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ABSTRACT

Marketing plays a crucial role in the survival and growth of organizations in the hospitality sector, particularly in Kwara State. It helps businesses attract and retain customers, build brand awareness, and differentiate themselves in a competitive market. Effective marketing strategies, including promotional activities, digital engagement, and customer relationship management, enable hospitality businesses to increase revenue and sustain operations.
Studies have shown that applying marketing concepts in the hotel industry enhances profitability and customer satisfaction. Promotional strategies, such as advertising and public relations, contribute to achieving organizational goals2. Additionally, marketing helps hospitality businesses adapt to changing consumer behaviors and industry trends.














CHAPTER ONE
1.0	INTRODUCTION
	In Nigeria where the importance of marketing is yet to be fully appreciated, people talk of marketing their products as if they are referring to a particular problem. A successful marketing strategy must tell an organization where they would want to be on a long-term basis that is why it is often said that marketing strategy is a continuous process. It must rest on a carefully but well planned action, Baker (1995)
	The strategy aspect of the plan should be based on what is known of the competitor’s strength and weakness, the physical characteristics of the battle ground, the friendly or hostile sentiment of those who occupied the territory, and of course, the nature of resources available to the organization, Stanton (1982: 35).
[bookmark: page9]	In the business organization, there is safely no activity where the marketer must not therefore make the right decision about the four components of the marketing mix - price, product, place/distribution and promotion through the employment of marketing strategy. These key components must be co-ordinated and moved into a unified effective strategy if the product must perform well in the market, Kotler (1997: 315) 
1.1	BACKGROUND OF THE STUDY
	Marketing is all about organizing the company to meet the need of customers not just today and tomorrow but also in five or even ten years time. It is about supporting customers, with well designed, good qualify, reliable product at a price which their considered to be fair. It is also about providing the level of services before, during and after the placing of an order that customers have a right to expect marketing therefore is all about the company outward looking for customers. Oriented to do this, you have to be able to put yourselves in the customer shoes (or even better inside their minds) in order to really understand what they want and what they feel about things only in this way can the firm organize be itself successfully to meet the needs of the customers.
	Marketing is defined by Kotler (1980) as a set of principles for choosing target marketing, measuring their needs development, want satisfying product and service and delivering them at a value to the customers and a profit to the company”. 
	From the definition marketing process is aimed at getting the right goods to the right person at the right place, and at the right time with right communication process. This means that the activities designed to make commodities available at either time or place where they are more in demand than a time and place at which they are available create wealth to the industries. In this present age of changes marketing is the heartbeat many business operations and it is very important if a business is to be successful.
	Meanwhile, marketing concept was defined by Ayaba (1987) as a new philosophy or a way of thinking by the managers that sees the satisfaction for customers need as the key to achieve organizational goals.
	However, the hotel proprietor act of 1957 defined hotel as “an establishment offering food and drinks, sleeping accommodations if so required to any customer who appears able and willing to pay for the services and facilities.
1. According to this definition tourist are mostly considered
2. As the hotel customers that is / the buyers of hotel products.
	Those tourists could be categorized into the common interest domestics. International tourist could be categorized into the common interest domestics and international tourist. Some people tend to fall into one of the above categories hotel therefore could be said to be sewing the public and the success of this hospitality industry would depend on its ability to satisfy customers.
	Marketing is the scientific study of exchange relationship. It is also business activities that direct the flow of goods and services from the producers to the ultimate consumers (users). On the other hand, it is the set of human activities directed at fascinating and consummating exchange.
	Despite the importance of marketing in an organization some hotels in this country has not put marketing concept in its proper place.
	Marketing concept proclaims that the interest of the forms will be best serve to the form will be best serve to the extent that it can anticipate changing customer’s needs and organize its resources to need these needs. It is also the process of anticipating changing customer’s needs. Marketing activities have been totally neglected in most hostels in Nigeria and partially practiced in very few ones for example, what generally happened in the hotel industry is that the general manager hires as an individual and labels himself with the tag of sales manager, director of sales or similar titles. He assigns this person with the job of going after group room business conventions touring groups.
	The general manager himself takes up the advertising to individual room sales. The catering managers take care of the food and banquet manager. The above narration shown that what operates in the hotel is an indefinite, disconnected unrelated accidental sort of partial marketing.
	This is so in most Nigeria business because business in Nigeria today especially in the hostelling industry operates in a “seller market” that is market where less attention is paid to the customers need and satisfaction and yet the success or product still sold.
1.2 	STATEMENT OF THE PROBLEM 
Over the time, it has been identified that the following are the problems embattling hospitality industry in Nigeria with a particular references to Ilorin Kwara State. 
However, in the quest of the researcher to provide solution to all these problems has therefore decided to embark on this research; Declined in the profitability level of most hospitality industry s, Ineffective sales promotion strategies adopted by the hospitality industry . Under- utilization of the hospitality industry s capacity. Absence of qualified marketing manager in the hospitality industry s. 
1.3	RESEARCH QUESTION 
The following research questions shall he investigated: 
1. What Marketing concept tools are used by the hospitality industry in achieving their corporate objectives? 
2. What is the relationship between Marketing concept and financial performance of the hospitality industry? 
3. What is the effect of Marketing concept on profitability of the hospitality industry? 
4. What challenges affect Marketing concept activities undertaken by the hospitality industry 
1.4	OBJECTIVES OF THE STUDY
This study generally sought to examine the relevance of Marketing to organizational survival in the hospitality industry in Nigeria. The specific objectives entail: 
1. To examine Marketing concept activities used by hospitality industry in order to achieve their corporate objectives. 
2. To examine the relationship between Marketing concept and hospitality industry objectives. 
3. To examine the effect of Marketing concept on the profitability of the hospitality industry 
4. To identify challenges surrounding Marketing concept activities undertaken by the hospitality industry 
1.5 	HYPOTHESIS FORMULATION
The following research hypotheses will be formulated in this research study. They are: 
Hypothesis I: 
Ho I: Marketing concept is not significantly used to persuade, inform and create awareness as a tool for achieving hospitality industry objectives. 
H1 I: Marketing concept is significantly used to persuade, inform and create awareness as a tool for achieving hospitality industry objectives. 
Hypothesis II: 
H0 II: There is no significant relationship between Marketing concept and hospitality industry objectives 
H1 II: There is significant relationship between Marketing concept and hospitality industry objectives 
1.6	SCOPE OF THE STUDY 
The project work concerned with the application of marketing concepts in the industry in Nigeria and the scope of the study will entails the theoretical scope, geographical and industrial scope marketing mix by. the hospitality industry as well as the problems facing the hospitality industry. The geographical scope of the study of the project work is located at Ilorin and its environments, the industrial scope will be hospitality industry since case study under the hospitality industry since case is under the hospitality industry then it was chosen because it has similar characteristics with other types if hospitality industry under it industry. 
1.7	SIGNIFICANCE OF THE STUDY
The significance of this study comes in four folds as it affects the following: 
1. Researcher: It will enable the researcher to gain more knowledge on Marketing concept and how it is being adopted by Kwara Hotel, Ilorin. 
Also, project work is part of curriculum that must be fulfil for, the award of certificate. Therefore, it will also help the researcher to be awarded National Diploma in Marketing from the institution. 
2. Discipline: This study brings first hand information needed by lecturers and students of Marketing, who may want to research into topic or related topics of this nature about Marketing concept. 
3. Case Study: This will serve as a guide or reference to the management and hospitality industry of Kwara Hotel, Ilorin in using Marketing concept to sell its products. 
4. Society: The outcome of this study will be of great advantage to the society in having the knowledge about Marketing concept and how if effectively applied can lead to growth of the industry. 
[bookmark: _Toc8938692]1.8	OPERATIONALISATION 
The independent variable in this study is marketing by X. while the dependent variable is organizational survival in the hospitality industry in a multi-lingual society denoted by Y and the construct and variables are stated below.
Y = f(x)
Where X = marketing 
Where Y = organizational survival in the hospitality industry 
Regression Model Specifications 
 y1i = α + βx1i + βx2i + ε 
y2i = α + βx1i + βx2i + ε 
Where:
x1 = sales (s) 
x2 = hotel (h)
y1 = Profitability (pr)
x2 = Customer Base (cb)
α = Constant term
ε = error terms
1.9	OUTLINE OF STUDY
	The project has been divided in five chapters or easy, understanding.
	Chapter one comprises the introduction of the project topic, Introduction of the study, Background to the study, Statement of the problem, Research questions, Research hypotheses, Significance of the study, Scope of the study, Plan of the study.
	Chapter two takes a look at the Literature review, Introduction, review, Conceptual review, Theoretical review, Empirical review, Gap in literatures.
	Chapter three comprises research introduction, Research design, population, sample size determination, sampling techniques, Method of data collection, Method of data analysis, validity and reliability, Ethical consideration.
	Chapter four Data analysis, Introduction response rate, Data screening and cleaning, Detection of missing data, Assessment of outliers, Demographic profile of the respondents, Questionnaire response rate.
	Chapter five Summary of findings, Conclusion and recommendations, Introduction, Summary of the study, Conclusion, Recommendation, Limitation of the study, Contribution to knowledge, Suggestions for future studies, References.
1.10	DEFINITION OF TERMS
Customer Satisfaction: As an outcome of purchase and use resulting from the buyer's comparison of the rewords and the costs of the purchase in relation to the anticipated consequences. On the other hand, satisfaction can be considered as a process, emphasizing the perceptual, evaluative and psychological processes that contribute to satisfaction.
Communication: Is the links which bind organizations together in order to evolve common understanding or could be described as a process of passing information and understanding to one or more person.
Customer: The term ‘customer’ is commonly used to refer to end-users of a product. Also customer is a general term referring to anybody who receives a service or product from some other person or group of people.” Generally, there are internal and external customers, where internal customers refer to the staff or employees and external customers refer to stakeholders of an organisation.
Hotels: An establishment was providing accommodation, tourists. It is also an establishment provides lodging paid on a short-term basis ought to conduct our form’s operation”.
Lodging: Lodging is a type of residential accommodation lodging may be self catering in which case no food is laid on but cooking facilities are available lodging is done in a hotel, hostel or hotel.
Industry: A specific branch of manufacture and trade. It is a commercial production and sale of goods it is the sector of an economy made up of manufacturing enterprises it is often classified into three sections: primary or extractive, second or manufacturing, and tertiary or services.









CHAPTER TWO
LITERATURE REVIEW
2.0 	PREAMBLE
	The marketing concept is one of the marketing management philosophy this concept was evolved in early 1940’s when customer had a lot of catching up to do and company scaled to meet the demand. Business people have begun to recognize that marketing is vitally important to the success of an industry.
	This had led to an entirely new way of business thinking a new philosophy called marketing concept Stanton, 1960’s.
2.1	CONCEPTUAL REVIEW
	THE DEFINITION OF MARKETING CONCEPT
	Marketing concept was also defined by Kotler (1980) as “a management orientation that holds the key to achieving organization goals determining the needs for the target marketing and adopting to delivery, the desired satisfaction more effectively and efficiently than the competitors”. To express in better way such as fund wants full them make what you can sell instead of trying to sell what you can make love customers and not the product.
	In addition, under the marketing concepts, the customer is at the top of the organization table. So the organization should try to satisfy the needs of the customer or the clients through a coordinated set of activities which at the same time allow the organization to achieve its goals.
	Providing satisfactions to customers is the major trust of marketing concept.
	However, the marketing concept tresses the importance of customer and emphasizes to satisfy customer the business must try to satisfy current needs in a manner that will not produce adverse long rum effect which will cause strong customer dissatisfaction in future for example, imagine a customer’s reaction when poorly co-coordinated and oriented hotelier send her a booklet urging the use of the hotelier credit plan the same day, that the customer also receive a hash threatened possession of earlier patronage if the customer account is not paid up within twenty-four hours.
TYPES OF MARKETING
	As management philosophy adopts the marketing concept its industry generally becomes more competitive with the result that marketing decision are increasingly important, organization structure have changed.
	As a result of these conflicting interests, a business organization can have its marketing activities divided into five different types of marketing concepts namely:-
i. Production concept
ii. Product concept
iii. Selling concept
iv. Marketing concept
v. Societal marketing concept
1. Production concepts: The production concept holds that consumers will favour product which are widely available and low in cost. The manner in order to be successful well attains high production efficiency and wide distribution coverage.
2. Product concept: The product concept is a management oriented that assumed the consumers will favour those products that offer the most quality for the price and therefore, the organization should devote its energy to improving products quality.
3. The selling concept: This concept holds that consumer will not buy enough of a product unless the management embraces on massive and aggressive selling and promotion efforts.
4. Marketing concept: The marketing concept is a management orientation that holds that the key to achieving organization goals is determining the needs and wants of the target markets and adapting itself to deliver the desired satisfaction more effectively that its competitors.
5. Societal marketing concept: This holds that the organization is to determine the needs, want and interest of the target markets, it should then deliver the described level of satisfaction more effectively and efficiently than any other competitors in a way that the efficiently than any other competitors in a way that the consumer and there society’s well-being is maintained or improved upon.
RATIONALE FOR MARKETING CONCEPTS
	The marketing concepts are consumer’s needs and wants as the key of achieving organization goals. Marketing concept starts with the firm potential customers and their needs and programmers to satisfy the needs of consumers it aimed to satisfy the needs of consumers it aimed to satisfying these needs at a profit.
(1)	CUSTOMER ORIENTATION: The concept seeks to be the topmost in the organization chart that the company performs at the function.
The company produce what he / or she can sell.
The marketing should produce what the customer can buy.
a. Customer satisfaction: - The marketing concept aimed at satisfying desire of the customer with the intention to produce their basic needs.
And with knowledge of;
1. The customer is always right if he /she are right.
2. We shall only merchandize the best qualities obtain at the best price.
3. We strive to give completely satisfactory service to every customer.
(2) 	INTEGRATED MARKETING: The integrated marketing concept calls for a basic re-orientation of the company from looking inwards to the product to look outwards for the customer’s needs.
	Selling focus on the needs of the seller
	Marketing with the idea of the need to satisfy the customer by means of product and whole duster of things associated with creating deliveries and finally consuming the products.
USES AND BENEFITS OF THE CONCEPT
The uses and benefits of production concept are;
· Consumers are primarily interested in product availability and at low prices.
· Consumers do not see or attach much importance to non price to difference within the product class.
· The customers know the price of the competing brands.
· The organization task is to keep improving distribution and lowering cost as key to attracting and holding customers.
	The products concept uses and benefits are;
· Consumers buy products rather than solutions to needs
· Consumers are primarily interested in product quality
· Consumers know the qualities and features of differences in the competing brands.
The selling concept uses and benefits are:
· Consumers have a normal tendency to resist buying things that are not essential.
	The organization task is to organize strong sales. Oriented department as the key to attracting and holding consumer.
	The societal marketing concept benefits and uses are:
	It looks at the consumer’s wants and his environment in terms of rapid increase in population resources shortage, neglected social services and world’s environmental problems.
	It overlooks the likely conflicts between short-run consumer want and long-run consumer (and society) welfare.
	It draws the intention of marketers towards the environment of the consumer and requests that three major stakeholders.
	Interest must be balanced while selling their marketing policies.
	The societal marketing concepts realized the long-run significance of satisfying consumer want and the interest of the society.
	The organization too is to serve the largest market in a way that they produce not only initial want satisfaction but long-run individual and social benefits as the key to attracting and holding to consumers.
DIFFICULTIES AND CONSTRAINTS TO EFFECTIVENESS OF CONCEPTS
	The difficulties and constraints of the concept are solved through the approaches listed below;
· Communist approach
· Socialized approach
· Mixed economy approach.
1.	COMMUNIST APPROACH: - This is the process which the state and the central government controls the entire product of goods and services in order to satisfy the interest of masses (people).
-	The sale or central government assumed total responsibility for creation and distribution of goods and services.
-	All decisions as to what will be produced when and how and what quality are made by a central authority.
-	The state dictates where and how the goods are obtained often limits the amount that one is permitted to consume.
2.	SOCIALIZED APPROACH: - It is a situation in which the production of goods and services are owned and controlled, organized and managed by the state government e.g. china, Britain.
	The basic industries are owned and controlled by the state: transportation, communication, steel, energy production and lakes are owned and controlled by the state.
	Industries such as retarding are left to private enterprise.
	There is a limit on the profit which can be made. Socialize society as compared to that in a communion society that depends on the state to provide basic requirement is a significance limiting factors. A firm that adopts the:
	Marketing concept not only must satisfy its consumer’s objectives but also must achieve its own goals.
	Otherwise, it will not stay in business for long and the best way an organization can achieve its goals is by providing satisfaction through co-coordinated activities.
	In their book Adeka, C Ebue, and Hnohim Dorth, 1992 Kwara Hotel, defined marketing concepts as “a market that focused on customer oriented, backed by integrated co-ordinated marketing – aimed at generating customer’s satisfaction as the key to satisfying organizational goals carefully, they may be able to satisfy all the market efficiently and effectively.
	More so, the definition of marketing concept was propagated by charles (Robson) as a customer oriented backed by integrated marketing aimed at generating customer satisfaction as the key to satisfy organized goals. In a nutshell, marketing concept is based on satisfying the customers at a profit.
	Marketing concept holds that to achieve goals of an organization. The needs and want of the target market must be identified and desired. Level of satisfaction must be delivered more effectively than other competitors. The selling concept takes the perspective of the company focusing on its existing product and adopting selling and promotion assist means of obtaining profit by levity.
THE MARKETING CONCEPTS CHART
				Organizational goals achievement
Customer needs and want
			 Through customer’s satisfaction 


Integrated marketing effort

Sources:					
Capitalist approach: (free enterprise): it is the process in which the entire production of goods and services are owned, controlled, organized, co-ordinate by private individuals e.g. p2, fidso.
· The bulk of goods and services needed by a society are created and distributed by private enterprises in search of project.
· Consumer has high degree of freedom to buy whatever they choose and where they choose.
· The individual produce them at a price the consumer can and will pay and the limited restriction impose on member
· Society or an individual and as well as businessman are highly responsible for the volume of variety of things that are in existence.
3.	Mixed economy approach:	It is a situation in which the private individual and the government owned the entire production of goods and services in order to satisfy the consumer interest e.g. Nigeria, China and U.S.A.
· It is the existence of both privately owned and public owned enterprises.
· The individual consumers are called the price inflation of goods and services.
· The high degree of consumers orientation
· Subordination of function goals to corporate objectives.
· Unification of company operation to satisfy consumers desires and wants in accordance with corporate objectives which might usefully illustrate the marketing profit.
THE HOTELS MARKET
	Market is the set of all buyers (actual and potential) of a product or services. A market is the set of all buyers while an industry is the set of the sellers. The number of buyers which are likely to buy a particular product is the set of consumers who show some levels of interest in a particular product.
	Market is applied to hotel industry and this had necessitated improvement in the hotel services provided. Hotel services according to Kallen (1970) “are services that can be derived from hotel industry system of a country arrangement of caterers services to the present and potential customers”.
	A hotel services which is intangible need to be adequately packaged to answer customers satisfaction.
	The services needs satisfaction from the customers and this is synonymous to the success of its operation or existence. Therefore, market as applied to hotel industry request a planned orientations with the best sue and effective market exchange system to know where, when, what, and how to provide some of this services in an earlier dynamic situation for the survival of the hotel industry and exchange the achievement of the main objectives. Hotel reforms have to decide deliberately on the type of customers they wish to give correct facilities and suitable atmosphere in order to project the image effectively to present and potential customers.
	The hotel industry provides the services of feeding the customers by selling food, beverage and drinks to customers. The catering and food departments of the hotel should satisfy the needs of their customers. So also is swimming pool, garden that gives the opportunity to the customers to relax and enjoy their stay in the hotel.

2.2	THEORETICAL REVIEW
The Hierarchy of Effects Theory
	Lavidge &Steiner (1961) introduced a theory termed the hierarchy of effects. The theory posits that consumers move from being unaware to being aware, to having knowledge, to liking & preference, conviction and purchase. The theory describes the effectiveness of promotion to jump start the sequence of event needed before a consumer will buy a product and ultimately achieve the marketing objectives Awareness:	the individual is aware of the product’s existence.
Knowledge: the individual knows what the product offers.
Liking: the individual has favorable attitudes toward the product preference: the individual favorable attitudes have developed to the point of preference.
Conviction: preference is coupled with a desire to buy and confidence that the purchase would be used.
Purchase: attitude is translated into actual buying behaviors.
Some authors described the above as AIDAS theory representing the initials of the five words used to express the stages through which the prospects’ mind passes during buying( A attention, Iinterest, Ddesire, Aaction, Ssatisfaction)
Right set of circumstance theory
	The theory posits that particular circumstances prevailing in a given selling situation cause the prospect to respond in a predicted way. It is a seller oriented theory as it stresses upon the importance of salesperson controlling the situation. When sales men handle the set of circumstances well, the more predictable is the response. The set of circumstances includes factors external and internal to the prospect. The theory is otherwise called situation –response theory.
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Source: Adapted from Schramm, Willbur (1974)


	Even though the world of advertising has become more and more competitive, the principle behind the ad copy remains the same. The four steps that the copywriters use in their ad to persuade the consumers to buy the products are attention factor, interest element, desire element and action element which is called as AIDA. Advertising and marketing objectives are met by the effective use of this model.
	The phrase AIDA, in marketing communication was coined by American advertising and sales pioneer Elias. St. Elmo Lewis in the late 1800s. The model talks about the different phases through which a consumer goes before going to buy a product or service. According to him, most of the marketers follow this model to fetch more consumers for their product. Marketers use this model to attract customers to purchase a product. This model can be seen widely used in today’s advertisements.
	The acronym AIDA stands for Attention, Interest, Desire and Action. These are the four stages that a consumer goes through when watching or viewing an advertisement. According to Lewis, first and foremost, the role of an advertisement is to attract the customers. Once an ad grabs attention, it has to invoke interest towards the product in the minds of the consumers. After creating an interest, the ad has to bring desire in consumers mind to use the product and finally the consumer has to take a favorable action towards the product by ultimately purchasing the product.
The process of AIDA
· Attention: Attention is usually grabbed by the use of image, color, layout, typography, size, celebrity, model e.t.c
· Interest: Once attention is grabbed, it’s necessary to create interest in the viewers mind so that they will read more about the brand being advertised. By the use of an attractive sub head, interest can be invoked
· Desire: The element of desire is usually created by the use of body copy where you write in detail about the necessity of buying the brand, thereby explaining the features of the brand, facts and figures
· Action: Towards the end, the contact information of the brand will be given where they expects the viewers to take action immediately. It can be in the form of shop address, toll free numbers or website address
	An advertisements success depends up on the viewer’s ability to notice and understand its message. The AIDA model helps the copy writer to present the elements of a print ad, Headline, Subhead, Body copy, slogan and contact information in a format that makes the viewers read in a flow and understand about the product easily.
Social Marketing Theory
	Social marketing theory is a collection of theories that focus on how socially valuable information can be promoted. This theory has been used by social and welfare organizations to help promote or discourage various behaviors. The theory is administrative in nature in such that it seeks to outline a framework that can be used to design, implement and evaluate information campaigns. The target audience is identified based on their information need. Once this is done information is packaged and distributed in a manner that will be easily accessible to the intended audience.
Awareness
Idea
Promotion
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Success
SOCIAL MEDIA








Source: Adapted from Schramm, Wilbur (1974)

	The theory is an attempt to clearly understand how societal and psychological factors work to successfully manipulate them in order to increase how effective mass media information campaigns are. The theory focuses on helping identify the various social and psychological barriers that hinder the flow of information through the mass media and offers ideas and ways to overcome these barriers. These strategies range from being indigenous to the use of saturation advertising.
Features of Social Marketing Theory
1. 	Creating Audience Awareness
	When there is a need to promote any new idea, person or behavior, the first step is to create awareness that such a new concept or individual exists. Awareness is created by using all available channels at one’s disposal like news media and even new media like the internet. One of the easiest ways to create awareness is having a saturation television campaign. But the drawback is that’s a costly affair. The benefit of using newer media on the other hand is that a wider range of audience can be reached out to. The use of internet helps reach younger audience who may not read newspapers or depend on television for information.
2. 	Targeting the Right Audience
	When disseminating messages, it is important to first identify the audience that requires the message and then finding the most efficient means of reaching them with the message. This helps cut costs and ensures higher levels of audience penetration. For example, if the message is intended for old people, using the internet to spread information would be a waste of time as most elderly people do not use computers. A more effective way would be to use radio and television to get the message across.
3. 	Reinforce the Message
	When people receive a new message once, they tend to forget it easily. It’s therefore necessary to reinforce the message by repeatedly ensuring that individuals are exposed to the message from different channels. Promoting the media in various mass media, going door to door, holding group discussions, having debates on television are ways in which messages can be reinforced. People can eventually change themselves as agents when they start spreading the message that they have received from others.
4. 	Cultivate Images or Impressions
	When the audience is not interested in the person, product or service being promoted, they will not seek out any information about them. In such a scenario, image advertising is used. Here recognizable and easily understandable images are shown and the new product or service is shown in relation to that image. This helps create a favorable setting for promoting the new product. For example, watching an old couple reminisce about their college days and romance while sipping a hot cup of coffee is a tactic where a familiar event is used to attach happy emotions to a new coffee product, thus developing its image.
5. 	Stimulate Interest
	To make audience seek information, it is necessary to grab their attention and stimulate interest. Once this is done, information should be made easily accessible to the general public. Dramatic events or unexpected actions help capture the interest of the audience. A politician photographed cleaning a beach helps drive home the point that he cares for the environment. A dish washing product that claims one bottle will clean a thousand plates could organize an event where a thousand or more plates are washed in real using a single bottle. This event could be promoted as breaking the Guinness Book of World Record and immediately causes people to become interested in the product. Similar ideas could be used to further social welfare schemes and products.
6. 	Induce Desired Result
	Once information has reached the intended audience, efforts should be taken to ensure that the desired decision is arrived at. A campaign against smoking needs to ensure that people stop smoking. A new product being introduced should result in actual sales or usage.
Theory of Planned Behavior (Ajzen 1985)
[image: File:Theory of planned behavior.png]
	Source: Adapted from Davis et al,.(1989) 
	In 1985, Ajzen extended TRA to what he refers as the theory of planned behavior (TPB). This involves the addition of one major predictor—perceived behavioral control. This addition was introduced to account for times when people have the intention to conduct the behavior, but the actual behavior is thwarted because of subjective and objective reasons. In the theory of planned behavior, the attitude, subjective norms, and behavioral control have "important although differently weighted effects on a person's intention to behave".
	In spite of the improvement, it is suggested that TRA and TPB only provides an account of the determinants of behavior when both motivation and opportunity to process information are high. Further research demonstrating the casual relationships among the variables in TPB and any expansions of it is clearly necessary. The model also mentions little about the memory process.
2.3	EMPIRICAL REVIEW
	In the study conducted among women in Kenya by Arvinlucy (2012) it was found that most women groups use promotion in promoting their products. This was due to the fact that other promotional elements require a lot of money and the groups do not have sufficient fund to carry out those other promotional elements. Advertising was only used once by the groups providing services just to create awareness of their existence so that they may get donors to fund their activities. Banerjee (2013) in his study concluded that promotion has a lot of advantages that could bring about a long term business relationship and that most Indian insurance firms generate sales through salespersons efforts. Olumoko, Abass, and Dansu (2012) posited that promotion through the use of salespersons are able to communicate the value inherent in the services to clients thereby increasing their level of satisfaction as well as ensures that clients gets the exact quality of services required while also information could be modified to suit needs.
2.4 	GAP IN LITERATURE 
	The study established the relevance of promotion in marketing activities by revealing the potent power of promotion in Hospitality industry hospitality industry companies to accentuate effective relationship building, creative selling as well as maintaining profitable customer relationship. Therefore the findings from the study indicated that promotion played critical success role in building customer relationship, creative selling and maintaining profitable customers. The outcome of this study was supported by the study of Banerjee (2013) arguing that promotion had a lot of advantages in building customer relationship. This view was also further reinforced by Olumoko, Abass, and Dansu (2012) who posited that promotion through the use of salespersons are able to communicate the value inherent in the services to clients thereby increasing their level of satisfaction. On the influence of promotion in building and maintaining profitable customer relationship, the result indicated statistically significant outcome in hospitality industry where the average score was above average (2.5) while it was not statistically significant in hospitality industry where the mean was below average. It was concluded that promotion influence was greater in hospitality industry than hospitality industry with respect to building and maintaining profitable customer relationship. It is therefore no exaggeration to say that promotion till today performs its basic functions in marketing thereby contributing to the marketing activities of the selected companies. The significant role of promotion as critical promotional tool was emphasized by Mohd and Wannur (2012) in their study of Batik SMEs in Malaysia The finding of the study corroborated the above finding. It was found out that personal network promotional tool was used by the majority of the respondents. The theory of hierarchy of effects (AIDAS) explained the significant effect of promotion in jump starting sales through awareness cumulating into action of purchase or sales. The research of Banejee(2013) equally supported the theory of promotion in assisting organization to generates sales. Arvinlucy (2012) concluded that promotion was largely adopted because of its affordable costs compared to other promotional tools.















CHAPTER THREE
RESEARCH METHODOLOGY
3.0	PREAMBLE
	This chapter attempts to describe the methodology to be used in attaining the stated objectives of the study. It includes the research philosophy, research design adopted, method and sources of data and procedure in testing hypotheses formulated for the study.
3.1	RESEARCH DESIGN
	Research design is the structure and strategy of investigation formatted in order to obtain data to answer research question, which would enables the researcher to test the research questions for final conclusion on the study.
	The research design for this study is descriptive research otherwise called survey research. The design helps the researcher to describe the event in question using the resulting data to explain and predict the situation. It gathering consistently the data of occurrence of testing research questions makes predictions or getting meaning and implementation of the situation.
3.2	POPULATION OF THE STUDY
	Population refers to all cases or individuals that fit a certain specification (Ohaja, 2003). The staff and customers of Kwara Hotel in Ilorin kwara State which set as total population for the study.
3.3	SAMPLE SIZE DETERMINATION 
	The sample size was drawn from the total population of the study area, knowing full well that, the whole population cannot be sampled due to time and financial limitations. The researcher only selected a portion of the population both staffs and customers is studied.
	Therefore, the size of the study is all the staffs and customers of the organization. The opinions and views sampled (A part of population which the study is focused) from the respondents of the study. 
3.4	SAMPLING TECHNIQUE
	The main purpose of sampling is to select a small portion of the whole population so as to make reference to the population.
	The researcher adopted the Convenience Sampling Method as a sampling technique. Convenience sampling (is also known as Availability sampling or Accidental sampling) is a non-probability sampling technique where subjects are selected because of their convenient accessibility and proximity to the researcher. It involves the sample being drawn from that part of the population which is close to hand. That is, a population is selected because it is readily available and convenient. It relies on data collection from population members who are conveniently available to participate in study. 
3.5	METHOD OF DATA COLLECTION 
	This is the technique used by the researcher to obtain data for analysis. The researcher used questionnaire and one on one collection to administer to drawing conclusion.
	There are two basic procedure of gathering data; these are primary and secondary sources. The research work makes use of primary data. The primary data is sourced from questionnaires administered to respondents in the area of the study. These data are used to test the formulated research questions. The use of primary data for the study does not preclude the use of secondary data, which were used to compile chapter one and two of the study. These data are generated from text books, journal, articles, publications and internet. 


3.6	METHOD OF DATA ANALYSIS 
	All data generated were quantitatively analysed. Quantitative measurement of data requires that the occurrence of variables be communicated using numbers.
The completed questionnaires would be collected, edited analyzed. A simple percentage mode of calculating would be adopted to communicate the frequency of occurrence of variables. All data were analysed in tables, the tables are used to present relevant information which include interpretations and Chi-square (X2) statistical technique would be used to test the formulated research hypothesis.
X2	= ∑			(O – e)2 
		 		 e
Where X2	=	Chi-square 
	∑	=	summations
o	=	observed frequency
e	=	expected frequency 
3.7	VALIDITY AND RELIABILITY OF RESEARCH INSTRUMENT 
VALIDITY OF THE INSTRUMENT. 
	The researcher used a set of item questions to make up a questionnaire that was administered to the respondents. The questionnaire consists of open and close ended questions with multiple options.
	The questionnaire were submitted to the supervisor for validation and reliability.
RELIABILITY OF INSTRUMENT 
	The measuring instrument was constructed in a way that the questionnaire item were used to measure particular hypothesis and relevant variable that leads the respondent to answer the question. The result were analyzed using test and retest before arriving at the score and later presented to the supervisor who approved it as being reliable.

3.8 	ETHICAL CONSIDERATION 
	This study conformed to the laid down procedures in carrying out researches. It was thoroughly checked by the Supervisor and other Lecturers in the department. All materials to be used in this study was duly sourced and analyzed before making recommendations. In respect of ethical consideration, the critical sources of information and data were protected and kept confidential. 
	Furthermore, all the authors consulted in this study were fully acknowledged in order not to run fowl of the ethics of plagiarism. Therefore, an ethical clearance to conduct the study shall be obtained from Kwara state Polytechnic., Ethical Review Committee. Finally, the findings of this study shall be disseminated to the public through publication in local and international journals.














CHAPTER FOUR
DATA ANALYSIS AND DISCUSSION OF FINDINGS
4.1	PREAMBLE 
	This chapter presents the result of the analysis in line with the research questions put forward in the study in order to make a valid conclusion on the stated problem in the research topic: Impact of Marketing in Building Organizational survival in the hospitality industry in Nigeria, a study Hospitality industry It also focuses on the presentation, analysis and the interpretation of the data collected from the field survey. Descriptive statistics, including frequency count, simple percent and data collected were analyzed using Chi-square statistical method to determine their authenticity and validity.
	A total two number and fifty (250) responses were used in the analysis of data i.e 100 Hospitality industry employee and 150 customers, the data were presented on tables and subsequently, and results were discussed under each table.
4.2	DATA ANALYSIS
Section A (Demographics data)
Table 4.2.1: Distribution of the respondents by Sex
	SEX
	RESPONDENTS
	PERCENTAGE (%)

	Male
	42
	42

	Female
	58
	58

	TOTAL
	100
	100


Source: Field Survey (2025)
Table 4.2.1 shows that 42% of the respondents are male while 58 (61.66%) were female. That is, female respondents are more than male respondents.
Table 4.2.2: Distribution of the respondents by Age
	AGE
	RESPONDENTS
	PERCENTAGE (%)

	20- 30 years
	18
	18

	31 – 40 years
	24
	24

	41 – 50 years
	41
	41

	51 years and above 
	17
	17

	Total
	100
	100


Source: Field Survey (2025)
Table 4.2.2 says that 18% of the respondents are below 30years, 24% were between age 31-40years, 41% were between age 41-50years, while 17% were 51 years and above. The largest percentage age groups of respondents were between age 41-50years.
Table 4.2.3: Distribution of the respondents by Marital Status
	Marital Status
	RESPONDENTS
	Percentage (%)

	Single
	11
	11

	Married
	87
	87

	Divorced
	2
	2

	Total
	100
	100


Source: Field Survey (2025)
Table 4.2.3 says that 11% of the respondents were single, 87% were married, while 2% were divorced. The married has the largest percentage of respondents.
Table 4.2.4: Distribution of the respondents by Educational Qualifications
	Educational qualification
	Frequency
	Percentage (%)

	NCE/OND
	19
	19

	HND/B.Sc
	73
	73

	M.Sc
	8
	8

	Ph.D
	–
	–

	Total
	42
	100


Source: Field Survey (2025)
Table 4.2.4 says that 19% of the respondents were NCE/OND holders, 73% were B.Sc holders, while 8% were M.Sc holders. B.Sc holders have the highest percentage of the respondents.
Table 4.2.5: Distribution of the respondents by Working Experience
	Working Experience
	RESPONDENTS
	Percentage (%)

	Less than a year
	–
	–

	1 – 5 years
	14
	14

	6 – 10 years
	21
	21

	11 years and above 
	65
	65

	Total
	100
	100


Source: Field Survey (2025)
Table 4.2.4 says that 14% of the respondents are between 1-5years working experience, 21 (33.33%) were between 6-10years, while 65 were 11 years and above. The largest percentage of respondents has 11 years and above working experience.
Section B: 
Table 4.2.6: To what extent do you see marketing as inevitable tool or strategies in enhancing organization’s growth and development? 
	OPTIONS
	FREQUENCY 
	PERCENTAGE (%)

	Very great extent
	69
	69

	Great extent
	31
	31

	Low extent
	–
	–

	Not at all
	–
	–

	Total
	100
	100


Source: Field Survey (2025)
Table 4.2.6 above says 69% of the respondents said very great extent, while 31% said great extent. This shows that marketing is inevitable tool or strategies in enhancing organization’s growth and development.
Table 4.2.7: Marketing helps in creating a mutual understanding between a corporate organization and its publics 
	OPTIONS
	FREQUENCY 
	PERCENTAGE (%)

	Strongly Agree
	73
	73

	Agree
	15
	15

	Undecided 
	2
	2

	Strongly Disagree
	–
	–

	Disagree
	–
	–

	Total
	100
	100


Source: Field Survey (2025)
Table 4.2.7 above says 73% of the respondents were strongly agree, 15% were agree, while 2% were undecided. This implies most of the respondent ascertained that public relation helps in creating a mutual understanding between a corporate organization and its publics.
Table 4.2.8: Does marketing practice builds a strong goodwill between organizations and its relevant publics. 
	OPTIONS
	FREQUENCY 
	PERCENTAGE (%)

	Strongly Agree
	13
	73

	Agree
	87
	15

	Undecided 
	–
	–

	Strongly Disagree
	–
	–

	Disagree
	–
	–

	Total
	100
	100


Source: Field Survey (2025)
Table 4.2.8 above says 73% of the respondents were strongly agree, while 15% were agree. This implies that marketing practice builds a strong goodwill between organizations and its relevant publics. 
Table 4.2.9: Implementation of marketing in your organization is because it consists of all actions taken to promote a favourable relationship with the publics of an organization.
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	Strongly Agree
	64
	64

	Agree
	36
	36

	Undecided 
	–
	–

	Strongly Disagree
	–
	–

	Disagree
	–
	–

	Total
	100
	100


Source: Field Survey (2025)
Table 4.2.9 above says 64% of the respondents were strongly agree, while 36% were agree. This implies that marketing practice builds a strong goodwill between organizations and its relevant publics. 
Table 4.2.10: To what extent has marketing helps to maintain mutual understanding between your organization and its publics.
	OPTIONS
	RESPONDENTS 
	PERCENTAGE (%)

	Very great extent
	71
	71

	Great extent	
	29
	29

	Low extent
	–
	–

	Very Low extent
	–
	–

	Total
	100
	100


Source: Field Survey (2025)
Table 4.2.10 above says that 71% of the respondents said very great extent, while 29% said great extent. This shows that public relation helps to maintain mutual understanding between your organization and its publics in a great extent.
Table 4.2.11: Marketing are important because they help organizations achieve their goals by creating relationships with strategic publics.
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	Strongly Agree
	94
	94

	Agree
	6
	6

	Undecided 
	–
	–

	Strongly Disagree
	–
	–

	Disagree
	–
	–

	Total
	100
	100


Source: Field Survey (2025)
Table 4.2.11 above says 94% of the respondents were strongly agree, while 6% were agree. This implies that marketing are important because they help organizations achieve their goals by creating relationships with strategic publics.
Table 4.2.12: Does Marketing practice of Hospitality industry attract new customers and help to maintain its customers?
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	Yes
	88
	88

	No
	–
	–

	To Some Extent
	12
	12

	Total
	100
	100


Source: Field Survey (2025)
Table 4.2.12 above says 88% of the respondents said yes, while 12% said to some extent. This implies that marketing practice of Hospitality industry attract new customers and help to maintain its customers.


Table 4.2.13: Does marketing make impact on the image building in your organization? 
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	Strongly Agree
	27
	27

	Agree
	73
	73

	Undecided 
	–
	–

	Strongly Disagree
	–
	–

	Disagree
	–
	–

	Total
	100
	100


Source: Field Survey (2025)
Table 4.2.13 above says 27% of the respondents were strongly agree, while 73% were agree. This implies that marketing make impact on the image building in your organization.
Table 4.2.14: Do you think Public Relation is an agent to create Organizational survival in the hospitality industry in Nigeria 	 
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	Yes
	100
	100

	No
	–
	–

	Total
	100
	100


Source: Field Survey (2025)
Table 4.2.14 above says all the respondents said yes. This implies that all the respondents ascertained that public relation is an agent to create Organizational survival in the hospitality industry in Nigeria 
Table 4.2.15: There is significant relationship between marketing, Organizational survival in the hospitality industry in Nigeria 
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	Yes
	100
	100

	No
	–
	–

	Total
	100
	100


Source: Field Survey (2025)
Table 4.2.15 above says all the respondents said yes. This implies that all the respondents ascertained that there is significant relationship between marketing, Organizational survival in the hospitality industry in Nigeria 
Table 4.2.16: The effectiveness of Marketing department of Hospitality industry Ilorin should take credit for the continuous profit posting of the organization.
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	Strongly Agree
	25
	25

	Agree
	59
	59

	Undecided 
	16
	16

	Strongly Disagree
	–
	–

	Disagree
	–
	–

	Total
	100
	100


Source: Field Survey (2025)
Table 4.2.16 above says 25% of the respondents were strongly agree, 59% were agree, while 16% were undecided. This shows that the effectiveness of Marketing department of Hospitality industry Ilorin should take credit for the continuous profit posting of the organization.
Table 4.2.17: Would you agree that the success of Hospitality industry Ilorin branch, is depended on the collaborative effort of its entire staff? 
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	Strongly Agree
	91
	91

	Agree
	9
	9

	Undecided 
	–
	–

	Strongly Disagree
	–
	–

	Disagree
	–
	–

	Total
	100
	100


Source: Field Survey (2025)
Table 4.2.17 above say 91% of the respondents were strongly agree, while 9% were agree. This implies that the success of Hospitality industry Ilorin branch is depended on the collaborative effort of its entire staff. 
Table 4.2.18: Do you think there are adequate communication facilities for effective marketing practice in your organization? 
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	Yes
	100
	100

	No
	–
	–

	Total
	100
	100


Source: Field Survey (2025)
Table 4.2.18 above says all the respondents said yes. This implies that all the respondents ascertained that there are adequate communication facilities for effective marketing practice in your organization
Table 4.2.19: Marketing practice in your organization has created high level customer satisfaction and provides many benefits. 
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	Strongly Agree
	26
	26

	Agree
	74
	74

	Undecided 
	–
	–

	Strongly Disagree
	–
	–

	Disagree
	–
	–

	Total
	100
	100


Source: Field Survey (2025)
Table 4.2.19 above say 26% of the respondents were strongly agree, while 94% were agree. This implies that marketing practice in their organization has created high level customer satisfaction and provides many benefits.
Table 4.2.20: Marketing practice in your organization influences markets by sending persuasive messages to buyers and consumers about service. 
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	Strongly Agree
	93
	93

	Agree
	7
	7

	Undecided 
	–
	–

	Strongly Disagree
	–
	–

	Disagree
	–
	–

	Total
	100
	100


Source: Field Survey (2025)
Table 4.2.20 above say 93% of the respondents were strongly agree, while 7% were agree. This implies that marketing practice in their organization influences markets by sending persuasive messages to buyers and consumers about service.
Table 4.2.21: Do you have an in-depth knowledge and understanding of marketing? 
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	Yes
	103
	68.6

	No
	–
	–

	To Some Extent
	47
	31.3

	Total
	150
	100


Source: Field Survey (2020)
Table 4.2.21 above says 103(68.6%) of the respondents said yes, while 47(31.3%) said to some extent. Most of the respondents have an in-depth knowledge and understanding of marketing.
Table 4.2.22: Do you think that Marketing practice is important in a corporate organisation?
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	Yes
	150
	100

	No
	–
	–

	Total
	150
	100


Source: Field Survey (2025)
Table 4.2.22 above says all the respondents said yes. This implies that all the respondents ascertained that Marketing practice is important in a corporate organisation.
Table 4.2.23: Do you agree that the Marketing practice of Hospitality industry has been able to secure mutual understanding on the part of its publics?
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	Strongly Agree
	45
	30

	Agree
	74
	49.3

	Undecided 
	31
	20.6

	Strongly Disagree
	–
	–

	Disagree
	–
	–

	Total
	100
	100


Source: Field Survey (2025)
Table 4.2.23 above says 45(30%) of the respondents were strongly agree, 74(49.3%) were agree, while 31(20.6%) were undecided. Most of the respondents ascertained that relations practice of Hospitality industry has been able to secure mutual understanding on the part of its publics.

Table 4.2.24: Do you believe the success of Hospitality industry depend on its image?
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	Yes
	98
	65.3

	No
	–
	–

	To Some Extent
	52
	34.6

	Total
	150
	100


Source: Field Survey (2025)
Table 4.2.24 above says 98(65.3%) of the respondents said yes, while 52(34.6%) said to some extent. Most of the respondents believed that, the success of Hospitality industry depend on its image.
Table 4.2.25: Marketing always view the image and customers’ satisfaction of organization positively. 
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	Yes
	150
	100

	No
	–
	–

	Total
	150
	100


Source: Field Survey (2025)
Table 4.2.25 above says all the respondents said yes. This implies that all the respondents ascertained that marketing always view the image and customers’ satisfaction of organization positively. 
Table 4.2.26: Customer satisfaction depends on their comparisons with what they are provided with and their expectations. 
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	Yes
	141
	94

	No
	–
	–

	To Some Extent
	9
	6

	Total
	150
	100


Source: Field Survey (2025)
Table 4.2.26 above says 141(94%) of the respondents said yes, while 9(6%) said to some extent. Most of the respondents ascertained that customer satisfaction depends on their comparisons with what they are provided with and their expectations. 
Table 4.2.27: Does any of Hospitality industry public awareness attract you to their service ?
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	Yes
	135
	90

	No
	–
	–

	To Some Extent
	15
	10

	Total
	150
	100


Source: Field Survey (2025)
Table 4.2.27 above says 135(90%) of the respondents said yes, while 15(10%) said to some extent. Most of the respondents ascertained that, Hospitality industry public awareness attracts them to their service.
Table 4.2.28: Through public awareness there will be understanding and strong relationship between the public and service s
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	Strongly Agree
	103
	68.6

	Agree
	40
	26.6

	Undecided 
	7
	4.6

	Strongly Disagree
	–
	–

	Disagree
	–
	–

	Total
	100
	100


Source: Field Survey (2025)
Table 4.2.28 above says 103(68.6%) of the respondents were strongly agree, 40(26.6%) were agree, while 7(4.6%) were undecided. Most of the respondents ascertained that, through public awareness there will be understanding and strong relationship between the public and service s.
Table 4.2.29: Would you say that the Marketing practice of Hospitality industry has positive impact on its consumers’ satisfaction?
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	Yes
	138
	92

	No
	–
	–

	To Some Extent
	12
	8

	Total
	150
	100


Source: Field Survey (2025)
Table 4.2.29 above says 138(20%) of the respondents said yes, while 12(8%) said to some extent. Most of the respondents ascertained that, the marketing practice of Hospitality industry has positive impact on its consumers’ satisfaction.
Table 4.2.30: Do you think the marketing activities of Hospitality industry build Organizational survival in the hospitality industry in Nigeria?
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	Yes
	116
	77.3

	No
	–
	–

	To Some Extent
	34
	22.6

	Total
	150
	100


Source: Field Survey (2025)
Table 4.2.30 above says 116(77.3%) of the respondents said yes, while 34(22.6%) said to some extent. Most of the respondents ascertained that, the marketing activities of Hospitality industry build Organizational survival in the hospitality industry in Nigeria 
Table 4.2.31: To what extent marketing activities of Hospitality industry have influence your satisfaction?
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	Very Great Extent 
	105
	70

	Great Extent 
	39
	26

	Little extent 
	6
	4

	Not at all
	–
	–

	Total
	100
	100


Source: Field Survey (2025)
Table 4.2.31 above says 105(70%) of the respondents said very great extent, 39(26%) said great extent, while 6(4.6%) said little extent. Most of the respondents ascertained that, marketing activities of Hospitality industry have influence their satisfaction in a very great extent.
Table 4.2.32: Are you satisfied with the level of public relation in Hospitality industry to customer satisfaction?
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	Yes
	63
	42

	No
	7
	4.6

	To Some Extent
	80
	53.3

	Total
	150
	100


Source: Field Survey (2025)
Table 4.2.32 above says 63(42%) of the respondents said yes, 7(4.6%) said no, while 80(53.3%) said to some extent. Majority of the respondents ascertained that, they are satisfied with the level of public relation in Hospitality industry to customer satisfaction.
Table 4.2.33: What do you look out for in public awareness of a service?
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	A brand that I am familiar with and trust
	76
	50.6

	Service and price information
	41
	27.3

	Creativity
	33
	22

	Others
	–
	–

	Total
	100
	100


Source: Field Survey (2025)
Table 4.2.33 above says 76(50.6%) of the respondents said a brand that I am familiar with and trust, 41(27.3%) said service and price information, while 33(22%) said creativity. Majority of the respondents looks out for a brand that they are familiar with and trust in public awareness.
Testing of Hypothesis
H0:	There is no significant relationship between marketing, Organizational survival in the hospitality industry in Nigeria 
H1:	There is significant relationship between marketing, Organizational survival in the hospitality industry in Nigeria 
Computation of Chi-Square (X2)
	OPTIONS
	o 
	e
	oi - ei
	(oi – ei)2
	(oi – ei)2
ei

	Computers 
	100
	50
	50
	2500
	50

	Mass Server
	–
	50
	-50
	2500
	50

	TOTAL
	100
	100
	 100 


Expected frequency = 100/2 = 50
The computation value of chi-square = 100
Therefore, degree of freedom = (r-1) (c-1)
					(2-1) (2-1)
					 1 x 1 = 1
Therefore given 5% level of significant and 95% level of confidence with the degree of freedom of 4. Tabulated value = 3.841
X2c = 100 while X2t 0.05 = 3.841
Decision: X2c (100) is greater than X2t (3.841), therefore reject H0 and accept H1 according to chi-square decision rule i.e There is significant relationship between marketing , Organizational survival in the hospitality industry in Nigeria 
4.3	DISCUSSION ON FINDINGS
In the analysis above, the result shows that marketing is an agent to create Organizational survival in the hospitality industry in Nigeria and customer’s satisfaction; it always view the image and customer’s satisfaction of organisation positively; and through public awareness there will be understanding and strong relationship between the public and service s.
Table 4.2.11 says that 94% of the respondents were strongly agree, while 6% were agree. This implies that marketing are important because they help organizations achieve their goals by creating relationships with strategic publics. In table 4.2.19, table 4.2.20, table 4.2.26 and table 4.2.28 respectively has shown 26% of the respondents were strongly agree, while 94% were agree. This implies that marketing practice in their organization has created high level customer satisfaction and provides many benefits; 93% of the respondents were strongly agree, while 7% were agree. This implies that marketing practice in their organization influences markets by sending persuasive messages to buyers and consumers about service ; 94% of the respondents said yes, while 6% said to some extent. Most of the respondents ascertained that customer satisfaction depends on their comparisons with what they are provided with and their expectations; and 68.6% of the respondents were strongly agree, 26.6% were agree, while 4.6% were undecided. The result of testing formulated research hypothesis using Chi-square statistical method research question 1 therefore given 5% level of significant and 95% level of confidence with the degree of freedom of 1. The computation value of Chi square X2c (100) is greater than tabulated value: X2t (3.841), therefore reject H0 and accept H1 according to chi-square decision rule i.e There is significant relationship between marketing , Organizational survival in the hospitality industry in Nigeria Davis (2004) study revealed that Marketing can contribute to four marketing objectives: awareness, credibility, stimulation of the sales force and holding down promotional costs. All these create a strong relationship between marketing, Organizational survival in the hospitality industry in Nigeria 
















CHAPTER FIVE
	SUMMARY, CONCLUSION AND RECOMMENDATION 
5.0	PREAMBLE
	This chapter gives an overview of the whole research work. It include summary of the study, the findings of the research work, conclusion and recommendations 
5.1	SUMMARY OF FINDINGS
	This research study has its cardinal objective attempt to examine the application of marketing concept in the hotel services with special references o Kwara Hotel Ilorin in Kwara State.
	Marketing is importance in any field of business institution. The marketing concept philosophy state that the entire firm’s effort should be focused toward satisfying the customers wants. This concept implies that customers want, satisfaction is the economic and social justification for a firm existence consequently all company activities most be devoted to finding out what the customer want and satisfying these want while market profit over long run.
	The services industry such as the hotel has many obligations to its customers to meet with the increasing requirement of its operational activities. Satisfaction is the main trust of a customer hence, the need for good food clean room clean bed etc is a task that must be fulfilled if the hotel hopes to gives services and to find out the effect of the concept on the performance of the hotel in the areas of sales profit market share and customer satisfaction. The scope of the study is to find out the existent to which the concept is being used in hotel services. 
On the main services offered by the hotels, it was observed that accommodation ranked high followed by average services and entertainment. The hoteliers conduct market research with the purpose of determining customers need and how to satisfy them.
	A consideration number do not conduct market research in their marketing effort. The hotel operations believe that hotel research should be organized to meet customer’s needs in order to increase sales profit and customer’s royalty. 
	Although, some still have a negative attitude towards hotel business and this was due to religion being and the image of hotel to the society as a corrupt place where people go and practice sexual immoralities.
	Majority of the hotels seek to employs competent staffs and this has increased their sales and customer services the use of human financial material resources have also helped to adequately satisfy customers want.
5.2	CONCLUSION 
	Customer are valuable asset which a business organization can lost if not taken seriously organization that are today customers focuses reflects the concepts of marketing throughout their hierarchy any way down to that person who is to find out the extent to which the concept is being used in hotel services.
	Also it would be deducted that only paid services is an effective means of keeping customers patronage but good relation with them will go a long way in retaining the customer which will guarantee continual sales and profitability for the business though considerable radical approach has been exhibited by hoteliers in Kwara, this philosophy has not all received all the attention from operators in the industry, some lacked vision, with other lacked the will and commitment applying the marketing concept philosophy requires the align of business strategy and action plans to readily and flexible connect customer learning to daily action and behaviour of very body involves in the delivery chain.
	Finally, application of marketing concept in hotel industry cannot be over emphasized because, responses that came out from the respondents are positive response on the attitude of people towards the hoteliers what motivates them and the extent of patronage. That shows that marketing is management function that needs to be carried out by the hotel industry so as to continue to stay in business profitably.
5.3	RECOMMENDATION 
	After critical assessment of the application of marketing concept in hotel industries, the researcher will now make some recommendation.
	Firstly marketing concept philosophy should be effectively used to enable hotel operations better understand the needs of the customer and consequence satisfy these needs adequately.
	Secondly, to avoid low demand and half demand for the hotel industry. The Kwara Hotel for instance used brochure the diaries are clearly specified and all other services rendered by the hotel are also spelt out clearly. The photographs of the different apartments are out and what to be in each room are pasted on the brochures.
There are displayed at the reception office for customer’s own benefits, however, the hotel management should embark more on direct advertisement in radio television newspaper and also makes use of diaries to promote product positioning.
	Hotels resources (both human and material should be effectively organized adequately and proper advertisement of the hotel service to the public.
	Management should engage in and out- door catering this will give more publicity to the hotel finally the use of special pricing festival should be employed in order to attract more customer and make them stay more enjoyable. 
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