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ABSTRACT
Marketing research, through its systematic data collection and analysis processes, empowers organizations to make informed decisions that align with their strategic objectives. This study focuses on ascertaining the impact of marketing research in achieving organizational goal. The primary objective of this study is to investigate the impact of marketing research in achieving organizational goal. The specific objectives are to;(i) assess the impact of customer survey data on the achievement of organizational goals and to devise strategies for enhancing the accuracy and reliability of survey responses(ii). examine the role of qualitative interviews in influencing strategic decision-making aligned with organizational aspirations. (iii)explore how observations of consumer interactions inform marketing strategies that align with organizational objectives, and to identify methods for addressing challenges associated with capturing authentic behaviors. (iv)evaluate the efficacy of structured questionnaires in gathering relevant insights to support organizational objectives, and to recommend approaches for optimizing questionnaire design and utilization. To gather the data the study employed simple random sampling, distributing 30 questionnaires to respondent, and 30 were completed and received. Data analysis involved multiple regression analysis to test the hypothesis. The first hypothesis confirmed a strong relationship between the utilization of customer survey data and the achievement of organizational goals in Ayo-Ayodele Pharmaceutical Nig Ltd. The second hypothesis supported a strong link on the effect of Qualitative interviews on the strategic decision-making aligned with organizational goal in Ayo-Ayodele Pharmaceutical Nig Ltd Ilorin Kwara state. The third hypothesis indicated that Structured questionnaires effectively gather relevant insights to support organizational goals in Ayo-Ayodele Pharmaceutical Nig Ltd in Ilorin, Kwara State. The fourth hypothesis confirmed that Observations of consumer interactions significantly impact the formulation of marketing strategies that align with organizational goals in Ayo-Ayodele Pharmaceutical Nig Ltd in Ilorin, Kwara State. This research recommends further studies to explore the impact of marketing research in achieving organizational goal. In conclusion, marketing research is closely linked to the organization which has impact on achieving the organizational goal
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CHAPTER ONE
                                                                  Introduction
1.1 Background to the study
In the contemporary business landscape, organizations face numerous challenges, such as intense competition, changing consumer preferences, and rapidly evolving markets. To navigate these complexities successfully, businesses rely on informed decision-making processes backed by comprehensive research. Research, in its various forms, plays a critical role in providing valuable insights that guide strategic planning and goal achievement. Marketing research is a systematic and objective process that generates information to assist in making marketing decisions Donald R. Cooper and Pamela S. Schindler (2017). It plays a crucial role in helping businesses understand their markets and make informed choices to achieve their marketing objectives. Marketing research is the systematic gathering, recording, and analyzing of data about problems relating to the marketing of goods and services Michael R. Solomon, Gary J. Bamossy, Sören Askegaard, and Margaret K. Hogg (2016). In today's competitive business environment, organizations must understand the impact of marketing research on achieving their organizational goals. Research tends to cover various areas of marketing operational areas. Research will keep organization afloat on what is happening in the labor market for that reason, most specialized areas of management have their professional research system especially with the advent of computer technology in the 1950’s which makes it easy to transmit information directly from the operating level to the highest authority. Manufacturing organization performance revolves around those types of information and management of information that will emphasis on information system as it influences effective performance of research in the manufacturing organization. Marketing research is the systematic and objective identification, collection, analysis, and dissemination of information for the purpose of assisting management in decision making related to the identification and solution of problems and opportunities in marketing Gilbert A. Churchill and Dawn Iacobucci (2019). Understanding the importance of research involves recognizing its various benefits, such as: Informed decision making, risk mitigation, innovation and improvement.                           
Marketing research holds a special place in the realm of research for organizations. Marketing research is the systematic process of collecting, analyzing, and interpreting data to identify marketing opportunities and challenges K. Karunakaran (2018). Marketing research involves gathering and analyzing data to support decision-making processes and develop effective marking strategies. Marketing research serves as a strategic tool that empowers organizations to better understand their markets, customers, and competitors. The valuable insights gained through research enable businesses to make data-driven decisions, improve their marketing efforts, and achieve sustainable growth in dynamic and competitive environments. Marketing research, while essential for organizations, can also encounter various challenges and problems that may hinder its effectiveness. Some common problems of market research include: Limited Budget, Sample Bias, Time Constraints and Data Quality and Reliability Naresh K. Malhotra (2021).
The dependent variable in this study is "Organizational Goals." Organizational goals represent the specific objectives and targets that a company aims to achieve over a defined period. These goals could include financial targets, market share goals, customer satisfaction levels, brand recognition, and other measurable performance indicators. This study seeks to investigate how marketing research positively influences the achievement of these organizational goals. By analyzing the impact of data-driven insights obtained through marketing research, this research aims to uncover the ways in which organizations leverage research to reach their desired outcomes. 
In conclusion, understanding the impact of marketing research on achieving organizational goals is essential for organizations to leverage data-driven insights effectively, improve decision-making processes, and stay competitive in dynamic market environments. The findings of this study are expected to provide valuable insights for businesses seeking to optimize their marketing strategies and ultimately attain their desired outcomes and long-term success. By recognizing the significance of marketing research and addressing its potential challenges, organizations can harness its power to drive growth, customer satisfaction, and overall organizational success.
1.2	Statement of problem
	Observation has shown that the use of Market Research to reduce risk and failure in manufacturing organizations is crucial for an organization to perform extremely well and to have dynamic and flexible outcomes of production. The purpose of this study is to investigate the influence of marketing research on the achievement of organizational goals. The impact of marketing research on achieving organizational goals is a critical concern for contemporary businesses seeking sustainable growth and competitiveness. Despite the recognized significance of marketing research in informing strategic decisions, the extent to which it influences the realization of organizational goals remains a subject of inquiry. The problem lies in understanding how marketing research practices, including data collection, analysis, and interpretation, correlate with the achievement of specific organizational goals, such as revenue growth, market share expansion, customer satisfaction improvement, and product/service innovation.
             Additionally, factors such as industry context, organizational size, and the integration of marketing research into the decision-making process may influence the strength and direction of this relationship. Therefore, there is a need for a comprehensive study that examines the influence of marketing research on achieving specific organizational goals, taking into account these contextual factors. This research aims to address this gap by empirically assessing the impact of marketing research activities on a range of organizational goals across different industry sectors. By conducting a rigorous analysis that considers various contextual variables, this study seeks to provide actionable insights for organizations aiming to optimize their marketing research efforts to achieve their strategic objectives more effectively.  
 1.3 Research Question 
To address the problem statement, this study seeks to answer the following research questions:
i. How does the data collected through customer surveys impact the realization of organizational aspirations, and how can survey accuracy be improved?
ii. What influence do qualitative interviews wield on shaping strategic choices in line with organizational ambitions?
iii. In what ways do observations of consumer interactions shape marketing strategies to meet organizational objectives, and how can challenges related to observing authentic behaviors be mitigated?
iv. How effectively do structured questionnaires gather pertinent insights to support organizational targets, and what strategies can be employed to optimize their effectiveness?
Top of Form
1.4 Objective of the study
The main objectives of this research project is to examine the impact of marketing research in achieving organizational goals a study of ayo-ayodele pharmaceutical Nigeria ltd Ilorin kwara state while specific objectives are to:
i.  assess the impact of customer survey data on the achievement of organizational goals and to devise strategies for enhancing the accuracy and reliability of survey responses.
ii. examine the role of qualitative interviews in influencing strategic decision-making aligned with organizational aspirations.
iii. explore how observations of consumer interactions inform marketing strategies that align with organizational objectives, and to identify methods for addressing challenges associated with capturing authentic behaviors.
iv. evaluate the efficacy of structured questionnaires in gathering relevant insights to support organizational objectives, and to recommend approaches for optimizing questionnaire design and utilization
1.5 Statement of hypothesis
Null Hypotheses:
i. There is no significant relationship between the utilization of customer survey data and the achievement of organizational goals.
ii. Qualitative interviews have no effect on the strategic decision-making aligned with organizational goals
iii. Structured questionnaires do not effectively gather relevant insights to support organizational goals.
iv. Observations of consumer interactions do not significantly impact the formulation of     marketing strategies that align with organizational goals.
Alternative Hypotheses:
i. The utilization of customer survey data is significantly related to the achievement of organizational goals.
ii. Qualitative interviews significantly influence strategic decision-making aligned with organizational aspirations.
iii. Structured questionnaires effectively gather relevant insights to support organizational objectives. 
iv. Observations of consumer interactions significantly impact the formulation of marketing strategies that align with organizational objectives. 
The study aims to test these hypotheses to determine the impact of marketing research on achieving organizational goals. By analyzing the relationships between the independent variables and the dependent variable the study seeks to provide empirical evidence on the effectiveness of marketing research in guiding strategic decision-making and driving organizational success.Top of Form
1.6	Significance of the study 
This study holds several significant implications. Firstly, it will provide insights into the actual impact of marketing research in achieving organizational goals, specifically within the context of Ayo-Ayodele Pharmaceutical Chemist nig Ltd Ilorin kwara state. The findings will enable organizations to better understand the value of marketing research and make informed decisions regarding resource allocation and strategy formulation.
               Furthermore, this research will help organizations identify potential challenges in utilizing marketing research effectively and develop strategies to overcome them. By addressing these challenges, organizations can enhance their ability to leverage marketing research for improved decision-making and goal achievement. The study will also help academically by contributing to the existing body of literature in marketing research, particularly in the context of organizational goal achievement. It can offer new insights and empirical evidence to support and enrich academic discussions. It can also help validate existing theoretical frameworks related to the impact of marketing research on decision-making and goal attainment. The study's results and conclusions can serve as valuable educational resources for marketing students and researchers, enhancing their understanding of the practical implications of marketing research in organizational contexts.
1.7	Scope of the study
	The scope of this study will focus on "Ayo-Ayodele Pharmaceutical Chemist Nig Ltd," a pharmaceutical company located in Ilorin, Kwara State, Nigeria. Ayo-Ayodele Pharmaceutical Chemist Nig Ltd has been selected as the case study due to its significance in the local pharmaceutical industry, its operational history, and its willingness to participate in the research. The finding from the study of impact of marketing research in achieving organizational goal will be used to generalize the effectiveness of marketing research in Ayo-Ayodele Pharmaceutical Chemist nig Ltd Ilorin kwara state. Selecting a local pharmaceutical company enhances the accessibility of data and information required for the study. Moreover, Ayo-Ayodele Pharmaceutical Chemist Nig Ltd has expressed willingness to cooperate and provide necessary data for the research, ensuring the study's feasibility. Also, the pharmaceutical industry plays a critical role in public health and is subject to various challenges and opportunities. Studying a pharmaceutical company like Ayo-Ayodele Pharmaceutical Chemist Nig Ltd will offer valuable insights into the impact of marketing research on achieving organizational goals in this specific sector. The research will concentrate on analyzing the marketing research practices employed by Ayo-Ayodele Pharmaceutical Chemist nig Ltd Ilorin kwara state and their subsequent impact on organizational success. 



1.8	Definition of terms
Marketing research: The systematic gathering, analysis, and interpretation of data related to consumer behavior, market trends, and competitive dynamics to support decision-making processes and develop effective marketing strategies.
Organizational goals: The specific objectives and targets set by an organization to guide its actions and measure its success. These goals may include financial performance, market share, customer satisfaction, brand positioning, or innovation.
Effective marketing strategies: The strategic plans and actions developed by an organization to achieve its marketing objectives. These strategies leverage market insights, consumer behavior understanding, and competitive analysis to maximize the impact of marketing efforts. Consumer preferences: The subjective and individual choices, opinions, and desires of    consumers regarding products, services, and experiences. Understanding consumer preferences is crucial for developing marketing strategies that resonate with the target market.
Market trends: The patterns, shifts, and developments in the market that impact consumer behavior, industry dynamics, and competitive landscape. Monitoring market trends enables organizations to adapt and align their marketing strategies accordingly.
Product development: The process of creating, designing, and introducing new or improved products or services to meet the needs and preferences of target consumers. It involves research, innovation, testing, and launching activities.
 Customer Surveys: Customer surveys are structured data collection methods that involve gathering information from individuals, often customers, through a set of predetermined questions. Surveys are used to collect quantitative and qualitative data to understand opinions, preferences, and behaviors.
Qualitative Interviews: Qualitative interviews are in-depth conversations conducted with individuals or groups to gather detailed insights and perspectives. These interviews are often open-ended and aim to explore participants' thoughts, experiences, and motivations in a narrative format.    
 Structured Questionnaires: Structured questionnaires are standardized sets of questions designed to collect specific information from respondents. These questionnaires are carefully organized and typically involve closed-ended questions with predefined response options.











  CHAPTER TWO
                                                               Literature Review
2.0 Introduction
	The review of literature which forms the integral part of the research work serves two purposes, one which is to set theoretical base for the research, and the other to get the current research perspective to show the state of the art.
	This chapter establishes a strong foundation by offering a conceptual clarification, developing a theoretical framework, conducting an empirical review, identifying knowledge gaps in the literature, and summarizing the findings. The purpose of studying the impact of marketing research on achieving organizational goals is to understand the role and significance of marketing research in organizational success. The importance of studying this impact lies in the potential benefits it brings to organizations. By harnessing the power of marketing research, organizations can enhance their understanding of target markets, identify customer needs and preferences, and stay ahead of the competition. Marketing research is a systematic and objective search for, collection, analysis, and interpretation of data that are relevant to a particular marketing problem Paul E. Green and Donald S. Tull (2019). Marketing research provides organizations with valuable information that guides decision-making processes and aids in the development of strategies to achieve organizational goals.


2.1 Conceptual clarification
2.1.1 Definition of marketing research
	Marketing Research is defined here as a continuing and interacting structure of people, equipment, and procedure to gather, sort, analyzed, evaluate and distribute pertinent, timely and accurate information for use by marketing decision makers to improve their marketing planning implementation and control. marketing research is the systematic gathering, analysis, and interpretation of data relevant to marketing decision making." (Aaker, 2018). From the definition it means that marketing research system is made up of people who communicate information within the organization and outside the organization. Managing officers communicate to their subordinate while subordinate also communicated by reports and other devices used in their communication system. Marketing also follows a system of gathering sorting, evaluation and reporting of data necessary for decision making. improve their performance, and stay ahead of the competition. Marketing research is the systematic and objective search for, and analysis of, information relevant to the identification and solution of any problem in the field of marketing Malhotra and Birks (2007)
2.1.2 Survey Methodology as a Tool for Data Collection
The survey methodology, employed as a tool for data collection, encompasses the administration of structured questionnaires to respondents. This systematic approach captures a wide range of quantitative data, effectively gauging consumer preferences, opinions, and behaviors on a larger scale. A survey is a method for collecting quantitative information about items in a population. It is a systematic way to gather data from (a sample of) individuals, entities, or other elements of a population Floyd J. Fowler Jr. (2013). However, the effectiveness of survey research hinges on addressing challenges such as potential response biases and ensuring the representation of diverse samples, necessitating meticulous planning and execution to enhance the accuracy of data acquired. Survey method is a structured approach to data collection, involving the administration of pre-designed questionnaires to respondents. Survey is one of the independent variables in this study. survey is a research method that uses structured questionnaires or interviews to collect data from a sample or a complete population Paul D. Leedy and Jeanne Ellis Ormrod (2019). Surveys offer a structured framework for obtaining insights that are essential for strategic alignment, thereby impacting the achievement of organizational goals. However, potential challenges in survey research, such as response biases and ensuring representative samples, necessitate careful consideration to enhance the accuracy of data. The survey method serves as a foundational independent variable in this study, facilitating the structured collection of data through the administration of carefully designed questionnaires to respondents. This approach is proficient in acquiring substantial quantitative data, effectively measuring consumer preferences, opinions, and behaviors on a significant scale Robert Groves (2009). The pivotal strength of surveys lies in their ability to provide organizations with a systematic framework for gaining insights essential for strategic alignment, thereby significantly influencing the achievement of organizational goals. By gathering data from a wide array of respondents, surveys contribute to the development of informed decisions that resonate with consumer needs and market dynamics.
However, survey research is not devoid of challenges. Potential response biases and the imperative of ensuring representative samples underscore the need for meticulous planning and execution. Biases, stemming from factors like response tendency or question wording, can distort data outcomes. Additionally, ensuring the inclusivity of diverse demographics is vital to uphold the reliability and validity of collected data. As such, this independent variable calls for rigorous methodologies to mitigate challenges, ensuring that the insights gleaned are robust and meaningful.Top of Form
2.1.3 In-Depth Interviews as a Method of Insight Generation
[bookmark: _Hlk147303502][bookmark: _Hlk147303512][bookmark: _Hlk147303530]In-depth interviews, employed as a method of insight generation, provide a dynamic avenue for delving into individual experiences, motivations, and perspectives. Through engaging respondents in open-ended conversations, this method reveals nuanced insights that may remain concealed through quantitative approaches. These insights wield the potential to directly shape strategic decision-making, thereby molding marketing strategies to resonate with organizational aspirations.  An interview is a conversation with a purpose Kvale and Brinkmann(2009)   However, the effective application of in-depth interviews necessitates skilled interviewers to ensure reliable data extraction. The subjective nature of interpretation poses challenges in terms of standardization and generalizability, calling for rigorous methodologies in analysis and reporting. Qualitative interviews are conversations in which one person, the interviewer, seeks to learn from another person, the interviewee Michael Quinn Patton (2015). By engaging respondents in open-ended conversations, interview methods provide in-depth insights that might remain concealed through quantitative approaches. These insights can directly influence strategic decision-making, shaping marketing strategies that align with organizational aspirations. However, qualitative interviews demand skilled interviewers to ensure reliable data extraction, while the subjective nature of interpretation poses challenges in standardization and generalizability. Qualitative interviews emerge as a dynamic and insightful independent variable in this study, facilitating a profound exploration of individual experiences, motivations, and perspectives. By orchestrating open-ended conversations with respondents, this method unveils intricate insights that might otherwise elude quantitative approaches. These in-depth insights wield the potential to exercise direct influence over strategic decision-making processes, thereby shaping marketing strategies that harmonize with organizational aspirations. In a qualitative interview, the researcher’s role is to learn as much as possible about the research problem from the participant’s perspective Rubin and Rubin (2015)
[bookmark: _Hlk147303539]          The distinct strength of qualitative interviews lies in their capacity to uncover nuanced and context-rich information, shedding light on underlying factors that quantitative methods might overlook. By delving into participants' narratives, organizations gain a more holistic understanding of consumer behaviors and preferences, enabling them to tailor their strategies accordingly. Interviews are complex social events in which multiple voices are engaged, interpreted, and constructed Denzin and Lincoln(2018).
However, it is vital to acknowledge the challenges associated with this method. The success of qualitative interviews hinges upon the expertise of the interviewers in effectively extracting reliable data. Skilled interviewers are essential to navigate sensitive topics, facilitate meaningful conversations, and probe for deeper insights. Additionally, the subjective nature of interpretation during analysis poses challenges in achieving standardization and generalizability of findings. Efforts to ensure rigor in transcription, coding, and thematic analysis are crucial to enhance the credibility of results
2.1.4 Structured Questionnaires as a Data Collection Approach 
[bookmark: _Hlk147303548][bookmark: _Hlk147303557][bookmark: _Hlk147303567]Structured questionnaires serve as standardized instruments for data collection, enabling consistent responses across respondents. The questionnaire is typically a structured instrument for collecting standardized data from large numbers of people Bryman and Bell (2015). Questionnaires offer a systematic approach to capturing data on various variables, including consumer preferences, behaviors, and attitudes. However, careful questionnaire design is paramount to strike a balance between comprehensive data collection and respondent engagement to mitigate the risk of survey fatigue and response biases. Questionnaire design is an art and a science, involving the presentation of questions, question wording, order of questions, and formatting Dillman et al (2014). Structured questionnaires emerge as a vital independent variable in this study, providing organizations with standardized tools for data collection. These instruments ensure uniformity in data gathering, facilitating consistent responses across diverse respondents. The strength of questionnaires lies in their suitability for quantitative analysis, enabling organizations to acquire precise and quantifiable data that plays a pivotal role in guiding decision-making processes. Questionnaires offer a systematic framework for capturing a diverse range of data, spanning from consumer preferences and behaviors to attitudes and opinions. The structured nature of questionnaires streamlines the process of data collection, allowing for efficient comparison and analysis. This facilitates the identification of trends, patterns, and correlations that contribute to a more comprehensive understanding of consumer dynamics. Questionnaires are a key tool in survey research, enabling researchers to collect systematic and structured data for analysis and interpretation Fink(2019).
          However, the effectiveness of questionnaires is contingent upon meticulous design. The formulation of clear and unbiased questions, appropriate response options, and logical flow is paramount. Careful consideration is necessary to strike a balance between gathering comprehensive data and maintaining respondent engagement. Addressing potential challenges like survey fatigue and response biases requires strategic design strategies, ensuring that the data collected accurately reflects the intended insights.
In the subsequent chapters, this study will delve further into the nuanced utilization of questionnaires as an independent variable, investigating their contribution to the broader understanding of marketing research's impact on achieving organizational goals.
2.1.5 Observation, as a Method of Exploration Top of Form

Observation, as a method of exploration, unveils genuine consumer behaviors and interactions in their unadulterated natural settings. Observation allows researchers to generate detailed and systematic accounts of behavior and events Hammersley and Atkinson(2007). This technique involves directly witnessing how individuals engage with products, services, or environments, offering insights deeply rooted in real-world contexts. The contextual depth gained from observations enhances decision-making processes by infusing authenticity. By capturing behaviors authentically, observations align marketing strategies with the intricacies of real-life situations. Observation provides access to the everyday social world Silverman (2013). However, the effective utilization of this method demands addressing challenges such as unobtrusive data collection and standardizing observations across varying conditions.
Top of Form
Observation methods provide a window into genuine consumer behaviors and interactions within their natural settings. Directly observing how individuals engage with products, services, or environments, observations offer contextual insights that lend authenticity to decision-making processes. By capturing authentic behaviors, observations impact the alignment of marketing strategies with real-world scenarios. However, this method poses challenges in terms of capturing behaviors unobtrusively and standardizing observations for analysis.
2.1.6 Organizational goals
Organizational goals are the specific objectives, targets, or outcomes that an organization aims to achieve over a defined period. These goals serve as guiding principles and provide direction for the organization's actions and decision-making processes. Goals represent management's aspirations for the organization's future. They are the organization's key results and outcomes Fred R. David (2019). Organizational goals are critical for defining the purpose and mission of the organization and help in aligning efforts towards a common vision. They can be short-term or long-term in nature and are typically developed based on the organization's mission, vision, values, and strategic priorities. Organizational goals refer to the specific objectives and targets set by an organization to guide its actions and measure its success Kotler et al (2021). Here are some common types of organizational goals:
i. Financial Goals: These goals focus on achieving financial success and sustainability. Examples include increasing revenue, profitability, market share, and return on investment (ROI).
ii. Operational Goals: Operational goals pertain to improving the efficiency and effectiveness of internal processes. This may involve reducing costs, streamlining operations, or enhancing productivity.
iii. Strategic Goals: Strategic goals are high-level, long-term objectives that guide the overall direction and growth of the organization. They may include entering new markets, expanding product lines, or diversifying business offerings.
iv. Customer Goals: Customer-centric goals revolve around enhancing customer satisfaction, loyalty, and retention. The organization may aim to improve customer service, gather feedback, and address customer needs more effectively.
v. Innovation Goals: These goals focus on fostering a culture of innovation and creativity within the organization. Examples include launching new products or services, adopting new technologies, or implementing process improvements.
vi. Employee Goals: Employee-focused goals aim to enhance employee satisfaction, engagement, and development. They may involve initiatives to improve workplace culture, employee training, or performance management.
vii. Social and Environmental Goals: Organizations increasingly prioritize social responsibility and sustainability. These goals may involve reducing environmental impact, promoting social welfare, and engaging in philanthropic activities.
viii. Quality Goals: Quality goals relate to maintaining or improving the quality of products or services offered by the organization. This may involve meeting industry standards, achieving certifications, or obtaining customer feedback.
Organizational goals provide a framework for measuring progress and success, facilitating resource allocation, and guiding strategic decision-making. They serve as a roadmap for the organization's growth and development, ensuring that all efforts are aligned towards a shared vision and mission. Setting organizational goals is essential for human resource (HR) practices as it provides a framework for evaluating and rewarding employee performance Gary Dessler (2019). Setting organizational goals is essential for human resource (HR) practices because it provides a structured framework for evaluating and rewarding employee performance in ways that align with the organization's strategic objectives. When human resource (HR) practices are closely tied to these goals, they not only enhance individual and team performance but also contribute to the overall success and competitiveness of the organization. This alignment fosters a culture of achievement, accountability, and continuous improvement within the workforce. Organizational goals serve several crucial purposes:
i. Direction: Goals provide a sense of direction, helping the organization focus on what is most important.
ii. Motivation: Goals motivate employees and teams by giving them a sense of purpose and a target to work toward.
iii. Measurement: Goals provide a basis for measuring progress and success, allowing the organization to track performance.
iv. Decision-Making: Goals influence decision-making, helping the organization prioritize initiatives that align with its objectives.
v. Resource Allocation: Goals guide resource allocation, ensuring that time, money, and talent are directed toward achieving key priorities.
     Organizational goals are foundational to an organization's success. They help create a shared vision, inspire action, and provide a basis for measuring progress. When aligned with the organization's mission and values, these goals become a driving force that propels the organization toward a desired future state.
Top of Form
2.2 Theoretical frameworkTop of Form
2.2.1 Resource-Based View (RBV) Theory
        The Resource-Based View (RBV) Theory was propounded by two scholars, Jay B. Barney and Birger Wernerfelt, independently in the early 1980s. Jay B. Barney, an American scholar, introduced the RBV theory in 1986. He published a seminal paper titled "Strategic Factor Markets: Expectations, Luck, and Business Strategy" in the journal Management Science, where he laid the foundations of the RBV theory. Birger Wernerfelt, a Danish economist, also contributed to the development of the RBV theory. In 1984, he published a paper titled "A Resource-Based View of the Firm" in the journal Strategic Management Journal, where he presented his perspective on the role of resources in shaping firm performance. 
               The Resource-Based View (RBV) Theory is a strategic management framework that emphasizes the importance of internal resources and capabilities in achieving sustainable competitive advantage and superior performance. According to this theory, a firm's unique and valuable resources, such as tangible assets, intangible assets, human capital, technology, and organizational capabilities, are the primary sources of its competitive advantage.
The RBV theory highlights that a firm's competitive advantage is not solely dependent on external market conditions, but rather on the ability to leverage and deploy its distinctive resources in ways that competitors cannot imitate or replicate easily. In other words, it emphasizes the significance of resource heterogeneity and resource immobility as sources of sustained competitive advantage.
         The Resource-Based View (RBV) theory is directly related to the impact of marketing research in achieving organizational goals in the following ways:
i. Identification of Valuable Resources: Marketing research plays a crucial role in identifying and assessing a firm's internal resources and capabilities. Through market research, an organization can identify its strengths and weaknesses, understanding which resources are valuable and rare, and which can potentially contribute to gaining a competitive advantage.
ii. Resource Development and Enhancement: Marketing research can inform the organization about emerging market trends, customer preferences, and changing industry dynamics. This information can be utilized to develop and enhance existing resources to meet evolving market demands and customer needs effectively.
iii. Strategic Resource Allocation: Marketing research insights can guide resource allocation decisions. By understanding market opportunities and customer demands, organizations can allocate resources strategically to areas that align with their strengths and competitive advantages.
iv. Competitor Analysis: Marketing research often involves competitor analysis, helping organizations understand their rivals' strengths and weaknesses. This information enables firms to position their resources in a way that differentiates them from competitors, leveraging their unique capabilities for competitive advantage.
v. Market Positioning and Targeting: Marketing research can provide insights into target market segments, allowing firms to align their resources and marketing efforts towards the most lucrative opportunities.
vi. Long-Term Planning: The RBV theory emphasizes the importance of long-term planning and resource development. Marketing research can provide forward-looking insights, allowing organizations to invest in developing resources that will contribute to long-term competitive advantage and goal attainment.
Top of Form
RBV theory contributes to understanding the impact of marketing research by highlighting the role of resources in gaining a competitive advantage. According to RBV, marketing research can be considered a valuable resource for organizations. By conducting marketing research, organizations gather unique insights into consumer behavior, market trends, and competitive dynamics. These insights provide a foundation for making informed decisions and developing effective marketing strategies.
 Key concepts of the Resource-Based View (RBV) theory include:
i. Resources: Resources refer to the tangible and intangible assets, capabilities, and competencies that an organization possesses. Tangible resources include physical assets such as equipment, facilities, and financial capital. Intangible resources include intellectual property, brand reputation, organizational culture, and knowledge assets. RBV theory emphasizes that not all resources are equally valuable for achieving a competitive advantage.
ii. Competitive Advantage: Competitive advantage refers to the ability of an organization to create and sustain superior performance compared to its competitors. RBV theory suggests that competitive advantage arises when an organization possesses resources that are valuable, rare, inimitable, and non-substitutable (VRIN criteria). These resources enable the organization to differentiate itself, deliver unique value to customers, and withstand competitive pressures.
iii. Core Competencies: Core competencies are the unique capabilities and knowledge that underpin an organization's ability to perform certain activities better than its competitors. RBV theory emphasizes the importance of developing and leveraging core competencies that align with the organization's strategic objectives. Core competencies can provide a basis for competitive advantage by enabling the organization to offer superior value to customers or achieve operational efficiencies.
iv. Dynamic Capabilities: RBV theory recognizes the importance of dynamic capabilities, which are the organization's ability to adapt, innovate, and renew its resources and capabilities over time. Dynamic capabilities allow organizations to respond to changing market conditions, exploit new opportunities, and continuously evolve their competitive advantage. RBV theory suggests that organizations must develop and nurture dynamic capabilities to sustain their competitive advantage in dynamic and evolving markets.
The RBV theory offers insights into how organizations can leverage their unique resources and capabilities to achieve a sustainable competitive advantage. In the context of marketing research, RBV theory suggests that marketing research can be viewed as a valuable resource that contributes to an organization's competitive advantage. By leveraging marketing research insights, organizations can gain a deeper understanding of customer needs, market dynamics, and competitive forces. This knowledge enables organizations to make informed decisions, develop customer-centric strategies, and allocate resources effectively, ultimately driving superior performance and achieving organizational goals.
2.2.2 Market Orientation TheoryTop of Form
     The Market Orientation theory was primarily developed by two scholars: John C Narver and Stanley F Slater. Stanley F. Slater (1990) is an American marketing scholar and researcher. Along with John C. Narver (1990), he co-authored the influential paper "The Effect of a Market Orientation on Business Profitability" published in the Journal of Marketing in 1990, which laid the foundations of the Market Orientation theory. Market orientation theory is a strategic management framework that emphasizes the importance of customer focus, competitor analysis, and a continuous learning approach for achieving organizational success. It suggests that organizations should align their strategies and actions with customer needs and market dynamics to gain a competitive advantage.
Key concepts of Market Orientation Theory include:
i. Customer Focus: Market orientation theory places a strong emphasis on understanding and meeting customer needs and preferences. It involves actively seeking and listening to customer feedback, conducting market research, and gathering insights about customer behavior, preferences, and expectations. By placing the customer at the center of decision-making processes, organizations can develop products, services, and marketing strategies that resonate with target customers.
ii. Competitor Analysis: Market orientation theory recognizes the importance of monitoring and analyzing competitors. Organizations should assess competitor strategies, strengths, weaknesses, and market positions to understand their competitive landscape. By understanding the actions and offerings of competitors, organizations can identify opportunities for differentiation, anticipate market trends, and respond effectively to changes in the competitive environment.
iii. Cross-Functional Collaboration: Market orientation theory emphasizes the need for cross-functional collaboration within organizations. It suggests that departments such as marketing, sales, research and development, and customer service should work together to share market insights, align strategies, and coordinate efforts. This collaboration enables organizations to respond promptly to market changes, deliver a consistent customer experience, and create value for customers.
iv. Continuous Learning: Market orientation theory highlights the importance of continuous learning and adaptation to market dynamics. Organizations should engage in ongoing market research, gather customer insights, and remain vigilant about changes in customer preferences, technology advancements, and industry trends. This learning orientation allows organizations to quickly identify emerging opportunities, adapt their strategies, and continuously innovate to meet evolving customer needs.
v. Market Responsiveness: Market orientation theory emphasizes the need for organizations to be responsive to market changes and customer feedback. Organizations should be agile and flexible in adjusting their strategies, offerings, and operations based on market insights. By actively responding to customer demands and market trends, organizations can enhance customer satisfaction, maintain a competitive edge, and achieve superior performance.
           Market orientation theory suggests that organizations that adopt a customer-centric mindset, conduct thorough market research, analyze competitors, promote cross-functional collaboration, and exhibit a continuous learning orientation are more likely to achieve long-term success and meet their organizational goals. By aligning their strategies and actions with the market, organizations can develop customer-focused offerings, build strong customer relationships, and gain a competitive advantage in their industry.
2.2.3   The Innovation Diffusion Theory
        Diffusion Theory, also known as the Innovations Diffusion Theory, is a sociological theory developed by Everett Rogers in 1962. The theory seeks to explain how new ideas, innovations, products, or practices spread and are adopted by individuals or groups within a social system over time. Diffusion Theory is widely used in various fields, including marketing, communication, public health, and technology adoption. Key Concepts of Diffusion Theory includes:
i. Innovations: Innovations refer to new ideas, products, or practices that are perceived as new or different by individuals or groups.
ii.  Adoption: Adoption refers to the decision by an individual or group to accept and use an innovation.
iii. Communication Channels: Communication channels are the means through which information about an innovation is spread, such as mass media, interpersonal communication, or social media.
iv. Time: Diffusion Theory recognizes that the adoption of innovations takes time and occurs over a defined period, from early adoption to widespread use.
v. Adopter Categories: Rogers identified five adopter categories based on the time of adoption: innovators (first to adopt), early adopters, early majority, late majority, and laggards (last to adopt).
                  The Diffusion Theory is relevant to the impact of marketing research in achieving organizational goals in the following ways:
i. Understanding Market Acceptance: Marketing research helps organizations understand the potential acceptance of new products or innovations in the market. Research provides insights into customer preferences, needs, and perceptions, allowing companies to tailor innovations to meet consumer demands.
ii. Targeting Early Adopters: Identifying early adopters, who are influential and embrace innovations early, is crucial for successful diffusion. Marketing research can help identify the characteristics of early adopters, allowing organizations to target and engage these opinion leaders effectively.
iii. Optimizing Communication Channels: Marketing research assists in identifying the most effective communication channels to spread information about the innovation. Understanding the preferred channels of the target audience helps optimize marketing strategies for broader adoption.
iv. Overcoming Barriers to Adoption: Marketing research can reveal potential barriers to adoption, such as resistance to change or perceived risks. Armed with this information, organizations can develop strategies to address these barriers and facilitate smoother adoption.
v. Timing of Market Entry: Diffusion Theory highlights the importance of timing in introducing innovations. Marketing research provides data to determine the most opportune moment to launch an innovation to maximize its adoption potential.
vi. Segmentation and Tailored Strategies: Marketing research enables segmentation of potential adopters based on characteristics such as demographics, behavior, or attitudes. Organizations can then customize marketing strategies to suit the specific needs of different adopter segments.
Diffusion Theory offers valuable insights into how marketing research can be leveraged to enhance the adoption and impact of innovations. By understanding the characteristics of potential adopters, optimizing communication channels, and tailoring marketing strategies based on research insights, organizations can accelerate the diffusion of innovations, achieve organizational goals, and gain a competitive advantage in the market. 
2.2.4 Contingency Theory
       Contingency Theory is a management theory that suggests there is no one "best" way to manage or organize a company. Instead, the most effective management style or organizational structure depends on the unique circumstances or contingencies faced by the organization. Developed by Joan Woodward, Paul Lawrence, and Jay Lorsch, the theory emerged in the 1960s as a response to the belief in universal management principles. Key Concepts of Contingency Theory includes:
i. Fit and Alignment: Contingency theory emphasizes the importance of aligning the organization's structure, management practices, and strategies with the specific environmental and internal factors it faces. The effectiveness of these organizational elements depends on how well they fit the given circumstances.
ii. External and Internal Factors: Contingency theory identifies external factors, such as the industry's competitiveness, market conditions, and technological developments, as well as internal factors, such as the organization's size, culture, and resources, as critical determinants of effective management approaches.
iii. No Universal Solutions: Unlike some other management theories that propose universal solutions or best practices, contingency theory rejects the idea that one-size-fits-all approaches can work for all organizations. Instead, it emphasizes the need to tailor management practices to suit specific situations.
iv. Adaptability and Flexibility: Contingency theory promotes the idea that organizations should be adaptable and flexible to respond to changes in the environment. What works well in one situation may not be effective in another, so the organization needs to adjust its approach accordingly. In the context of the impact of marketing research on achieving organizational goals, contingency theory offers valuable insights:
i. Strategic Decision Making: Marketing research provides critical information about the market, customer preferences, and competitive landscape. The information gathered through research can be tailored to suit specific organizational contexts, guiding strategic decision-making and resource allocation based on the contingencies faced by the organization.
ii. Market Selection and Entry: Contingency theory emphasizes that organizations should carefully analyze the external environment before entering new markets. Marketing research helps identify favorable market opportunities, assess potential risks, and tailor market entry strategies based on market-specific contingencies.
iii. Organizational Structure: The design of the organizational structure should fit the organization's size, complexity, and the external environment in which it operates. Marketing research can inform the organization about changing customer needs, market trends, and competitive forces, which may necessitate adjustments to the organizational structure to ensure alignment with external contingencies.
iv. Customer-Centric Approach: Contingency theory encourages organizations to adapt their management and marketing practices to suit the specific needs of their customers. Marketing research provides valuable customer insights that can be used to tailor marketing strategies and customer service approaches to meet customer preferences and expectations.
v. Competitive Strategy: Marketing research helps organizations understand their competitive position in the market and the effectiveness of various strategies. Contingency theory suggests that the most effective competitive strategy depends on factors such as market conditions, industry dynamics, and the organization's resources.
 Contingency theory underscores the importance of aligning marketing research and organizational strategies with specific environmental and internal contingencies. By adopting a flexible and adaptable approach based on insights from marketing research, organizations can enhance their decision-making, improve market responsiveness, and achieve their organizational goals more effectively in different contexts. 
2.3 Empirical Framework
Several past studies have examined the impact of marketing research in achieving organizational goals. These studies have provided insights into the effectiveness of marketing research in achieving organizational goals. A few of them that were consulted in the course of carrying out this study are reviewed in this section, one after the other;
Michael Hyman and Jeremy Sierra (2010) anchored a study on marketing research and how it affects organizational goals. The objective of this study was to examine the best method used in marketing research to achieve organizational goals. He emphasized on how an effective survey can be conducted to gain insight on consumers satisfaction. He identified various skills associated to conducting successful marketing research (survey). He also identified steps and process that must be followed to conduct a successful marketing research, which are; identifying a research problem, developing a series of research questions related to that problem, writing good questions and designing a good questionnaire that will explore those research questions, fielding a survey and avoiding common survey research errors, designing a qualitative study like a focus group that will explore the research questions, collecting respondents data, entering it into a computer spreadsheet, analyzing it, and interpreting the results. They concluded their work by discussing and analyzing different types of marketing research like descriptive research, exploratory research, longitudinal research and cross-sectional research.
Jitpisut Bubphapant and Amelia Brandao (2023) anchored a study to perform a comprehensive review of the existing literature on comprehensive content marketing research analysis and it effect on organization performance. Accordingly, the study synthesizes 112 items of content marketing literature, using bibliometric analysis and the theories, contexts, characteristics, and methodology (TCCM) framework, to examine the evolution of content marketing research over the last 7 years (2015–2021). Furthermore, the study also develops an integrated conceptual framework, showing antecedents, mediators, moderators, and consequences of content marketing. This systematic review demonstrates that content marketing research continues to develop because of emerging technologies and online platforms, which provide opportunities for enhancing content strategies and practices.  Finally, their work suggests certain areas that have been neglected but which would lead to further investigations that advance this area of study. This comprehensive literature study adds to the body of knowledge on content marketing.
Ludmila Larka (2023) conducted a research to examine the correspondence of marketing research to the information needs of marketing diagnostics of the enterprise. The purpose of the research is to substantiate the expediency of a wider application of marketing research as an information basis for diagnosing the marketing activity of an enterprise in modern economic conditions. It was determined that the application of marketing research ensures the search, processing, accumulation and updating of information through the use of special methods of its processing for the purpose of making management decisions. The possibility of using marketing research as an information basis for diagnosing the marketing activity of an enterprise by analyzing the components of information support is substantiated. Information technologies that can be applied during marketing research are analyzed.  A description of interested parties in conducting marketing research is given. An overview of the software products, which are expedient to use for organizing, conducting and processing the results of marketing research, was carried out. The content of the company’s information resources, which are formed based on the results of marketing research, has been studied. It was determined that the algorithm for forming marketing support is related to the algorithm for conducting marketing research, which indicates the possibility of marketing research to act as information support for marketing diagnostics. It was determined that conducting marketing research provides the diagnostic process with such accurate and relevant data as the company’s market share, real and potential market capacity, supply and demand ratio, marketing risks, competitive situation on the market, competitive strategies of market participants, target audience profile, consumer satisfaction product parameters. It was concluded that the financing of marketing research is a contribution to the development of the diagnostic information base, which will have a long-term economic effect. 
Stella Nwagbala, Okafor Ifeoma Pethronila and Nwachukwu Raphael (2023) conducted a research work on the effect of marketing research on the performance of money deposit in banks in Nigeria. The study determined the relationship between marketing research on the performance of Money Deposit in Banks by ascertaining the extent of relationship between problem identification research and business advantage and the degree to which product review research relates with customer satisfaction of Money Deposit in Banks in Nigeria. Descriptive survey research design was adopted and Taro Yamane formula was used to determine a sample of 162 out of a total population of 273 while structured questionnaire was used to collect data from respondents. The hypotheses were tested using Pearson Product Moment Correlation Coefficient with the aid of Statistical Packages for Social Sciences (SPSS Version 29). Findings revealed positive relationship between marketing research and performance of Money Deposit Banks in Nigeria. There is positive relationship between problem identification research and business advantage. Results also revealed positive relationship between product review research and customer satisfaction. The study concluded that the relationship between marketing research and performance of Money Deposit Banks is dependent on the adoption of problem identification research and product review research.  
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CHAPTER THREE
                                                                Research Methodology
3.0 Research Design
This research made used of descriptive survey design. The researcher adopted a survey research design to elicit basic information on the “impact of marketing research in achieving organizational goal in ayo-ayodele pharmaceutical nig ltd Ilorin kwara state”. The choice of this research was considered appropriate because it enables the researcher to study the characteristics of the population using a carefully selected sample for intensive study, and also because of its advantage of identifying the attributes of a large population from a group of individuals. The design is to be suitable for the study due to its convenience and accuracy, especially in data collection and analysis.  
3.1 Population of the study
The population of the study may be considered as the number of all units of the phenomenon to be investigated that exists in the area of investigation kumekpor (2017). The target population for this study will be employees who are associated to Ayo-Ayodele pharmaceutical nig ltd Ilorin kwara state.
3.2 Sample size and Sampling technique 
A sample is defined as a smaller set of data that a researcher chooses or selects from a larger population by using a pre-defined selection method Togzhan nurtayeva (2021). The sample size is a proportion or fragment which would be taken out of the total population as a representative and which conclusion will be drawn from them based on the data which they give and will be taken in consideration of all members of the whole population.  The number of staff of ayo-ayodele pharmaceutical nig ltd Ilorin kwara state in Ilorin is unknown. For the purpose of this study, Simple random sampling technique will be adopted in selecting respondents which will serve as the representation of the total population. Therefore, 30 staffs of ayo-ayodele pharmaceutical Nig. ltd Ilorin kwara state who are in the marketing department would be randomly selected to carry out the study.
3.3 Research instrument
     The main instrument of this study will be structured questionnaire to collect information from the respondent. The questionnaire consists of closed ended questions specifically designed to achieve the objective of the study and to analyze the research hypothesis. Structured questionnaire administered to each respondent were used to obtain qualitative information about the study. Questionnaire consisted of two sections: section A consists of demographic information of the respondent and section B consists of questions related to respondents’ attitude towards market research. Furthermore, section B adopted a five-point scale to uncover degree of opinion on the subject matter; Strongly Agree, Agree, Undecided, Disagree, Strongly Disagree.
3.4 Validity and Reliability of instrument 
Anjany, S. & Kumar, S. (2022), stated that “all measuring instruments contain some degree of errors no matter how precise and careful at observation. As a result, efforts directed toward a total elimination of errors will be misdirected, rather efforts should be directed towards, ensuring a relatively high level of validity and reliability. Validity is concerned with whether the findings are really measure what they appear to be measured: both content and face validity tests were done by the supervisor and other project experts in the department of management sciences, University of Ilorin. The corrections were incorporated into the questionnaires before administration to ensure that the questionnaire was structured in a way considered appropriate for the study.
            Reliability of a study refers to the extent to which the research findings are consistent, stable, and reproducible under similar conditions. The reliability analysis for this research was carried out using Cronbach’s Alpha Coefficient. 
3.5 Method of data collection
In an attempt to ensure collection of relevant adequate and reliable information that help in appreciating the problem at hand, both the primary and secondary data were used. Primary data is the personal collection of information by the researcher through questionnaire and interview with the sample of the population on interest to the researcher. It also called firsthand information. This type of research required an enormous task by digging deep into the root of the matter. The researcher used questionnaire as a data gathering method for the purpose of this research in other to arrive at a meaningful outcome. Secondary data are information gotten from other related text books, journals, articles and even recorded message by the researcher which is used to solve problems. It is also known as the already made information. The information gathered from secondary source enabled the researcher to gain insight into the researcher work.
3.6 Methods of data analysis
The method which will be adopted for the analysis of data which is collected through the use of questionnaire will be frequency distribution with the aid of Statistical package for social and management sciences (SPSS 20.0). The hypothesis will be tested using multiple regression analysis.

                                                             CHAPTER FOUR
Presentation, Analysis of Data and Discussion
4.0 Introduction
The analysis was done in three parts, the first part deals with the demographic data presented in the form of frequency distribution of the respondents and the percentage based on gender, religion, age, marital status, and education; The second deals with data presentation and last part shows the results of the hypotheses tested with multiple regression. 
4.1 Presentation and Interpretation of Data
A total of thirty (30) copies of questionnaire were administered to the staff members of Ayo-Ayodele pharmaceutical Nig Ltd Ilorin Kwara state in which 30 copies were dully filled and returned. This connotes that the responses received were factual in accordance to the sampled population. 

	Table 4.1.1 Gender

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Male
	12
	40.0
	40.0
	40.0

	
	Female
	18
	60.0
	60.0
	100.0

	
	Total
	30
	100.0
	100.0
	


Source: Field Survey, 2025

The table 4.1.1 shows frequency distribution of respondents by gender. According to it, male respondents are the smallest with 12 (40.0%), while female respondents are the largest with 18(60.0%). Hence, this revealed that there are more female than male respondents, the implication was that female gender are employed more in Ayo-Ayodele pharmaceutical Nig Ltd Ilorin Kwara state than the male counterparts.




	Table 4.1.2 Age distribution

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	20-29
	4
	13.3
	13.3
	13.3

	
	30-39
	20
	66.7
	66.7
	80.0

	
	40-49
	4
	13.3
	13.3
	93.3

	
	50 & above
	2
	6.7
	3.3
	100.0

	
	Total
	30
	100.0
	100.0
	


Source: Field Survey, 2025
The table 4.1.2 shows frequency distribution of respondents by age. According to it, respondents within age range 20-29 with 4 (13.3%), followed by respondents within age range 30-39 years are the largest with 20 (66.7%), then respondents within age range 40-49 with 4 (13.3%), while respondents within age range 50 years & above are the smallest with 2 (6.7%). This implication of the results was that a higher number of the staff member of Ayo-Ayodele pharmaceutical Nig Ltd Ilorin Kwara state are of their youthful age and agility which makes them more active which leads to achieving the organizational goal.
	Table 4.1.3 Marital status

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Single
	4
	13.3
	13.3
	13.3

	
	Married
	26
	86.7
	86.7
	100

	
	Divorced
	0
	0
	0
	

	
	Total
	
	
	
	


Source: Field Survey, 2025
The table 4.1.3 shows frequency distribution of respondents by marital status. According to it, single respondents are with 4 (13.3%), married respondents are 26 (86.7%), while divorced respondents are with 0 (0%). The implication was that majority of the respondents are married.
	Table 4.1.4 Highest educational qualification

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	SSCE
	0
	0
	0
	0

	
	NCE/OND
	0
	0
	0
	0

	
	HND/BSc
	28
	93.3
	93.3
	93.3

	
	MSc/MBA
	2
	6.7
	6.7
	100.0

	
	Total
	30
	100.0
	100.0
	


Source: Field Survey, 2025
The table 4.1.4 shows frequency distribution of respondents by educational qualification. According to it, secondary school certificate holders’ respondents are 0 (0%), respondents with OND/NCE holder respondents are 0(0%), followed by HND/BSc holders’ respondents are 28 (93.3%), and MSc/MBA holder respondents are 2 (6.7%). The implication was that majority of the respondents were educated to the level of higher institution showing high level of understanding of how marketing research will help Ayo-Ayodele pharmaceutical Nig Ltd Ilorin Kwara state to achieve it organizational goal.
4.2 Data Presentation
This section presents the responses of the respondents on the variables used to address the research objectives and testing the hypotheses.
	4.2.1 Surveys conducted by Ayo-Ayodele Pharmaceutical Nig Ltd brings about useful information that leads to achieving the organizational goal.


	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	21
	70.0
	70.0
	70.0

	
	Agree
	6
	20.0
	20.0
	90.0

	
	Undecided
	2
	6.7
	6.7
	96.7

	
	Disagree
	1
	3.3
	3.3
	100

	
	Strongly disagree
	0
	0
	0
	

	
	Total
	30
	100.0
	100.0
	


Source: Field Survey, 2025
Table 4.2.1 shows that 70% of the respondents strongly agreed, 20% agreed, 6.7% were undecided, 3.3% disagreed and 0% strongly disagreed. This show that majority of the respondents strongly agreed that the Surveys conducted by Ayo-Ayodele Pharmaceutical Nig Ltd brings about useful information that leads to achieving the organizational goal.
	Table 4.2.2 Surveys are valuable tools that Ayo-Ayodele Pharmaceutical Nig Ltd use to understand their customers' needs, wants and perceptions that leads to achieving the organizational goal.


	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	11
	36.7
	36.7
	36.7

	
	Agree
	17
	56.7
	56.7
	93.4

	
	Undecided
	0
	0
	0
	93.4

	
	Disagree
	1
	3.3
	3.3
	96.7

	
	Strongly disagree
	1
	3.3
	3.3
	100

	
	Total
	30
	100.0
	100.0
	


Source: Field Survey, 2025
Table 4.2.2 shows that 36.7% of the respondents strongly agreed, 56.7% agreed, 0% were undecided, 3.3% disagreed and 3.3% strongly disagreed. This show that majority of the respondents agreed that Surveys are valuable tools that Ayo-Ayodele Pharmaceutical Nig Ltd use to understand their customers' needs, wants and perceptions that leads to achieving the organizational goal.




	[bookmark: _Hlk146370899]Table 4.2.3 Surveys allow Ayo-Ayodele Pharmaceutical Nig Ltd to tailor their products/services to better meet customers preferences in achieving the organizational goal.

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	21
	70.0
	70.0
	70.0

	
	Agree
	4
	13.3
	13.3
	83.3

	
	Undecided
	2
	6.7
	6.7
	90.0

	
	Disagree
	2
	6.7
	6.7
	96.7

	
	Strongly disagree
	1
	              3.3
	3.3
	100.0

	
	Total
	30
	100
	100
	


Source: Field Survey, 2025
Table 4.2.3 shows that 70.0% of the respondents strongly agreed, 13.3% agreed, 6.7% were undecided, 6.7% disagreed and 3.3% strongly disagreed. This show that majority of the respondents agreed that Surveys allow Ayo-Ayodele Pharmaceutical Nig Ltd to tailor their products/services to better meet customers preferences in achieving the organizational goal.
	[bookmark: _Hlk146371420]Table 4.2.4 The information gathered through surveys helps Ayo-Ayodele Pharmaceutical Nig Ltd improve their customer service and serve customers more effectively to achieving their organizational goal.

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	19
	63.3
	63.3
	63.3

	
	Agree
	5
	16.7
	16.7
	80.0

	
	Undecided
	2
	6.7
	6.7
	86.7

	
	Disagree
	4
	13.3
	13.3
	100.0

	
	Strongly disagree
	0
	0
	0
	

	
	Total
	30
	100.0
	100.0
	


Source: Field Survey, 2025
Table 4.2.4 shows that 63.3% of the respondents strongly agreed, 16.7% agreed, 6.7% were undecided, 13.3% disagreed and 0% strongly disagreed. This show that majority of the respondents strongly agreed that the information gathered through surveys helps Ayo-Ayodele Pharmaceutical Nig Ltd improve their customer service and serve customers more effectively to achieving their organizational goal.
	Table 4.2.5 Ayo-Ayodele Pharmaceutical Nig Ltd carry out survey to influence product development decision to achieving their organizational goal

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	8
	26.7
	26.7
	26.7

	
	Agree
	15
	50.0
	50.0
	76.7

	
	Undecided
	1
	3.3
	3.3
	80.0

	
	Disagree
	5
	16.7
	16.7
	96.7

	
	Strongly disagree
	                  1   
	3.3
	3.3
	100.0

	
	Total
	30
	
	
	


Source: Field Survey, 2025
Table 4.2.5 shows that 26.7% of the respondents strongly agreed, 50% agreed, 3.3% were undecided, 16.7% disagreed and 3.3% strongly disagreed. This show that majority of the respondents agreed that Ayo-Ayodele Pharmaceutical Nig Ltd carry out survey to influence product development decision to achieving their organizational goal.
	Table 4.2.6 Interviews with customers help Ayo-Ayodele Pharmaceutical Nig Ltd gain deeper insights into customers preferences and concerns which leads to achieving the organizational goal.

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	17
	56.7
	56.7
	56.7

	
	Agree
	6
	20.0
	20.0
	76.7

	
	Undecided
	3
	10.0
	10.0
	86.7

	
	Disagree
	1
	3.3
	3.3
	90.0

	
	Strongly disagree
	3
	10.0
	10.0
	100.0

	
	Total
	30
	100
	100
	


Source: Field Survey, 2025
Table 4.2.6 shows that 56.7% of the respondents strongly agreed, 20% agreed, 10% were undecided, 3.3% disagreed and 10% strongly disagreed. This show that majority of the respondents strongly agreed that Interviews with customers help Ayo-Ayodele Pharmaceutical Nig Ltd gain deeper insights into customers preferences and concerns which leads to achieving the organizational goal.
	4.2.7 Interviews have led to substantial improvements in Ayo-Ayodele Pharmaceutical Nig Ltd offerings which leads to achieving the organizational goal

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	12
	40.0
	40.0
	40.0

	
	Agree
	12
	40.0
	40.0
	80.0

	
	Undecided
	1
	3.3
	3.3
	83.3

	
	Disagree
	3
	10
	10
	93.3

	
	Strongly disagree
	2
	6.7
	6.7
	100.0

	
	Total
	30
	100
	100
	


Source: Field Survey, 2025
Table 4.2.7 shows that 40% of the respondents strongly agreed, 40% agreed, 3.3% were undecided, 10% disagreed and 6.7% strongly disagreed. This show that majority of the respondents strongly agreed and agreed Interviews have led to substantial improvements in Ayo-Ayodele Pharmaceutical Nig Ltd offerings which leads to achieving the organizational goal.
	Table 4.2.8 Interviews conducted by Ayo-Ayodele Pharmaceutical Nig Ltd with customers help in better understanding of customers specific needs which leads to achieving organizational goal.

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	4
	13.3
	13.3
	13.3

	
	Agree
	20
	66.7
	66.7
	80.0

	
	Undecided
	0
	0
	0
	80.0

	
	Disagree
	3
	10
	10.0
	90.0

	
	Strongly disagree
	3
	10
	10.0
	100.0

	
	Total
	30
	100
	100
	


Source: Field Survey, 2025
Table 4.2.8 shows that 13.3% of the respondents strongly agreed, 66.7% agreed, 0% were undecided, 3% disagreed and 3% strongly disagreed. This show that majority of the respondents agreed that Interviews conducted by Ayo-Ayodele Pharmaceutical Nig Ltd with customers help in better understanding of customers specific needs which leads to achieving organizational goal. 
	Table 4.2.9 Ayo-Ayodele Pharmaceutical Nig Ltd conduct interviews to customers to obtain qualitative data which helps in achieving organizational goal

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	20
	66.7
	66.7
	66.7

	
	Agree
	4
	13.3
	13.3
	80.0

	
	Undecided
	2
	6.7
	6.7
	86.7

	
	Disagree
	3
	10
	10
	96.7

	
	Strongly disagree
	1
	3.3
	3.3
	100.0

	
	Total
	30
	100.0
	100.0
	


Source: Field Survey, 2025
Table 4.2.9 shows that 66.7% of the respondents strongly agreed, 13.3% agreed, 6.7% were undecided, 1101.1% disagreed and 3.3% strongly disagreed. This show that majority of the respondents strongly agreed that Ayo-Ayodele Pharmaceutical Nig Ltd conduct interviews to customers to obtain qualitative data which helps in achieving organizational goal.
	Table 4.2.10 Ayo-Ayodele Pharmaceutical Nig Ltd carry out interviews to provide insights that quantitative data alone cannot capture to achieving organizational goal

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	6
	20.0
	20.0
	20.0

	
	Agree
	14
	46.7
	46.7
	66.7

	
	Undecided
	1
	3.3
	3.3
	70.0

	
	Disagree
	5
	16.7
	16.7
	86.7

	
	Strongly disagree
	4
	13.3
	13.3
	100.0

	
	Total
	30
	100.0
	100.0
	


Source: Field Survey, 2025
Table 4.2.10 shows that 20% of the respondents strongly agreed, 46.7% agreed, 3.3% were undecided, 16.7% disagreed and 13.3% strongly disagreed. This show that majority of the respondents agreed that Ayo-Ayodele Pharmaceutical Nig Ltd carry out interviews to provide insights that quantitative data alone cannot capture to achieving organizational goal.
	Table 4.2.11 Ayo-Ayodele Pharmaceutical Nig Ltd use observational research to monitor customer interactions about their products/services which leads to achieving organizational goal

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	13
	43.3
	43.3
	43.3

	
	Agree
	12
	40.0
	40.0
	83.3

	
	Undecided
	1
	3.3
	3.3
	86.6

	
	Disagree
	2
	6.7
	6.7
	93.3

	
	Strongly disagree
	2
	6.7
	6.7
	100.0

	
	Total
	
	100.0
	100.0
	


Source: Field Survey, 2025
Table 4.2.11 shows that 43.3% of the respondents strongly agreed, 40.0% agreed, 3.3% were undecided, 6.7% disagreed and 6.7% strongly disagreed. This show that majority of the respondents agreed that Ayo-Ayodele Pharmaceutical Nig Ltd use observational research to monitor customer interactions about their products/services which leads to achieving organizational goal.


	Table 4.2.12 Observation-based research provides Ayo-Ayodele Pharmaceutical Nig Ltd valuable insights that other methods might miss which leads to achieving organizational goal

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	19
	63.3
	63.3
	63.3

	
	Agree
	11
	36.7
	36.7
	100.0

	
	Undecided
	0
	0
	0
	

	
	Disagree
	0
	0
	0
	

	
	Strongly disagree
	0
	0
	0
	

	
	Total
	
	100.0
	100.0
	


Source: Field Survey, 2025
Table 4.2.12 shows that 63.3% of the respondents strongly agreed, 36.7% agreed, 0% were undecided, 0% disagreed and 0% strongly disagreed. This show that majority of the respondents agreed that observation-based research provides Ayo-Ayodele Pharmaceutical Nig Ltd valuable insights that other methods might miss which leads to achieving organizational goal.
	Table 4.2.13 Ayo-Ayodele Pharmaceutical Nig Ltd observe competitors’ activities to gain competitive advantage which leads to achieving the organizational goal

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	4 
	13.3
	13.3
	13.3

	
	Agree
	17
	56.7
	56.7
	70.0

	
	Undecided
	2
	6.7
	6.7
	76.7

	
	Disagree
	4
	13.3
	13.3
	90

	
	Strongly disagree
	3
	10.0
	10.0
	100

	
	Total
	30
	100.0
	100.0
	


Source: Field Survey, 2025
Table 4.2.13 shows that 13.3% of the respondents strongly agreed, 56.7% agreed, 6.7% were undecided, 13.3% disagreed and 10% strongly disagreed. This show that majority of the respondents agreed that ayo-ayodele Pharmaceutical Nig Ltd observe competitors’ activities to gain competitive advantage which leads to achieving the organizational goal.
	4.2.14 Observation-based research helps Ayo-Ayodele Pharmaceutical Nig Ltd adapt quickly to changing customer preferences which leads to achieving the organizational goal

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	2
	6.7
	6.7
	6.7

	
	Agree
	25
	83.3
	83.3
	90.0

	
	Undecided
	3
	10.0
	10.0
	100.0

	
	Disagree
	0
	0
	0
	

	
	Strongly disagree
	0
	0
	0
	

	
	Total
	30
	100.0
	100.0
	


Source: Field Survey, 2025
Table 4.2.14 shows that 6.7% of the respondents strongly agreed, 83.3% agreed, 10% were undecided, 0% disagreed and 0% strongly disagreed. This show that majority of the respondents agreed that observation-based research helps Ayo-Ayodele Pharmaceutical Nig Ltd adapt quickly to changing customer preferences which leads to achieving the organizational goal.
	4.2.15 Ayo-Ayodele Pharmaceutical Nig Ltd observe customer behavior to be more innovative which leads to achieving the organizational goal.

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	17
	56.7
	56.7
	56.7

	
	Agree
	10
	33.3
	33.3
	90.0

	
	Undecided
	0
	0.0
	0.0
	90.0

	
	Disagree
	3
	10.0
	10.0
	100.0

	
	Strongly disagree
	0
	0.0
	0.0
	

	
	Total
	30
	100.0
	100.0
	


Source: Field Survey, 2025
Table 4.2.15 shows that 56.7% of the respondents strongly agreed, 33.3% agreed, 0% were undecided, 10% disagreed and 0% strongly disagreed. This show that majority of the respondents strongly agreed that Ayo-Ayodele Pharmaceutical Nig Ltd observe customer behavior to be more innovative which leads to achieving the organizational goal.
	Table 4.2.16 Ayo-Ayodele Pharmaceutical Nig Ltd regularly seek customer feedback through questionnaires to meet customer expectations which leads to achieving the organizational goal

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	2
	6.7
	6.7
	6.7

	
	Agree
	7
	23.3
	23.3
	30.0

	
	Undecided
	15
	50.0
	50.0
	80.0

	
	Disagree
	3
	10.0
	10.0
	90.0

	
	Strongly disagree
	3
	10.0
	10.0
	100.0

	
	Total
	30
	100.0
	100.0
	


Source: Field Survey, 2025
Table 4.2.16 shows that 6.7% of the respondents strongly agreed, 23.3% agreed, 50% were undecided, 10% disagreed and 10% strongly disagreed. This show that majority of the respondents were undecided that Ayo-Ayodele Pharmaceutical Nig Ltd regularly seek customer feedback through questionnaires to meet customer expectations which leads to achieving the organizational goal.
	Table 4.2.17 Ayo-Ayodele Pharmaceutical Nig Ltd use questionnaire to gain insights for tailoring their marketing strategies which leads to achieving the organizational goal

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	10
	33.3
	33.3
	33.3

	
	Agree
	5
	16.7
	16.7
	50.0

	
	Undecided
	0
	0.0
	0.0
	50.0

	
	Disagree
	14
	46.7
	46.7
	96.7

	
	Strongly disagree
	1
	3.3
	3.3
	100.0

	
	Total
	30
	100.0
	100.0
	


Source: Field Survey, 2025
Table 4.2.17 shows that 33.3% of the respondents strongly agreed, 16.7% agreed, 0% were undecided, 46.7% disagreed and 3.3% strongly disagreed. This show that majority of the respondents disagreed that Ayo-Ayodele Pharmaceutical Nig Ltd use questionnaire to gain insights for tailoring their marketing strategies which leads to achieving the organizational goal
	Table 4.2.18 Ayo-Ayodele Pharmaceutical Nig Ltd use questionnaire to stay relevant and effective in the market which leads to achieving the organizational goal

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	3
	10.0
	10.0
	10.0

	
	Agree
	18
	60.0
	60.0
	70.0

	
	Undecided
	5
	16.7
	16.7
	86.7

	
	Disagree
	3
	10.0
	10.0
	96.7

	
	Strongly disagree
	1
	3.3
	3.3
	100.0

	
	Total
	30
	100.0
	100.0
	


Source: Field Survey, 2025
Table 4.2.18 shows that 10% of the respondents strongly agreed, 60% agreed, 16.7% were undecided, 10% disagreed and 3.3% strongly disagreed. This show that majority of the respondents agreed that Ayo-Ayodele Pharmaceutical Nig Ltd use questionnaire to stay relevant and effective in the market which leads to achieving the organizational goal.
	Table 4.2.19 Questionnaires are an effective way for Ayo-Ayodele Pharmaceutical Nig Ltd to collect data from a large number of customers which leads to achieving the organizational goal

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	4
	13.3
	13.3
	13.3

	
	Agree
	21
	70.0
	70.0
	83.3

	
	Undecided
	0
	0
	0
	83.3

	
	Disagree
	2
	6.7
	6.7
	90.0

	
	Strongly disagree
	3
	10.0
	10.0
	100.0

	
	Total
	30
	100.0
	100.0
	


Source: Field Survey, 2025
Table 4.2.19 shows that 13.3% of the respondents strongly agreed, 70.0% agreed, 0% were undecided, 6.7% disagreed and 10% strongly disagreed. This show that majority of the respondents agreed that questionnaire is an effective way for Ayo-Ayodele Pharmaceutical Nig Ltd to collect data from a large number of customers which leads to achieving the organizational goal.
	Table 4.2.20 Ayo-Ayodele Pharmaceutical Nig Ltd find it convenient to participate in research through questionnaires which leads to achieving the organizational goal

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	9
	30.0
	30.0
	30.0

	
	Agree
	15
	50.0
	50.0
	80.0

	
	Undecided
	2
	6.7
	6.7
	86.7

	
	Disagree
	4
	13.3
	13.3
	100.0

	
	Strongly disagree
	0
	0.0
	0.0
	

	
	Total
	30
	100.0
	100.0
	


Source: Field Survey, 2025
Table 4.2.20 shows that 30% of the respondents strongly agreed, 50% agreed, 6.7% were undecided, 13.3% disagreed and 0% strongly disagreed. This show that majority of the respondents agreed that Ayo-Ayodele Pharmaceutical Nig Ltd find it convenient to participate in research through questionnaires which leads to achieving the organizational goal
4.3 Testing of Hypotheses
In this section, the data were analyzed and presented to validate and test the stated hypotheses. As stated earlier, multiple regressions would be used to test the hypothesis.
Hypothesis I
Ho1: There is no significant relationship between the utilization of customer survey data and the achievement of organizational goals in Ayo-Ayodele Pharmaceutical Nig Ltd .
	Table 4.3.1 Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.715a
	.511
	.536
	.345

	a. Predictors: (Constant), Organizational goal


Source: Author’s Compilation, 2025
Table 4.3.1 gives us the R-value, which represents the correlation between the observed value and predicted value of the dependent variable which gives 71.5%. This shows that there is a high level of relationship between the utilization of customer survey data and the achievement of organizational goal. The R2 value which is an indication of the coefficient of determination from the model summary is 0.511 which indicates that 51.1% of customers’ survey is influenced by organizational goal while the remaining 48.9% of customers’ survey is influenced by other unidentified variables.
	Table 4.3.2 ANOVAa

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	147.489
	1
	147.489
	1236.455
	.000b

	
	Residual
	28.747
	241
	.119
	
	

	
	Total
	176.236
	242
	
	
	

	a. Dependent Variable: survey

	b. Predictors: (Constant), organizational goal


Source: Author’s Compilation, 2025
The analysis of variance (ANOVA) in the table showed the p-value of 0.000 which is less than the alpha value of 0.05. Therefore, it indicates that the overall model is fit.
	4.3.3 Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	T
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	.149
	.063
	
	2.345
	.020

	
	survey
	.982
	.028
	.715
	35.163
	.000

	a. indeependent Variable: organizational goal


Source: Author’s Compilation, 2025
The table of coefficients showed how survey influences organizational goal. It can be deduced from table that, for every change in organizational goal, there will be 71.5% increase in survey. Also, the probability and [t-statistics] value of .000 and [35.163] further suggest that the relationship between organizational goal and survey is significant since alpha level of 0.05 is greater than the p-value of 0.000. The conclusion therefore is that survey has a significant influence on organizational goal in Ayo-Ayodele Pharmaceutical Nig Ltd Ilorin kwara state. In conclusion, it is therefore found based on the result obtained from the hypothesis tested that the null hypothesis should be rejected and the alternative hypothesis should be accepted.
Hypothesis II
Ho2: Qualitative interviews have no effect on the strategic decision-making aligned with organizational goal in Ayo-Ayodele Pharmaceutical Nig Ltd Ilorin kwara state.
	Table 4.3.4 Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.711a
	.506
	.506
	.352

	a. Predictors: (Constant), Qualitative interviews


Source: Author’s Compilation, 2025
Table 4.3.4 gives us the R-value, which represents the correlation between the observed value and predicted value of the dependent variable which gives 71.1%. This shows that there is a high level of relationship between qualitative interview and organizational goal. The R2 value which is an indication of the coefficient of determination from the model summary is 0.506 which indicates that 50.6% of organizational goal is influenced by qualitative interview while the remaining 49.4% of organizational goal is influenced by other unidentified variables.
	Table 4.3.5 ANOVAa

	Model
	Sum of Squares
	Df
	Mean Square
	F
	Sig.

	1
	Regression
	146.360
	1
	146.360
	1180.620
	.000b

	
	Residual
	29.876
	241
	.124
	
	

	
	Total
	176.236
	242
	
	
	

	a. independent Variable: organizational goal

	b. Predictors: (Constant), qualitative interview


Source: Author’s Compilation, 2025
The analysis of variance (ANOVA) in the table showed the p-value of 0.000 which is less than the alpha value of 0.05. Therefore, it indicates that the overall model is fit.
	Table 4.3.6 Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	.307
	.061
	
	5.067
	.000

	
	Qualitative interview
	.841
	.024
	.711
	34.360
	.000

	a. Dependent Variable:  organizational aspiration


Source: Author’s Compilation, 2025
The table of coefficients showed how qualitative interview influences organizational aspiration. It can be deduced from table that, for every change in qualitative interview, there will be 71.1% increase in organizational goal. Also, the probability and [t-statistics] value of .000 and [34.360] further suggest that the relationship between qualitative interview and organizational goal is significant since alpha level of 0.05 is greater than the p-value of 0.000. The conclusion therefore is that qualitative interview has a significant influence on organizational goal in Ayo-Ayodele Pharmaceutical Nig Ltd in Ilorin, Kwara State. In conclusion, it is therefore found based on the result obtained from the hypothesis tested that the null hypothesis should be rejected and the alternative hypothesis should be accepted.


Hypothesis III
Ho3: Structured questionnaires do not effectively gather relevant insights to support organizational goals in Ayo-Ayodele Pharmaceutical Nig Ltd in Ilorin, Kwara State.
	Table 4.3.7 Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.829a
	.687
	.686
	.317

	a. Predictors: (Constant), structured questionnaire


Source: Author’s Compilation, 2025
Table 4.3.7 gives us the R-value, which represents the correlation between the observed value and predicted value of the dependent variable which gives 82.9%. This shows that there is a high level of relationship between structured questionnaire and organizational goals. The R2 value which is an indication of the coefficient of determination from the model summary is 0.687 which indicates that 68.7% of organizational goal is influenced by structured questionnaire while the remaining 31.3% of organizational goal is influenced by other unidentified variables.
	Table 4.3.8 ANOVAa

	Model
	Sum of Squares
	Df
	Mean Square
	F
	Sig.

	1
	Regression
	152.049
	1
	152.049
	1514.978
	.000b

	
	Residual
	24.188
	241
	.100
	
	

	
	Total
	176.236
	242
	
	
	

	a. Dependent Variable: structured questionnaire

	b. Predictors: (Constant), organizational goal


Source: Author’s Compilation, 2025
The analysis of variance (ANOVA) in the table showed the p-value of 0.000 which is less than the alpha value of 0.05. Therefore, it indicates that the overall model is fit.


	Table 4.3.9 Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	.307
	.054
	
	5.733
	.000

	
	Structured questionnaire
	.847
	.022
	.829
	38.923
	.000

	a. Dependent Variable: organizational goal


Source: Author’s Compilation, 2025
The table of coefficients showed how structured questionnaire influences organizational goal. It can be deduced from table that, for every change in structured questionnaire, there will be 82.9% increase in organizational goal. Also, the probability and [t-statistics] value of .000 and [38.923] further suggest that the relationship between organizational goal and structure questionnaire is significant since alpha level of 0.05 is greater than the p-value of 0.000. The conclusion therefore is that structured questionnaire has a significant influence on organizational goal in Ayo-Ayodele Pharmaceutical Nig Ltd in Ilorin, Kwara State. In conclusion, it is therefore found based on the result obtained from the hypothesis tested that the null hypothesis should be rejected and the alternative hypothesis should be accepted.
Hypothesis IV
Ho4: Observations of consumer interactions do not significantly impact the formulation of     marketing strategies that align with organizational goals in Ayo-Ayodele Pharmaceutical Nig Ltd in Ilorin, Kwara State.
	Table 4.3.10 Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.618a
	.382
	.381
	.338

	a. Predictors: (Constant), observation


Source: Author’s Compilation, 2025
Table 4.3.10 gives us the R-value, which represents the correlation between the observed value and predicted value of the dependent variable which gives 61.8%. This shows that there is a high level of relationship between observation and organizational goal. The R2 value which is an indication of the coefficient of determination from the model summary is 0.382 which indicates that 38.2% of organizational goal is influenced by observation while the remaining 61.8% of organizational goal is influenced by other unidentified variables.
	Table 4.3.11 ANOVAa

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	148.643
	1
	148.643
	1298.251
	.000b

	
	Residual
	27.593
	241
	.114
	
	

	
	Total
	176.236
	242
	
	
	

	a. independent Variable: organizational goal

	b. Predictors: (Constant), observation


Source: Author’s Compilation, 2025
The analysis of variance (ANOVA) in the table showed the p-value of 0.000 which is less than the alpha value of 0.05. Therefore, it indicates that the overall model is fit.
	Table 4.3.12 Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	.576
	.051
	
	11.312
	.000

	
	observation
	.739
	.021
	.618
	36.031
	.000

	a. independent Variable: organizational goal


Source: Author’s Compilation, 2025
The table of coefficients showed how observation influences organizational goal. It can be deduced from table that, for every change in observation, there will be 61.8% increase in organizational goal. Also, the probability and [t-statistics] value of .000 and [36.031] further suggest that the relationship between observation and organizational goal is significant since alpha level of 0.05 is greater than the p-value of 0.000. The conclusion therefore is that observation has a significant influence on organizational goal in Ayo-Ayodele Pharmaceutical Nig Ltd in Ilorin, Kwara State. In conclusion, it is therefore found based on the result obtained from the hypothesis tested that the null hypothesis should be rejected and the alternative hypothesis should be accepted.
4.4 Discussion of the findings
In this final section of chapter four, an attempt is made to highlight and discuss some of the major findings presented above. In order to address the issues in this research work, four (4) research hypotheses were tested using multiple regression. On the whole, the following are noticeable study:
Based on the result of hypothesis 1 tested, it was revealed that there exists a very strong relationship between survey (dependent variable i.e., the variable being predicted) and organizational goal (independent variables). It is also clear from table 4.3.1 that the r2 which is the coefficient of determination is 0.511 approximately 51.1%. This implies that 51.1% change in organizational goal can be explained by the improvement on marketing research. Thus, it was concluded that, since the significant values (0.000) are all less than 0.05 level of significance (p< 0.05) then, survey have a significant influence on organizational goal in Ayo-Ayodele Pharmaceutical Nig Ltd in Ilorin, Kwara State. 
Based on the result of hypothesis 2 tested, it was revealed that there exists a very strong relationship between interview (dependent variable i.e., the variable being predicted) and organizational goal (independent variables). It is also clear from table 4.3.4 that the r2 which is the coefficient of determination is 0.506 approximately 50.6%. This implies that 50.6% change in interview can be explained by the improvement on organizational goal. Thus, it was concluded that, since the significant values (0.000) are all less than 0.05 level of significance (p< 0.05) then, interview have a significant influence on organizational goal in Ayo-Ayodele Pharmaceutical Nig Ltd in Ilorin, Kwara State
Based on the result of hypothesis 3 tested, it was revealed that there exists a very strong relationship between structured questionnaire (dependent variable i.e., the variable being predicted) and organizational goal (independent variables). It is also clear from table 4.3.7 that the r2 which is the coefficient of determination is 0.687 approximately 68.7%. This implies that 68.7% change in structured questionnaire can be explained by the improvement on organizational goal. Thus, it was concluded that, since the significant values (0.000) are all less than 0.05 level of significance (p< 0.05) then, structured questionnaire have a significant influence on organizational in Ayo-Ayodele Pharmaceutical Nig Ltd in Ilorin, Kwara State.
Based on the result of hypothesis 4 tested, it was revealed that there exists a very strong relationship between observation (dependent variable i.e., the variable being predicted) and organizational goal (independent variables). It is also clear from table 4.3.1 that the r2 which is the coefficient of determination is 0.382 approximately 38.2%. This implies that 38.2% change in observation can be explained by the improvement on organizational goal. Thus, it was concluded that, since the significant values (0.000) are all less than 0.05 level of significance (p< 0.05) then, organizational goal have a significant influence on observation in Ayo-Ayodele Pharmaceutical Nig Ltd in Ilorin, Kwara State. 



CHAPTER FIVE
Summary of the Findings, Conclusion and Recommendation
5.0 Preamble
This chapter deals with summary of the study, conclusions and recommendations of the researcher.
5.1 Summary of the Finding 
The focus of this study is to evaluate the impact of marketing research in achieving organizational goal using Ayo-Ayodele Pharmaceutical Nig Ltd in Ilorin, Kwara State as the case study. The objectives of the study were to:(i) assess the impact of customer survey data on the achievement of organizational goals and to devise strategies for enhancing the accuracy and reliability of survey responses(ii) examine the role of qualitative interviews in influencing strategic decision-making aligned with organizational aspirations(iii) explore how observations of consumer interactions inform marketing strategies that align with organizational objectives, and to identify methods for addressing challenges associated with capturing authentic behaviours(iv) evaluate the efficacy of structured questionnaires in gathering relevant insights to support organizational objectives, and to recommend approaches for optimizing questionnaire design and utilization. The descriptive research design was adopted with closed-ended questionnaire as the research instrument. The research used primary source of data. The primary data was obtained through the questionnaire administered to the respondents. The population of the study include men and women who are employees of Ayo-Ayodele Pharmaceutical Nig Ltd in Ilorin, Kwara State. The method of data analysis adopted for this study was multiple linear regression analysis method. Arising from the above analysis are the following major findings:
R2 = 0.511, R= 0.715, P-value= 0.000 and beta value = 0.715. This implies that, survey has significant and positive impact organizational goal. Therefore, the null hypothesis was rejected and alternative hypothesis was accepted. 
R2 = .506, R= 0.711, P-value= 0.000 and beta value = 0.711. This implies that, interview has significant and positive impact on organizational goal. Therefore, the null hypothesis was rejected and alternative hypothesis was accepted. 
R2 = 0.687, R= 0.829, P-value= 0.000 and beta value = 0.829.  This implies that, structured questionnaire has significant and positive impact on organizational goal. Therefore, the null hypothesis was rejected and alternative hypothesis was accepted. 
R2 = 0.382, R= 0.618, P-value= 0.000 and beta value = 0.618.  This implies that, observation has significant and positive impact on organizational goal. Therefore, the null hypothesis was rejected and alternative hypothesis was accepted. 
5.2 Conclusion
Based on the findings on impact of marketing research in achieving organizational goal in Ayo-Ayodele Pharmaceutical Nig Ltd in Ilorin, Kwara State, the test of hypothesis one implies that, survey has significant and positive impact on organizational goal in Ayodele Pharmaceutical Nig Ltd in Ilorin, Kwara State. The second hypothesis test also showed that, interview has significant and positive impact on organizational goal in Ayodele Pharmaceutical Nig Ltd in Ilorin, Kwara State. The third hypothesis test implies that, structured questionnaire has significant and positive impact on organizational goal in Ayodele Pharmaceutical Nig Ltd in Ilorin, Kwara State. Finally, the fourth hypothesis further showed that, observation has significant and positive impact on organizational goal in Ayodele Pharmaceutical Nig Ltd in Ilorin, Kwara State. The study concluded that, marketing research has an impact in achieving organizational goal.
5.3 Recommendations
Based on the findings of this research, it is recommended that:
i. Management of Ayodele Pharmaceutical Nig Ltd in Ilorin, Kwara State should conduct a thorough analysis of the current marketing process in the organization.
ii. Furthermore, the management of Ayodele Pharmaceutical Nig Ltd in Ilorin, Kwara State should develop a new marketing research strategy that considers the use of focus group.
iii. The management should disburse more organization resources into conducting marketing research to achieve their organizational goal.
iv. Finally, it is recommended to use more of observation to nurture the development of marketing strategy in Ayodele Pharmaceutical Nig Ltd in Ilorin, Kwara State.
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APPENDIX
SECTION A (RESPONDENT BIO DATA)
Please tick appropriately
1. Age?
a) 20-29           b) 30-39           c) 40-49              d) 50 and above
2. What is your gender?  Male              Female 
3. Educational Qualification: SSCE             BSC/HND            MSc/MBA            NCE/OND 
4. Marital status: single             Married             Divorced 
                               
   SECTION B:
 Please tick as appropriate column which best express your choice of opinion, please indicate the extent to which you agree or disagree to each statement with SA=Strongly Agree, A= Agree, U= undecided, D= Disagree, SD= Strongly Disagree

	S/N
	Survey-Based Research
	SA
	A
	U
	D
	SD

	1
	Surveys conducted by Ayo-Ayodele Pharmaceutical Nig Ltd brings about useful information that leads to achieving the organizational goal.

	
	
	
	
	

	2
	Surveys are valuable tools that Ayo-Ayodele Pharmaceutical Nig Ltd use to understand their customers' needs, wants and perceptions that leads to achieving the organizational goal.

	
	
	
	
	

	3
	Surveys allow Ayo-Ayodele Pharmaceutical Nig Ltd to tailor their products/services to better meet customers preferences in achieving the organizational goal.

	
	
	
	
	

	4
	The information gathered through surveys helps Ayo-Ayodele Pharmaceutical Nig Ltd improve their customer service and serve customers more effectively to achieving their organizational goal.

	
	
	
	
	

	5
	Ayo-Ayodele Pharmaceutical Nig Ltd carry out survey to influence product development decision to achieving their organizational goal
	
	
	
	
	

	S/N
	 Interview-Based Research 
	SA
	A
	U
	D
	SD

	6
	Interviews with customers help Ayo-Ayodele Pharmaceutical Nig Ltd gain deeper insights into customers preferences and concerns which leads to achieving the organizational goal.

	
	
	
	
	

	7
	Interviews have led to substantial improvements in Ayo-Ayodele Pharmaceutical Nig Ltd offerings which leads to achieving the organizational goal
	
	
	
	
	

	8
	Interviews conducted by Ayo-Ayodele Pharmaceutical Nig Ltd with customers help in better understanding of customers specific needs which leads to achieving organizational goal.

	
	
	
	
	

	9
	Ayo-Ayodele Pharmaceutical Nig Ltd conduct interviews to customers to obtain qualitative data which helps in achieving organizational goal

	
	
	
	
	

	10
	Ayo-Ayodele Pharmaceutical Nig Ltd carry out interviews to provide insights that quantitative data alone cannot capture to achieving organizational goal
	
	
	
	
	



	S/N
	Observation-Based Research
	SA
	A
	U
	D
	SD

	11
	Ayo-Ayodele Pharmaceutical Nig Ltd use observational research to monitor customer interactions about their products/services which leads to achieving organizational goal
	
	
	
	
	

	12
	Observation-based research provides Ayo-Ayodele Pharmaceutical Nig Ltd valuable insights that other methods might miss which leads to achieving organizational goal

	
	
	
	
	

	13
	 Ayo-Ayodele Pharmaceutical Nig Ltd observe competitors’ activities to gain competitive advantage which leads to achieving the organizational goal

	
	
	
	
	

	14
	Observation-based research helps Ayo-Ayodele Pharmaceutical Nig Ltd adapt quickly to changing customer preferences which leads to achieving the organizational goal

	
	
	
	
	

	15
	Ayo-Ayodele Pharmaceutical Nig Ltd observe customer behavior to be more innovative which leads to achieving the organizational goal

	
	
	
	
	



	S/N
	Questionnaire-Based Research
	SA
	A
	U
	D
	SD

	16
	Ayo-Ayodele Pharmaceutical Nig Ltd regularly seek customer feedback through questionnaires to meet customer expectations which leads to achieving the organizational goal

	
	
	
	
	

	17
	Ayo-Ayodele Pharmaceutical Nig Ltd use questionnaire to gain insights for tailoring their marketing strategies which leads to achieving the organizational goal
	
	
	
	
	

	18
	Ayo-Ayodele Pharmaceutical Nig Ltd use questionnaire to stay relevant and effective in the market which leads to achieving the organizational goal

	
	
	
	
	

	19
	Questionnaires are an effective way for Ayo-Ayodele Pharmaceutical Nig Ltd to collect data from a large number of customers which leads to achieving the organizational goal

	
	
	
	
	

	20
	Ayo-Ayodele Pharmaceutical Nig Ltd find it convenient to participate in research through questionnaires which leads to achieving the organizational goal

	
	
	
	
	



