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ABSTRACT
This research study investigates the effect of marketing planning on business performance. A case study of Unilever Nigeria plc. Marketing as one of them unfortunately suffers of theoretical ambiguity. The main objectives of the study is to examine the impact of Guerilla Marketing on growth of small scale enterprises in Ilorin and to explore risk taking in guerilla marketing. A sample of 150 was selected using simple random and stratified method. Data was collected using semi-structure questionnaire which were administered to customers and staff of the sampled of small scale enterprises and SPSS 23 was used for analysis. This study established that consumer satisfaction can increase the growth of an organization using product quality, pricing that matched the quality of the product and promotion that suit their needs at a particular point in time. The study recommended that small scale enterprises should try to employ guerilla marketing strategies, word of mouth, logo, stickers in order to provide maximum satisfaction to their customers. Also, marketing as a strategy for planning in business enterprises product should be handled with care so that the benefits would be achieved by the enterprises.

Keywords: Marketing planning, performance, and business enterprises























TABLE OF CONTENTS
Title page
Certification
Dedication
Acknowledgement
Abstract 
Table of contents
CHAPTER ONE
INTRODUCTION
1.1 Background of the study
1.2 Statement of the study
1.3 Objective of the study
1.4 Research Question
1.5 Research Hypothesis
1.6 Scope Of The Study
1.7 Significance Of The Study
1.8 Limitation And Constraints To The Study
1.9 Definition of terms
CHAPTER TWO
LITERATURE REVIEW
2.0 Introduction
2.1 Conceptual Review
2.1.1 Marketing
2.1.2 Marketing Planning
2.1.3 Product Development
2.1.4 Unilever Food
2.2 Theoretical Review
2.2.1 Business Organization Theory
2.3 Empirical Review
CHAPTER THREE
RESEARCH METHODOLOGY
3.0 Introduction
3.1 Research Design 
3.2 Population of Study
3.3 Sample frame
3.4 Sample Size Determination
3.5 Method of Data Collection
3.6 Method Data presentation & Analysis.
CHAPTER FOUR
DATA PRESENTATION AND ANALYSIS
4.0 Introduction
4.1 Data Presentation
4.2 Test of Hypothesis
4.3 Discussion of Finding
CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.1 Summary
5.2 Conclusion
5.3 Recommendation
      References
      Bibliography
Appendix

i

CHAPTER ONE
1.0 INTRODUCTION
1.1	BACKGROUND TO THE STUDY
This research was designed to address the benefits of marketing planning, in terms of its association with business performance, which appears to be inconclusive in the marketing literature. Although the overall benefits of marketing planning are acknowledged, in principle (Chae and Hill, 2015; Pulendran, Speed and Widing, 2015; McDonald, 2016a), there is little empirical evidence available on the measured association of marketing planning and business performance. It has been suggested (McDonald, 2016b) that marketing planning can play a role in the transformation of the internal capability mix of an organisation to seek environmental intelligence and to use the insight gained from it, to respond effectively to market dynamics. It may, therefore, facilitate the long-term provision of superior value to the customer and the achievement of a sustainable competitive advantage in the market (McDonald, 2016b). Engaging in a marketing planning process, potentially, stimulates an organisation to adopt a formal approach to looking inwardly in the context of the future operational environment and to facilitating the emergence of an intended ideal future for the organisation (Pulendran and Speed, 2016). There have also been suggestions that marketing planning provides greater benefits if it is used as an antecedent to a market orientation strategy (Pulendran, Speed and Widing, 2015). However, this notion may be considered somewhat as reverse logic, since an organisation, arguably, needs to be market oriented before it would consider marketing planning as a tool of reacting to market dynamics. This appears to be an expected outcome, as marketing planning may be considered as a manifestation of being market oriented. Additionally, it may be suggested that marketing planning transcends market orientation, since it provides for a reaction to trends in the market and in anticipation of market dynamics in the short and long-term future, given the duration of the plan. In comparison, market orientation (Kohli and Jaworski, 2019; 2016), is intelligence management directing organisational response mechanisms on a more frequent basis.
Marketing planning represents a managerial process that facilitates the marketing function’s concentration on its capabilities and the suitability of marketing objectives (Chae and Hill, 2015). Furthermore, the marketing planning process necessitates an organisation adopting a disciplined approach to an orderly and purposeful management of marketing. On the other hand, there appear to be some negative aspects to marketing planning. These may, at times, include process restrictions and dictated strategies from the head office or from the distant corporate planning authority without providing adequate implementation directions (Campbell and Alexander, 2017; Wilson and McDonald, 2016). Additionally, the strategic planning literature regarding the relationship between planning and organisational performance appears to be inconclusive (Miller, 2018). 
This inconsistency may be attributed to the exclusion of certain influential market factors that can moderate the association between marketing planning and business performance in the studies conducted. Mintzberg (2019; 2021) suggested that adherence to rigid [strategic] planning may stifle creative thinking denying the firm from exploring those opportunities that may not vividly present themselves. Miller (2018) suggested that this may be due to the level of turbulence in the market. It has been suggested that company growth and anticipated growth potential may increase the motivation for a company to formalise its marketing planning, while some smaller companies may be able to conduct business successfully without the need for a formal planning process (Chae and Hill, 2015). 
Additionally, a formal marketing planning process, potentially, may result in improvements in planning through setting standards, encouraging better preparation, stimulating employees’ involvement, and elevating the skills gained in planning due to periodic practice. Therefore, the benefits of marketing planning would, arguably, be in direct relation to the achievement of the intended marketing objectives and the contribution that it may have to the realisation of the company’s growth potential. At the same time, it should be indicated that since marketing objectives are designed to facilitate the overall organisational performance, it is expected that marketing planning would be associated directly with nonmarketing overall organisational performance as well as with marketing performance (Wilson and McDonald, 2018). The question that arises is whether this harmony of objectives is being realised. Additionally, the literature lacks any reference to the demographic characteristics of companies that adopt formal marketing planning. It would be informative to address this issue and identify if there are demographic differences between those that plan formally and those that do not. These differences could be in terms of some common corporate demographics, including company background, company size, and the education of the senior marketing personnel.
1.2	STATEMENT OF THE STUDY
Marketing Planning is a crucial aspect in Business Organization it’s the very first step to which determines the success of any product. It acts as the foundation and cornerstone of any product.
Unfortunately, the impact of Marketing Planning is the aspect that receives the least attention, business need not only rely on promotional strategies, but have to fine tune their Marketing Planning programme with view of improving the quality of the product.
To obtain the desired and appropriate result from Marketing Planning, on organization must be guided by certain plans to satisfy all or at least most of the company objective for it to be worthwhile.
Thus Marketing Planning, if well defined and formulated has an impact on Business Organization of an organization and extent to which the firms put Marketing Planning into practice or effect in solving their marketing problems is what this study intends to examine.
1.3	OBJECTIVE OF THE STUDY
The following are the general objectives of the study:
1. To investigate the importance of Marketing Planning on Business Organization.
2. To examine circumstances under which Marketing Planning is more likely to be used in the stage of Business Organization.
3. To examine the effect of Marketing Planning contribution to Business Organization.
4. To identify the factors that influence Marketing Planning on Business Organization.
5. Also recommend as the need arises in order to create customer satisfaction.
1.4	RESEARCH QUESTIONS
In the case of the research work answers will be provided to the following research questions:
1. Does Marketing Planning inevitable for Business Organization?
2. Does Business Organization enhance sales or cash flows?
3. To what extent does the company’s new product qualify or benefit strength is competitive stand in the market?
1.5	RESEARCH HYPOTHESIS
HYOTHESIS 1
H0: Marketing Planning has no significant relationship with Business Organization.
Hi: Marketing Planning has significant relationship with Business Organization.
HYPOTHESIS 2
H0: Marketing Planning has no significant relationship on the Business Organization.
Hi: Marketing Planning has significant relationship on Business Organization.
HYPOTHESIS 3
H0: Marketing Planning has significant relationship on stages of Business Organization.
1.6	SCOPE OF THE STUDY
This study is analytical in nature to Business Organization found in production companies; the reason behind this delimitation is because the study intends to access the impact of Marketing Planning in Business Organization.
The scope of the study is limited in four respects the unit of measure for this research, the classification of the firm, the type of technology of the firm and identification of firms for the study.
First, consider the unit of measure for this research. From the literature, it can be seen that the unit of measure common to Business Organization research is that of the product. However, a different approach is taken for the purpose of this research that the unit of measure is the firms. The rationable for this approach is that unlike larger and established firms where an individual Business Organization product is usually one amongst a number of products in the case of this, it is more common that there is no single Business Organization upon which the firms is based. Therefore, Business Organization success or failure can be measured in terms of firm’s success or failure.



1.7	SIGNIFICANCE OF THE STUDY
The importance area focused by the study is the impact of Marketing Planning on Business Organization; it is intended to achieve two aims, to contribute to both theory and practice of marketing in Nigeria.
One of the greatest and surest ways of achieving customer satisfaction is the planning and implementation of proper Marketing Planning programme in any business organization.
Moreover, the new marketing concept emphasizes on customer satisfaction and integration in the organization toward achieving the single purpose. Therefore, to make these possible, marketers must research properly so as to known the changing need of their customers and the activities of their competitors.
Also the need re-examined other tools which could be used to reduce the high rate of product development like promotion, prices, distribution and, Marketing Planning but most organization are not interested in research as it is said to be too expensive not only looks outwards to existing and potential markets, the customers (or market place), competitive environment but also inwards at the ways in which the organization respond to the demands of the market place.
To contribute to the theory, there are several factor which could be used to reduce the high rate of product failure instead of relying heaving on promotional activities with other tools in marketing to establish whether or not new product will be accepted in the market, it will also expose other areas that have inherent characteristics that make Marketing Planning inevitable instrument for product development.
Survival is the key objectives of the most organization today’s world is characterized by major changes    in market and economic conditions, coupled with rapid advances in technology.
1.8	LIMITATION AND CONSTRAINT TO THE STUDY
Some constraints were encountered during this project. These limitations do not suggest that it is a unfulfilled activity, it only suggest that the activity was conducted with proper care and caution which will make the activity meaningful and result oriented.
1. Miscellaneous limitation problem developed due to changing environment.
2. Uncertainty of conclusions customer is the focal point, buying motives are difficult to judge precisely and accurately which bring some sort of uncertainty.
3. Complexity of the subject, it fails to give complete and correct guidance to the management on marketing issues.
4. Also cost expensive and time consuming activities, it take longer period for completion and finding when available may prove to be outdated due to fast changing market environment and cannot study all new marketing product.
1.9	DEFINITION OF TERMS
The terms use in this study may carry slightly different meaning, we therefore consider it necessary to define item to suit the context to which they are used in the study.
Marketing Planning: Marketing Planning is the function that links the consumer and public to the marketer through information. Information used to identify and define marketing opportunities and problems generate, refine and evaluate marketing actions, monitor marketing performance and improve understanding of marketing as a process.
Marketing Planning specifies the information required to address these issues, designs the method for collection information, manages and implements the data collection process, analyzes the results and communicates the findings and their implications.
It is very necessary in an industry in an industry as it provides the entrepreneurs the necessary information before any serious decisions are made.
Product: Product is very important elements of the marketing mix. It is a bundle of utilities consisting of various product features and accompanying services which made up of set of tangible and intangible attribute.
New Product: New Product is items really innovation, truly unique in which there is real need but for which there is no existing substitute is generally considered satisfaction. Replacement for existing production involving a significant differentiation from articles. Initiative product which are new to your company but not new to the market.
Wants: Wants are desires for specific satisfies of needs which are people’s culture and the way he is bought up.
Product Planning: This is the ongoing process of identifying and articulating market requirements that defines a products feature set. Product planning serves as the basis for decision about price, distribution and promotion. Product planning includes developing a product concept and testing it.
Promotion: This is any unique that persuasively communicates favourable information about a seller product to potential buyers either directly others who can influence purchase decisions.
Marketing: This is the performance of business activities which direct the flow of goods from the producer to the consumer or user in other to satisfy customers and accomplish the company’s objectives.
Price: this is the amount of money which is needed to acquire and exchange some combined assortment of product and its accompanied services.
Distribution: This is concerned with the activities involved in transferring the goods from the producer to the final buyers and users. These activities could be classified as physical, legal, promotional and financial all performed in the course of transferring ownership.
Packaging: this is the general group of activities in product planning which involves designing and producing container paper for a product.




CHAPTER TWO
LITERATURE REVIEW
2.0	INTRODUCTION
This chapter deals with interactive review i.e the review of past work or outflows ideas. Therefore, it consists of conceptual review, theoretical review and empirical review.
2.1	CONCEPTUAL REVIEW
Manufacturing business in Nigeria has witnessed an enormous growth over the years which lead to coat-threat of competition in terms of services and products provide by the banks. Thus through marketing operation and process are provided.
Kotler (2016) defines Marketing Planning as the systematic design, collection, analysis and reporting of data and finding relevant to a specific marketing situation facing the company.
Also, Adedo and Abdulraheem (2016) define Marketing Planning as the system and methodical search for collection and analysis of the information relevant to the problem being considering. In other word, it is imperative for marketing activities, these might be consumer market, product distribution servicing.
Social-cultural, pricing, political and economic change in an environment. Through Marketing Planning limitation is provide for the planning of marketing variables, more so  important question like which product features are popular? What interest rate are acceptability to customers.
Crisnall (2020) defines Marketing Planning as a “procedure concerned with development and analyzing the fact that help marketing manager to do a better job of planning, executing and controlling by investigating the facts rather than the subjective method of institution and guessing”.
Nickel (2019) defines Marketing Planning as a discipline approach to marketing problems of various kind with development of sophisticated business organization and behaviors there problems tends to become more complex and decision to solve them here for reacting effects.
Green (2022) made his own contribution according to American Marketing Association (AMA) new approved definitions of Marketing Planning concepts. He says, Marketing Planning is the function which links to consumer and public to the marketer through information used to identify and define marketing opportunity and problems, generate refine and evaluate marketing actions monitors marketing performance.
Kotler held a different view from the above author, in his own idea about Marketing Planning concept in 2020, as it was defined by American Marketing Association (AMA) “Marketing Planning concept is the systematic gathering , recording and analyzing of data about problems relating to marketing of goods services”.
The British journal of management (1982) edition defines concepts of Marketing Planning as the objective gathering recording and analyzing all goods and services from producer meaning with PHILIP KOTLE’S in the sense that they both mentioned how they are transferred.
Through what medium or means the customers are likely to be reached? In recent time Marketing Planning has steadily expanded its items of activities and techniques. According to Rother, the most marketing activities are:
1. Determination of market activities: Numbers of people, the disposable income in the market segment, numerical figure of the market potentials.
2. Measurement of market activities: economics factors disposable income price acceptability. In the market, interest rate to consumer service provided.
3. Market share analysis: The percentage of a firm’s control in a market maintaining its market share.
4. Sales on cash inflow analysis: Consider the report of your marketing officers which area they are facing competition.
5. Studies of business trend: Consider the report of your marketing officers which area they focusing competition.
6. Short –range forecasting.
7. Long-range forecasting
8. Competitive product study
9. Pricing studies
10. Testing of existing product performance of the product in the market.
Generally, Marketing Planning activities irrespectively of the product involved. For instance, in tourism the important of marketing organization cannot be ruled out. In fact the need to accurately, effectively and efficiently meet the demand of the above mentioned common marketing activities make research paramount in marketing.
2.1.1	MARKETING
According to the America Marketing Association (AMA), Board of Directors, Marketing can be defined as the activity, set of institutions and processes for creating, communication, delivering and exchanging offering that have value for customers, clients partners and society at large.
Marketing definitions according to Kotler, Marketing can be defined as the science and art of exploring, creating and delivery value to satisfy the needs of a target market at a profit. Marketing identifies unfulfilled needs and desires. It defines measures and qualifies the size of the identified market and the profit potential. It pinpoints which segments the company is capable of serving best and it designed and promotes the appropriate products and services.
  Marketing can also be define as the building brand, convincing people that the brand (meaning your product/service/company) is the best, and protecting the relationship build with the customers
The chartered institute of marketing defines marketing as the management process responsible for identifying, anticipating and satisfying customer requirement at profitably.
The benefits of an organization are as follows: 
(1)	INCREASE AWARENESS: most of the time we see an advertisement or get a recommendation, but we don’t always buy the product or we the services straight away. By raising awareness through marketing you will build on audience of potential customers who know who you are, know what you can offer, and know exactly where to find you when they are ready to purchase your product or service.
(2)	INCREACE SALES: when people know your business exists, they are much more likely to become your customers. If your marketing campaigns are doing their job properly, you’ll start to see an increase in sales shortly after you get started.
(3)	CREATE TRUST: people want to buy from a business that has a trustworthy reputation. They want to know who they can trust the business they are buying from. It takes time to build the trust and reputation for your business. Once your business can establish this trust with your clients, it creates customers loyalty. If your clients are happy with your product services, they will talk about your business. Words of mouth is the most effective type of marketing, and its free.
The importance of marketing can be studied as follows:
1. Marketing helps in transfer, exchange and movement: Marketing is very helpful in transfer, exchange and movement of goods. Goods and services are made available to customers through various intermediaries, viz, wholesalers and retailer’s e.t.c. Marketing is helpful to both producers and consumers.
2. Marketing is helpful in raising and maintaining the standard of living of the community: By making available the uninterrupted supply of goods and services to consumers at a reasonable price, marketing has played an import ant role in raising and maintaining living standards of the community comprises of three classes of people i.e., rich, middle, and poor, everything which is used by these different classes of people is supplied by marketing.
3. Marketing create employment: Marketing is complex mechanism involving many people in one form or the other. The major marketing functions are buying, selling, financing, transport, warehousing, risk bearing and standard e.t.c. in each such function different activities are performed by a large number of individual and bodies.
Thus marketing gives employment to many people. It is estimated that about 40% of total population is directly or indirectly dependent upon marketing, in the modern era of large scale of production and industrialization, role of marketing has widened.
4. Marketing as a income and revenue: the performance of marketing function is all important, because it is the only way through which the concern could generate revenue or income and brings profits.
5.   Marketing is helpful in development of an economy: Adams Smith has remarked that nothing happens in a country until somebody sells something. Marketing is the kingpin that sat as economy revolution. The marketing organization, more scientifically organized, makes the economy strong and stable, the lesser the stress on the marketing function the weaker will be the economy.
The basic purpose of marketing management is to achieve the objective of business. A business aims at earning reasonable profits by satisfying the needs of customers.
In the light of this statement, we can highlight the objectives of the marketing management as follows:
1. Creation of demand.
2. Customer’s satisfaction. 
3. Market share.
4. Generation of profit.
5. Creation of goodwill and public image.
  2.1.2	MARKETING PLANNING.
Marketing Planning is the systematic combination of logical and data to define and solve important problem in the field of marketing. The logical of cost, must be based on sound premises and the consistent in its development. While the data must appropriate to the nature of the problem and significant in quality, note that, analysis of the problem is important if data are later to be selected and organized for it, we defined a problem as an objectives to attained, the solution implies to at least a step towards objectives by improving the marketing decision, the result might be increased in profit sales and advertisement, readership, perhaps decrease in selling time or making cost, for basic problems a solutions implies a contribution to knowledge.
According to Brow and Belk (2018) that since the definition to Marketing Planning is consistent with a board definition with board definitions of scientific methods and alternative definition will be that Marketing Planning is the use of scientific methods, in the solution of marketing problem for an applying field, use off available combination of methods and data will be provided an opportunity. To improve decision whether or not the immediate result approach the executive growth of scientific knowledge, as decision are improved and generalization tested by application in a variety of contexts Marketing Planning gradually contribute to marketing knowledge. Although, marketing decision requires many judgment elements asking to an art rather than science, the fact does not preclude improving judgment through use if scientific techniques wherever appropriate. The above definition trends to agree with one given by (Nagel 1961) in the philosophy of science. According to the Marketing Planning association (2015).”Marketing Planning is the functions which links the consumers, customers, and public to the marketer through information used to identify and define marketing opportunities and problems, generates refine and evaluate marketing actions, monitor marketing performance, and improve understanding of marketing as a process.
Marketing Planning specifies the information required to address these issues, designs the method of collecting information, manages and implements the data collection process, analyses the result, and communicates the findings, recommendation and their implications.
Research identifies market segment estimate market potential, measure have analyzed sales data and forecast sales in conducted essentially to answer two questions:
1. Are the target markets identifying the appropriate one?
2. Is the level of sales and profit in each product and for each distribution channels is as high as it should be? If the owners to either of these questions are known then marketing problem has been identified.
Although research in marketing could be based on:
1. Market measurement: which is aimed towards obtaining quantitative data on potential demand over a period of time? These data relates to market potential and sales potential.
2. Influences of controllable: it appraises the effectiveness of current product distribution, promotion and pricing policies and practice to plan for future.
3. Influences of uncontrollable: it focus on factors such as the level of consumer credit, business expansion plans e.t.c. they are seldom carries out by Marketing Planningers.
4. Competitive situation are specifically designed to delve into competitors marketing practices and policies.
Research in marketing provides information to organization about their product, their market, competitors e.t.c. there by making feasible accurate forecast about the future. It should be noted that the adoption of Marketing Planning should be with caution.
Types of Marketing Planning
As a field of endeavor, Marketing Planning is relatively young and certainly expanding. Although, researchers in various kinds conducted earlier studies which we will today call Marketing Planning. The earliest example of formal recognition in the organizational structure of a firm was in (2011), in that year the city publishing company set up what is called their commercial research department.
Marketing Planning could be qualitative and quantitative, primary and secondary and basic and applied.
QUALITY AND QUANTITATIVE
Qualitative research to explore and whoever answer to problem that are generic in nature or not well defined. It usually involves open-ended questions to its lack of structure. The most common methods for qualitative research are focus groups with small, non-random sample. Qualitative research can be time-consuming, with focus groups running well over an hour. Qualitative research, on the other hand, is used when there are already significant finding regarding the research problem. It is usually defined by structure and formality and can include telephone and mail surveys with a large, random sample.
PRIMARY AND SECONDARY
Primary research involves collection data via surveys, focus groups and interview directly from your target respondents. This method is typically difficult and time consuming. However, gathering data directly from your source will help you get firsthand accounts that are free from bias. To gather reliable data, you must prepare open-ended questions that allow you to delve into your respondents views. Secondary research involves gathering data from sources other than your target respondents. These sources may include government agencies, textbooks, magazines and internet publications compared primary research, secondary research consumer less time. However, not all data collected may be suited to your research problem.
Varieties of Marketing Planning could be identified on any of several base classification for example, product research for market purpose is calculated or provide a product, or to identify features having special value to customers. Generally, customers in special segment of the Marketing Planning on price and packaging. If not given separate classification. It may fall into this group along with production design.
ROLES OF MARKETING PLANNING
We examine the role of Marketing Planning in Business Organization in industry. Inter-functional coordination can add a marketing orientation of Business Organization, and planning. Perhaps most importantly, Marketing Planning can bring in customer views stronger role in Marketing Planning should translate into these elements contributing to more successful new product. In particular, we show that Marketing Planning is critical in such a market driven industries. We use statistical methods to demonstrate the broad applicability, rather than the frequently used qualitative and case study approach.
The role of Marketing Planning provides information useful in making marketing management decision.
Market research is one of the vital components of marketing: it plays its parts before one makes any policy decisions in the field of marketing and communications. Market research can be defined as the implementation of subjective and objective research method, whose aim are to collect information and analyses it.
This information constitutes the basis that enables marketers to (re) defined and evaluates their strategies. This information is generally concerning behavior, attitudes and motivations of a particular target group, market research is the step before any decisions are taken.
As a supplier of information its role is only effective if it enable companies to make useful marketing decisions. Research is conducted throughout the marketing process: at each stage the reaction of the target public, after being analyzed, enable one to review the policies, which are confronted with problems conducted with marketing goals, strategies, tactics and acting requires marketing goals describe measurable and states or standards of performance that marketing organization unit, try to attain by identify terms.
We can see that marketing goals to sales to sales, marketing cost, consumer and other aspect of Marketing Planning information, so do accurate estimate does organization performance can on their goals.
Uses of Marketing Planning
Another way of describing the uses of Marketing Planning (and thus, this management information), is in terms of marketing management function. Marketing management functions are separated into four categories:
The planning consists of present day activities and future performance. Resulting plans may apply to need week, next quarter, next year, five years and even to the next twenty years. To prepare such plans require using of Marketing Planning information and market analysis.
The organizing function in marketing management consists of analysis and decision about tactics that people perform in the firm. For example, one firm might define marketing responsibilities by product line allowing managers to operate such like a one project firm. Another may define responsibility by customer’s class, allowing each manager to take decision on all products solid top account in his or her own class.
The learning function in marketing management: involves getting organizational to accomplish through other learning activities, including establishing reward system deterring the nature by direction and guidance should take for each subordinate and making operational decisions.
The controlling function in marketing determines difference between plans and actual performance. Most control activities in the firm regularly provide performance information as monthly sales figures, quarter market share estimate and like.
We can see that planning, organizing, learning and controlling really describe rather than universal management function.
For marketers, research is not only used for the purpose of learning, it is also a critical company needed to make good decisions.
Market research does this by giving marketers a picture of what is occurring (or likely to occur) and, when done well, offers alternative choice that can be made. For instance, good research may suggest multiple options for introducing new products or entering new markets. In most cases marketing decisions prove less risky (though they are never risk free) when the marketer can select from more than one option.
One final point is that assumption that managers and researchers face well defined problems. However, quite often, they face much less solution as they need explanatory Marketing Planning. Such research helps to identify and understand the problem to determine alternative solution to do or do both thus, a more complete description of Marketing Planning information is that it helps either to identify or solve marketing management problem.
2.1.3	PRODUCT DEVELOPMENT
Product development is a sequential decision process. It’s a series of decision, not one. It is key, therefore, to concentrate attention on the precise new product decision at hand, and think through the market research and creative tools needed for that stage. Technical specialists and industry experts prepare a detailed requirements specification and product concept design, with a full description of functional features and benefits. At the same time, business analysts write a business plan on the basis of the selected business model and expert reviews. Additional Marketing Planninges, investment searches, and many other types of product research can be conducted at this stage as well. The result of this stage as well. The result of this stage of development is a completed documentation package that defines the product concept.
In developing of concept testing for new product care must be taken to note the limitation, which is that some respondent may just accept the question because they have nothing at stake.
After the product testing, it is usually the policy of the company to do market testing before the product is finally launched in the market as full scale. This is done here in the country through town storming.
Needs for Product Development
The problem involving the Marketing Planning of the any company calls for an intensive research to improve the product. In the light of that, there is need to conduct more research in the product to maintain quality.
It is an indisputable fact that most companies pay more attention to sales promotion than Marketing Planning. While large sum of money is budgeted for sales promotion annually only little is done with respect to Marketing Planning.
There is the need to change this orientation and invest more in Marketing Planning. This will improve the quality of the product as well as its total revenue.
Calantone and Cooper research ((1999) shows that the number one reason for a new product to fail is the lack of attention paid to the real needs and wants of the market place. They also noted that this most common type of failure (28%) typically described a technology driven product. The second most common type of failure (24%) was the “me too” product. In this case the new product copied an already successful competitive product. As a result, customers saw no reason to switch.
There are three key elements to meeting a customer’s need when developing new product or services.
i. Desirability: The new product or service must be desirable. i.e. a person want to use it.
ii. Purpose: The new product or service must have a useful purpose, i.e. a person will use it.
iii. Use experience: The new product or service must provide customer satisfaction, i.e. a person is happily using it.
When creating and designing a new product or service it is important to consider the use of the product (what does the product do), the level of usability of the product (how does it work, can it be used comfortably) and the meaning that the product coveys. Meaning refers to its aesthetics, cultural message, inherent symbolism and the metaphors it incorporates.
Well- design products consider both function (use and usability) and meaning as both affect a person’s total perception of the product. “often the product’s meaning is most influential in the customers’ purchase decision and in the creation of a positive ownership and use experience,” (Sara Beckman Johannes Hoech, Harvard Business Review, 2015). The reason that the product’s meaning is so important is that people want to buy and use a product or service that matches their beliefs, value and desires, not purely for fulfilling a purpose.
However, every product that is created should also have a consistency with need, usability and meaning, covering, product development, design, manufacturing, marketing, branding, advertising, packaging. E.t.c. you cannot create a meaning of quality and elegance through design, packaging and advertising of the product’s needs and usability are not of equal quality and elegance. As Micheal Barry (an inventor of many successful products) put it, “a successful product is the physical embodiment of a strategy that aligns users, technology and culture.”
Stages of Product Development
When designing new products that should be adherence to a strict classification of development stages developed by most company. Skipping any stage of project development, maximize the risks and shift them, as a rule to the final stage of product.
Some stages can have several interactions, and this is normal in the process of creating technically complex and competitive products line-ups on their basis. A successful new product will pass through each of these stages before it is finally launched in the market not all the product progresses from the first stage in process. It can be found to be feasible; this implies that not all products idea see the light of the day.
This stage or process or steps involved in the development of new products:
1. Idea generation
2. Idea screening
3. Concept testing
4. Business analysis
5. Product development
6. Test marketing
7. Commercialization
8. Review of market performing
IDEA GENERATION
The first step in new-product development is idea generation; new ideas can be generated by:
i. Conducting Marketing Planning to find out the consumers needs and wants.
ii. Inviting suggestion from customers.
iii. Inviting suggestion from employees.
iv.  Brainstorming suggestion for new-product ideas
v. Searching in different market viz, national and international markets for new-product ideas.
vi. Getting feedback from agents or dealers about services offered by competitors.
vii. Studying the new product of the competitors.
IDEA SCREENING
Most companies have an “idea committee”. This committee studies all the ideas very carefully. They select the good ideas very carefully. They select the good ideas and reject the bad ideas.
Before selecting or rejecting an idea, the following questions are considered or asked:
i. Is it necessary to introduce new product?
ii. Can the existing plant and machinery produce the new product?
iii. Can the existing marketing network sell the new product?
iv. When can the new product break even?
If the answers to these questions are positive, then the idea of new-product development is selected else it is rejected. This step is necessary to avoid product failure.
CONCEPT TESTING
Concept testing is done after idea screening. It is different from test marketing. In this stage of concept testing company finds out.
i. Whether the consumer understand the product idea or not?
ii. Whether the consumer need the product or not?
iii. Whether the consumer will accept the product or not?
Here, a small group of consumers is selected. They are given full information about the new product. They are asked whether they like the new product or not. So, concept testing is done to find out the consumer’s reactions towards the new product. If most of the consumer’s like the product, then business analysis is done.
BUSINESS ANALYSIS
This is very important step in new-product development. Here, a dtailed business analysis is done. The company finds out whether the new product is commercially profitable or not.
Under business analysis, the company finds out:
i. Whether the new product is commercially profitable or not?
ii. What will be the cost of the new product?
iii. Is there a demand for the new product?
iv. Whether this demand is regular or seasonal?
v. Are there only competitors of the new product?
vi. How the total sales of the new product are?
vii. How much profit the new product will earn?
So, the company studies the new product from the business point of view. If the new product is profitable, it will be accepted else it will be rejected.
PRODUCT DEVELOPMENT
At this stage, the company has decided to introduce the new product in the market. It will take all necessary steps to produce and distribute the new product. The marketing department will make plans to distribute the product. The finance department will provide the finance for introducing the new product. The advertising department will plan the advertisements for the new product. However, all this is done as a small scale for test marketing.
TEST MARKETING
This means to introduce the new product on a very small scale in a very small market. If the new product is successful in this market, then it is introduced on a large scale. However, if the product fails in the test market, then the company finds out the reasons for its failure. It makes necessary changes in the new product and introduces it again in a small market. If the new product fails again the company will reject it.
Test marketing reduces the risk of large-scale marketing. It is a safety device. It is very time-consuming. It must be done especially for costly product.
COMMERCIALIZATION
If the test marketing is successful, then the company introduces the new product on a large scale, say all over the country. The company makes a large investment in the new product. It produces and distributes the new product on a huge scale. It advertise the new product on the mass media like; T.V, Radio, Newspaper and Magazine.
REVIEW OF MARKET PERFORMANCE
The company must review the marketing performance of the new product. It must answer the following questions?
i. Is the new product accepted by the consumers?
ii. Are the consumers satisfied with the after-sales-service?
iii. Are the demand, sales and profits high?
iv. Are the middlemen happy with their commission?
v. Are the marketing staffs happy with their income from the new product?
vi. Is the marketing manager changing the marketing mix according to the changes to the changes in the environment?
vii. Are the competitors introducing a similar new product in the markets?
The product development process could also be considered in the following stages:
1. Product concept creation
2. Proof-of-concept
3. Electronic device development
4. Assembly and verification batch
5. Certificate tests
6. Preparation for production and pilot batch launch
7. Full-scale production
The result of the experts work during this stage is quality assurance of production process and the manufacturing product.
2.1.4	UNILEVER FOOD NIGERIA PLC
Unilever S.A. is a Swiss transactional food and drink company headquartered in Vevey, Vaud, Switzerland. It is the largest food company in the world measured by revenue and other metrics, since 2014. It ranked no 64 on the fortune Global 500 in 2017 and no 33 on the 3016 edition of the Forbes Global 200 list of largest public companies.
Nestlé’s products include baby food, medical food, bottled water, breakfast cereals, coffee and tea, confectionery, dairy products, ice-cream, frozen food, pet foods and snacks. Twenty-nine of Nestlé’s brands have annual sales of over 1 billion including, Nepresso, Nescafe, Kit-Kat, Smarties, Nesquik, Stouffer’s, Vittel and Maggi. Unilever has 447 factories, operates in 189 countries and employs around 339,000 people. It is one of the man shareholders of L’Oreal, the world’s largest cosmetics company.
Unilevers was formed in 1905 by the brothers George and Charles page and farine Lactee Hanri Unilever found in 1866 by Henri Unilever. The company grew significantly during the First World War, expanding its offering beyond its early condensed milk and infact formula products. The company has made a number of corporate acquisitions, including Crosse and Blackwell in 1950; find us in 1963, Libby’s in 1971, Rowntree Mackintosh in 1988, Klim in 1988, and Gerber in 2007.
Unilever has a primary listing on the six Swiss exchange and is a constituent of the Swiss market index. It has a secondary listing on Euro next.
Nestlé’s origins date back to the 1860s, when two separate Swiss enterprises were founded that would later from the core of unilever. In the succeeding decades, the two competing enterprises aggressively expanded their business throughout Europe and United States. In 1866, Charles page and George page, brothers from Lee country, Illinois, USA, established the Anglo-Swiss condensed milk company in Cham, Switzerland. Their first British operation was opened at Chippenham, Wiltshire, in 1873.
In 1867, in Vevey, Henri Unilever developed milk-based baby food and soon began marketing it. The following year Saw Daniel Peter begin seven years of work perfecting his invention. The milk chocolate manufacturing process. Unilever was the crucial cooperation that peter needed to solve the problem of removing all the water from Peter needed to solve the problem of removing all the water from the milk added to his chocolate and thus preventing the company, under new ownership, retained his name as “Societe Farine Lectee Henri Unilever”.
In 1877, Anglo-Swiss added milk-based baby food to their products; in the following year,the unilever company added condensed milk to their portfolio, which made the firms direct and fierce rivals.
GROWTH INTERNATIONALLY
The first half of the 2019’s proved to be favorable for Unilever. Trade barriers crumbled, and world markets developed into more or KSS integrated trading areas. Since 2016, there have been various acquisitions including San Pellegrino (2017), D’ Onofrio (2017), Spillers Petfoods (2018), and Ralston Punia (2002). There were two major acquisitions in North America, both in 2002 in June, Unilever merged its US ice cream business into Dreyer’s and in August, a US $2.6 billion acquisition was announced of Chef America, the creator of Hot Pockets. In the same time frame, Unileverentered in a joint bid with Cadbury and came close to Purchasing the Icionic American Company Hershey’s, One of its fiercest confectionery competitors, but the deal eventually fell through.
In December 2015, Unilever bought the Greek Company Delta Ice cream for 240 million. In January 2019; it took full ownership of Dreyer’s thus becoming the world’s largest ice cream maker, with a 17.5% market share. In July 2007, completing a deal announced the year before. Unilever acquired the  medical nutrition division of Novartis Pharmaceutical for US $2.5 billion, also acquiring, the milk-flavoring product known as Oval tine, the “Boost and Resource” lines of nutritional supplements and Opt fast dieting products.
Unilever has over 2015 brands with a wide range of product across a number of markets, including coffee, bottled water, milkshakes and other beverages, breakfast cereals, infant foods, performance and healthcare nutrition, seasonings, soups and sauces, frozen and refrigerated foods and pet food.
2.2	THEORETICAL REVIEW
2.2.1	 BUSINESS ORGANIZATION THEORY
Business Organization is often costly as it involves substantial expenses. Therefore, it is essential to manage Business Organization effectively and efficiently. In terms of managing Business Organization performance, (Anderson 2018) stated that a company overall new product performance depends on the five element. The Business Organization process, the organization of the Business Organization programme, the Business Organization strategy, culture and climate for innovation, and senior management commitment to Business Organization.
However, application to actual practice has been some what less common, (Poolton and Barclay 2018) even suggest that much research on new product success factors is too generic, and has not actually been applied to specific context very well.
They say that success factors and their importance that success factors and their importance depend heavily on industry and firm characteristics. They also suggest that much research focuses too heavily on various by variable analysis.
Business Organization studies are markedly broad. Over the past decades, a number of researchers such as (Cooper, 2011; Cooper and Klein Schmidt 2015, 2016; Madique and Zirger, 2018) investigated many aspects many aspects of innovation. What emerged from such work was that one of the key themes in innovation research was to identify the factors that are associated with Business Organization success. In facing vigorous competition globally, many manufacturing and engineering companies have adopted various techniques or advanced Methodism order to be innovative and competitive. Although Business Organization brought many new opportunities to companies, however, the potential risk underpin the Business Organization process causes a number or cases of failure due the inadequate management process in Business Organization. Empirical studies thus point to high failure rates of Business Organization process in Business Organization. Empirical studies thus point to high failure rates of new products, especially in consumer market (Brockhoff, 2014, Crawford, 2015, Urban and Hauser, 2016). It is therefore development of an effective process is highly expected to companies, particularly those small and vulnerable businesses.
Further, because Business Organization research has not translated very strongly into managerial practice, managers are still relying on gut-feel with respect to best practice in development, (Poolton and Barclay 2018). Thus, it is important to look more carefully at success factors within the specific context, and more at the basic concepts, rather than at many specific variables.
The generalist theory (Studies) seek to identify those variable that have a major impact on new product success or failure and include numerous independent variables I their research design (Rothwell 2016; Cooper 1982; Cooper&Kleinschimdt 2015; Calanton & Cooper 1981; Link 2015; Maidique&Zirger 2019).
On the other hand, specialist theory (Studies) tends to concentrate their investigation on one specific driver of product success and investigate it in depth for example, the involvement of users and market orientation of Business Organization and relationship to success. (Rothwell et al 1974; Baker&Sinkula 2015). However, because previous studies addressing Business Organization success factors have not been all-encompassing. There is not yet a comprehensive theoretical model of the determinants of innovation success. Indeed, most studies to date have focused on identifying those internal and external factors which are in control of management rather than those outside the direct control of the firm (Ernst 2002). The literature which identifies these elements can be summarized according to five dimensions. We will consider the organizational dimension. These effectiveness of the Business Organization process dimension (addressing the effectiveness of the Business Organization process itself), Business Organization (that is, those structural and management factors internal to the organization which may directly affect the effectiveness of the Business Organization process) and culture (that is, those element which foster a culture of creativity within the organization).
2.3	EMPIRICAL REVIEW
Business Organization Process Phases In Manufacturing Organization
Proposed phases of Business Organization process in the manufacturing organization.
i. Discovery Phase: Defining marketing opportunities, collecting and analyzing customer requirements, generating product ideas, product-concept testing and setting budgeting and schedules.
ii. Development Phases: Developing product design, developing product sample and internal and external product testing.
iii. Commercialization Phase: Formulation, execution and synchronization of product launch, production ramp up, distribution and sales force training and development of promotional messages.
Regardless of their numbers, Business Organization process phase should be studied with the following observations in mind (Cooper, 2018).
1. Each phase is designed to gather information reduces key project uncertainties and risks, the information requirements thus define the purposes of the phases in the process.
2. Each phase cost more than the proceeding one: the process is an incremental commitment; each phase cost, the unknown and uncertainties are driven down so that risk is effectively managed.
3. The steps within phases are undertaken in parallel and by a team of people from different functional areas within the firm.
4. Each phase is cross-functional: there is no research and development (R&D) phase or marketing phase; rather, every phase is marketing. R&D, production or engineering.
No departments own any one phase. In addition to Cooper’s (2018) observations are made in this content. Firstly, Business Organization process phases are interpedent, i.e. the success of phase depends on the success of its preceding one (im et al…, 2016). Secondly, Business Organization process phases are effected by factors exogeneous to Business Organization process (Durumusogly and Barizak, Zou; Laggrosen, 2015).
By definition, customer orientation represents a relative emphasis on collecting and processing information pertaining to customer needs, wants and preferences. Such information enables the organization of acquiring in-dept understanding of customers which in turn, leads to successful Business Organization (Karkainen et al…, 2016; Lagrosen, 2016, 2015).
The importance of customer information to the different phases of Business Organization process, especially early phases, was underlined by previous research. For instance, Sethi et al. (2016) determined that incorporating customer input in the Business Organization process, especially at the initiation phase, is tied to product innovativeness. Furthermore, Lagrosen (2015) found that customer information was paramount in the initial phases of Business Organization, Hence, and despite the scarcity of empirical research examining the direct effect of customer orientation, as a major driver of customer information, over the initiation phases of new product of Business Organization (i.e. im et al…, 2016). We can hypothesise that:
Hi: Customer orientation has a positive and significant effect on Business Organization initiative phase.
While customer orientation phase, it become more necessary during the implement phase (Di BenedeHo, 199). In this phase, customer orientation directs the organization efforts towards monitoring changes in customers’ needs, wants and preferences, which enables the organization of modifying the new product design (im et al…., 2016; Lagrosen, 2015) and adjusting its marketing strategy (Crawford, 2017). Accordingly, and consistent with previous empirical findings (i.e. im et al…, 2016), we can hypothesize that:
H2: Customer orientation has a positive and significant effect on Business Organization implement phase.
Competition Orientation effect over Business Organization phase competitor orientation represents an organizations’s committee to integrate competitor information into strategic and marketing process (Narver and S?later, 2019, Voss and Voss, 2015). Previous empirical research has underlined a direct effect of competitor orientation over Business Organization process. However, empirical research on the effect of competitor orientation over the particular phases of Business Organization process is lacking. Nevertheless, available literature underlines the importance of competitor information to the early phases of Business Organization process. For instance, frishammar and vlinepaa (2007) purpose that firms need information about competition (e.g competitors current product position), since that information might affect design specifications and product positing. They further purpose that more effective management about competitor information is associated with higher Business Organization organization performance in early phases. Consequently, and since that competitor orientation direct organization’s efforts in collecting, analyzing and responding to competitor information, we can hypothesize that:
H3: Competitor orientation has a positive and significant effect on Business Organization initiation phase.
Furthermore, it is anticipated that competitor information is also necessary in the implementation phase since it can give certain indications as to what competitors are doing in terms of Business Organization and what their anticipated reactions to an organization’s new product laundry (Stryker, 2016). Hence, we can hypothesize that:
H4: Competitor orientation has a positive and significant effect on Business Organization implementation phase.
Previous research has underlined the impact of Business Organization (e.g et al…2007; March-Chorda et al…, 2002; Swink and Song, 2007). However, no previous empirical research was conducted to examine the separate effects of Business Organization phases. The closest attempt to such endeavor was undertaken by Swink and Song (2007) who found marketing-manufacturing integration during phases on Business Organization has a positive effect. Interestingly, the early phases of Business Organization, i.e, initiation phase, is all about developing and designing a new product capable of satisfying customers current or potential needs in a better way than competitors. If the new product can succeed in such purpose, it can achieve competitive advantage. Hence, we can hypothesize that:
H5: Business Organization initiation phase has a positive and significant effect on new product advantages.
Business Organization process implementation phases.
While the initiative phase is all about developing the new project, the implementation phase is responsible for making sure that the new product is suitable to customers and markets (products and marketing testing). Furthermore, and more importantly, the implementation phase is responsible for developing the marketing strategy of the new product which can be a source of competitive advantage. Accordingly, we can hypothesize that:
H6: Business Organization: Implementation phase has a positive and significant effect on new product advantage. 



CHAPTER THREE
RESEARCH METHODOLOGY
3.1	RESEARCH DESIGN
A research design is the step by step guide of the research procedure.
The design adopted for the study is exploratory survey design permits the use of a well-structured research instrument for obtaining primary data that was used for this study.
The design follows accordingly.
3.2	POPULATION OF THE STUDY 
Research population can be defined as the total number of people or things organizations specified geographical area. 
For the purpose of this research work, the population consists of 50 consumer of Unilever food plc, from Jan 2025 to June 2025.
3.3	SAMPLING TECHNIQUE
The study adopted random sampling technique. All members of the population were represented equally.
3.4	SAMPLE SIZE DETERMINATION
The sample size refers to the number of elements from the numbers or population that was selected to form part of the study. The statistical formula adopted is n-2202.
Where n= sample size
Z= the research population
δ= standard deviation
d= tolerance limit or allowable error.
3.5	METHOD OF DATA COLLECTION
	There are various sources of data which could be categorized into two main sources namely: the primary data and secondary data. The methods of data collection used for this study are both primary data and secondary data. The primary sources of data were structured interview and self administered structured questionnaire which avoided manipulation and increase the quality of research. A total of 13 questions were used for the survey questionnaire. 
3.6	THE RESEARCH INSTRUMENT
The survey instrument was adopted for this study. A well structured questionnaire and interview were used to measure the dependent and independent variables.
3.7	VALIDITY OF RESEARCH INSTRUMENT  
Both the content and face validity were put to use in this study. The validity of the research instrument was ascertained through expert opinions and contributions as well as the approval of the supervisor. In addition the research variables were validated using factor analysis.  
3.8	METHOD OF DATA PRESENTATION AND ANALYSIS
Method of analysis involved descriptive and inferential statistics. The descriptive statistics described the properties of the data to show the variation in responses and opinions using frequencies and percentages and other. Descriptive items such as mean and standard deviations. The inferential analysis was done using chi-square statistical tools.   


CHAPTER FOUR
DATA PRESENTATION AND ANALYSIS
4.0	INTRODUCTION
This chapter is concerned with the analysis of the data collection during the course of the investigation of the study.
No matter the quantity and quality of the data collection for particular study, no much meaningful results can be obtained unless proper and adequate analysis tools mentioned in chapter three are adequately applied in order to obtain the necessary information required to achieve the set objective of the study.
In order to answer the research questions, two sections of questionnaires were administered. One set was distributed to company’s management and the other one was administered on the customers’ management and the other one was administered on the customers of products. This was done with a view to getting balanced information from all parties concerned in the subject matter.
The data collection for this study through the administration of questionnaire, conduct of the interview is elaborately analysis using the appropriate techniques of analysis. A total of 130 questionnaires were administered out of which 106 were received from the respondents, 52 from the staff and 54 from customers, fifty of each set of returned questionnaires ere used for ease of computation. The analysis therefore is done on the questionnaire received all cases and it centered on such issues as impact of Marketing Planning on Business Organization.
Data collected from described in chapter three is analyzed according to how they relate to the questionnaire stated below which this study set out to answer.
4.1 DATA PRESENTATION
Table 4.1 what affect the buying habit of customers?
	Variable
	No of Respondents
	Percentage 

	 Belief
 Custom
 Value
 Social
	-
15
5
30
	-
30%
10%
6%

	Total
	50
	100%


Source: Field Survey 2025.
This table shows that 60% of the respondents signify that social culture affects that buying habits of the consumers while 30% says it is the custom and 10% says its value.
Table 4.2 what do you think/consider is the important attribute of a new product.
	Variable
	No of Respondent
	Percentage

	 Price
 Quality
 Company
 Quantity
	5
43
2
-
	10%
86%
4%
-

	Total
	50
	100%


Source: Field Survey, 2025
The above table shows that majority of our respondent representing 86% feel that quality is what they consider in new product, 10% feel that it price, while only 4% feel that the company is what they consider.
Tables 4.3 do you any brand of new product.
	Variable
	No of Respondent
	Percentage

	 Yes
 No
 Sometimes
 Not all the time
	-
3
45
2
	-
6%
90%
4%

	Total
	50
	100%


Source, Questionnaire Administered 2025.
From the above table, it could be deducted that 90% of our respondents responded positively that they sometime buy any brand of new product, 6% responded “No” while 4% say not all the time.
Table 4.4 what factors affect/influence your buying habit of new product?
	Variable
	No of Respondent
	Percentage

	 Believe
 Norms
 Quality
 Taste
	-
5
45
-
	-
10%
90%
-

	Total
	50
	100%


Source field survey 2025
The table above reveals information on the extents of which factors influenced their buying habit of new product, majority of the respondents constituting 90% suggests quality, while only 5% suggest norms.
SECTION B
Table 4.1 does your company’s organizational structure have a Marketing Planning department of its own.
	Variable
	No of Respondent
	Percentage

	 Yes
 No
	-
50

	-
100%

	Total
	50
	100%


Source: Field Survey 2025
From the above table, its show that all the 50 respondent i.e. 100% said the company does not have a Marketing Planning department of its own.
Table 4.1.1 if “No” which of these departments handles Marketing Planning for your company?
	Variable
	No of Respondent
	Percentage

	 Marketing/Sales department
 Accounting department
 Admin/Personnel
 Production department
	-
-
-
50
	-
-
-
100%

	Total
	50
	100%


Source: Field survey 2025.
	
Table 4.1.1. Above shows the organizational structure which indicates that all the 50 respondents, that is, 100% agreed unanimously that the production department of the company is solely responsible for Marketing Planning activities even though there is no separate department. 
Table 4.1.2 Does marketing decision of the management depend on the outcome of the market research activities.
	Variable
	No of Respondent
	Percentage

	 Most time
 Often
 Seldomly
 Rarely
	43
3
4
-
	86%
6%
8%
-

	Total
	50
	100%


Sources: Field Survey 2025.
Table 4.1.2 above show the influence of Marketing Planning outcomes on marketing decision of the management. It is clearly seen that Marketing Planning outcomes are utilized most time in the rating of Marketing Planning outcomes are utilized most time in the rating of marketing decisions of the management as testified by 43 respondents respecting 86%, while 3 respondents representing 6% of the total say often times and 4 respondents representing 8% believe that Marketing Planning outcomes are seldomly use in marketing decision of the management.
Table 4.1.3 how often does you company undertakes Marketing Planning? Assessing the statistics of research undertake in some company
	Variable
	No of Respondent
	Percentage

	 Annually
 Semi-Annually
 Quarterly
 Occasionally
	3
2
-
45
	6%
4%
-
90%

	Total
	50
	100%


Sources: Field Survey 2025
Table 4.1.3 above reviews the frequency of Marketing Planning undertaken in company. It shows that Marketing Planning undertaken in most companies is an occasional event as testified by 45 respondents representing 905 of the total.
This assertion is vividly support by 3 respondents that is, 6% of total reaffirm the claim by rating Marketing Planning activities in most as a semi-event.
Table 4.1.4. How can one rate the performance of research activities in your company? The performance of Marketing Planning activities in some company.
	Variable
	No of Respondent
	Percentage

	 Yes
 No
 Sometimes
 Not all the time
	-
2
40
8
	-
4%
80%
16%

	Total
	50
	100%


Source: Field survey 2025.
Table 4.1.4 above indicates the performance of marketing activities. It completely reveals that only 2 respondents representing 4% of the total indicates that the performance of Marketing Planning activities is high. The performance of Marketing Planning activities was rated average as clearly revealed by 40 respondents representing 80% while the performance was believed to be low by 8 respondents representing 16% of the total.
Table 4.1.5 how would you rate the personnel responsible for carry out Marketing Planning for the company?
Evaluation of Marketing Planning personnel
	Variable
	No of Respondent
	Percentage

	 Most time
 Sometime
 Not at all
 Not all the time
	40
6
4
-
	80%
12%
8%
-

	Total
	50
	100%


Source: Field Survey 2025.
The table above reveals that 40 respondents representing 80% feels that most times Marketing Planning impact on Business Organization, 6 respondents representing 12% feels that sometime while 4 respondents representing 8% suggest that not at all. Therefore we conclude that it has impact. 
Table 4.1.7 does your company invest in Marketing Planning?
	Variable
	No of Respondent
	Percentage

	 Yes
 No
 Sometimes
 No idea
	40
6
4
-
	80%
12%
8%
-

	Total
	50
	100%


Source: Field survey 2025.
The above table shows that majority of our respondents representing 80% suggest that their company adopt Marketing Planning on New product which is significantly high 8% suggest “Sometimes”, while 12% consider “No”.
Table 4.1.9 what is your opinion relating to the possibility of Marketing Planning on Business Organization?
	Variable
	No of Respondent
	Percentage

	 Absolute possible
 Partially possible
 Impossible
 Absolutely impossible
	45
4
1
-
	90%
8%
2%
-

	Total
	50
	100%


Source: Field survey 2025.
The table above reveals that 45 respondents representing 90% feels that it is absolutely possible to conduct Marketing Planning on Business Organization 4 respondents representing 8 feels that it is partially possible while 1 respondent representing 2% suggest that it is impossible. Therefore we conclude that it absolutely possible.
4.1.10 Marketing Planning has no significance in our company
	Variable
	No of Respondent
	Percentage

	 Strongly Agree
 Agree
 Strongly Disagree
 Neither
	-
-
50
-
	-
-
100%
-

	Total
	50
	100%


Source: Field survey 2025
Table 4.1.10 above indicate the significance of market research in most company. It revealed that the 50 respondents which are 100% disagree strongly that Marketing Planning has no significance in company.
4.1.11 Marketing Planning findings usually help in proper utilization of our company resources.
	Variable
	No of Respondent
	Percentage

	 Strongly Agree
 Agree
 Strongly Disagree
 Neither
	44
-
2
4
	88
-
4%
8%

	Total
	50
	100%


Source: field survey 2025
Table 4.1.11 indicate poor utilization of Marketing Planning findings, were 44 respondents represent 88% of the total strongly agree, 2 respondents represent 4% strongly disagree and 4 respondent represent 8% neither.
Table 4.1.12 budgetary allocation to Marketing Planning is inadequate.
	Variable
	No of Respondent
	Percentage

	 Strongly Agree
 Agree
 Strongly Disagree
 Neither
	-
40
5
5
	-
80%
10%
10%

	Total
	50
	100%


Source: Field survey 2025.
Table 4.1.12 show the amount allocated to Marketing Planning which reveal that 40 respondents which represent 80% agree that the allocation is adequate, 5 respondents 10% strongly disagree the remaining 5 respondent 10% neither.
Table 4.1.13 research findings have not yielded any solution to marketing problems of the company most of the time.
	Variable
	No of Respondent
	Percentage

	 Strongly Agree
 Agree
 Strongly Disagree
 Neither
	-
3
47
-
	-
6%
94%
-

	Total
	50
	100%


Source: Field survey, 2025.
Table 4.1.13 reveals that 3 respondents which represent 6% agree that research finding have not yield any solution to marketing problems while 47 respondents which represent 94% strongly disagree.
Table 4.1.14 Marketing Planning is an effective tool for exploiting marketing opportunities.
	Variable
	No of Respondent
	Percentage

	 Strongly Agree
 Agree
 Strongly Disagree
 Neither
	44
-
6
-
	88%
-
12%
-

	Total
	50
	100%


Source: Field survey 2025
Table 4.1.14 reveal the effective tools for exploiting marketing opportunities, where 44 respondents which represent 88% strongly agree that Marketing Planning is an effective tool while 6 respondents which represent 12% strongly disagree.
What additional comment(s) can you give relative to the impact of Marketing Planning on Business Organization?
It is majority opinion that most of the company should invest and encourage both internal and external research for research and this will allow for wider research courage and it will have positive impact on new products.
4.2	TEST OF HYPOTHESIS
Test of hypothesis is a hypothetical testable belief or opinion by the use of statistical measure. For the purpose of this research hypothesis H0 and Hi would be tested using Chi-square. These hypotheses were formulated as follows:
Ho: Marketing Planning has no effect on management decision making.
Hi: Marketing Planning has effect on management decision making.
Chi-square is a statistical formula which is computed as follows:
(x2) = (Fo-Fe)2
	Fe
Where: Fo: Observed Frequencies
	Fe: Expected Frequencies.
In testing the hypothesis, the critical value depends on the level of significance and degrees of freedom. Therefore, when the null hypothesis Ho will be accepted, (Hi) would be rejected, and vice versa. For the purpose of testing the hypothesis, response to question ii from the administered questionnaires will be used.
Chi-square x2 is used to test the hypothesis which is chi-square x2 is used to test the hypothesis which is referred to as a “a goodness of fit test”.
Chi-square x2 = E (O-E)2
			E
Where; O = Observed Frequency (Fo)
	E = Expected Frequency (Fe).
Does Marketing Planning have impact on Business Organization is used in testing the hypothesis.
	Variable
	Fo
	Fe
	Fo-Fe
	(Fo-Fe)2
	(Fo-Fe)2/Fe

	Most time
Sometime
Not at all
Not all the time
	40
6
4
-
	16.7
16.7
16.7
-
	23.3
-10.7
-12.7
-
	542.89
114.49
161.29
-
	32.5084
6.8557
9.6581
-

	Total
	50
	-
	-
	-
	49,0222


X2 = E (O-E)2	= (Fo-Fe)2	= 49,0222
	E			Fe	
The expected frequencies were obtained by dividing the total frequencies by number of categories of responses. i.e. fifty divided by three. The degree of freedom is (r-1) (c-1), where r is the number of rows and c the number of columns.
The degree of freedom = (3-1) (2-1) = 2. Therefore the critical value at 0.05 level of significance and degree of freedom 2 = 5.991.
DECISION RULE:
When the critical value is greater than the calculated chi-square (X2) then the null hypothesis Ho will be accepted, (Hi) would be rejected, and vice versa.
DECISION
Since the calculated chi-square (49.0222) is greater than the critical value of 5.991 we reject the null hypothesis and accept the alternative hypothesis. This implies that Marketing Planning has impact on Business Organization.
4.3	DECSCUSSION OF FINDING
In an attempt to evaluate the use of Marketing Planning on the impact of new development in some companies, the following findings have been revealed.
1. That most organizational structure do not provide for Marketing Planning department of its own.
2. That marketing decision of most companies is significantly based on the Marketing Planning findings.
3. That budgetary allocation to Marketing Planning is inadequate.
4. There is not enough qualified and trainees Marketing Planning profession personnel in some company.
5. There are most enough marketing efforts in the sales/ marketing activities of the company.


















CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.0	INTRODUCTION
This chapter is made up of summary, conclusion and recommendation. In the summary is entails what each of the previous chapter contained, while the conclusion is the outcome of the overall research work and the impact of Marketing Planning on Business Organization.
5.1	SUMMARY
The research is an assessment of the impact of Marketing Planning on Business Organization which is divided into five chapters.
Chapter one introduced the study, it states how marketing has been an important tool for determining the success rate of a new product generating more revenue for the entire success of the organization. It also consists of the statement of the study, research question, research hypothesis, definition of terms. The objective of the study was to examine the contribution and the importance of Marketing Planning on Business Organization, and examine circumstances under which Marketing Planning is more likely to be used in the stage of new products development and impact of Marketing Planning on the profitability.
The chapter two explains the conceptual review, theoretical reviews and empirical review of the history of the case of study (Unilever food Nigeria, Plc), research in marketing and types of research that exist in the field of marketing such as product research, primary and secondary research, uses of Marketing Planning, stages of product development e.t.c.
Chapter three explain the research design of the study, population of the study, sample frame, sample size determination, method of data collection, the chapter explain how the research came about how the data was collected and how the data was analyzed to help solve the problem at hand.
Chapter four dealt with the analysis of the relevant data collected for the research, also dealt with test of hypothesis and discussion of finding.
Chapter five is just the summary of all that is contained in the first four chapters. It contains the summary, conclusion and recommendation.
5.2	CONCLUSION
Despite the huge amount of money spent for the promotion activities in most companies, the products are not well recognized, this means that the planning and development stage of the company are the most important areas to consider before any other thing.
Organization succeeds more with uniqueness rather than uniformity, uniqueness entails doing things completely different from the usual way adopted by competitors and other organizations. To have uniqueness in methods, procedures, process, and systems, organizations needs to have the right caliber of people to bring about these changes to stimulate them and to live with them for the purpose of gaining competitive edge and advantage over the competitors. To achieve these; organization must spend a lot on Marketing Planning to achieve uniqueness and product delivery.
If sufficient research is undertaken, then the changes of failure are reduced. Indeed, the danger that many companies wish to avoid is the development of product without any consideration of the market.
Marketing Planning would lead to higher Business Organization success, and that the integration of Marketing Planning intensively and understand consumer response in great depth are more likely to have higher success rate. The more extensive use of Marketing Planning appears to be related to more experience in doing Business Organization and a larger role for new products in the companies. Use of Marketing Planning also allows companies to set quantitative goals for new products, and more carefully evaluate performance after launch.
Also most organization can be regarded as pace setters or market leaders in their various markets, if only they take time in doing Marketing Planning on Business Organization.
5.3	RECOMMENDATIONS
In order to undertake a systematic product planning and development, in Marketing Planning, the researcher is making the following recommendation.
1. Most company should invest in promotional activities to enable the product sell in the market and to increase the profitability of the company.
2. Also companies should adopt the scientific method of product planning and development within the context of Marketing Planning.
3. Another recommendation that can be put forward is that money should be invested in promotional activities to enable the product sell in the market.
4. That they should also conduct gap analysis of the existing products by interviewing a representative of consumers to find out their views about the company’s existing products before thinking of producing another one.
5. They should also take note of the types of research approach used at the stage which includes monadic approach of data about the marketing mix variable such as price, promotion package and distribution. Although the companies conduct testing, it may suggest that the company studies very well the procedure of product testing which varies from company and product to product. It is also expensive since it involves raw materials, machinery and accuracy at new skill production.
Like product testing, marketing test also involve some procedure of which I will suggest companies to adopt to ensure successful marketing test, and take note of the information required during the marketing test.
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