CHAPTER ONE
INTRODUCTION
1.1 BACKGROUND TO THE STUDY						
Many business firms viewed all their consumer population as a single market with a uniform characteristics and requirements. Hence, they developed a single brand and common marketing programs to satisfy all their consumer needs. However, with the increase in competition, this old approach of firms does not yield the desired results. Hence, the modern firms sub-divide their target markets into different groups and subgroups of consumer’s population on the basis of their identifiable distinct and homogenous characteristics, each of this group is called a segment. Further the firms use distinct marketing mix programs for each of these segments, in order to increase consumer satisfaction and profits of the business. Marketers have recognized that the target audiences of a certain product are not alike. They differ in terms of demographics, attitudes, needs, location and social affiliations. Most markets now are made up of different individual customers, sub-markets or segments. Segmentation and targeting of customers allows the marketers to deliver a product within the target audience needs and wants (Pickton& Broderick, 2005 cited in Larsen 2010). It is a necessity to establish the needs and values of the target customers within each segment in order for companies to promote their products, brands or services appropriately (Martins, 2008 as cited in Amue, Abioye&Igwe, 2012).
Segmentation, the process of dividing the markets into groups of customers with similar needs, and developing market programs that meet those needs, is essential for marketing success (Gary &Rangaswamy, 2004 cited in Amue 2012). In response to this competitive environment, scholars in the marketing field have introduced the concept of market segmentation (Baharun, Hamid,Shamsudin, Salleh, Zaidin&Sulaiman 2011). Segmentation  is among the earliest concepts in marketing and it has become a long lasting strategy in the subject area (Future & Martins, 2008 as cited in Amue, Abioye&Igwe, 2012).Seven up is one of the heading companies in soft drink industry, the company have assorted soft drinks in the market to serve different needs of their customers. Markets are heterogeneous and customers differ in their values, needs, wants, constraints, beliefs and incentives to act in a particular way. Products compete with one another in attempting to satisfy the needs and wants of those customers. By segmenting the market, firms can better understand their customers and target their marketing efforts efficiently and effectively. However, previous research has suggested that there are variety of measures for segmenting the markets, and empirical results have not consistently shown that segmentation variables  in marketing is always the same even when measures are examined (Fazio & Kelly,2009). The purpose of segmenting a market is to allow marketing program to focus on the subset of prospects that are most likely to purchase your offering (Amue,2012) If this is done properly, this will help to ensure the highest return for your marketing expenditures. Although, the company have been doing well but there is a lot to be done in terms of satisfying all the segments of the market. Hence, management can do a better marketing job and make more efficient use of its resources by tailoring marketing programs to individual’s market segments.
1.2 STATEMENT OF THE PROBLEM 
Seven up Bottling Company Plc. is one of the heading companies in soft drink industry in Nigeria. The company has several brands of soft drinks which are being marketed to their customers. In order to satisfy their customers, they have resorted to market segmentation. Segmentation has been the main important marketing tool used by organizations including the soft drinks industry to achieve their marketing objectives. The quest for increasing profitability and sales volume is every organization problem. Marketing of products seek to enhance profit and sales turnover and the objectives of profitability can only be achieved when firms properly understands and apply effective and markets segmentation strategy. Firms are also faced with difficulty of identifying and selecting particular market target and satisfying them by blending the marketing mix elements thus market segmentation recognizes that every market is made up of distinguishable segments consisting of buyers with different needs. The task of clearly understanding and satisfying various needs of the target customers needs makes the firm to adopt market segmentation as a means of achieving the firm’s objectives. Marketing segmentation is one among the various strategies used in evaluating of marketing programs. The study has lay emphasis on segmentation and sales of consumer goods. 
1.2.1 RESEARCH  QUESTIONS
i. What are the effect of market segmentation on sales of product of Seven up Plc?
ii. What are the effect of market segmentation on sales volume of Seven up Plc?
iii. What is the impact of market segmentation on profit maximization of Seven up Plc?
1.2.2 OBJECTIVES OF THE STUDY
The objectives of this study are to;
i. To examine the effect of market segmentation on sales of product of Seven up Plc.
ii. To highlight the effect of market segmentation on sales volume of Seven up Plc.
iii. Determine the impact of market segmentation on profit maximization of Seven up Plc.
1.3 RESEARCH HYPOTHESES
The hypotheses to be tested in the course of this research work are stated strictly in their null forms as follows;
Hypothesis 1;
H0- There is no significant influence of market segmentation on sales of product of Seven up Plc.
Hypothesis 2;
H0- There is no significant influence of market segmentation on sales volume of Seven up Plc.
Hypothesis 3;
H0-There is no significant influence of market segmentation on profit maximization of Seven up Plc.
1.6 	SIGNIFICANCE OF THE STUDY
As the marketing environment is ever changing, marketing continues to strive for perfection (Novelty), marketing which is a human/ idea oriented discipline cannot do without idea generation. Implicitly as more ideas and products come into being so as the problem of entering the target market and satisfying consumers effectively and efficiently.
This study will be of benefit in the following ways:
The ease organization- the study will enable Seven up plc know how to satisfy their customers very well.
It will help other related companies on how segmentation will help them improve on their offerings
The study will be equally be beneficial to readers and researchers as the findings will wide their knowledge in research writing and equally serve as a source of literature review.
1.7.1 SCOPE OF THE STUDY 
This research work attempts to explain market segmentation and sales of consumer goods. In effect the scope of the study center on Seven up plc to be alerted to changes in the marketing environment. It covers the company’s operations within Ilorin metropolis.
1.8 	DEFINITION OF KEY TERMS
This would include the definitions of key terms in the study which are market, segmentation, market segment, effectiveness, penetration, industry, segmentation variables consumer goods as well as marketing itself.
I. CONSUMER GOODS
Consumer goods are goods that are ultimately consumed rather than used in the production of other good
II. INDUSTRY
An industry is a manufacturing or technically productive enterprises in a particular field often named after its principal product.
III. MARKET
Market refers to the group of consumers or organizations that is interested in the product, has the resources to purchase the product, and permitted by law and other regulations to purchase the product.
IV. MARKETING
Kotler defines marketing as ‘the science and art of exploring, creating, and delivering value to satisfy the needs of a target market at a profit
V. MARKET SEGMENT
This is a unique group, which has all its segmentation variables and characteristics.
VI. PENETRATION
The act of penetrating a given situation with the mind or faculties


CHAPTER TWO
LITERATURE REVIEW
2.1 	CONCEPT OF MARKET SEGMENTATION
Market segmentation has attracted a considerable attention during the last 50 years. In 1956 Wendell Smith pioneered the definition of market segmentation for marketing purposes and since then more than 1800 articles in the scientific journals have been published (Bayer 2010).   Conceptually, the practice of grouping customers or a process of dividing customers in the total larger market (often heterogeneous) into meaningful submarkets (of homogeneous groups) based upon product needs or preferences- with members having similar needs, characteristics, or behaviors is refers to as market segmentation(Amue, Abieye&Igwe 2012; Ateboh-Briggs2014; Baharun, Hamid, Shamsudin, Salleh, Zaidin&Sulaiman2011).
The underlying purpose of segmentation is to divide customers into distinct groups, such that marketing messages can be tailored to their specific needs, thus creating a closer alignment between customer needs and market place offerings (Press &Simma, 2010; Sing 2011). Market segmentation assumes that the market for any product or service can be divided into sub-markets or segments; such as meaningful buyer groups, each with its own discrete needs, wants or preferences. On the other hand, segmentation is an aspect of marketing management concepts that deals on the STP (segmentation, Targeting, and positioning) strategies (Ateboh Briggs, 2014).
Market segmentation is one of the fundamental principles of modern marketing rooted in microeconomic theory, and pay particular attention to the needs of customers. In segmenting the market, the potential customers are divided into several sections with similar wants and needs (Boley& Nickerson 2012; Canhoto, Clark &Fennemore2013). The market segmentation is mentioned as being one of the key elements of modern marketing and is, as mentioned, the process of dividing the market into several groups and/or segments(s) based on factors such as demographic, geographic and behavioral factors. By doing so, the marketers will have a better understanding of their target audience and thereby making their marketing more effective (Gunter & Furnham, 1992;1 cited in Larsen 2010).
Process of market segmentation 
The three stages of the segmentation process are; segmentation, targeting, and positioning.
Segmentation variables: 
The first stage of the segmentation process involves the selection of suitable variables for grouping customers. These are also referred to as base variables or the segmentation basis. There is rarely one best way of segmenting a market and more than one variable can be used. Segmentation analysis: Research also plays a very vital role in segmentation as segmentation analysis requires a range of data from a wide variety of sources on markets, customers‟ attitudes, motives and behavior as well  as competitor information.
Targeting: 
Targeting is the next step in the sequential process and involves a business making choices about segment(s) on which resources are to be focused. There are three major targeting strategies: undifferentiated, concentrated, and differentiated. During this process the business must balance its resources and capabilities against the attractiveness of different segments.
Positioning: 
This follows on logically from the segmentation and targeting stages. Customer perceptions are central to the product position especially in relation to the competition’s offering. The product or service has to satisfy key customer requirements and this has to be clearly communicated to customers.
2.1.1 BASES FOR CONSUMER SEGMENTATION
Market segmentation is a marketing strategy that categorizes or segments the market based on their characteristics. These categories or segments are demographic, geographic, psychographic, psychological and behavioral (market segmentation). Market segmentation is an effective tool for marketers and is said to be a fundamental concept in modern marketing. It realizes that individuals have different motivations, desires, lifestyles and tastes. Market segmentation's effectiveness is in ability to divide a market into segments which management can then use to effectively make further informed decisions. By targeting individuals with similar characteristics, management can create an effective marketing plan for their targeted buyers. They can market their brand and develop and advertise products that relate at deeper and personal level with their targeted customers (market segmentation).
There is no single way to segment a customer market. A company can segment it market in different ways and methods, for doing so vary from one product to another. A marketer has to try different segmentation variable with a view to find the best way. There are many different groupings that can be used for segmenting consumer markets. Most of these grouping or variable are often associated with other variables such as buyer demographics or media habit. 
Some marketers, in fact, go rightly to the former variable because good data exist and the segment is more definable. The development of a segmentation model requires one to specify a dependent variable which is the basis for segmentation. There are number of basis of variables involved in consumer market segmentation, alone and in combination. These variables are;
1. Demographic segmentation
The demographic segmentation divides customers into segments based on demographic values such as age, gender, family size, family life cycle, occupation, education, religion, race, generation, social class and nationality  (Kotler& Keller 2013). The demographic segmentation is often used in market segmentation for the reason that the variables are easy to identify and measure. Furthermore the demographic variables are associated with sale of many products and services and finally they provide a description of the target customers so media buyers and others can target a desired target market.
Age and life-cycle segmentation:
i. The consumers’ needs and wants change with age. Therefore some companies use age and life cycle segmentation, where age and life cycle determine the marketing approach. Using telephones (landline and mobile) as an example the marketers must take into consideration that although some 70-years old use a landline telephone, e.g. due to the lack of technological knowledge, others may only be careful to guard against stereotypes. Furthermore, the age and lie cycle segmentation are associated with behavioral characteristics and buying patterns. 


Gender segmentation:
Gender segmentation is used to differentiate the needs and wants between men and women due to the fact men and women have different attitudes toward a product. The gender segmentation has been long applied in connection with clothing, hairstyling, cosmetics and magazines. Furthermore, it must be taken into consideration that metro sexuality has become a common gender factor and thus the marketers must not only define a product as being masculine or feminine (Kotler & Keller, 2013).
Income segmentation:
Income segmentation divides the market into different income groups. It is used in automobiles, clothing, cosmetics, financial services and travel .Many companies within the mentioned categories with a lower income in order to gain customer loyalty and lessen the competitive pressures. However, companies must consider the fact that the income does not always predict the most suitable customers for a given product due to the fact that some customers may have other preferences and prioritize their money different (Kotler & Keller 2013)
Generation segmentation:
Each generation is influenced by the times in which they grow up i.e. the music, the movies, politics and other significant events characteristic of that period. Marketers therefore market to a generation by using icons and images that is relatable according to the generation ( Kotler& Keller, 2013)
Social class segmentation:
Social class segmentation divides the customers according to their preferences in cars, clothing, home furnishings, leisure activities, reading habits and retailers. However, although the tastes of social classes changes, many companies design product for specific social classes ( Kotler& Keller, 2013)
2. Geographic segmentation;
The geographic segmentation divides customers into segments based on geographical areas such as nations, states, regions, countries, cities or neighborhoods. A company target one or more areas and must be aware of the fact that data according to geographic segmentation may vary due to population shift (Pickton& Broderick, 2005).
It is important to segment according to geographic, due to the fact that purchasing behavior of the customers are influenced on where they live, work etc (Gunter & Furnham, 1992). Therefore many companies customize their products, advertising, promotion and sales efforts to fit the needs of the geographical variables (Kotler &  Armstrong,2005).
The geographic segmentation is furthermore useful when there are differences in location where a product is marketed. The differences can be caused by cultural factors, traditions, politics, etc. and furthermore the differences can be significant in one segment, whereas in other segment the differences can be minor and less significant. (Gunter & Furnham 1992).
3.  Psychographic segmentation 
This variable is derived from two principal profile of customers; personality profiles and lifestyle profiles (psychographics). Psychological profiles are often used as a supplement to geographic and demographics when these does not provide a sufficient view of the customer behavior. Psychographic segmentation therefore divides people according to their attitudes, values, lifestyles, interests and opinions (Pickton and Broderick, 2005). Furthermore some marketers have used personality variables to segment the markets. Psychographic segmentation relates to dividing a market based on how they live their everyday lives. This could encompass their values, as well as their personality, attitudes and general interests. 
2.1.2 BENEFITS OF MARKET SEGMENTATIONS	
Kotler & Keller (2013) listed the various benefits of market segmentations;
· Focus of the company:
Segmentation is an effective method to increase the focus of a firm on market segments. If you have better focus, obviously you will have better returns.

· Increase in competitiveness:
Naturally, once your focus increases, your competiveness in that segment will increase. If you are focusing youngsters, your brand recall and equity with youngsters will be very high. Your market share might increases and the chances of a new competitor entering the market might be low. The brand loyalty will definitely increase. Thus market segmentation also increases competitiveness of a firm from a holistic view.
· Market expansion:
Geographic segmentation is one type of segmentation where expansion is immediately possible. If you have your market strategy on the basis of geography, then once you are catering to a particular territory, you can immediately expand to a nearby territory. Segmentation plays a crucial role in expansion. 
2.1.3 LIMITATIONS OF MARKET SEGMENTATION
Segmentation also has its limitations as it needs to be implemented in the proper manner. As segmentation is one of the most processes in the marketing plan or for your business, you need to know the limitations of segmentation and what pitfalls lie ahead if you go wrong with your target market segment (Kotler & Keller 2013). Below are these limitations:
· Segments are too small: 
If the chosen segment is too small then you will not have the proper turnover which in turn will affect the total margins and viability of the business.
· Consumers are misinterpreted:
The right product to the wrong customers, What if your research says that your customers want a new soap and you come out with a new facial cream. The concept is same, cleanliness. But the concept is completely different.
· Costing is not taken into consideration:	
Targeting a market is ok but you need to know how much you will have to spend to target a particular market. If it is a sec A segment and you do not have the budget to be present in the places the sec A visits, then your market segmentation strategy is a failure.
· There are too many brands:
Along with segmentation, you also need to check out the competition offered in the same segment from other products. Getting into a segment already saturated will mean higher costs and lesser profits margin.
· Consumers are confused:
If the consumer himself doesn’t know whether he will be interested in a particular product or not, then that’s a sign that you need to get out of that segment/product.
Product is completely new: If a product is completely new and there is no market research to base your segmentation on. You need to market it to the masses and as acceptance increases, only then will you be able to focus on one particular segment.
2.1.4 REQUIREMENTS FOR EFFECTIVE MARKET SEGMENT
The management goal should be to segment it market in such a way that each segment will respond in a homogenous fashion to a given marketing program ( kotler&keller 2013). The requirements for effective segmentation are as follows:
· Measurable: The size, needs, purchasing power, and characteristics of the customers in the segment are measurable. Quantification should be possible.
· Divisible: The segments should be differentiable. There must be clear-cut basis for dividing customers into meaningful homogenous groups. They should respond differently to different marketing mixes. There should be differences in buyer’s needs, characteristics and behavior for dividing in groups
· Accessible: The segment should be reachable and serviceable. It should be accessible through existing marketing institutions, such as distribution channels, advertising media and sales force. There should be middlemen to distribute the products.
CHALLENGES OF MARKET SEGMENTATION
 Among the factors posing challenges to the market segmentation practices include one-toone marketing (or mass customization) and the characteristics of postmodern consumers. It is argued that in the postmodern era the market is fragmented, where the postmodern consumer wants to experience the diversity and exhibit multiple self-images and lifestyles for different occasions. It is therefore said that consumers try several or many images, brands and products, both sequentially and simultaneously. Therefore the implementation of market segmentation practices may not be useful (Firat and Shultz, 1997). This, indeed, represents a significant challenge for marketers because per the suggestions of the concept of market segmentation an individual may belong to different segments not only at the same time, but also at different points in time. It is further argued that there is the need for more future research on overlapping segments in identification of multiple consumer images, benefits, and/or motivations and more empirical studies will be needed to examine the stability of segments overtime, which will require longitudinal and cohort studies.


TARGET MARKET
A target market is a group of customers a business has decided to aim its marketing efforts and ultimately its merchandise towards. A well-defined target market is the first element of a marketing strategy. Product, price, promotion, and place are the four elements of a marketing mix strategy that determine the success of a product or service in the marketplace. It is proven that businesses must have a clear definition of their target market as this can help reach its target consumers and analyze what their needs and suitability are. A target market is a group of people considered likely to buy a product or service] A target market consists of customers that share similar characteristics, such as age, location, income and lifestyle, to which a business directs its marketing efforts and sells its products. As marketing efforts are becoming increasingly online based, the need to find the right market for marketing campaigns is essential. One of the first steps in developing an effective marketing campaign is determining an appropriate target market so that marketing goals can be set and implemented.
According to (kotler and keller 2012) To compete more effectively, many companies are now embracing target marketing. Instead of scattering their marketing efforts, they’re focusing on those consumers they have the greatest chance of satisfying. Effective target marketing requires that marketers:
Identify and profile distinct groups of buyers who differ in their needs and wants (market segmentation).
Select one or more market segments to enter (market targeting). 
 For each target segment, establish and communicate the distinctive benefit(s) of the company’s market offering (market positioning).
2.1.5 MARKET SEGMENTATION STRATEGIES	
Once the marketer has identified the segments it must be decided on how many and which customer groups /segments to target, with respect to the decision customer groups or segment target the company may choose one a combination of the following market strategies. There are three major segmentation strategies available to segmentation of consumer market. ( Kotler& Keller 2013).These are:
· Undifferentiated marketing strategy
· Differentiated marketing strategy 
· Concentrated marketing strategy
2.1.3.1	CONSUMER GOODS INDUSTRY
The consumer goods sector is a category of stocks and companies that relate to items purchased by individuals rather than by manufacturers and industries. This sector includes companies involved with food production, packaged goods, clothing, beverages, automobiles and electronics. Performance in the consumer goods sector depends heavily on consumer behavior. When the economy grows the sector will see an increased demand for higher end products. When the economy shrinks there is an increased demand value product. While some product types, such as food, are necessary, others such as automobiles are considered as luxury goods.(Kotler & Armstrong,2005).
2.2 	THEORETICAL FRAMEWORK
Economic Pricing Theory
The theoretical basis for market segmentation comes from economic pricing theory, which dictates that profits can be maximized when prices that differentiate segments are set (frank, 1972). Market segmentation involves grouping of customers with similar needs and buying behavior into segments, each of which have more or less similar or related characteristics. According to Kotler (1994) companies from all industries are increasingly adopting/ target marketing. This has followed a normal succession “Mass Marketing” . Where one product is produced and sold to all buyers and “product-differentiated marketing” where more than one product, with different features, styles and distinctiveness are produced for offer to a variety of buyers. The essence of target marketing is that customers are heterogeneous in their buying behavior, and therefore these companies will be in a stronger position to serve certain specific customer segments.
Game Theory
Kotler and Singh (1981) pointed out that competition in markets is somehow similar to competition in the battle field. Since the formalization of game theory by Von Neumann and Morgenstern (1944), researchers have been about the possibility to apply game theory to solve marketing problems, and in other to use it as a tool to predict competitive behavior (Herbig, 1991). Later on the debate has been extended to all the other possible uses of game theory in marketing. Management decisions about market penetration strategy have to be taken in situation of competition and variability in the business environment. Porter (1980) clearly states that the relevance to consider the possible effects of competitors strategic decision on every level of managerial decision process.
2.3 	EMPIRICAL REVIEW
There are many factors which can be responsible for market segmentation traditionally as well as modern or new. According to Amandeep (2011) reveals in his study that earlier demographic factors were considered as the best basis of segmentation but they are no longer effective for segmentation in FMCG sector (fast moving consumer goods). His study shows that purchasing of FMCG products is indifferent of age, educational level. But there is effect of gender and educated and non-educated consumers on the purchase routine of personal care products. This study is related to only one industry and may not be applicable to others. But it is rightly proved that demographic which are considered as most effective attribute that influence the purchase of consumer is not powerful enough in today’s life.
Victoria K. Wells, Shing Wan Chang, Jorge Oliveira (2010) in their study present an idea that benefit sought are more powerful basis of brand choice. They also reveal the idea that demographic attributes are not very effective in case of brand choice and in price selection. The demographic variables of interest were age, gender, household size, occupation, education and level of income. This study shows that some of the demographical factors like education, income and household size affect the choice of retail outlet and definitely the choice of brands also. (Salma, 2010). In a different view Rajiv (2009) present the idea that demographic is now failed to effective segmentation and only psychographic is not sufficient to segment today’s complex market in which consumers have a different type of ideology. This study gives an idea about new basis of segmentation that can be applicable with the help of Enneagram that is an ancient technique of personality indicator. This technique has a combination of psyche and spirituality of personality and this study give a different idea about segmentation which is not practice but can be proved very useful.
According to Michel (2002) in his editorial article states that market segmentation has now become a necessity of marketers. One to one marketing is not feasible because it need great amount of money and efforts that directly affects the profit of the company. This article put stress on an understanding of the dynamic nature of preferences and market segment composition is essential for strategies focused on the evolution rather than the proliferation of products and businesses.
Higgs, Brownyn and Ringer, Allison (2007) in their study discusses about the different segmentation basis and shows that a number of specialized segmentation approaches are emerged in the changing environment. The author suggests some of the following specialized method of market segmentation:
.Finer and hyper-segmentation
.Progressive profiling
.Addressable marketing method
· Finer segmentation defined as a more precise way to segment markets into narrow clusters.
· Progressive profiling involves incremental data collection across sessions and interaction points typically online. 
· Addressable marketing exploits the potential of digital communications devices to gather information about online behaviors including site visitation, site engagement, and content involvement and advertising exposure. However different basis of market segmentation has their importance in different market but in today’s competing market only traditional basis as demographic, geographic, psychographic and behavioral are not enough. Other factors as benefit sought, ethnocentric approach etc, are also playing their role to segment the consumer market.
2.4 IDENTIFICATION OF KNOWLEDGE GAP IN THE LITERATURE
In the literature there is dominance of demographic and psychographic factors for the segmentation but critically I observe that there is great influence of extraneous variables such as price, trends and, market conditions on the purchase of the consumers. Furthermore, the strength of link between traditional basis and market segmentation depend critically many more on extraneous variables provided by market and consumers conditions. It is also observed that segmentation is completely dependent upon all four traditional bases not on single one. This facilitates that there is need for further research in market segmentation which constitute the major gap intended to be filled by this study.



CHAPTER THREE
METHODOLOGY
INTRODUCTION
This chapter shall briefly highlight the procedure used in carrying out survey and the subsequent analysis of the results obtained. It shall describe the source of sampling data method, Population of the study, sampling frame, sampling size, data collection instrument, method of data collection, tools for data analysis.
3.1	RESEARCH DESIGN
The research design used in this project is descriptive design  which seek to describe the existing status of what is being investigated and it will also help the researcher to know where the variable are gotten and how the objectives could be achieved. This descriptive approach involves the normal gathering, analysis and interpretations of a set of data so as to explain the underlying factors that surround the problems that triggered the research.
3.2      POPULATION OF THE STUDY
This study’s target population will be expected to cover staffs of Seven up bottling company in Ilorin metropolis. The population consists of staffs of various departments of the company and the data was collected from the company`s human resource department. The total population of the staffs is 100 out of which sample would be drawn.
3.3 	SAMPLE AND SAMPLING TECHNIQUES 
The simple random probability sampling method was used to pick respondents where each element of the population had equal chance of being selected and also to avoid sampling error and inconsistency in the data collection exercise. The Yamane (1967) formula for sample size determination can be stated as;
N
n=   1+N(e)2
Where; 
n = sample size to be determined
N = population size 
1 = constant
e = sampling error (5% by standard).
n =        100
        1 + 100 (0.05)2
n =        100
            1+100(0.0025)
n = 80
Therefore the sample size of 80 has been chosen and 80 questionnaires will be used for this study.
3.4 	RESEARCH INSTRUMENT(S)
The instrument used in this research is questionnaire, the questionnaire will be generated in line with the research questions in a simple and clear grammar to enable the respondents understand and respond to the research questions.  A five point’s scale was adopted for measurement because it measures the intensity or the degree of agreement by respondents to the research questions. The respondents were required to tick either of the following. Strongly agree (SA) = 1, Agree (A) = 2, disagree (D) = 3, strongly disagree (SD) = 4, undecided (UN) = 5, against your choice.
3.5      VALIDITY AND RELIABILITY OF THE INSTRUMENT(S)
By definition a research instrument is any type of written or physical device used 
to measure variables for the purpose of a study. The research instrument which is questionnaire was validated by an expert in the department of marketing of the company. To test the reliability of the research instrument questionnaires were designed to ascertain facts and to test knowledge. The researcher used the test-retest process to establish the reliability of the instrument, the test-retest is a process whereby the researcher administers the constructed questionnaire to the same reliability sample group with the view of discovering how consistent each element of the group is in the scoring of the instrument at those different times. The decision is to consider the study instrument reliable. If the Cronbach’s coefficient alpha of the test-retest variables is equal or more than 0.8
3.6      METHOD OF DATA COLLECTION
 Primary Data Collection
The primary data are collected using questionnaires as the research instrument. The questionnaires were administered personally to avoid errors of misinterpretation of the questions asked and to correct any wrong notion the respondents might have about the researcher’s effort.
3.7 	METHOD OF DATA ANALYSIS
The data collected through the questionnaires would be taken through data cleaning and editing to eliminate errors and to ensure completion of all relevant questions. In order to analyze data which are obtained from the study, simple linear regression were adopted. Descriptively, data were analyzed using tables, charts. The statistical tool adopted is multiple linear regression.



Y=β0+ β1X1 + β2X2………….….+ βkXk+e

x  represent predictor variable.
y represent dependent variable.
e represent random error
CHAPTER FOUR
PRESENTATION, ANALYSIS OF DATA AND DISCUSSION
4.0 	INTRODUCTION
The information that are been analyzed in this chapter are gotten and gathered from the response of the respondents. Information gathered from the result are collected from the questionnaire, which is shown in the tables and charts of the data presentation and analysis of statistical results obtained to answer various research questions, and to test the formulated hypotheses, multiple linear regression was adopted.
4.1 Data Presentation
	Table 4.1:Age in Years

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	LESS THAN 20
	7
	8.8
	8.8
	8.8

	
	20-29
	22
	27.5
	27.5
	36.3

	
	30-39
	28
	35.0
	35.0
	71.3

	
	40 PLUS
	23
	28.8
	28.8
	100.0

	
	Total
	80
	100.0
	100.0
	


Source: Researcher’s Computation 2025
       From the table 4.1 above. It was revealed that 7 respondents (8%) are within the age range of less than 20years, 22 respondents (27.5%) are within the age range of 22-29years, 28 respondents (35.0%) are within the age range of 30-39 and 23 respondents (28.8%) are within the age range of 40years and above. With this, it implies that majority of the staffs are adult.
	Table 4.2: Marital Status

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	SINGLE
	22
	27.5
	27.5
	27.5

	
	MARRIED
	44
	55.0
	55.0
	82.5

	
	DIVORCED
	8
	10.0
	10.0
	92.5

	
	WIDOW/WIDOWER
	6
	7.5
	7.5
	100.0

	
	Total
	80
	100.0
	100.0
	


Source: Researcher’s Computation 2025
The above table shows the proportion and percentage of marital status of all workers in 7up PLC. Where 22 respondents (27.5%) are single and 44 respondents (55.0%) are married, 8 respondents (10%) have divorced, 6 respondents (7.5%) are widows. With this it implies that majority of the respondents are married thus, this show how responsible they are in the organization.
	Table 4.3:Gender

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	MALE
	46
	57.5
	57.5
	57.5

	
	FEMALE
	34
	42.5
	42.5
	100.0

	
	Total
	80
	100.0
	100.0
	


Source: Researcher’s computation, 2025

From the table 4.3 above, it was revealed that the gender is concerned, 46 of the respondents (57.5%) are male and 34respondents (42.5%) are female. This indicates that men are more active than the women in the organization.
	Table 4.4: HIGHEST QUALIFICATION

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	SSCE/.GCE
	5
	6.3
	6.3
	6.3

	
	OND/NCE
	22
	27.5
	27.5
	33.8

	
	UNIVERSITY DEGREE/HND
	43
	53.8
	53.8
	87.5

	
	POST GRADUATE
	10
	12.5
	12.5
	100.0

	
	Total
	80
	100.0
	100.0
	


Source: Researcher’s computation, 2025
The above table 4.4 shows the educational level of the respondents was high with 5 respondents (6.3%) possessing SSCE/GCE, 22 respondents (27.5%) with OND/NCE, 43 respondents (53.8%) possessing DEGREE/HND and 10 respondents (12.5%) having a MASTER DEGREE.
	Table 4.5: WORKING EXPERIENCE

	
	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	LESS THAN 3 YEARS
	16
	20.0
	20.0
	20.0

	
	3-7 YEARS
	22
	27.5
	27.5
	47.5

	
	7-10 YEARS
	18
	22.5
	22.5
	70.0

	
	10-15 YEARS
	15
	18.8
	18.8
	88.8

	
	15 OR MORE
	9
	11.3
	11.3
	100.0

	
	Total
	80
	100.0
	100.0
	


Source: Researcher’s computation, 2025
Table 4.5 revealed that Majority of the respondents i.e 16 respondents (20.0%) had been working in the organization for less than 3 years, 22 respondents (27.5%) between 3-7 years, 18 respondents (22.5%) between 7-10 years, 15 respondents(18.8%) between 10-15years and 9 respondents (11.3) had been working in the organization for 15 years or more.
[image: ]Source: Researcher’s computation, 2025
Fig 4:6 shows that 37 respondents (46.3%) strongly agree, 31 respondents (38.8) agree, 9 respondents (11.3%) disagree, 2 respondents (2.5%) strongly disagree and there is 1 missing figure. The overall assumption is that the company applied segmentation in sales of consumer goods.

Source: Researcher’s computation, 2025
         Fig 4.7 above shows level at which segmentation enable their company to focus and plan appropriately to achieve set goals, 25respondents (31.3%) strongly agreed, 43respondents (53.8%) agreed, 8respondents (10.0%) disagree, 3respondents (3.8%) strongly disagreed and 1 respondent(1.3%) against your choice. This means that segmentation enable their company to plan and focus appropriately to achieve goal[image: ]
Source: Researcher’s computation, 2025
         Fig 4.8 above shows that 34 respondents (42.5%) strongly agree, 32 respondents (40.0%)agree, 7 respondents (8.8%) disagree, 5 respondents (6.3%) and 2 respondents (2.5%) against your choice. This implies that consumer needs and wants are satisfied using segmentation variables.Source: Researcher’s computation, 2025
Source: Researcher’s computation, 2025
       Fig 4.9 above shows that 34 respondents (42.5%) strongly agree, 25 respondents (31.5%) agree, 18 respondents (22.5%) and 3 respondents (3.8%) strongly disagree. This implies market segmentation has enabled the company to effectively and serve its target markets.
[image: ]
Source: Researcher’s computation, 2025
         Fig 4.10 above shows that 37 respondents (46.3%) strongly agree, 19 respondents (23.8%) agree, 10 respondents (12.5%) disagree, 11 respondents (13.8%), 2 respondents (2.5%) against your choice and 1 missing figure. This implies that segmenting the company’s target market has a great effect on the company’s sales volume.

Source: Researcher’s computation, 2025
Fig 4.12 shows that 28 respondents (35.0%) strongly agree, 22 respondents (27.5%) agree, 12 respondents (15.0%) disagree, 11 respondents (13.8%) strongly disagree and 7 respondents (8.8%) against your choice. This implies targeting a particular market for the company’s products has determined the company overall targeted profit.
4.2 	RE-STATEMENT OF HYPOTHESES

Hypothesis 1;
H0-There is no significance influence of market segmentation on sales of products 7up Plc.
Hypothesis 2;
H0-There is no significance influence of market segmentation on sales volume of 7up Plc.
Hypothesis 3;
H0-There is no significance influence of market segmentation on profit maximization of 7up Plc.
4.3 Test of Hypotheses
This section presents the test of the earlier stated hypotheses using statistical technique
Hypothesis 1;
H0-There is no significance influence of market segmentation on sales of product of 7up Plc.
Objective 1: To examine the effect of market segmentation on sales product of 7up Plc
	4.3.1                                     Model Summary

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

	1
	.582a
	.338
	.293
	.643

	Source: Researcher’s computation, 2025
a. Predictors: (Constant)

	4.3.2ANOVAb

	Model
	Sum of Squares
	Df
	Mean Square
	F
	Sig.

	1
	Regression
	15.227
	5
	3.045
	7.368
	.000a

	
	Residual
	29.760
	72
	.413
	
	

	
	Total
	44.987
	77
	
	
	

	
	
	
	
	
	
	

	Source: Researcher’s computation, 2025
a. Predictors: (Constant), market segmentation helps in facilitating better managements by providing a bases for leading, guiding, directing and controlling in the sales of 7UP Plc. products, market segmentation has enabled the company to effectively reach and serve its target , Market segmentations enable my company to plan and focus appropriately to achieve set goals,  market segmentation has increased the revenue of my company, Consumer needs and want are satisfied using market segmentation variables

	b. Dependent Variable: My company applied market segmentations in sales of consumer goods.


Hypothesis 3;

H0-There is no significance influence of market segmentation on profit maximization of 7up Plc.
Objective 3: To determine the impact of market segmentation on profit maximization of 7up Plc.
	
4.3.7                                  Model Summary

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

	1
	.501a
	.251
	.187
	.690


a.Predictors(Constant)
Source: Researcher’s computation, 2025
	4.3.8                                                                ANOVAb

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1


	Regression
	11.173
	6
	1.862
	3.909
	.002a

	
	Residual
	33.346
	70
	.476
	
	

	
	Total
	44.519
	76
	
	
	

	[bookmark: _GoBack]Source: Researcher’s computation, 2025

a. Predictors: (Constant), market segmentation guides company to achieve its overall goals by increasing its profit maximization, my company profit maximization is highly influenced by market segmentation, cost of production of different products serves as a problem to the company , out of all marketing programs adopted by the company, market segmentation contribute most in terms of profit maximization, targeting a particular market for your products has determined your company overall targeted profits, market segmentation enable your company to aim higher thereby leading to profit maximization

	b.Dependent Variable: My company applied market segmentation in sales of consumer goods.


4.4 Discussion of the Findings

The first objective of the study was to examine the effect of market segmentation on product sales of 7up Plc. Based on the hypothesis tested through the responses gathered from the respondents through the administered questionnaires it was revealed that there is significant influence of market segmentation on product sales of 7up Plc with the alpha level of 0.05 and the significant level of 0.000 which shows the P value is less than the significant level. This finding is in relation with the work of Amandeep (2011) which reveals that earlier demographic factors were considered as the best basis of segmentation but they are no longer effective for segmentation in FMCG sector (fast moving consumer goods).This study shows that purchasing of FMCG products is indifferent of age, educational level and that there is significance influence of market segmentation on sales of products.
The second objective of the study was to highlight the effect of market segmentation on sales volume of 7up Plc.  Based on the hypothesis tested through the responses gathered from the respondents it was revealed that there is significant influence of market segmentation on sales volume of 7up Plc, with the alpha level of 0.05 and the significant level of 0.005 which shows the P value is less than the significant level. The result of this hypothesis is in relation with the work of  Higgs, Brownyn and Ringer, Allison (2007) in their study which shows, that are different segmentation basis and there are numbers of specialized segmentation approaches are emerged in the changing environment. Their study shows that there is significance influence of market segmentation on sales volume.
The third objective of the study was to determine the impacts of market segmentation on profit maximization of 7up Plc. Based on the hypothesis tested through the responses gathered from the respondents it was revealed that there is significant impact of market segmentation on profit maximization of 7up Plc with the alpha level of 0.05 and the significant level of 0.002 which shows the P value is less than the significant level. The result of this hypothesis is in relation to the study carried out by Michel (2002) in his editorial article which states that market segmentation has now become a necessity of marketers. His study shows that there is great significant influence of market segmentation on profit maximization of the company.
	












CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.1 	SUMMARY
        The study evaluated market segmentation in the beginning of its review of related literatures. It is a process of identifying and grouping together customers with similar buying characteristics, needs and wants etc and also developing distinct matching marketing mix for them. Information were gathered from the response of the respondents through the administered questionnaires. Data were analyzed using tables, charts and multiple linear regression was adopted to test the formulated hypothesis. 
Findings from hypothesis 1 suggest that is significant influence of market segmentation on sales of   7up Plc
Findings from hypothesis 2 suggest that is significant influence of market segmentation on sales volume of 7up Plc.
Findings from hypothesis 3 also suggest that is significant influence of market segmentation on profit maximization of 7up Plc.




5.2 	CONCLUSION
The measure of success observed by 7UP Plc. from adoption of market segmentation is commendable. From the research findings, the following conclusions were drawn
1. Market segmentation has significant influence on sales of products 7up Plc; if properly adopted, market segmentation will enhance the product sales of 7up Plc.
2. Market segmentation has significant influence on sales volume of 7up. If market segmentation is properly adopted by the company not only will it enhance the sales of the company’s product but also leads to increase in their sales volume.
3. Market segmentation has significant influence on profit maximization of 7up Plc this is because segmentation increases competitiveness, brand recall, brand equity, customer retention and communication thus if it is affecting so many factors of 7up Plc, then definitely it increases the profitability of 7up Plc
5.3	RECOMMENDATIONS
Based on the findings made and conclusions drawn, the following recommendations were proffered;
ii. Management of 7up Plc must always monitor the market trends in order to adopt new strategies to maintain its market share as one of the leader and subsequently develop innovative products that will satisfy the dynamic market. 7UP management is advised in accordance to economic situation to develop suitable marketing mix that will help in their product sales and to satisfy the customer needs.
iii. Management of 7up are also advised not only to direct its marketing activities to large market segments only but even small and profitable segment. Management is advised to conduct marketing research into the small but attractive markets, in order to enhance consumer diverse characteristics, which will suit its marketing objectives and resources. Adequate market research and segmenting a profitable target market will definitely increase the sales volume of the company
iv. Finally, it is also recommended that management of 7up Plc should increase   their competitiveness, brand recall, brand equity, customer retention and Communication. This is factors that affect the activities of the company. If  these factors are giving proper consideration definitely the company would be able to maximize its profits.
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