the sales of the produce and that is why companies spend huge amount of money to make effective advertisement.Needless to say that, there are many advantages or benefit of advertisements.
a. Advertising informs people about different products and services.
b. Advertisements of non-commercial issues like AIDS and POLIO can help in educating people and notifying them of programs and events related to them.
c. For advertisers, advertisement can help in attracting huge number of potential customers and make possessive impact about their product and services.
d. Advertisement can create a branded name for the product being promoted.
e. Advertising can lead to direct Feedback form customers.
(WWW.benefitsandadvantages.com⁄general⁄advantages–of–advertising.html. 2010)
Functions of advertising
According to Bovee and Aren(1986) cited in Ozoh (1998, p.13) advertising functions are categorized as marketing, communication, education and social.
1. Marketing: Advertising sells a product, a service or an idea to the target audience.
2. Communication: It serves to communicate information and messages to people thereby providing consumers with the buying information they need.
3. Education: advertising imbue its audience with quality of “psychic mobility.” Through advertising consumers horizon are stretched beyond their immediate physical and mental confines such that they become aware of new consumption alternative.
4. Social function: It has the capacity to do other things than sales like it promotes and advocate social value such as those bordering on sustainable development, child welfare, disease prevention etc
Advertising media
According to Amey (2013), advertising media are the means to transmit the message of advertisers to the desired class of people. It is also the channels or vehicles by which an advertising message is brought to the notice of the prospective buyers.
Types of advertising media
According to Ozoh (1998, p.46).advertising media can be classified into two broad categories; Theme media
Scheme media
Some individuals have  used  the  terms,  “above–the–line  media  and  below  –the–line ”	to categorize the two types of media
Under the theme media (above-the-line) are the following Newspaper
Magazine Radio Television Bill board etc
Types of scheme (below–the–line media) include the following
Pelmets
Calendars Stickers Others
Advertising in Nigeria
Advertising in Nigeria is traced to be one of the earliest form of mass communication namely town crying. Town criers were used in the dissemination of information about important ceremonies and used in the inter-tribal wars, disasters, marriages, births, deaths, and so on. Even today town criers are still being used in many villages in Nigeria to communicate vital information. The town crier is paid in kind to structure and disseminate his message effectively at the right time and to the right audience.Another common advertising medium in Nigeria in the early days was hawking. Hawkers advertise their goods by shouting out the names of the wares they were carrying and extolling the qualities of such wares. Despite their advertising validity the earliest form of mass communication soon stepped aside for the modern media mass communication which in the face of mounting commercial growth were found to be more potent in advertising message delivery and wider audience reach. It is worthy to note that the traditional media communication is still in use in some parts of Nigeria as advertising media.
Modern advertising commenced in Nigeria with the establishment of the first newspaper in the country- IweIrohin. The paper was set up in 1859 and its publisher was Rev Henry, Townsend of the Church Missionary Society.According to Ogbodoh(2003, p.56) “when IweIrohin commenced publication, it carried advertisement in form of announcements which include on births, weddings, deaths, church activities, vacancies, shipping schedules etc.” With the setting up of other newspapers namely: Anglo Africa (1863}, Lagos Weekly Records (1891} Lagos Standard (1892} Nigeria Pioneer (1914} and so on. The horizon of newspaper advertisement widened considerably. These newspapers and others that came after them competed for the revenue that accrued from government and commercial advertising.
By 1960 advertising had moved into the magazines and the broadcast fold. The significance of the magazines lies in its introduction of color into Nigeria advertising. The radio capitalized on the intimacy of the human voice while television exploited movement which made advertising dramatization possible.Nigerian advertising cannot therefore be completed without mentioning notable companies that set the stage for the business environment that powered the advertising dream. This companies are the Royal Niger Company which later metamorphosed into United African Company (UAC} Lever Brothers, Cadbury‟s, A.J. Seaward, Daily Times, International Bank for West Africa (Afribank} Standard Bank which later became First Bank, Nigeria Television Authority(NTA} Federal Radio Corporation of Nigeria(FRCN} to name just a few. These captains of commerce and industry prepared the fertile ground from which Nigerian advertising grew up to productive adult.
Consumer behavior
Consumer behavior is as varied as consumers themselves. There is no direct link between the art of placing an advertisement in the media and the behavior of the consumers purchasing the product in the sense that there is direct link between the consumer purchasing the product and the product leaving the factory.Woodside et al (1977} cited in Okoro (1995, p.147} states that consumer‟s behavior has to do with the “planning, purchasing and using economic goods and services.”
Stages of consumer buying process
There are six stages to the consumer buying decision process
1. Problem recognition (awareness of need)
2. Information search
3. Evaluation of alternatives
4. Purchase decision
5. Purchase
6. Post – purchase
Factor that influence consumers buying behavior
According to Ronaldo (2011),“a consumer‟s buyer behavior is influenced by four major factors:
1. Cultural
2. Social
3. Personal
4. Psychological
CULTURAL FACTORS
It is said that culture is the fundamental determinant of a person’s wants and behaviour because the setting of background from where a person is raised has so much to say about what he desires or wants. This owes to the type of values, beliefs, norms, and tradition or custom he acquired. For instance, most Nigerians, especially the rural dwellers are used to local bed made of woods or slashed bamboos. Unfortunately, they are not fully enlightened about mattresses, not to talk of knowing the original ones.
Kotler says that: The growing child acquired a set of values, perception preferences and behaviours through his or her family and other key institutions.
SOCIAL FACTORS
A consumer’s buying behaviour could be influenced by such social factors as reference groups, primary and secondary groups and inspirational groups. Reference groups are the set of individuals that can directly or in directly change a consumer’s buying behaviour; why he should buy a certain product and forgo a given one.
Primary groups such as families, friends, neighbours and co-workers, whom the consumer interacts with, can affect his decisions to buy a desired product. To the secondary groups, which comprises of religious, professional and trade union groups, a consumer’s motive can be redirected. For instance, somebody who has preference for Panasonic Television can automatically change his taste to Sony Television because almost all his co-workers are using Sony Television.
PERSONAL FACTORS
The buying behaviour of a consumer may be affected by his age, status in life occupation, economic circumstances, personality and self-concept. A buyer’s age bracket contributes immensely to the type of product, services, that appeal to him. Taste in clothing, furniture, recreational facilities, e.t.c is highly related to a buyer’s occupation and economic circumstances.
Other important factor in personal factor are the lifestyle and personality. A person’s lifestyle has to do with his pattern of living; the distinguishing features that make him who he is. Therefore, the higher a person’s personality, the higher his taste of products. For instance, the wealthy men in the society, especially high public office holders often go for the latest and costly brand of cars.
PSYCHOLOGICAL FACTORS
Motivation, perception, learning and beliefs and attitudes are the four major psychological factors that influence a person’s buying choices. When one is intently motivated to buy a product, the person perceives the product, not only seeing it and feeling it, but also moves into action by buying it. He learns about the product by acquiring certain experiences. If the product is favorable to him or meets his taste, he automatically develops a belief and attitude on the product.
INCOME
Besides the aforementioned factors, source of income of a buyer becomes a serious determinant to what he may not purchase. Sometimes, because a buyer could not afford the money for a quality product, he may go for the relatively cheap one. This, however, often fails the consumer.
We can also view the favours, source of income of a buyer becomes a serious determinant to what he may or may not purchase. Sometimes, because a buyer could not afford the money for a quality product, he may go for the relatively cheap one. This, however, often fails the consumer.
These factors cause consumers to develop product and brand preferences. Although many of these factors cannot be directly controlled by marketers, understanding of their impact is essential as marketing mix strategies can be developed to appeal to the preferences of the target market.
How advertising influence consumers
Advertising has so many ways to influence consumers and its influence has been getting stronger as days passed in technology. According chron.com it states that “years ago, there were a few advertisements that were published in newspapers and magazines or broadcasted in radios. But now there are several ways that advertisements can affect our life such as commercials on TV, banners, on a websites or short videos in our cell phones. All of these platforms are called mass media, that people can be informed by these platforms even when they are reluctant”. For example commercials on TV can change shopping habits. People generally try a new product after they had watched the commercials. Erotic scenes are used in order to attract people‟s attention. Other commonly method which is mainly used is to tell a funny story. People watch these commercials again and again because they make them laugh and smile. Also slogans or logos of brands can be kept in peoples mind. This is another way of attracting people‟s attention to brand.
Fill (2005, p.504} also stated that “advertising, whether it be on an international, national, local or direct basis, is important as it can influence audience by informing, or reminding them of the existence of a brand”
Although, we cannot deny advertising influence on everyone, not only do commercials make us buy things, but also they make us change our lifestyle. (Alianza, 2009}. Advertising influences consumers through education, persuasion and reassurance. It also influences the shopping experience, by making shopping simpler and helping to moderate the prices of advertised products (Amy, 2013}.
Measuring the effectiveness of advertising
Advertising is not complete if the effectiveness of advertising is not complete. Although it is not at all possible to measure advertisement effectiveness accurately as there are many factors like
a. Making a brand image
b. Increasing the sales
c. Keeping people informed about the product
d. Introducing new product and so on which affect the effectiveness of an advertisement
According to kotler and Armstrong, cited in Okoro (1995, p.156), the two most popular areas which need to be measured for knowing the effectiveness of advertisement are :
1. Communication effect and
2. Sales effect
1. Communication effect research consists of three types of researches:
I. Direct rating method – here customers are directly asked to rate the advertisement and these rating are calculated.
II. Portfolio tests – here the customers see the adverts and listen carefully to the ads and all the contents of the adverts and then they are asked to recall the adverts and the contents. Then the calculations are done with the help of these data
III. Laboratory tests – here the apparatus to measure the heart rates, blood pressure, perspiration etc are used on the customer after he watches the ad, to know the physiological reactions of the body.
2 Sales effect research: totally depends on the sales of the company. The sales keep varying from time to time.
There are some features affecting sales like:
A. Product availability
B. The price of the product
C. Contents of the product and sometimes
D. The competitors
Tools for measuring the effectiveness of an advertisement include:
a. Distribution of questionnaires or flyers
b. Holding of surveys and product recognition test
c. Use of toll free number
d. Integrated direct marketing
e. Analysis tool
2.1.2 The Concept of Patronage
According to Wikipedia, patronage is the support, encouragement, privilege, or financial aid that an organization or individual bestows to another. According to Dictionary.Com, patronage is the financial support or business providedto a store, hotel or the like by customers, client, consumers, and so on.
In the history of arts, arts patronage refers to the support that kings or popes have provided to musicians, painters, and sculptures.
History of Patronage
Patronage was practiced as a social institution throughout early modern Europe, probably pecking in importance between the 14th and 17th centuries. It is nearly impossible, however to determine a specific origin of the tradition. In fact, Cicero thought that the origin of Roman clientele was so ancient that it must have been brought to Rome by Romulus himself”. By nature, it developed very gradually over long periods of time as different families and individuals rose and diminished in prominence in their respective corners of the continent.
In Florence, early patronage was associated with the church, which was a result of the powerful Episcopal political influence in central Italy. Patronage is mostly commonly associated with artists and the arts in general, but, as with the case of Galileo, it extended to academia and the sciences.
Forms of patronage
a) Political patronage
b) Art patronage
c) Social life patronage
d) charity patronage
e) commercial patronage
f) sports patronage
g) church patronage
Political patronage
This is the practice or custom observed by a political official of filling government positions with qualified employees of his or her own choosing.When the candidate of a political party wins an election, the newly elected official has the right to appoint certain number of persons to jobs in the government. This is the essence of patronage system, also known as the spoil system (“to the victor go the spoils”}. (Legal dictionary).
Art patronage
This refers to the support that kings or pope have provided to musicians, painters, and sculptors. It can also refer to the right of bestowing offices on church benefices, the business given to a store by a regular customer, and the guardianship of saints
Social life patronage
This is a situation in a tribal society, where subjects of the tribe, receives patronage of chieftains from the tribe (Brill, 2007). In his book, he gave many details in describing the tribal patronage of the tribal Kurdish chieftains for their Jewish subjects which include giving them dues and taxes, commissions for agricultural products and commercial transactions of all kinds of services and so on.
Charity patronage
Charitable and other non-profit making organizations often seek an influential figure head to act as patrons. The relationship does not involve money. As well as conferring credibility, people can use their contacts and charisma to assist the organization to raise funds or to affect government policy.
Commercial patronage
Sometimes consumer supports smaller or local businesses or corporations out of loyalty even if less expensive options exist. Their regular custom is referred to as patronage. Patronage may entitle members of a consumer‟s cooperative to a share of the surplus or profit generated by the cooperation is called a patronage refund. The refund is a form of dividend.
Sports patronage
In the same manner as commercial patronage, those who attend sporting events may be referred to as patrons.
Church patronage
This is the set of rights and obligations of someone known as the patron in connection with a gift of land. It is a grant made by the church out of gratitude towards a benefactor.
2.2 Review of related Literature
Olise, F (2006}. The influence of advertising messages through Communications Technology Channels on Consumers buying behavior. International Journal of Communication (5)14-29
According to the researcher people are influenced by what they see, hear or read, since these are targeted at the mass psyche of relatively large number of people. However this packaged information that has influenced the consumers buying behavior has no doubt been regarded to be the use of advanced communication technology channels.
The study went ahead to examine the nature of advertising messages through communication channels by saying that advertisers use the various communication channels within the consumers reach in order to influence their buying behaviors positively. To them the nature of advertising through these channels has helped to reshape the consumer‟s daily way by giving a new structure to the way they think and behave.
He went further to explain some related topics like advertising and the persuasive process of communications technology channels, advertising in the modern society, advertising message strategy, advertising pyramid, consumers need and motivation, consumer buying behavior and finally factors influencing behaviors which he said are two, emotional and rational factors.
Furthermore the study reviewed and the present study emphasized on the influence of advertising messages on the consumers behavior. Both stressed that the channels of communication and the packaged information (which include what we see, hear and read} have always been the major aspects that have contributed to their buying behavior being influenced.
But the reviewed study failed to throw more light on measuring the effectiveness of advertising which is one of the important aspects this present study did carry out.
2.3 Review of Empirical studies
Authors assess the effectiveness of advertising in reference either to the language of the message (Barthes, 1964; Durand, 1964) or the graphic image of the message (Eco, 1979; Mick, 1986; Scott, 1994). However, they analyze the quality of message from the viewpoint of its construction, its presentation and the place of the communication process. The impact of the message on the recipient is a minor problem in the process of the message evaluation. This is an important limitation to the semiotic approach in terms of marketing. Communication in general and advertising in particular, were treated by psychologists starting from the motivations of recipients, which occupy a central position in the analysis. This is because of their influence on the perception of the recipient (Mittelstaedt, 1990). They believe that the motivations drive consumer behavior. So, the purpose for the advertising creator is to identify the reasons of consumer behavior, in order to identify the most effective advertisement message or to remove the communication barriers. With the psychological approach, other types of research and investigation have emerged, thanks to the contribution of neuroscience; the evidence (obtained through scientific experimentation) has become a necessary support to verify the assumptions (Wikipedia). The psychological approach has the advantage to measure the effectiveness of advertising with reference to the recipient of the message, particularly to the consumers’ characteristics. On the other hand, the approach does not provide exhaustive answers, not delving into the exact causes that lead the recipient of the message publicity to expose themselves voluntarily to the message, decode it, to store and, eventually, to make purchase. So it has not taken into account the entire communication process, and in particular the external factors, especially those related to the environment, that may play a crucial role in determining the behavior of the recipient (Arens, 2000). Consumer behavior refers to the selection, purchase and consumption of goods and services for the satisfaction of their wants. There are different processes involved in consumer behavior. Initially, the consumer tries to find what commodities he would like to consume, then he selects only those commodities that promise greater utility. 
2.4 Theoretical frame works
The key theory for this study is cultivation analysis theory. The theory was propounded by George Gerbner and Larry Gross of the university of Pennsylvanian in 1976. The theory states that mass media (television) is responsible for shaping or cultivating viewers conception of social reality. It further explained that the information and ideas people receive on a daily basis are the foundation for their own personal outlook of life. Further more the theory has to do with the idea that mass media has the power to shape our perception of reality and the world around us by affecting our attitudes and certain ways of thinking.
Two theories are observed in this research work the consumer behavior theory and the individual difference theory. They will be examined in terms of their relevance to the effects advertising has on consumers and how it dictates their preferences for certain products or brands. 
2.4.1	Consumer Behaviour Theory
Consumer behaviour is the study of when, why, how, and where people do or do not buy a product. It blends elements from psychology, sociology, social anthropology and economics. It attempts to understand the buyer decision making process, both individually and in groups. It studies characteristics of individual consumers such as demographics and behavioural variables in an attempt to understand people’s wants. It also tries to assess influences on the consumer from groups such as family, friends, reference groups, and society in general. Consumer behavior theory is based on consumer buying behavior, with the customer playing the three distinct roles of user, payer and buyer (Kioumarsi et al., 2009). The American Marketing Association (AMA) defines consumer behavior as “The dynamic interaction of cognition, behavior and environmental events by which human beings conduct the exchange aspect of their lives”. 
The study of Consumer Behaviour is quite complex, because of many variables involved and their tendency to interact with and influence each other. These variables are divided into three major sections that have been identified as the most important general influences on consumer behaviour. Imagine three concentric circles, one at the outer most, one in the middle at the inner most, and they represent the following: 
External Environmental Variables Influencing Behaviour: These are the factors controlled by external environments, like the following, which form the basis of external influences over the mind of a consumer (outer circle):
Culture, and Sub-culture, 
Social Class, and Social Group,
Family, and Inter-Personal Influences
2.4.2 Information Processing Theory
	Information processing theory was propounded in 1968 by William J. McGuire. The theory suggests that the attitude change involves six steps with each step being a necessary precedent for the next (Anaeto, Onabajo & Osifoh, 2008: 1). According to McGuire (1976), the persuasive message must be communicated, that is raising the problem of agenda control and the receiver will attend to the message, this happens by raising the problem of inattention and selective exposure. Also, the receiver will comprehend the message and this is raising the problem of selective perception at which the receiver yields to and is convinced by the arguments presented, that is, the message must be accepted on the newly adopted position, is retained as the desired behavior that takes place.
	McGuire notes that any independent variable in the communication situation can have effect on any or more of the steps. A variable such as intelligence might lead to less yielding attitudinal change because a more intelligent person is able to detect flaws in an argument and is more willing to maintain an option not held by others. But it might lead to more attention because a more intelligent person has a greater interest on the outside world. McGuire points out that it is atypical for independent variables to affect one step in a positive way and another step in a negative way. A fear appeal, for instance, might increase attention to the message (step 1), but interfere with yielding to the arguments presented in (step 4). In 1976, McGuire presented another eight steps in the information –processing theory: i) exposure ii) perception iii) comprehension iv) agreement v) retention vi) retrieval vii) decision making and viii) action.
	Also, in 1989, McGuire presented an additional twelve steps in the output or dependent variable size of the persuasion process. McGuire’s information processing theory gives us a good overview of the attitude change process, reminding us that it involves a number of components (Anaeto, et al, 2008: 1). However, based on the assertion of McGuire on information processing theory, audience attitude towards a product depends on the proper use of certain steps or processes to win the consumer over.


CHAPTER THREE
RESEARCH METHODOLOGY
3.1	INTRODUCTION
	In this chapter, we described the research procedure for this study. A research methodology is a research process adopted or employed to systematically and scientifically present the results of a study to the research audience viz. a vis, the study beneficiaries.
3.2	RESEARCH DESIGN
Research designs are perceived to be an overall strategy adopted by the researcher whereby different components of the study are integrated in a logical manner to effectively address a research problem. In this study, the researcher employed the survey research design. This is due to the nature of the study whereby the opinion and views of people are sampled. According to Singleton & Straits, (2009), Survey research can use quantitative research strategies (e.g., using questionnaires with numerically rated items), qualitative research strategies (e.g., using open-ended questions), or both strategies (i.e., mixed methods). As it is often used to describe and explore human behaviour, surveys are therefore frequently used in social and psychological research.
3.3	POPULATION OF THE STUDY
	According to Udoyen (2019), a study population is a group of elements or individuals as the case may be, who share similar characteristics. These similar features can include location, gender, age, sex or specific interest. The emphasis on study population is that it constitute of individuals or elements that are homogeneous in description. 
	This study was carried out to examine the marketing strategy and consumer purchase behavior form the population of the study.
3.4	SAMPLE SIZE DETERMINATION
A study sample is simply a systematic selected part of a population that infers its result on the population. In essence, it is that part of a whole that represents the whole and its members share characteristics in like similitude (Udoyen, 2019). In this study, the researcher adopted the convenient sampling method to determine the sample size. 
3.5	SAMPLE SIZE SELECTION TECHNIQUE AND PROCEDURE
According to Nwana (2005), sampling techniques are procedures adopted to systematically select the chosen sample in a specified away under controls. This research work adopted the convenience sampling technique in selecting the respondents from the total population.
In this study, the researcher adopted the convenient sampling method to determine the sample size. Out of all the entire population of staff of GUINNESS NIGERIA PLC the researcher conveniently selected 120 out of the overall population as the sample size for this study. According to Torty (2021), a sample of convenience is the terminology used to describe a sample in which elements have been selected from the target population on the basis of their accessibility or convenience to the researcher.
3.6 	RESEARCH INSTRUMENT AND ADMINISTRATION
The research instrument used in this study is the questionnaire. A survey containing series of questions were administered to the enrolled participants. The questionnaire was divided into two sections, the first section enquired about the responses demographic or personal data while the second sections were in line with the study objectives, aimed at providing answers to the research questions. Participants were required to respond by placing a tick at the appropriate column. The questionnaire was personally administered by the researcher.
3.7	METHOD OF DATA COLLECTION
Two methods of data collection which are primary source and secondary source were used to collect data. The primary sources was the use of questionnaires, while the secondary sources include textbooks, internet, journals, published and unpublished articles and government publications.
3.8	METHOD OF DATA ANALYSIS
The responses were analysed using the frequency tables, which provided answers to the research questions. The hypothesis test was conducted using the Chi-Square statistical tool, SPSS v.23
3.9	VALIDITY OF THE STUDY
Validity referred here is the degree or extent to which an instrument actually measures what is intended to measure. An instrument is valid to the extent that is tailored to achieve the research objectives. The researcher constructed the questionnaire for the study and submitted to the project supervisor who used his intellectual knowledge to critically, analytically and logically examine the instruments relevance of the contents and statements and then made the instrument valid for the study.
3.10	RELIABILITY OF THE STUDY
The reliability of the research instrument was determined. The Pearson Correlation Coefficient was used to determine the reliability of the instrument. A co-efficient value of 0.68 indicated that the research instrument was relatively reliable. According to (Taber, 2017) the range of a reasonable reliability is between 0.67 and 0.87.
3.11	ETHICAL CONSIDERATION
he study was approved by the Project Committee of the Department.  Informed consent was obtained from all study participants before they were enrolled in the study. Permission was sought from the relevant authorities to carry out the study. Date to visit the place of study for questionnaire distribution was put in place in advance.


CHAPTER FOUR
DATA PRESENTATION AND ANALYSIS
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 hundred and twenty (120) questionnaires were administered to respondents of which 100 were returned. The analysis of this study is based on the number returned.
4.1	DATA PRESENTATION
Table 4.1: Demographic data of respondents
	Demographic information
	Frequency
	percent

	Gender
Male
	
	

	
	60
	60%

	Female
	40
	40%

	Religion
	
	

	Christian
	100
	100%

	Muslim
	00
	00%

	Age
	
	

	18-25
	00
	00%

	26-35
	15
	15%

	36-40
	29
	29%

	41 +
	56
	56%

	Family Economic Status
	
	

	Very High
	24
	24%

	High
	32
	32%

	Very Low
	21
	21%

	Low
	23
	23%


Source: Field Survey, 2021
ANSWERING RESEARCH QUESTIONS
Question 1: Does market segmentation strategy influence consumer purchase behavior?
Table 4.2: Respondent on question 1
	Options
	Frequency
	Percentage

	Yes
	78
	78

	No
	00
	00

	Undecided
	22
	22

	Total
	100
	100


Source: Field Survey, 2021
From the responses obtained as expressed in the table above, 78 respondents constituting 78% said yes. While the remain 22 respondents constituting 22% were undecided. There was no record for no.
Question 2: Does promotional strategy impact consumer purchase behavior?
Table 4.3: Respondent on question 2
	Options
	Frequency
	Percentage

	Yes
	60
	60

	No
	19
	19

	Undecided
	21
	21

	Total
	100
	100


Source: Field Survey, 2021
From the responses obtained as expressed in the table above, 60 respondents constituting 60% said yes. 19 respondents constituting 19% said no. While the remain 21 respondents constituting 21% were undecided.
Question 3: Does pricing strategy influence consumer purchase behavior?
Table 4.4: Respondent on question 3
	Options
	Frequency
	Percentage

	Yes
	56
	56

	No
	21
	21

	Undecided
	23
	23

	Total
	100
	100


Source: Field Survey, 2021
From the responses obtained as expressed in the table above, 56 respondents constituting 56% said yes. 21 respondents constituting 21% said no. While the remain 23 respondents constituting 23% were undecided.
Question 4: does distribution strategy affect consumer purchase decision?
Table 4.5: Respondent on question 4
	Options
	Frequency
	Percentage

	Yes 
	61
	61

	No 
	17
	17

	Undecided
	22
	22

	Total
	100
	100


Source: Field Survey, 2021
From the responses obtained as expressed in the table above, 61 respondents constituting 61% said yes. 17 respondents constituting 17% said no. While the remain 22 respondents constituting 22% were undecided.
Question 5: Does pricing strategy affect consumer purchase decision?
Table 4.6: Respondent on question 5
	Options
	Frequency
	Percentage

	Yes
	60
	60

	No
	20
	20

	Undecided
	20
	20

	Total
	100
	100


Source: Field Survey, 2021
From the responses obtained as expressed in the table above, 60 respondents constituting 60% said yes. 20 respondents constituting 20% said no. While the remain 20 respondents constituting 20% were undecided.
TESTING OF HYPOTHESIS
Hypothesis One: Marketing strategy has relevance to consumer purchase behavior
Table 4.2.2: Chi-Square test showing relationship between Marketing strategy and consumer purchase behavior
	
	Value
	df
	Asymp. Sig. (2-sided)

	Pearson Chi-Square
	19.284a
	1
	.000

	Continuity Correctionb
	17.931
	1
	.000

	Likelihood Ratio
	19.894
	1
	.000

	Fisher's Exact Test
	
	
	

	Linear-by-Linear Association
	19.178
	1
	.000

	N of Valid Cases
	100 
	
	



DECISION RULE: 
X2 = 19.284, df (c-1, r-1) = 1, n = 100, p = .000 at 0.05 level of significance. 
The relationship between Marketing strategy and consumer purchase behavior was investigated using Chi-Square Test. The result from this investigation proved that there is a significant relationship between Marketing strategy and consumer purchase behavior. 
Hypothesis Two: Defects in the product itself results in the poor performance of the product in the market
Table 4 Chi-Square test result showing relationship between Defects in the product and poor performance of the product in the market
	
	Value
	df
	Asymp. Sig. (2-sided)

	Pearson Chi-Square
	94.550a
	1
	.000

	Continuity Correctionb
	91.525
	1
	.000

	Likelihood Ratio
	119.828
	1
	.000

	Fisher's Exact Test
	
	
	

	Linear-by-Linear Association
	94.033
	1
	.000

	N of Valid Cases
	100
	
	


DECISION RULE: 
X2 = 94.550, df (c-1, r-1) = 1, n = 100, p = .000 at 0.05 level of significance. 
The relationship between Defects in the product and poor performance of the product in the market was investigated using Chi-Square Test. The result from this investigation proved that there is a significant relationship between Defects in the product and poor performance of the product in the market.


CHAPTER FIVE 
CONCLUSION AND RECOMMENDATION
5.1 CONCLUSION
This research was useful for the organization to find out the consumers opinion towards the Guinness Nigeria PLC and to know the attributes of the selection process.
As results from this research indicate, Guinness Nigeria PLC need to offer more than an attractive service and products to entice qualified customers. With number of service providers currently available, Consumers can be choosy when searching for their ideal one. They are more prone towards various attractive services.
Thus, it is important for organization to know exactly what they have to offer potential consumers, and then highlight their best features. Once organizations have successfully find candidates, they will become a loyal consumer.
5.2 RECOMMENDATIONS
1. Much number of competitors is in the market for Guinness Nigeria PLC. So Consumers compare the customer care services. Many of the Guinness Nigeria PLC customers feel that Customer Care Services are poor in Guinness Nigeria PLC. Guinness Nigeria PLC must improve those services.
2. More consumers are highly disturbed and irritated with unnecessary VAS Activation. Guinness Nigeria PLC needs to avoid these things.
3. Awareness about the Guinness Nigeria PLC talkmore is very less. Guinness Nigeria PLC must create awareness about this by way of advertisements.
4. Most of the consumers are attracted by TV Commercial ads. Respondents ranked the Guinness Nigeria PLC TV Ads as Fourth Rank. Creative and attractive advertisements will attract the consumer towards Guinness Nigeria PLC products.
5. More consumers need 3 Months Rate Cutters, 3 Months SMS Packs.
6. To attract the customers Guinness Nigeria PLC need introduce some new offers or packages.
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QUESTIONNAIRE
PLEASE TICK [√] YOUR MOST PREFERRED CHOICE AND AVOID TICKING TWICE ON A QUESTION
SECTION A
PERSONAL INFORMATION
Gender
Male [  ]	Female [  ]
Age 
18-25	[  ]
20-30	[  ]
31-40	[  ]
41 and above [  ]
Educational level
WAEC	[  ]
BSC/HND	[  ]
MSC/PGDE	[  ]
PHD		[  ]
Others……………………………………………….. (please indicate)
Marital Status
Single	[  ]
Married [  ]
Separated [  ]
Widowed [  ]
Duration of Service
0-2 years [  ]
2-5 years [  ]
5 and above [  ]
Section B
Question 1: Does market segmentation strategy influence consumer purchase behavior?
	Options
	Please Tick

	Yes
	78

	No
	00

	Undecided
	22



Question 2: Does promotional strategy impact consumer purchase behavior?
	Options
	Please Tick

	Yes
	

	No
	

	Undecided
	



Question 3: Does pricing strategy influence consumer purchase behavior?
	Options
	Please Tick

	Yes
	

	No
	

	Undecided
	



Question 4: does distribution strategy affect consumer purchase decision?
	Options
	Please Tick

	Yes 
	

	No 
	

	Undecided
	



Question 5: Does pricing strategy affect consumer purchase decision?
	Options
	Please Tick

	Yes
	

	No
	

	Undecided
	



