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CHAPTER ONE
1.0	INTRODUCTION
1.1	BACKGROUND OF THE STUDY
Marketing orientation has become a center of attention of many authors for over 30 years (Parasuraman, 1983; Whyte, 1985; Greenley, Matcham, 1986; Naidu and Narayana, 1991). The importance of marketing orientation in affecting businessesc profitability is well documented in marketing literature (Narver and Slater, 1990; Ruekert, 1992; Ngai and Ellis, 1998). Many of these studies report results from samples of assorted businesses across industrial sectors (Pulendran et al, 2003; Kara et al, 2005) or from one industrial sector (Zaman et al., 2012; Merlo and Auh, 2009; Nwokah, 2008; Shin, 2012): e.g. Kajalo (2015) applied research on Finnish non-food small retailers; Rojas-Méndez (2012) measured marketing orientation of Chilean wine producers; Hammond et al. (2006) studied this concept with the implications for universities. Outperforming of other businesses should be a consequence of implementation of marketing activities (Day and Nedungadi, 1994). The aim of this paper is to examine and evaluate the degree of marketing orientation in businesses from 7up Bottling Company, Ilorin Plant in Kwara State and to identify relationships between their marketing orientation and business performance.
The current state of Nigeria’s sociopolitical environment has adversely affected the manner and way businesses are carried out in the country. Owner-managers of businesses, especially business organization, have devised several marketing strategies and models that could help to ensure their survival in Nigeria (Nwankwo and Kanyangale, 2019). With the growing number of Business organization in Nigeria, it is expected that the economy would grow as-tronomically (Boachie-Mensah and Issau, 2015; Nwankwo and Kanyangale, 2019; Octavia and Ali, 2017). Instead, the Nigerian economy continues to decline as businesses experience a tremendous failure as reported by Gwadabe and Amirah (2017). Similarly, the performance and survival of Business organization in Nigeria remain less satisfactory as many folds up as soon asthey open for business organization in Aminu, 2016; Gwadabe and Amirah, 2017). To be concise, a study by Aminu,etal. (2015) revealed that about 80% of Business organization in Nigeria collapsed before their fifth-year anniversary.
As access to funds alone does not guarantee effective performance and survival of Business organization in Nigeria, it is important to encourage Business organization to adopt marketing orientation (MO) to enhance their performance, sales growth, profit growth, market share growth, and others (Aminu, 2016; Asikhia, 2010). Concisely, MO is the antecedent of survival in the highly volatile, uncertain, complex, and ambiguous (VUCA) business environment. Marketing orientation (MO) is salient as it relates to the degree to which businesses are compelled to carry out the marketing concept (Bamfo and Kraa, 2019). This takes cognizance that the marketing concept focuses on the needs and wants of customers in the marketplace. Businesses that adopt MO adequately meet the customer needs and wants in a better way (Grainer and Padanyi, 2005). Therefore, owner-managers are being counseled to pursue two critical issues. First, the owner-managers need to have good information about customers’ needs and wants, and to critically examine exogenous features that persuade customers’ needs and preferences.
Second, owner-managers need to coordinate and react appropriately to clients’ preference based on the intelligence gathered (Bamfo and Kraa, 2019). Comparatively, Kumar et al. (2011) submit that firms with positive MO achieve higher business performance than businesses with a lower level of MO. It posits that businesses that embrace MO concepts develop customer loyalty and satisfaction with the organization’s products and create superior customer value, resulting in superior organizational performance (Dadfar, et al., 2013).Although MO and its effects on performance have been widely studied, two issues are interesting to future researchers. First, it is important to emphasize that several studies on MO have been conducted in large organizations to the neglect of small organizations (Avlonitis and Gounaris, 1997; Kanagasabai, 2008; Maydeu-Olivares and Lado, 2003). It is only recently that the study of MO has gradually begun to gain popularity in Business organization (e.g., Aminu, 2016; Bamfo and Kraa, 2019; Keskin, 2006; Shehu and Mahmood, 2014). Second, most of the existing studies have focused on business organization performance and not survival. The objective of this study is to investigate the effect of MO on the survival of manufacturing Business organization in Nigeria. This study is valuable in two key ways. It provides insight to owner-managers of Business organization on how customer intensity and value creation are core if MO is to enhance the survival of manufacturing Business organization in Nigeria. It also underscores the significance of meaningful integration of the outward-focused views of MO with the internal interdependencies and operations to create value for customers in the external environment.
1.2 	STATEMENT OF THE PROBLEM 
Over the time, it has been identified that the following are the problems embattling business organization in Nigeria with a particular references to Ilorin Kwara State. 
However, in the quest of the researcher to provide solution to all these problems has therefore decided to embark on this research; Declined in the profitability level of most business organization s, Ineffective sales promotion strategies adopted by the business organization . Under-utilization of the business organization s capacity. Absence of qualified marketing manager in the business organizations. 
1.3	RESEARCH QUESTION 
The following research questions shall he investigated: 
1. What Marketing orientation tools are used by the business organization in achieving their corporate objectives? 
2. What is the relationship between Marketing orientation and financial performance of the business organization? 
3. What is the effect of marketing orientation on profitability of the business organization? 
4. What challenges affect marketing orientation activities undertaken by the business organization? 
1.4	OBJECTIVES OF THE STUDY
This study generally sought to examine the relevance of Marketing to organizational survival in the business organization in Nigeria. The specific objective entails: 
1. To examine Marketing orientation activities used by business organization in order to achieve their corporate objectives. 
2. To examine the relationship between marketing orientation and business organization objectives. 
3. To examine the effect of marketing orientation on the profitability of the business organization 
4. To identify challenges surrounding Marketing orientation activities undertaken by the business organization 
1.5 	HYPOTHESIS FORMULATION
The following research hypotheses will be formulated in this research study. They are: 
Hypothesis I: 
Ho I: Marketing orientation is not significantly used to persuade, inform and create awareness as a tool for achieving business organization objectives. 
H1 I: Marketing orientation is significantly used to persuade, inform and create awareness as a tool for achieving business organization objectives. 
Hypothesis II: 
H0 II: There is no significant relationship between Marketing orientation and business organization objectives 
H1 II: There is significant relationship between Marketing orientation and business organization objectives 
1.6	SCOPE OF THE STUDY 
The project work concerned with the application of marketing concepts in the industry in Nigeria and the scope of the study will entails the theoretical scope, geographical and industrial scope marketing mix by. the business organization as well as the problems facing the business organization . The geographical scope of the study of the project work is located at Ilorin and its environments, the industrial scope will be business organization since case study under the business organization since case is under the business organization then it was chosen because it has similar characteristics with other types if business organization under it industry. 
1.7	SIGNIFICANCE OF THE STUDY
The significance of this study comes in four folds as it affects the following: 
1. Researcher: It will enable the researcher to gain more knowledge on Marketing orientation and how it is being adopted by Kwara Hotel, Ilorin. 
Also, project work is part of curriculum that must be fulfill for, the award of certificate. Therefore, it will also help the researcher to be awarded National Diploma in Marketing from the institution. 
2. Discipline: This study brings first hand information needed by lecturers and students of Marketing, who may want to research into topic or related topics of this nature about marketing concept. 
3. Case Study: This will serve as a guide or reference to the management and business organization of Kwara Hotel, Ilorin in using Marketing orientation to sell its products. 
4. Society: The outcome of this study will be of great advantage to the society in having the knowledge about Marketing orientation and how if effectively applied can lead to growth of the industry. 
[bookmark: _Toc8938692]1.8	OPERATIONALISATION 
The independent variable in this study is marketing by X. while the dependent variable is business organization in a multi-lingual society denoted by Y and the construct and variables are stated below.
Y = f(x)
Where X = marketing 
Where Y = business organization 
Regression Model Specifications 
 y1i = α + βx1i + βx2i + ε 
y2i = α + βx1i + βx2i + ε 
Where:
x1 = sales (s) 
x2 = survival (h)
y1 = Profitability (pr)
x2 = Customer Base (cb)
α = Constant term
ε = error terms
1.9	OUTLINE OF STUDY
	The project has been divided in five chapters or easy, understanding.
	Chapter one comprises the introduction of the project topic, Introduction of the study, Background to the study, Statement of the problem, Research questions, Research hypotheses, Significance of the study, Scope of the study, Plan of the study.
	Chapter two takes a look at the Literature review, Introduction, review, Conceptual review, Theoretical review, Empirical review, Gap in literatures.
	Chapter three comprises research introduction, Research design, population, sample size determination, sampling techniques, Method of data collection, Method of data analysis, validity and reliability, Ethical consideration.
	Chapter four Data analysis, Introduction response rate, Data screening and cleaning, detection of missing data, Assessment of outliers, Demographic profile of the respondents, Questionnaire response rate.
	Chapter five Summary of findings, Conclusion and recommendations, Introduction, Summary of the study, Conclusion, Recommendation, Limitation of the study, Contribution to knowledge, Suggestions for future studies, References.
1.10	DEFINITION OF TERMS
Customer Satisfaction: As an outcome of purchase and use resulting from the buyer's comparison of the rewords and the costs of the purchase in relation to the anticipated consequences. On the other hand, satisfaction can be considered as a process, emphasizing the perceptual, evaluative and psychological processes that contribute to satisfaction.
Communication: Is the links which bind organizations together in order to evolve common understanding or could be described as a process of passing information and understanding to one or more person.
Customer: The term ‘customer’ is commonly used to refer to end-users of a product. Also customer is a general term referring to anybody who receives a service or product from some other person or group of people.” Generally, there are internal and external customers, where internal customers refer to the staff or employees and external customers refer to stakeholders of an organization.
Industry: A specific branch of manufacture and trade. It is a commercial production and sale of goods it is the sector of an economy made up of manufacturing enterprises it is often classified into three sections: primary or extractive, second or manufacturing, and tertiary or services.

















CHAPTER TWO
LITERATURE REVIEW
2.1	CONCEPTUAL REIVEW
Market Orientation Research have found that MO could help firms to keep their strategic objectives in a dynamic environment (Jaworski & Kohli, 1993; Anwar & Sohail, 2003; Narver & Slater, 2004).One of the main characteristics of marketing orientation is the focus to put customers interest first (Tuominen et al., 2004). Jaworski and Kohli (1993) further suggest that marketing orientation is a way to improve business performance and perform on higher levels, which in turn is a way of tracking and respond to customer needs. Marketing orientation is also affected by the environment, which implies that businesses that appear in more competitive environments may also need a higher degree of marketing orientation (Jaworski & Kohli, 1993). It has been identified that marketing orientation consistsof two market strategies, mainly market driven and market driving strategies(Tuominen et al., 2004), which will be explored further below. 2.4.1 Market DrivenQuestions have been raised about the actual benefit of marketing orientation. According to Narver et al. (2004) claim that previous studies have suggested that marketing orientation may detract from a business innovation. This is linked to the issue of that companies put their only focus into listening and respond to the wishes of their customers (Narver et al., 2004). This understanding only refers to the responsive part of marketing orientation, which is customer ledandrefers to a more market driven strategy.A market driven strategy had been identified by Tuominen et al. (2004), to be a reactive strategy to the market. This favours gradual adjustments to changes in the business environment, which means that the firmtries to have an adaptive learningthroughout the organization (Tuominen et al., 2004). The market driven strategy engages in carefully research the market and investigate customer needs to later develop differentiated products and services for the identified segments to satisfy the needs (Kumar et al., 2000). 2.4.2 Market DrivingNarver et al. (2004) further questions the previous found relationship between marketing orientation and innovation by claiming that these have not yet considered the proactive part of market orientation, the market driving. The market driving marketing orientation is about to discover, understand and satisfy latent needs of the customers, rather than the expressed needs (Narver et al., 2004). Tuominen et al. (2004), refer to the market driving strategy as a proactive approach, which means to create something fundamentally and radically new by generative learning. According to the resultof Narver et al. (2004), the market driven approach will become more andmore common, and therefore the market driving approach is needed in order to create a sustainable competitive advantage. Market driving strategies bring with it a high risk (Kumar et al., 2000). Kumar et al. (2000), means that there often is a high financial risk of implementing market driving strategies, with limited capital, but if the implementation is successful there are unlimited upside potentials.
Unpacking the concept of marketing orientation (MO)
Marketing orientation is a fundamental phenomenon in the measurement of marketing operations for the past two decades (Ladipo, et al., 2016; Sombultawee and Boon-itt, 2018). It is considered as one of the indispensable elements of business survival. The significance of MO in Business organization cannot be over-looked regardless of culture and market due to its strong correlation with business performance (Kwak, et al., 2013; Maurya, et al., 2015; Na, et al., 2019). MO widens the activities of marketing concept, by acknowledging that focusing on customer alone is not enough (Arifin, 2016; Sombultawee and Boon-itt, 2018). Instead, firms need to understand the important elements within the external environment, as these affect the market operations. MO has strengthened the definition of marketing to integrate long-term planning, growth, competition, and survival. A number of researchers have discovered the relationship between MO and a firm’s performance (e.g., Bueno, et al., 2016; Chen and Hsu, 2013; Jangl, 2015; Lauk-kanen, et al., 2016; Lin, et al., 2015; Mutlu and Sur-er, 2015; Moghaddam, et al., 2013). Two streams of research on MO are notable in the existing literature. Theodosiou, et al. (2012) are explicit that the majority of the researchers have examined MO either from a cultural or from a behavioral approach. First, MO from the cultural approach hinges on the organization culture that effectively creates the necessary behaviors for the creation of superior value for buyers and, thus, continuous superior performance for the business (Narver and Slater, 1990, p.21). The cultural approach stressed the values and norms of an organization, which are related to MO and consist of three elements, namely customer orientation, competitor orientation, and the inter-functional coordination (Narver and Slater, 1990, pp.21). In this regard, customer orientation is the identification of customers’ needs, creating and delivering them with offerings that satisfy them. Ku-mar,et al. (2011) define competitor orientation as understanding the strengths and weaknesses of the competitors, delivering the superior value to customers that will outperform the competitors. Inter-functional coordination is the coordination among the departments and the functional areas to utilize the resources of the firm in order to create superior value for customers. This internal interdependence or cross-functional coordination has a direct relation-ship with several dimensions of business performance (Grinstein, 2008; Kwak, et al., 2013).Second, MO from the behavioral approach focuses on the organization-wide generation of market intelligence pertaining to current and future customer needs, dissemination of intelligence across departments, and organization-wide responsiveness to it (Kohli and Jaworski, 1990; Jaworski and Kohli, 2017). Varadarajan (2017, pp.31-32) concurs that the three core issues in defining MO include the organization’s extent of involvement in organization-wide generation of market intelligence, the dissemination of the intelligence across departments, and organization-wide responsiveness. According to Ghorbani, Dalvi, and Hirmanpour (2014), MO has five main characteristics, which include the philosophy of consumer marketing organizations, information marketing, integration, strategic orientation, and operational efficiency. It is insightful to note that Kohli,et al. as cited by Varadarajan (2017) designed an MO measurement, which was called MARKOR, covering intelligence generation, intelligence dissemination, and responsiveness. The higher the MO of a firm, the higher the performance to be achieved (Felgueira and Ricardo, 2012; Na, et al., 2019). For the purposes of this study, customer intensity and customer value creation form the MO. This brings together the internal interdependencies that create value, and the customer-centric behaviors to unpack MO. In this way, this study integrates specific aspects of the cultural and behavioral views of MO. The next section focuses on customer intensity and value creation.
Customer intensity Successful firms are those that place customers at the forefront of the organizational objective. Customer intensity is a business operator’s tendency to build marketing relationships that address individual customer needs, desires, or preferences and relate to customers on a more personal level (Fiore, et al., 2013, p.70). The concept of customer intensity or customer centricity has been debated widely in marketing literature. For instance, Deshpandé,et al. (1993, p.27) describe it as the set of philosophies that puts the customer’s interests first, while not excluding those of all other stakeholders such as owners, managers, and employees to develop a long-term profitable enterprise. Customer intensity is the way firms do business with their customers to provide a positive customer experience before and after the sale, to drive repeat business, customer loyalty, and profits. It is an approach that is based on putting your customer first, and at the core of the organizational objectives. Additionally, Shah,et al. (2006, p.115) proposed that the true benefits of the customer intensity paradigm lie not only on how to sell a company’s products, but also on creating value for the customer and, in the process, creating value for the organization. In Nigeria, customer intensity in Business organization is the ability of owner-managers to build marketing relationships that deal with individual customer needs, preferences, or desires, which is further related to customers on a more personal level (Nwaizugbo and Anukam, 2014). In another vein, Spence and Essous-si (2010) maintained that firms, particularly Business organization, to maintain their position in the marketplace, must be aware that their image in the public reflects the way and manner the consumers perceive them. In this study, customer intensity dimension is based on what is frequently seen as the key compelling force of marketing in the SME’s “customer-centric” orientation, using innovative methods to create, grow, and sustain customer relationships. The second element of MO is value creation, which is discussed below.


Value creation
Value creation is the central part of a firm’s entrepreneurial and marketing orientation (Rezvani and Khazaei, 2014). While value creation is an elemental condition for exchange to occur, successful business owners underscore the entrepreneurial way of value creation to achieve competitive advantage (Özdemir, 2013). Traditional marketing has placed more emphasis on the customer and transaction relationship. In entrepreneurial marketing, the central idea is innovative and continuous value creation, on the belief that value creation is a precondition for transactions and relationships. The creation of value is an important construct to a firm’s survival (Kotler and Keller, 2016). Despite the recognition of creating value as an important construct in an enterprise by practitioners and academics, it is still not easy to pin down the concept of valuing business (Anderson and Narus, 1998). The stiff competition experienced in recent times and the ongoing changes in customer preferences require that a firm must continuously ensure value in its goods and services (Lindgreen, et al., 2012; Sousa‐e‐silva, et al., 2015). This needs to be done mindful of the different kinds of value that exist. Value can be created when the attributes of a product (e.g., service, design, price, or packages) match with the specific needs of customers (Lindic and Silva, 2011). Notably, value can also be generated by reducing monetary cost, as well as be reinforced by delivering benefits at the stakeholder or consumer level (Lindic and Silva, 2011). It is critical to under-line that the notion of creating customer value is not a new concept at all. There are two ways of customer value creation. First, the notion of creating customer value refers toa series of activities performed by the customer to achieve a particular goal(Payne, et al., 2008, p.86). Grönroos in Trinh, Liem and Ka-chitvichyanukul (2014) concurs that customer’s in their daily undertakings create value through processes when products are needed to perform certain activity. It is widely advocated that customers are exposed to firm’s activities at different points in time, provided the customer’s and firm’s process-es, or activities, match, for mutual value generation to take place (Trinh, et al., 2014). In a different vein, customer value creation is under-stood in terms of reutilized actions, which are or-chestrated by tools, physical space, know-how, images, and a subject who is carrying out the prac-tice (Korkman, 2006, p.27).
Two divergent schools of thought related to value creation are decipherable in the recent marketing literature. These are the “value of, augmented goods and services” and the “value of relationship” (Lind-green, et al., 2012). From a goods and services viewpoint,value is seen as the cost of the product (i.e., total price paid) and asubjective marginal value, which hangs on the buyer’s own value structure (Xie and Zhang, 2015). Aminu (2016)argued that value and price are indi-vidualistically existent, which means “value” always exceeds the price to motivate customers to buy. This means that value is the monetary worth of benefits acustomer receives (Lindgreen, et al., 2012). Conse-quently, the customer always tries to get the most out of the perceived benefits and play down the per-ceived sacrifice, costs (Mencarelli and Riviere, 2015; Terblanche and Taljaard, 2018). Customer’s perceived value consists of two comple-mentary aspects, which are perceived benefits and perceived costs (Lindic and Silva, 2011). Delivering value to customer can be appraised by different di-mensions, but customers do not often select the product with the highest delivered value (Kotler and Keller, 2016). For instance, a customer might be willing to purchase at the lowest price, or intend tomaximize only individual benefits; the other cus-tomer may implant a dependable relationship with afirm and thus purchase from it regardless of the delivered value (Lindgreen, et al., 2012, pp.210). From a relationship viewpoint, value creation occurs not in isolation but rather by managing long-term relationship, networks, and interaction through con-centrating on employees, customers, suppliers, and other market players (Lindgreen, et al., 2012). This brings to the fore the distinction between relational and transactional exchange to achieve value (Lind-green, et al., 2012). Relationship has value when learning and adaptation amount to a new solution, and exchanges become certain and reassuring as the partners learn to organ-ize their business activities. Notably, the focal point of MO is innovation and continous value creation,onthe assumption that value creation is a prerequi-site for transactions and changing relationships. Inthis study, value creation means the ability to dis-cover untapped sources of customer value and to create unique combinations of resources to produce innovative value.
Marketing orientation
The term marketing orientation can be defined various ways: as a set of beliefs that shapes particular attitudes and culture of business (Hooley et al., 1990, In: Avlonitis and Gounaris, 1997, p. 385) or as an implementation of marketing concept (McCarthy and Perreault, 1990). In scientific literature, the term of marketing orientation is frequently confronted with the term of market orientation. Some authors equate these two terms, others prefer one of them. Hunt and Morgan (1995) differentiate terms marketing orientation and marketing orientation, on the other handAvlonitis and Gounaris (1999) consider them as synonyms. However, they prefer the term marketing orientation because of its wide utilization, while linguistically it refers to the marketing concept (Schwamm et al., 2009, p. 260).Marketing orientation could be understood from both behavioral and cultural perspective (Kirca, Jayachandran and Bearden, 2005). Narver and Slater (1990) support cultural approach in relation to basic characteristics of an organization. They identified the marketing orientation through the inclusion of three basic components, namely the customer orientation, the orientation on competition and the inter-functional coordination representing the importance of coordinating activities in all departments of an organization and also the coordinated utilization of resources for the purpose of creating greater value for customers (In: Panayides, 2004, p. 46-47). On the other hand, Kohli and Jaworski (1990) define marketing orientation from the behavioral perspective defining activities for the marketing oriented business, which are gaining information about market regarding current and future needs of customers, disseminating this information across all departments of an organization and organization ́s ability to respond this information. Kohli and Jaworski (1993) predominantly see the consequences of marketing orientation in customer satisfaction, employee ́s loyalty and the financial performance of business. Waris (2005) revealed proportional relationship between employee ́s commitment and marketing orientation and explain that their loyalty acts as an incentive for employees to be aware of customer needs and actions of competitors. Although some studies suggest a negative or non-significant relationship between marketing orientation and business performance Han et al., 1998), most findings indicate a positive relationship between marketing orientation and business performance (e.g. Deshpandé and Farley, 1998; Matsuno et al., 2000; Slater and Narver, 2000).
Measuring scalesTwo of the most extensively used measures of marketing orientation are the “MARKOR” scale developed by Kohli, Jaworski, and Kumar (1993) and the “MKTOR” scale developed by Narver and Slater (1990). Jaworski and Kohli(1993) developed MARKOR scale in which individual statements are predominantly evaluated by using the Likert scale (Caruana, 1999, p. 248). The MARKOR scale includes three components – generation of market information, dissemination of information and responsiveness capacity. The MARKOR scale appears to be able to gain information about specific behavioral reactions of business on critical aspects of a market such as competition, customers, regulation, social and macroeconomic forces (Day and Wensley, 1988; Jaworski and Kohli, 1996; Kohli et al., 1993). On the other hand, the MKTOR scale is less process oriented, and is operationalized in purely behavioral manner. It is characterized a method of measuring marketing orientation based on average scores from the three measured sections, namely customer orientation, orientation on competition and inter-functional coordination (Slater and Narver, 1994, In: Rojas-Méndez, Rod, 2013, p. 29-30). For the purpose of measuring marketing orientation by this method, it is used the Likert scale capturing attitudes of respondents towards activities of business (O ́Sullivan and Butler, 2009, p. 1352). Many scholars (Deshpandé and Farley, 1998; Dobni and Luffman, 2000; Langerak, 2001) also used modified scales or their combination in their studies. Both methods argue that the degree to which a business demonstrates its marketing orientation influences effectiveness with which the marketing concept is implemented in a business and at the same time the degree by which business performance is affected (Kohli and Jaworski, 1990; Narver and Slater, 1990, Reukert, 1992).


Business performance
Authors have different approach towards measuring business performance. Firstly, in researches there were used different financial and non-financial indicators as criteria for evaluating business performance. Also, authors differ in the investigation of these indicators. There are applied essentially two basic approaches of business performance measurement: by subjective (self-reported) and objective measures where the distinction between them is blurred by the human element. Although most objective measures are based on financial data, the reporting of financial information may be subjectively constructed. The difficulty in obtaining objective data contributes to the wide use of subjective measures (Cano et al., 2004, p. 184). Hooley et al. (2003, p. 96) argue that such a method of investigation values of performance indicators is preferred if it is necessary to obtain the values of indicators from a wide range of businesses. Managers are usually very busy and there is a risk that such questions will not be answered and managers may be reluctant to give precise numerical values of surveyed indicators. The absolute numerical values of indicators also make it impossible for a comparison between businesses of different sizes, operating in different industries, using different accounting standards and defining their markets in different ways. Avlonitis and Gounaris (1997) conclude that studies which used both objective and subjective measures of performance (Venkatraman and Ramanujam, 1986; Child, 1986), have found strong correlation between them.
2.2	THEORETICAL REVIEW
	Upper Echelon TheoryDecisions within firms are limited tothe theory of bounded rationality, where individuals’/managers’rationality is limited to understand only a small fraction of the information in a limited time. Therefore, decisions made are not always the best ones, where managers cannot foresee all relevant behavioursneeded for organizational effectiveness (Cyert & March, 1963). 
Contingency Theory
In order for an organization to perform as optimal as possible, all components of an organization have to fit well with each other, which is acentral theme of contingency theory (Selto, Renner and Young, 1995). According to Pennings (1987), the contingency theory approach forward that there is a need fora great fit between structure and environment in order for an organization to be effective. In further notion, the managers of the organization are constrained by the environment when adopting certain structural designs(Pennings, 1987). Furthermore, Pennings (1987) found that the contingency theory to allow a certain degree of freedom in the choice or adaptation of structure, but also when it comes to the adaption to the environment.The contingency theory, according to Seltoet al.(1995), hasboth pros and cons. They identifiedthe pros to be that it is a rich and descriptive framework, that is provides lots of opportunities for measurements and observations. The theory further allows explicit linking oforganizational characteristics and performance (Selto et al., 1995).However,Selto et al. (1995) identified the cons to be that the theory lack standard measures as well as ambiguity in the operationalization of the key constructs. Moreover, literature have further suggested that the contingency theory has the power to explain an organizations workgroup performance (Selto et al., 1995).Thetheory looks into what formof organizational structure is most appropriate for specific circumstances. By making the conclusion that there is not only one optimal way to handle different processes in organisations asdecision-makingand leadership, where different contexts in the environment will provide different conditions (Mintzberg,Ahlstrand & Lampel,2009). Thetheory will in this way be important in order to explain how perceived contextual discretion influence the TMT leadership in their strategic decisions. This is done by highlighting the fact that there are multiple strategic choices available under different contexts, which makes perceived contextual discretion an important factor to look at. The available choices to the TMT aretherefore linked to the strategic choice theory, where Eisenhardt et al. (1997) claim that TMT choicesto engage in teamwork also is reflectedin the firm’s success.
Social Marketing Theory
	Social marketing theory is a collection of theories that focus on how socially valuable information can be promoted. This theory has been used by social and welfare organizations to help promote or discourage various behaviors. The theory is administrative in nature in such that it seeks to outline a framework that can be used to design, implement and evaluate information campaigns. The target audience is identified based on their information need. Once this is done information is packaged and distributed in a manner that will be easily accessible to the intended audience.
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	The theory is an attempt to clearly understand how societal and psychological factors work to successfully manipulate them in order to increase how effective mass media information campaigns are. The theory focuses on helping identify the various social and psychological barriers that hinder the flow of information through the mass media and offers ideas and ways to overcome these barriers. These strategies range from being indigenous to the use of saturation advertising.
Features of Social Marketing Theory
1. 	Creating Audience Awareness
	When there is a need to promote any new idea, person or behavior, the first step is to create awareness that such a new concept or individual exists. Awareness is created by using all available channels at one’s disposal like news media and even new media like the internet. One of the easiest ways to create awareness is having a saturation television campaign. But the drawback is that’s a costly affair. The benefit of using newer media on the other hand is that a wider range of audience can be reached out to. The use of internet helps reach younger audience who may not read newspapers or depend on television for information.
2. 	Targeting the Right Audience
	When disseminating messages, it is important to first identify the audience that requires the message and then finding the most efficient means of reaching them with the message. This helps cut costs and ensures higher levels of audience penetration. For example, if the message is intended for old people, using the internet to spread information would be a waste of time as most elderly people do not use computers. A more effective way would be to use radio and television to get the message across.
3. 	Reinforce the Message
	When people receive a new message once, they tend to forget it easily. It’s therefore necessary to reinforce the message by repeatedly ensuring that individuals are exposed to the message from different channels. Promoting the media in various mass media, going door to door, holding group discussions, having debates on television are ways in which messages can be reinforced. People can eventually change themselves as agents when they start spreading the message that they have received from others.
4. 	Cultivate Images or Impressions
	When the audience is not interested in the person, product or service being promoted, they will not seek out any information about them. In such a scenario, image advertising is used. Here recognizable and easily understandable images are shown and the new product or service is shown in relation to that image. This helps create a favorable setting for promoting the new product. For example, watching an old couple reminisce about their college days and romance while sipping a hot cup of coffee is a tactic where a familiar event is used to attach happy emotions to a new coffee product, thus developing its image.
5. 	Stimulate Interest
	To make audience seek information, it is necessary to grab their attention and stimulate interest. Once this is done, information should be made easily accessible to the general public. Dramatic events or unexpected actions help capture the interest of the audience. A politician photographed cleaning a beach helps drive home the point that he cares for the environment. A dish washing product that claims one bottle will clean a thousand plates could organize an event where a thousand or more plates are washed in real using a single bottle. This event could be promoted as breaking the Guinness Book of World Record and immediately causes people to become interested in the product. Similar ideas could be used to further social welfare schemes and products.
6. 	Induce Desired Result
	Once information has reached the intended audience, efforts should be taken to ensure that the desired decision is arrived at. A campaign against smoking needs to ensure that people stop smoking. A new product being introduced should result in actual sales or usage.
Theory of Planned Behavior (Ajzen 1985)
[image: File:Theory of planned behavior.png]
	Source: Adapted from Davis et al,.(1989) 
	In 1985, Ajzen extended TRA to what he refers as the theory of planned behavior (TPB). This involves the addition of one major predictor—perceived behavioral control. This addition was introduced to account for times when people have the intention to conduct the behavior, but the actual behavior is thwarted because of subjective and objective reasons. In the theory of planned behavior, the attitude, subjective norms, and behavioral control have "important although differently weighted effects on a person's intention to behave".
	In spite of the improvement, it is suggested that TRA and TPB only provides an account of the determinants of behavior when both motivation and opportunity to process information are high. Further research demonstrating the casual relationships among the variables in TPB and any expansions of it is clearly necessary. The model also mentions little about the memory process.
2.3	EMPIRICAL REVIEW
	In the study conducted among women in Kenya by Arvinlucy (2012) it was found that most women groups use promotion in promoting their products. This was due to the fact that other promotional elements require a lot of money and the groups do not have sufficient fund to carry out those other promotional elements. Advertising was only used once by the groups providing services just to create awareness of their existence so that they may get donors to fund their activities. Banerjee (2013) in his study concluded that promotion has a lot of advantages that could bring about a long term business relationship and that most Indian insurance firms generate sales through salespersons efforts. Olumoko, Abass, and Dansu (2012) posited that promotion through the use of salespersons are able to communicate the value inherent in the services to clients thereby increasing their level of satisfaction as well as ensures that clients gets the exact quality of services required while also information could be modified to suit needs.
2.4 	GAP IN LITERATURE 
	The study established the relevance of promotion in marketing activities by revealing the potent power of promotion in Hospitality industry hospitality industry companies to accentuate effective relationship building, creative selling as well as maintaining profitable customer relationship. Therefore the findings from the study indicated that promotion played critical success role in building customer relationship, creative selling and maintaining profitable customers. The outcome of this study was supported by the study of Banerjee (2013) arguing that promotion had a lot of advantages in building customer relationship. This view was also further reinforced by Olumoko, Abass, and Dansu (2012) who posited that promotion through the use of salespersons are able to communicate the value inherent in the services to clients thereby increasing their level of satisfaction. On the influence of promotion in building and maintaining profitable customer relationship, the result indicated statistically significant outcome in hospitality industry where the average score was above average (2.5) while it was not statistically significant in hospitality industry where the mean was below average. It was concluded that promotion influence was greater in hospitality industry than hospitality industry with respect to building and maintaining profitable customer relationship. It is therefore no exaggeration to say that promotion till today performs its basic functions in marketing thereby contributing to the marketing activities of the selected companies. The significant role of promotion as critical promotional tool was emphasized by Mohd and Wannur (2012) in their study of Batik SMEs in Malaysia The finding of the study corroborated the above finding. It was found out that personal network promotional tool was used by the majority of the respondents. The theory of hierarchy of effects (AIDAS) explained the significant effect of promotion in jump starting sales through awareness cumulating into action of purchase or sales. The research of Banejee(2013) equally supported the theory of promotion in assisting organization to generates sales. Arvinlucy (2012) concluded that promotion was largely adopted because of its affordable costs compared to other promotional tools.














CHAPTER THREE
RESEARCH METHODOLOGY
3.0	PREAMBLE
	This chapter attempts to describe the methodology to be used in attaining the stated objectives of the study. It includes the research philosophy, research design adopted, method and sources of data and procedure in testing hypotheses formulated for the study.
3.1	RESEARCH DESIGN
	Research design is the structure and strategy of investigation formatted in order to obtain data to answer research question, which would enables the researcher to test the research questions for final conclusion on the study.
	The research design for this study is descriptive research otherwise called survey research. The design helps the researcher to describe the event in question using the resulting data to explain and predict the situation. It gathering consistently the data of occurrence of testing research questions makes predictions or getting meaning and implementation of the situation.
3.2	POPULATION OF THE STUDY
	Population refers to all cases or individuals that fit a certain specification (Ohaja, 2003). The staff and customer’s of 7up Bottling Company, Ilorin Plant in kwara State which set as total population for the study.
3.3	SAMPLE SIZE DETERMINATION 
	The sample size was drawn from the total population of the study area, knowing full well that, the whole population cannot be sampled due to time and financial limitations. The researcher only selected a portion of the population both staffs and customers is studied.
	Therefore, the size of the study is all the staffs and customers of the organization. The opinions and views sampled (A part of population which the study is focused) from the respondents of the study. 

3.4	SAMPLING TECHNIQUE
	The main purpose of sampling is to select a small portion of the whole population so as to make reference to the population.
	The researcher adopted the Convenience Sampling Method as a sampling technique. Convenience sampling (is also known as Availability sampling or Accidental sampling) is a non-probability sampling technique where subjects are selected because of their convenient accessibility and proximity to the researcher. It involves the sample being drawn from that part of the population which is close to hand. That is, a population is selected because it is readily available and convenient. It relies on data collection from population members who are conveniently available to participate in study. 
3.5	METHOD OF DATA COLLECTION 
	This is the technique used by the researcher to obtain data for analysis. The researcher used questionnaire and one on one collection to administer to drawing conclusion.
	There are two basic procedure of gathering data; these are primary and secondary sources. The research work makes use of primary data. The primary data is sourced from questionnaires administered to respondents in the area of the study. These data are used to test the formulated research questions. The use of primary data for the study does not preclude the use of secondary data, which were used to compile chapter one and two of the study. These data are generated from text books, journal, articles, publications and internet. 
3.6	METHOD OF DATA ANALYSIS 
	All data generated were quantitatively analysed. Quantitative measurement of data requires that the occurrence of variables be communicated using numbers.
The completed questionnaires would be collected, edited analyzed. A simple percentage mode of calculating would be adopted to communicate the frequency of occurrence of variables. All data were analysed in tables, the tables are used to present relevant information which include interpretations and Chi-square (X2) statistical technique would be used to test the formulated research hypothesis.
X2	= ∑			(O – e)2 
		 		 e
Where X2	=	Chi-square 
	∑	=	summations
o	=	observed frequency
e	=	expected frequency 
3.7	VALIDITY AND RELIABILITY OF RESEARCH INSTRUMENT 
VALIDITY OF THE INSTRUMENT. 
	The researcher used a set of item questions to make up a questionnaire that was administered to the respondents. The questionnaire consists of open and close ended questions with multiple options.
	The questionnaire were submitted to the supervisor for validation and reliability.
RELIABILITY OF INSTRUMENT 
	The measuring instrument was constructed in a way that the questionnaire item were used to measure particular hypothesis and relevant variable that leads the respondent to answer the question. The result were analyzed using test and retest before arriving at the score and later presented to the supervisor who approved it as being reliable.
3.8 	ETHICAL CONSIDERATION 
	This study conformed to the laid down procedures in carrying out researches. It was thoroughly checked by the Supervisor and other Lecturers in the department. All materials to be used in this study was duly sourced and analyzed before making recommendations. In respect of ethical consideration, the critical sources of information and data were protected and kept confidential. 
	Furthermore, all the authors consulted in this study were fully acknowledged in order not to run fowl of the ethics of plagiarism. Therefore, an ethical clearance to conduct the study shall be obtained from Kwara state Polytechnic., Ethical Review Committee. Finally, the findings of this study shall be disseminated to the public through publication in local and international journals.
CHAPTER FOUR
DATA ANALYSIS AND DISCUSSION OF FINDINGS
4.1	PREAMBLE 
	This chapter presents the result of the analysis in line with the research questions put forward in the study in order to make a valid conclusion on the stated problem in the research topic: Impact of Marketing orientation in Building Organizational survival in the business organization in Nigeria , a study Business organization It also focuses on the presentation, analysis and the interpretation of the data collected from the field survey. Descriptive statistics, including frequency count, simple percent and data collected were analyzed using Chi-square statistical method to determine their authenticity and validity.
	A total two number and fifty (250) responses were used in the analysis of data i.e 100 Business organization employee and 150 customers, the data were presented on tables and subsequently, and results were discussed under each table.
4.2	DATA ANALYSIS
Section A (Demographics data)
Table 4.2.1: Distribution of the respondents by Sex
	SEX
	RESPONDENTS
	PERCENTAGE (%)

	Male
	42
	42

	Female
	58
	58

	TOTAL
	100
	100


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

	20- 30 years
	18
	18

	31 – 40 years
	24
	24

	41 – 50 years
	41
	41

	51 years and above 
	17
	17

	Total
	100
	100


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

	Single
	11
	11

	Married
	87
	87

	Divorced
	2
	2

	Total
	100
	100


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

	NCE/OND
	19
	19

	HND/B.Sc
	73
	73

	M.Sc
	8
	8

	Ph.D
	–
	–

	Total
	42
	100


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

	Less than a year
	–
	–

	1 – 5 years
	14
	14

	6 – 10 years
	21
	21

	11 years and above 
	65
	65

	Total
	100
	100


Source: Field Survey (2025)
Table 4.2.4 says that 14% of the respondents are between 1-5years working experience, 21 (33.33%) were between 6-10years, while 65 were 11 years and above. The largest percentage of respondents has 11 years and above working experience.

Section B: 
Table 4.2.6: To what extent do you see marketing orientation as inevitable tool or strategies in enhancing organization’s growth and development? 
	OPTIONS
	FREQUENCY 
	PERCENTAGE (%)

	Very great extent
	69
	69

	Great extent
	31
	31

	Low extent
	–
	–

	Not at all
	–
	–

	Total
	100
	100


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

	Strongly Agree
	73
	73

	Agree
	15
	15

	Undecided 
	2
	2

	Strongly Disagree
	–
	–

	Disagree
	–
	–

	Total
	100
	100


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

	Strongly Agree
	13
	73

	Agree
	87
	15

	Undecided 
	–
	–

	Strongly Disagree
	–
	–

	Disagree
	–
	–

	Total
	100
	100


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

	Strongly Agree
	64
	64

	Agree
	36
	36

	Undecided 
	–
	–

	Strongly Disagree
	–
	–

	Disagree
	–
	–

	Total
	100
	100


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

	Very great extent
	71
	71

	Great extent	
	29
	29

	Low extent
	–
	–

	Very Low extent
	–
	–

	Total
	100
	100


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

	Strongly Agree
	94
	94

	Agree
	6
	6

	Undecided 
	–
	–

	Strongly Disagree
	–
	–

	Disagree
	–
	–

	Total
	100
	100


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

	Yes
	88
	88

	No
	–
	–

	To Some Extent
	12
	12

	Total
	100
	100


Source: Field Survey (2025)
Table 4.2.12 above says 88% of the respondents said yes, while 12% said to some extent. This implies that marketing orientation practice of Business organization attract new customers and help to maintain its customers.
Table 4.2.13: Does marketing orientation make impact on the image building in your organization? 
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	Strongly Agree
	27
	27

	Agree
	73
	73

	Undecided 
	–
	–

	Strongly Disagree
	–
	–

	Disagree
	–
	–

	Total
	100
	100


Source: Field Survey (2025)
Table 4.2.13 above says 27% of the respondents were strongly agree, while 73% were agree. This implies that marketing orientation make impact on the image building in your organization.




Table 4.2.14: Do you think Public Relation is an agent to create Organizational survival in the business organization in Nigeria 	 
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	Yes
	100
	100

	No
	–
	–

	Total
	100
	100


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

	Yes
	100
	100

	No
	–
	–

	Total
	100
	100


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

	Strongly Agree
	25
	25

	Agree
	59
	59

	Undecided 
	16
	16

	Strongly Disagree
	–
	–

	Disagree
	–
	–

	Total
	100
	100


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

	Strongly Agree
	91
	91

	Agree
	9
	9

	Undecided 
	–
	–

	Strongly Disagree
	–
	–

	Disagree
	–
	–

	Total
	100
	100


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

	Yes
	100
	100

	No
	–
	–

	Total
	100
	100


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

	Strongly Agree
	26
	26

	Agree
	74
	74

	Undecided 
	–
	–

	Strongly Disagree
	–
	–

	Disagree
	–
	–

	Total
	100
	100


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

	Strongly Agree
	93
	93

	Agree
	7
	7

	Undecided 
	–
	–

	Strongly Disagree
	–
	–

	Disagree
	–
	–

	Total
	100
	100


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

	Yes
	103
	68.6

	No
	–
	–

	To Some Extent
	47
	31.3

	Total
	150
	100


Source: Field Survey (2025)
Table 4.2.21 above says 103(68.6%) of the respondents said yes, while 47(31.3%) said to some extent. Most of the respondents have an in-depth knowledge and understanding of marketing orientation .
Table 4.2.22: Do you think that Marketing orientation practice is important in a corporate organisation?
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	Yes
	150
	100

	No
	–
	–

	Total
	150
	100


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

	Strongly Agree
	45
	30

	Agree
	74
	49.3

	Undecided 
	31
	20.6

	Strongly Disagree
	–
	–

	Disagree
	–
	–

	Total
	100
	100


Source: Field Survey (2025)
	Table 4.2.23 above says 45(30%) of the respondents were strongly agree, 74(49.3%) were agree, while 31(20.6%) were undecided. Most of the respondents ascertained that relations practice of Business organization has been able to secure mutual understanding on the part of its publics.
Table 4.2.24: Do you believe the success of Business organization depend on its image?
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	Yes
	98
	65.3

	No
	–
	–

	To Some Extent
	52
	34.6

	Total
	150
	100


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

	Yes
	150
	100

	No
	–
	–

	Total
	150
	100


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

	Yes
	141
	94

	No
	–
	–

	To Some Extent
	9
	6

	Total
	150
	100


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

	Yes
	135
	90

	No
	–
	–

	To Some Extent
	15
	10

	Total
	150
	100


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

	Strongly Agree
	103
	68.6

	Agree
	40
	26.6

	Undecided 
	7
	4.6

	Strongly Disagree
	–
	–

	Disagree
	–
	–

	Total
	100
	100


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

	Yes
	138
	92

	No
	–
	–

	To Some Extent
	12
	8

	Total
	150
	100


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

	Yes
	116
	77.3

	No
	–
	–

	To Some Extent
	34
	22.6

	Total
	150
	100


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

	Very Great Extent 
	105
	70

	Great Extent 
	39
	26

	Little extent 
	6
	4

	Not at all
	–
	–

	Total
	100
	100


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

	Yes
	63
	42

	No
	7
	4.6

	To Some Extent
	80
	53.3

	Total
	150
	100


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

	A brand that I am familiar with and trust
	76
	50.6

	Service and price information
	41
	27.3

	Creativity
	33
	22

	Others
	–
	–

	Total
	100
	100


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

	Computers 
	100
	50
	50
	2500
	50

	Mass Server
	–
	50
	-50
	2500
	50

	TOTAL
	100
	100
	 100 


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


















CHAPTER FIVE
	SUMMARY, CONCLUSION AND RECOMMENDATION 
5.0	PREAMBLE
	This chapter gives an overview of the whole research work. It include summary of the study, the findings of the research work, conclusion and recommendations 
5.1	SUMMARY OF FINDINGS
	This research study has its cardinal objective attempt to examine the application of marketing concept in the business organization products with special references to 7up Bottling Company, Ilorin Plant.
	Marketing is importance in any field of business institution. The marketing concept philosophy state that the entire firm’s effort should be focused toward satisfying the customers wants. This concept implies that customers want, satisfaction is the economic and social justification for a firm existence consequently all company activities most be devoted to finding out what the customer want and satisfying these want while market profit over long run.
	The products organization such as the business organization has many obligations to its customers to meet with the increasing requirement of its operational activities. Satisfaction is the main trust of a customer hence, the need for good food clean room clean bed etc is a task that must be fulfilled if the business organization hopes to gives products and to find out the effect of the concept on the performance of the business organization in the areas of sales profit market share and customer satisfaction. The scope of the study is to find out the existent to which the concept is being used in business organization products. 
On the main products offered by the hotels, it was observed that accommodation ranked high followed by average products and entertainment. The hoteliers conduct market research with the purpose of determining customers need and how to satisfy them.
	A consideration number do not conduct market research in their marketing effort. The business organization operations believe that business organization research should be organized to meet customer’s needs in order to increase sales profit and customer’s royalty. 
	Although, some still have a negative attitude towards business organization business and this was due to religion being and the image of business organization to the society as a corrupt place where people go and practice sexual immoralities.
	Majority of the business organization seek to employs competent staffs and this has increased their sales and customer products the use of human financial material resources have also helped to adequately satisfy customers want.
5.2	CONCLUSION 
	Customer are valuable asset which a business organization can lost if not taken seriously organization that are today customers focuses reflects the concepts of marketing throughout their hierarchy any way down to that person who is to find out the extent to which the concept is being used in business organization products.
	Also it would be deducted that only paid products is an effective means of keeping customers patronage but good relation with them will go a long way in retaining the customer which will guarantee continual sales and profitability for the business though considerable radical approach has been exhibited by hoteliers in Kwara, this philosophy has not all received all the attention from operators in the organization, some lacked vision, with other lacked the will and commitment applying the marketing concept philosophy requires the align of business strategy and action plans to readily and flexible connect customer learning to daily action and behaviour of very body involves in the delivery chain.
	Finally, application of marketing concept in business organization organization cannot be over emphasized because, responses that came out from the respondents are positive response on the attitude of people towards the hoteliers what motivates them and the extent of patronage. That shows that marketing is management function that needs to be carried out by the business organization organization so as to continue to stay in business profitably.
5.3	RECOMMENDATIONS 
	After critical assessment of the application of marketing concept in business organization industries, the researcher will now make some recommendation.
	Firstly marketing concept philosophy should be effectively used to enable business organization operations better understand the needs of the customer and consequence satisfy these needs adequately.
	Secondly, to avoid low demand and half demand for the business organization organization. The 7up Bottling Company, Ilorin Plant for instance used brochure the diaries are clearly specified and all other products rendered by the business organization are also spelt out clearly. The photographs of the different apartments are out and what to be in each room are pasted on the brochures.
There are displayed at the reception office for customer’s own benefits, however, the business organization management should embark more on direct advertisement in radio television newspaper and also makes use of diaries to promote product positioning.
	Business organization resources (both human and material should be effectively organized adequately and proper advertisement of the business organization product to the public.
	Management should engage in and out- door catering this will give more publicity to the business organization finally the use of special pricing festival should be employed in order to attract more customer and make them stay more enjoyable. 
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