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ABSTRACT
The purpose of this study is to investigate the role and influence of marketing to manufacturing companies in a competitive market environment. A study of DE-united foods industry limited, kwara state branch, Ilorin including their production strategy, pricing strategy, promotion strategy and place strategy, that eventually influences manufacturing companies in a competitive market environment. Marketing has been a focus of organizations and a tool for attaining overall manufacturing performance. This study contributes to the existing study of marketing by supporting a relationship between marketing factors and overall manufacturing company performance. Deductions from existing literature enabled a construction of a conceptual model that explains overall performance. Promotion, pricing, distribution and product standardization and adaptation have an impact on sales, customer and financial performance of COMPANIES. The study suggests that the impact is mediated by marketing mix implementation success. 
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CHAPTER ONE
INTRODUCTION
1.1	BACKGROUND OF THE STUDY
Marketing has over the years advanced from various concepts and philosophies, which include the production concept, selling concepts, and product concepts.
The marketing concept is viewed from the customer’s orientation philosophy which seeks to identify unsatisfied consumer needs and wants, and this develops goods and services tailored towards filling up and satisfying such needs though not all organization practices this concept but successful firms embark on it.
The increasing world population has resulted in consumers becoming numerous and diverse in the buying requirements needs and characteristics since firms cannot IMPACTively serve all of them in a broad market.
Marketing IMPACT and segmentation is always a customer’s oriented philosophy, this consistent with the marketing concept. Market segmentation is the process of subdividing a market into distinct and meaningful sub set of customer who requires a tailored called mat during marketing program to satisfy their needs.
Thus in bid for higher profitable sales, and greater customer satisfaction, mass marketing is relegated to the background with the adoption of the market segmentation which now recognizes the differences in segment needs, wants and response to marketing programmes.
Market segmentation goes beyond product design consideration, as it extend to price, promotion ,distribution  variable and having an overall knowledge of each segment needs in order to develop matching marketing mix. 
Increasing sales cannot be achieved without IMPACTive evolution of segmentation of marketing as a strategy. Because of the prospect involved in adopting market segmentation, firm desiring to achieve success embark on dividing total market into segments that can be reached and satisfied efficiently and at a profit in consideration of the role market segmentation plays in increasing sales volume, the researcher has decided to conduct a study to identify its importance, bases, approaches, limitations and its influence on a customer oriented organization, particular reference to Bioraj Pharmaceutical company.
For any organization to breakthrough in its marketing activities, it is important for the marketed to identify with market segmentation strategy.
It enables the marketer to divide the market into various segment which could include income, age, locations etc and modify product offering that will suit into the particular target market.
It has been expressed in several form by marketing experts that a firm cannot market its product to the entire market, it has to identify   from the total market a part that can successfully source with its product because of this factors, the concept of market segmentation is applied as the means by which organization break the total market into sub markets where a form can aim and reach with it distinct marketing mix.
Market segmentation requires that the company identify different basis for segmenting by the market develop profiles of the resulting market segment and develop measure of each segment attractiveness, market segmentation remain on inedible mark for markets to enter a particular market.
Market segmentation has been defined by Philip Kotler as “the act of dividing a market into distinct meaningful group of buyers into might merit separate product and or marketer mix.
1.2     STATEMENT OF THE RESEARCH PROBLEM
The quest for increasing profitable state volume is every organization problem.
Both markets of services and tangible seek to enhance profit and sales turnover and the objectives of profitability can only be achieved when firms properly understands and apply IMPACTive and markets segmentation strategy.
Firms are also faced with difficulty of identifying and selecting particular market target and satisfying them by blending the marketing mix elements thus market segmentation recognizes that every market is made up of distinguishable segments consisting of buyers with different needs.
The task of clearly understanding consumer needs and wants, identifying various homogenous customers’ characteristics, according to an outlined dimension in order to group them together adequately and to IMPACTively develop marketing mix to match these characteristics and buying requirement.
Marketing segmentation is one among the various strategies used in evaluating of marketing programmes. There by segmenting markets into subsets with aim of satisfying customers groups and equally increase sale volume and profitability for the total organization and the stakeholders is an objective and goal of every business that practices the marketing concept.
Though some firms finds it excruciating to marketing segmentation strategy, due to their inclination of the strategy as an expensive and time consuming exercise, this is because of inadequate information on its importance to customer satisfaction.
The importance or not of market segmentation as a predictor of sales performance has become on research problems.
1.3	RESEARCH QUESTIONS
i.	Is there any relationship between geographic segmentation and sales performance?
ii.	Does demographical segmentation serves as a predictor of sales performance on pharmaceutical industry?
iii.	Is there any significant IMPACT of psychographical segmentation on sales performance of pharmaceutical industry?
1.4	 OBJECTIVES OF THE STUDY
The purpose of this very research work is described below.
i. To determine relationship between geographic segmentation and sales performance  
ii. To examine the demographic segmentation that might serves as a predictor of sales performance on pharmaceutical industry
iii. To evaluate if there is any significant IMPACT of psychographical segmentation on sales performance of pharmaceutical industry
1.5	STATEMENT OF HYPOTHESES
Ho1:	There is no relationship between geographic segmentation and sales performance
Hi1:	There is relationship between geographic segmentation and sales performance

Ho2:	Demographical segmentation does not serves as a predictor of sales performance on pharmaceutical industry
Hi2:	Demographical segmentation does not serves as a predictor of sales performance on pharmaceutical industry

Ho3:	There is no significant IMPACT of psychographical segmentation on sales performance of pharmaceutical industry
Hi3:	There is significant IMPACT of psychographical segmentation on sales performance of pharmaceutical industry

1.6     SIGNIFICANCE OF THE STUDY
· This research work apart from being an essential requirement for the partial fulfillment of National Diploma, it will be an added value and benefits to the researcher, other individuals, and groups.
· This particular project will be beneficial to Bioraj Pharmaceutical Industry Limited as the findings and recommendation will help improve their marketing activities.
· The project will benefit also my fellow student and other student from their institutions in related course to mine.
· Lecturer of Kwara State Polytechnic will also benefit from the accumulated knowledge in the research work.
· The information in this project work will enable marketing firms reappraise the segmentation strategy, use of marketing resources and effort in their marketing activities.
· The study will also widen the knowledge base of the researcher in the course of conducting this very research.
1.7	 SCOPE OF THE STUDY
In this research investigation, it is going to be confined to the field of market segmentation and its attendance relationship to sales volume increase and profitability.
The research work will highlight segmentation dimensions such as the geographic, demographic, psychographics, and behavioral segmentation approach. And the procedures identifying marketing segment will be explained.
The study will enumerate strategies for management adaptation in selecting one or more segment as its target marketed.
The researcher will at the end of the study enumerate recommendation to Bioraj Pharmaceutical company as to market segmentation aid its attendant ability to increase sales performance.
The study will highlight the methodology used in obtaining all the relevant information from the sample respondents.
The research work further interprets, analyzes and presents all the collected data into meaningful information.



1.8     DEFINITION OF TERMS
i.	Market: is a set of individuals or organization that desire a product and willing and able to buy it.
ii.	Target market: A selected market to focus on and develop marketing programs.
iii.	Product: Anything offered to the market for acquisition, sales, attention use or consumption that satisfies a need or want.
iv.	Marketing mix: they are element of marketing usually referred to as the 4ps i.e. product, price, place, promotion.
v.	Market segmentation: it is the dividing of a large market into smaller subsets of consumers or organization that are similar in characteristic behavior, wants or needs.
vi.	Consumer market: it is a set of individual buyers who purchase or use product or service for their own personal or household use.
vii.	Heterogeneous market: A market consisting of consumers with diverse characteristics needs and wants.
viii.	Homogeneous market: A market consisting of consumer or organization with similar needs, wants and behavioral tendencies.
ix.	Industrial market: it is a market consisting of business, industrial or institutional organizations that buy goods or services to make other goods or other products.
x	Geographic Segmentation: Geographic segmentation in marketing divides a target market based on location and related factors like climate and population density. This allows businesses to tailor their products, services, and marketing efforts to better meet the needs of customers in specific regions. 
xi:	Demographic Segmentation: Demographic segmentation is a marketing strategy where potential and current customers are grouped based on demographic characteristics like age, gender, income, education, and family status. This approach helps businesses understand their target audience better and create more IMPACTive marketing campaigns. 
xii:	Psychographical Segmentation: Psychographic segmentation divides a market based on psychological characteristics, including values, attitudes, interests, lifestyles, and beliefs. This approach helps businesses understand the "why" behind consumer behavior, leading to more targeted marketing strategies and product development. 
CHAPTER TWO
LITERATURE REVIEW
2.1 	INTRODUCTION
The division of a market into different homogenous groups of consumers is known as market segmentation. The marketing concept calls for understanding customers and satisfying their needs. But different customers have different needs, and it rarely impossible to satisfy all customers by treating them alike. One of the main reasons for engaging in market segmentation is to help the company understand the needs of the customer base. Often the task of segregating consumers by specific criteria will help the company identify other applications for their products that may or may not have been self evident before. Uncovering these other ideas for use of goods and services may help the company target a large audience in that same demographic classification and thus increase market share among a specific sub-market base. While there may be theoretically ‘ideal’ market segments, in reality, every organization engaged in a market will develop different ways of imagining market segments, and create product differentiation strategies to exploit these segments. The market segmentation and corresponding product differentiation strategy can give a firm a temporary commercial advantage, which is essential to its existence.
All markets are heterogeneous. This is evident from observation and from the proliferation of popular books describing the heterogeneity of local and global markets. Consider, for example, The Nine Nations of North America (Garreau, 2018), Latitudes and Attitudes: An Atlas of American Tastes, Trends, Politics and Passions (Weiss, 1994) and Mastering Global Markets: Strategies for Today’s Trade Globalist (Czinkota et al., 2019). When reflecting on the nature of markets, consumer behaviour and competitive activities, it is obvious that no product or service appeals to all consumers and even those who purchase the same product may do so for diverse reasons. The Coca Cola Company, for example, varies levels of sweetness, effervescence and package size according to local tastes and conditions. IMPACTive marketing and business strategy therefore requires a segmentation of the market into homogeneous segments, an understanding of the needs and wants of these segments, the design of products and services that meet those needs and development of marketing strategies, to IMPACTively reach the target segments. Thus focusing on segments is at the core of organizations’ efforts to become customer driven; it is also the key to IMPACTive resource allocation and deployment. The level of segment aggregation is an increasingly important issue. In today’s global economy, the ability to customize products and services often calls for the most micro of segments: the segment of one. Following and implementing a market segmentation strategy allows the firm to increase its profitability, as suggested by the classic price discrimination model which provides the theoretical rationale for segmentation. Since the early 1960s, segmentation has been viewed as a key marketing concept and has been the focus of a significant part of the marketing research literature. The basic concept of segmentation (as articulated, e.g. in Frank et al., 2022) has not been greatly altered. 
2.2	CONCEPTUAL FRAMEWORK
	The more a marketing paradigm evolves, the more long-term relationship with customers gains its importance. Market segmentation, pursues long-term relationship with profitable customers. It can be a starting point of relationship management to understand and measure the true value of customers since marketing management as a whole is o be deployed towards  the targeted customers and profitable customers, to foster customer’s full profit potential. The term market segmentation referring to the aggregating of prospective buyer into groups (segments) that have common needs and will respond similarly to a marketing action. Market segmentation enables companies to target different categories of consumers who perceive the full value of certain product and services differently from one another. Dividing a market into smaller groups of buyers who have distinct needs, characteristics or behavior and who might requires separate product or marketing mixes.
	Philip Kotler’s defines market segmentation as subdividing of market into homogeneous subset of customers where any subset may conceivably be selected as Marketing Target with to be reached with essays and term papers.
Criteria for selecting market segments:
· Measurable: A segment should be measurable. It means you should be able to tell how many potential customers and how many businesses are out there in the segment.
· Accessible: A segment should be accessible through channels of communication and distribution like: sales force, transportation, distributors, telecom or internet.
· Durable: Segment should not have frequent changes attribute in it.
· Substantial: Make sure that size of your segment is large enough to warrant as a segment and large enough to be profitable.
· Unique needs: Segments should be different in their response to different marketing efforts (Marketing Mix).
BASES FOR CONSUMER MARKET SEGMENTATION
	This are number of variables involve in consumer market segmentation, alone and in combination. These variables are:
· Geographic variables
· Demographic variables
· Psychographic variables
1.	Geographic segmentation
In geographical segmentation, market is divided into different geographical units like:
i.	Regions (by country, nation, state, neighborhood)
ii.	Population Density (urban, sub-urban, rural)
iii.	City size ( size of area, population size and growth rate)
iv.	Climate (region having similar climate pattern).
A company, either serving a few or all geographic segments, needs to put attention on variability of geographic needs and wants. After segmenting consumer market on geographic bases, companies localize their marketing effort (product, advertising, promotion and sales effort).
2.	Demographic segmentation
	In demographic segmentation, market is divided into small segments based on demographic variables like:
i.	Age
ii.	Gender
iii.	Income
iv.	Occupation
v.	Education
vi.	Social class
vii.	Generation
viii.	Family size
ix.	Family life cycle
x.	Home ownership
xi.	Religion
xii.	Ethnic group/race
xiii.	Nationality
Demographic factors are most important factors for segmenting the customers groups. Consumer needs, wants, usage rate, these all depend upon demographic variables. So, considering demographic factors, why defining marketing segmentation, is crucial.
3.	Psychographic segmentation
	In psychographic segmentation, segments are defined on the basis of social class, life style and personality characteristics. Psychographic variables include:
i.	Interests
ii.	Opinion
iii.	Personality
iv.	Self image
v.	Activities
vi.	Values
vii.	Attitudes
A segment having demographically grouped consumers may have different psychographic characteristics.
BASES FOR BUSINESS MARKET SEGMENTATION
Business market can be segmented on the bases consumer market variables but because of many inherent differences like:
i.	Businesses are few but purchase in bulk
ii.	Evaluate in depth
iii.	Joint decisions are made
Businesses market might be segmented on the bases of following variables:
· Company size: what company size should we serve?
· Industry: which industry to serve?
· Purchasing approaches: purchasing function organization, nature of existing relationships, purchase policies and criteria.
· Product usage
· Situational factors: seasonal trend, urgency: should serve companies needing quick order delivery, Order: focus on large orders or small.
· Geographic: regional industrial growth rate, customer concentration, and international macroeconomic factors.

ADVANTAGES OF MARKET SEGMENTATION
	These are several advantages of segmentation.
1.	Focus of the company: segmentation is an IMPACTive method to increase the focus of a firm on market segments. If you have better focus, obviously you will have better returns. Numerous automobile companies have started focusing on small car segments. This is nothing else but a company changing it focus for better returns. This companies base their strategy completely on a new segment which increases its focus and profitability.
2.	Increase in competitiveness: naturally, once your focus increases, your competitiveness in that market segment will increase. If you are focusing on youngsters, your brand recall and equity with youngsters will be very high. Your market share might increase and the chances of a new competitor entering might be low. The brand loyalty will definitely increase. Thus, market segmentation also increase competitiveness of a firm from a holistic view.
3.	Market expansion: geographic segmentation is one type of segmentation where expansion is immediately possible. If you have your market strategy on the basis of geography, then once you are catering to a particular territory, you can immediately expand to a nearby territory. In the same way, if you are targeting customers base on their demography (Ex – reebok targets fitness enthusiasts) then you can expand in similar products (Ex – reebok expanding with its fitness range of clothes and accessories). Segmentation plays a crucial role in expansion. You cannot expand in a territory when you have no idea of which segment of customers you will be meeting.
4.	Customer retention: by using segmentation, customer retention can be encouraged through the life cycle of a customer. The best example of this is the Automobile and Airlines segment. You will find major example of customer life cycle segmentation in the hospitality segment whether they are hotels, airlines, or hospitals. In India, Titan is an example of products which are planned through the life cycle of a customer. From fast track to Sonata and the high range watches, Titan has them by price segment as well as life cycle segment. Thus, a watch is available for any customer, who enters a Titan showroom, whatever be his age.
5.	Have better communication: one of the factors of marketing mix which is absolutely dependent on STP is promotions or communications. The communications of a company needs to be spot on for its TARGET market. Thus if you need a target market, you need segmentation. Communication cannot be possible without knowing your target market. Imagine if you had to make someone across a curtain understand what politics is. You would go on about ruling parties, states, countries and politicians. And when the curtain is taken aside, you find that the person across the curtain is a 5 years old kid. Is there any use taking to him about politics? This shows why communication needs segmentation. If you don’t know your market segment, what is their demography, what is their psychology, where they from, then how can you form a communication message.
6.	Increases profitability: segmentation increases competitiveness, brand recall, brand equity, customer retention, and communication. Thus if it is affecting so many factors of your business, then definitely it affects the profitability of the firm. Do you ever see people negotiating in a Nike, Gucci or BMW showrooms? You won’t. One of the USP’s of these brands is their segmentation. They are in fact targeting segments which have no need of bargaining or negotiating. Thus their profitability is high.
In summary: target the proper segment and you will walk away with a better company and a higher profitability.
In conclusion, since the increased importance is placed on customer satisfaction in today’s business environment, many firms are focusing on the notion of customer loyalty and profitability to increasing market share and customer satisfaction. CRM, the core business concept to enhance customer relationship, is emerging as core competence of a firm.
2.3	THEORETICAL FRAMEWORK 
The following theories were used for the purpose of this research work:
2.2.1	Market segmentation theory
Market segmentation theory, developed in marketing contexts, suggests that dividing a broad market into distinct groups (segments) based on shared characteristics and needs can improve marketing IMPACTiveness and potentially increase profits. These segments can then be targeted with tailored marketing strategies. The theory also applies to financial markets, where different investors are attracted to securities with varying maturity lengths. 
The market segmentation theory argues that a term structure will emerge from the action of supply and demand at each different term, and deviate from the tendency of the yield curve to increase under the liquidity preference theory.
Under market segmentation theory, it is acknowledged that securities of different terms are attractive to different investors. For example, liabilities of many pension funds are long term, and consequently, they demand longer term assets. The liabilities of banks are very short term (investors may withdraw funds at short notice); hence, banks invest in very short-term assets. The demand for securities therefore differs for different terms. The supply of securities will also vary with term, as governments’ and companies’ financing requirements change. 
2.3.3	Sales performance theory
Sales performance theories explore how salespeople's behaviors, traits, and organizational contexts influence their success. These theories offer insights into what motivates salespeople, how they interact with customers, and how management can support them to achieve better sales outcomes. 
Sales performance theory encompasses various frameworks and models that explain how salespeople interact with customers, build relationships, and ultimately drive sales. Key aspects include:
1. Understanding customer needs and behaviors
2. Building trust and rapport
3. IMPACTive communication and persuasion
4. Identifying and addressing pain points
5. Providing value and solutions

2.3.3	Expectation confirmation theory
Expectations-confirmation theory posits that expectations, coupled with perceived performance, lead to post-purchase satisfaction. This eﬀect is mediated through positive or negative disconfirmation between expectations and performance. If a product outperforms expectations (negative disconfirmation) the consumer is likely to be dissatisfied (Oliver, 1980; Spreng et al. 2016). The four main constructs in the model are: expectations, performance, disconfirmation, and satisfaction. Expectations reflect anticipated behavior (Churchill & Suprenant, 2018). They are predictive, indicating expected product attributes at some point in the future (Spreng et al. 2016). Expectations serve as the comparison standard in ECT –what consumers use to evaluate performance and form a disconfirmation judgment (Halstead, 2019). Disconfirmation is hypothesized to aﬀect satisfaction, with positive disconfirmation leading to satisfaction and negative disconfirmation leading to dissatisfaction. A major debate within the marketing literature concerns the nature of the eﬀect of disconfirmation on satisfaction. The root of the problem lies in the definition of predictive expectations as the comparison standard for perceived performance. In such case, the confirmation of negative expectations is not likely to lead to satisfaction (Santos& Boote 2019). To overcome this problem, researchers have proposed other comparison standards such as desires, ideals, equity, or past product and brand experience.
2.4	EMPIRICAL REVIEW
According to Frank, massy and Wind (2020), market segmentation is the process of taking the total market and dividing it into several homogenous groups. In the opinion of Marcus and Tauber (2017), market segmentation means separation of the market into meaningful sections. According to them, what these sections are depends upon the product, company, and other endogenous and exogenous factors (e.g. organizational financial strength and the state of the economy). For example, a large detergent manufacturer with many product lines may divide it’s a market by national boundaries, whereas a small, single product detergent producer may divide its market more approximately according to the type of cleaning task involved. Regardless of the particular variable by which a market is divided the objectives is hen to develop IMPACTive strategies for appealing to one or more of these submarkets. The concept of segmentations is based on the proposition that consumers are different, and that these differences are related to differences in market demand. According to Smith (2016) segmentation is a process of separating' to find difference between potential customers, and then recombining customers who have one or more of these differences in common, Segmentation has its roots in the economist's concept of price discrimination extended to include differences in customers other than simply their different , reactions to price. Simply put, a market segment is a group of consumers, homogenous in one or more respects, whose response to a particular marketing mix is different from that of another group of consumers. 
According to Anderson and Narus (2017), a market segment consists of a large identifiable group with a market with similar wants, purchasing I: 'I power, geographical location, buying attitudes, or buying habits. For example, an I\11, 1, 1I ii auto company may identify for broad segment: car buyers who are primarily seeking basic transportation or high performance or luxury or safety. Segmentation, according to Anderson and Narus, is an approach midway between mass marketing and individual marketing. Each segment buyers are assumed to be quite similar in wants and needs, yet no two buyers are really alike. They urge marketers to present flexible market offerings instead of a standard offering to all members within a segment. A flexible market offering consist of two parts: a naked solution consisting of product and service elements that all segment members’ value, and options that some segment member’s value. Each option carries an additional charge. For example, Bell – view Airlines offers all economy passengers a seat, food and soft drink. It charges extra for alcoholic beverages and earphones to those economy passengers wanting them. Segment marketing offers several benefits over mass marketing. The company can create and fine – tuned product or service offering and price if appropriately for the target audience. The choice of distribution channels – and communication channels becomes much easier. The company also may face fewer competitors in the particular segment.
According to Smith (2016) segmentation is a process of separating' to find difference between potential customers, and then recombining customers who have one or more of these differences in common, Segmentation has its roots in the economist's concept of price discrimination extended to include differences in customers other than simply their different , reactions to price. Simply put, a market segment is a group of consumers, homogenous in one or more respects, whose response to a particular marketing mix is different from that of another group of consumers. 
According to Marcus and Tauber (2017) the marketing concept and related search for products that more IMPACTively satisfy consumer needs often necessitate market segmentation analysis. Although a firm may market a product without considering segmentation, this broadside approach has become increasingly less IMPACTive as the numberand complexity of products, promotional efforts, distribution channels, and pricing schemes have increased. Frank et al, (2020) stage that early procedures for segmenting markets used obvious and sometimes crude variables as geography, product usage, and product type, industry Class, or buyer income, to name a few. Segmentation by such variables creates opportunities and develops marketing strategies. However, use of slightly more complex variables, although often costly and difficult to measure accurately, is frequently more telling. Marketing literature in the past decade or so has discussion of such techniques as psychographic segmentation, buyer behavior and benefit analysis. It will be pertinent for us to state that selection of the segmentation scheme, composed of at most a few key variables and possibly a number of secondary variables, goes hand in hand with the development of the marketing strategy appropriate for organizational action. For example: if 'the · small detergent manufacturer noted above established a long-term organizational goal of becoming a dominant brand in the areas of the county that favored the production of certain liquid detergent, a key segmentation variable would necessarily be psycho graphically related; a secondary segmentation variable would be geographically related if only to eliminate those too small to Justify the effort. Thus, market segmentation is a means of viewing the market place to: identify additional opportunities, and pinpoint target markets for opportunities previously identified in the process, both the market and the firm must be analyzed.



CHAPTER THREE
METHODOLOGY
3.1	INTRODUCTION
This chapter clearly defines the research methods used to conduct the study. The researcher explains how the necessary data and information to address the research objectives and questions was collected, presented and analyzed. 
3.2	RESEARCH DESIGN
The researcher used descriptive research survey design in building up this project work the choice of this research design was considered appropriate because of its advantages of identifying attributes of a large population from a group of individuals. The design was suitable for the study as the study sought to examine the IMPACT of market segmentation as a predictor of sales performance of Bioraj Pharmaceutical company
3.3	POPULATION OF THE STUDY
Population of a study is a group of persons or aggregate items, things the researcher is interested in getting information on the study IMPACT of market segmentation on sales performance of beverage industries. 200 staffs of Bioraj Pharmaceutical company were selected randomly by the researcher as the population of the study.
3.4	SAMPLE AND SAMPLING PROCEDURE
Sample is the set of people or items which constitute part of a given population sampling. Due to large size of the target population, the researcher used the Taro Yamani formula to arrive at the sample population of the study.
n = ___ N_____
1+N(e)2
n= ___      200___
1+200(0.05)2
n = __      200____
1+200(0.0025)
n = ____200____ = ___200___ = 133.33
           1+0.5      	        1.5      
3.5	METHODS OF DATA COLLECTION
Data were collected from two main sources namely:
· Primary source and
· Secondary source
Primary source:
These are materials of statistical investigation which were collected by the research for a particular purpose. They can be obtained through a survey, observation, and questionnaire or as experiment; the researcher has adopted the questionnaire method for this study.
Secondary source:
These are data from textbook, Journal, handset etc. they arise as byproducts of the same other purposes. Example administration, various other unpublished works and write ups were also used.
3.6	INSTRUMENT FOR DATA COLLECTION
The major research instrument used is the questionnaires. This was appropriately moderated. The staffs were administered with the questionnaires to complete, with or without disclosing their identities. The questionnaire was designed to obtain sufficient and relevant information from the respondents. The primary data contained information extracted from the questionnaires in which the respondents were required to give specific answer to a question by ticking in front of an appropriate answer and administered the same on staff of the organizations. The questionnaires contained about 7 structured questions which were divided into sections A and B.
3.7	METHODS OF DATA ANALYSIS
The data collected was not an end in itself but it served as a means to an end. The end being the use of the required data to understand the various situations it is with a view to making valuable recommendations and contributions. To this end, the data collected has to be analysis for any meaningful interpretation to come out with some results. It is for this reason that the following methods were adopted in the research project for the analysis of the data collected. For a comprehensive analysis of data collected, emphases were laid on the use of absolute numbers frequencies of responses and percentages.  Answers to the research questions were provided through the comparison of the percentage of workers response to each statement in the questionnaire related to any specified question being considered.
Frequency in this study refers to the arrangement of responses in order of magnitude or occurrence while percentage refers to the arrangements of the responses in order of their proportion.
The simple percentage method is believed to be straight forward easy to interpret and understand method.
The researcher therefore chooses the simple percentage as the method to use.
The formula for percentage is shown as.
% = f/N x 100/1
Where F = frequency of respondents response
N = Total Number of response of the sample
100 = Consistency in the percentage of respondents for each item  contained in questions.
3.8	HISTORICAL BACKGROUND OF THE CASE STUDY
Bioraj Pharmaceutical Ltd is an indigenous pharmaceutical Company owned by a pharmacist. The Company is located in Ilorin Kwara State at No 405 Kaima Road, Ilorin. Evidence is on all the documents by the Regulatory Agencies.
The Company started operation in 1994 and by now, has two outlet and a manufacturing plant. The outlets are located in Yauri, Kebbi State and Kwara State while the manufacturing outfit is located in Ilorin, Kwara State. The plant has capacity to produce Tablets (including blistered one) and syrups. As at July 2009, the Company has 20 registered products with NAFDAC.
The Factory has standard Laboratory with necessary equipment’s such as UV/visible Spectrophotometer, Microscope, Colony Counter, Antibiotic Zone reader, Moisture Content Balance (Digital), Refrigerator, Calorimeter to mention just a few. The company has successfully carried out supply to State governments, Teaching Hospitals and Federal Ministry of Health.











CHAPTER FOUR
PRESENTATION ANALYSIS & INTERPRETATION OF DATA
4.1	INTRODUCTION
Efforts will be made at this stage to present, analyze and interpret the data collected during the field survey.  This presentation will be based on the responses from the completed questionnaires. The result of this exercise will be summarized in tabular forms for easy references and analysis. It will also show answers to questions relating to the research questions for this research study. The researcher employed simple percentage in the analysis.
4.2	DATA ANALYSIS
The data collected from the respondents were analyzed in tabular form with simple percentage for easy understanding.
A total of 133(one hundred and thirty three) questionnaires were distributed and 133 questionnaires were returned.
Table 1: Gender distribution of the respondents.
	Alternative
	Response
	Percentage of people (%)

	Male
	77
	57.9

	Female
	56
	42.1

	Total
	133
	100.0


Source: Research Survey, 2025.
From the above table it shows that 57.9% of the respondents were male while 42.1% of the respondents were female.
Table 2: Marital Status 
	Alternative
	Response
	Percentage of people (%)

	Married
	40
	30

	Single
	50
	37.6

	Divorce
	48
	32.4

	Total
	133
	100


Source: Research Survey, 2025.
	From the table above, it shows that 40 respondent which represent 30% of the respondent are married, 50 respondent which represent 37.6% are single 48 respondents which represent 32.4% are divorce.




Table 3: Age of respondent
	Alternative
	Response
	Percentage of people (%)

	Below 25years
	33
	24.8

	26years-40years
	73
	54.9

	41years and above
	27
	20.3

	Total
	133
	100


Source: Research Survey, 2025.
	It shows from the above that 33 respondents which represent 24.8% of the respondent are below 25years, 73 respondent which represent 54.9% are 26years-40years, 27 respondents which represent 20.3% are 41years and above. 
Table 4: The position held by respondents
	Alternative
	Response
	Percentage of people (%)

	Manager
	37
	27.8

	Marketers
	50
	37.8

	Accountants
	23
	17.8

	Sales personal
	23
	17.3

	Total
	133
	100.0


Source: Research Survey, 2025.
	From above table, it shows that 37% of the respondents which represent 27.8% of the respondents 37.6% are marketer, 23 respondents which represents 17.3% of the respondent are accountant, while 23 respondent which represent 17.3% of the respondents are sales personnel.








Table 5: Market segmentation is not fundamental in increasing sales volume of performance
	Alternative
	Response
	Percentage of people (%)

	Agreed
	40
	30.0

	Strongly agreed
	50
	37.6

	Disagreed
	26
	19.5

	Strongly disagreed
	17
	12.8

	Total
	133
	100.0


Sources: Research  survey, 2025
	It shows from the above table that 40 respondents which represent 30% of the respondent agreed, 50 respondents which represent 37.6% strongly agreed, 26 respondents which represent 19.5% of the respondents disagreed, while 17 respondents which represents 12.8% strongly disagreed.

Table 6:There is not significant relationship between dimension and basis of market segmentation and increase in sales volume
	Alternative
	Response
	Percentage of people (%)

	Yes
	73
	54.9

	No
	33
	24.8

	Undecided
	27
	20.3

	Total
	133
	100.0


Source: Research Survey, 2025.
	The above tables shown that 73 respondents which represent 54.9% answered affirmatively that there is no significant relationship between dimension and basis of market segmentation and increase in sales volume, 33 respondents which represent 24.8% said no while 77 respondents which represent 20.3% were undecided.






Table 7: As your organization realized its sales objectives through market segmentation
	Alternative
	Response
	Percentage of people (%)

	Yes
	73
	54.9

	No
	33
	24.8

	Undecided
	27
	20.3

	Total
	133
	100


Source: Research Survey, 2018.
	The above table shows that 73 respondents which represent 54.9% answered yes, 33 respondents which represent 24.8% said No while 27 respondent which represent 20.3% were unable to decide
Table 8: What promoted the organization to apply market segmentation in its sales activities
	Alternative
	Response
	Percentage of people (%)

	To increase sales
	77
	57.9

	To increase profit
	36
	27.1

	To expand market share
	20
	15.0

	Total
	133
	100


Source: Research survey, 2025
	The above table shows that 77 respondent which represent 57.9% are to increase sales, 36 respondent which represent 27.1% are to increase profit while 20 respondent which represent 15% are to expand market share.
Table 9: Does market segmentation has IMPACT son business organization or industries
	Alternative
	Response
	Percentage of people (%)

	Yes
	70
	52.9

	No
	40
	30.0

	Undecided
	23
	17.3

	Total
	133
	100


Source: Research survey 2025,
	The above table shows that 70 respondents which represent 52.6% answered that market segmentation has IMPACT on business organizations of industries 40 respondents which represent 30% said No, while 23 respondent which represent 17.3% were unable to decide
4.3	DISCUSSION OF FINDINGS
	It is deduced from this research paper that the IMPACT of market segmentation as a predictor of sales performance in a Bioraj Pharmaceutical company, Ilorin cannot be over emphasize. It is discovered from finding that market segmentation has IMPACT on sales performance of Bioraj Pharmaceutical company.
	Therefore, it was discovered from the finding through funds and data analysis that “IMPACT of market segmentation as a predictor of sales performance” has a positive IMPACT on Bioraj Pharmaceutical company, therefore can be over emphasized.


CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATION
5.1 	SUMMARY OF FINDINGS
Segmentation demands close attention to market definition, identifying market segments and forming segment targets, which are described, analyzed and evaluated. Segmentation of a product-market requires that response differences exist between segments, and that the segments are identifiable and stable over time. Also, the benefits of segmentation should exceed the costs. The variables useful as bases for forming and describing segments include the characteristics of people and organizations, use situation, buyers’ needs and preferences, and purchase behavior. Segments can be formed by identifying customer groups using the characteristics of people or organizations. The groups are analyzed to determine if the response profiles are different across the candidate segments. Alternatively, customer response information can be used to form customer groupings and then the descriptive characteristics of the groups analyzed to find out if segments can be identified. Several examples of segment formation are discussed to illustrate the methods that are available for this purpose. Finer segmenting strategies present attractive options for moving toward small segments and responding to buyers’ unique value requirements. Technology, buyer diversity, and relationship opportunities are the drivers of finer segmentation strategies. These strategies include micro segmentation, mass customization, and variety seeking. While potentially attractive finer segmentation strategies are more complex than other forms of segmentation and require comprehensive benefit and cost evaluations. Segment analysis and evaluation consider the strengths and limitations of each segment as a potential market target for the organization. Segment analysis includes customer descriptions and satisfaction analysis, evaluating existing and potential competitors and competitive advantage, marketing program positioning analysis, and financial and market attractiveness. Segment analysis is important in evaluating customer satisfaction, finding new-product opportunities, selecting market targets, and designing positioning strategies. Nonetheless, it is also important to understand the organizational barriers to implementing segmentation strategy which may exist in a company, and to evaluate the “fit” of segmentation with company capabilities. IMPACTively implemented, a good segmentation strategy creates an important competitive edge for an organization.


5.2	CONCLUSION
As we have emphasized earlier on the reason for focusing on a specific target. Market, that is, by using marketing segmentation approaches or tools such as cluster analysis and trade off analysis is so that marketers can fine tune to whole marketing mix to appeal to some competitors. By differentiating the marketing mix to do a better job of meeting customer's needs, the firms build on a competitive advantage. In other words, target customers will view the firm's position in the market as uniquely suited to their preferences and needs. Further, because everyone in the firm is clear about' what position it wants to achieve with customers, product, promotion and other marketing mix decisions can be blended better ·to achieve the desired objectives. Although the marketing manager may want customers to see the firm's offering as unique, that is not always possible. Even if a firm's marketing mix is different, busy consumers do not always recognize it. Therefore, in looking for opportunities, it is important for the marketing manager to know who customers do view the firm's offering. This is where another important approach positioning comes in.
5.3	RECOMMENDATIONS
Positioning helps managers understand how customers see their market. It is a visual aid to understand a product market. The first time such an analysis is done, managers may be shocked to see how much customers' perceptions of a market differ from their own. For this reason alone, positioning is useful in business operations everywhere in the globe. It is therefore recommended that businesses should endeavor to carry out market segmentation activity irrespective of its cost implication if the long-run corporate objectives of the firm must be actualized.
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QUESTIONNAIRE
Instruction: kindly tick (  ) in the box provided, the one that best suit your opinions.
SECTION A: Respondents personal information.
1.	Gender :  a.	Male (   ),	b.    Female (   )
2.	Marital:  a.	Married (   ),   b. Single (   ),	   c. Divorced (   )
3.	Age:      a.	Below 25 years (   )     b.   26 years – 40 years (   )           c.  41 years and above (   )
4.	Position held:   a.	Managers (  )b. Marketers (   ),  c. Accountant (    ),  d. Sales personnel (   )
SECTION B
5.	Market segmentation is not fundamental in increasing in sales performance a. Agreed (   ),b. Strongly agreed (  ), c. Disagreed (   ),
d. Strongly disagreed (   )
6.	There is no significant relationship between dimension and basis of market segmentation and increase in sales performance
a.	Yes (   ),	b. No (   ),	c. Undecided (   )
7.	As your organization realizes its sales objectives through market segmentation a. Yes (   ) b. No (   ) c. Undecided (   )
8.	Does market segmentation has IMPACT on business organization or industries? a.	Yes (   ),	b. No (   ),	c. Undecided (   )
9.	What promoted the organization to apply market segmentation in its sales activities (a) To increase sales (   ) (b) To increase profit (   ) (c) To expand market share (   )





34

