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[bookmark: _Toc199679410]ABSTRACT
This study investigates the impact of entrepreneurial marketing on the sales performance of soft drink enterprises in Ilorin Metropolis, using Savannah Yoghurt as a case study. Entrepreneurial marketing, characterized by innovation, proactiveness, and resource leveraging, is posited as a critical strategy for small and medium enterprises (SMEs) in highly competitive markets. The research employs a mixed-method approach, combining quantitative data from 200 structured questionnaires with qualitative insights. Results indicate a strong positive relationship between customer satisfaction and patronage and increased sales volume, while customer loyalty was found to have an inverse correlation with sales, suggesting that immediate sales growth may be more dependent on satisfaction and repeated patronage than long-term loyalty in this context. The findings highlight the importance of continuous innovation, effective resource management, and proactive market engagement for SMEs. The study recommends that small businesses embrace entrepreneurial marketing practices to enhance customer satisfaction, drive sales, and ensure sustainability in dynamic market environments.
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[bookmark: _Toc199679411]CHAPTER ONE
[bookmark: _Toc199679412]1.0 		INTRODUCTION
[bookmark: _Toc199679413]1.1 		Background of the Study
	Entrepreneurial marketing is a concept that is more appropriate in small business enterprises for the approach in terms of available resources limitations and problems that exist in small enterprises (stokes, 2000). The concept of entrepreneurial marketing explores the values, skills, and behaviors of an entrepreneur in addressing their problems and finding business opportunities (Hadiyati, 2009).
	 Small business enterprises is a convenient term for segmenting businesses and other organization that has no more than 500 employers, as defined by the European union as a legally independent company.
	The owner of small business enterprise implement marketing concept in a numerous way than traditional marketing concept (Krans et al., 2007). Although the marketing concept has been widely defined in various textbooks, the marketing concept that was originally developed for large companies cannot be directly transferred to small businesses without adaptation. It illustrate that much of this marketing concept approach needs to be adjusted to be in line with the characteristics of small business enterprises that face special problem, as opposed to big companies.
	In practice, these concepts tend to be oriented to innovation and tailoring products to consumer demand. This is particularly relevant to the small enterprises of the soft drink industry, which are sensitive to changes in the model variant, this requiring appropriate innovation strategy.
	Although the presence of soft drink industry, specially small and household soft drink industry, is very promising for Nigeria economy, the industry is still experiencing development problems. The development of entrepreneurial skills in marketing businesses is crucial for entrepreneurial effort toward independence. This refer to the statement of stokes (2000) that then concept of entrepreneurial marketing focused on elements of innovation and development of ideas in accordance with market development is the key to the survival development and success of small business. On the basis of these conditions a model of entrepreneurial marketing for the development and sustainability of small business in the soft drink industry needs to be formulated.
[bookmark: _Toc199679414]1.2 Statement Of The Problem
	Consumers perceive market situation and innovative products or ideas differently.
This however will determine the success or failure of savannah yoghurt plc in the market. One of the greatest problem is that many of the small to medium enterprises is offer an up-being used traditional marketing rather than apply entrepreneurial marketing.
Other problems concerned are stated below:
1. Improper management of entrepreneurial marketing can use how sales volume in the soft drink industry in Ilorin.
2. Report from the market in Ilorin shows that SMEs are critical drivers for economic growth.
3.   Improper implementation of entrepreneurial marketing cause low market share dominant in soft drink industry.
4. Poor motivation of employees causes lack of innovative ideas in the industry.
5. Improper allocation of available resources cause low profit margin in the soft drink industry.
[bookmark: _Toc199679415]1.3	Objectives Of The Study 
This study aimed at determines the significance from effort of entrepreneurial marketing as a strategy appropriately adopt in small to medium enterprises. It therefore includes the following objectives.
I. To determine how customers satisfaction influence sales volume of small enterprises
II. To determine how customers patronage can determine the level of profitability
III. To examine the influence of customers loyalty on sales volume of small enterprises
[bookmark: _Toc199679416]1.4    Research Questions
1. To what extent does customers’ satisfaction influence sales of    small firm?
2. Does availability of resources determines the level of        profitability?
3. To what extent does customer’s loyalty enhance sales of small firm?
[bookmark: _Toc199679417]1.5 Hypotesis Formulation
H0 – There is no significant evidence that satisfaction influence sales in small       business enterprises.
H1 – There is significant evidence that customer’s satisfaction influence sales in business enterprise.
H0 _ There is no relationship between customers patronage and profitability.
H1 _There is relationship between customer’s patronage and profitability.
H0 _ There is no significant prove that customers loyalty enhance more sales.
H1 _ There is significant prove that customers loyalty enhance more sales.
[bookmark: _Toc199679418]1.6 	Significance Of The Study
	The findings of this study will be immensely benefiting the following:
I.	The Firm
The company itself will find this work very useful since it will enable them to guide against their effective use of entrepreneurial marketing rather than traditional marketing in allocating the available resources.
These are also significant to the case study chosen the industry into which the case study belongs. 
a.	It will help them to decide on what strategy to use in order to stimulate sales.
b.	It will help the industry in correction of their product deficiency.
c.	It will also assist them in create an avenue for them to introduce their new  product, and creating awareness of their product efficiently.
II.	To The Researcher 
The study will contribute more to researchers’ knowledge and improve his scope on the subject matter through findings and sourcing for information.
Iii.	To the market
It will be a great value for the public as a whole in encouraging and educating the on various activities of the industry.
The study will also enhance the knowledge of the public or society on the uses and the model of using of a product.
It will also be useful to inform to inform the public about different entrepreneurial marketing place and it provides information about marketing strategy (price change, product improvement etc).
Iv.	To the academic
The study will enable students to continuous programmers of entrepreneurial marketing that would strengthen their ability in meeting changing market demands. It is also provides information to the student that properly manage resources in such a way little resources that available will be sufficiently enough to carryout marketing activities.
V.	To the government  
There is no doubt national income of Nigeria government depends on the total monetary volume of the total value of product produce in a year. Therefore effective management of entrepreneurial marketing increase the productivity of an industry there by positive increase the Nigeria income.
It provide some social responsibility to the society company locate this indirectly reduce the stress from the government.
[bookmark: _Toc199679419]1.7   Scope Of The Study 
	The area covered by marketing is very wide. This account for the reason why the researcher will narrow the scope of the research to the area of entrepreneurial marketing  activities and how it is used to influence effective and efficient increase sales volume.
The study was conducted within Ilorin kwara state and will be focused on soft drink industry using savannah yoghurt as a case study.
This research work will cover period of 3 years i.e 2015 -2017.
[bookmark: _Toc199679420]1.8 Limitation And Constaints To The Study
In the process of the research work, there are various factors that are limiting the effectiveness of the research work.
This is obviously served as limitation of the success of the study. Therefore the limiting and the constraints of the research work are time, finance and reaction of the respondents.
i. Time constraints: the time schedule for the completion of the research work by the authority is not enough for the research to be carried out on the project topic likewise, the researcher has to study books, attend lectures, do assignments and search for some materials for the project and before all these are done the time is almost consumed.
The researcher was able to overcome these constraints by re-adjust the using in the days of the week  i.e from Monday to Friday is for lectures and Saturday and some hours on Sunday is use for research project and researcher have only some hours on Sundays to rest.
ii. Finance constraints: this study is limited by finance in terms of material for gathering data, transport from researcher’s house to respondent’s destinations. The researcher was able to overcome this constraint by depending on the parent that cater for his needs. The researcher also treks sometimes to reduce the transport fee since the case study is not that far to the researchers’ residence. Due to the financial incapability’s the researcher will not be able to go a long distance and travel to different place in order to sources for more information on the research study.
iii. Respondent constraint:  the general attitude of the respondent given questionnaire filled and those interviewed personally also constitute another constraint to the project. They are reluctant to disclose some vital information needed for the research study and which they regard as confidential matter.  The researcher was able to overcome this by giving out some facilitative payment to the gatekeeper and some other official managers.



[bookmark: _Toc199679421]CHAPTER TWO
[bookmark: _Toc199679422]2.0	LITERATURE REVIEW
[bookmark: _Toc199679423]2.1	Conceptual Review
[bookmark: _Toc199679424]2.1.1	Concept Of Entrepreneurial Marketing 
	Entrepreneurial marketing (EM) is an amalgamation of two management concepts distinctively areas. Existing as distinct or different disciplines, marketing and entrepreneurship have evolved to compasses many aspect of marketing that are often not explained by traditional marketing concept and theories.
Moris Et al. (2002) offered an early definition of entrepreneurial marketing as the:
	Proactive identification an exploitation of opportunities for acquiring and retaining profitable customer.
Constracting Traditional Marketing And Interpreneural Marketing
	COMPONENT 
	TRADITIONAL
MARKETING
	ENTERPRENEURAL MARKETING

	Basic premises
	Facilitation of transaction and marketing control
	Sustainable competitive advantages through value creating innovation

	Context 
	Established relatively stable market
	Envision, emerging and fragmented market with high level of turbulence 

	Orientation 
	Marketing is objective dispassionate science
	Central role of passion, zeal, persistence and creativity in marketing 

	Marketers role
	Coordinator of marketing mix; builder of the brand 
	Internal and external change agents, creator of the category

	Market approach 
	Reactive and adaptive approach to current market situation with incremental innovation 
	Proactive approach, leading the customer with dynamic innovation 

	Customer needs
	Articulated, assumed, expressed by customers through survey research
	Unarticulated discovered, identified through lead users.

	Risk perspective 
	Risk minimization in marketing actions 
	Marketing as vehicle for calculating risk taking, emphasis on finding ways to mitigate stage or share risk. 

	Resource management 
	Efficient use of existing resources scarcity mentality  
	Leveraging, creative use of the resources of others doing more with less action are not constrained by resource currently controlled.

	New product/ services development 
	Marketing support new product/service development activities of research and development 
	Marketing is the home of innovation, customer co-active producer. 


Source: stokes (2000)
2.1.2 	Entrepreneurial Marketing      
 Orientation Interface
	Early definition of entrepreneurship hold on behavioral attribute, describing the entrepreneur as an agent of change, someone who does not seek to perfect, or optimize existing way of doing something’s  but searches instead for new ways/method –different ways of doing things.   
	 Drucker (1986) Developed this early ideas by defining owner of small scale business as someone who searches for changes but respond to it in an innovative way, exploiting opportunity. He thus made innovation a necessary part of entrepreneurship. Others have take up this theme of entrepreneurship as a process, an act-oriented managerial style which takes innovation and changes as the focus of thinking and behavior (Casson, 1982; Hisrich, Peters & shephered, 2009).
	Hills and hultman (2011). Seems marketing and entrepreneurship as largely determine the facts of small business. Size enterprises around the world- their success, their growth, and their profitability.
	 	Hills and Hultman, (2011), Hisrich (1992) argue that there are many links between the two concepts. Both ate driven and affected by environmental turbulence and both have a behavioral orientation. Marketing within the smaller firm can often be viewed as an integral part of managing entrepreneurial  activities and, the sum of marketing plus entrepreneurship is greater than individual component parts (Anukan, 2009).
	There are several studies that have investigated the relationship between entrepreneurial orientation (EO) and marketing orientation (MO), highlighting similarities and differences between the two. Morris and Paul (1987) highlight the inherent similarity between marketing and entrepreneurship and hypothesized that more entrepreneurial firms would also be more marketing, oriented. Marketing oriented firm and/or managers also need to be entrepreneurial if they are to seize opportunities.
	Simmonds, (1986) posited that marketers should engage in an ongoing process not only of identifying change and opportunities but also inducing continual change in their organizations and by extension of market place.
	Additionally Morris, et al. (2002) further countered that the firms entrepreneurial orientation interact with other strategic orientations, in the process determine how they are manifested and whether they are manifested in some cases. Essentially, marketing orientation can exist independently and does not always need aspects of entrepreneurial orientation such as tendency to be innovative, accept risks and ct in a proactive manner.
	Miles and Arnold (1991) propose that an entrepreneurial orientation can be developed depending on the dynamic of the environment.
2.1.3		Concept Of Sales
	High sales numbers are crucial for the success of any company no matter how if they do business with goods and services. In other words, the more products a company sells, the higher their profit is.  The important of sales success of a business is self explaining and its emphasized by the fact that many companies implement whole sales and marketing departments in other to achieve the highest possible sales performance;. But when the performance does not show the desired results, companies are trying to find a way to counteract this development.
	Peppers and Rogers (2004) state that managers become seriously worried about declining customers loyality as companies steal their customers through better offers and purchasing incentive. Furthermore, companies have nowadays to face a total different situation than in the past. The market have become liberalized and global and are therefore characterized by high competition (Nguyen & Mutum 2012). Moreover, the development into service orientation, niche orientation and information orientation as well as fast changing customers buying  patterns make it necessary that companies try to find ways to increasing their sales performance in a sustainable way.
	From the above view, sales refer to a concept or an idea which lays emohasis on the sales of goods and services and not the underlying need or want and it does not really matter whether the products are actually needed by customer or not, the focus is on sales (profit) first then on marketing.
[bookmark: _Toc199679425]2.2 Theoretical Review
2.2.1 Entreprenurship Theory
Kirzner  (1967) emphasized on providing solution to the question on whether a market economy works and if it does what is the step that leads the economy towards an equilibrium? Kirzner claims that initially the economy is in a disequilibrium and the competition among ‘alert’ entrepreneurs leads to equilibrium. Kirzner had an intuition that markets are not always clear. Apparently there is no substantiated informed representative agents and for change to occur the entrepreneurs need incentive and this incentive comes from the difference among agents in terms of information and knowledge (Gunning, 1992).
	According to Kirzner (1973) an incensement in the technique of production or shift in preferences leads to change (disequilibrium)  in the market where initially there was equilibrium. Whenever the change has occurred, some planned activities will not be realized. But if there is equilibrium in the market there is nothing for the entrepreneurs to do and no exchange and profit opportunities for them since everybody will be able to carry out his initially determined exchange plans.
	Kirzner (1982) states there is no room for entrepreneurial discovery and creativities; the cause of market events is for ordained by the data of market situation and for the system to create profit opportunities for entrepreneur there is need for an exogenous shocks constantly hitting the economy.
	Kirzner (1993) comprehending the role of the entrepreneurs is necessary to understanding how errors get corrected in the market abd understanding the role of alertness is essential to comprehending how it is that entrepreneurs come to identify these errors. As he sees in the world where knowledge is necessarily broad and individual are necessarily ignorant of all changes that occur in the markets, alert entrepreneurs discover profit opportunities (i.e, opportunities to buy  at low price and sell at high price) and thus drive the market process toward equilibrium.
2.2.2 	Innovation Theory
	Schumpeter distinguished innovation as the function of the entrepreneur. Since that there has been the “unfortunate” discontinuity between the orthodox microeconomics and the Schumpeterian entrepreneurship. Schumpeterian was the most influential Havard Professor in the 1930s and 1940s. Schumpeterian has been refers to as the father of entrepreneurship and (irregular) growth theories Schumpeter is today more important the for seen earlier today, entrepreneur are major, determinants and  powerful players in the whole markets. Because enterprises cover the global market of commodities, they can collectively deside the rules of the game in the core market segments. The global economy is in expansion. We need new radical innovation and, thereby, economic growth. There are one billion young people (15-24) years old, 80% in developing countries, in the labor market with few opportunities for productive work. Capacity building is the major instrument that the world youth report 2005 by the UN stresses.
	Schumpeter (1949) termed these entrepreneurial innovation “New combination” (Ibid). since tradition and routine stifled  change, Schumpeter held that innovations tend to be undertaken by new firms. Thus in Schumpeter’s theory of innovation entrepreneurial changes in business activity created an environment conducive to further change. Innovations were copied, applied in similar and related lines, and even transferred to other non-related fields. Through this wide spread entrepreneurial copying, significant innovations transformed entire sectors of the economy. One consequences of extensive imitation was “that innovation do not remain isolated events, and are not eventually distributed in time, but that on the contrary they tend to cluster, to come about in bunches, simply because some, and then most, firms follow in the wake of successful innovation (Ibid). the result, the Austrian economist concluded, was that innovation pushed capitalist economic development forward not evenly but rather “by jerks and rushes.” It was “a distinct and painful process” (Ibid). The above instigated the third research question.
	In preparation for a product launch, a business must choose whether to invest in traditional advertising such as print, outdoor and online advertising, or other forms of promotion including email and fliers. purchasing media space on television and radio networks is another delivery method for promoting a launch. Other businesses choose to rely on viral marketing, creating, interest in a product online and allowing social networks and individual customers to promote the product through conversation. Promotional marketing follows a predetermined scheduled, which lays out  a time line for advertising campaign launches in various media and defines the promotional angle so that all marketing for a product launch can be consistent (Schumpeter 1949).
2.2.3 	Resource Theory
	Resource based view has become one of the most influential and cited theories in the history of management theorizing. It aspired to explain the internal sources of a firms sustained competitive advantage (Kraaijen brink, Spender, & Groen, 2010). It was Penrose who established the foundations of the resourced based view as a theory (Roos & Roos, 1997). Penrose first provides a logical explanation to the growth rates of the firm by clarifying the consent relationship among firm resources, production capability and performance.
	The knowledge based literature of the firm fosters and develops the resource based theory in that it considers knowledge to be the most complex of  an organization resources (Alavi & Leidner, 2001). The currently dominant view of business strategy-resource-base theory or resources based view (RBV) of firms is based on the concept of economic rent and the view of the company as a collection of capabilities. This view of strategy has a coherence and integrated role that places it will ahead of other mechanism of strategic decision making. Ganolakis & love (2010) used the resources based theory (RBT) to explain the importance of human capital to entrepreneurship. According to RBT, human capital is considered to be source of competitive advantage for entrepreneurial firms. Ownership of firm-specific –assets enable a company to develop a competitive advantages. This leads to idiosyncratic endowment of proprietary resources (Peppard & Rylandar,2001). According to  RBT, sustainable competitive advantage results from resources that are inimitable, not substitutable, tacit in nature, and synergistic (Barney,1991). Therefore, managers need to be able to identify the key resource and drives of performance and value in their organization.
[bookmark: _Toc199679426]2.3	Empirical Review
	Hannah W.M and Henry .B. carried out a research work on effort of entrepreneurial marketing practices on the growth of hair salons in Kenya (2013). The purpose of the study was to assess the role of entrepreneurial marketing on the growth of their salons in Kiambu. Simple random sampling method was used as a technique of collecting the data. The results were interpreted and conclusive drawn in relation to the research variable which were entrepreneurial marketing promotion practices, relationship practices and entrepreneurial marketing orientation practices  which were also related to the dependent variable which is organizational growth.
	Karanja .N. and Muthee .J. carry out a study on influence of entrepreneurial marketing on the growth of small and medium enterprises in Kenya.C. 2014). Objectives; To investigate the extent to which product development strategy influence the growth of SMES in Kiambu town – CBD, Kenya, to identify how price strategy influence the growth SMES in Kiambu town – CBD, Kenya. This research adopted a descriptive research design; the research used a questionnaire as the primary data collection instrument. It can be concluded that product development strategy was the key factor of entrepreneurial marketing that influences growth of SMES in Kiambu – CBD, Kenya.
	Anukan, A.I. and Nwaizugbo, I.C.  conducted a research work on assessment of entrepreneurial  marketing practices among small and medium scale enterprises in Imo States Nigeria  (2014). This study  explores with empirical evidence the extent of overlap, similarities and dissimilarities between entrepreneurial practices and the marketing concepts among small and medium size enterprises (SMES). Primary data collections tools consisting of structured instrument for personal interviews and guide for focused group discussion (FGD) and questionnaire were used to collect survey data. Secondly data were sourced firms records, periodical and related literatures. Thus, the highlights of the interface between entrepreneurship and market as discussed in the finding on the areas of differences, similarities, overlap and collaboration will give practitioners, academics and scholars greater synergetic leverage over unstable market place in the application of marketing and entrepreneurial process for greater results.
	Edward H. et al carried out research work on impact of entrepreneurship marketing and business development on business sustainability in Indonesia (2013). The main purpose of the study is to formulate model of entrepreneurial marketing for development of business and sustainability of small and household footwear industries based on the analysis of structural equation modeling (SEM) with partial least squares (PLS). the data collection method was used questionnaire, interviews (including in-depth interviews) documentation study and assessment sheets. Primary data collection were generally obtained through the quantitative information provided by the respondent from household and small footwear industries. It can be concluded that entrepreneurial marketing plays an important role in shaping business development and sustainability of small and household footwear industries.
	Anna Shcherbak et. Al conducted a research work on entrepreneurial marketing as a way for small enterprises to operate effectively in Sweden (2015). Purpose; To investigate in the particular ways of practical application of the entrepreneurial marketing for small and micro enterprises. To understand the entrepreneurial marketing relevant for small and micro companies that operates in fast-changing environment. The study is qualitative with deductive approach, interpretive epistemology and objectivist entology. It can be concluded.
	Gimgor Hacioglu and Hale Celikkan carry out a research work on effect of entrepreneurial marketing on firms innovative performance in Turkish SMES in Turkey (2012). The aim of the study is to identify the effect of entrepreneurial marketing on firms innovative performance, face to face to managers of 560 SMES in the Turkish manufacturing industry. Analysis results revealed that proactiveness, innovativeness, customer intensity, resource leveraging dimension of entrepreneurial marketing are positive related with innovative performance.
	Sharon Sitienel carry out a research work on influence of entrepreneurial marketing on growth of small and medium scale enterprises in Kenya (2017). The purpose of the study was established the influence of entrepreneurial marketing on growth of small and medium scale enterprises (SMES) in Uhuru market, Jogoo road Kenya. Specifically, the study sought to establish how marketing budget affect the growth of SMES Uhuru market, Jogoo road Kenya; to determine the degree to which market orientation influence the growth of SMES Uhuru market, Jogoo Road Kenya; as well as investigating the extent to which marketing practices the opportunity influence growth of SMES Uhuru market, jogoo road Kenya. The research use descriptive survey research design. Since year 2012, it can be concluded that SMES have gradually and steadily introduced new products/services.
	Adrienn Ferincz conducted a research work on role of knowledge in entrepreneurial marketing in Europe (2011). This prims to explain how then two sources of knowledge (know-how, know-who) influence the use of innovative marketing techniques  and their impact on competitive advantage. The proposition is studied through case-study methodology. It can be concluded that while conventional marketers use the traditional market research to adapt to the environment, entrepreneurial marketers rather build on experience immersions, and intuition for making their decision.
	Pitsamorn Kilenthong, et al carry out a research work on empirical investigation of entrepreneurial marketing dimensions (2015). The current study aims to identify dimension underlying EM behaviors and to examine the existence of these EM dimension using empirical data.
	Result show that a proposed model fits well with the data and fit better than other feasible alternative models. We believe that the empirically verified dimension of EM behaviors should provide a foundation upon which researchers can build and test for a broader theory.
	Mari Kangasmaki conducted a research work on planning and implementation of entrepreneurial marketing processes in SMES in Russian (2014). The purpose of this research is ton study entrepreneurial marketing characteristics and SME processes in order to wider understanding and gain more insights of entrepreneurial marketing. In addition, planning and implementation of entrepreneurial marketing processes is examined in order to gain full coverage of SMES marketing activities. The research was conducted as a qualitative research and data gathering was based on semi-structured interview survey, which involved nine company interviews. Examining more closely the processes companies did not fully understand that networking or word-of-mouth marketing could be used as efficiently as other conventional marketing methods.  



[bookmark: _Toc199679427]CHAPTER THREE
[bookmark: _Toc199679428]3.0	RESEACH METHODOLOGY
This chapter will present research design, population of the study, sampling procedure, sampling size, source and method of data collection, data collection instrument, data presentation and analysis, validity and reability.
[bookmark: _Toc199679429]3.1	Research Design
Research design can be defined as the master document that specifies the technique and procedure for collecting and analyzing needed information. ZIKMUD et al (2010). A research design bring about a frame work or plan of action for the research. To achieve the study use both analytical and descriptive method i.e ( Qualitative and Quantitative approach) research describes the characteristic of objects group or organization or environment.
	A descriptive research access situation as a pre-requisite to influence and generalization. A descriptive research design enables the researcher to obtain the opinion of  the representative sample of the targeted population in order to find the perception of the entire population. According to Cooper and Sohinder (2000) a descriptive research design is concerned with finding out who, where, what, when and how much further more design is structural has investigate question and part of formal studies. This research project was based on explanatory research design with the mix research methods involving both qualitative and quantitative data collection and analysis. Explanatory studies look for explanations of the nature of certain relationship that exist between variables. Quantitative research method is based on the measurement of quantity or amount (Kothari and et al 2015), Qualitative on the other hand uses an unstructured or semi- structured research approach to produce insight into behavior, motivation and attitude without necessarily qualifying them. It clarifies the participants VIGO of the context in which research method provides instructive explanation to reasons behind fact obtained by the quantitative design.
[bookmark: _Toc199679430]3.2	Population of the Study
	A study target population is generally a large collection of individual or objects to which researcher is interested in generalizing the conclusions. The target population usually has varying characteristics and it is also known as the theoretical population (M.C Grath and O’Toole, 2012) in this study the population is the consumers/users of Savanna yoghurt in Ilorin, Kwara state.
[bookmark: _Toc199679431]3.3	Sampling Procedures
A stratified sampling techniques or probability sampling was used to carry out the study. This enables the researchers to make an optimal representation of the population.
 	Kothan. C. (2012) defined procedures as a particular technique for carrying out a task. Why sampling is the procedure or method of obtaining a representative sample.
[bookmark: _Toc199679432]3.4	Sample Size Determination
	There is no definite rule to determination of the sample size, depend on a number of fraction v12. The sample size of 150 respondents was chosen from the whole universe. It was research made from these that generalization was drawn. 150 respondent was randomly selected for this research work.
[bookmark: _Toc199679433]3.5	Sources And Method Of Data Collection 
	Since the research design was explanatory mixed method, both qualitative and quantitative collection procedures were used to cater for quantitative data collection structured. Questionnaires were used with pre determined response categories in a likert scale of 1 to 5 to access quantitative characteristics. Qualitative  data collection procedures produce result that are easy to summarize, compare and generalized and was useful for the testing of hypothesis and estimation of the magnitude of contribution of each independent variables to the phenomenon of interest. Qualitative data was collected using open-ended questions to seek general patterns among different participants sample in this study so as to clarify the quantitative evaluation findings.
[bookmark: _Toc199679434]3.6	Data Collection Instrument
	 The researcher used face to face self .administered questionnaire as data collection instruments . questionnaire are effective data collection instruments because respondent can provide information on their current and previous behavior, altitude and perceptions [Coetzee,2005] both structured and unstructured questionnaires were used. structured questionnaire used to collect quantitative data while the unstructured questionnaire with open-ended construct were used to explain responses by the participants in their own words. The data collected with these questionnaires was coded and summarized for processing. The close-ended questions for quantitative data were designed using a likert scale for interval data and the degree of association was summarized into descriptive statistic include mean, percentages, frequencies, standard deviation and Pearson’s product correlation.
	Before conducting research, the researcher obtained a letter of introduction from the head of Marketing Department of Kwara state Polytechnic, Ilorin. This letter was presented to a responsible producer of Savanna yoghurt and their customers during the data collection exercise.
[bookmark: _Toc199679435]3.7	Data Presentation And Analysis Method
	The data collected houses a mix of quantitative (close ended questions). The open ended in the questionnaire were analysis using content analysis. Content analysis provide a systematic techniques for compressing many words into a few categories based in explicit rules of coding (Coetzece, 2005). The qualitative responses on the open-ended questions were coded into theme based on certain keywords and phrase that indicate a respondent to view on a particular item. The strength of their response was measured into a numerical likert scale and a numerical score allocated to indicate their response on a particular item.
	The data collected was analyzed in descriptive and inferential statistics. Descriptive research is the procedures of collecting data in order to test hypothesis or to answer question concerning the current  status of the subject in the study. Mugenda, (2003) add that the purpose of this type of research is to determine and report things the way they are. While descriptive statistics are used to reveal pattern through the analysis of numeric data, inferential statistics are used to draw conclusion and predictions based on the analysis of numeric data. Data analysis has there basic objectives, getting feel of the data testing the goodness of the data and testing of hypothesis developed for the research (Kothari, 2015, Njuguna, 2008) upon data collection only completed questionnaire were analyzed. The data collected was organized, coded, analyzed and interpreted on the basis of the basis of the research question using descriptive statistics and inferential statistic with statistic package for social sciences (SPSS) version 23 and Microsoft excel 2013. SPSS is capable of analyzing  coded data using statistical model and test of significance. However, Microsoft excel is good in summarizing data and frequencies. It is also an easy to use tool and flexible in multiple application for data analysis.
	Descriptive data analysis make use of percentages, frequency distribution, mean and standard deviation for each variable of interest. Frequency distribution shows in absolute or relative(percentage) terms how often (popular) the different value of a variable are among the units of analysis. Biographical and organizational questions are usually categorical hence it is usual to give frequency distributions of the respondents to such questions. Owing to the inherent limitation of scaling psychometrics  on perceptions, the intervals in the level of measurement can only be regarded as approximate equal interval (Coetzee, 2005).
[bookmark: _Toc199679436]3.8	Validity And Reliability
Validity is the accuracy of measure or the extent to which a score truthfully represent a concept while Reliability represents how consistent a measure is that the different attempts at measuring the same coverage on the point (Zikmund et al, 2010). To establish the instrument validity a panel of experts including the project supervisor where consulted to establish the instrument reliability the co-efficient alpha (a) was used. The co-efficient alpha is the most commonly applied estimate of a multiple item scales reliability with a co-efficient of 0.70 and above considered to have good reliability.   






[bookmark: _Toc199679437]CHAPTER FOUR
[bookmark: _Toc199679438]4.0	DATA PRESENTATION AND ANALYSIS
[bookmark: _Toc199679439]4.1	Brief History Of Case Study (Savanna Yoghurt)
	In recent years, the savanna yoghurt is the carbonate soft drink market has emerged with market superior quality as well as brand innovation and technology assuring the hallmark of clear leadership in the market.	
	Interestingly, the savanna yoghurt brand was the first to introduce PET in Ilorin, thus making it accessible and acceptable by all consumer. therefore experienced a new found love in the brand because of its ease of purchase and convenient of consumption a an on-the-go carbonated soft drink, CSD thereby changing the landscape of CSD consumption in Ilorin.
	Savannah yoghurt was launched in the year 2007, four years after its birth. Fifteen years down the line, various market reports have shown that the savannah yoghurt brand gave other competitors brand a good run with the introduction of PET bottles.
	Savannah yoghurt, which has an undeniable attractive milk colour and refreshing taste, has no doubt earned its seal of quality in the Nigeria yoghurt CSD landscape since its inception and beyond all contradiction. It is safe and healthy for construction.
	Savannah yoghurt has become many customer “great taste” that’s because savannah yoghurt is carefully made with ferment milk which one cannot find in any other carbonated in Ilorin. Savannah yoghurt remain the market leader with over 75 percent share of the yoghurt market in Ilorin according to studies by the researcher.   			

[bookmark: _Toc199679440]4.2	Presentation And Analysis of data
	This chapter primarily deals with the presentation of data collected, analyzing and interpret data lead to results.
	Mode of analysis was the use of frequency count which were converted into percentages, although the researcher studied new papers, magazines and browse internet to get related information.
	Two hundred and fifty (250) questionnaire were administered on subject to gather the needed information to have brilliant analysis of subject to gather the needed information to have a brilliant analysis of subject responses to the research questions, this chapter has been divided into two (2) sections. In all two hundred (200) i.e. 80% of the questionnaire were duly completed and returned by respondents. 
Table 1: Sex Distribution Of Respondent 
	
	Frequency
	Percentage
	Valid percent
	Cumulative percent 

	Valid male
	32
	16%
	16%
	16%

	Female
	168
	84%
	84%
	100%

	Total
	200
	100%
	100%
	


Source: Research survey 2025
The table above shows that 32 which equivalent to 16% of the total respondents were male while 168 which made up of 84% of the total respondents were female. Therefore female respondents are higher then that of male respondents.
	Majorly, the study revealed that the buyer/consumers of savannah yoghurt are female because they are majorly the consumer of soft drink.
Table 2: Age Distribution Of Respondent
	
	Frequency
	Percentage
	Valid percent
	Cumulative percent 

	Valid 5 – 10 
	144
	72%
	72%
	72%

	       11 – 15 
	48
	24%
	24%
	96%

	       16 – 20
	8
	4%
	4%
	100%

	Total 
	200
	100%
	100%
	


Source: research survey 2025
The table above shows that 144 which made up of 72% of the total respondent were age of 5 – 10, 48 made of 24% of the total were age 11 – 15 and 8 which made up of 4% of the total were age 16 – 20. Therefore, majority of the respondent were children.
Majorly, the study revealed that customers of savannah yoghurt are children within the range of 5 – 10 years of age. 
Table 3: Education Qualification Distribution Of Respondent
	
	Frequency
	Percentage
	Valid percent
	Cumulative percent 

	Valid o’ level
	96
	48%
	48%
	48%

	ND
	48
	24%
	24%
	72%

	HND
	48
	24%
	24%
	96%

	B.sc
	8
	4%
	4%
	100%

	Total
	200
	100%
	100%
	


Source: Research survey 2025
The table above shows that 96 which made up of 48% of the total respondent were O’level holder while 48 made up of 24% of the total were national diploma, 48 made up of 24% were HND holder 8 made up of 4% of the total were Bsc holder. Therefore majority of the respondent were O’level holders.
Conclusively, the study revealed that the savannah yoghurt customers are student.
Table 4: Position Held In Organization Distribution Respondent.
	
	Frequency
	Percentage
	Valid percent
	Cumulative percent 

	Valid 0-5years
	120
	60%
	60%
	60%

	6-10 years
	64
	32%
	32%
	92%

	11-15years
	16
	8%
	8%
	100%

	Total 
	200
	100%
	100%
	


Source: Research survey 2025
The above table indicated that respondents between 0-5years has 120 which made up of 60% of the total respondents while respondent between 6 – 10 years were 64 made up of 32% of the total respondents and 11 -16 years were 16 made up of 8% of the total respondents. Therefore, majority of the respondents were between age 0-5years.
Table 6: Tribe Distribution Of Respondence
	
	Frequency
	Percentage
	Valid percent
	Cumulative percent 

	Valid Igbo
	64
	32%
	32%
	32%

	Hausa 
	8
	4%
	4%
	36%

	Yoruba 
	128
	64%
	64%
	100%

	Total
	200
	100%
	100%
	


Source: Research survey 2025
The above table shows that Yoruba has the highest share of respondents with 128 which made up of 64% of the total respondents, Igbo has 64 which made up of 32% while Hausa has 8 made up of 4% of the total respondents. Therefore, majority of the respondents are Yoruba.
	Therefore, the study shows that majority of the customers were Yoruba with 64%, because it operate in the market where the dominant were Yoruba. 
Table 7: Performance Distribution Of Respondence 
	
	Frequency
	Percentage
	Valid percent
	Cumulative percent 

	Valid SA
	176
	88%
	88%
	88%

	         A
	24
	12%
	12%
	100%

	Total
	200
	100%
	100%
	


 Source: Research survey 2025.
	The table above shows that 176 which made up of 88% of the total respondents strongly agree that entrepreneurial marketing performing up to the expectation of your organization while 24 made up of 12% of the total respondents agree to it. Therefore, majority of the respondents strongly agreed that entrepreneurial marketing perform up to the organizational expectation.
	Therefore, majority of the respondent strongly agree that entrepreneurial marketing performing up to the expectation of the organization.

Table 8: There Is Contuinity In The Practice Of Entrepreneurial Market
	
	Frequency
	Percentage
	Valid percent
	Cumulative percent 

	Valid SA
	136
	68%
	68%
	68%

	        A
	64
	32%
	32%
	100%

	Total
	200
	100%
	100%
	


Source: Field survey 2025
The table above revealed that 136 respondents which represent 68% of  the total respondents strongly agree that there is continuity in the practice of entrepreneurial marketing while  32% of total respondents agree to it. Therefore  majority of the respondents strongly agreed.
	Therefore, majority of the respondent strongly agreed that there is a continuity in the practice of entrepreneurial marketing in the savannah firms
Table 9: Entrepreneurial Marketing Practice Manage Resource In A Way To Increase The Profitability
	
	Frequency
	Percentage
	Valid percent
	Cumulative percent 

	Valid SA
	120
	60%
	60%
	60%

	      A
	80
	40%
	40%
	100%

	Total
	200
	100%
	100%
	


Source: field survey 2025
	The table above  revealed that 120 respondent which represent 60% of the total respondents strongly agree to above assertion while 80 of the total respondents represents 40% agree. Therefore, majority of the respondent strongly agreed 
	Therefore, majority of the respondent strongly agree that entrepreneurial marketing practice manage resources in  a way to increase the profitability.
Table 10: Entrepreneurial Marketing Increase Customer And Consumer Of Savannah Yoghurt 
	
	Frequency
	Percentage
	Valid percent
	Cumulative percent 

	Valid SA
	152
	76%
	76%
	76%

	      A
	48
	24%
	24%
	100%

	Total
	200
	100%
	100%
	


Source: field survey 2025
The above table shows that 152 of the total respondents which made up of 76% strongly agree to the above assertion while 48 of the total respondents represent 24% agree. Therefore majority of the respondents strongly agreed.
	Therefore, majority of the respondent srrongly agree that adopting entrepreneurial marketing strategy as increase customers and consumers of savannah yoghurt.
  Table 11: Entrepreneurial Marketing Increase Sales 
	
	Frequency
	Percentage
	Valid percent
	Cumulative percent 

	Valid SA
	156
	76%
	76%
	76%

	      A
	40
	20%
	20%
	96%

	      U
	8
	4%
	4%
	100%

	Total 
	200
	100%
	100%
	


Source: field survey 2025
	The above table shows that 156 of the total respondents represents 76% were strongly agree with the above assertion 40 made up of 20% agree and 8 represent 4% of the total respondent undecided. Therefore, majority of the respondent  strongly agreed.
	Therefore, majority of the respondent strongly agree that entrepreneurial marketing increase the sales of savannah yoghurt.
Table 12: Entrepreneurial Marketing Influence Survival
	
	Frequency
	Percentage
	Valid percent
	Cumulative percent 

	Valid SA
	136
	68%
	68%
	68%

	      A
	56
	28%
	28%
	96%

	      U
	8
	4%
	4%
	100%

	Total
	200
	100%
	100%
	


Source: field survey 2025
	The table above revealed that 136 of the total respondents made up of 68% strongly agree  to the assertion above, 56 made up of 28% of the total respondents agree while 8 represent 4% of the total respondents were undecided. Therefore majority of the respondent strongly agreed.
	Therefore, majority of the respondent strongly agree that entrepreneurial marketing influence form survival.


Table 13: Entrepreneurial Marketing Improve Innovative Idea
	
	Frequency
	Percentage
	Valid percent
	Cumulative percent 

	Valid SA
	128
	64%
	64%
	64%

	      A
	64
	32%
	325
	96%

	      U
	8
	4%
	4%
	100%

	Total 
	200
	100%
	100%
	


Source: field survey 2025
The above table revealed that 128 of the total respondents which made up of 64% strongly agree to the assertion, 64 made up of 32% of the total agree while 80 which represent 4% of the total respondents were undecided. Therefore the majority of the respondents strongly agreed.
	Conclusively, majority of the respondents strongly agree that entrepreneurial marketing improve innovative idea.
Table 14: savannah yoghurt adapt to environmental changing.
	
	Frequency
	Percentage
	Valid percent
	Cumulative percent 

	Valid SA
	136
	68%
	68%
	68%

	      A
	64
	32%
	32%
	100%

	      Total
	200
	100%
	100%
	

	
	
	
	
	


Source: field survey 2025
	Table above revealed that 136 of total respondents that made up of 68% strongly agree to the assertion above and 64 which made up of 32% of the total respondents agree. Therefore, majority of the respondents strongly agree.	
	Therefore, majority of the respondents strongly agree that savannah yoghurt firm stick to the environmental change.
Table 15: Savannah Yoghurt Firm Take Risk
	
	Frequency
	Percentage
	Valid percent
	Cumulative percent 

	Valid SA
	130
	68%
	68%
	68%

	      A
	64
	32%
	32%
	100%

	Total
	200
	100%
	100%
	


Source: field survey 2025
The table above indicated that 130 of the total respondents made up of 68% strongly agree to the assertion above and 64 made up of 32% of the the total respondents agree. Conclusively, majority of the respondent strongly agree.
	Hence, majority of respondents strongly agree that savannah yoghurt promote their brand.
Table 16: Savannah Yoghury Promote Their Brand
	
	Frequency
	Percentage
	Valid percent
	Cumulative percent 

	Valid SA
	153
	76%
	76%
	76%

	      A
	48
	24%
	24%
	100%

	Total
	200
	100%
	100%
	


Source: field survey 2025
The table above revealed that 152 of the total respondents made up to 76% of the total strongly agree with the above assertion while 48 made up of 24% of the total respondents agree. Therefore majority of the respondent strongly agree.
	Hence, majority of respondent strongly agree that savannah yoghurt promote their brand.
Table 17: Savannah Yoghurt Build Customer Loyalty
	
	Frequency
	Percentage
	Valid percent
	Cumulative percent 

	Valid SA
	128
	64%
	64%
	64%

	      A
	72
	36%
	36%
	100%

	Total
	200
	100%
	100%
	


Source: field survey 2025.
Table above showed the 128 of the total respondents made of 64% strongly agree with the above assertion while 72 made up of 36% of the total respondents agree. Therefore, majority of the respondents strongly agreed.
	Therefore, majority of the respondent strongly agree that savannah yoghurt build customer loyalty
Table 18: Savannah Yoghurt Is A Brand With High Quality
	
	Frequency
	Percentage
	Valid percent
	Cumulative percent 

	Valid SA
	112
	56%
	56%
	56%

	      A
	64
	32%
	32%
	88%

	     U
	24
	12%
	12%
	100%

	Total  
	200
	100%
	100%
	


Source: field survey 2025
Table above revealed that 112 of the total respondent which represent 56% strongly agree to the assertion above and 64 respondent represent 32% agree while 24 which represent 12% of the total respondents were undecided. Therefore, majority of the respondents strongly agreed.
	Therefore majority of the respondent strongly agree that savannah yoghurt is a well known brand with high quality.
Table 19: Savannah Yoghurt Is A Convenience Product
	
	Frequency
	Percentage
	Valid percent
	Cumulative percent 

	Valid SA
	104
	52%
	52%
	52%

	      A
	80
	40%
	40%
	92%

	U
	8
	4%
	4%
	96%

	D
	8
	4%
	4%
	100%

	Total
	200
	100%
	100%
	


Source: field survey 2025
Table above revealed that 104 of the total respondents which represent 52% strongly agree to the assertion above abed 80 of the total respondents which represent 40% were agree while 8 made up 4% undecided and 8 which made up of 4% of the total respondents disagree. Therefore, majority of respondent strongly agreed.
	Hence, majority of the respondent strongly agree that customers typically buy savannah yoghurt often.


Table 20: Customer Prefer Savannah Yoghurt To Other Brand 
	
	Frequency
	Percentage
	Valid percent
	Cumulative percent 

	Valid SA
	136
	68%
	68%
	68%

	      A
	56
	28%
	28%
	96%

	      U
	8
	4%
	4%
	100%

	Total 
	200
	100%
	100%
	


Source: field survey 2025
	The table above revealed that 136 of the total respondents which made up of 68% strongly agree to the assertion made above, 56 made up of 28% agree, while 8 made up of 4% of the total respondents undecided. Therefore, majority of the respondents strongly agreed.
	Conclusively, majority of the respondent strongly agree that customers prefer savannah yoghurt to other brand.
Table 21: Savannah Yoghurt Is Better Than Other Brand 
	
	Frequency
	Percentage
	Valid percent
	Cumulative percent 

	Valid SA
	136
	68%
	68%
	68%

	      A
	56
	28%
	28%
	96%

	      U
	8
	4%
	4%
	100%

	Total 
	200
	100%
	100%
	


Source: field survey 2025
Table above revealed that 136 of the total respondents which represent 68% strongly agree, 56 which made up of 28% agree while 8 made up of 4% of the total respondents were undecided. Therefore majority of respondent were strongly agreed.
Conclusively, majority of the respondents strongly agree that savannah yoghurt is better than others brand.
Table 22: Savannah Yoghurt Deserves To Be Recommend For Other People.
	
	Frequency
	Percentage
	Valid percent
	Cumulative percent 

	Valid SA
	136
	68%
	70%
	7%

	      A
	40
	20%
	20%
	90%

	U
	16
	8%
	8%
	100%

	Total
	192
	96%
	100%
	

	Missing system
	8
	4%
	
	

	Total 
	200
	100%
	
	


Source: field survey 2025
	The above table revealed that 136 of the total respondent which represent 70.8% strongly agree, 40 made up of 20% were agree while 16 made up of 8.3% of the total respondents were undecided. Therefore majority of the respondent strongly agreed.
	Therefore, majority of the respondent strongly agree that savannah yoghurt deserve to be recommend for other people.


Table 23: Savannah Yoghurt Delight Customers Need And Want 
	
	Frequency
	Percentage
	Valid percent
	Cumulative percent 

	Valid SA
	160
	80%
	50%
	80%

	      A
	32
	16%
	16%
	96%

	      D
	8
	4%
	4%
	100%

	Total 
	200
	100%
	100%
	


Source: field survey 2025
	the above table shows that 160 of the total respondent represent 80% strongly agree, 32 made up of 16% of the total respondents were agree while 8 which made up of 4% were undecided. Therefore, majority of the respondent were strongly agreed.
	Therefore, majority of the respondent strongly agree that savannah yoghurt delight customer need and want.
Table 24: Savannah Yoghurt Available At All Junctions In Ilorin
	
	Frequency
	Percentage
	Valid percent
	Cumulative percent 

	Valid SA
	160
	80%
	80%
	80%

	      A
	32
	16%
	16%
	96%

	      U
	8
	4%
	4%
	100%

	Total 
	200
	100%
	100%
	


Source: field survey 2025
	The table above revealed that 160 of the total respondent which made up 80% strongly agree with the assertion above, 32 made up of 16% agree and 8 made up of 4% of the total respondents undecided. Therefore, majority of respondent strongly agreed.
	Table 25: Savannah Yoghurt Price Is Affordable
	
	Frequency
	Percentage
	Valid percent
	Cumulative percent 

	Valid SA
	160
	80%
	80%
	80%

	      A
	40
	20%
	20%
	100%

	Total
	200
	100%
	100%
	


Source: field survey 2025
	Above table shows that 160 of the total respondent were made up of 80% strongly agree, 40 which made up of 20% of the total respondents agree. Therefore, majority of the respondent strongly agreed to the above assertion 	
4.3	Hypothesis Testing
	The table below shows the mean and standard deviation of the impact of variable on the sales volume of soft drink industry whereby patronage (PA mean), satisfaction (SA mean) and loyalty (LA mean). They are represented in the table below.
	Table 26: Means And Standard Deviation
	
	SALE VOLUME
	SA
	PA
	LA

	N valid
	200
	200
	200
	200

	Missing 
	0
	0
	0
	0

	Mean
	12720
	1.3280
	1.4480
	1.2800

	Standard .D.
	27713
	30999
	45820
	41529

	Minimum
	1.00
	1.00
	1.00
	1.00

	Maximum
	2.00
	2.20
	2.40
	2.50



4.4 Mean And Standard Deviation
The most common measure of central tendency is the mean, which is referring to the average value of the data set (Sekaran & Bongie, 2010). Standard deviation is a measure of spread or dispersion which provide an index of variability in the data set and in square root of variance. Both mean and standard deviation are fundamental descriptive statistics for interval and ratio scale. This study use five point. Likert scale, and Nikjahtan and Taib (2010) interpretation of level scope is adapted. They recommend that less than 2.33 are low level, 2.33 to 3.67 are moderate level and 3.67 and above are regarded as high level.
	Table 26 above present the mean and standard deviation of the entire variable used in this study. Patronage record the highest mean (m = 1.4480, SD = 45820) follow by satisfaction with (1.3280 mean and 30999 SD) scale volume recorded third with scales volume recorded third with (m = 1.2720, SD= 27713) while loyalty has the lowest mean (m=1.2800, SD = 41529). Conclusively, the entire variables mean were in the range
Table 27: Correlation  
	
	S V
	SA
	PA
	LA

	ST Pearson correlation  
	1
	585
	543
	156

	Sig (2-taild) 
	.000
200
	.000
200
	.000
200
	.28
200

	SA Pearson correlation
	585
	
	455
	235

	Sig (2 tailed)
	.000
	.000
	.000
	.000

	N
	200
	200
	200
	200

	PA Pearson correlation
	543
	455
	1
	584

	Sig. (2 tailed)
	000
	000
	000
	000

	N
	200
	200
	200
	200

	LA Pearson correlation
	156
	235
	584
	.1

	Sig. (2 tailed)
	.028
	.001
	.000
	

	N
	200
	200
	200
	200



Correlation Test 
Correlation test is used to explain the strength and direction of a linear relation between two variable the (pallet, 2011) Pearson correlation was employed to access the internet ship between study variables. The table above shows inter relationship among sales volume, satisfaction, patronage and loyalty. Pallent (2011) asserted that a correlation of O indicated no relationship at all, a correlation of 1.0 is a indication of positive correlation and a value of .1 is a pointer of perfect negative correlation . Cohen (1988) suggested the following guideline as r = 0.10 to 29, small r =0.30 to 0.49 medium and r = 0.5 to 10 large.
Model Summary
	Model
	R
	R square
	Adjusted R square 
	Std error of the estimate 

	1
	.687
	.472
	.464
	.20294


A predictor (constant), SA, PA, LA
ANOVA 
	Model
	Sum of square
	Df
	Mean square
	F
	Sig.

	Regression
	7.211
	3
	22.404
	58.359
	0006

	Residual
	8.072
	196
	041
	
	

	Total
	15.283
	199
	
	
	


a. Dependent variable; Sales volume
b. Predictor; (constant), SA, PA, LA
Coefficients Unstandardized coefficient 
	Model
	B
	Std. error
	Bela
	T
	Sig.

	1(constant)
	.545
	.070
	
	7.735
	.000

	SA
	.373
	.052
	.418
	7.160
	.000

	PA
	.293
	.042
	.484
	6.933
	.000

	LA
	.150
	.043
	.225
	.3520
	.001


a. Dependent variable; sales volume
2.8.9. Direct: multiple regression analysis and hypothesis test between satisfaction, patronage, loyalty and sales volume.
	Multiple regression analysis was conducted in determining the relationship between satisfaction, patronage, loyalty and sales volume. The result indicated in table 2.8 with predictors that were significant, R = .687, R2 =.472, Adj. R2 .464, f-change = 58.359. the multiple correlation coefficient between the predictors and the anterior variable was .687; the predictor accounted for .472% of the variance in the sales volume. Cohen (1988) classified R2 into three as (i) 0.02 as weak (2) 0.13 as moderate; (3) 0.26 as substantial. Based on the Cohen and Cohen (1983) classifications the value of R2 is substantial. The generability of this model in the population was .472. the significant f. test shows that the relationship 58.359, PC 0.001, signifies the overall significant prediction of independent variable (Green & Salkind,2008). Among the three predicting variables satisfaction is the variable that best predict the criterion with the following values (B=.373, t =7.160, pc.000). the next predictor in order of importance is the patronage (B=.293, t=6.933 pc .000. however loyalty (B = .150, t = -225, Pc-3520)is inversely related to sales volume. Two out of three independent variable impacted on the directional hypothesis. Therefore hypothesis H1 and H2 are supported where as H3 is rejected
Hypothesis 1
H0- There is no significant evidence that satisfaction influence sales in small business enterprises.
H1- There is significant evidence that customers satisfaction influence sales in small business enterprises.
Model summary
	Statement 
	t-volume
	Sig
	Decision rule

	Satisfaction
	7.160
	0.000
	Supported


a. Sales volume
Decision rule
The result of the regression analysis above revealed that H1 =7.160
Therefore, we reject the null-hypothesis that there is no significant evidence that customers satisfaction influence sales in small business enterprises.
Hence, we accept the alternative hypothesis which stated that there is significant evidence that customers satisfaction influence sales in small business enterprises. That is ‘the more customers satisfaction, the higher the organization sales volume and vice-versa.
It is now recommended that small scale business should tried their possible to identify and provide product, affordable price, a convenient place and promotion that will satisfy customers needs and want profitably.
  
Hypothesis 2
H0 – There is no relationship between customer patronage and profitability.
H1 – There is relationship between customers patronage and profitability.
Model summary
	Statement 
	t-test
	Sig.
	Decision rule

	Patronage 
	6.933
	.000
	Supported


a. Dependent variable; sales volume
Decision
The result above shows the regression analysis that H1 = 6.933 
	Therefore, we reject the null hypothesis that there is no relationship between customers patronage and profitability.
	Hence, we accept the alternative hypothesis which stated that customers patronage as relationship between customer patronage and profitability. That is the more the customers patrol small business the higher the sales volume and vice-versa.
Small scale business enterprises should see their customers as the blood in life of their business by build in the positive image in the mind of their customers to enable them patronize the product. 
Hypothesis 
H0 – There is no significant prove that customers loyalty enhance more sales.
H1 – more is significant prove that customers loyalty enhance more sales.
Model summary
	Statement 
	t-test
	Sig.
	Decision rule

	Loyalty 
	-3.520
	0.001
	Supported


a. Dependent variable; sales volume
Decision; the result of the regression analysis revealed that H1 = 3.520,
Therefore, we reject the null-hypothesis that there is significant prove that customers enhance more sales.
	Hence the alternative hypothesis is accepted that there is negative significant prove that customers loyalty enhance more sales. This means that loyalty is inversely related to sales volume.
Firms must make sure they build in loyalty in the mind of their customer by sure with the quality and quantity of the product, listen and adjust to the customers complained.   

[bookmark: _Toc199679441]4.5 	Discussion of findings
	This study revealed that there is a significant relationship between customers satisfaction and sales volume. Since customer satisfaction is a situation in which target derived suitable and expected for their value exchange.
	Price can be use to satisfy the target audience by offering an affordable price that match the quality of a particular product.
	Availability of the product can be use to create positive image in the mind of customers e.g. you can get the brand at your convenient time.
	The study also revealed that there is a positive relationship between patronage and sales volume. Since the patronage is the act of repurchase a product after derive positive and expected satisfaction after first purchase of a product.
This study revealed that there is a significant relationship between practice of entrepreneurial marketing and sales volume since it is a situation where small scale business enterprises adopt modern marketing activities which arouse innovative ideas and improvise the available resource in an efficiency and effective way to aid more sales.
This study also revealed that there is positive and significant relationship between entrepreneurial marketing and small scale business enterprises survival since entrepreneurial marketing strategy helps in identify customers’ needs and wants and develop product that will meet or exceed needs and want profitably
This research work stated that brand promotion as a significant relationship with the sales volume since company message reach the target audience through promotion which inform, remind and educate target customer and induce them to buy more.
	The speaker can develop other by explaining how much experience that he has in the field and convenience audience that he is a good person, Pathos is a speaker way of connecting with an audience emotions while logos is the use of facts, information, statistics or other evidence to make your argument more convincing. 
	The study also revealed that loyalty is inversely related to the sales volume which shows that the more the firm tried to create customer loyalty, the less their sales.

[bookmark: _Toc199679442]CHAPTER FIVE
[bookmark: _Toc199679443]5.0 SUMMARY, CONCLUSION AND RECOMMENDATIONS
[bookmark: _Toc199679444]5.1 Summary Of Findings
This study has been analytical study of how entrepreneurial marketing has immensely contributed and is still contributing to the operational activities of savannah yoghurt in the market
This is never an attempt to judge the effectiveness of savannah yoghurt innovation but it is to determine whether the industry has well design strategy for their continuous survival.
Moreover, it is found from the research work that there is a direct relationship between customers satisfaction and sales volume of small scale business enterprise.
Satisfaction influence customers to repurchase and recommend particular product to other potential buyers due to the fact that customer can made satisfied through the creating product that exact or exceed the customer needs and wants, communicating, delivery and exchange value profitably.
In identification of the effectiveness of customers patronage as an avenue for the small scale business enterprise. Patronage means customers are delight with the product and induce more customers to buy because the high they patronize the product the high the market share sales. Since potential customers seeking for the reasons while people patronize the product which may turn them to the real buyer of the product.
Loyalty is inversely related to the sales volume of small business enterprises, since proper satisfaction and patronage can take charge of that.
Sales volume depends solely on the level of satisfaction and customer patronage which lead to positively increase in organization sales volume.
[bookmark: _Toc199679445]5.2 Conclusion
Based on the data collected and analyzed  from the field survey and various literature received on the research topic, it is necessary to reach a conclusion based on the research topic, entrepreneurial marketing  has been a subject of concern in sales volume. This has helped the small scale business enterprises to create a favorable environment since satisfaction and patronage has been efficiently used to increase the firm sales volume
Obviously, findings revealed that entrepreneurial marketing influence the sales volume of small scale business enterprises using satisfaction as a means of retaining the exiting customers and snatch competitors buys, patronage as a means for gaining high market share and increase the level of loyalty.
[bookmark: _Toc199679446]5.3 Recommendations
The following recommendations are made base on the analyzed data the conclusion of this research study. These recommendations enrich small scale business enterprises, case study, Government and Nigerians. 
That small scale business owner, entrepreneurs and business men should see that they do everything possible so as to satisfy their customers by using marketing mix strategy which includes product, price, place, promotion in a way to delight customers.
 Small scale business enterprise should see that they are performing and practicing entrepreneurial marketing in a way to achieve organizational expectation by pro-active and introducing time to time innovative ideas that benefit both parties. 
This research work shows that there is continuous practice of entrepreneurial marketing in soft drink industry. Therefore, small scale business enterprise should see entrepreneurial marketing as a strategy that aid their survival and existing in the market. By practice it
 Government should try and create enabling environment for those who have interest in entrepreneurship development since it is a means to reduce unemployment in the country.  Government should encourage people venture into small business by charging them with low tax so that entrepreneurs can have enough reserve to research and develop new product that will benefit the country. 
Government should also help to subsidize raw material needed by small scale business enterprises to produce finished goods, which that make local product available in the market.
 Nigerians should patronize homemade product to encourage and improve our economic growth by purchasing the product and suggesting any identified correction to the producers.
Government  should try to import less and see the qualities in Nigeria products, they should export more to earn the country balance of trade by producing home products that meet up the standard of the international market.
Small scale business enterprises should take risk as one of the attribute of entrepreneurship that help them in accomplish their objectives. By storing and transporting their product to where it is needed.
Customers should patronize only branded product with registered name and NAFDAC number to affirm that the product is from the right source, right quality and quantity and life protection by read the label before consume the product and educate their relatives to buy branded product with NAFDAC registration number.
Savanna yoghurt firm should not relent to improve their product to make sure they remain the same in the mind of their customers by adding additional value to their product. 
Savanna yoghurt firm should make sure their product is available to their customers by using both sales force and position some retail outlet at every junction around Ilorin. Since their product is convenience product in which buyers can straightly switch to another one available to them, if your product is not available on time.   
That small scale product should be supported by integrate promotional mix which available at their disposal to promote their product. By bring product awareness, inform, induce, promote product image before their customer.
The small business enterprises should spend more money and time on marketing information so that they can monitor changes in market trend and to make sure of opportunity in avoid risk.
	The small scale business enterprises should endeavor to portray their companies’ image through creation and performance of their social responsibility that we enable them survive in their environment.
	Small scale business enterprises should not consider the high cost of differentiating their product but the benefit earned consequently. By package, label and brand their product with acceptable name.       
 Small scale business enterprises should improve their entrepreneurial marketing practice and lay more emphasis on satisfaction by creating, communicating, delivery and exchange value for both parties.
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