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ABSTRACT
This study focuses on the impact of production planning and development on marketing activities of an organization. It brings with the examination of problems which leads to the decision to embark on this research in the first place and goes on to outline the objectives of the study and as well set out the research questions from which the research hypothesis were formulated. The research methodology was explained outlining methods and instrument used in the research.Questionnaires were the major instrument employed in gathering the primary data for the work. Means of frequency tables and percentage analyzed the data being collected, some of the findings include the following. That product planning and development creates distinctive advantages in product performance and price through the effort of management. 
That product planning and development leads to good customer’s perception of the products in the market place. Some recommendations were equally made on a few areas which includes the following: That producers, managers and marketers should always be engaged by business firms for the firm to reap from their expertise. That planning should always be made before development to ensure that the product developed is what the customers need and required.
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CHAPTER ONE
1.0 INTRODUCTION
1.1	BACKGROUND OF THE STUDY
Companies from time to time come up with new products from time to time and introduce them into the market; old products as well are often modifies and made new though the help of its management processes and procedures. In fact, any organizations its management fails to plan and develop new products usually have limited study in the organization, hence, the need for product planning and development.
According to elder E.C. OI (2005:39) a lot of products fail for several reasons yet, there are still various solutions available to ensure that products succeed in the organization. One of such is the over-estimation of the target market which may result in low demand and one of such solutions is adequate and proper managerial planning and development of the product. Secondly, product failure is an indication that such a product is not welcomed by the customers. In order words, it lacks customer’s satisfaction.
Henceforth, this research work focuses on product planning and development to management. It is the position of this research work to ascertain how product planning can be used to prevent product failure by ensuring management efficiency.




1.2	STATEMENTS OF PROBLEMS
There is no special training or course for the staff so as to effectively promote the products that the organization is rendering. Due to budgetary constraints the organization cannot meet the necessary requirement needed to facilitate their promotional activities. 
There is no form of bonus to the staff based on their performance rewarding their effect on promotional activities of the Lubcon Nigeria Limited, Ilorin  Business organizations 
The research problem lies in the intricate nexus between Marketing Mix on Business Performance within the organizational context of  lubcon Nigeria limited Ilorin. Nigeria. As organizations increasingly recognize the strategic importance of marketing mix , it becomes imperative to understand how the unique Marketing Mix  landscape of lubcon Nigeria limited Ilorin Kwara State influences the business performance.
As organization increasing recognize the strategies importance or marketing mix problems like . poor product strategies may likely be an issues in business profitably the future.
Furthermore, price strategies may likely affect the business turnover of the business performance and decline in the marketing.
Also promotions strategies also my bring about issues to business group dew to lack of knowledge of the work or lack of leadership skill or inadequate facilities.
 
1.3 ​Research Questions 
I. what are the significant effects of product strategies on business profitability? 
II. how does price strategies have effects on customers patronage?
III. what is the effect of promotions strategies on the business growth?
IV. what are the relationship between place strategies and business selas?
1.4 ​Research Objectives 
I. to determine the significant effects of product strategies on business profitability. 
II. to examine the effects price strategies have effects on customers patronage. 
III. to examine the effect of promotions strategies on the business growth.
IV. to evaluate the relationship between place strategies and business selas.
 
1.5 ​Research Hypotheses 
H01:  product strategies has on significant effects toward the business profitability 
H02: price strategies has no  effects on customers patronage. 
H03: promotions strategies has on impacts on the business growth.
HO4: place strategies has no relationship on  business sales.
	
1.5  SIGNIFICANCE OF THE STUDY 
The research is very significant in various respects in the first place, it is significance in the sense that it exposes the various ways product planning and development can help to achieve management efficiency, therefore, it is important to management and managing director’s practissioners.
It is also of value to business organization as well, the project will help to reveal product planning and development which can be used to caution unpredictable change in workers performance at work.






1.7	SCOPE OF THE STUDY
The area covered by the study includes product planning and development organizational competitiveness, management efficiency, management concept, workers performance and concept.
The research is being structural and directed on Terra Seasoning Introduction Model and the staff of company consist the population of the research work which the population sample is being selected.

1.8	DEFINITION OF TERMS
Appraisal: This is assessment of an organization to ascertain whether it would produce the expected result.
Efficiency: This term is used to denote a state of minimizing cost, while at the same time, maximizing quality and quantity without addition of resources.
Management: This term is best refers to the act or process of carrying out the affaire of an organization in a co-ordinate number to achieves a co-operate goals.
Performance: This term is refer to as the end result of organization activities.
Development: This refers to the process and procedures undergo in bringing somethings into existence or an already existing items been modifies.
Plan: This term refers to blue print of organizational activities.
Planning: This term refers to the process of forecasting the failure i.e. knowing what to do tomorrow today.






















CHAPTER TWO
LITERATURE REVIEW
2.0	INTRODUCTION
	This chapter shall discuss literature related on impact of product planning and development on marketing activities of an organization. It shall discuss conceptual review, theoretical review and gaps in literature.

2.1	CONCEPTUAL REVIEW
	The major aim of product planning and development is to design a product which must satisfy the ultimate wants of the customer in its performance durability simplicity of operation and at a cost affordable to the consumers. It also focuses its attention in finding or discovering a porotype that embodies the key attributes in it’s product concept and management.
However, the ultimate aim of product development is to make immolation or improvement and it is always that responsibility of research department.
Electronic Marketing 
Electronic marketing is becoming increasingly important for companies in both physical and digital markets (Goodarz et al., 2012; Hamdani et al., 2025). Electronic marketing combines modern communication technology and traditional marketing principles. Electronic media, the internet, is modern communication technology (in the realm of e-marketing, the terms of online marketing and internet marketing are usually interchangeable). According to Joseph (2025), electronic marketing includes advertising, promotion, publicity, and product design decisions. Smith and Chaffey (2020) define electronic marketing as achieving marketing goals through digital technologies. Strauss and Frost (2021) define electronic-marketing as using digital applications and data for planning, implementing, and distributing to increase prices of products and services to develop trades for people and firms.
Electronic-Marketing combines advertising, promotion, publicity, product look and feel, sales and delivery, etc. (2025) Internet marketing is any marketing activity conducted online using internet technologies. Internet marketing is achieving marketing goals using digital technologies, according to Chaffey (2020). It combines Internet and digital technologies with traditional marketing to achieve goals. It includes online advertising, email, and social networking. Every aspect of internet marketing is digital, meaning it's transmitted on a computer or similar device, though it can also tie into offline advertising and sales. The relative importance of internet marketing for an organisation still depends on the nature of its products and services and the buying Behaviour of its target audience, but media consumption has shifted dramatically towards digital media in the last 10 years, making the internet important for all categories. The internet as a communication medium has increased the number of people who can be easily reached, from desktops to mobile smart phones. It's also improved marketing communications by combining text, video, and audio.
Thus, the web is arguably richer as a medium than traditional mediums like television because of the complexity of messages, the vast content available on a wide range of subjects, and the ability of users to interactively control the experience (Laudon and Traver, 2020). The Internet has also increased the market's information intensity by providing marketers and customers with real-time consumer data. "Always-on" mobile devices make consumers more available to receive marketing messages, which increases marketing opportunities for firms (Laudon and Traver, 2020).
Understanding virtual shopping and online consumer Behaviour is a priority for practitioners in the fast-growing virtual marketplace. Given the internet's growing user base, transaction volume, and business penetration, much research has been done to uncover its technicalities. E-marketing, or online marketing, is the promotion of goods and services using electronic tools. It develops online buying-and-selling tools. Modern marketing heavily utilizes technology. It's now a major marketing tool (Meng, 2019). E-marketing is a new marketing tool. Audio, video, 3D, etc. are used. Most MNCs and international businesses use it. Its global reach grows (Hooda and Aggarwal, 2012). E-shopping, e-store, e-web stores, internet shops, etc. are synonyms for online marketing. (Ashwini, Manjula, 2016) Vinerean, Cetina, Dumitrescu, and Tichindelean (2020) define e-marketing as any marketing activity using online technology to transfer goods from seller to buyer. As e-marketing improves, we have Google, Yahoo, Linkedin, Facebook, Blogger, YouTube, Twitter,   MSN, AOL, Myspace, e-bay, etc.


Marketing Mix 
According to Kotler (2015), marketing mix; product, price, place and promotion are strategies that organizations use to react to market and internal forces that will enable an organization achieve their objective. Ghouri, Khan, Malik and Razzaq (2011) asserts that organizations that have implemented effective marketing mix are able to increase their sales performance, market share and achieve a competitive advantage. According to Owomoyela, Oyeniy and Ola (2013), marketing mix is a strategy that organizations use to provide their target customer with quality products, at affordable price, offer effective promotional strategy and interact with their distribution outlets hence creating demand for their products and increasing performance. Marketing mix is a business tool that is used by organizations to achieve a competitive advantage.
 
The duty of marketers is to create marketing activity and gather all marketing programs which are integrated to create communication and convey value to customers. It’s a fact that marketing mix is the set of tactical marketing tools - product, price, place, and promotion - that the firm blends to produce the response it wants in the target market (Ike, 2019).
 
According to Shankar & Chin (2011), marketing mix are described as a business instrument that is utilized by enterprises to accomplish competitive advantage. Aremu & Bamiduro (2011) agrees that studies indicate that entrepreneurs that implement marketing mix have a competitive advantage over their competitors. Enterprises make use of marketing mix in their marketing process to attain their goals as well as to appease customer’s desires and requirements. Warrink (2018) is of opinion that the marketing mix is actually marketing or in other words, marketing mix is the extensive strategy put in place by the management of the company or enterprise. Unfortunately, most marketing literature concentrates on large-scale enterprises concerning their marketing strategies to obtain a competitive advantage and very less focus on SMEs (Tadesse & Pettersson, 2019). As stated by Gautam & Singh (2011) inferior marketing is a significant cause for the collapse in small-scale enterprises. The booming competition forced enterprises to determine the suitable marketing mix strategy that is profitable, functional, and competitive in their target market. SM Es require preparing marketing strategies that are diverse from their competitors to be able to generate competitive advantage (Tadesse & Pettersson, 2019; Makhitha, 2019). Mohammad (2015) makes it clear that marketing mix is just a conceptual framework and not a scientific theory. The framework distinguishes the primary decision–making process of managers and functions by arranging the enterprise products or services for customers’ satisfaction.
Unlike many other terms in marketing, marketing mix has some specified variables that made it up. According to Kotler and Armstrong (2012), marketing mix is the set of tactical marketing tools - product, price, place, and promotion - that the firm blends to produce the response it wants in the target market. Marketing tools or the marketing mix or often referred to as the four P's (The Four Ps of the Marketing Mix). Here, marketing is undertaken through the five key elements known of the marketing mix. According to Palmer (2011), organizations use marketing mix as part of their marketing strategy. Not only that, Gronroos (2010) upgraded the early version of marketing mix from the 4Ps to 7Ps. This included people, physical appearance and process. Marketing mix is a mix of strategies or variables that managers are able to control.
Marketing mix consists of 4Ps which helps a manager come up with strategies thus define the direction in which their marketing strategy will use in order to achieve and create a competitive advantage (American Marketing Association, 2008). According to Palmer (2010), marketing mix is a conceptual framework that marketing managers use to come up with strategies that can use to target their market and meet consumer’s needs. Marketing mix can also be used to develop long term and short term goals. According to Kiprotich (2012), marketing mix is a set of marketing tools that organizations blend to get the response it wants from its target market. Marketing mix is grouped into four variables known as the 4Ps. Product, price, place, and promotion.
 
 
According to Green, Whitten and Inman (2014), it is vital to point out that marketing mix are very important in the long run performance of an organization. Organizations are therefore required to set aside a significant portion of their budgets on marketing to ensure that the company experiences an exponential growth in the sales. Marketing mix consists of 4Ps which helps a manager come up with strategies thus define the direction in which their marketing strategy will use in order to achieve and create a competitive advantage (American Marketing Association, 2008). It is used to blend different factors in such a way that the organization is able to achieve their objectives and meet customers need (Gronroos, 2010).
According to Kotler (2015), marketing mix; product, price, place and promotion are strategies that organizations use to react to market and internal forces that will enable an organization achieve their objective. Ghouri, Khan, Malik and Razzaq (2011) asserts that organizations that have implemented effective marketing mix are able to increase their sales performance, market share and achieve a competitive advantage. According to Owomoyela, Oyeniy and Ola (2013), marketing mix is a strategy that organizations use to provide their target customer with quality products, at affordable price, offer effective promotional strategy and interact with their distribution outlets hence creating demand for their products and increasing performance. Marketing mix is a business tool that is used by organizations to achieve a competitive advantage.
 
The term marketing mix is the combination of the sub-elements of the (4P’s); product, price, promotion and place (distribution) utilized by a marketers or organizations to address a target market during a given period (Agbonifoh, et al., 2007). Marketing mix elements helps to influence the demand for products. In order to create an effective marketing programme, the elements should be unified and used effectively and efficiently (Kotler & Armstrong, 2018). According to Oseyomon (2013), “the tool available to the marketers that they manipulate in the conduct of their business is what is call the marketing mix.” 
i. Product: Product is a broad concept that considers the satisfaction of all goods, services or ideal. Thus, product strategies involve more than just deciding what goods or services the marketers should offer to a target market, but it should include making decisions about customer service, package designs, brand names, trademarks, warranties, product life cycles positioning and new product development. Kotler and Armstrong (2018) noted that product is anything that can be offered to a market for attention, acquisition, use, or consumption hence satisfying customers want or need.
​ii. Price: Deals with the methods of setting profitable and justifiable prices acceptable to both the marketers and their customers. Product pricing is closely regulated and it is subject to considerable scrutiny. Doyle (2000) recommended that marketing managers must develop a set of pricing objectives (the benefits an organization will get from the price of a product) and then pricing policies (the method or direction an organization seeks to influence the price of a product). These policies should state the flexibility of prices, prices level, how pricing will be handled during the course of the products life cycle, how transportation costs will be handled and to whom and when discounts and allowances will be given.
​iii. Promotion: Is the communication link between the organizations (marketers) and their present customers and potential customers. Organizations (marketers) use many different means of sending their messages about goods, services and ideas. Promotion activity is the ingredient used to inform and persuade the market regarding an organization’s products. It is the process of telling customers about a product and getting the customers to buy it (Osuala, 2004). Illoh (2006) did a research on the promotion mix adopted by SMEs in Anambra state. The population for the study was 198 managers/proprietors of SMEs in Anambra State. A questionnaire structured on a four-point rating scale was used. The major purpose of he study was to investigate the promotion mix adopted by SMEs. It was discovered that SMEs used advertising medium more than the other promotional tools. It was recommended that the SMEs should define their target market to determine the right promotional tool to use. The present study is related to Illoh’s study, but Illoh just focused on promotion, whereas, this study considers other marketing mix of product, price and place (distribution).
​iv. Place (Distribution): Distribution decisions involve modes of transportation, warehousing, inventory control, order processing and selection of marketing channels. Marketing channels are Kubeyinje and Bariweni, (2020). Marketing Mix and the Performance of SMEs in Nigeria made up of institutions such as wholesalers and retailers that move a product to the final consumers. Obi (2002) defined channels of distribution as the routes followed by a product distributor as it moves from a producer to a final consumer or industrial user. Obi further explained that on this route are middlemen who
perform functions such as buying, selling, transporting, standardizing, grading, pricing, financing and distributing market information.
 
 
2.2.1.1 Dimension of Marketing Mix
2.2.1.2​ Product Strategy
A product is a term used to define what a company is selling and it contains all of the benefits, qualities, and advantages that clients can have from making use of the product (Jones & Morgan, 2014).
Leonidou et al. (2002) conducted research on the marketing strategy, and as a result of this, the authors determined that product design, brand mix (including name, sign, symbol, and design), guarantee, customer service as pre-and after-sales services, and product benefits (including luxury, prestige, and quality) are all variables of the product marketing strategy. When a product achieves a balance between what customers want and what the product can provide, it can contribute to high levels of customer satisfaction. Most of the time, customers’ wants change too often (Wilson & Gilligan, 2012) As a result, it is essential for businesses to remain current with the most recent trends regarding the requirements of their customers and the dynamics of the industry. It is attainable through gathering information about
the market.
Kotler and Armstrong (2006) define a product as anything that can be offered to a market for attention, acquisition, use, or consumption that might satisfy a want or need. They further define a consumer product as the product bought by the final consumer for personal consumption. Consumers buy products frequently, with careful planning, and by comparing brands based on price, quality and style. Borden, (1984) sees a product as about quality, design, features, brand name and sizes. Mohammad et al, (2012) also say that product is the physical appearance of the product, packaging, and labeling Information, which can also influence whether consumers notice a product in-store, examine it, and purchase it. Past researchers have clearly suggested that product influences have a significant impact on business performance (KazemandHeij den, 2006; Kemppainen, Vepsäläinen, andTinnilä, 2008; Ogunmokun and Esther, 2004; Owomoyelaet al, 2013), As cited by Gbolagade et,al (2013),
According to Singh (2012), product can be defined as a physical product or service to the consumer for which he or she is willing to pay, which may be tangible (furniture, clothing and grocery items) or intangible (service).
Kotler and Armstrong (2006) define a product as anything that can be offered to a market for attention, acquisition, use, or consumption that might satisfy a want or need. In other words, product can be referring as about quality, design, features, brand name, sizes, logo and packaging various products (Pushpavathani & Kumaradeepan, 2013; Borden, 1984; Jooste, et. al., 2010). Besides that, Mohammadian, and Habibi (2012) mention that products can be defined generally to include physical objects, persons, places, events, organizations, ideas or mixes of these entities. The product itself is at the beginning of marketing strategy efforts toward firm performance and is the heart of brand because it is the primary impact on what consumers experience with a product or rather a brand, what they heard about the product from others through word of mouth, and what the firm can win customers about their product in their communications. Therefore, designing and delivering a product or service that fully satisfies customer needs and wants is a prerequisite for successful marketing strategy implementation, regardless of whether the product is a tangible good, service, or organization (Saif & Aimin, 2016). In order to create brand loyalty, consumers’ experiences with the product must, at least, meet, if not actually exceed, their expectations. 
As specified by Keller (2003), the image of the product is paramount to winning customers in international markets because product image is one of the most powerful points of differentiation for consumers. Product also a primary decision that can influence to satisfy consumer needs. 
Meldrum and McDonald (2007) indicates that organizations should always ask themselves if the product they offer provide relevant and desired benefits for its consumers’ need,
 
 
2.2.1.3 Place Strategy 
Place refers to the physical location where a product can be seen, sold, or delivered to potential buyers. It can be a store with goods or an online store (Hu et al., 2009). Place strategy is the method by which businesses decide where to put their stores and also how many shops to open so that customers can get what they need (Kanoga, 2016).
Jones, (2007) defines place as any way that the customer can obtain a product or receive a service. Bowersox and Closs (1996) give distribution as another name for place. According to them, it is the third element of the marketing mix, and it encompasses all decisions and tools which relate to making products and services available to customers. Kotler and Armstrong (2006), also define place or distribution as a set of interdependent organizations involved in the process of making a product available for use or consumption by consumers. Place strategy calls for effective distribution of products among the marketing channels such as the wholesalers or retailers (Berman, 1996). Owomoyela et al, (2013); Amine and Cavusgil, {2001 }; and McNaughton, (2002) agree that place has significant effect on business performance.
Place is another important element of marketing mix that is also called the distribution, which is defined as the process and methods by which products or services reach customers (Martin, 2014). Armstrong (2006) states that distribution is defined as the companies'Nproducts in the dissemination of measures to ensure the identification and implementation. Distribution of the product helps customers and users to find and keep purchase those products from those manufacturers/providers with them at the time of need. Besides, distribution as an element of the marketing mix, includes decisions and actions related to the movement of goods from the producer to the consumer (Kotler, 2003). Distribution strategy is the method a firm uses to get products and services to different channels and networks
with objective to reach the end customer, either directly or indirectly through agents, wholesalers, distributors or retailers. These elements help in ensuring that a firm has provided the customers with quality customer service that has an influence on the level of customer satisfaction (Palmer, 2011). Place also includes distribution channels, warehousing facilities, mode of transportation and inventory control management thus it is a mechanism through which goods and services are moved from the service provider and manufacturer to consumer. If the product is a business product then a business team is required to interact with different clients and ensure the availability of the product for them. Distribution has a huge effect on the profitability therefore a firm should have excellent supply chain and logistics management plan for distribution (Singh, 2012). Thus, the distribution may become a functioning complex system where producers, brokers and independent trade and the interests of consumers wholly compatible with each other in a certain environment and a certain time. Through distribution strategy, an organization gets to understand the sales channels through enhanced knowledge, better segmentation on the distribution within the sales channels, the roles plated by the intermediaries on the sales process, getting to understand centers of influence on the sales channel as well as the position of a firm in relation to the sales channel (Whetton, 2011).
 
2.2.1.4 Price Strategies
This component refers to the amount of money that consumers must spend in order to obtain the service or product of their choosing. Pricing is an essential tactic in marketing, as it is the primary factor that affects a company’s capacity to grow its client base and increase revenue (Tokman & Beitelspacher, 2011). Price is a big part of a buyer’s decision, especially for price-conscious customers.
Depending on the product or service being sold, the rate can be the same for everyone or chang based on the company’s choices and pricing strategy. The fee decision-maker changes depending on the size of the company. In small businesses, the boss is usually in charge of setting prices; in large corporations, product-line managers can help, with senior management setting price objectives and policies (Kotler & Keller, 2009). Setting prices that are too high or too low might have a negative impact on sales and profitability. The market forces of demand and supply, and also competitors’ activities, are taken into account when businesses determine their prices (Shoham et al., 2008). Seasonal pricing and reductions must be taken into account in order to attract more customers and keep a competitive advantage over competitors.
Although, as stated, standardization leads to significant savings in terms of costs, most companies operating in the context of global markets have understood that success comes, in the first place, from the ability to adapt to the needs of a specific environment. Thus, many companies use different price strategies for different country. An important task of the marketing department employees is to choose the right price strategy for each market. Vignali(2016) underlines the fact that there is a very rigorous process for determining the price for each market, a process that involves six steps: selecting the price objective; determining demand; estimating costs; analyzing competitors' costs, prices and offers; selecting a price method and selecting final price(Alesh, 2015).Global marketing pricing strategy must take into account all categories of competitors. In many cases, small local competitors may provide the most remarkable and difficult challenge. Because of lower operating costs and low-cost local sources, they can undercut foreign competitors on price and respond rapidly to market changes. In many cases, firms are developing lower-priced versions of successful brands to meet increased consumer price sensitivity due to heightened economic uncertainty.
Lower prices strategy could help expand the market. For example, Nokia has been focusing on developing inexpensive functional mobile phones for low-income consumers in emerging markets. In respect to the price policy, companies should choose between a standard price strategy and a different price strategy(John & Jacob, 2015).The decision can be a difficult one, given that each one of the two strategies can bring benefits. Thus, price standardization determines cost savings while price differentiation (different pricing strategies for different countries) may lead to increasing local market share by sales maximization. Product life cycle is another important factor in establishing the product price. Since the same product may be in different stages of its life cycle on different markets, it can be sold at different prices on different markets, according to it life cycle stage. For example, in Japan, a Big Mac is more expensive than in the USA, as the product is nowadays in its early maturity stage, while in the USA it has entered the beginning of the decline stage of the product life cycle.
 
In line with Išoraitė (2016), price is one of the most important marketing mix items and many scientists consider the price as one of the most important elements of the market, which increases not only profits, but also market share. Kotler (2007) defines price as a cost of
producing, delivering and promoting the product charged by the organization. Along with Simon and Fassnacht (2009), the price of a product or a service is the number of monetary units that the buyer has to pay for a unit of the product or service. In addition to this, monetary cost is one of the factors that influence consumer’s perception of a product’s value (Zeithaml, 1988). 
According to Campbell (2009), price can be divided into two categories, one from the marketing manager’s perspective and other from the consumer’s perspective. From the marketing manager’s perspective, the price is what the consumer is willing to pay for the value of the bundle of attributes offered and is what produces the resources that cover all the other activities of the firm. In contrast, from the consumer’s perspective, the price represents what the consumer must sacrifice to gain the value of the bundle of attributes in the product offering. Thus, price is an important element in marketing with great potential
for the organization (Sulaiman, Mat, & Ghani, 2018). Critics argue that even though effective pricing strategy is not able to compensate for the poor execution on promotion, distribution and product development, when there is ineffective pricing has a negative impact on the performance of firms (Palmer, 2011). 
A very important factor in determining prices is influenced by the cost of the product, marketing strategy and costs associated with the distribution, advertising costs or price changes in the nature of the market (Singh , 2012). Pricing is dependent on the volume of marketed production, so there is always an inverse relationship: the higher the price, the sales decline. Moreover, several prior investigations such as Colpan (2006), Doole et al. (2006), and Owomoyela, Oyeniyi, and Ola (2013) also establish the significant relationship between price and business performance. The price you set for your product or service plays a large role in its marketability. Pricing for products or services that are more commonly available in the market is more elastic, meaning that unit sales will go up or down more responsively in response to price changes (Johnson, Scholes, & Whittington, 2008).
2.2.1.5​  Promotion Strategy
Armstrong (2006) defines promotion as all activities used to promote items or services to the target market. Promoting products has become an important part of the product marketing mix, 
According to Kotler (2007) The corporation employs a unique combination to achieve its advertising and marketing goals that includes advertising, sales promotion, public relations, and direct marketing. The term “promotion” refers to a broad range of tactics used by companies to raise awareness about their products among consumers. Because of the intangible nature of these services, it is difficult to sell them. The service industry employs two methods of sales: advertising and marketing through word-of- mouth (Suherly et al., 2016).
Ward (2020) defined the term promotion as any message with information that attempts to affect a customer's buying behavior. Promotion is a “communication activity that aims at persuading and influencing the behavior of the targeted customer in the marketing”Daniel (2018, p.3). Therefore, a good promotion has to communicate what it does and what it offers the customers to give them the reason to opt for your goods rather than competitors. The conceptualization of Daniel, (2018) was adopted as it suits the interpretation of promotion in this study.
Promotional strategies must be developed, to strike into a sense of national identity and reflect, to be attractive to local consumers. Increasingly, use of local sports or media personalities, such as Chinese athlete Yao Ming and Indian cricketing personalities, such as Sachin Tendulkar, Amitabh Bachchan, and Aamir Khan, to endorse products is replacing that of Western personalities and role models. In some cases, a focus on, for example, family values in Brazil and the group rather than the individual values in China may be desirable(Rose & Berly, 2014). When feasible, global advertising and promotional strategies can be developed with minimal local adjustment. In global promotional strategy there is an increasing need to embrace changes in technology and the emergence of new media (such Internet, mobile phones and social networking sites) and increasingly used techniques (viral marketing and greater interaction with consumers) to reach target audiences.
 
Promotion strategy is a major component in the marketing mix trategy. It helps firms to communicate on their product or services to the customers. Zeithaml, Berry, & Parasuraman (1993) describe promotion as part of specific effort to encourage customers to tell
others about their services. Isolate (2016) further expressed that promotion is a tool in the marketing mix to help in disseminating information, while encouraging the purchase and affect the buying decision process. Promotional strategy constitutes a number of elements that include personal selling, sales promotion, advertising, public relations and direct marketing. These elements have an influence on the relationship of the customer and the firm that isessential towards improving the sales of a product or service (Lehtinen, 2011). Kincade, Woodard, Park, and Haesun (2002) studied buyer–seller relationships for promotional support in the apparel sector which is critical for success. Results indicated that
monetary support was regarded as the most important promotional support. A positive and significant correlation was found between items the buyers perceived as important and the frequency of offerings of these items. 
Završnik and Mumel (2007) found that advertising is one of the most important instruments of marketing communications mix in the clothing industry in Slovenia. Simultaneously, the authors emphasized that personal selling, sales promotion and public relations are also important tactics under promotion. 
In line with Kotler (2007), promotions have become a critical factor in the product marketing mix which consists of the specific blend of advertising, personal selling, sales promotion, public relations and direct marketing tools that the company uses to pursue its advertising and marketing objective. Relationship between 4P Strategies & Organisation’s Performance The marketing mix is a long-term plan on action which is used to help a firm to gain its competitive advantage over its competitors. The competitive advantage is sustainable when competitors cannot imitate their source of competitiveness or when no other firm conceives a better offering (Baron, 2010). 
In a study by few researchers asserted that performance is viewed as a multidimensional construct and the level of performance of a firm differs based on a number of factors that characterize the industry. It has been argued that the use of marketing mix strategies has been done to have a more direct related marketing practice with the outcomes (Muchiri, 2016). Effective marketing mix strategies have greatly contributed towards improved business performance in different aspects of a firm such as the growth in sales volume, the level of the return on investment as well as maintenance of the goodwill. This implies that effective marketing mix strategies strengthen the level of competitiveness and the market share (Muchiri, 2016). 
In another study by Kurtz and Boone (2011), effectiveness of marketing mix strategies affects the level of the application of strategies that influence performance of firms. The study argued that challenges which marketers face are in terms of their inability of showing the level of effectiveness of their marketing mix strategies. This makes it difficult on anticipation on the changes which take place in the marketing situation of a firm and evaluation of the whole of the market.
 
2.2.2 Business Performance
Business performance is essential to guide the level of rivalry in the marketplace in which the company desire to operate. Porter (1980, 1985) point out that business performance is attained by moderate spending in markets competition and achieving positionaladvantages through market exploitation. Tagged (2020), defined organizational performance as the actual output of a company measured against its intended output. Ajagbe et al., (2016) said “business organizations that continue to find proper avenues of achieving a competitive edge, they also endeavor to achieve competence in every valuable area of their businesses which often result to enhanced business performance.”Suherly, Affif, Arief, and Guterres (2016) mentioned measures of business performance as market share, sales volume, and profitability.
​Performance is very important in all areas and activities. It is easy to determine the performance of certain activities, but it can be more difficult in others. There may be psychological, mental, work, study, sport, artistic, scientific and many other types of performance. The concept of performance shows a quite different character in each country and it is different in each language, not to mention the performance in different
disciplines, and the individual interests.
​In economic activities, performance is a crucial issue. The economic (business) performance is affected by many factors, and different economic actors interpret the concept of business performance (according to their expectations).
In the Hungarian language, the performance term appeared first in the Hungarian Language magazine in 1853 (Bárczi, 1991). Later it was defined in various fields, such as pedagogy (Nagy, 1979), sports (Nádori, 1986), economics (Akos, 1968), physics (Juhász et al., 2001) too (Sajtos, 2004).
​According to the Hungarian Concise Dictionary (1985), the performance is „the measurable result of an activity”. According to the Hungarian Science and Every Day
Language Concise Dictionary (www.meszotar.hu), the performance is: „How the business effectively implements the action program in the business life, according to the previous formulated plans, which leads to business effectiveness”. We can see that in this case, the performance means to achieve the goals, and if those are realized, it will mean the effectiveness.
​The concept of business performance is very important in all areas and activities. It is easy to determine the performance of certain activities, but it can be more difficult in others. There may be physical, mental, work, study, sport, artistic, scientific and many other types of performance. The concept of performance shows a quite different character in each country and it is different in each language, not to mention the performance in different disciplines, and the individual interests. In economic activities, performance is a crucial issue. The economic (business) performance is affected by many factors, and different economic actors are interpreted differently the concept of business performance (according to their expectations). In the Hungarian language, the performance term appeared first in the Hungarian Language magazine in 1853 (Bárczi, 1991). later it was defined in various fields, such as pedagogy (Nagy, 1979), sports (Nádori, 1986), economics (Akos, 1968), physics (Juhász et al., 2001) too (Sajtos, 2004). 
​According to the Hungarian Concise Dictionary (1985), the performance is „the measurable result of an activity”. According to the Hungarian Science and Every Day
Language Concise Dictionary (www.meszotar.hu), the performance is: „How the business effectively implements the action program in the business life, according to the previous formulated plans, which leads to business effectiveness”. We can see that in this case, the performance means to achieve the goals, and if those are realized, it will mean the effectiveness too. In my opinion, achievement of the goals, may not always be effectiveness. For that purpose the company should use resources, and their efficiency shows how really effectiveness were they. Efficiency is the first step to effectiveness.
​According to the Romanian Concise Dictionary (DEx, 1998) outstanding achievement in a particular area of activity”. This definition suggests that the given company achieves good performance, who would reach better results than the other competitor companies. There are a number of interpretations for the concept of business performance. Most definitions focus aroundthe efficiency and effectiveness. However, other frequent terms used to define the business performance, don’t always have the same content: productivity, efficiency, economic efficiency, profitability and effectiveness. 
2.2.2  Dimension of Business Performance 
2.2.2.1 Business Profitability 
Profitability is a ratio that describes the performance of management in managing company resources (Rahayu & Bida, 2018). Increase in profits will increase the firm value, when the company has optimized the use of assets, increase sales of company products, and increase cost-efficiency. The higher the profitability ratio means, the better the productivity of assets in generating profits. The high profitability will show the prospect of a good quality company so that it will be responded positively by the market. Investors will receive a positive signal for reporting information related to the company's good financial performance. Good performance is seen from profit because it shows a return on the investment made by the company. Investors believe if the coming period becomes easy for companies to increase profits. The form of investor participation is by buying shares, which triggers an increase in share prices and has an impact on increasing the firm value. Sucuahi & Jay (2016), in line with the description above, namely, profitability has a positive effect on firm value.
Company growth is a benchmark that shows the movement of company activities from the initial investment to a certain period in business improvement. Sales growth means the company has effectively and efficiently sold its products because it has been able to provide a return on investments made. The higher sales growth has an impact on investors' assessment of the company so that it can increase the firm value. The reason for the increase in the firm value is due to the high demand for shares which drives up stock prices. Investors generally like companies that continue to show growth, especially sales. Sales growth means more and more people or consumers who believe in the company's products. Kodongo, Mokoaleli-Mokoteli, & Maina, (2015) and Febriyanto (2018), in their research, found the results of sales growth had a positive effect on firm value. Positive results indicate that sales growth shows the company has good growth prospects, thus providing greater profits.
The issue of profitability is a contentious subject that a bank has to consistently face. Profit is the disparity between expenses and revenue over a period of time, normally one year. As explained by Heibati, Nourani and Dadkhah (2009); a business is organic; it survives and grows. Therefore, it is important that a bank earns profit for its long term survival and growth. It is also necessary that enough profit must be earned to maintain the activities of the business to be able to obtain funds for expansion and growth of the bank. Agbada and Osuji 2013 argued that corporate profit planning remains one of the most difficult and time consuming aspects of bank management because of the many variables involved in the decision, which are outside the control of the bank. It is even more difficult if the bank is operating in a highly competitive economic environment, such as that of Nigeria.
 
2.2.2.2 Sales Performance 
Both the outcome and the behavioral components of sales performance have been conceptualized. There is a direct relationship between one’s participation in one’s work and one’s sales performance, as performance-oriented salespeople have traditionally interpreted sales results as evidence of their behavioral performance on the job. In other words, employees who are dedicated to their jobs are more likely to go above and beyond, which in turn boosts productivity (Silva & Jiménez, 2011). The effectiveness of an organization’s sales performance is one of the most important factors in determining that organization’s level of prosperity and ability to continue existing (Groza et al., 2016). The management needs to conduct periodic measurements in order to establish and maintain high sales performance. This will allow them to formulate better strategies, adjust their expectations, and provide feedback on how well the company has done in terms of its sales. Additionally, the leadership needs to create incentive measures that will push the sales personnel to achieve their sales targets (Hodge, 2018).
Sales performance is the sum of sales effectiveness and sales efficiency. Sales effectiveness is the ability of a company’s sales professionals to “win” at each stage of the customer’s buying process, resulting in the business earning money on favorable terms and in a timely manner (Farris et al., 2010; Dean, 2015). according to Hutt & Speh (2013). The term “sales” is used to describe any business transaction in which one party exchanges money for another party’s products or services. Dean (2015) argues that in order to reduce sales costs and secure long-term success, businesses in all sectors,
regardless of size, must focus on developing and improving their sales performance.
 
2.2.3 Marketing Strategies and Business Performance 
The relationship between strategy and performance has been substantiated at firm and functional levels (Walker 2004), although there is often overlap between the two. Authors have identified several generic strategic approaches and were developed and utilized as a theoretical basis for identifying strategic groups in industries. Porter’s (1985) generic strategy typology also looks competitive and marketing dimensions and has been widely tested. According to Porter, a business can maximize performance either by striving to be the low cost producer in an industry or by differentiating its line of products or services from those of other businesses; either of these two approaches can be accompanied by a focus of organizational efforts on a given segment of the market. Presumably, differentiated businesses should emphasize marketing as a means of distinguishing their products and services from those of their rivals. 
Likewise, Porter’s focus orientation is consistent with the marketing themes of product positioning and target marketing. Walker (2004)outlined elements in the chain of marketing productivity model as follows: firstly, marketing strategy and tactic such as loyalty program, cross selling and up-selling; secondly, customer impact, such as customer awareness, customer association, customer attitudes, customer attachment and customer experience; thirdly, marketing assets such as brand equity and customer equity; fourthly, market impact such as elasticity literally more small, the level of retention, larger loyalty and longevity of customers; lastly, financial impact such as Return on Investment (ROI), Internal Rate of Return (IRR), etc. 
Craven (2009) stated that the performance marketing is the contribution of the implementation of marketing strategies and the creation of value on corporate profits measured by sales, operating profit, and market share. According to Haghighinasab, et al (2013) in Ebitu (2016), performance can be measured based on growth, market share and profitability. The higher the indices indicates the greater the performance of the business and vice versa. Performance of SMEs has to do with both behaviour (activity) and results. This explanation covers achievements of anticipated levels as well as objective review and setting. When the behaviour of management is right, then the anticipated levels of output would be achieved and vice versa for failure. 
This is connected with the concept of customer orientation. It is a concept which transforms the marketing into potent competitive weapon, shifting organizational values, beliefs, assumptions, and premises towards a two- way relationship between customers and the firm. When behaviours of management towards marketing strategies are geared on a right direction, then this positively affect the performance of SMEs. Some strategies which could affect performance of businesses are the product quality, pricing, marketing promotional communication and efficient delivery of goods and relationship marketing. 
2.2.4 Product Strategy and Business Performance 
Kotler and Armstrong (2013) define a product as anything that can be offered to a market for attention, acquisition, use, or consumption that might satisfy a want or need. Product influences have a significant impact on business performance (Gbolagade, et al, 2013). However, in all circumstances a product's quality should be consistent with other elements of the marketing mix. For example a premium based pricing strategy will require a quality product possibly branded to support the price change. 
Consumers buy products frequently, with careful planning, and by comparing brands based on price, quality and style. Kotler (2003) sees a product as about quality, design, features, brand name and sizes which influences purchase. Mustapha, (2013) also assert that product is the physical appearance of the product, packaging, and labelling information, which can influence behaviour whether consumers notice a product in-store, examine it, and/or purchases it. Prior researchers have clearly suggested that product influences have a significant impact on business performance (Owomoyela et al. 2013). 
2.2.5 Pricing Strategy on Marketing Performance of Small Business 
Kotler (2003) defines price as a cost of producing, delivering and promoting the product to be exchanged by the organization. Zeithaml (1988) is of the view that monetary cost is one of the factors that influence consumer’s perception of a products value. Price can be stated as the actual or total rated value of a product which is up for exchange; In a study by Owomoyela et al, (2013) they establish significant relationship between price and business performance. The price you set for your product or service plays a significant role in its marketability. Pricing for products or services that are more commonly available and acceptable to the market is more elastic, meaning that unit sales will go up or down more responsively in reaction to price changes Understanding how sensitive your market is to changes in price helps the marketer determine how much the price elasticity will raise the sales. 
Factors that influence price elasticity are supply and demand: the availability of the product or service and of good substitutes, their respective prices, and the extent to which the product or service is desired. If ample supply exists through competitors and substitutes, that puts downward pressure on your price. On the other hand, if demand is high for a product or service, exceeding what can be supplied through competitors and substitutes, price elasticity is high, meaning that you will have room to increase prices. Price component can be controlled by the entrepreneur. 
Although there could be a number of value propositions; small businesses could find the greatest likelihood for business success by competing with high price, offering customers better value. For example, offering customers “more value” could be provided with increased levels of customer service, superior product knowledge, or developing key locations (including going to the customer). As an alternative, an effective market-entry strategy for a new business venture might be pricing at the high end, especially when the customer perceives the product or service to provide greater customer value. In some instances, a business owner might presume that their customers will always purchase on the basis of lower price. Contrary to that belief however, experience often shows that customers will often pay significantly higher prices for better service, better quality, preferred brand or image, and customer convenience. 
2.2.6 Promotion Strategy and Business Performance 
Promotion appears as an issue of how to create an optimal mix of marketing communication tools in order to get a product's message and brand from the producer to the consumer. Small businesses that understand promotions as part of an integrated marketing campaign recognize the importance of this. Integrated marketing links public relations, advertising, direct marketing, and other marketing activities in a coordinated fashion.
In the same vein, Zeithaml et al. (1995) in Gbolagade, et al. (2013) describe promotion as part of specific effort to encourage customers to tell others about their sundries. They also report that promotion appears as an issue of how to create an optimal mix of marketing communication tools in order to get a product's message and brand from the producer to the consumer. Kotler, (2003) discovers that Promotions have become a critical factor in the product marketing mix which consists of the specific blend of advertising, personal selling, sales promotion, public relations and direct marketing tools that the company uses to pursue its advertising and marketing objective. 
Meredith, et al (1991) stated that as small business grows, it must expand its markets, special sales promotions can provide the exposure that the product or service needs to increase sales in new markets. Also advertising can attract potential customers to the business. It is to be noted that most of the promotional activities by small business organizations involves the use of staff of the organization to make sales and make them regular customers. Ogundele (2000) reported that entrepreneurs of his study used selective appeal in advertising for example bakers have different handbills and labels attached to their bread for the purposes of promotion and differentiation. 
Gbolagade, et al. (2013) found that the relationship between promotion consideration and business performance is significant, but there relationship is negative. They further revealed that the relationship between promotion consideration and business performance is significant, but the relationship is negative. This may be due to the consumer perception that heavily promoted products could be problematic products- of poor quality, with passed expiry dates, and from clearance stocks. Consumers may also perceive that heavier promotions also mean that the products are sold at higher prices, which will turn-off consumers who are in the low-cost segment of the consumer market.
2.2.7 Distribution Strategy and Business Performance 
McCharty et al., (2011) define place as any way that the customer can obtain a product or receive a service. They also defined distribution as another name for place. According to them, it is the third element of the marketing mix, and it encompasses all decisions and tools which relate to making products and services available to customers. Kotler and Armstrong (2013) also define place or distribution as a set of interdependent organizations involved in the process of making a product available for use or consumption by consumers. Place strategy calls for effective distribution of products among the marketing channels such as the wholesalers or business organizations ers. Owomoyela et al. (2013) agreed that place has significant effect on business performance Many businesses effectively leverage the place component of the marketing mix through effective use of location variables.
2.2.8 Market Positioning of Business Organizations Products
​​​Marketing of business organizations cannot be discussed without mentioning market positioning. According to Kotler (2003) “positioning is the act of designing the company’s offerings and image to occupy a distinctive place in the mind of the target market”. The rationale of positioning business organizations is to create a brand in the minds of the customers so that the company can maximize the benefit it’s derived from the customers. Positioning a product in the mind of the customers also helps the business organizations in differentiating its product and products from that of its competitors. Much of the emphasis of position is based on what the guest will receive or benefit by lodging in the business organizations or using its products. Of course, the ultimate goal of positioning is to have a win-win situation whereby both business organizations service provider and the guests can benefit from the transaction. In order to achieve effective and efficient positioning, it is a prerequisite that the business organizations is able to identify the target market, its competitors and the ideal points-of-parity and points-of-difference brand association. (Kotler et al. 2009). Once the business organizations ’s product and products have been positioned in the right place within the mind of the target customers, the business organizations can make the right investment in utilizing its resources and skills in the market place. That is, the right product or service is placed on the market at a cost effective price (Kotler et al. 2009).
​​​Promotion refers to all activities by the company that communicate the merits of the product and persuade target customers to buy it. Different promotional strategies, such as advertising, personal selling and public relations can be used to ensure that the customer buys the product (Kotler & Armstrong 2010; Cooper et al. 2008). When it comes to promoting business organizations business and business organizations industry generally, advertising is found to be effective in pro- motions. However, the advertisement has to be well planned by ensuring that the right message is being conveyed, the right channel being used and a suitable place is selected for the advertisement.
​​​Finding the right balance for a promotional strategy is a big challenge to many companies. Business organizations administration needs to put many factors into consideration when setting the promotional strategy. Sometimes a business organizations may need to select more than one mix because promotional strategy is only a tool for achieving the overall goal and objective of the business organizations. Since creating the right marketing mix strategies requires a lot of planning, business organizations management should ensure that the mix adopted is flexible enough to adapt to the future changes in the market (Cooper et al. 2008, 565.)


2.2	THEORETICAL REVIEW 
	Product theory holds that consumers will favour those products that offers the most quality, performance or innovative features. Managers in this organizations focus on making superior products and improving them over time. They assume that buyers admire well made products and can evaluate quality and performance.
	According to Kolter 2004, assumptions of products concepts are:
Consumers are solely interested in product quality for their money.
Consumers buy product rather than solution to needs.
Know quality and features difference of competing brands.
Hold customer loyalty on by continuous product quality improvement.
Marketing theory begins with the determination of needs and wants of target markets and then the organization adopts itself through marketing mix that is the 4P’s (Price, Product, Place and Promotion) towards effective and efficient delivery of the satisfaction of these needs and wants. The market concept challenged the preceding concepts instead of a product – centered “make and sell” philosophy, we shift to a customer – centered, “sense and respond” philosophy. The job is not to find the right customers for your products but the right products for your customers.
	Marketing theory holds that the key to achieving its organizational goals consist of the company being more effective than competitors in creating, delivering and communicating superior customer value to its chosen target markets. Various departments have to come together to project a positive and united business image in the minds of the customer. Marketing involves interconnected marketing activities to ensure that the customer is likely to purchase their product rather than competition.
2.3​Theoretical Review
The study is anchored based on the theories of Pagaso, et al (2000); and Kotler (2006) who opined that every industry must try to develop marketing strategies utilizing promotional strategy that will establish sustainable competitive advantages leading to long term growth and profitability. 
​​​Traditionally, the business organizations companies and the small business dedicated to the business organizations have been a part of the marketing environment. However, factors such as crisis, hyper-segmentation and digitization in all types of promotion, are causing the emergence of multiple cases of successful business models developed by them. In all, the marketing treated as strategy and brand value creation play a role. 
​​​This is why social unite economic situation demands that the enterprise and the revitalization of the business organizations are the engine to return to revive the economy. To do this, the business organizations industry should moreliana consider marketing as the focus of its business integrator. 
​​​The World Tourism Organization confirms the good situation in which tourism is worldwide. Expanding the number of countries consider tourism as a potential source of profit and therefore the stimulus to develop this activity has increased both the number and the attraction of new destinations. If one also includes the national market entry of international players, competition intensifies it more difficult to establish a strategy to achieve a sustainable positioning companies within this complex business environment (Garcia, 1996). 
​​​This has joined demand more demanding and informed and with very different profiles between segments (Varela, et al., 2004). Having driven the tourism industry to carry out differentiation strategies through the use of marketing, because it is one of the main factors influencing the competitiveness of the tourism sector (Blankenburg & Johanson,1997). The business organizations industry is important for its contribution to job creation and the indirect effects it has on the environment. The presence of a business organizations in a certain area can promote the development of complementary tourist activities, improve the welfare of residents in the tourist areas of influence, and revitalize a number of economic activities, without the figure of the business organizations could disappear. 
​​​The in Morelia and Michoacan (2020), are essentially family businesses that are developing their administrative skills, they face competition from chain business organizations s, which have a low participation of foreign tourists, providing a hosting service that has failed standard retain guests, and lack of training and management systems of information useful for decision-making, so it is relevant to increase occupancy standards applying new strategies to ensure the continuous flow of foreign customers.
​​​Promotion is an essential element of a successfully tailored promotional strategy programme, calling for the use of appropriate strategies and tactics by any business. In employing it to deliver information related to the product/service to consumers, to persuade and attract customers to purchase the firm’s products/products, higher sales can be achieved as well as opportunities for future sales can be created (Blattberg & Neslin, 1990). The Chartered Institute of Marketing highlights that the significance of utilizing Marketing mix is reflected in how advertising and sales promotions account for at least 25% of UK marketing budgets (Buil et al., 2013). However, scholars have argued for further research on the effectiveness of using different Marketing mix in specific industries as more than 50% of promotional strategies have been considered unsuccessful (Ailawadi, et al., 2009). 
​​​Traditionally, promotions can be grouped into two classifications: monetary promotions and non-monetary promotions. Some studies such as Buil, de Chernatony, & Martínez (2013) argue that monetary promotions, such as price discounts and coupons, may have a negative influence on brand image and perceived quality as consumers may use price as an extrinsic cue to infer product quality. Interestingly, there is a tweak in the use of a monetary reward ‘premiums’. According to DelVecchio, et al. (2006), post promotion brand preference was found to be higher when the sales promotion used is a coupon or premium; this is the case, for instance, when a premium offer is used whereby another product is obtainable at a discount with the purchase of the original product. 
​​​Alternatively, Chandon, et al. ( 2018 ) explain that non-monetary promotions such as free gifts, samples, and contests may offer hedonic benefits for customers, including entertainment or new experiences (Buil et al., 2013). Keller found that both types of Marketing mix have been found to have a positive impact on the business, scholars have argued that sales promotions could result in decreased brand loyalty, increased brand switching, decreased quality perceptions and increased price sensitivity (DelVecchio et al., 2006). It implies that the use of sales promotion should be strategically-deliberated – i.e. different Marketing mix should be used in relation to business objectives and situations, as the way customers may respond to Marketing mix can vary. Therefore, a better understanding of customer likely responses to various sales promotions tools calls for more systematic study to avoid costly business mistakes. 
​​​In order to understand the ways in which Marketing mix influence customer intentions in making business organizations bookings, this study takes forward from previous studies carried out by Gilbert and Jackaria (2002), and Shi, et al (2005), which investigated how customers from Hong Kong respond to sales promotional tools. Formerly, Shi et al. (2005) examined consumer behavioural responses to company promotional efforts such as brand switching, purchase acceleration, stockpiling, product trial, and unexpected spending. To apply these in the business organizations business context, this study investigates consumer likelihood of switching to another business organizations brand, purchase acceleration (business organizations visit acceleration), and the consumer’s increased expenditure (booking more nights in a visit). Moreover, this study examines consumer perceived value of the Marketing mix in order to see its correlation to behavioural responses. 
​​​The Marketing mix studied in the current research are generated from the extant literature and current business organizations offers used in China, including both monetary and non-monetary promotional techniques. These comprise: price discounts, coupons, premiums, bonus packs and games. Games, although non-monetary, bring benefits such as the perceived value of the prize, perceived fun and interest for those who participate in game-based promotions (Ward & Hill, 1991). These benefits are also recognised by business organizations marketers; for instance, the InterContinental Group (IHG) was giving away 1,000 free nights at IHG, around the world, where customers wishing for a chance to win a free night were required to simply place ‘a pin’ in their dream destination on the map provided on the business organizations website, along with submitting their basic personal details (IHG, 2014). 
Marketing Mix Theory
The idea has been accredited bya Harvard University- Prof. James Culliton in 1948, a professor of marketing. The object behind the marketing mix is to arrange systematically all characteristics of the marketing ideaconcern the habits, desires, and psychology of the target market. Bahador (2019), for this reason the theory"4 Ps was developed" therefore the first P is product, that takes into account the design, features that distinguish it from its competitors. The second P is price thatconsidered as an attribute that needs to be attached in exchange for the type of service or product being offered. The third P is place, stands as a location wherecustomers buy a product or service. The fourth P is promotion that stands for information of what a company does and offers its targeted customers.
 
However, there was disagreement between scholars about the theory of 4Ps framework that led the addition of other 3Ps.Like the study by Rafiq and Ahmed (1995) argues that there was a high degree of dissatisfaction in the 4Ps framework. Booms and Bitner (1981) thought that service products require a distinct type of marketing mix strategy, that because their inherent intangibility, perish ability, heterogeneity and inseparability (Berry, 1984). Thus, there as on other scholars came up with other views concerned the 4Ps, out of them is Booms and Bitner (1982) who adjusted the marketing mix element from 4Ps, to the 7Ps, by adding another 3Ps, which are people, process and physical evidence.
 
Where  the first P stands for people, take to account that people are individuals who have a direct contract with prospective customers, share information with them constantly, they tend to be variable in that influence performance. The second P is process, is procedures andflow of activities by which the service is acquired. Thus,the behavior of those who hand over service or productare very important actions in customer satisfaction and business performance. The third P is physical evidence;it includes physical facilities, equipment, employees, and means of communication. Thus, when physical evidence performed well tends to be variable that influence the performance and communicate the service.
 
Therefore, the addition of 3Psis known as service marketing mix…..? has gained widespread acceptance in marketing mix literature. The objective of the marketing strategy is to provide the organization with the best way to use its limited resources according to the available opportunities. According to Kartawinata, et al., (2015) thought that 7Ps simultaneously have a significant influence on marketing performance. The researcher has choosen 4Ps namely promotion, people, process and physical evidence as they seems to have more impact on business performance.
Fame Pricing Theory 
According to Ezeudu (2005), it is a collection of tools for predicting outcomes of a group of interacting agents where an action of a single agent directly affects the payoff of other participating agents. It is the study of militiaperson decision problems (Gibbons, 1992). It could also be referred to as a bag of analytical tools designed to help us understand the phenomena that, we observe when decision makers interact (Osborne and Rubinstein, 1994). Myerson (1997) defines it as the study of mathematical models of conflict and cooperation between intelligent rational decision makers.
According to Diamantopoulos (1991), game theory studies interactive decision-making. There are two key assumptions underlying this theory;
i.​Each player in the market acts on self-interest. They pursue well-defined exogenous objectives; i.e, they are rational. They understand and seek to maximize their own pay off functions.
ii.​In choosing a plan of action (strategy), a player considers the potential reactions/responses of other players. She takes into account her knowledge or expectation of other decision makers behaviour i.e, the reasons strategically. A game describes a strategic interaction between the players, where the outcome for each player depends upon the collective actions of all layers involved (Bolton and Kemonm, 1999).
Consumer Theory 
Consumer theory is concerned with how a rational consumer would make consumption decisions (Martim, 2011). The consumer theory arises because the consumer’s choice sets are assumed to be defined by certain prices and the consumer’s income or wealth. There are certain assumptions for this theory. The assumptions as stated by (Lichtenstein, Ridegeway and Neremever, 1993) can be seen below:
The assumption of perfect information is built deeply into the formulation of this choice problem, just as it is in the underlying choice theory (blithe, 2005). Some alternative models treat the consumer as rational but uncertain about the products, for example how a particular food will taste or how well a cleaning product will perform. Some goods may be experience goods which the consumer can best learn about by trying the good. In that case, the consumer might want to buy some now and decide later whether to buy more. 
That situation would need a different formulation. Similarly, if the agent thinks that high price goods are more likely to perform in a satisfactory way that, too, would suggest quite a different formulation. Of the two theories reviewed above, the game pricing theory was used to capture the study. This theory was suitable for the study because it help us understand the phenomena that we observe when decision-makers interact.
 
AIDA Model Theory
​The acronym AIDA stands for Attention, Interest, Desire and Action. These are the four stages that a consumer goes through when watching or viewing an advertisement. According to Lewis, first and foremost, the role of an advertisement is to attract the customers. Once an ad grabs attention, it has to invoke interest towards the product in the minds of the consumers. After creating an interest, the ad has to bring desire in consumers mind to use the product and finally the consumer has to take a favorable action towards the product by ultimately purchasing the product.
The process of AIDA
● Attention: Attention is usually grabbed by the use of image, color, layout, typography, size, celebrity, model e.t.c
● Interest: Once attention is grabbed, it’s necessary to create interest in the viewers mind so that they will read more about the brand being advertised. By the use of an attractive sub head, interest can be invoked
● Desire: The element of desire is usually created by the use of body copy where you write in detail about the necessity of buying the brand, thereby explaining the features of the brand, facts and figures
● Action: Towards the end, the contact information of the brand will be given where they expects the viewers to take action immediately. It can be in the form of shop address, toll free numbers or website address
​An advertisements success depends up on the viewer’s ability to notice and understand its message. The AIDA model helps the copy writer to present the elements of a print ad, Headline, Subhead, Body copy, slogan and contact information in a format that makes the viewers read in a flow and understand about the product easily.


2.3	GAPS IN LITERATURE
Research and development is an investigative activity that a business organization chooses to conduct with the intention of making a discovery that can either lead to the development of new products or procedures, or to improvement of existing products.
Research and development is one of the means by which management of every business can experience future growth by developing new products or processes to improve and expand their operations.
Research and development may be carried out by an organization for the following reason.
To improve on personnel capacity and capability
To plan ahead of time
To be able to improve new products
To modify existing products
To develop new product and
To create a level playground for participation
Research and development enhances products which may provide a marketing level with which to obtain an improvement in the products market share. It ensures processes and procedures organization activities are expected to be carried out.

CHAPTER THREE
RESEARCH METHODOLOGY
3.0 Introduction 
This chapter identifies the research methodology that will be used to conduct the research for the study. the research design, population, sample size, and sampling techniques that will be used and explain the research instrument and the techniques that will be used for data analysis. we will cover the method of data collection, pilot study, regression analysis, research model, ethical considerations, and limitations of the study.
[bookmark: _heading=h.apg5shscfa0c]3.1 Research Design
This section of this study outlined what approach will be used in sourcing and collection of data. The descriptive survey research design will be adopted for this study and examine the relationship between the independent variable which is communication, and the dependent variable which is employee performance. This study will use a quantitative approach with the use of questionnaires as an instrument.
3.2 [bookmark: _heading=h.a8f86riayjp0]Population of the study
This study focused on the executive staffs, top management staffs and junior staff of Cadbury Nigeria PLC Cement Head Office, located in Lagos, Nigeria. The purpose of the study is to carry out the population based on the samples from Cadbury Nigeria PLC which were 489 in number which were given by the organization’s human resource department. 
3.3 [bookmark: _heading=h.60db0z2tauv7]Sampling Frame
The study adopted Purposive sampling technique. The sampling frame of this study comprise of 489 Employees at their headquarters which is located at Ikeja, Lagos. Cadbury Nigeria PLC, Ikeja, Lagos State, Nigeria, acted as the study’s sampling unit. The research sample unit included only employees from executive, senior and junior staff.
3.4 [bookmark: _heading=h.ura7bo5awx0]Sampling Size Determination
The Cochran (1997) formula was used to calculate the sample size for this study. This is a conventional form of randomization, and it determined the margins of error for the most important items in the survey. The Cochran sample size was employed because it enabled the researcher to compute an optimum sample size given a desired level of precision, a desired level of confidence, and the expected proportion of the attribute present in the population (Israel, 1992). This aided the researcher in obtaining the sample and used the results to make data-driven sampling selections. The formula and computation are as follows:
[image: ]
Where: 
n = Sample size 
N = Population size 
Z = Standardized normal variable and its value that corresponds 
to 95 % confidence interval equals 1.96. 
P = Degree of variability (0.5) 
q = 1-p 	
d= Degree of accuracy (0.05) 
        α= level of significance (5%)
[bookmark: _heading=h.nn3ilp5zqn9a]                      489 (1.96)2 x 0.5 x 0.5                                      489 x 3.8416 x 0.25
n =                                                                            n =        
             (0.05)2 (489-1) + (1.96)2 (0.5 x 0.5)                        0.0025 x 489 + 0.9604

                              463.8732
n =                     
                              2.1804
n = 212 ………………………………. 3.2
Therefore, the expected number of samples to be taken for this study stands at 212. 
However, to compensate for non- response probability, 30% of the sample was added to increase the sample as suggested by (Israel, 2009).  
Therefore 30% of 212 = 64
Then the appropriate sample size was given as 
n = 212 + 64 = 276
n = 276
From the calculation above, the total sample size of this study stood at 276. 
Purposive sampling was adopted for this study.
3.5 [bookmark: _heading=h.9jpb6g9gryu1]Method of Data Collection
The study will adopt the primary source of data collection (questionnaire) in gathering data from the top executive management, senior and junior management teams of Cadbury Nigeria PLC, Ikeja, Lagos State. The primary source of data collection that will be used to construct originality, opinions and perceptions of respondents under study. Data will be collected by administering a structured questionnaire to one hundred and fifty management staff of Cadbury Nigeria PLC, Ikeja, Lagos State. Copies of the questionnaire will be administered by trained research assistants for administration and collection of instruments at the respective service firms. The research assistants will be given two-days training on modalities for questionnaire distribution and retrieval and purpose of carrying out the research in line with ethical standards. 
3.6 [bookmark: _heading=h.24b5izrgo396]Research Instrument
The data gathering instrument that employed for this study will be a well-structured and adapted questionnaire. The questionnaire will be appropriate for this study based on the level of originality, confidentiality and non-biases on the responses of the respondents. The items in the research instruments will be adapted questions from literatures on related studies. The instruments will be used to capture respondents’ demographics and also questions on communication and employee performance. The questionnaire would be given independently to the particular respondents, in an offer to get legitimate answers from every one of them. The questionnaire is made in a simple way for the respondents to reply, there are two segments. The main concerns the bio-information of the respondents, while the second will be planned to test applicable data expected to test the hypotheses. The segment B is figured to reap the respondent's point of view and feeling concerning the effect of management styles on employee performance. This questionnaire will use of straightforward and clear English with the guide of the 5-likert scale, so respondents can without much of a stretch select from the accompanying choices; Strongly agree (SA), Agree(A), Undecided(U), Disagree(D) or strongly disagree (SD), as for the questions provided. 
3.7 Pilot Study 
A pretest of the questionnaire will be conducted in order to evaluate the relevance, ensured clarity and proper understanding of the research instrument prior to its administration to study area. Furthermore, 10% of the sample size 276, which represented respondents who have the same characteristics with the sample size will be accessed from other areas other than the research context. Creswell (2014) posited that pilot study sample should be 10% of the sample projected for the larger parent study which will also in line with the position of Treece and Treece (1982) of 10% of study population. The pilot study was considered necessary in order to determine the willingness of the respondents, to have a fore knowledge of their reactions and to ascertain the reliability of the questionnaire when used in the population of the study. . 
3.7.1 Validity of Research Instrument
The research work was subjected to construct validity; the importance of this is to make sure that the research instrument measures what it was intended to measure. To ensure that the research instrument produced valid results, a pilot study was conducted before the field research commenced, which was collected during the pilot study and was used to carry out validation measures on the questionnaires.
3.7.2 Reliability of Research Instrument
Data on the research instrument will be subjected to Cronbach alpha analysis to decide the reliability of the research instrument. The coefficients of Cronbach alpha reliability test ranges from 0.00 to 1.00 with any value above 0.7 indicating that the research instrument is reliable.
[bookmark: _heading=h.bzdifk5g1i2y]3.8 Method of Data Analysis
[bookmark: _heading=h.2jecxczeervt]The data will be analysed with the use of both descriptive and inferential statistical analysis. Descriptive statistics analysis such as mean, simple percentages and standard deviations will be used to analyse the questionnaire items and provided answers to the research questions. Inferential statistics such as simple linear regression, Pearson-product moment correlation analysis, and hierarchical regression analysis will be carried out with the aid of statistical package for science solutions (SPSS) version 25.0 to test the research hypotheses. Pearson-product moment correlation analysis will be used to determine the direction and strength between the independent and dependent variable under study. Simple linear regression analysis technique will be used to evaluate the effects of the independent variables on the dependent variable.




CHAPTER FOUR
4.0 INTRODUCTION
In this chapter, the data collected for this research are presented and analyzed using percentages. Each question is the questionnaire is restated and the response were analyzed and presented in a tabular form.


4.1 PRESENTATION OF DATA
In process of carrying out this research study, the total number of one hundred and ten was selected as the sample size and was selected as the simple size and was distributed to one hundred and ten respondents but a total of one hundred and six questionnaires was properly filed and returned while four questionnaire was returned but not properly filed.

4.2	ANALYSIS OF DATA
Question 1: Do you think that product planning and development caution the effect of unpredictable changes in customers performance?
Table 4.2 show the responses to question 1
	Attributes
	Managers
	Supervisor
	Other
	Total
	Percentage

	Yes
	8
	22
	69
	99
	97

	No
	0
	2
	5
	7
	5

	Total
	8
	24
	74
	106
	100


Narration: The table above shows that 8 managers, 22 supervisor and 69 other agreed to the question while 2 supervisor and 5 other disagreed to the question.
Question 2: Does management enhance product planning and development towards creating distinctive advantages in product performance and price?
	Attributes
	Managers
	Supervisor
	Other
	Total
	Percentage

	Yes
	8
	22
	70
	100
	97

	No
	0
	3
	4
	7
	3

	Total
	8
	24
	74
	107
	100


Narration: The table above shows that eight managers, responded positively to question with twenty-one supervisors as well as seventy others, making up the total of one hundred positive responses.

Question 3: Does management through product planning and development prevents products failure in the market place?
	Attributes
	Managers
	Supervisor
	Other
	Total
	Percentage

	Yes
	7
	18
	66
	91
	89

	No
	1
	6
	8
	15
	11

	Total
	8
	24
	74
	106
	100


The table above shows that while seven managers, eighteen supervisors and sixty six others agreed. Positively to the question, one manager, six supervisors and eight other disagreed to the question, making up the total of ninety-one positive and fifteen negative response respectively.


Question 4: Would you say that product planning and development enhance organization competitive ability.
Table 4.4 below show that the rate of responses to question numbers iv:
	Attributes
	Managers
	Supervisor
	Other
	Total
	Percentage

	Yes
	8
	23
	68
	99
	98

	No
	0
	1
	6
	7
	2

	Total
	8
	24
	74
	106
	100


	The above table shows that while eight managers, twenty-three supervisors and sixty eight others responded. Positively to the question, one supervisor alongside with six others respondent negatively to the question making up ninety-nine positive responses and seven negative responses respectively.
Question 5: Does management through product planning and development generally ensures marketing efficiency?
Table 4.5 shows the responses to question v
	Attributes
	Managers
	Supervisor
	Other
	Total
	Percentage

	Yes
	7
	22
	64
	93
	95

	No
	1
	2
	10
	13
	5

	Total
	8
	24
	74
	106
	100


The table above shows that while seven managers, twenty-two supervisor and sixty-four others responded positively to the questions, two supervisor, one manager alongside with others responded negatively to the question at eh total rate of ninety-three and thirteen responses respectively.
Question 6: Do you think that product planning and development lead to the production and marketing of quality products?
Table 4.6 shows the response to the question.
	Attributes
	Managers
	Supervisor
	Other
	Total
	Percentage

	Yes
	8
	23
	72
	103
	99

	No
	0
	1
	2
	3
	1

	Total
	8
	24
	74
	106
	100


The table above shows that while eight manager, twenty three supervisors and seventy-two others, agreed with the question while one supervisor and two others disagreed with the question , hence, the total responses of one hundred and three and three respectively and ninety-nine and one percentage rates respectively.
Question 7: does product planning and development ensures effective allocation of scare resources in production process?
Table 4.7: shows the responses to question vii
	Attributes
	Managers
	Supervisor
	Other
	Total
	Percentage

	Yes
	8
	24
	72
	104
	99

	No
	0
	2
	2
	2
	1

	Total
	8
	24
	74
	106
	100


The table above shows that all eight mangers agreed with the question alongside with twenty-four supervisor and seventy-two others, meanwhile only two others disagreed with the question, hence, total result of one hundred and four and two at ninety-nine and one percentage respectively.
Question 8: Does efficient marketing of a product begin production and development stages?
Table 4.8 responses to the question
	Attributes
	Managers
	Supervisor
	Other
	Total
	Percentage

	Yes
	8
	23
	73
	105
	99

	No
	0
	1
	1
	1
	1

	Total
	8
	24
	74
	106
	100


This above table shows that while all eight managers, twenty three supervisor and seventy-three others respondent negatively to the question, hence, the total result of one hundred and four and two with ninety nine and one percentage respectively.
Question 9: Does frequent changes necessitates the need for product planning and development?
Table 4.9 below shows the responses to question ix
	Attributes
	Managers
	Supervisor
	Other
	Total
	Percentage

	Yes
	8
	21
	72
	101
	99

	No
	0
	3
	2
	5
	1

	Total
	8
	24
	74
	106
	100


Table 4.9 above shows that eight managers agreed to the question positively alongside with twenty-one supervisors and seventy-two others, while three supervisors and two others disagreed with the question, this bringing the total responses to one hundred and one, and five as well as ninety-nine and one percentage respectively.
Question 10: Do you agree that the ultimate aim of product planning and development is to ensure customers satisfaction?
Table 4.10 responses to question 10
	Attributes
	Managers
	Supervisor
	Other
	Total
	Percentage

	Yes
	8
	24
	74
	106
	100

	No
	0
	0
	0
	0
	0

	Total
	8
	24
	74
	106
	100


The table above shows that the total of eight managers agreed positively alongside with the total seventy-four supervisor as well the total seventy-four others, meaning that there is no negative responses to this question, hence, the total result of one hundred and six positive and zero negative responses and one hundred and zone percentage respectively.
Question 11: Do you think that cost of product planning and development weights its benefits?
Table 4.11 shows the responses collected on question xi.
	Attributes
	Managers
	Supervisor
	Other
	Total
	Percentage

	Yes
	1
	4
	6
	11
	6

	No
	7
	20
	68
	95
	94

	Total
	8
	24
	74
	106
	100


This table shows that one manager, four supervisor and six others agreed with the question, while seven manager, twenty supervisors and sixty-eight others disagreed with the question. Therefore, a total of eleven positive responses to ninety-five negative responses, resulting to aggregate percentage of six and ninety- four respectively.
Question 12: Do you agree that research and development should be consulted before product plans are prepared?
Table 4.12 responses to question xii
	Attributes
	Managers
	Supervisor
	Other
	Total
	Percentage

	Yes
	8
	23
	72
	103
	99

	No
	0
	1
	2
	3
	1

	Total
	8
	24
	74
	106
	100


This table here shows that while eight managers twenty-three supervisor and seventy-two other agreed positively to the question, one supervision and two others responded negatively to the question thereby bring the total  result of one hundred an three and it’s percentage as ninety-nine positive against one negative respectively.
Question 13: Does management terms has a role to play in product planning and development?
Table 4.13: Shows the responses that resulted from the question
	Attributes
	Managers
	Supervisor
	Other
	Total
	Percentage

	Yes
	8
	23
	73
	104
	99

	No
	0
	1
	1
	2
	1

	Total
	8
	24
	74
	106
	100


The table above shows that all the eight managers, twenty-three supervisors and seventy-three others agreed to positive view on the question, while only one supervisor and one others as well disagreed.
Question 14: Do you think that product planning and development applies only to large scale enterprises?
Table 4.14 shows the responses to question xiv
	Attributes
	Managers
	Supervisor
	Other
	Total
	Percentage

	Yes
	1
	5
	7
	13
	7

	No
	7
	19
	67
	93
	93

	Total
	8
	24
	74
	106
	100


The above table shows that while only one manger, five supervisors and seven others agreed positively to the question, seven managers, nineteen supervisors and sixty-seven others disagree to the question hence, the total result of thirteen and ninety-three respectively.
Question 15: Does product planning and development can enhance marketing efficiency?
Table 4.15 shows the responses to question xv
	Attributes
	Managers
	Supervisor
	Other
	Total
	Percentage

	Yes
	8
	21
	73
	102
	100

	No
	0
	3
	1
	4
	2

	Total
	8
	24
	74
	106
	100


From the table above, it shows that while all the eight managers, twenty-one supervisors and seventy-three others agreed positively to the question, three supervisors and one other disagreed with the question.

4.3	DISCUSSION OF FININGS
Out of the one hundred and six (106) respondents, ninety (99) people stated that product planning and development caution the effect of unpredictable charge in customers performance while seven (7) people held that the opposite is true.
Another ninety-nine (99) people also said that management exchange product planning and development towards creating distinctive advantages in product performance and price but seven (7) people also responded the product planning and development is capable of enhancing organizational competitive ability, while seven (7) persons held that the entry view is best suited.
Also, while ninety-three (93) people said that product planning and development generally ensures marketing efficiency, thirteen (13) people said it does not.
Again, about one hundred and three respondents agreed that product planning and development leads to the production and marketing of quality products, but only three (3) people answered in negative view while one hundred and our (104) respondents said that product planning and development ensures effective allocation of scarce resources in the production process, but two person held the opposite view.
Another one hundred and our (104) people said that efficient marketing of a product from the product planning and development stages, only two (2) people held the opposite view.
Finally, one hundred and one (101) respondents affirmed that frequency changes in consumer’s performances necessitates the need for efficient product planning and development but five (5) persons degreed to the view. However, a total of one hundred and six (106) respondents agreed that the ultimate aim of product customer satisfaction at all time.
The above stated facts were the finding that I made from the research
CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATION
5.0	INTRODUCTION
Having analyzed data in the chapter preceding this, we will present the summary of our findings.

5.1	SUMMARY OF FINDINGS
The following are findings drawn from the study.
Management through product planning and development create distinctive advantages important performance and price.
Management enhances product planning and development thereby preventing product failure in the market place process.
Product planning and development is capable of enhancing organizational competitive ability
Product planning and development ensure effective allocation of source resources in the production process.
The ultimate aim and concern of product planning and development is to ensure total customers satisfaction.
The cost product planning and development does not out weight it’s benefit.
Research and development should be consulted before product plans are prepared
The marketing terms has a role to play in product planning and development stages.
Product planning and development applies not only to large scale enterprises product planning and developments actually improve organizational efficiency.
 The efficient marketing of a product being from the planning and development stage.
Production planning and development cautions the effects of unpredictable changes in customers’ performances.
Product planning and development generally ensures marketing efficiency and that.
Frequency change in customers’ performance necessitates the need for effective planning and development of products.

5.2	RECOMMENDATION
The following recommendations have being made with the acceptance that they will help to strengthen the relationship between planning and development and management efficiency.
It is recommended that experts such as production mangers in collaboration with research and development staff should be consulted when preparing product plans to ensure that they will bring their  expertise to bear on the job as this will ensure that plans are well prepared and product will developed in line with the prepared plans. 
It is as well recommended that product plans should always be followed, means while, and management approval must be sought before any alteration is made on the product plan. This will ensure that original product plans are strictly adhered to. 
It is also recommend that product should be assessed after development to ascertain whether the resultant product conforms to the original plans. Corrective actions should as well be taken to align products with the stipulations of the product, plan, especially if any form of deviation is being noticed.
It’s recommended that before, production plan are prepared, marketing personnel should be consulted or ascertain what the customers themselves feel about such product being developed.
Marketers as people who come into close contact with the customers usually know more about their feelings, desires and preferences regarding any products.
Hence, their advice will be valuable in the planning and development of any product.
· 
5.3	CONCLUSION
From the finding stated above, the following can be said to be the conclusion drawn:
That management through product planning and development prevent product failure in the market place and it is capable of unhandy organization.
That product planning and development leads to the production and marketing of quality goods and it is as well ensures effective allocation of resources in the production process.
That product planning and development caution of effect of some unpredictable changes in customers performance because it creates some distinctive advantage in product performance and price in the market place
Frequent changes in customer’s performance necessitable the need for product planning and development, but the ultimate goals of management ensuring product planning and development 	is to satisfy the utmost desire of customers.
Efficient marketing of a product being from the product planning and development stage.
· 












QUESTIONNAIRES
INSTRUCTIONS
· Please tick right, as you tick appropriate in any of the provided space against each question.
· Not as well that double or multiple answers to any one participation question vender such answers in valid and will be rejected.
Section One (Personal Data)
Name:
Bank/position:
Sex:			
Marital status: 	
Section two (the impact of production planning and development to management efficiency)
1.	Do you think that management through product planning changes in customer’s performance?
Manager: 
Supervisors: 
Others: 
2.	Does management enhance product planning and development create destructive advantages in product performance and price?
Manager:   	
Supervisor: 
Others:
3.	Does management through product planning and development prevent		product failure in the market place?
Manager: 
Supervisor: 
Others:
4.	Would you say that product planning and development enhances	organizational competitive ability?
Manager: 
Supervisor: 
Others:
5.	Does management though product planning and development generally	ensures marketing efficiency?
Manager:
Supervisor: 
Others:
6.	Do you think that product planning and development leads to the	production and marketing of quality products?
Manager: 
Supervisor: 
Others:
7.	Does product planning and development ensures effective allocation of	scare resources in the production process?
Manager: 
Supervisor: 
Others:
8.	Does efficient marketing of product beings from the production and	development stages?
Manager:
Supervisor:
Others:
9.	Does frequent changes necessitates the need for product planning and\	development?
Manager:
Supervisor:
Others:
10.	Do you agree that ultimate aim of product planning and development is	to ensure customers satisfaction?
Manager: 
Supervisor: 
Others: 
12.	Do you think that the cost of product planning and development out weight it’s benefits?
Manager:
Supervisor:
Others:
13.	Do you agree that research and development should be consulted before product plans are prepared?   
Manager:
Supervisor:
Other:
14.	Does management term has a role to play in product planning and development 
Manager:
Supervisor:
Others:
15.	Do you think that product planning and development applies to large scale enterprises?
Manager:
Supervisor:
Others:
16.	Does product planning and development enhance marketing efficiency?
Managers:
Supervisors:
Others:
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