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ABSTRACT
This research aimed to investigate how pricing policies impact firms’ performance, specifically comparing the effects of price discrimination and price harmonization
on KAMWIRE's corporate performance. The study focused on a sample of 274 managers and distributors at KAMWIRE in the Ilorin metropolis, targeting 160 respondents. Data was gathered through a questionnaire, followed by regression and correlation analyses.The findings indicated that an effective pricing policy, reflected by a beta coefficient (β) of 0.769, could lead to a significant 76.9% increase in firm performance for each unit increase in pricing effectiveness. Additionally, a notable difference in corporate performance was observed between price discrimination and price harmonization, with a significance level of 5% (p=0.01<0.05 and 0.018<0.05).Furthermore, the impact of pricing decisions on organizational performance was significantly influenced by the interaction of demand and supply forces at the same significance level. This highlights the need for centralized pricing decisions that consider the dynamics of demand and supply, rather than a monopolized approach.The study also found that neglecting planning and budgeting strategies could lead to a substantial 25% rise in operating costs, negatively affecting the industry's survival and growth.Based on these insights, it is recommended that organizations continuously monitor the marketplace to understand customers' willingness to pay for their products or services. Moreover, integrating a focus on maximizing the present value of future cash flows into planning is crucial, with an emphasis on enhancing profitability, improving performance, and ensuring customer satisfaction.
Keywords: Pricing Policy, Financial Profitability, Price Discrimination, Price Harmonization, Demand and Supply, Organizational Performance, Planning and Budgeting, KAMWIRE Industrial Ltd.
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[bookmark: _Toc198282072]CHAPTER ONE 
INTRODUCTION
1.1. [bookmark: _Toc198282073]Background to the study
Setting the right price for products is one of the most critical decisions managements must make. Unfortunately, many firms continue to struggle with pricing, leading to significant amounts of potential revenue and profit being overlooked (Ogunyemi, 2022). The complexity of price setting stems from various factors that need to be considered. This decision is relevant to nearly all organizations, including manufacturers pricing their products, retailers pricing their goods, and service providers setting rates for offerings like insurance and loans.
The survival and profitability of a company hinge on its pricing decisions. Price is the only element in the marketing mix that directly generates revenue and ensures profitability (Armstrong & Kotler, 2020). Prices established by firms must cover all costs in the long run while leaving a profit margin to reward management efforts.
Unfortunately, the focus on profit maximization has often dominated organizations in Nigeria, leading to the indiscriminate use of marketing strategies like price discrimination, often without regard for potential consequences. This practice involves varying prices based on the goal of maximizing profits, disregarding the socio-economic context of the market. As a result, many consumers question organizations' ability to deliver expected value without exploiting them. The misapplication of price discrimination—charging different prices based on perceived value and willingness to pay—has provoked negative sentiments, making it difficult to justify its legality, ethics, and fairness.
Currently, the practice of charging different prices to different customers has sparked considerable debate in the media and on social platforms. People are questioning this strategy and pondering the implications of uniform pricing or price harmonization for products. Surprisingly, the benefits of price harmonization for organizational profitability have been largely overlooked in the existing literature. Conversely, price discrimination has consistently led to customer resentment and reluctance to purchase, resulting in decreased patronage, loss of market share, and reduced profitability, despite the availability and quality of products.
The price of a product is directly related to various operational aspects of a firm. Pricing decisions affect demand, which in turn influences the revenue generated. A profitable firm has the potential to attract new capital, indicating public confidence in its ability to deliver returns. Consequently, management performance is often measured by the revenue generated to satisfy shareholders. Establishing an advantageous pricing policy and effective profit plan is a significant responsibility for management, as prices cannot be set arbitrarily. Thus, it is essential to investigate the effectiveness of pricing policy and profit planning in Nigerian industries (Ogunyemi, 2022; Armstrong & Kotler, 2020).
1.2. [bookmark: _Toc198282074]Statement of the Problem
Effective pricing requires firms to account for market demand and supply, production costs, competitive intensity, economic conditions, and the availability of substitutes (Smith & Jones, 2023). When these factors are ignored, enterprises may set uncompetitive prices, precipitating factory closures, job losses, and outright business failure.
Moreover, the contentious practice of price discrimination—charging different customers different prices—has drawn criticism for eroding customer goodwill and reducing overall market share. Conversely, the potential of price harmonization to stabilize revenues and improve profitability remains under-explored in the existing literature. This gap leaves managers uncertain about whether a uniform pricing approach could mitigate customer resentment while sustaining firm performance.
Finally, profit planning through budgeting provides a framework for forecasting revenues, controlling costs, and allocating resources. Yet many manufacturing firms in Nigeria underinvest in this process, resulting in unanticipated operating expenses and resource shortfalls that undermine both efficiency and growth potential (Smith & Jones, 2023).
1.3. [bookmark: _Toc198282075]Research Questions
i. To what extent does an effective pricing policy significantly impact the performance of KAMWIRE, Ilorin?
ii. Is there a significant difference between price discrimination and price harmonization in terms of their effects on the corporate performance of KAMWIRE, Ilorin?
iii. Does pricing decisions significantly affect the performance of KAMWIRE, Ilorin?
iv. What is the notable influence of profit planning on the reduction of costs at KAMWIRE, Ilorin?
1.4. [bookmark: _Toc198282076]Objectives of the Study
This research aims to achieve the following objectives:
i. To determine the extent to which the effectiveness of pricing policy affects the performance of KAMWIRE, Ilorin;
ii. To examine the differences between price discrimination and price harmonization regarding their effects on the corporate performance of KAMWIRE, Ilorin;
iii. To investigate how pricing decisions influence the performance of KAMWIRE, Ilorin; and 
iv. To assess the notable impact of profit planning (or budgeting) on cost reduction at KAMWIRE, Ilorin.
1.5. [bookmark: _Toc198282077]Hypotheses Formulation
To fulfill the study's objectives, the following null hypotheses are proposed:
i. H01: Effective pricing policy has no significant effect on the performance of KAMWIRE Ilorin.
ii. H02: There is no significant difference between price discrimination and price harmonization regarding the corporate performance of KAMWIRE Ilorin.
iii. H03: Pricing decisions do not influence the extent to which KAMWIRE Ilorin achieves optimal corporate performance.
iv. H04: Profit planning has no significant impact on KAMWIRE Ilorin's ability to reduce production costs.
1.6. [bookmark: _Toc198282078]Scope of the Study
Since no single research study can comprehensively address all aspects of the topic, the focus of this project will be narrowed to how management performance in manufacturing firms is influenced by their pricing policy and profit planning. This study will primarily concentrate on KAMWIRE Ilorin and its surrounding areas, from which the Sole Distributors of KAMWIRE Ilorin will be selected, allowing for an extensive investigation into this subject.
1.7. [bookmark: _Toc198282079]Significance of the Study
This research aims to offer valuable insights for firms seeking to establish effective pricing policies tailored to their specific circumstances, thereby improving profitability in both the short and long term. It will guide firms away from arbitrary pricing decisions that overlook critical factors and their unique situations. The study will serve as a reference for selecting pricing strategies that harmonize consumer preferences with the firm's pricing objectives. Additionally, it will emphasize the importance of accounting information in making informed pricing decisions.
Moreover, the findings will contribute to the broader economy. By equipping firms with greater control over pricing, their pricing strategies can significantly impact national output, income, and, ultimately, community welfare. Finally, this research will be a valuable resource for individuals pursuing further studies on this topic or related areas.
1.8. [bookmark: _Toc198282080]   Definition of Terms
PRICING POLICY:A pricing policy is a guiding philosophy or course of action aimed at influencing and determining pricing decisions. It establishes guidelines for achieving specific objectives.
PROFIT PLAN:The profit plan is an operational framework that outlines expected revenues, expenses, and net income over a specified period. It represents the firm's optimal strategy based on management's future expectations.
COST:Cost refers to the expenses incurred in acquiring something, which may include labor, materials, facilities, or other resources.
EFFICIENCY:Efficiency is the ability to work or produce effectively, minimizing waste of time and resources.
EFFECTIVENESS:Effectiveness is the capacity to produce the intended result.
FIXED COST:Fixed costs are expenses that remain constant regardless of the level of production. They do not fluctuate with changes in output.
MARKETING MIX:The marketing mix consists of the four primary elements of a company's marketing program: price, product, place, and promotion (advertising).
VARIABLE COST:Variable costs are expenses that fluctuate with the level of production. While they remain constant on a per-unit basis, they vary in total as production levels change.
STRATEGY:A strategy is a high-level statement outlining how an organization plans to achieve its objectives. It includes the fundamental approach but lacks detailed execution plans.






[bookmark: _Toc198282081]CHAPTER TWO
[bookmark: _Toc198282082]LITERATURE REVIEW
[bookmark: _Toc198282083]2.1. Conceptual Clarification
Pricing strategy
Pricing strategy is a complex aspect of marketing decision-making (Smith & Jones, 2022). It involves establishing profitable and justifiable prices for products. A firm's pricing strategies can be influenced by various factors, including costs, demand, and the pricing of competing products. To maximize profits, managers must allocate costs incurred throughout the value chain to different products and carefully evaluate the overall profitability of each item (Johnson, 2021). Many businesses have faced losses because they set their prices too high, rendering them uncompetitive in the marketplace (Williams, 2020). The price of goods and services directly affects consumers' standard of living, and in some instances, the price can confer prestige or a sense of importance to the buyer (Adams & Brown, 2021).
When determining prices, it's essential to consider multiple variables, including the cost of the product, such as inputs, development, testing, and packaging (Taylor, 2020). A thorough evaluation of costs and a review of profit margins are necessary before setting prices to ensure alignment with consumers' socio-economic circumstances. Cost evaluation is closely related to revenue and profit planning, so pricing assessments must also consider customers' ability and willingness to pay. If a product is priced beyond consumers' affordability, it can negatively affect sales and create opportunities for competitors. Firms are advised to set prices in line with industry leaders and competitors, while also focusing on non-price variables (Nguyen, 2022).
Pricing objectives 
Price should not be seen as an end in itself, but rather as a means to achieve specific objectives. Companies set prices for various reasons, and pricing is closely linked to other elements of the marketing mix, including product, promotion, and distribution (place).
According to Thompson (2021), pricing is a multifaceted topic that requires consideration of numerous factors, both in the short and long term. For example, prices should reflect the value offered in comparison to competitors, consider market willingness to pay, help achieve revenue and market share goals, and maximize profits. While pricing objectives may vary among firms, most organizations prioritize profitability, alongside other goals such as sales volume and customer satisfaction (Roberts, 2020).
[bookmark: _Toc198282084]2.1.2 Profitability Objectives
When firms establish pricing strategies based on profit objectives, their focus is on achieving a specific level of profit growth or a desired net profit margin. Profit objectives are crucial for companies that recognize profit as a motivating factor for shareholders' investments. In theory, accountants use marginal costing to determine the price that maximizes profits, which occurs when marginal cost equals marginal revenue. However, in practice, only a few firms can precisely reach this target. As a result, marketers often set target-return objectives, which are short-term or long-term pricing objectives aimed at achieving a specified return on sales or investment. This return is typically expressed as a percentage of sales or investment.
According to recent insights, the primary underlying principle of profitability objectives is the maximization of the present value of future cash flows, which serves as a measure to ensure the organization's survival and long-term existence. Companies must continuously evaluate their pricing strategies to align with market conditions and consumer expectations, ensuring that their profit objectives remain achievable and relevant.
Additionally, effective pricing strategies can differentiate a company in competitive markets, allowing it to maintain profitability while also addressing customer needs and preferences. By focusing on profit objectives, firms can better navigate the complexities of pricing in a dynamic business environment.
[bookmark: _Toc198282085]2.2. Theoreticalreview
This study is anchored only on two theories below:
Price Bargaining Theory
According to Johnson and Smith (2023), the ability to negotiate or bargain is influenced by factors such as knowledge of the prevailing market price, social status, experience, and purchasing power. Price discrimination can occur based on various factors, including customers, product versions, location, and time (Anderson, 2022). Customer-based price discrimination is commonly observed, such as service providers charging different prices; for instance, skilled negotiators may secure a lower price for a service or product compared to others who pay a higher price (Johnson & Smith, 2023).
Price discrimination based on product versions is prevalent in markets like Nigeria, where newer versions of cars, smartphones, clothing, and food items are priced higher than their older versions, even if the differences are difficult to justify. Price discrimination based on location is evident in industries like airlines, where different prices are charged for economy class and first class seats due to their varying amenities and locations. Similar examples can be seen in cinemas, stadiums, and leisure establishments. Price discrimination is deemed acceptable if the price differences can be justified by differences in costs (Martinez, 2021). However, it becomes illegal when the intent is to restrict or prevent competition.
Price Harmonizing Theory
Price harmonization is a strategy that minimizes pricing conflicts, addresses consumer resentments, and reduces unnecessary costs associated with multiple pricing techniques (Garcia, 2023). This theory suggests that harmonizing pricing processes within an organization involves establishing a standard procedure while allowing for some managed variation from that standard. This approach ensures improved visibility, common metrics, and lower operating costs. However, achieving the right level of harmonization requires careful consideration, as excessive harmonization can limit flexibility to adapt to local market conditions and may be costly and time-consuming to implement.
The appropriate level of harmonization depends on the specific requirements of each business. For instance, a manufacturing company that primarily sells to outsourcing customers may need a high degree of pricing consistency and therefore benefit from a centralized approach with limited local variability. Conversely, a business with a more regionally-oriented customer base may adopt a less centralized approach, where global processes and tools are unified in one model but allow for local variations (Lee & Chen, 2022).
The objectives of price harmonization projects include optimizing price levels and profits across regions while minimizing parallel imports. Price harmonization carries a positive connotation, evoking notions of harmony and compatibility, without explicitly revealing the marketer's true intentions. It does not imply complete homogeneity but rather aims for compatibility and consistency in pricing, aligning prices with customers' willingness to pay. In this sense, price harmonization appears more favorable compared to price discrimination. It also serves as an innovative response to consumers' concerns about price variations among products and services targeted at customers with similar socio-economic status or demand intensity. Furthermore, it addresses the issue of privileged buyers exploiting price disparities by purchasing at lower prices and reselling at higher prices in different segments.
[bookmark: _Toc198282086]2.3. Empirical Evidence
Customer loss to competitors is often linked to pricing issues within organizations (Kleyn&Issenmann, 2021). However, there is a lack of empirical evidence on pricing policies and profitability, especially in the Nigerian context. Most existing studies rely on conceptual and theoretical frameworks, with many drawing from international journals and foreign data from manufacturing industries. The following research sheds light on this matter:
Beredugo (2021) examined the impact of price harmonization on company profitability and assessed whether significant differences exist between price discrimination and price harmonization in terms of profitability. Using a survey research design, data were collected from 274 respondents across five commercial banks in Calabar, Cross River State, Nigeria. Analytical methods, including correlation coefficients and independent t-tests, were employed. The findings revealed that price harmonization has a significant effect on profitability, with marked differences in profits generated from price discrimination versus price harmonization. The study concluded that while price discrimination may yield short-term gains, it can ultimately lead to customer attrition due to resentment. In contrast, price harmonization is more likely to enhance customer loyalty, increase patronage, and maximize future cash flows.
Horngren et al. (2021) noted that in a homogeneous market, price discrimination can deter purchases and drive consumers to seek alternatives, ultimately reducing turnover and profitability, regardless of product quality, brand recognition, or availability.
Okwandu&Ekerete (2021) argued that various pricing strategies—such as price discrimination, price penetration, skim pricing, and price harmonization—carry different levels of significance based on the specific market targeted.
Kleyn&Issenmann (2021) emphasized the importance of selling products and services, retaining current customers, acquiring new ones, improving processes, and managing costs. They highlighted the relationship between these factors and value-based pricing, where customer expectations and willingness to pay are pivotal in determining product or service value and pricing.
Roth (2021) pointed out that the price assigned to a product can shape consumer perceptions and purchasing behavior. Unusually high prices or significant discrepancies within the same firm (price discrimination) can lead to negative perceptions of the seller. Conversely, uniform pricing (price harmonization) within a homogeneous market can enhance the seller's image as a fair trader.
Beredugo&Mefor (2021) underscored the necessity of monitoring the marketplace to identify prices customers are willing to pay for goods or services, which is crucial for success. Agbonifoh et al. (2021) added that managers should implement pricing strategies that avoid causing discord among buyers.
Morley (2021) defined "price harmonization" as a term used by retailers that consumers might interpret as "anti-price gouging" or "fair pricing." It entails a strategy employed by marketers to establish consistent pricing across various segments or departments of an organization, targeting different or similar social classes. This approach aims to rectify price inequalities for goods and services offered within a state, region, or nation. Understanding customers' price expectations is vital, as it is the primary variable generating revenue. Effectively managing these expectations can enhance profitability by correcting an inefficient pricing system.
Moderandi (2021) advised that when employing multiple channels, it is essential to determine fair pricing for each distribution step, ensuring reasonable profits for all partners involved. Comparing end-user prices across channels is crucial, as significant discrepancies can create concerns among partners. Pricing conflicts are common but should be managed to protect the overall strategy. In many cases, price harmonization is the most effective solution. Organizations today cannot afford to operate without a strategic approach to regional pricing, as harmonizing price discrimination with local market expectations prevents the organization from being viewed as exploitative. 
[bookmark: _Toc198282087]2.4. Summary of Chapter
This chapter provided a detailed review of literature related to pricing strategies and their impact on organizational profitability. It began with a conceptual clarification of pricing strategy, emphasizing the role of cost, demand, competition, and consumer purchasing power in determining appropriate pricing. The chapter established that effective pricing must align with both internal cost structures and external market conditions to ensure profitability and customer satisfaction.
The section on pricing objectives highlighted that price is not an end but a tool for achieving various corporate goals such as profitability, sales growth, and market share. Profitability objectives, in particular, were noted as critical for sustaining shareholder value, with the emphasis on setting target returns and maximizing the present value of future cash flows.
The theoretical review focused on Price Bargaining Theory and Price Harmonization Theory. Price Bargaining Theory explained the dynamics of price discrimination based on consumer attributes and market conditions, noting the risks of customer dissatisfaction. In contrast, Price Harmonization Theory advocated for standardized pricing practices that reduce customer resentment, enhance brand fairness, and minimize the operational complexities of managing multiple pricing structures.
The empirical evidence presented in this chapter highlighted a research gap in Nigerian industries, especially concerning the comparative impact of price discrimination and price harmonization. Studies reviewed confirmed that while price discrimination can yield short-term gains, it often results in customer attrition and market distrust. Conversely, price harmonization was associated with improved customer loyalty, increased patronage, and sustainable profitability. Researchers also stressed the importance of continuous market monitoring and fair pricing strategies to avoid customer backlash and maintain competitiveness.
In conclusion, the chapter established that pricing policies are fundamental to enterprise performance. Both conceptual and empirical perspectives underscored the significance of adopting strategic, fair, and market-responsive pricing frameworks, particularly within the context of Nigeria’s evolving business environment.











[bookmark: _Toc198282088]CHAPTER THREE
[bookmark: _Toc198282089]METHODOLOGY
[bookmark: _Toc198282090]3.1 Research design
The study utilized a survey research design to investigate the relationship between pricing policy and profitability growth at KAMWIRE, Ilorin. This approach enabled the researchers to analyze the relationships between variables without direct intervention. A primarily quantitative case study method was employed, complemented by qualitative data to provide a comprehensive understanding of the current pricing and profitability conditions of the selected companies.
Quantitative data were collected through questionnaires distributed to both management and distributors/customers of KAMWIRE, Ilorin, aiming to quantitatively evaluate the impact of pricing on profitability. In addition, qualitative insights were gathered through structured interviews with organizational representatives. The combined data—both quantitative and qualitative—were analyzed to address the research questions. The study sought to explore how pricing policy affects profitability growth at KAMWIRE, Ilorin, using customer satisfaction surveys as a metric for measuring industry performance.


[bookmark: _Toc198282091]3.2 Population size for the Study
It is deemed suitable for the study due to its relevance and the assumption that it understood the data collection instrument. Given the total population, the study will develop a method for determining the sample size to arrive at a representative group of respondents. This representative sample will be tasked with completing the distributed questionnaires, assisted by enumerators.
[bookmark: _Toc198282092]3.3. Sample Size Determination & Sampling Techniques

	Classification
	Respondents
	Percentage
	Total sample size n = 160
	Final sampling units from each industrial classification/stratum

	Management
	60
	0.2190
	0.2190 x 160
	35

	Distributors/Customers
	214
	0.7810
	0.78101 x 160
	125

	Total 
	274
	    1.0000
	
	160


Source: Author’s Computation, 2025
The study employed two sampling techniques: stratified sampling and simple random sampling. First, stratification was used to categorize respondents from each industry. Then, simple random sampling was applied to select the desired number of respondents from each stratum.
To determine the sample size, the researcher utilized the Krejcie and Morgan (1970) method, which offer a statistical formula adapted for this study. By applying this formula, the researchers established a final sample frame of 160 respondents.
 (P = 50%, d = degree of accuracy expressed as a proportion, 0.05).
N = Population size = 274
X2 = table value of chi-square at degree of freedom of 1 for 5% confidence level i.e. (0.05 = 3.84)
the Statistical formula is
n =x2 N P (1 - P)
d2 (N – 1) + X2 P (1 – P)

n = 3.84 x 274 x 0.5 (1 – 0.5)
( 0.05)2 (274 – 1) + 3.84 x 0.5 x (1 - 0.5)

n = 3.84 x 274 x 0.5 x 0.5
     0.0025 x 273 + 3.84 x 0.5 x 0.5

n =263.04
  0.6825 + 0.96

n = 263.04
      1.6425

n = 160
Before the actual data collection, significant attention was given to determining the sample size, which was primarily influenced by the study's purpose, available resources, and the required precision (variance). Sample size is one of the four interrelated aspects of study design that can affect the detection of significant differences, relationships, or interactions (Peers, 1996). Generally, these survey designs aim to minimize both alpha error (identifying a difference that does not exist in the population) and beta error (failing to detect a difference that does exist) (Peers, 1996).
Given the homogeneity of respondents within each industrial classification and the differences among class categories, stratified random sampling was chosen. Respondents from each industrial category were selected based on proportional allocation, as calculated previously.
As shown in the table, the sample size for each stratum was determined in proportion to the size of that stratum, a method known as proportional allocation. Ultimately, a total of 160 sampling units was selected for the study using simple random sampling. Stratification was employed for administrative convenience and to enhance the precision of estimates regarding the characteristics of the entire population compared to simple random sampling.
[bookmark: _Toc198282093]3.4Data Collection Instrument
Questionnaires were the primary instrument used for data collection in this study, utilizing a five-point Likert scale for assessment. Each question on the questionnaire was assigned a numerical value: 1 for "strongly disagree," 2 for "disagree," 3 for "undecided," 4 for "agree," and 5 for "strongly agree." The independent variable in this study is the pricing policy, measured through the companies' decisions and strategies, while the dependent variable is profit growth, assessed through business expansion and the number of outlets.
[bookmark: _Toc198282094]3.5 Method of Data Analysis
Regression and correlation models were the inferential statistical tools employed to analyze the collected data. Regression analysis was utilized to determine the extent to which the independent variable, pricing, explains or influences the dependent variable, profitability. Additionally, correlation analysis was conducted to assess the strength of the relationship between pricing and profit growth. The results from the structured interview questions were analyzed quantitatively. Data analysis was performed using SPSS software version 23.0.
[bookmark: _Toc198282095]3.6Model Specification
The general form of the model was as follows: 
PG= α + β1X1 + e 
Where,
 PG = Profit Growth, 
X1 = Pricing,
α = constant
β1 = coefficient of the regression parameter
e = error term

















[bookmark: _Toc198282096]CHAPTER FOUR
[bookmark: _Toc198282097]DATA ANALYSIS AND INTERPRETATION
[bookmark: _Toc198282098]4.1	Introduction
	This research study will examine the impact of pricing policy on the profitability of the manufacturing industry, specifically focusing on KAMWIRE Plc in Ilorin, Kwara State. In this chapter, hypothesis testing will center on the data collected from the returned questionnaires, utilizing the statistical tools discussed in Chapter Three. A total of 160 copies of the questionnaire were distributed to the management and distributor/customer unit division of KAMWIRE plc for this research. It is expected that a significant number of completed and accurately filled questionnaires will be retrieved for processing, leading to a favorable response rate.
A high response rate implies that the researcher and policymakers can confidently rely on the results of the data analyses and findings derived from the survey. Additionally, it is important to note that all hypothesis tests in this research will be conducted using a significance level of 0.05 (5%), corresponding to a 95% confidence level in the findings.
[bookmark: _Toc198282099]4.2 Factor Analysis
A factor analysis was performed in assessing the impact of pricing on profit growth with a minimum factor loading of 0.50. To test for the reliability, a coefficient was computed for each of the dimensions of pricing strategies and its decision, profits growth of the companies’ measure from garnering data on business expansion/outlets. Addressing the problem of likely common method variance, the Cronbach Alpha reliability test was performed for all the measures. The resulting reliability for the independent and dependent variables indicating that the internal consistency of the adapted instrument was reliable with a Cronbach’s Alpha of 0.695

	          Table 4.2.1: Questionnaire

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Returned
	155
	96.9
	96.9
	96.9

	
	Not Returned
	5
	3.1
	3.1
	100.0

	
	Total
	160
	100.0
	100.0
	


Source: SPSS Computation, 2025
According to Table 4.2.1, of the 160 questionnaires distributed to selected customers and management at KAMWIRE Company, 3.1% were excluded from the study due to incomplete responses. However, a substantial majority of 96.9% were returned fully completed and are deemed suitable for further statistical analysis. This high response rate reflects a strong level of participation, contributing to the accuracy of the results and findings from the study.
Table 4.2.2: Demographic Characteristics of the Respondents 
	Question
	Response
	Frequency
	Percentage (%)

	Ages 
	20-30years
31-40 years
41-50year
Total
	43
89
23
155
	27.7%
57.4%
14.9%
100.0%

	Gender
	 Male 
Female 
Total 
	56 
99
155
	36.1%
63.9%
100.0%

	Marital status
	Married 
Single  
Total 
	107
48
155
	69.03%
30.97%
100.0%

	Educational qualification
	Literate
Illiterate
Total
	88
67
155
	56.8%
43.2%
100%

	Ethnicity/Tribe
	Yoruba
Hausa
Igbo
Nupe
Others
Total
	70
35
3
10
37
155
	45.2%
22.6%
1.9%
6.5%
23.9%
100%


Source:Author’s computation, 2025
Table 4.2.2 presents the age distribution of the respondents for the study. The results show that the majority of participants, 57.4%, fell within the age range of 31 to 40 years. Those aged 20 to 30 years comprised 27.7% of the sample, while respondents between 41 and 50 years represented 14.9%. This suggests that the participants were predominantly mature individuals likely to provide objective responses.
The table also outlines the gender distribution of the respondents, revealing that 63.9% were females and 36.1% were males, indicating a higher representation of female participants in the study.
Additionally, the data indicates that 69.03% of the respondents were married. Regarding educational qualifications, 56.8% of the sampled respondents had formal education, while approximately 43.2% were classified as average illiterates.
Among the 155 respondents, 45.2% identified as Yorubas, representing the largest group of distributors in the selected areas. This demographic information suggests that the respondents possess a solid understanding of pricing and its effects on customer patronage and business growth within their industries.
These findings indicate that the respondents’ age, educational status, and maturity level equip them to provide objective responses to the study's questionnaire. Their exposure to the significance of the research topic, as reflected in their age and educational background, enhances their appreciation of the study's relevance to the health sector, thereby increasing the likelihood of receiving unbiased responses to the research questions.

[bookmark: _Toc198282100]4.3 Data Analysis According to the Research Questions
RESEARCH QUESTION 1: To what extent does effective pricing policy has significant effect on firms’ performance of KAMWIRE plc Ilorin?

	Table 4.3.1: Price harmonization aligns prices of goods and services with value proposition and what the market is willing to offer.

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	valid
	strongly disagree
	9
	5.8
	5.8
	5.8

	
	Disagree
	12
	7.7
	7.7
	13.5

	
	Neutral
	12
	7.7
	7.7
	21.3

	
	Agree
	93
	60.0
	60.0
	81.3

	
	strongly agree
	29
	18.7
	18.7
	100.0

	
	Total
	155
	100.0
	100.0
	


Source: SPSS Computation, 2025
Among the respondents, 13.5% expressed complete dissatisfaction with the notion that price harmonization aligns the prices of goods and services with the value proposition and market expectations in the selected areas. A small segment, 5.2%, chose not to disclose their opinions on this matter. In contrast, a significant majority of 78.7% agreed with the concept of price harmonization for aligning market values of goods and services. This suggests that over two-thirds of the respondents recognize that prices can indeed be aligned with the value proposition and market willingness through the practice of price harmonization.







	Table 4.3.2: Consistent price mechanisms encourage customers' patronage of the products of the Dangote Flour Mill

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	valid
	strongly disagree
	5
	3.2
	3.2
	3.2

	
	Disagree
	3
	1.9
	1.9
	5.2

	
	Neutral
	8
	5.2
	5.2
	10.3

	
	Agree
	85
	54.8
	54.8
	65.2

	
	strongly agree
	54
	34.8
	34.8
	100.0

	
	Total
	155
	100.0
	100.0
	


Source: SPSS Computation, 2025
Among the respondents, 5.2% expressed disagreement regarding the implementation of consistent price mechanisms. Additionally, 5.2% of the respondents did not disclose their views on this matter. However, a significant majority of 89.6% of respondents were fully satisfied with the assertion that the pricing policy of the selected industries was inconsistent and had been fluctuating in the market. They perceived this inconsistency as unfavorable, leading to the loss of customers to competitors offering similar products in the selected areas. This implies that the majority of respondents recognize the importance of adopting consistent price mechanisms to ensure increased customer patronage.

	Table 4.3.3: Price harmonization makes sales and profits compatible with organization's prestige.

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	valid
	stongly disagree
	2
	1.3
	1.3
	1.3

	
	disaree
	5
	3.2
	3.2
	4.5

	
	neutral
	6
	3.9
	3.9
	8.4

	
	agree
	61
	39.4
	39.4
	47.7

	
	strongly agree
	81
	52.3
	52.3
	100.0

	
	total
	155
	100.0
	100.0
	


Source: SPSS Computation, 2025
Out of the respondents, 4.5% (7 individuals) expressed disagreement regarding the concept of price harmonization, which aims to make sales and profits compatible with the organization's image. Another 3.9% (6 individuals) neither agreed nor disagreed with this notion. However, a significant majority of 91.7% of respondents agreed that price harmonization indeed ensures that sales and profits are compatible with the organization's image. This indicates that more than two-thirds of the respondents acknowledge that through price harmonization, sales and profits can be aligned with the organization's image.

	Table 4.3.4: Increased profit can rest on being noble in harmonizing prices of goods and services and preventing consumer resentment.

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	valid
	strongly disagree
	5
	3.2
	3.2
	3.2

	
	Disagree
	13
	8.4
	8.4
	11.6

	
	Neutral
	8
	5.2
	5.2
	16.8

	
	Agree
	80
	51.6
	51.6
	68.4

	
	strongly agree
	49
	31.6
	31.6
	100.0

	
	Total
	155
	100.0
	100.0
	


Source: SPSS Computation, 2025

Among the respondents, 11.6% expressed complete dissatisfaction with the idea that increased profits can be attained through a principled approach to harmonizing prices of goods and services and preventing consumer resentment. A small portion, 5.2%, did not share their views on this issue. However, a significant majority of 83.2% agreed that increased profits can indeed serve as a means to harmonize prices and mitigate customer resentment. This suggests that most respondents embrace the notion that adopting a principled approach can lead to increased profits while addressing customer concerns.

RESEARCH QUESTION 2:  Is there a significant difference between price discrimination and price harmonization on corporate performance of Nigerian Flour Mill Ilorin?  
	Table 4.3.5: Affordable price encourage customer patronage of the company's products.

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	valid
	strongly disagree
	6
	3.9
	3.9
	3.9

	
	Disagree
	3
	1.9
	1.9
	5.8

	
	Neutral
	9
	5.8
	5.8
	11.6

	
	Agree
	86
	55.5
	55.5
	67.1

	
	strongly agree
	51
	32.9
	32.9
	100.0

	
	Total
	155
	100.0
	100.0
	


Source: SPSS Computation, 2025
Out of the respondents, 5.8% (9 individuals) disagreed with the notion that affordable prices encourage customer patronage of the company's products. Similarly, 5.8% of the respondents did not express their views on this matter. However, a significant majority of 88.4% of the respondents agreed that customer patronage of the company's products can indeed be encouraged by offering affordable prices for goods and services. This indicates that more than two-thirds of the respondents accept the idea that affordable prices play a crucial role in attracting customer patronage.
	Table 4.3.6: The organization was able to reduce operating cost by taking budgeting as a priority at the end of years.

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	valid
	strongly disagree
	2
	1.3
	1.3
	1.3

	
	Disagree
	5
	3.2
	3.2
	4.5

	
	Neutral
	7
	4.5
	4.5
	9.0

	
	Agree
	68
	43.9
	43.9
	52.9

	
	strongly agree
	73
	47.1
	47.1
	100.0

	
	Total
	155
	100.0
	100.0
	


Source: SPSS Computation, 2025
According to Table 4.3.6, 4.5% of the respondents expressed dissatisfaction with the notion that operating costs can be reduced by prioritizing budgeting at the end of the year. Another 4.5% of respondents neither agreed nor disagreed on this matter. However, a significant majority of 91% of respondents agreed that operating costs can indeed be reduced by giving priority to budgeting at the end of the year. This suggests that more than two-thirds of the respondents acknowledge the effectiveness of prioritizing budgeting as a means to achieve operating cost reduction at the end of the year.
	
Table 4.3.7: Price discrimination is permissible regardless of difference in cost.

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	STONGLY DISAGREE
	11
	7.1
	7.1
	7.1

	
	DISAGREE
	9
	5.8
	5.8
	12.9

	
	NEUTRAL
	13
	8.4
	8.4
	21.3

	
	AGREE
	94
	60.6
	60.6
	81.9

	
	STRONGLY AGREE
	28
	18.1
	18.1
	100.0

	
	Total
	155
	100.0
	100.0
	


Source: SPSS Computation, 2024

Out of the respondents, 12.9% (20 individuals) disagreed with the idea that price discrimination is permissible regardless of differences in cost. Additionally, 8.4% of respondents did not disclose their views on this matter. However, a significant majority of 78.7% of respondents agreed that price discrimination is indeed permissible regardless of differences in cost. This indicates that more than two-thirds of the respondents accept the notion that differences in cost should not prevent the practice of price discrimination.

	RESEARCH QUESTION 3: Does pricing decision have significant effect on firm’s performance of the selected Flour Mill?

Table 4.3.8: customer desires and satisfaction increase because the company makes the distribution and transport easier.

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	valid
	strongly disagree
	6
	3.9
	3.9
	3.9

	
	Disagree
	4
	2.6
	2.6
	6.5

	
	Neutral
	9
	5.8
	5.8
	12.3

	
	Agree
	84
	54.2
	54.2
	66.5

	
	strongly agree
	52
	33.5
	33.5
	100.0

	
	Total
	155
	100.0
	100.0
	


Source: SPSS Computation, 2025
According to the data, 6.5% (10 individuals) of the respondents expressed dissatisfaction with the idea that making distribution and transport easier could increase customer desire and satisfaction. Additionally, 5.8% (9 individuals) neither agreed nor disagreed on this matter. However, a significant majority of 87.7% (136 respondents) were satisfied with the notion that making distribution and transport easier can indeed enhance customer desire and satisfaction. This indicates that the majority of respondents are content with the decision that facilitating distribution and transport can lead to increased customer desire and satisfaction.






	Table 4.3.9: Price discrimination makes it possible for some customers to avail themselves products and services that would not have been possible with single price.

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	valid
	strongly disagree
	4
	2.6
	2.6
	2.6

	
	Disagree
	5
	3.2
	3.2
	5.8

	
	Neutral
	6
	3.9
	3.9
	9.7

	
	Agree
	72
	46.5
	46.5
	56.1

	
	strongly agree
	68
	43.9
	43.9
	100.0

	
	Total
	155
	100.0
	100.0
	


Source: SPSS Computation, 2025

According to Table 4.3.9, 5.8% of the respondents expressed disagreement with the idea that price discrimination allows certain customers to access products and services that would not have been possible with a single price. Additionally, 3.9% of the respondents neither agreed nor disagreed on this matter. However, a significant majority of 90.4% of respondents agreed that price discrimination indeed enables some customers to avail themselves of products and services that would not have been accessible with a single price. This indicates that more than two-thirds of the respondents accept that customers can take advantage of the opportunities associated with bargaining for price.

	
Table 4.3.10: The organization use of budgeting procedures and implementation is of more benefits to reduce operating costs than the competitors in the same products line.

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	valid
	strongly disagree
	2
	1.3
	1.3
	1.3

	
	Disagree
	11
	7.1
	7.1
	8.4

	
	Neutral
	6
	3.9
	3.9
	12.3

	
	Agree
	75
	48.4
	48.4
	60.6

	
	strongly agree
	61
	39.4
	39.4
	100.0

	
	Total
	155
	100.0
	100.0
	


Source: SPSS Computation, 2025
Among the respondents, 8.4% expressed complete dissatisfaction with the notion that the organizational use of budgeting procedures and implementation provides greater benefits in reducing operating costs compared to competitors in the same product line. A small portion, 3.9% of the respondents, did not disclose their views on this matter. However, a significant majority of 87.8% of respondents agreed that the organizational use of budgeting procedures and implementation does indeed offer more benefits in reducing operating costs compared to competitors in the same product line. This implies that more than two-thirds of the respondents recognize the value and effectiveness of utilizing budgeting procedures and implementation.



	Table 4.3.11: There is a noticeable significance difference between price discrimination and harmonization policy of this company.

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	valid
	strongly disagree
	11
	7.1
	7.1
	7.1

	
	Disagree
	12
	7.7
	7.7
	14.8

	
	Neutral
	14
	9.0
	9.0
	23.9

	
	Agree
	76
	49.0
	49.0
	72.9

	
	strongly agree
	42
	27.1
	27.1
	100.0

	
	Total
	155
	100.0
	100.0
	


Source: SPSS Computation, 2025

According to the data, 14.8% (23 respondents) expressed dissatisfaction with the decision that there is a noticeable significant difference between the price discrimination and harmonization policies of the company. Additionally, 9.0% (14 respondents) neither agreed nor disagreed on this matter. However, a significant majority of 76.1% (118 respondents) were satisfied with the decision and recognized that there is indeed a noticeable significant difference between price discrimination and harmonization policies. This implies that the majority of the respondents accept that price discrimination and harmonization policies are significantly distinct from each other.

[bookmark: _Toc198282101]4.4 Testing of Hypotheses
HO1: there is no significant impact of effective pricing on firms’ performance of KAMWIRE plc Ilorin
	Table 4.4.1: Model Summary

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

	1
	.671a
	.450
	.449
	.39751

	a. Predictors: (Constant), Effective pricing



To assess the correlation between an effective pricing policy and firm performance, particularly in a highly competitive environment, a simple regression analysis was conducted. The results of the regression model, as shown in Table 4.4.1, reveal a regression coefficient value (R) of 0.671, a coefficient of determination (R-squared) of 0.450, and an adjusted R-squared value of 0.449. These metrics shed light on the relationship between pricing policy effectiveness and company performance.
The R-squared value of 45% indicates that 45% of the company's performance can be attributed to the effectiveness of its pricing policy. However, it is crucial to recognize that the remaining 55% of performance is influenced by other factors not included in this regression model. These factors may include budgeting, management decisions and strategies, infrastructure, and organizational climate, among others. Therefore, while an effective pricing policy significantly impacts company performance, it is important to consider the effects of these additional variables on overall performance.
	Table 4.4.2: ANOVAa


	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	103.719
	1
	103.719
	125.11
	.000b

	
	Residual
	126.768
	153
	.829
	
	

	
	Total
	230.487
	154
	
	
	

	a. Dependent Variable: Firm performance

	b. Predictors: (Constant), Effective pricing



The F-calculated value of 125.11 is greater than the tabulated value of 3.84indicating a significant relationship. More so, is the significant value of P (0.000) is smaller than (0.05) which means that the independent variable (effective pricing policy) is positively related with the dependent variable (firm performance). Hence, it is posited that there is significant relationship between effective pricing policy and the firms’ level of performance at 95% confidence level.
	Table 4.4.3: Regression Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	-.513
	.056
	
	-9.161
	.000

	
	Effective Pricing 
	.769
	.091
	.671
	8.450
	.000

	a. Dependent Variable: Firm performance



The beta value of the constant is -0.513 whereas; the beta value for the predictor variable (effective pricing policy) is 0.769. The t-value of 8.450 and the p-value of .000 indicates the model is significant at p<0.05. Therefore, the beta coefficient (Beta= 0.769) implies firm performance will increase by 76.9% if pricing policy effectiveness increase by one. And peradventure as pricing policy is not effective i.e is zero, firm performance will be badly affected and this will further reduce profit/market share of the companies by 51.3% as shown by the constant value (-0.513) in the table.
HO2: There are no significant differences between price discrimination and price harmonization on corporate performance of KAMWIRE plc Ilorin.

	Table 4.4.4:  Tests to ascertain effect of price discrimination and harmonization techniques

	    Dependent Variable:   Corporate performance

	Source
	Type III Sum of Squares
	df
	Mean Square
	F
	Sig.

	Corrected Model
	21.946a
	2
	4.389
	54.373
	.000

	Intercept
	.845
	1
	.845
	10.471
	.001

	Price discrimination
	.555
	1
	.555
	6.870
	.010

	Price harmonization
	.465
	1
	.465
	5.758
	.018

	Error
	12.028
	152
	.079
	
	

	Total
	2257.000
	155
	
	
	

	Corrected Total
	33.974
	154
	
	
	

	a. R Squared = .646 (Adjusted R Squared = .634)



The test between subject effect of price discrimination & harmonization techniques using generalized linear model of Univariate analysis in the table illustrated above confirms the significance difference on corporate performance. The results indicate that price discrimination (0.010<0.05), and Price harmonization (0.018<0.05) all have significant relationship with corporate performance in the management decision of the pricing strategies at 5% level. Hence, the null hypothesis is rejected and the alternative hypothesis is hereby concluded that there are significance differences between price discrimination and price harmonization policy of the selected companies. Although it is however noted from this result that price discrimination policy were most time used by the manufacturing company to measure corporate performance than harmonization policy at 95% confidence level based on this analysis i.e. (P-value=0.010<0.05).
HO3: there are no significant influences of pricing decision on organization performance atKAMWIRE Plc Ilorin

	Table 4.4.5: Model Summary

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

	1
	.772a
	.596
	.588
	.30165

	a. Predictors: (Constant), Centralized decision, Monopolized decision



To evaluate the impact of pricing decisions on management's affective commitment, a multiple regression analysis was conducted. The results of the regression model, as shown in the table above, indicate a multiple correlation coefficient (R) of 0.772 and an adjusted R-squared value of 0.596. These values provide insight into how well our model generalizes; ideally, we would like the adjusted R-squared to be close to the R-squared value.
In the summary above, the difference for the final model is relatively small (0.596 - 0.588 = 0.008 or 0.8%). This shrinkage suggests that if the model were derived from the entire population rather than a sample, it would account for approximately 0.8% less variance in the outcome. Therefore, the overall effect of pricing decisions on organizational performance is reflected in the R-squared value, which indicates that 59.6% of organizational performance can be specifically attributed to their pricing decisions.
	Table 4.4.6: ANOVAa

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	20.235
	2
	10.117
	111.181
	.000b

	
	Residual
	13.740
	151
	.091
	
	

	
	Total
	33.974
	154
	
	
	

	a. Dependent Variable: Organization performance

	b. Predictors: (Constant), Centralized decision, monopolized decision



The ANOVA table above tests whether the model significantly improves prediction of the outcome compared to using the mean as a ‘best guess.’ Specifically, the F-ratio represents the ratio of the improvement in prediction from fitting the model (labeled ‘Regression’ in the table) relative to the remaining inaccuracy in the model (labeled ‘Residual’). By dividing the regression sum of squares by the total sum of squares in the table, we find a significant relationship indicated by an R² value of 0.596, demonstrating that the final model significantly enhances our ability to predict the outcome variable.
Moreover, the significance value of P (0.000) is smaller than 0.05, indicating a positive relationship between the independent variables (pricing decisions) and the dependent variable (organizational performance). Therefore, we conclude that there is a significant relationship between the predictors and the response at the 5% level of significance.
	Table 4.4.7 Regression Coefficientsa

	Awareness & Knowledge
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	.628
	.293
	
	2.139
	.034

	
	Centralized decision
	.752
	.059
	.709
	12.704
	.000

	
	Monopolized decision
	-.123
	.054
	-.122
	-2.283
	.024

	a. Dependent Variable: Organization performance



The results of the regression analysis indicate that centralized decision-making (Beta = 0.709) has a direct positive influence on organizational performance, while monopolized decision-making (Beta = -0.122) exhibits an inverse relationship with organizational performance. This suggests that as the effectiveness of centralized decision-making increases, the likelihood of improved organizational performance also rises significantly. Conversely, higher levels of monopolized decision-making are associated with lower organizational performance at the 5% significance level.
Thus, we reject the null hypothesis and accept the alternative hypothesis, concluding that pricing decisions significantly influence organizational performance.
H04: there is no significant effect of profit planning on operating cost reduction in KAMWIRE Plc Ilorin 
	Table 4.4.8: Regression Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	-.250
	.033
	
	-7.575
	.000

	
	Profit Planning (BUDGETING)
	.892
	.062
	.863
	14.387
	.001

	a. Dependent Variable: Operating Cost 



Based on the R square explained above, the independent variables explain 74.5% of the variance of depended variable “Cost reduction”. Using non- standardized weight of regression, simple regression of equation can be presented as below:
Ŷ = -0.381 + 0.702x1 + εi
Ŷ = dependent variable “Cost reduction”
x1 = independent variable “Budgeting”
εi = stochastic error.
From the formula presented above, cost reduction is calculated as the sum of non-standardized beta coefficients, combined with the average derived from the appropriate method and the non-standardized weight constant. The results from the regression analysis indicate that the independent variable (profit planning) is statistically significant for the model. Its positive regression coefficient suggests that an increase in the independent variable (budgeting) will lead to a corresponding increase in the dependent variable, "cost reduction."

The statistical test for the beta coefficient confirms this observation, showing values of t = 14.387 and p = 0.001. This indicates that the budgeting strategy significantly contributes to the model, enhancing firm performance at the 5% significance level. However, if the selected industries neglect profit planning or budgeting strategies, it is likely that operating costs could increase by 25%, which may adversely affect the survival and growth of the companies, as indicated by the intercept (-0.251) of the regression line in the table.
4.5 DISCUSSION OF FINDINGS 
Based on the regression results presented in Table 9, the beta coefficient (Beta = 0.769) indicates that for every one-unit increase in the effectiveness of the pricing policy, firm performance is expected to rise by 76.9%. Conversely, if the pricing policy is ineffective (i.e., at zero), it can significantly diminish firm performance, resulting in a reduction of profit or market share by 51.3%, as shown by the constant value (-0.513) in the table.
Turning to the findings in Table 10, a generalized linear test was conducted to compare the effects of price discrimination and price harmonization on corporate performance within the selected firms. The results supported the alternative hypothesis, with significant values of 0.01 < 0.05 and 0.018 < 0.05. This indicates a significant difference between price discrimination (M = 0.555, F = 6.870) and price harmonization (M = 0.465, F = 5.758) regarding their impact on corporate performance in the selected firms in Kwara State. Therefore, the alternative hypothesis is accepted, confirming that price discrimination and price harmonization have distinct effects on corporate performance.
Additionally, hypothesis 3 suggests that the impact of pricing decisions on organizational performance is reflected in the R-squared value, which shows that 59.6% of organizational performance can be attributed to the appropriate consideration of demand and supply forces in the pricing decision-making process. This implies that pricing decisions should not be monopolized but should consider the dynamics of demand and supply.
Finally, findings from hypothesis 4 indicate that if the selected industries overlook planning and budgeting strategies, operating costs are likely to rise by 25%. Consequently, this oversight could negatively impact the survival and growth of the companies, as evidenced by the intercept (-0.251) of the regression line in the equation.


4.7LimitationsOf The Study 
The researcher faces limitations due to time constraints, as the semester is brief and filled with numerous academic responsibilities. Additionally, the study is restricted by the specific manufacturing firm chosen, which suffers from inadequate and disorganized accounting and decision-making systems, a poorly defined organizational structure, and a general unwillingness to cooperate or provide information. All of these factors negatively impact the effectiveness of this research.













[bookmark: _Toc198282102]CHAPTER FIVE
[bookmark: _Toc198282103]SUMMARY, CONCLUSION & RECOMMENDATIONS
[bookmark: _Toc198282104]5.1 Summary of Findings
The study highlighted the significant role of an effective pricing policy in the organizational performance of KAMWIRE Plc in Kwara State. It was found that both price discrimination and price harmonization strategies notably impacted the company's performance. Price harmonization was adopted to address consumer dissatisfaction stemming from price discrimination, which had negatively affected the organization's reputation by being perceived as exploitative. This aligns with Morley's (2012) assertion that price harmonization, as a form of fair pricing, can rectify disparities in prices for goods and services, leading to increased customer patronage and profitability.
Additionally, the study stressed that management decisions regarding pricing should not be monopolistic; instead, they should involve customer engagement. This collaborative approach helps mitigate the risk of being outperformed by competitors and ensures that pricing decisions align with customer expectations.
Finally, the findings underscored the importance of effective budget planning within the manufacturing industry. A well-structured budget allocation facilitates cost reduction, enhances production efficiency, and minimizes waste of human and material resources. This optimal resource utilization contributes to overall operational efficiency.
[bookmark: _Toc198282105]5.2 Conclusion
The study concludes that achieving profit maximization hinges on maintaining operational efficiency in pricing. This involves considering factors such as product cost, budget allocation, environmental considerations, consumer objections, and their willingness to purchase. Management's practice of price harmonization is viewed as a commendable approach, as it creates a standardized pricing process and supports effective profit planning, while still allowing for some controlled variations when necessary. This profit planning leads to better budget allocation, consistency in metrics, and reduced operating costs, ultimately enhancing profitability.
[bookmark: _Toc198282106]5.3 Recommendations
I  It is recommended that managers regularly monitor the market to identify the prices customers are willing to pay for products or services to achieve success. Additionally, adopting price harmonization for products aimed at consumer groups with similar purchasing behaviors—especially in situations where there is consumer resentment towards price discrimination—is advised.
ii. If price discrimination is to be employed, it should be justified by factors such as the product's cost, market heterogeneity, the absence of consumer resentments, and the inability of competitors to undercut prices in higher-priced segments. Otherwise, the preferred pricing strategy should be price harmonization, along with appropriate budget allocation, to position the organization as a fair and equitable trader.
iii.Finally, planning for the maximization of future cash flow should prioritize increased profitability, improved performance, and customer satisfaction. By concentrating on these factors, organizations can enhance the present value of their future cash flows.
[bookmark: _Toc198282107]5.4 Contribution to Knowledge
This study provides valuable insights into pricing discrimination, demonstrating that it can be acceptable under certain conditions, such as when price differences are justified by variations in costs or when it enables customers with diverse preferences to access products or services they might not purchase at a single price point (Harris & Koenig, 2021). However, when price disparities are significant among customers with similar purchasing behaviors, it can lead to long-term negative effects, including customer attrition, reduced patronage, and decreased profitability.
Conversely, employing price harmonization proves beneficial in the long run, particularly in a growing manufacturing industry like KAMWIRE Plc in Ilorin, Nigeria. This strategy encourages sustained sales, fosters a continuous influx of customers, and ultimately boosts profits. Given that the customer base primarily comprises rational consumers with relatively similar socio-economic statuses, implementing price harmonization promotes fairness and mitigates substantial price disparities that could deter potential buyers.
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APPENDIX 1

QUESTIONNAIRE
Department of Business Administration,
Institute of Finance and Management Studies,
Kwara State Polytechnic,
Ilorin

Dear Respondents,
REQUEST TO FILL A QUESTIONNAIRE
	I am an undergraduate student currently pursuing a Higher National Diploma in Business Administration at Kwara State Polytechnic, Ilorin. As part of my program, I am conducting research on the "Impact of Pricing Policies on the Financial Profitability of Enterprises: A Case Study of KAMWIRE Industrial Ltd, Ilorin."
Please complete the attached questionnaire by selecting the options that best reflect your views or circumstances.
All information provided will be used solely for academic research purposes, and your responses will remain confidential and inaccessible to unauthorized individuals. Rest assured, I will maintain your privacy and ensure the highest level of confidentiality regarding the information you provide.
Thank you for your cooperation.
Yours faithfully,

						QUESTIONNAIRE

SECTION A
Personal Data
Q1. Age Category
a. 20 - 30years 			(    ) 
b. 31 - 40years 			(    ) 
c. 41 - 50years 			(    ) 
d. 50 years and above			(    ) 

Q2. Gender
a. Male				(    )
b. Female				(    )

Q3. Marital Status
a. Married      				(    ) 
b. Single 				(    ) 

Q4. Highest Educational Qualification
a. Formal education 			(    )
b. No-formal education  			(    )
g. Others (specify)	(    )
      Q5: Ethnicity/tribes
a. Yoruba				(    ) 
b. Hausa				(    ) 
c. Igbo					(    ) 
d. Nupe				(    ) 













SECTION B:
VIEWS ON INDEPENDENT FACTORS (PRICING POLICIES) PRESUMED TO AFFECT CORPORATE PERFORMANCE OF THE KAMWIRE INDUSTRIAL LTD
Key: 
1. Strongly Disagree
2. Disagree
3. Neither Disagree nor Agree
4. Agree
5. Strongly Agree
	Question
No.
	Question Description
	1
	2
	3
	4
	5

	Q5.
	Price harmonization aligns prices of goods and services with value proposition and what the market is willing to offer


	
	
	
	
	

	Q6
	Consistent price mechanisms encourage customers’ patronage of the products of the KAMWIRE plc Ilorin 

	
	
	
	
	

	Q7.
	Price harmonization makes sales and profits compatible with organization’s prestige.

	
	
	
	
	

	Q8.
	Increased profit can rests on being noble in harmonizing prices of goods and services and preventing consumer resentment. 

	
	
	
	
	

	Q 9.
	Increased profit can rests on being noble in harmonizing prices of goods and services and preventing consumer resentment. 

	
	
	
	
	

	Q10. 
	Affordable price encourage customer patronage of the company’s products
	
	
	
	
	

	Q11.
	The organization were able to reduce operating costs by taking budgeting as a priority at the end of years
	
	
	
	
	

	Q12
	Increased profit can rests on being noble in harmonizing prices of goods and services and preventing consumer resentment. 

	
	
	
	
	

	Q13
	Price discrimination is permissible regardless of differences in cost. 

	
	
	
	
	

	Q14.
	Customer desires and satisfaction increase because the company makes the distribution and transport easier.
	
	
	
	
	

	QI5
	Price discrimination makes it possible for some customers to avail themselves product and service that would not have been possible with single price.

	
	
	
	
	

	Q16
	The organization use of budgeting procedures and implementation is of more benefits to reduce operating costs than the competitors in the same products line

	
	
	
	
	

	Q17
	There is a noticeable significance difference between price discrimination and harmonization policy of this company

	
	
	
	
	



