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CHAPTER ONE
 INTRODUCTION
1.1	Background to the study 
Marketing is a crucial human invention, it embraces the activities that we engage in to satisfy our economic needs and wont and it is therefore a universal belief that the survival and expansion of a marketing organization is largely a function.
Thus, for marketing to take place, it is necessary that the following exist.
a. Two or more parities who have unsatisfied wants
b. Some product or services and money be exchange
c. Some means of communication between the parties involved.
Marketing can therefore be defined as all the company strategies aimed at satisfying consumer better in the day to day marketing of their good and services.
Marketing can also be defined to a lay man as the management activities creating and distributing goods and service for the satisfaction of human seeds at a profit.
1.2	Statement of Problems
	Here is hardly a public on private non-profit organization that is not faced with some problems stemming from its relation to its market  and to achieve with some problems stemming from its relations its market and to achieve its set goals and objectives non-profit marketing organization are faced with a number of problems of which is the application of marketing concept as related to effective strategy planning and corporate objective within the organization, the research work will  therefore investigate and provide answer to the following.
i. What is understood by the term marketing concept?
ii. Can marketing concept be practice or applied by non-marketing organization and how?
iii. What are the problem of applying marketing concept in an organization?
1.3	Research Questions
i. What is the impact of marketing research on sales performance?
ii. What is the effect of marketing research on organizational profitability?
iii. What is the relationship between marketing research and organizational growth?
1.4	Research Objectives
The broad objective of this study is to examine the impact of marketing research on manufacturing industry. The specific objectives are to:
i. To examine the impact of marketing Concept  on the performance of non-profit organization 
ii. To examine the effect of marketing concept on organizational profitability
iii. Examine the significant relationships between marketing concept and organizational growth
1.5 Research Hypotheses
Ho1:	Marketing concept does not have impact on non- profit organization performance
Ho2:	Marketing concept does not have effect on organizational profitability
Ho3:	There are no significant relationships between marketing concept and organizational growth
1.6   Significance of the Study
	The study will be used to the researcher because it is require in capital fulfillment of the requirement for the award of National Diploma (ND) it is also useful for future researcher into the subject.
2 	This study will also highlight some problem and their likely solutions, which will hence beneficial to study of economic concept (SEC) in the improvement of their services to their operators and also improve the welfare of the staff and that of the general public, therefore the research works is important not just to the research as a student of marketing but to the organization concerned study of economic concept (SEC). Government, institution and the general public.
Moreover, the new marketing concept emphasizes on customer satisfaction and integration in the organization towards achieving the single purpose. Therefore, to make these possible, marketers must research properly so as to know the changing need of their customers and the activities of their competitors.
Also, the need to re-examined other tools which could be used to reduce the high rate of product failure instead of relying heavily 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 research inevitable instrument for product development.
To contribute to the theory, there are several factors that affect new product development like promotion, prices, distribution and marketing research 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), the competitive environment but also inwards at the ways in which the organization respond to the demands of the market place.
Survival is the key objective of most organization; today’s world is characterized by major changes in market and economic conditions, coupled with rapid advances in technologies.
1.7	Scope of the Study
	This research is going to be concerned with this area a application of marketing concept in non-marketing organization study economic concept (SEC) as an organization of choice, and the sample will be chosen within Abuja township that is, from the consumers, top management staff and middle management staff of study of economic concept (SEC). This study will examine the problem encountered by the study of economic concept (SEC) and how it will be solved, the study would therefore embrace the marketing of services with particular, reference to the application of marketing concept.
1.6	Definition of Terms
	It is a fact that a concept world has different meanings to different categories of people. Definition of terms is necessary to guide against ambiguity or misinterpretation the important word and concepts used in his particular research work and defined as follows:
Marketing: This can be defined as all the activities involved in finding out the needs of the consumers and satisfying them with the available goods and services at a profit.
Marketing Concept: This is a philosophy that believe that this satisfaction at the consumer want is to be emphasize at all stages of production and distribution it is also the philosophy, that believes in overall supremacy of consumer satisfaction.
Price/Changes: Price here is an amount of money paid by buyer to seller for a product or services. The researcher here endorses on price/changes as the money value of services rendered by the organization. The economist defined prices as the amount of money, which is needed to acquire in exchange some combined assortment of a product services.

CHAPTER TWO
LITERATURE REVIEW
2.0	INTRODUCTION
This chapter shall provide a brief explanation on the marketing concepts, its meaning and importance it will discuss the problem confronting see in the adoption of marketing concept.
2.1	THE MEANING OF MARKETING CONCEPT
As we have noted several times and also as widely known that marketing goals is to provide satisfaction both to individual, consumer and to the society as a whole. Thus goal can therefore be achieved only through a proper understanding of consumer’s want and need, both presents and future, using this above knowledge, marketing will therefore helps to give proper and efficient directing to other activities within the firm. In a situation where there is no market to be satisfied, then there is a little or no reason to raise capital, line sales force to carryout the sales or marketing activities or even produce a product because any organization marketing comes first guiding the other function of the company or organization marketing comes first guiding the other function of the company or organization by the virtue of its knowledge at the market serves.
The above fundamental principle is he underlining of marketing concept, the view that the focal point of the firm is the consumer.this orientation can be captured is slogan like “THE CONSUMER/CUSTOMER IS THE KING” with this many successfully and rising company realize that serving their customer rather than their owe interest is the basis for the existence of their organization other example that express the above point of view are:
Mecdonald’s 			“WE DO IT FOR YOU”
United airlines			“YOU ARE BOSS”
Equitable life assurance 	“NOBODY ELSE LIKE YOUR SERVICE”
Universal trust bank	“TRUST IS OUR MIDDLE NAME”
Weman bank	BIG STRONG RELIABLE”
NICON Hilton hotel	“LETS SPOIL YOU A LITTLE”
Although marketing concept varies according to author of different books some definition of different author would be examined for the purpose at this research work. According to miccarty parralit marketing concept means that an organization aims all its efforts at satisfying  its customer better at a profit “that is marketing orientation.
Williams j. station (1981) defines marketing concept as a “philosophy of business that state customers satisfaction is the economy and social justification for a firms existence consequently, the company or organization activities or effort should therefore be devoted to finding out what the needs with available goods or services while marketing a profit over the long run. Joseph p. gultinah and Gordon Paul in their own write that “marketing concept focuses all the activities of the organization on satisfying customers need by integrating these activities with marketing to accomplish the organization long ranges objective: the distinction between this approach and the product and sales  orientation has been described thus.
Selling “focus” the need of seller. It is presence pied with sellers need to convert his product into cash, while marketing in the other hands focuses on the needs of buyers it is preoccupied with idea of satisfying the need of customer by need of the product and the whole at thing associated with increasing delivery and finally consuming it. They must further in their views that marketing concept requires integrating.
And coordinating such diverse marketing activities as product development. Pricing sale forecasting and marketing research, but marketing decision must also be closely coordinated with the other functional areas. However marketing concept basically called for three managerial strategies namely;
· A customer / consumer orientation
· The coordination and integration of corporate effort.
· A profit orientation not just sales finally; if consumers were to be given what research and past experience show that they will rather what they say will buy they are lucky to respond positively.
2.2 IMPORTANCE OF MARKET CONCEPT.
There are many benefits to be enjoyed by an organization if market concept is properly applied and practiced by such organization or company some of the benefits are examined below market concept is contributes to profit at an organization by increasing the sales volume. An organization has to decide what service it can render or what service the customer needs best, What way or strategy can organization use to make their customer pay more for the desired service before going on to provide product service for their potentials customers. No linger can an organization decide any product or services and they go ahead and produce them to be offered to the customers regard less of their wants. An organization that applies and practice marketing concept in its activities will always meet up with its customers needs and wants which will therefore bring about more consumer and profit in a situation. Where there is a strong completion in the market innovative and creative are likely to have preferential advantage over less creative and innovative market. Marketing concept therefore is the belief or thought that marketing should begging and end with customer and it is applicable to all organization including non-marketing organization it recognizes that a product is something that is capable of satisfying customers need and wants.
Application of marketing concept would help or assist a company or organization to build a good image for itself. An organization that always put customers welfare as first that is before, during and offer the sales of product and service will always be seen as a better organization compared with others that do not care about customer welfare hence more patronage by potentials consumers or customer.
The marketer agreements for this are as follow:
1. The asset of the firm have little value without the exercise of customer.
2. The key task of the firm is therefore to attract and return customers.
3. Customers are attracted through offers at high value and retained through satisfaction. Therefore marketing concept is much more important to the success of a firm, an entirely new ways of business thinking.
Social Responsibility: A well implemented market concept will always take into consideration consumer’s health, welfare and will not jeopardize their lives in term of pollution, production of poisonous product and other harmful practice consumer can therefore always rely to employment and other social amenities providing Pipeborne water where necessary and so many Philip Kotler (State that marketing is human activities directed at satisfying needs and want through exchange process.
The micro and universal nature of thus definition is founded on its emphasis on need and want satisfaction through human activities if the  assumption that a human need is a state of fact deprecation in a person such human needs must be many and complex. They include basic physiological need for good clothing, shelter and sagely social.
2.3	ADOPTION PROCESS OF MARKETING CONCEPT
The adoption process of marketing concept involves series of stop same people will  adopt an innovation quickly after the introduction, other will delay for same time before accepting the new product, still other may never adopt it.
Researcher have identified five categories of individuals based on the relative time when they adopt a given innovation. The categories one rather arbitrarily partitioned to represent unit standard deviation form he average time of adoption.
These five categories
· Innovation
· Early adopters
· Late majority
· Laggards
Innovation: These are venture some group include about (1-3%) of the market and they are first to adopt an innovation. In relation to cater adopter, the innovation are likely to be younger have higher social state and being a better financial position innovator also tend to have broader more cosmopolitan social relationship. They likely to rely more on in personal source of information, including those extend to social system that a sales people or other would of month.
Early adopters: they are made at (10-15) at the market and they follow the innovation as adopters, this adopters category include more opinion leaders, than any other adopter group. Fairly adopters are greatly respected in their social system. The agent of exchange” who seeking to speed up the diffusion of a given innovation will often work through the early adopters because they are not too far ahead of other in their early adopter tend to be more integrated part of a social system.
Early majority: Those groups are “don’t be last to use or accept any new product or idea. These groups are a bit above average in social and economic measures, it’s member rely guide a bit on advertisement sales people and contact will early adopters.
Business firms in this category beverage sized operations. The more deliberate group, the early majority representing about (34%) of the market tends to accept an innovation just before the “average adopter in a social system”.
Later Majority: They are usually the group that adopts an innovation in response to an economic necessary or to social pressure from their peers. They rely on late or early majority as source of information advertising and personal selling are less effective with this group than word of mouth. This group also constitute (43%) of the market.
Laggard: These group are also referred to as tradition board group, their, point of reference is what is done in the past. They tend to wait till a product is almost out at circulation or its almost absolute before accepting the need idea. The laggard are older and are of the low end at the social and economic sales  laggard constitute 16% of the market and includes these who are the last to adopt an innovation.
At this point we might recall that they are discussing only adopter (early or late) at an innovation for most innovation they are still on awful lot at people who are not included in our percentage. These are the people who never adopt the innovation the non-adopters.
2.4	MARKETING CONCEPT ADOPTION IN NON-PROFIT MAKING ORGANIZATION.
Marketing is increasingly attracting to the most interest of Para testers such as sec. fos, NPA, etc these organization have marketing problem, their administration are strongly to keep them alive in the face at changing consumer attitude and diminishing financial resources, many innovations have carried out tom marketing as a possible solution to their problems.
Many  nations non-profit organization section have a marketing director in contrast to a decade age. Government agencies or showing interest in marketing they are profit marketing energy conservation anti smoking campaigns and other public courses.
The components of marketing concepts. The three features which are referred to as components at marketing concepts and which are recognized element for implementing marketing concept.
i.	Consumer Orientation: This involves conducting marketing research into consumer buying habit, buying habit buying influence, social classes within the target audience. It operates what channel at distribution to use and study.
Many nations non-profit organization sees have a marketing director in contrast to decade ago. Government agencies are showing increase in marketing they are profit marketing energy conservation anti-smoking campaign and other public courses.
2.5	THE COMPONENTS OF MARKETING CONCEPT
The three features which referred to as components of marketing concept and which are recognize elements for implementing marketing concept.
i.	Customers orientation: This involves conducting marketing research into consumers buying habit, buying influence, social classes within of the target incoherence it operate what channel of distribution to use study what competitors are doing in satisfying their customer in relation to 4ps of marketing (product, price, place and promotion) in a nut shell, this feature emphasis that consumer wants need and desires guide the firms mode of operation.
ii.	Formulation of company goal: This involves the management given the whole company a sense of direction to which department goals are coordinated such as total company goals and objective including profit maximization, adequate fiancé for research and development department through customer satisfaction and reduction in marketing expenditure. The concept proclaim the consumer orientation backed up by integrated.
Marketing aims at generating customer satisfaction and long run consumers’ welfare as the key to attaining company interpret customer satisfaction in terms of consumer desires and not consumers’ interest. In conclusion, marketing concepts deals with low to reconcile consumer designs, consumers long run interest and campaigns profit.
2.6	PROBLEM OF MARKETING CONCEPT
Even when the basic  condition for establishing an information system and requiring the firm are satisfied, it is not certain that the firm’s new, marketing approach to satisfy customer needs for a particular product.
Each person has a unique idea of what a specific product should be. In mass production economy, however, marketing organization can not  tailor product to fit the exact needs at each customer’s needs, the firm  personnel often have a hard time in correctly identified customer’s needs, the form product to satisfy those needs. Many company spend considerable time and money to research into customers need, yet they still create some product that’s do not sell well.
William M. pride and DD ferrel, identified some other problem that may  cause  implementing marketing concept.
A firm or organization may have trouble maintaining employees market during any restricting that may be required to coordinate the activities of various departments change can be highly upsetting to employees  and can affects their publicity. Management must clearly crumbliest the reason for the changed and communication it’s own enthusing for the marketing concept. A firm or organization sometimes contributed to the dissatisfaction at other segments by satisfying one segment of the society and having the other segment unsatisfied.
Government and non-profit making such as sec also experience this same problem. Another identified problem of marketing concept is that of finance or cost.
This is major problem in all organization marketing non-marketing and private business. This problem needs for knowledge and self expression. From the above definition and assumption we can deduce that human activity which is directed to producing product and service can be viewed as being  capable of satisfying needs and benefit. The fact that people have need and wants and that there are products or services available that made adequate there must be exchanged process.
The definition entrenches  exchange process as the  act of obtaining a desired object from someone by offering something on return. When goods are scare, marketers have little difficulty in selling their limited supplies. This condition prompt what can be termed or described as “the sales approach to marketing personnel’s to sell what is produced.
The key people in this approach are the production people in one hand and the sales people on the other hand. This is know as the sellers market in a situation when the seller’s market no long exist the buyer takes over product becomes available and problem then shift to marketing new approach becomes necessary and marketing people look at product from the development of marketing concept as an exploit management philosophy in delivery of goods and services. The  market concept has philosophy adopt a  view that the primary purpose of any organization either in marketing or non-profit making organization is serve consumer date profit.
Non-profit making organization may not seek profit they have goal which  they used as yard stick to measure their own success any point  in time, they may seek profit but they however remain a balance where their cost are not excessive in relations to their flow of founds. Hence, the term “profit” the central theme however remain the same to focus is unmistakably directed or based upon towards the satisfying of the customer rather than satisfying the organization or any department of the organization.
An organization that employs or applies the marketing concepts attempts to determine the needs of the consumers they plan to sell to, same organization make use of marketing research to achieve this other used judgment, intention and marketing theory to gives  themselves a sense of direction towards how to meet and satisfying needs and the wants of the various consumers and customers. After the need had been established, product or service one design to fulfill the need of the target customers marketers then proceed to formulate the various marketing strategies such as pricing. Advertising and distribution patterns intended to appeal to the target Consumers. it is therefore necessary to involve every body in the entire organization. This is main difference between the sales approach and marketing approach (see table below)
 (
To serve organization need primary to obtain Revenue
Produce product then convince consumer to buy
Primary diversionary and sale
To serve organization need primary to obtain Revenue
Produce product then convince consumer to buy
Primary diversionary and sale
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)Figure 1: the sales and marketing concept to marketing.




























Source: MCCRTHY PERRALTY (1984)
Include the cost of research of research and development, product planning, products test allocation, quality and cost of carrying out post ales services, which some organization mostly private business view as a waste cost of product ional activities (Advertising) is also another problem of cost. Other problems confronting marketing concept could also be inferred departmental conflicts. Usually some other department in some organization go into conflict with marketing departments especially production department and account department. These two departments usually complain when it comes to provoling and altering what the consumer wants.
The weird itself is dynamic and so customers needs or want keep changing to keep up with this trends, a marketers need to adjust and develop new  product that its customer or consumers sought hence account department has to give out cash, production department need to keep changing their production to keep up with customer’s tastes, lack of public affairs or public relation department to advertise organize lecture for customers , educate them on their products and to be able to differentiate what customer and needs are rather than what they set.

CAHPTER THREE RESEARCH
METHODOLOGY
3.0	Introduction
This chapter provides an overview of the research methodology.
This include a description of the research method employed in collecting the data  that were analyzed to arrive at any conclusion in this project.
3.1	POPULATION AND SAMPLE
Population of the study is the sum of the entire subject or object that posses similar characteristics of interest of the study in question. Therefore, the population of the study is form (SEC).
3.2	SAMPLE
This is a function of the whole population of the study that can represent the population for the purpose of generalization. Therefore, the sample for the population of this is securities and. Exchange commission, and the ragonace for its choice is that it possess the greatest of the study.
3.3	RESEARCH APPROACH
The research approach for the study is the collection of data from both primary and secondary sources. A primary data is the collection of first hand data from difference respondent (operators) and all the staff of sec, while secondary data would be formed SECs records, publication of other researcher and other document available to the researcher.
DATA COLLECTION
Various methods were employed for the study. The researcher adopted both explainer and descriptive method data collection in the affect of applying marketing concept on the performance of study of economic concept (SEC).
Questionnaire which were categorized into two section were designed mainly section A and section B Section A was meant to collect information about the operation feeling to activities and collection information concerned with the application of marketing concept in the company to extract other information needed for the research work. In the collection of data on the application of marketing concept in a non-profit making organization.
The researcher made use of the following methods.
INTERVIEW
Interview was held with some of the management workers and customers of the company to find out major problems that confront management, customer and worker, data re gathered from the company through pilot interview held with some of the management team such as the commissioner I and II and other director in charge of the administration and operation department straight forward question were asked from these managers and the responses obtained gave the researcher and insight and opportunity to evaluate the performance and activities of evaporation.
Other data from cooperation  that were categorized as primary source of information include company records which were made available to the researcher , other secondary data were collected through the use of journals dailies and other researcher work to as certain the facts needs for the paper.
In addition to this source of data is the questionnaire that was designed by the researcher for both the management staff and the customer of the cooperation.
The questionnaire were distributed with the assurance that any information provided will be treated with confidentially.
3.4.2		QUESTIONNAIRE
Two types of structural questionnaire were earlier said to be administered for the management staff and the customers of the cooperative since.
Questionnaire is used to measure behaviors demographic level of knowledge attitude and opinions. The researcher made use of questionnaire as the principal source of data collection in the research because of the wide population which will not be easy to be covered by interview method. The report or result of the questionnaire were reported in the tabular form with the use of percentage.
3.5	ADMINISTERING OF INSTRUMENT
The only instrument (questionnaire) was distributed to the respondents of the arrangement while that of the customer were distributed among civil servant, house wives, business men and contractors which were administered by hand poor. The researcher distributed questionnaire by hand to those that can be physical. This involves the staff and capital market operators. The questionnaire was mailed to the nature respondents that were not accessible due to the naturof their job or the bureaucracy in their offices. The top middle and junior management staff of the organization were all given questionnaire to answer and also interviewed.
3.6	METHOD OF DATA PRESENTATION AND ANALYSIS.
Data will be presented with the use of tables and will be analyzed with the use of percentage, mode mean and median to augment the tabulated data presentation. The method of analysis and deductive conference analysis the description narration about what can be seen from data presentation, while the deductive entails narration from general to particular inclusion from fact.
THE STATITISLCA TECHNIQUE USED
A 	frequency distribution table.
B	The use of percentage for measurement.
CHAPTER FOUR
DATA PRESENTATION AND ANALSIS
4.0	Introduction
	Having dealt the method used in collection of data in the previous chapter. It is deemed necessary to present and analyze the data collected for this study. Therefore, this chapter collected dealt with the presentation and analysis of data gathered through personal interview and questionnaire so as to give clear and concise information about the data.
4.1	PRESERVATION OF DATA
	Personal interviews were carried out to extract information from the management staff of SEC and the principal respondents of the personal interview on behalf of the organization was the director (administration and operation department) who were in charge of the two main department in SEC.
	Answers to some question directed or posed  to the manager shows the organization in nonprofit oriented and not consumer oriented. The answer to the personal interview conducted by the researcher with the management also confirm that SEC does not usually make used of advertisement and other  promotional activities for their interview function. This is therefore due to fact the organization has no competitors with it being the only capital marketing regulatory body in Nigeria.
DATA PRESENTATION AND ANALYSIS OF OPERATORS.
	Out of Eighty (80) questionnaire that were administered sixty four (64) of them were filled and were collected back from the respondents.
	This number of population for the computation is sixty four (64).

ANALYSIS OF CONSUMER QUESTIONNAIRE
	SEX
	REPONSES
	PERCENTAGE

	Male
	34
	52.13

	Female
	30
	47.87

	Total
	64
	100


From the table above table 1: majority of the sample consumer were male (about 53%) while (46%) of them were Female. Although, the operators of the capital market were few SEC.
TABLE 2
	MARITAL STATUS
	REPONSES
	PERCENTAGE

	Single 
	30
	46.87

	Divorced
	2
	3.12

	Married
	32
	52

	Total
	64
	100


We can see from the table above table 2 that about 52% of the sampled customers were married while about 47% were  single. 30% represent those that were divorce from their husband or wives.
TABLE 3 DISTRIBUTIONS BY AGE
	AGE
	REPONSES
	PERCENTAGE

	15-20
	9
	14.06

	21-30
	20
	31.25

	31-40
	25
	34.06

	Above 41
	10
	15.62

	Total
	64
	100


Table 3 above indicate that above 15% of the sampled consumer were about 41% years of year of age, 34% were between 31-40 years while about 31% were 21-30 years and 41% were between 15-20 years of age respectively. Hence interpretation here is that both.
	HOW DO YOU SEE SERVICES 
	REPONSES
	PERCENTAGE

	BETTER
	-
	-

	GOOD
	10
	15.62

	POOR
	30
	46.87

	FAIR
	20
	31.25

	NOT REPONSE
	4
	6.25

	Total
	64
	100


	Young and old married and single are potential capital market stake holders.
Table 4 Distribution on Operation View of SEC service the above table indicates that about 46% of the sample consumers said that sec services was poor, 31% fats the services were faire while 15% fact they were good and none the respondents see SEC as rendering were poor because majority at the respondent (45) felt this way.
DISTRIBUTION CONSUMERS OPINION
	WHAT IS YOUR OPINION OF SEC
	REPONSES
	PERCENTAGE

	Operator  / Marketing oriented
	34
	53.12

	Profit oriented
	20
	31

	Not Response
	10
	15

	Total
	64
	100


	From the above table 5 it can be deducted that about 53% of the consumer felt that SEC was operator oriented, while 31% felt that the organization was profit oriented, no response rate was 15%.
Table 6
DISTRIBUTION AT FREQUENT SERVICES PROVISION
	DO SEC RESPONSE TO ISS REGULATER 
	REPONSES
	PERCENTAGE

	Yes
	5
	7.81

	N0
	59
	92.18

	Total 
	64
	100


Table 6 shows that agreed that SEC response rate is fast is about 7% while 92% replied in the negative we can see that majority (32%) of operators were not satisfied with SEC services.
Table 7 OPERATOR VIEW ON SEC CHARGE
	WHAT DO YOU SEC ABOUT THERE CHARGE 
	REPONSES
	PERCENTAGE

	Expensive
	-
	-

	Fair
	54
	84.3

	Cheap
	10
	15.62

	Total 
	64
	100


Table 7 SEC charges as seen  by operators about 84% sees  it as being fair while 15%  of the sampled operator said that the  charges cheap hence the charges is okay and not a single respondents said the service of the SEX were expensive from the table.

Table 8
	DID SEC STAFF ASK ABOUT YOUR FEELING ON THEIR SERVICE 
	REPONSES
	PERCENTAGE

	Yes
	-
	-

	N0
	63
	98.43

	No Response
	1
	1.56

	Total 
	64
	100


Table 8 above shows that 98% of the respondents said that the SEC staff did not undertake after sales services (said no) while no response rate was 1% this shows that SEC does not undertake or perform after sales services.
	OBSERVATION ON QUALITY SERVICES
	REPONSES
	PERCENTAGE

	Need to improve
	50
	78.12

	Its okay
	4
	6.25

	Bad
	40
	15.62

	Total 
	64
	100


Total above 9 indicates about 78% of the operators interview agreed that the services rendered by the organization needs to the improved in order to raise their quality was okay. While about 15% agreed that the services  was very  bad. Therefore, the quality of services rendered by the SEC is very bad and need improvement.
Table 10
FREQUENT OF COMPLIANT BY CUSTOMERS
	HOW OFTEN DO YOU NEED TO COMPLAINT 
	REPONSES
	PERCENTAGE

	Always
	50
	78.12

	Sometimes
	12
	18.75

	Never
	2
	3.12

	Total 
	64
	100


Table 10 above indicates that 78% were always having the need to complain while 18% complained occasionally and 3% never had the need to complain. 
The majority (78%) of these interviews are no satisfied with the cooperation it felt to satisfy.
Table 11
CONSUMERS RATING AT SEC PROMOTION EFFECT
	HOW DO YOU RATE SECS PROMOTION EFFORT 
	REPONSES
	PERCENTAGE

	Successful
	-
	-

	Not successful
	-
	-

	Non existence
	64
	100

	Total 
	64
	100


Table 11 above shows that all the sampled consumers (100%) agreed that promotion effort is not in SEC all the sampled consumer confirm this.

SEC RESPONSE TO CONSUMER COMPLAIN
	ANY RESPONSE TO YOUR COMPLAIN
	REPONSES
	PERCENTAGE

	Yes
	14
	21.87

	No
	50
	17.12

	Total 
	64
	100


[bookmark: _GoBack]The above table shows that about 21% of the sampled consumers said that the corporation did not response to their complains, while 78%  said there was no response to complain. Hence the corporation is not consumer oriented since majority agreed that there was no response to complain.

Table 13
RATING CONSUMERS SATISFACTION WITH SEC SERVICES
	ARE YOU SATISFIED WITH SEC SERVICES
	REPONSES
	PERCENTAGE

	Yes
	4
	6.25

	No
	55
	85.93

	No comment
	5
	7

	Total 
	64
	100


Table 13 above indicates majority 83% of the operators were  not satisfied with the organization services while 6% were satisfied and about 7% had no comment on this issue. Therefore, the organization has failed to satisfied it operators.

Table 14
RATE AT WHICH SEC STAFF ABOUT CONSUMER FEELING
	NOW OFTEN DO THEY ASK ABOUT FEELINGS TO THEIR SERVICES
	REPONSES
	PERCENTAGE

	Always
	-
	-

	Sometime
	63
	98.43

	Never
	1
	1.56

	Total 
	64
	100


From the above table, 97 of the sampled consumers that the SEC staff never ask about their feeling on the services rendered. While 3% that the staff sometimes asks about their feeling and none of the respondent indicate the staff asks about their feelings. Thus, these therefore, show that SEC never asks about consumers feelings on their services. 

CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATION
5.0	SUMMARY OF FINDINGS
	The preceding chapters of the research work examine the application of marketing concept a non profit marketing organization with reference to security and exchanging commission.
	The paper also went further to highlight the problems of marketing concept also that of SEC. the finding therefore indicate that the consumer were not communicated to through any of the promotional tools and also that the cooperation lacks both technical know how and managerial potential required at the only producer of such service in the state.
	Through the finding, it was also review that out of the total respondent (85%) claimed not to have enjoy their services of SEC while any 6% claimed to have enjoy their services and no comment from 7%. This therefore indicates that they need to step more effort in the application of marketing concept in there various activities and services.
	The finding therefore shows that there are still opportunities for the company to improve on the services in order to with the less satisfied consumers through the application and implementation of marketing concept on there services to the customers.
5.1	CONCLUSION
	In spite of the problems encountered by the researcher in writing this project such as time and financial limitation, at least justice as been done the critical analysis of the topics “application of marketing concept in non-profit marketing organization” suggestion that also been made on how it should be employed so as to improve future and present operation of the SEC. In order to rendered  and adequate service to its numerous operator and citizens, the eligarian capital market to respond to social economic development needs of the nation. It is therefore of any fervent belief  if the recommendation on finding are given a strong attention and implementation,  the top management on staff and the staff  workers would be able to carryout their responsibilities more effectively, this will lead to increase operator satisfaction.
5.2	RECOMMENDNATION
	It was revealed from the finding of this study that in order to get maximum, efficient, and effective performance of the staff at SCE, a lot of improvement needs to be embarked upon by the management especially in general welfare in working condition of the staff. Though the ministry in charge of SEC (Ministry of Finance) as been trying their best within available economic recourses to satisfying their staff and operators, it is patient to point out that will appear as if current effort under prevailing circumstances still seem a far cry from the worker in operator’s exception and needs. Therefore, the following, may not be imperative for  the organization management to create an initially conceived atmosphere within which operation can successfully lead to the achievement of organization objectives which is operators satisfaction.
	A total review of the cooperation financial incentive policies with a view to introducing allowances lend of the yea bonus , continently allowances etc) to cover the generation of the  work for by which their net pay can increase this is necessary become of the present findings among the staff that their earnings are not commensurate with the services they rendered, the state government can also commensurate with the service they rendered assist the cooperation through road, maintenance and proper house numbering in order to facilitate easy to their various consumers or customers, the necessary requirements into the organization should also be increase so that the job can really before the highly interested intelligent and qualified set of people more  training programm should be arranged for the staff  workers  both top and lower management staff  by the cooperation they should be set to training schools and others  school relevance to the activities of the organization in order to be more specialized equipped with the best  equipment or machines that would boost the communication links between the organization and its operators and also vehicles  should be provide for the organization staff in carrying out their  functions and duties. It should also listen to the various function and duties. I should also listen to their various companies of the operators and find a lasting solution to them as quality as possible.
	Finally, modern equipment and essential materials should be provided and properly handled and maintained, this will enable the organization to carryout the activities properly.
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