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ABSTRACT
This study examined the impact of pricing strategy on the patronage of supermarkets in Ilorin Township. Therefore, to achieve the goal of this study through previous studies identified the factors involved in the issue, variables such as price bundling, product line pricing, and demand pricing were identified. This is informed by the decline in the number of customers who patronizes these selected supermarkets. A survey research design was adopted with a sample size of 92 executive marketers (60 males, 32 females; age range 30 – 60yrs) participate in this study. The structured questionnaire was used to gather data from the field for analysis. The descriptive statistical tools used are percentages mean and mean percentages for data analysis, while chi-square (x2) was used as inferential statistics to test the formulated hypotheses. The study found a significant positive effect between key factors and patronage of the selected supermarkets as p< 0.05 significant level. Additionally, the price bundling have the greatest positive impact on patronage. This is followed by product line and demand pricing. The study concludes that there is a significant positive effect between key factors and patronage of selected supermarkets in Ilorin Township. It was recommended that supermarkets should integrate three key variables found in this study in their pricing strategies. Also, as much as firms should focus on communicating value to customers through prices, firms should also be on the watch for competitor’s prices and examine how much it affects purchase of their products.

CHAPTER ONE
INTRODUCTION
1.1	Background of the Study
In the face of rapid economic and technological changes, today’s consumer is more curious, more educated and conversant with what he/she exactly wants. These changes also affect the need of firms. According to Ehmke, Fulton and Lusk (2005), marketing your business is about how to position it to satisfy your customers’ needs. Borden (1984) stated that marketing manager must weigh the behavioural forces and then handle marketing elements in his mix with focus on the resources with which he has to work when building a marketing program to fit the needs of a firm. For marketing to effect a change either in a new product or reinvigorate a new brand there are elements that remains constant which must be incorporated in the marketing mix and this is called the “four P’s” these four P’s arte product, price, promotion and place (Ehmke et al, 2005) . In the context of this study, the emphasis will be on price, hence the need to elucidate more no meaning of price to both customers and firms.
Price is amount a customer pays for a product or the sum of the values that consumers exchange for the benefits of having or using a product or service (Bearden, Ingram and Larfforge, 2004). According to Rosa, and Rodan (2011), the importance of price as a purchase stimulus has a key role in price management since not only does it determine the way prices are perceived and valued, but it also influences consumer purchase decisions (Rosa and Rodan, 2011; Simon, 1989; Vanhuele and Dreze, 2002). Studies have shown price as an important factor in purchase decision, especially for frequently purchased products, affecting choices for store, product and brand (Rondan, 2004).
The greater the importance of price in purchases decisions; the greater the intensity of information and the greater the amount of comparison between competing brands (Mazumdar and Monroe, 1990). Considering the nature of the consumer products (frequently purchased and consumed products, Implying medium-low level of consumer – supplier interaction), the basic is, the customers who usually purchase are more frequently in contact with prices. Pricing strategy is paramount to every organization involved in the production of consumer goods and services because t gives it cue about the company and its products, a company does not set a single price but rather a pricing structure that covers different items in its line (Kotter and Armstrong, 2001). According to Hinterhuber (2008) pricing strategies vary considerably across industries, countries and customers and can be categorized into three groups. Cost-based pricing, competition based pricing, and customer value-based pricing.
Closing a pricing objective and associated strategy is an important function of the business owner and an integral part of the business plan or planning process. It is more than simply calculating plan or planning process. It is more than simply calculating the cost of production and adding a markup (Ruth, 2007). Therefore, assigning product prices is a strategy activity and the price or prices assigned to a product or range of products will have an impact on the extent to which consumers view the firm’s products and determine its subsequent purchase. However, it is less clear how pricing activities can be guided by the marketing concept. Certainly, customers would prefer paying less, in fact, they would even prefer to pay nothing but it is simply not feasible to give products without price (Sagepub.com 2009). An organization that does that will run dry and out of business and would not be able to create value for the customers. Subsequently these constitute problems that have provided a purpose for this research.
Researchers have identified a number of pricing strategies used by firms to achieve customers patronage. In the present study, three of these pricing strategies, namely, price bundling strategy, product line pricing strategies, will be used to anchor the study. The focus of the study is on the pricing strategies, though pricing strategies and patronage have been widely studied across the world. But most of these studies have been in the developed economics. Unfortunately, studies in the marketing sectors of the under-developed countries like Nigeria have been scarce. The motivation for the study therefore was to empirically evaluate the effects of the pricing strategy of supermarkets and their patronage in Ilorin. The selected supermarkets were as follows; the Ace supermarket and the Shoprite.
1.2	Statement of the Problem
Based on the identified factors/variables arising from the background of the study; namely, price bundling strategy, value based pricing, demand based and product line pricing strategy, what pricing strategy attributes make the highest impact of patronage supermarkets in Ilorin.
The failure of some firms to incorporate factors such as economic situation, level of competition, availability of close substitute, among others in their pricing decisions, may have resulted to the winding up of several supermarket or stores in Ilorin.
It has been shown in accounting literatures that profit planning is a potential tool for achieving pricing objectives and efficiency which supermarkets seem to ignore the use of profit planning (or budget) in their operations. This has led to far-reaching problems such as huge unforeseen operating cost as well as shortages in good financial and human resources.
This research work identifies some of the more common pricing strategies and the principal variables that contribute to the development of the strategy. It concludes with an analysis of the usefulness of this information to the buyer.
The problem that stimulated this study is the knowledge gap, that is, it looks as if small supermarkets are not aware that pricing strategy and profit planning impact positively on profit performance.
1.3	Research Questions
To help guide the study, the following research question were asked:
· To what extent does product line pricing affect the pricing strategy of supermarkets patronage in Ilorin?
· To what extent does price bundling affect the pricing strategy of supermarkets patronage in Ilorin?
· To what extent does demand base pricing affect the pricing strategy of supermarkets patronage in Ilorin?
1.4	Objectives of the Study
The main objective of the study was to examine the effects of the pricing strategy on food manufacturing firms in the Southeastern Nigeria on their patronage. However, the specific objectives are as follows;
· To determine the extent at which product line pricing affect the pricing strategy of supermarkets on their patronage.
· To determine the extent at which price bundling affect the pricing strategy of supermarkets on their patronage.
· To examine the extent at which demand based pricing affect the pricing strategy of supermarkets on their patronage.
1.5	Research Hypotheses
Subsequent to the aforementioned objectives and research questions; the following hypotheses have been formulated:
Ho:	Product line pricing have no positive significance on the pricing strategy of supermarkets.
Ho:	Price bundling have no positive effect on the pricing strategy of supermarkets.
Ho:	Demand based pricing have no positive effect on the pricing strategy of supermarkets.
1.6	Significance of the Study
Apart from benefit the ultimate goal of any research is to improve the existing knowledge, the result of the recommendation if properly implemented, leads to so many opportunities for the following people.
· Researcher: The study is significant to the researcher as it is one of the basic requirements for the award of Higher National Diploma in Marketing. It is an intellectual and also helps in gaining more knowledge.


· Government: The result of the project will bring understanding, create employment and increase revenue through tax collection. The study will rove informative and arouse their enthusiasm in methods and procedure of consumer research especially ascertaining perceptions of consumers regarding the pricing strategies of food manufacturers on their patronage.
· Academic/Institution: This study will equally be of immense benefits to the institution, which can serve as references to update information pertaining to the topic and also improve the knowledge of student so as to develop from where they stop and then improve more. The findings of the study will enrich the literature on pricing strategies of supermarkets on their patronages.
· Society: It improves the standard of living, social and also making available of peace and harmony within the society. Creating of job, better understanding between the government and people. Consumers will also benefit from the study especially when that various supermarkets incorporates new customer retention strategies through their pricing strategies.
1.7	Scope of the Study
In measuring the coverage of this study in relating to scope, the following shall be clarified and understanding.
· Time scope: The time scope covers by the research work is period of 2019-2020. All data collected has within the period and any information from the internet or text book etc.
· Geography scope: The geographical scope is limited to the activities in Ilorin west local government, Kwara State in Central Nigeria, it had a population of 777, 667 making it the 6th largest city in Nigeria by population. It co-ordinate 80 36N 4033E. The primary ethnic group of Kwara State is Yoruba with significant Nupe, Bariba and Fulani minorities.
· Industrial scope: This scope study the distribution of bakery industry. In which production is made and distribution in different places.
· Conceptual scope: The present study examined the effects of the pricing strategy on the patronage of supermarkets in Ilorin Township. The study encompassed the four identified independent variables such as; product line pricing strategy, price bundle pricing strategy and, demand based pricing strategies.
1.8 	Limitation and constraints
	There were some limiting factors that hindered the researcher from the peak of the research work to the end of the research some of these factors are: 
1.	Time constraint: Time is one of the limiting factor and crucial to the study. The researcher have many activities to attend with limited time available at her disposal whereby Friday is allocated for field work while Monday to Thursday were for lectures and other academic work, Saturday is allocated for report writing thereby Sunday was assign for revision of the report writing. And the researcher report to his supervisor on Monday. 
2.	Finance Constraint: The study of this nature required money for materials. The researcher has no means of income and the study was not sponsor by an organization, it was purely academic exercise. However, the researcher overcomes this problem by making it known to her parents who then later gave the money carry out this research work.
3.	Respondent Constraint: Another major constraints was respondent attitude towards understanding of the study, many respondent were hostile because they didn’t understand the purpose of the study. Many respondents were reluctant to release information thinking that the information may be used against them or maybe given to their competitor. This problem was overcome through explanation and departmental letters and people involved.


1.9	Definition of Terms
Price: Price is the amount of money charged for product or vertices. It is the sum of all values that consumers exchange for the benefits of giving or using the product or services (Kotler and Armstrong, 2010).

Strategy: Sije and Oloko (2013) defines strategy as the set of actions through which an organization by accident or design, develops resources and used them to deliver service or products in a way which its users find valuable, which meeting the financial and other objectives and constraints imposed by the stakeholders.

Patronage: Osman (in Seoek, 2009) defines patronage behaviour as the repeat purchase behaviour at a particular store for either the same type of products or any other products.

Price Bundling strategy: Brassington and Pettitt, (2006) see it as assembling a number of products in a single package to save the consumer the trouble of searching out and buying each one separately.

Demand based pricing: Demand based pricing looks outward from the production line and focused on customers and their responsiveness to different price levels (Brassington and Pettitt, 2006). They are prices based on the customers demand for a product.

Product line pricing: Product line pricing is a pricing strategy that set price steps between various products in a product line usually based on cost differences between the products, customer evaluations of different features and competitors price (Kotler, Armstrong, Wong and Saunders, 2001).



CHAPTER TWO
LITERATURE REVIEW
2.1	Introduction
The previous chapter addressed issues relating to the background of the study, problem statement, research objectives and research questions, significance of the study, scope and limitations of the study. This chapter deals with review of empirical work on the effect of pricing strategy on the patronage of supermarkets. The chapter commences with definition of key constructs. 
2.2	Conceptual Framework
2.2.1 	Definition of Patronage Behaviour
Osman (in Seock, 2009) defines patronage behaviour as the repeat purchase behaviour at a particular store for either the same types of products or any other products. Shim and Kotsiopoulos (cited by Seock, 2009), however, see patronage behaviour as a store choice behaviour that represents an individual’s preference for a particular store for purchasing product.
Previous studies generally measured consumers’ patronage behaviors in terms of WOM and store repatronage intentions (Carpenter, 2008; Reichheld and Teal, 1996). WOM is defined as person-to-person communication between a perceived communicator and a receiver regarding a brand, a product, or a service (Harrison-Walker, 2001). WOM is widely known as a significant factor which influences consumer decision-making; it can be either positive or negative (Keller and Fay, 2009). This powerful informal communication tool can persuade consumers to make purchasing decisions by offering others’ experiences and recommendations related to a store or a product (Okazaki, 2008). WOM is more influential for people who have high, perceived risks and less information about their choice of a store or a product. Thus, WOM is viewed as an essential component in determining consumers’ purchase decisions. Furthermore, store repatronage behavior refers to the likelihood that the consumer will revisit the store in the future (Tsai, 2001). Several studies have reported a positive relationship between consumer satisfaction and consumer repatronage behavior in retail contexts (Carpenter, 2008; Grace and O’Cass, 2005). Thus, it is important to understand consumers’ intentions to return to the stores they visited.


2.2.2 	Strategy
Sije and Oloko (2013) (cited in Haberberg and Rieple, 2008) defines strategy as the set of actions through which as organization by accident or design, develops resources and uses them to deliver service or products in a way which its users find valuable, while meeting the financial and other objectives and constraints imposed by the stakeholders.
Strategy is important because the resources available to achieve these goals are usually limited. Strategy generally involves setting goals, determining actions to achieve the goals, and mobilizing resources to execute the actions. A strategy describes how the end (goals) will be achieved by the means (resources). Strategy can be intended or can be emerged as a pattern of activity as the organization adapts to its environment or competes. It involves activities such as strategic planning and strategic thinking.
Henry Mintzbag from McGill University defined strategy as a pattern in a stream of decisions to contrast the view of strategy as planning, while Henry con Scheel defines the essence of strategy as the activities to deliver a unique mix of value choosing to perform activities differently or to perform different activities than rivals. Max McKeown (2011) argues that “strategy is about shaping the future” and is the human attempt to get to “describe ends with available means”. Dr Vladimir Kvint defines strategy as a system of finding, formulating and developing a doctrine that will ensure long term success if followed faithfully”.

2.2.3 	Pricing
Price is one of the most flexible elements of the marketing mix, which interferes directly and in a short term over the profitability and cost effectiveness of a company (Simon, Bilstein, & Luby, 2008). Despite the importance a price has on the performance of businesses, it seems that such element has not received the proper attention by many academics and marketing professionals (Avlonitis & Indounas, 2006).
Price is the amount of money charged for product or services. It is the sum of all values that consumers exchange for the benefits of having or using the product or service (Kotler and Armstrong, 2010). Price or the measure by which industrial and commercial customers judge the value of an offering, and it strongly impacts brand selection among competing alternatives (Shipley and Jobber, 2001).
	According to Agwu and Carter (2014), “among the 4Ps, price is the only income generator and it is the value attached to a product. Furthermore, price is the amount of money charged for a product or service. It is the sum of all the value that customers gives up in order to gain the benefits of having or using a product (Kotler et al 2010). Baker (2008) noted that price is the mechanism which ensures that the two force (demand and supply) are in equilibrium according to Santon (2016). Price is simply an offer or an experiment to task the pulse of the market. It is the monetary value for which the seller is willing to exchange for an item (Agbonifoh et al, 2013). Ezeudu (2004) argues that price is the exchange value of goods and services. Schewe (2015), defines price as what one gives up in exchange for a product or services. 
	It is one of the most important elements of the marketing mix as it as the only one that generates revenue for the firm unlike the others that consume funds (Agwu and Carter 2014) Lovelock (2004), suggested that pricing is the only element of the marketing mix that produces revenues for the firm, while all the others are related to expenses. Diamantopoulos (2003), also argued that, “price is the most flexible element of marketing strategy in that pricing decisions can be implemented relatively quickly in comparison with the other elements of marketing strategy”. It is capable of determining a firm’s market share and profitability. Kellogg et al, (2009 P.210) point out “if effective product development, promotion and distribution sow the seeds of business success, effective pricing is the harvest although effective pricing can never compensate for poor execution of the first three elements, ineffective pricing can surely prevent those effort from resulting in financial success”. 
	Price is the amount a customer pays for a product or the sum of the values that consumers exchange for the benefits of having or using a product or service (Bearden et al 2004). Price mean different things to different people; it is interest to lenders, COT or service charged by the banker (lenders), premium to the insurer, fare to the transporter, honorarium to the guest lecturer, studies have shown price as an important factor in purchase decision, especially for frequently purchased products, affecting choices for store, product and brand (Rondan, 2004).
Thus, pricing is treated as the simplest strategy within marketing, perhaps because many companies determine their prices based on intuition and the manager’s market experience (Simon, 1992). In addition, only few managers strategically think about pricing while proactively administrating their prices in order to create favorable conditions that lead to profits (Nagle & Holden, 2003).Considering this, Liozu and Hinterhuber(2012) highlight the need for more research regarding the pricing preferences and practices because, according to the authors, less than 2% of all published articles in marketing journals are focused on pricing. Strategic pricing requires a stronger relationship between marketing and the other sectors of a company. In order to enhance companies’ economic and financial performance, the pricing policies should be defined by their internal capacities and on the basic systematical understanding of needs and wishes of their customers, in addition to market conditions such as, economic conditions and degree of competition (Besanko, Dranove, Shanley, & Schaefer, 2012; De Toni & Mazzon, 2013b). 
Typically, in marketing, the main focus is placed on the development of new products, distribution channels and communication strategies, and according to Lancioni (2005) this could lead to precipitated pricing decisions without properly evaluating market and cost factors. On this regard, the theoretical assumptions consider as pricing policies the definitions that comprise the pricing strategies and the price levels used by companies in their respective markets.

2.2.4	Pricing Strategy
According to Monroe (2003), price decisions are one of the most important decisions of management because it affects profitability and the companies’ return along with their market competitiveness. Thus, the task of developing and defining prices is complex and challenging, because the managers involved in this process must understand how their customers perceive the prices, how to develop the perceived value, what are the intrinsic and relevant costs to comply with this necessity, as well as consider the pricing objectives of the company and their competitive position in the market (De Toni & Mazzon, 2013a,b; Hinterhuber & Liozu, 2014; Monroe, 2003). 
In this way, Nagle and Hogan (2007) argue that companies which do not manage their prices lose control over them, impairing their profitability and cost effectiveness mainly due to the customers will on paying a determinate price, which not only does it depend on the perceived value, but also depends on the prices set by the leading competitors. Consequently, mistaken or inexistent pricing policies could lead buyers to increase the volume of information while allowing them to augment their bargaining power thus forcing price reductions and discounts. The difference between conventional price setting and strategic pricing consists on setting prices by reacting to the market conditions or managing them proactively, being their sole purpose to exert the most profitable pricing by generating more value for customers without the obligation of increasing the business’ sales volume (Nagle & Holden, 2003) Logically, there is not a unique way for defining prices. 
Before setting a price, the company must decide what is going to be the strategy for the product in addition to what will be the proposed objectives, since the clearer these decisions, the easier it will be to establish prices (Hinterhuber & Liozu, 2013). According to Hinterhuber (2008), prices have a high impact on companies’ profitability, and pricing strategies vary considerably between sectors and market situations. Nonetheless, researchers mostly agree that pricing strategies can be categorized in three big groups: cost-based pricing, competition-based pricing and customer value-based pricing (Nagle & Holden, 2003).

2.2.4.1	Customer value-based pricing strategy 
Value establishment can be defined as the offer of benefits of equal or superior value to the sacrifices incurred by the purchaser for a product and/or service. Within the possible sacrifices, there is the financial sacrifice, which is translated by the price to be charged or actually paid by the buyer (Juran & De Feo, 2010; Porter, 1986; Zeithaml, 1988). Besides, the process of value settlement includes the transformation of the results from the organizational strategy on programs aimed to extract and deliver value to the company’s customers. In addition, it identifies the benefits and costs (or sacrifices) of products and experiences resulting from the relationship between the customers and the organization. The superior value proposal represents an offer for the customers which increases the value or solves a problem in a better way than those offered by similar competitors (Payne & Frow, 2014). 
Perceived value-based pricing is a pricing practice in which the managers take decisions based on the perception of benefits from the item being offered to the customer and how these benefits are perceived and weighted by the customers in relationship to the price they pay (Ingenbleek, Frambach, & Verhallen, 2010). Therefore, as a cultural orientation of businesses, value-based pricing is derived from a set of routine philosophies and organizational strategies that a specific company could use in order to focus on customer satisfaction and, as a result, increases their profitability (Cressman, 2012). Because of this, Liozu (2013) highlights that using prices based on customer’s perception of value is a more modern pricing approach, although sometimes it incites a profound organizational change on the established organizational structure, the current corporate structure or the pre-existing processes and systems.

2.2.4.1	Competition-based pricing strategy 
Competition-based pricing uses as key information the competitors’ price levels, as well as behavior expectations, observed in real competitors and/or potential primary sources to determine adequate pricing levels to be practiced by the company (Liozu & Hinterhuber, 2012). The main advantage of this approach is considering the actual pricing situation of the competitors, and its main disadvantage is that the demand related aspects are not considered. Furthermore, a strong competitive focus among the competitors can increase the risk of starting a price war among competitors in the market (Heil & Helsen, 2001). Liozu, Boland, Hinterhuber, and Perelli (2011) conducted a research mapping the pricing processes of companies which based their prices on competitors and they found that managers use their knowledge and experiences to define prices, as well as models of costs, contribution margin goals, and well-structured profit goals. In addition, these companies were strongly considering the prices of their main competitors while adding a price reward by always sharing the decision based on the manager’s intuition, which is not a scientific method to define prices. 
In this sense, competition-based pricing strategies are very dangerous because the company does not effectively have clear cost or profit information from its competitor who, in some instances, may be working with very low margins (Nagle & Holden, 2003). In some situations, the competitor developed a more efficient production process, thus the costs would not be equivalent, even because of the scale gains. Therefore, by following this strategy, the company is at risk of operating with minimal margins or even having negative profits. Pricing reduction strategies based on competition, in which companies may seek to increase the volume of sales, can also encourage the competitors to lower their prices while contributing to a predatory competition and a price war, resulting in reduced profit margins and smaller companies’ profitability (Diamantopoulos, 2005).

2.2.4.3	Cost-based pricing strategy 
Cost-based pricing is the most simple and popular method for setting prices. Historically, it is the most common pricing strategy because it carries a sense of financial prudence (Simon et al., 2008). This involves adding a profit margin on costs, such as adding a standard percentage contribution margin to the products and services. First, the sales level (revenue) is determined, and then the unit and total costs are calculated, followed by checking the company’s profit objectives and finally establishing the prices. Thus, for the professionals involved in this process, it is necessary to show to customers enough value on products and commercialized services in order to justify the prices charged by the company (Urdan, 2005). 
According to a study by Guilding, Drury, and Tayles (2005) in 187 companies in the United Kingdom and in 90 companies in Australia, three factors that can interfere with a cost-based strategy were identified: (i) intensity of competition: in a highly competitive market, the intensity of competition may result in a loss of contribution and profit margins due to the pressure to equal their prices to the competition, which turns costs in a highly relevant element since it provides the limits of prices to be charged; (ii) company size: larger companies have a greater capacity of influencing prices, because they have the propensity to act as a guide for the price ranges prevailing in the market, even because they frequently have scale gains; and (iii) type of industries: manufacturing industries have higher expenses due to their high investments on physical facilities and on resources used in manufacturing processes, which makes it difficult to accurately define the individual costs of products and potentially force an increase on the total cost. Similarly, a study of 84 companies performed by Milan et al. (2013) showed that in these companies there is a greater focus on price setting based on costs. Thus, this strategy encourages companies to use better expenditure techniques.
2.3	Pricing Strategies Dimensions
2.3.1	Product Line Pricing Strategy
A firm in modern economy typically sells a line of products rather than a single product. For example, cars are offered with different powers, yogurts are offered with different flavors, online shopping is offered with different delivery options, and wireless phone service is offered with different plans. This chapter reviews the academic research on product line pricing. Its purpose is to provide a comprehensive discussion on the topic with both the experienced and new researchers as the intended audience. Good reviews on the early literature on this topic can be found in Rao (1984, 1993).
Product line pricing is one of the pricing strategies aimed at attracting consumer to purchase a product. It is normally applied when a firm desires to maintain the product line’s current prices. Companies who use product in a product line usually based on cost differences between the products, customer evaluations of different features and competitors prices (Kotler and Armstrong, 2008).
Product line is an marketing strategy to sell some types of products. Unlike product bundling, product lining sold separately several interrelated products. One product line consist of several products with various size variations, colour type, quality or price. While price lining is an activity where you use price limits for all product in the line. This techniques is commonly used by stores that use one price for all its products. The pricing is based on the relation and impact of a product on its line, whether competitive or complimentary.
Several studies have been carried out to examine the effect of product line pricing on consumer patronage behavior. Berger, Draganska and Itamar, (2007) examined the influence of product variety on brand perception and choice. The findings suggested that in addition to directly affecting brand choice share through influencing the fit with consumer preference, product line length can also indirectly affect brand choice through influencing perceived brand quality.
Again, Draganska and Dipak (2006) investigated consumer preferences and product line pricing strategies. Results showed that consumers valued line attributes more than flavor attributes. Their analysis reveals that firms exploited these differences in consumer preferences by using product lines as a price discrimination tool. However, firms profits would not significantly increase if they were to price flavors within a product line differently. Therefore, the current pricing policy of setting different prices for product lines, but uniform prices for all flavors within a line, appeared to be on target.
The optimal pricing decision of a product line is critically dependent on the relations of the products in the line. In general, products in a line can be vertically differentiated, horizontally differentiated, or both. A product line is vertically differentiated if products in the line are differentiated along a dimension (product attribute) in which consumers have the same preference ranking on each level. That is, all consumers prefer to have more (or less) of the attribute. Such a dimension is typically interpreted as product quality in the literature (Moorthy, 1984; Mussa and Rosen, 1978). Examples of vertically differentiated product lines include iPods with different memory capacities and printers with different speeds. A product line is horizontally differentiated if the products in the line are differentiated along dimensions in which consumers have different preference rankings due to their taste differences. Examples of such product lines include ice creams with different flavors and clothes with different colors. In practice, it is common for a product line to be vertically differentiated along some dimensions but horizontally differentiated along others. For example, a line of automobiles may be vertically differentiated on gas-mileage but horizontally differentiated on colors.

2.3.2	Price Bundling Strategy
Bundle pricing has to do with including several products in a single package that is sold at a single price (Farese, Kimbrell and Woloszy, 2003). Brassington and Poltitt (2006) see it as assembling a number of products in a single package to save the consumer the trouble of searching out and buying each one separately extant literatures have supported the effect of price bundling strategy on patronage. Jiang, Chou and Xiaobo, (2011) examined the impact of price discount, product complementarily and relational investment on customer loyalty in China’s telecommunications industry. By controlling for age, gender, commitment to values and prior spending records, the findings confirms a moderated mediation model in that either price discount or product complementarily elicits an indirect and positive impact on customer loyalty via relational investment. 
Bundling pricing strategy, the company sole two or more products in one package, wherein the package price is cheaper than the total price of each item if sold separately. Bundling pricing is a strategy to enter the extra margin on the price to cover the various functions and several required to sell and maintain the product over its useful life.



2.4	Theoretical Review
2.4.1 	The Fame Pricing Theory
According to Ezeudu (2005), it is a collection of tools for predicting outcomes of a group of interacting agents where an action of a single agent directly affects the payoff of other participating agents. It is the study of militiaperson decision problems (Gibbons, 1992). It could also be referred to as a bag of analytical tools designed to help us understand the phenomena that, we observe when decision makers interact (Osborne and Rubinstein, 1994). Myerson (1997) defines it as the study of mathematical models of conflict and cooperation between intelligent rational decision makers.
According to Diamantopoulos (1991), game theory studies interactive decision-making. There are two key assumptions underlying this theory;
· Each player in the market acts on self-interest. They pursue well-defined exogenous objectives; ie, they are rational. They understand and seek to maximize their own pay off functions.
· In choosing a plan of action (strategy), a player considers the potential reactions/responses of other players. She takes into account her knowledge or expectation of other decision makers behaviour ie, the reasons strategically. A game describes a strategic interaction between the players, where the outcome for each player depends upon the collective actions of all layers involved (Bolton and Kemonm, 1999).

2.4.2 	Consumer Theory
Consumer theory is concerned with how a rational consumer would make consumption decisions (Martim, 2011). The consumer theory arises because the consumer’s choice sets are assumed to be defined by certain prices and the consumer’s income or wealth. There are certain assumptions for this theory. The assumptions as stated by (Lichtenstein, Ridegeway and Neremever, 1993) can be seen below:
The assumption of perfect information is built deeply into the formulation of this choice problem, just as it is in the underlying choice theory (blithe, 2005). Some alternative models treat the consumer as rational but uncertain about the products, for example how a particular food will taste or how well a cleaning product will perform. Some goods may be experience goods which the consumer can best learn about by trying the good. In that case, the consumer might want to buy some now and decide later whether to buy more. That situation would need a different formulation. Similarly, if the agent thinks that high price goods are more likely to perform in a satisfactory way that, too, would suggest quite a different formulation. Of the two theories reviewed above, the game pricing theory was used to capture the study. This theory was suitable for the study because it help us understand the phenomena that we observe when decision-makers interact.

2.4.5	Price Theory 
	Price theory is concerned with explaining economic activity in terms of the creation and transfer of value, which includes the trade of goods and services between different economic agents (Tellis 2001). According to Friedman (2004), it is the explanation of how relative prices are determined and how prices functions to coordinate economic activity. The author further outlined two reasons why we must understand pricing theories. 
	The first reason to understand price theory is to understand how the society around you works. The second reason is that an understanding of how prices are determined is essential to an understanding of most controversial economic issues while a misunderstanding of how prices are determine is at the root of many, if not most, economic errors, according to Nagle and Holden (2009), a market economy is coordinated through the price system. Cost of production ultimately, the cost to a worker of working instead of taking a vacation or of working at one job instead of at another, or the cost of using land or some other resource for one purpose and so being unable to use it for another are reflected in the prices for which goods are sold. 
2.5	Empirical Review
Dudu and Agwu (2014) examined the effect of pricing strategies on the purchase of consumer goods. Also examined in the research was the effect of internet (online presence) on informed purchase decision. The research intended to answer questions on the extent to which competitor’s price affects purchase of products, how customers perceived the value-based pricing concept of firms and the extent to which online pricing informed customer purchase decision. This study being descriptive and historical relied heavily on secondary instruments as sources of data, findings from the data obtained indicated that consumer have a perception of value reflected in prices of firms’ products. It also shows that competitors price affected the purchase of firm products and that online pricing informs and affects purchase decision. The study contributes to knowledge in series of issues associated with pricing strategies and purchase decision process. The research recommends that as much a firms should focus on communicating value to customers through prices, firms should also be on the watch for competitor’s prices and examine how much it affects purchase of their products. 
Paul and Ivo, (2013) related price strategies and price setting practices by use of survey method and hypothesis testing on 95 respondent, showed that price setting are related because strategies are implemented through price setting practices. 
Howard and James (2013) based their study of the effect of decision context on perceived risk in pricing strategies on attribution theory where more than 100 business managers were used and findings suggest that when uncontrollable environmental factors dominate pricing managers tend to select pricing strategies with external orientations to deflect risk away from themselves personally. Kostis and George (2011) conducted a study on new industrial service pricing strategies and their antecedents where data were collected through a mail survey from 129 transportation and 48 information technology companies. Moreover, 20 in-depth personal interviews were conducted in the initial phase of the research and concluded that skimming pricing and penetration pricing relate to the company’s corporate and marketing strategy and the service characteristics, while market condition influence the adoption of pricing similar to competitive prices.
David and David (2012) through exploratory research, a mail survey was conducted using a questionnaire based on the dual scenario technique on marketing-orientated pricing: Understanding and applying factors that discriminate between successful high and low price strategies, found out that six marketing-orientated factors- i.e ability of customers to pay, brand value, degree of competition, price acting as a barrier to entry, demand compared to supply, and the use of a building market share objective-significantly discriminated between the use of successful high versus low price strategies. 
Anna, Nicola and Alessandro, (2012) conducted a study on the relationship between customer value and pricing strategies by use of a sample of 129 washing machine models which assessed through the conjoint analysis technique. This was then compared through a regression analysis to the market prices of the products revealed that the alignment between price and value for the customer is limited, only one of the two subsamples presented a positive dependence among the variables. 
Spyros, George and Nikos (2012) carried out their research on wholesale provision of broadband service: alternative pricing strategies and associated policies using a cost model created from actual market data showed that there are several factors that should be examined when new entrants design their broadband deployment strategy.
Ruiliang, (2009) on his study on pricing strategies and firm performances under alliance brand through game-theoretic model demonstrated that optimal pricing and brand management strategies exist for firms in a competitive market. Andreas, (2008) conducted a study on customer value-based pricing strategies: why companies resist where a two-stage empirical approach was employed and identified five main obstacles to the implementation of value-based pricing strategies: deficits in value assessment; deficits in value communication; lack of effective market segmentation; deficits in sales force management; and lack of support from senior management.

2.6	Supermarkets Profile
Ace Supermarket
	Ace Supermarket started as a small seed in 2012/2013 in order to plug the gap of the CEO observed in  Akobo area of Ibadan and to generate employment. Today, Ace Supermarket has become a household name spanning across major cities in Southwest Nigeria namely Ibadan, Osogbo, Abeokuta, Oyo, Ogbomosho, Ijebu-Ode, Ile-Ife and Ilorin.
	Ace as the elite supermarket in all these cities has continued to be the tremendous service to the need of the people who in the past have had to travel to Lagos or Ibadan in order to shop for their essential needs, with over 400 workforce. Ace Supermarket is one of the leading employers of labour in Southwest Nigeria. Ace services span across Groceries, Bakery, Boutique, Eatery, Lounge and Cinema.


Shoprite Mall
Shoprite is a world acclaimed retail brand originating from South Africa. The company first began business in Nigeria in December 2005 in Surulere. Today, it is available in various cities in the countries including Ibadan, Kano, Ilorin, Lagos and Enugu etc. Shoprite’s promise to its customer is to provide low price commodities with its slogan being “Lower Prices You Can Trust”. The company intends to keep its promises while simultaneously providing the best quality of products from around the globe.
	At Shoprite, you will find extra-matured Steakhouse Classic Steaks, Wines from 10 of the world’s best wine producing countries, the finest Single Origin Roast Coffees, freshly baked bread and the freshest fruit and vegetables all year round and so much more. Some of the items available at affordable prices at Shoprite include: hair and beauty products, liquor, foreign ground coffee, infant and baby care items, groceries and beverages, baked goods and confectionaries, ready to eat meals, smartphones, laptops and other computer equipment, drug and pharmaceuticals.











CHAPTER THREE
RESEARCH METHODOLOGY
3.1	Introduction
This section described the procedures adopted in carrying out the study. These includes; the research design, population of the study, sampling procedure, sources of data, sample size determination, method of data collection, method of data analysis, validity of the instrument and reliability of the research instrument.

3.2	Research Design
Asika N (2004) defined research design as a work for conducting the research project by obtaining the required information that is necessary in solving identif9ied problem in research. This is an outline, a general arrangement or plan of how a research is to be conducted. Nworgu (1991) describes a research design as a plan or blue print which specifies how data relating to a given problem should be collected and analyzed.
By means of a survey research design, the present study examined the effects of the pricing strategy on the patronage of supermarkets in Ilorin Township. The choice of this design was because the researcher deemed it to be appropriate in the collection of primary data from the survey respondents. It was also due for the fact that the researcher perceived it to be suitable because of their lack of control over the responses and inability to manipulate sample subjects.

3.3	Population of the Study
Population in studies is explained by entire quantity of all units of the subject matter or happening to be evaluated into which all the likely observations of the same kind are made (Kumekpor, 2002). 
The population of the study comprised of the customers of the selected Supermarkets in Ilorin (Ace supermarket and Shoprite). The population to be surveyed are made up of the customers met at the selected supermarkets. These categories of customers were chosen because they were the ones present as at the time the researcher conducted the study. The total population of customers of selected supermarkets is estimated at 120.



3.4	Sampling Techniques
A sample is a subset containing the characteristics of a larger population. Samples are used in statistical testing when population sizes are too large for the study to include all possible members. Sampling technique refer to as scientific procedure of drawing sample from a given population.
The researcher adopted stratified and simple random sampling techniques for this study. Stratified sampling procedure was used to divide the sample into two (2) different strata. Afterwards, simple random sampling was used to select sufficient respondents from each of the stratum to make up the sample size of 92 respondents.

3.5	Sample Size Determination
The sample size for this study is determined using Taro Yamane’s formula. The formula is stated below:
n =    N
      1+N(e)2  

Where 
N = is the population (120)
1 = is the constant
e = is the degree of error expected (0.05)
n = is the sample size (?)
n = 120
     (1+120(0.05)2)
n = 120
     (1+120 (0.0025)
n = 120
       1+0.3
n = 120
       1.3

n = 92
Therefore, the sample size for the study is estimated at 92.

3.6	Sources of Data
Data for the study were obtained from primary sources. However, it should be noted that the review of related literature which include other research works, the publications in journals, textbooks, monographs, unpublished thesis from institutions of higher learning and work places including libraries and distribution centers,  official  releases  in  bulletins  and  manuals  and  the  internet  provided  the  guideline  in stating the hypotheses  and  also  aided  the  construction  and  design  of  the  questionnaire  and  oral  interviews.  The questionnaire, personal interview and observations served as primary sources of data collection.

3.7  	Method of Data Collection
For the purpose of this study, questionnaire was used in collecting data. Questionnaires are logically arranged in sequence of questions to obtain information from the respondents. A structured questionnaire with closed ended questions were developed to obtain perceptions from the respondents. The choice for this instrument was that the questionnaire is the most widely used instrument for data collection and because it is a quick means of obtaining the view of the respondents on a wide range f subjects. The questionnaire was pre-tested through a pilot study to get rid of any possible errors so as to improve its viability and reliability.
3.8  	Method of Data Analysis
Descriptive and inferential statistics were adopted to analyze the results and to draw conclusion, and recommendation. Descriptive statistics employed were simple frequencies, percentages and table. They were for the analysis of data. The inferential statistics used was chi-square (X2) non-parametric tool to test the hypotheses formulated for the study at 5% level of significance for decision making. The essence of using the chi-square (X2), statistical tool, was to determine the relationship between the observed and the expected frequencies. The formula is stated below as follows;
X2 =	∑(o - e)2
    e
where;
∑ = Summation notation
o = observed frequency
e = Expected frequency

3.9	Validity of Research Instrument
Onwumere (2005) defined validity as the extent to which a measuring instrument on application performs the function for which it is designed. To enhance the validity of the research instrument used, a draft copy of the instrument was given to the researcher’s supervisor and some experts in measurement and evaluation whose constructive criticisms were taken into consideration to ensure that the questionnaires contained all the relevant dimensions of the study.

3.10  	Reliability of Research Instrument
Onwuemere (2005) defined reliability as the degrees to which similar outcomes are produced by a measuring instrument when used in different situation. To establish the reliability of the research instrument, the spearmen-brown split-half method (2003) was used. Therefore,
rt =	     2    
1 + r
Where, rt = reliability of the whole test and
r = correlation coefficient of the split test

The reliability statues for the measurement set were presented in appendix B. It was evident from the reliability statues that the Spearmen-Brown split-half reliability coefficient recorded for the construct was under acceptable range r = 0,0997.












CHAPTER FOUR
PRESENTATION AND ANALYSIS OF DATA AND DISCUSSION OF FINDINGS
4.1	Introduction
Data per see do not convey significant meaning or information unless they are subjected to statistical applications or other forms of quantitative and qualitative treatment, which result in synthesizing of information.
Thus, this chapter attempts to present the primary data gathered for this study through questionnaire administered to the customers of the two selected supermarkets in Ilorin. Also included in this chapter are the computations, analysis, interpretation of data and the testing of hypotheses using simple frequencies, tables, and chi-square (x2).
It is pertinent to note however that the data presented here and analyzed subsequently are those considered relevant to the testing of hypotheses generated.

4.2	Respondent’s Characteristics and Classification
This section of the research deals with the frequency and percentage distribution of respondents with such variables as sex, age, marital status, educational qualifications etc.

Table 4.1   Respondents Profile
	
	Frequency
	Percentage

	Gender:
Male
Female
	
25
35
	
41.2
58.3

	Marital Status:
Married
Single
Divorced
	
15
35
10
	
25
58.3
16.7

	Age:
18 – 30 years
31 – 45 years
46 years above
	
7
35
18
	
12
58.3
30

	Educational Background:
OND
HND/B.Sc
Others
	
15
35
10
	
25
58.3
16.7

	Occupation:
Students
Civil Servants
Business/Trading
Others
	
10
20
15
5
	
20
40
30
10


Source: Researcher’s Computation (2023)
Form table above, it could be observed that 41.2% and 58.3% respondents were males and female respectively. 25%, 58.3%, and 16.7% respondents were single, married and divorced. Approximately, 12%, 58.3% and 30% respondents were within age brackets 18-30yrs, 31-45yrs and 46years and above respectively 25%, 58.3 and 17% respondents were OND holders, HND/B.Sc and other education qualification respectively.
Table 4.2: Descriptive statistics regarding respondents’ views of the pricing strategies effects on selected supermarkets on their patronage
	S/N
	Statements
	Strongly Agree
%
	Agree
%
	Neutral
%
	Strongly Disagree
%
	Disagree
%
	Mean
	Mean
%

	
	Product line pricing
	
	
	
	
	
	
	

	1
	Attracts consumers to purchase a product.
	30
	43.3
	13.3
	8.5
	5
	2.15
	25.8

	2
	Helps firms to maintain their products line’s current price.
	20
	16.7
	16.7
	5
	8.3
	2.32
	27.8

	3
	Affects brand choice share.
	25
	41.7
	8.3
	8.3
	16.7
	2.50
	30

	4
	Influences consumers brand equity.
	20
	50
	5
	8.5
	16.7
	2.52
	30.2

	5
	Influences consumer perceptions of product.
	20
	58.3
	0
	5
	16.7
	2.40
	28.8

	
	Price bundling
	
	
	
	
	
	
	

	6
	Saves consumer the trouble of searching out and buying each product separately.
	16.7
	50
	8.3
	8.3
	16.7
	2.58
	31

	7
	Increases customer loyalty.
	20
	46.7
	8.3
	8.3
	16.7
	2.55
	30.6

	8
	Used to pervade consumers to buy a product.
	25
	41.7
	8.3
	8.3
	16.7
	2.50
	30

	
	Demand pricing
	
	
	
	
	
	
	

	9
	Prices based on customers demand for a product.
	16.7
	50
	8.3
	8.3
	16.7
	2.58
	31

	10
	Regular customers are rewarded with more stable prices.
	25
	41.7
	8.3
	8.3
	16.7
	2.50
	30

	11
	Takes into consideration markets forces.
	30
	40
	8.3
	5
	11.7
	3.65
	43.8

	12
	Prices are more varied for low patronage customers.
	25
	41.7
	8.3
	16.7
	8.3
	2.42
	29


Descriptive statistics were used to examine the respondents level of agreement/disagreement with the twelve (12) items used to measure the effects of the pricing strategies of selected food manufacturing companies in the south east Nigeria on their patronage. The following discussion addresses only the three attributes according to their mean values. The values of all of the items have been summarized in table 4.2 above.
Of the twelve (12) question used to assess the effects of the pricing strategies of selected food manufacturing companies on their patronage, 73.3 percent of the respondents either strongly agreed or agreed that product line pricing attracts customers to purchase a product (mean = 2.15, mean % = 25.8). Following the effect that the product line pricing attracts consumers to purchase a product, was the attribute that it helps firms to maintain their product line’s current prices. Two percent of those responding to this question either strongly agreed or agreed that it helps them maintain their product line’s current prices (mean = 2.32, mean % = 27.8). The third attribute that the respondents either strongly agreed (25percent) or agreed (41.7) percent, with was that product line pricing attracts brand choice share (mean = 2.50, mean % = 30). The fourth attribute that the respondents either strongly agreed (20percent) or agreed (50percent), with was that it influences brand equity (mean = 2.52, mean % = 30.2).
In addition to the attributes (product line pricing) discussed above, was the attributes of price bundling. The respondents also perceives that it saves the consumers the trouble of searching out and buying each product separately 20 percent strongly agreed and 58.3 percent agreed, (means = 2.40, mean % 28.8), increases customer loyalty 16.7 percent strongly agreed and 50percent agreed, (mean = 2.58, mean % = 31), used as a persuasive strategy on customers 20percnt strongly agreed and 46.7 percent agreed, (mean = 2.55, mean % = 30.6).
Subsequent to the attributes of price bundling, was the attributes of demand pricing. 16.7 percent strongly agreed and 50 percent agreed that prices are based on what customers demand for a product (mean = 2.58, mean % = 31), regular customers are rewarded with more stable prices 25 percent strongly agreed and 41.7 percent agreed, (mean = 2.50, mean % = 30). 30 percent strongly agreed and 40 percent agreed that demand pricing takes into considerations market forces (mean = 3.65, mean % = 43-8). Finally, 25 percent strongly agreed and 41.7 percent agreed that prices are more varied for low patronage customers, (mean = 2.42, mean % = 29).
4.3	Test of Hypotheses
In an attempt to examine the effect of the pricing strategy of selected food manufacturing companies in the south east the proposed hypotheses were tested using the following procedures,

Level of significance = a = 0.05……………………………………………….. (i)
Degree of freedom df = 4……………………………………………………….(ii)

[image: ]
Test Statistic = X2 = Σ	    o1 – e1   ……………………………………………..(iii)	 
			         e
Where
X2 = Chi-square
· = Summation notation Q1 = Observed frequencies E1 = Expected frequencies

Decision rule: Accept H1, H2, and H3 if x2cal > x2tab Otherwise reject H01, H02 and H03…………………………………….……………………………….…… (iv)

Table 4.3: Summary of Responses
	Rating
	Q1
	Q2
	Q3

	SA
	30
	25
	20

	A
	10
	20
	28

	N
	5
	5
	3

	SD
	10
	5
	3

	D
	5
	5
	3


Note:
Q	= 	Question
SA	=	Strongly Agree
A	=	Agree
N	=	Neutral
SD	=	Strongly Disagree
D	=	Disagree
	Hypotheses
	Weighted responses (01)
	Expected frequencies (E1)
	X2cal
	X2tab
	Ranks

	
	5
	4
	3
	2
	1
	5
	4
	3
	2
	1
	
	
	

	H1
	30
	10
	5
	10
	5
	12
	12
	12
	12
	12
	44
	7.818
	Accept H1

	H2
	25
	20
	5
	5
	5
	12
	12
	12
	12
	12
	20
	7.818
	Accept H2

	H3
	20
	28
	3
	4
	5
	12
	12
	12
	12
	12
	26
	7.818
	Accept H3



Note:
O1 = Observed frequencies, E1 = expected frequencies, X2cal = chi-square calculated; X2tab = chi-square table value.
4.4	Discussions of Findings
The discussions of the study are based on the results obtained from the hypotheses tested using the chi-square (x2) non parametric test at 0.05 level of significance. The first result showed that product line pricing has positive effect on the pricing strategy of fast food manufacturing companies in the Southeast Nigeria on their patronage. The results of this study confirmed the findings of Draganska and Dipak (2006) on their study on consumer preferences and product line pricing strategies. Results shows that consumers valued line attributes more than flavor attributes. Their analysis reveals that firms exploited these differences in consumer preferences by using product line as a price discrimination tool. Also, in Berger, Draganska and Itamar (2007) on their study on the influence of product variety on brand perception and choice. The results suggests that in addition to directly affecting brand choice share through influencing the fit with consumer preferences, product line length can also indirectly affect brand choice through influencing perceived brand quality.
The second results shows that price bundling has significant positive effect on the pricing strategy of fast food manufacturing companies on their patronage in the Southeast Nigeria. The results of this study also correlates to the findings gotten by Chou and Xiaobo (2011) in their study on the impact of price discount, product complementarily and relational investment on customer loyalty in China’s telecommunications industry. The findings confirms a moderated mediation model in that either price discount or product complementarily elicits an indirect and positive impact on customer loyalty via relational investment. However, with higher levels of complementarily of bundle components, the effect of price discounts on customer loyalty are attenuated. Also in Igbongidi (2015) study on the persuasive effect of price on the purchase of plastic bundling products in Kwara state. the study found out that pricing strategies such as premium pricing, price bundling, complementary pricing, penetration pricing and market-oriented pricing strategies among other were to a great extent being utilized to persuade buyers of plastic bundling products in Kwara state and that price as a marketing variable was persuasive in attracting patronage of plastic bundling products in Kwara state.
The third finding of the study was that demand based pricing has a significant positive effect on the pricing strategy of fast food manufacturing companies on their patronage in southeast Nigeria. The results confirms the findings Milso, Anil and Hutchinson (2014) in their study on the effect of the types pricing strategy on perceived price on fairness and behavioural outcomes in beverage establishments. The result of this study broadens the understanding of pricing strategies in the context of beverage establishment and serves as a foundation for further research.




CHAPTER FIVE
CONCLUSIONS AND RECOMMENDATION
5.1	Conclusions
In conclusion, the purpose of this study was to explore the effect of pricing strategies of selected food manufacturing companies in Southeast Nigeria on their patronage. Findings from this study suggests that, there are various pricing strategies firms employ to achieving consumer parsonage. The researcher have demonstrated in this study that there are different pricing strategies employed by food manufacturing companies on their patronage. Among the entire three pricing strategies namely, price bundling demand pricing, and product line pricing; price bundling have the greatest positive impact on selected food manufacturing companies on their patronage, this sis followed by demand pricing and product line pricing respectively.
5.2	Recommendations
Based on the findings and conclusions of this study, the following recommendations are hereby made. In favor of price bundling, supermarkets should pursue the use of price bundling with vigour so as to elicit and indirect and positive impact on customer loyalty via relational investment. In favour of demand, they must ensure that their pricing must be in line with the customer’s perception. This could be achieved by rewarding regular customers with more stable prices, while varying prices for low patronage customers. Finally, in favour of product line pricing, supermarkets should maintain uniform prices for all flavors within a line.
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APPENDIX A
Research Questionnaire
Department of Marketing
Institute of Finance and Management Studies
Kwara State Polytechnic
Ilorin, Kwara State

Dear Respondent,	
I Name am an Undergraduate student with the above department currently carrying out a research work on the Impact of Pricing Strategies on the patronage of supermarkets in Ilorin Township. It is in partial fulfillment of the requirement for the award of  National Diploma (ND) in Marketing.
	
I will be glad if you would assist in filling the attached questionnaire to enable me carryout this research work successfully.

I promise to treat your responses with utmost confidentiality and use them for academic purposes only.
Thanks for your anticipated co-operation.
Yours sincerely,
JIMOH OLAITAN JAMIU
QUESTIONNAIRE
1. What is your sex:
Male (    )
Female (    )


0. What is your marital status:
Single (    )
Married (    )
Divorced (    )


0. What is your age:
18 – 30 years (    )
31 – 45 years (    )
46 years above (    )
0. What is your educational qualification:
OND (    )
HND/B.Sc (    )
Others (    )
0. What is your occupation:
Students (    )
Civil Servants (    )
Business/Trading (    )
Others (    )

Section B
Instruction: Kindly indicate your choice for each statement from the list of options provided
A	=	5
SA	=	4
D	=	3
SD	=	2
N	=	1

	S/N
	Statements
	Strongly Agree

	Agree

	Neutral

	Strongly Disagree

	Disagree

	Mean
	Mean


	
	Product line pricing
	
	
	
	
	
	
	

	1
	Attracts consumers to purchase a product.
	
	
	
	
	
	
	

	2
	Helps firms to maintain their products line’s current price.
	
	
	
	
	
	
	

	3
	Affects brand choice share.
	
	
	
	
	
	
	

	4
	Influences consumers brand equity.
	
	
	
	
	
	
	

	5
	Influences consumer perceptions of product.
	
	
	
	
	
	
	

	
	Price bundling
	
	
	
	
	
	
	

	6
	Saves consumer the trouble of searching out and buying each product separately.
	
	
	
	
	
	
	

	7
	Increases customer loyalty.
	
	
	
	
	
	
	

	8
	Used to pervade consumers to buy a product.
	
	
	
	
	
	
	

	
	Demand pricing
	
	
	
	
	
	
	

	9
	Prices based on customers demand for a product.
	
	
	
	
	
	
	

	10
	Regular customers are rewarded with more stable prices.
	
	
	
	
	
	
	

	11
	Takes into consideration markets forces.
	
	
	
	
	
	
	

	12
	Prices are more varied for low patronage customers.
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