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ABSTRACT
The study examined the impact of marketing research on small scale business performance in an organization. The objectives of the study is to determine the ways of improving the effectiveness of marketing research to enhanced the quality of business decision making and to determine the extent to which marketing research has affected business decisions in an organizations. Questionnaire was used for data collection which 333 questionnaire was distributed to the respondents to collect primary data. Chi-square was to test the hypothesis of the study. Findings of the study was that marketing research has enhanced the quality and improve the effectives in an organization. It was concluded that marketing research cannot be underestimated because the relevance of marketing research and academic environment defines its broad prospect in Nigeria. In view of this, we recommend that business organizations should provide adequate fund on market research, provision environment and make it more responsive to the needs of customers and development strategies should be placed to enhance staff performance and increase their contribution to the reorganization.
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CHAPTER ONE
INTRODUCTION
1.1	BACKGROUND TO THE STUDY
Marketing is a restless, changing and dynamic business activity. The role of marketing itself has changed dramatically due to various crises-material and energy shortages, inflation, high unemployment, dying companies, terrorism and effects due to rapid technological changes in certain industries.
	Marketing  research has multiple roles on marketing activities such as tracking changes in market place (Koksal, 2008), generating, retuning and evaluating marketing action and  monitoring marketing performance (Malhotra, 2007). Thus marketing research can be organized in two ways in-house research department and external agencies.
	Marketing is generally interpreted as including all those business activities concerned with the development, production and distribution of product to identifiable market, when they will provide satisfaction to those who buy it. Marketing research therefore and suitable method of selling, distribution, promotion, pricing and sales service facilities marketing research is used to acquire and analyze information and to make recommendations to management as to know how marketing problems should be resolved.
	Marketing research is the systematic and objective identification, collection, analysis and dissemination of information for the purpose of assisting management in decision making (Malotra, 2002). It applies scientific methods in data collection and analysis for the test prior nations or hypothesis. There are two dimensions to marketing research namely; problem identification research and problem solving research (Abuja, 2014). A problem identification research is undertaken to identify problems which are not apparent on the surface and yet exist or likely to arise in future e.g market share, market analysis forecasting and business trends. A problem solving research refers to any research undertaken to solve specific marketing problems like product pricing, promotion and distribution. The findings of the problem solving research are used to make decisions about designated marketing problems. The extent to which marketing partition also apply marketing research findings in decision making in their organizations defines its overall effect or impact and is what this study seeks  to address, among others.
1.2	STATEMENT OF THE PROBLEMS
	The term “Market Research” and “Marketing Research” is concerned specifically with markets, marketing research is all about marketing process (Mc Donald, 2007). Venkatesh (2009) described this situation as crisis of relevance and concluded that theories of research are not perceived as useful because marketing practitioners want their everyday problems solved and marketing academics cannot perform this function. Based on good research outputs, marketing managers make decision about potential opportunities target market selection, market segmentation plan and implement marketing programmes assessing marketing performance. So this study is aimed at looking at the marketing research on how it can increase the performance of small scale business also the relationship between marketing research and small scale enterprises.
1.3	RESEARCH QUESTIONS
i. To what extent has marketing research affected business decision in an organization
ii. In what way has marketing research improve the effectiveness to enhance the quality of business decision making
iii. Can market research improve market share in an organization.
1.4	OBJECTIVES OF THE STUDY
	The general objective of the study is to examine the role of marketing  research on the performance of business organization while other specific objectives of the study include:
i. To determine the extent to which marketing research has affected business decisions in an organizations.
ii. To determine the ways of improving the effectiveness of marketing research to enhance the quality of business decision making.
iii. To determine how market research can improve market share in an organizations.

1.5	HYPOTHESIS FORMULATION
Ho: marketing research has no significant effects on business decision in an organization.
Hi: marketing research has significant effects on business decision in an organization
Ho: market research does not improve the effectiveness to enhance the quality of business decision making.
Hi: market research improve the effectiveness to enhance the quality of business decision making.
Ho: market research improve market share in an organization
Hi: market research improve market share in an organization.
1.6	SIGNIFICANCE OF THE STUDY
	This study will be importance to small scale business owners since majority of them aim to maximize profit. Therefore, this study will help small business owners and managers to identify the appropriate marketing research to enhance their quality of business performance.
 	This study will be of help for the future researchers and scholars to carryout their own studies and provide additional knowledge and literature on a good marketing research and grow small scale business performance.
	Policy makers like the government and stakeholders all over the world have been developing strategies to improve small scale business performance. And this study will expose them to the approparite marketing research that can be use to improve small scale business performance. Further it will also enrich the knowledge of the reader on how good marketing research and small scale business performance.
	In addition, the study will be of importance to marketing agencies, this is because marketing agencies, provide marketing services to various organization. Therefore, this study will help them to identify the appropriate marketing research for the performance of small scale business in an organizations. 
1.7	SCOPE OF THE STUDY
i. Conceptual scope: the conceptual cope of the study is marketing research and small scale business. Marketing research is the systematic gathering, recording and analyzing of data about problems relating to the marketing of goods and services. Small scale business is a business that employs a small number of workers and does not have a high volume of scales which can be managed through sole proprietorship, partnership, private or public limited companies.
ii. Industrial scope: this study will focus on appropriate marketing research and small scale business using Oorelope Super Market and Medicine store as the case study.
iii. Time scope: the research was carried out between 2017 to 2018 that is all information use in this  research work was emanated from that period.
iv. Geographical scope: this study is carried out in Ilorin metropolis Ilorin. Ilorin is located in Nigeria Kwara State on latitude 8030 and 8050N and longitude 4020 and 4035 of the equator. The state has River Niger as its natural boundary along its 	Northern and Eastern margins and shares a common internal boundary with Niger State in the north, Kogi State in the East, Oyo, Ekiti and Osun State in the South and international boundary with the republic of Benin in the West. The total annual rainfall in the State ranges from 800mm to 1200mm in the northwest and 1,00mm to 1,500mm in the South west.

1.8 LIMITATIONS AND CONSTRAINT OF THE STUDY
	In the course of the research work, the limitation that has been encountered includes the following: 
i. Financial constraint: the researcher have no sufficient fund to carryout the research work. The researcher need to seek help from family, friends and neighbor to assist her financially, which God assist her through them so, the fund may be used to carryout the research work by printing the journals or articles, distribution of questionnaires to the respondents and transportation fee to the case study and also to show an appreciation to my supervision. The researcher will put her best in the research work by getting adequate and necessary information to execute he project topic.
ii. Respondents depression: the researcher experience lack of adequate response  from her respondent and that of Oorelope Super market and medicine store and posed a difficult to accomplish of getting the dried result.
iii. Time constraint: as the study written by myself is not enough. The researcher have limited time so because of this study is unable to carryout some report, here is the schedule. The researcher go for lecture and work from Monday lecture, I visit the library to read. Saturday after some domestic chores, in prepare my report and on Sunday, I attend Islamic program, I continue so as to submit to my project supervisor on Monday.

1.9 DEFINITION OF TERMS
i. Marketing: it can be defined as the activity set of institutions and process for creating communicating, delivering and exchanging offerings that have value for customers, clients, partners and society at large.
ii. Research: it is the systematic investigation into and study of materials and sources in order to establish facts and reach new conclusion.
iii. Marketing research: it can be defined as the process or set of processes that links the producers, customers and end users to the marketer through information used to identify and define marketing opportunities and problems.
iv. Small scale business: it is a type of business idea that requires little or no capital to start which can either be managed through sole proprietorship, partnership, private or public limited companies. It is also known as small and medium enterprises (SME) which has great potential and impetus to improve our nations industrial transformation and progress.
  
CHAPTER TWO
LITERATURE REVIEW

2.1	INTRODUCTION
In marketing literature, it has been emphasized that the use of marketing research is not only related with business performance but also some issues of marketing such as innovation and product design (Takeishi & Quelch, 2002), success of new products (Hill, 2004) export performance (Julien  & Romangelahy, 2006; Leonidou & Theodosiou, 2008) and marketing communication productivity and product decisions.
	Marketing performance can be measured by multidimensional measures (Clark, 1999) and has two dimensions named marketing efficiency and marketing effectiveness (Walker & Ruekert, 1997) marketing effectiveness is he degrees of desired market based goals are achieved (Morgan, Cklark & Gooner, 2002) and marketing efficiency is he ratio of marketing expenses/gross revenue.
	Marketing research is a complex, time consuming and costly process which must be used effectively (West 2001). Researchers serve as key ingredients in marketing decisions. The interchanging role of marketing researchers and managers have placed premium on marketing research. Marketing have placed premium on marketing research. Marketing researchers are becoming more involved in decision making while marketing managers are becoming more involved with research.
	Philips R. Cateora and John L. Graham (2005) define marketing research as the systematic gathering recording and analyzing of data to provide information useful in marketing decisions making.
	According to Philip Kotler (2007) defines marketing research as a systematic problem analysis, model building and act finding for the purpose of improving decision making and control in marketing of goods and services. 

2.2	CONCEPTUAL FRAMEWORK
2.2.1	Marketing Resources	
Marketing resources (and resources for marketing) resources are the assets controlled by the firm that serve as inputs to organization capabilities and this have rent-earning potential (grent 2001: Miller and Shamsie 2007). As such resources and marketing provide. The “RAW” materials for firm business and marketing strategies (Black and Boal 2000; Peter of 1999). From marketing perspective, marketing resources may therefore be defined as the assets available to marketers and others within the organization that when transformed by the outputs. A number of different resources should include: tacit knowledge (e.g Grent 1996) and physical (E.g, Barney 1991), financial (e.g, Ross end  Won-krog 1992), human (e.g Wernerfelt 1990) organization (e.g Mahoney 1998), reputational (e.g, Hall 2000) and legal resources. Many marketing researchers have examined assets that fall within this typology of marketing resources. Each type of marketing resources is explicated in more detail below.
	Tacit knowledge resources therefore underpins and is embedded in al organizational capabilities (Nelson and Winter 2002). Such implicit knowledge is difficult to codify and communicate and may only be obtained through direct experience include advertising creative selection and sales person relationship-building approaches.
	Physical resources: physical assets are also a class of resources relevant to marketing (Day and Wensley 2000; Hunt and Morgan 2004). Examples of physical resources are retail stores, plant and equipment and physical raw materials are also important in determine the quality of products produced (e.g Morgan and Piery 1996).
	Financial resources: financial resources concern the cash available for investment in the firms marketing related activities. From this perspective, markets ae clearly most concerned with the size and accessibility of the relevant marketing budget (Piercy 1999). Clearly access to needed financial resources is important in determining a firm ability to successfully engage in marketing activities.
	Human resources: these refers to the people and knowledge and skills available in the firms work for that provides input to the firm marketing capabilities (Wernerfelt 2005). Human resources are in many ways one of the most critical in out to from marketing capabilities. 
	Organizational resources: these are the characteristics of the organization such as its scales and scope of operations. However, organizational resources also encompass the firms formal and informal organizational system (Day and Wensley 2003), communities systems (Moller and Anttila 2002) structure and culture (Deshpabde et al. 2003). All of these organizations resources may be important inputs to a firms marketing efforts and many have been studied in the marketing literature.
	Reputational resources: the two major marketing related reputational assets are corporate reputation and  brand equity. Corporate reputation has been identified as an important corporate level intangible assets. (e.g Hall 1999; Itami 2000) that has been empirically linked with consumer responses to marketing actuivity and with firm performance outcomes (e.g Suttsn and Callahoon 2004), Brand equity has been defined in terms of the dierential effects of marketing activities uniquely attributable to experience of the brand (e.g, Keller 2001; Sullivan 2005).
	Legal resources: these concern legislative based instruments that provide protection for other types of firm resources including proprietary product and process technology and brand associated symbols (Collis 1998).

2.2.2	MARKETING
	Some people erroneously believe that because they can buy and sell, they have already practiced marketing but the facts remains that marketing has gone beyond buying and selling and we need to inform, educate and enlighten better on what marketing is all about in this paper.
	American marketing association defines marketing as the performance of business activities that direct the flow of goods and services. Also, they later further sees marketing as the process of planning and executing the conception, pricing, promotion and distribution of ideas, goods and service to create exchanges that satisfy individual and organizational objectives. Kotler (1984) sees marketing as a social process by which an individuals and groups obtains what they need and want through creating and exchange of products and value with others.
	Nickel et al (2002) define marketing as a process of deterring consumer needs and work and wants and then providing consumers with goods and services that meet or extend their expectations.
	However, as from 1945 after the 2nd world war marketing has shifted to three basic concept which are:
· Customer oriented: to find out the customers needs and try to satisfy it.
· Service oriented: making sure everyone in the organization has the objectives e.g consumer satisfaction.
· profit oriented: the goods and services should be marketed to earn profit for organizational survival and expansion.

2.3	MARKETING RESEARCH
	There are many definition of marketing resources. The American Marketing Association (AMA) defines marketing research as the systematic gathering, recording and analyzing of data about problems relating to the marketing is the application of scientific principles to observational experimental, historical and survey methods in a careful search for more accurate knowledge of consumer and market behaviour so that more effective marketing and distribution may be developed.
	Marketing research is also defined as the function that links consumers and public to the marketer through information- information used to identify and define marketing opportunities and problems generates, refines and evaluates marketing actions, monitors marketing perofrmnace and improve understanding of marketing as a process. All of these definitions say essentially the something:
1. Action and solution to any problem in the field of marketing research is a systematic search. This means that careful planning is basic to good sound research procedure.
2. The gathering and analyzing of data about problems are important to the marketing researcher.  
2.4	IMPORTANCE OF MARKETING RESEARCH
	The use of marketing research information is not limited to just the marketing department. It can be used by all levels of management to make decisions.
	Marketing research is used to analyze and evaluate performance of a company within a market. It also studies effectiveness of a sales force. It helps to identify sales territories such information helps the companies in identifying are as of short coming in sales.
	Marketing research helps provide customer information in terms of tier location, age, buying behavior and gender. This helps the marketers zero in on the target markets and customers for their product and services.
	Marketing research helps in maximizing profit apart from profit maximizing steps such as item optimization,  customers profitability analyzing and price elasticity, marketing research allows you to find out methods that helps you maximize profit for example a product price elasticity research can help you ascertain the impact of an increased price on the sales and the profit of a product.
 	With an understanding of the customers, companies product and the overall industry needs, this research can equip the management with the power to make better decisions.
2.5	SMALL SCALE ENTERPRISES IN NIGERIA
Over the years, particularly since the adoption of the economic reform program in Nigeria in 1986, there has been a decisive switch of emphasis from the capital intensive, large scale industrial projects based on the philosophy of import substitution to small scale industries with immense potentials for developing domestic linkages for rapid, sustainable and industrial development (Iyang and Ukpong, 1995). They further explain that apart from their potential for ensuring a self – reliant industrialization, in terms of ability to rely largely on local raw materials, Small Scale Enterprises are also in a better position to boost employment, guarantee a more even distribution of industrial development in the country, including the rural areas and facilitate the growth of non-oil exports.
Small business firms play a significant role in world economy. It should also be noted that some of the world’s multi-national corporations, which have influenced many world economies, started as small business enterprises (Osuagwu 2006). Small and Medium Scale Enterprises (SMEs) all over the world are generally acclaimed as the engine of growth. They account for at least 70% of employment and contribute significantly to Gross Domestic Product growth (Bankole, 2004). He further submits that in countries like Indonesia, India and Taiwan, SMEs contribute over 40% to Gross Domestic Product (GDP) growth of their respective countries. In Nigeria however, SMEs contributions to economic growth remains marginal at less than 3%. Yet, over 90% of companies in Nigeria are classified as SMEs.
SME as a concept is without an acceptable universal definition among academia, researchers, practitioners and policy makers. As forwarded by Ekpeyong and Nyong (1992), there is hardly any unique universally accepted definition of SMEs, because the classification of business into small or large scale is a subjective and qualitative judgement. Thus the classification of an enterprise into small, medium or large scales is relative and varies from institution to institution and from country to country depending essentially and factually on the country’s level of development. Even within a country, the definition changes over time, depending on circumstances and objectives of institutions. There are however some common indicators in most definitions namely, the size of capital investment (fixed assets), value of annual turnover (gross output), and number of paid employees.
In furtherance, Ekpeyong and Nyong (1992) posit that in countries such as U.S.A., Britain and Canada, SMEs is defined as in terms of annual turnover and the number of paid employees. In Nigeria, the conceptual issues have generated various divergent opinions among bankers and financial institutions, government, research institutes and development agencies. An attempt to harmonize the definition was made in 1992 by the National Council on Industry. It was later modified in 1994 and then in 1996. The Central Bank of Nigeria (CBN) in 1988 defines SMEs (excluding general commerce as enterprises in which total investment (including land and working capital did not exceed N500, 000 and/or the annual turnover did not exceed N5 million (investment), and N25 million (turnover) respectively (Central Bank of Nigeria No 22, 1988).
From the foregoing, it is convenient to broadly describe SMEs as enterprises with capital outlay of between N1 million and N150 million and workforce of between 10 and 100. For the purpose of this study though the definition of the bankers committee may be adopted, which describes SMEs as enterprises with maximum asset base of N200 million excluding land and capital and with the number of staff not less than 10 and not more than 300.
Development issues form the focus of many strategies that become policies of government. In the context of developing countries such as Nigeria, poverty reduction or alleviation is the nucleus of economic development policies. One of the instruments that have been identified to tackle poverty and promote economic development is the promotion of SMEs (Rogers, 2002). Development of SMEs is seen as an instrument that can be used to generate sustainable development. A sustainable development is one, which ensures that the general population can attain an acceptable level of welfare – both at present and in the future. It is therefore a truism that industrialization remains a veritable strategy to economic advancement and the promotion of SMEs as a subsector of industrialization is a pertinent instrument for economic development. This is because small scale industrial approach lends itself easily as a tool in the development process.
In many parts of the world, the importance of small and medium scale enterprises (SMEs) in the process of socio–economic development has been well documented. In developing countries in particular, it is now realized that large scale enterprises have not played and cannot alone be expected to play the dynamic role that they are supposed to play in the rapid growth and development of the economies. According to Nwoye (1994), SMEs promotions are truly dedicated to the conviction that a healthy small and effective business community is essential to maintaining the best economic health of a nation and the freedom of its citizens. In any case, big firms may attract recognition and attention but without small operators their services will not get to the people.
The different roles (SMEs) play in the economy cannot be over – emphasized for instance, in the Nigerian economy which is dominated by agricultural and extractive sectors. SMEs provide the largest employment opportunities.  In the work of Ojo (1995) for example observed that SMEs provide more jobs per unit investment and per unit of energy consumed. In Nigeria SMEs also provide geographical spread of industrial and commercial development thereby engaging the active population in productive activities in different parts of the country.
The importance and relevance of SMEs is also manifested in numerous dimensions. In one way, they enhance capacity building as they serve as entrepreneur training avenues, also they achieve a much more relatively high value added operations because they are propelled by basic economic activities that depend mostly on locally sourced raw materials, furthermore, SMEs provide feeder industry services as they serve as major suppliers of intermediate goods and components of large scale industries. In addition, they provide opportunities for the development of local skills and technology acquisition through adaptation.
Given all the above position impacts and indicators SMEs can create in an economy it is understandable then that they are now at the centre–piece of development process worldwide. As a matter of fact, it is generally accepted that they constitute over 90% of the number of firms in most countries. In most countries SMEs provide between 40% and 80% employment, and 30% – 70% of the GDP (Bankole, 2004).

2.6	THEORETICAL REVIEW
2.6.1	The Competitive Environment – Porter’s Five Forces
Porter (1980) cited in Meek and Meek (2001) provides a more analytical framework for the external environment. He hypothesized that there are five forces that influenced the nature of competitive behaviour in any industry sector which has diagrammatically shown in Fig. 2.2, these are:
1. The threat of new entrants
2. The threat of substitute products
3. Bargaining power of buyers
4. Bargaining power of supplier
5. The rivalry among existing competitors
1. The Threat of New Entrants: Is it for other firms to enter the industry, or are there barriers to entry? Barriers to entry may include:
a. Economies of scale
b. Product differentiation
c. Requirements for capital investment
d. Switch costs i.e. the costs and inconveniencies that customers would experience by changing suppliers
e. Access to distribution channels
f. Others such as patent, experience and technical know–how, etc.
2. The Threat of Substitute Products: Substitute products are the products that are produced by two or more industries which can satisfy the same customer need. Therefore, substitute limit the price an industry can charge but this depends on the degree of substitutability.
3. Bargaining Power of Buyers: Buyers are in a strong position to exert pressure on suppliers for lower prices and/or more product features which reduce the profitability of an industry. The followings are the reasons for the buyers to have bargaining power:
a. If the buyer buys a large proportion of the output
b. If the buyer can easily find other sources of supply
c. If there are low switching costs
d. If the buyer make low profit
e. If the buyer can take over sources of supply
4. Bargaining Power of Suppliers: The bargaining power of suppliers is a mirror image of the bargaining power of buyers. This can happen under the following conditions
a. If suppliers can easily find other buyers
b. If the supplier’s products are more important
c. Switching costs
d. If there is a few number of suppliers
5. Rivalry among Existing Competitors: This will affect the industry as a whole. It refers to the conventional type of competition in which firms try to take customers from one another. This rivalry among existing competitors is termed by Porter as “Jockeying for position”. Rivalry or competition may take many forms such as:
a. Price competition
b. New product and increase level of customer service during and after sales
c. Promotion 
d. Innovation
Therefore, if the competitive force is weak companies have the opportunity to raise prices to make more profit and if the competitive force is strong this could lead to significant price. Competition including price war and this may result from the intense rivalry among competitor.
Figure 2.1: Porter’s Five Model of Competition
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Sharfmon and Dean (1991) argue that there is no universally accepted measure of environments in the literature. While small business organizations may be able to do little or nothing to change some environmental forces, they have no alternative but to adapt and respond to them. They must identify, evaluate and react to the environmental factors that may affect their members and operations. They further explain that if organizations are responding to their environment, they should attempt to forecast it since it normally takes time to make change in any organization.

2.6.2	Trade Theory
This in addition embraces endogenous dissimilarities between nations. The main emphasis here is on economies of scale. JaeBin (2010) argued that the larger market as a result of trade imposes a cost advantage in an industry in one of the countries. The second theory depends on monopolistic competition, Ren et al. (2010) opine that this is a situation that the larger markets result to trade increase. Due to varieties of commodities in the markets, buyers search for distinctive qualities of international brands. James and Marcouiller (2002) mentioned that differentiated products trade flows both ways within product groups, and the costs also determine the structure of trade in the international market. Economic theory of gravity describes the complicated mutual trade mechanism among nations. Real trade is far lesser than gravity envisages in a frictionless atmosphere, this provides evidence of trade costs much larger than those due to policy or transportation (Marin & Verdier, 2014). Such costs are properly described by geography and a set of national variations. Stabilizing this interconnection over time reveals that the costs change slowly


2.6.3	Competitive Advantage Theory
This concept is a situation a firm occupies against its competitors. Michael Porter propounded the three mechanism for creating a sustainable competitive advantage through cost leadership, differentiation or focus (James & Marcouiller, 2002). The aspect of cost leadership come to play when an organization the same services as its competitors but at a lower cost. However, the differentiation advantage come to play when an organization delivers greater services for the same price of its competitors. JaeBin (2010) posit that they concept is jointly refer to as positional advantages because they indicate the position of the organization in its industry as a leader in either superior services or cost. Porter, competitive advantage emerges from the manner an organization organizes and performs discrete operations (1990). The activities of an organization can be grouped into a series of operations such as salespeople making sales calls, service technicians performing repairs, scientists in the laboratory designing products or processes, and treasurers raising capital. The ultimate value an enterprise creates is measured by the amount customers are willing to pay for its product or services. However, an organization is successful if the value created supersedes the overall cost of carrying out all of the required operations. In order to derive competitive advantage over its competitors, an organization must either provide comparable value to the customer, but carry out its operations more perfectly than its competitors (lower cost), or perform operations in a unique way that creates greater buyer value and commands a premium price (Porter,1990).

2.7	EMPIRICAL FRAME WORK
	Jochen Wirtz and Volker Kuppelwieser (2014),. Carried out research work on the role of marketing in today is enterprises. This study explores the role of marketing in today’s enterprise and examines the antecedents of the marketing department’s influence and its relationship with market orientation and firm performance. This data was used to estimate structural models. The findings  support the idea that a strong and influential marketing departments contributes privately to firm performance. This findings holds for Western and Asian and for small/ medium and large firms alike. We assume explicitly that a marketing orientation. While we find support for this link, we did not test for dual causality between the construct. Our results contrast with prior studies that found orientation to be a full mediator of the influenced of marketing department on firm performance. 
	David J. Snepenger, (2015) carried a research work on marketing research for entrepreneurs and small business managers. A successful marketer must understand the customer, making value for their customer, communicating heir value to their target market and making successfully. In order to implements this marketing concept, firms need specific information that helps determine which marketing can provide that information to the manager. Studies indicates that small business are likely than large businesses to use marketing research in their decisions making. Marketing research can help find the problems and indentify a solution. It helps managers to look outside of themselves for solutions.
	Dr. Zekiatll Bulut (2016) carried out a research work on the impact of marketing research activities on marketing performance in textile companies. Marketing research is one of important factors that affect marketing performance. The objectives of the study is to determine the marketing research activities that affect marketing performance and the degree of the these effects. The empirical results indicate that marketing information collection vehicles and marketing research information types have different effects on marketing performance. The research also clearly indicates that marketing the research also clearly indicates that marketing performance but it is not the strongest effect. Despite the relevant literature research and business  performance or some issues in marketing, the relationship between marketing research and marketing performance has not been empirically demonstrated enough.
	Neil A. Mogan (2014) carried out a research work on marketing and business performance. The role of marketing significant attention throughout the history of the marketing in enabling firms to create and sustain competitive advantage. Developing a comprehensive understanding of how marketing is linked with business performance is critical for both marketing academics and management. Since no single empirical study can ever capture the range of variables and performance, the disciplines is in need of a comprehensive framework that will allow the findings from multiple studies to be integrated over time in a cumulative manner.
	Ibrahim Aliyu (2015), carried out research work on impact of small scale business on economics growth and development has attracted global attention of policy makers and academics researchers. In Nigeria, many financing policies were designed and implemented to boast the sector between the result contradicted expectations. He objectives of this study is to examine the impact of managerial skills on small scale business performance in Bauchi State of Nigeria. Based on the findings of the study, it is concluded that lack of managerial skills in the areas of establishing goals, allocating resources skills in the areas of establishing goals, allocating resources, managing conflict, communication, measuring performance taking action and self performance of small scale businesses in the areas of sales growth and profit as a result of lack managerial skills.
	Bello Ayuba (2013), carried out a research work on the role of marketing research on the performance of business organization. The objectives of this study is to examine the role of marketing research on the performance of business organization. The research examine the role of marketing research on the performance of business organization. The primary data from the study conducted in some survey of marketing research and performance of business organization. The study was conducted in some selected business organization in federal capital territory Abuja, Nigeria. The study reveals the importance as indicated by the high regression between marketing research and prosperity of the independent variable organization performance. Based on the findings of this study, it was concluded that adequate classification of market research has not been done to earnestly corroborate with the more of operation of goals or visions of an organization.
	Hamza Ali Al-Shatanawi (2015), carried out research work on the importance of market research in implementing marketing programs. This study provided a deep understanding of the market research and the process which involved and participated in achieving the needed goals. This study also discussed the role of research in building and implementing successful; marketing programs. The objectives of the study is to gain an understanding of markets and to identify changes in the market. Market research focuses your marketing strategy on potential customers that want your product. 








CHAPTER THREE
RESEARCH METHODOLOGY

3.1	INTRODUCTION
This chapter focuses on two research design population of the study, sampling technique, sample size, research instrument, the validation and reliability of research, the procedure for the collection of data method of analyzing data.

3.2	RESEARCH DESIGN
	This study adopted the survey research design. Survey  design is ne which study large or small population by selecting and analyzing (sample) data collected from the group through the use of questionnaire telephone or personal interviews. The design is therefore appropriate for this study as it intends to obtain data from customer of broad in Ilorin township.

3.3	POPULATION OF THE STUDY
	According to Eboh, (2009), population is referred to as the  totality of items or object which the researcher is interested in hence, the population of this study comprises of all customers of super market and medicine stores, due to large number or member of consumer, the study limited it to two thousand (2000) consumers.

3.4	SAMPLING TECHNIQUES
	The study adopted simple random sampling techniques. All member of the population where represented equally.

3.5	SAMPLING SIZE
	The sample size is referred to the number of element from the universe or population that is selected to form part of the study. The stationed formulary was adopted which is Yamens Formula.
n= N
1-N(e)2 = 
Where N is the population 
I is the constant
e= the error margin
then n= 2000  
1+2000 (0.05)2
1+ 2000
     1+(0.052)2000
=2000 =333.3
     6

3.6	SOURCES OF DATA COLLECTION 
	The data was collected using primary sources of data collection. Data where generated from representative sampling which are the customers of super market and medicine stores, Ilorin metropolis.
3.7	METHOD OF DATA COLLECTION
	The researcher collected data using the questionnaire, copies of the questionnaire where administered by the researcher on the respondents. Hence, enough time was taken to explain how to tick or indicate their opinion on the items stated on the research questionnaire.

3.8	DATA PRESENTATION AND ANALYSIS
	For the presentation of data, the researcher collected the data and analyze it using table percentages as well as ANOVA and REGRESSION to test the hypothesis stated earlier with the SPSS statistical analysis. The method used in analyzing the data percentage tables and statistical packages for social science (SPSS) method. This statistical technique with which the various data was presented in the research work was the tabular form at the end of which interpretation was making.

3.8	VALIDITY AND RELIABILITY OF THE INSTRUMENT
	The test retest reliability method is one of the simplest ways of testing the stability and reliability of an instrument every time. The test-retest approach was adopted by the researcher in establishing reliability and instrument. In doing this 250 copies of the questionnaire were administered on two hundred and fifty selected respondents. After-two weeks another 250 copies of the same group. Their response on the occasion were correlated using person product moment correlation, and the result is 0.70 which is 70%. That is the instrument which is 70% result reliable. 
      




CHAPTER FOUR
DATA PRESENTATION AND ANALYSIS
4.1	INTRODUCTION 
	This section focuses on the presentation, analysis and interpretation of the data gathered. The data obtained from the study is presented in tables, analyzed and interpreted using frequencies and percentage. This statistical package for social science (SPSS) package was used to analyzed frequencies and testing of hypothesis.

4.2	DATA PRESENTATION
	A total number of 333 copies questionnaire were distributed. Te total copies distributed was returned an analyzed.

4.2.1	Analysis of demographic data
Table 1: distribution of respondent of sex
	SEX
	FREQUENCY
	PERCENTAGES

	MALE
	170
	51.041

	FEMALE
	163
	48.959%

	TOTAL
	333
	100%


  Source: Field Survey, 2025
	From the above table, it shows that 170(51.041%) of the respondents are made, while 163 (48.951%) of he respondents are female findings show that majority of the respondent in the study are male.



Table 2: Distribution of respondents by age
	AGE RANGE
	FREQUENCY
	PERCENTAGES

	25 BELOW
	161
	48.35%

	26-40 YEARS
	127
	38.14%

	41-50 YEARS
	9
	2.7%

	50 ABOVE
	36
	10.81%

	TOTAL
	333
	100%


  Source: Field Survey, 2025
	From the table above analysis 161 of the respondent representing (48.35%) are the age below 25 years, 127 which represent (38.14%). Is range of 26-40 years, 9 which represent (2.7%) are between the age range of 41-50 years and the remaining (10.81%) falls with 50 years and above. The height range to respond to the questionnaire is between the age of below 25 years that is 48.35% of the respondent. 

Table 3: distribution of respondents by marital status
	STATUS
	FREQUENCY
	PERCENTAGES

	SINGLE
	127
	28.05%

	MARRIED
	166
	50.12%

	WIDOW
	25
	15.25%

	DIVORCE
	15
	6.58%

	TOTAL 
	333
	100%


  Source: Field Survey, 2025
	Table 3 above shows that married respondent has the highest percentage more than other respondents from the data obtained.

Table 4: Distribution of respondent by working experience 
	WORKING EXPERIENCE
	FREQUENCY
	PERCENTAGES

	6 YEARS
	171
	37.29%

	7-10 YEARS
	55
	25.10%

	11-15 YEARS
	77
	31.15%

	Bove 15 years
	29
	6.46%

	Total 
	333
	100


  Source: Field Survey, 2025

Table 5: Distribution of respondents by staff cadre 
	STAFF CADRE
	FREQUENCY
	PERCENTAGES

	MANAGEMENT 
	19
	8.98%

	SENIOR STAFF
	32
	37.62%

	JUNIOR STAFF
	49
	53.4%

	TOTAL
	100
	100%


  Source: Field Survey, 2025
	
From the data collected above, 19 of the respondents (8.98%) are management 32 of the respondents are senior staff while the remaining 49 (53.4%) of the respondent has the highest percentage more than management and senior staff from the data obtained.
4.3	ANALYSIS OF QUESTIONNIARE
Table 6: marketing research had affected business decisions in organizations.
	STATEMENT
	FREQUENCY
	PERCENTAGES

	SA
	203
	61.56%

	A
	111
	33.03%

	U
	10
	2.8%

	D
	-
	-

	SD
	9
	2.6%

	TOTAL
	333
	100%


  Source: Field Survey, 2025
	
The table above indicates that 203 (61.56%) strongly agreed that marketing research has affected business decisions in an organization, 111 (33.03%) agreed wit the statement, 10 (2.8%) are undecided about the statement, 9 (2.6%) are strongly disagree about the statement. Findings shows that majority of the respondents agreed that marketing research had affected business decision in an organizations.

Table 7: marketing research enhanced the quality end improve the effectiveness of business decisions making.
	STATEMENT
	FREQUENCY
	PERCENTAGES

	SA
	214
	64.26%

	A
	92
	27.63%

	U
	19
	5.7%

	D
	-
	-

	SD
	8
	2.40%

	TOTAL
	333
	100%


  Source: Field Survey, 2025
	
The table indicates that 214 (64.26%) of the respondents strongly agreed that making research enhanced this quality and improve the effectiveness of business decisions making, 92 (27.63%) agreed with the statement 19(5.7%) are undecided about the statement while the remaining 8(2.40%) of the respondents strongly disagreed with the statement. Findings shows that majority of the respondents strongly agreed that marketing research enhanced the quality and improve the effectiveness of business decision making.

Table 8: marketing research can improve market share in an organizations.
	STATEMENT
	FREQUENCY
	PERCENTAGES

	SA
	45
	10.05

	A
	65
	17.15

	U
	8
	1.74

	D
	145
	41.36

	SD
	70
	29.7

	TOTAL
	333
	100%


  Source: Field Survey, 2025
	
The table indicates that 45 (10.05%) strongly agreed that market research  can improve market share in an organization, 65 (17.15%) of the respondents agree on the statement, 8 (1.74%) of the responders are undecided about the statement, 70 (29.7%) strongly disagree that market research can improve market share in an organization.



4.4	TEST OF HYPOTHESIS
Ho: marketing research does not improve market share in an organization.
Hi: marketing research improve market share in an organization.
	YES
	NO
	TOTAL COLUMN

	25
	20
	45

	40
	25
	65

	6
	2
	8

	100
	45
	145

	45
	25
	70

	216
	177
	333



E (o-e)2
      E
E= summation
O= observed value
e= expected value
to calculate expected value
Total rows X total column
       Grand total
R1C1= 216 X 45 =29.2
             333
R1C2= 117 X 45 = 15.8
	    333
R2C1 = 216 X 65= 42.7
	      333
R2C2 = 117 X 65= 22.8
	      333
R3C1 = 216 X 8= 5.2
	      333
R3C2 = 117 X 8= 2.8
	      333
R4C1 = 216 X 145= 94.1
	      333
R4C2 = 117 X 145= 50.9
	      333
R5C1 = 216 X 70= 45.4
	      333
R5C2 = 117 X 70= 26.7
	      333
Using 0.05 level of significance
Degree freedom= (C-1) (R-1)
Where R= no of rows and C= no of columns



Degree of freedom= (2-1) (5-1)= 1X4=4
	O
	E
	O-E
	(O-E)2
	(O-E)2
   E

	25
	29.2
	-42
	-17.64
	0.60

	20
	15.8
	4.2
	17.64
	1.12

	40
	42.2
	-2.2
	-4.84
	0.11

	25
	22.8
	2.2
	4.84
	0.21

	6
	5.2
	0.8
	0.64
	0.12

	2
	2.8
	-0.8
	-0.64
	0.23

	100
	94.1
	5.9
	34.81
	0.37

	45
	50.9
	-5.9
	-34.81
	0.68

	45
	45.5
	-0.4
	-0.16
	3.52

	25
	24.6
	-1.4
	0.16
	6.50



X2= 0.05= E(O-E)2
   		   E
Decision  rule: when X2 x 2/1
The Hi should be accepted if otherwise the Ho should be accepted.
Decision: the above test shows tha X2c value is 12.3 while X2t was 0.07
	Therefore the alternative hypothesis hereby accepted i.e marketing research has affected business decisions in an organizations.
Finding: marketing research has a big influence in an organizations.



HYPOTHESIS TWO
Ho: marketing research does not enhance the quality and improve the effectiveness of business decision making.
Hi: marketing research does not enhance the quality and improve the effectiveness of business decision making.
	YES
	NO
	TOTAL COLUMN

	164
	50
	214

	70
	22
	92

	12
	7
	19

	6
	2
	8

	252
	81
	333



E (o-e)2
      E
E= summation
O= observed value
e= expected value
to calculate expected value
Total rows X total column
       Grand total
R1C1= 252 X 214 =161.9
             333

R1C2= 81 X 214 = 52.05
	    333
R2C1 = 252 X 92= 22.38
	      333
R2C2 = 81 X 92= 69.62
	      333
R3C1 = 252 X 19= 14.38
	      333
R3C2 = 81 X 19= 4.62
	      333
R4C1 = 252 X 8= 6.05
	      333
R4C2 = 81 X 8= 1.95
	      333
Using 0.05 level of significance
Degree freedom= (C-1) (R-1)
Where R= no of rows and C= no of columns
Degree of freedom= (2-1) (4-1)= 1X3=3
	O
	E
	O-E
	(O-E)2
	(O-E)2
   E

	164
	161.94
	2.1
	4.41
	0.03

	50
	52.1
	-2.15
	-4.41
	0.1

	70
	69.62
	0.38
	0.14
	2.1

	22
	22.38
	-0.38
	-0.14
	2.1

	12
	14.38
	-2.38
	-5.66
	0.4

	7
	4.62
	2.38
	5.66
	1.3

	6
	6.05
	-0.05
	-2.5
	0.4

	2
	6.05
	-0.05
	-2.5
	0.4



X2= 0.05= E(O-E)2
		   E
Decision  rule: when X2 x 2/1
The Hi should be accepted if otherwise the Ho should be accepted.
Decision: the above test shows that X2c value is 11.6 while X2t was 0.07
	Therefore the alternative hypothesis is hereby accepted i.e the influence of marketing research has enhanced the quality and improve the effectiveness in organizations.
Hypothesis three
Ho: marketing research has not affected business decisions in an organization 
Hi: marketing research has affected business decisions in an organization 
	YES
	NO
	TOTAL COLUMN

	127
	76
	203

	75
	36
	111

	7
	3
	10

	6
	3
	9

	215
	118
	333



E (o-e)2
      E
E= summation
O= observed value
e= expected value
to calculate expected value
Total rows X total column
       Grand total
R1C1= 215 X 203 =131.1
             333
R1C2= 118 X 203 = 71.9
	    333
R2C1 = 215 X 111= 71.6
	      333
R2C2 = 118 X 111= 39.3
	      333
R3C1 = 215 X 10= 6.5
	      333
R3C2 = 118 X 10= 3.5
	      333
R4C1 = 215 X 9= 5.8
	      333
R4C2 = 118 X 9= 3.2
	      333
Using 0.05 level of significance
Degree freedom= (C-1) (R-1)
Where R= no of rows and C= no of columns
Degree of freedom= (2-1) (3-1)= 1X3=3
	O
	E
	O-E
	(O-E)2
	(O-E)2
   E

	127
	131.1
	-4.1
	-16.81
	0.13

	76
	71.9
	4.1
	16.81
	0.23

	75
	71.7
	3.3
	-10.89
	0.15

	36
	39.3
	-3.3
	-10.89
	0.27

	7
	6.5
	0.5
	2.5
	0.38

	3
	3.5
	-0.5
	-0.25
	0.07

	6
	5.8
	0.2
	0.04
	6.89

	3
	3.2
	-0.2
	-0.04
	0.01

	
	
	
	
	8.13


X2= 0.05= E(O-E)2 = 8.13
		   E
Decision  rule: when X2= X x 2/1
	The Hi should be accepted if otherwise the Ho should be accepted.
Decision: the above test shows that X2c value is 11.6 while X2t was 0.07
	Therefore the alternative hypothesis is hereby accepted i.e the influence of marketing research has affected business decision in an organizations.

4.5	DISCUSSIONS OF FINDINGS
	This part of research study is to interpret the result obtained from data analyzed. It should be noted however that the fact that some data accepted does not totally mean they are true i.e (they are true of vice versa) only mean that as far as the available evidence (data) is concerned, they appear to be the conclusion, since acceptance or rejected of any hypothesis is based on the final result of the sample taken from the total population. It therefore appears that marketing research is to great use to the business organization. As it affords the companies to formulate strategies, decision making satisfying consumer, developing new product e.t.c.
	It is reverse from the data collected that there are other impediments against research findings such as low rate response, inadequate funds as they all constitutes to the problematic factors of research funding.
	Also, it is discovered that findings based on data obtained in the case study (Orelope Super Market and Medicine Store) and other business companies, that they all operate separate research unit in the companies for the purpose of marketing research, having research department has really help their respective companies to have deep knowledge about the market needs and afford them (companies) to meet those needs of the markets.










CHAPTER FIVE
SUMMARY OF FINDINGS, CONCLUSION AND RECOMMENDATION
5.1	SUMMARY OF FINDINGS
	The studies carried out and examine the impact of marketing research on small scale business performance. Marketing research is a systematic gathering, recording, analysis of qualitative and quantitative data about issues of relating to marketing products and services. The goal of marketing research is to identify and assess how changing element of marketing mix impacts customers behavior.
	From the analysis carried out the study revealed that:
1. Majority of the respondents in the study are male
2. Majority of the respondents in the study are between ages of 26-40 years.
3. Majority of the respondents in the study are single
4. Majority of the respondents in the study are 6yeras based on working experience 
5. Majority of the respondents in the study are junior staff officers.
6. Majority of the respondents strongly agreed that marketing research has affected business decision in an organizations.
7. Research marketing enhanced the quality and improve the effectiveness of business decision making, therefore majority of the respondents strongly agree that marketing research enhanced the quality and improve the effectiveness o business in an organizations.
8. Marketing research can improve market share in an organization therefore, majority of the respondents disagree that marketing research can improve market share in an organizations.

5.2	CONCLUSION
	In conclusion, marketing research cannot be under-estimated because the relevance of marketing research in the ever-increasing competitive, dynamic marketing and academic environment defines its broad prospect in Nigeria. Marketing practioners lay case or business realities, so every area of business decision needs support from various levels of market of marketing research to minimize risks and enhance making definite statements about the markets.

5.3	RECOMMENDATIONS 
	After findings and conclusion theses recommendation aimed at improving the quality of the marketing research data were made.
1. Because the integrity of the marketing research industry is at stake integrity in information gathering on data collection is indispensable. To address the problem of unreliable research result, jobs must be repeated, lost not withstanding. The emphasis should be on generating quality data which will enhance strategic decision making for marketing practitioners.
2. A contingency plan involving a quality controller to be in the field with the team of interviews should be made
3. The research project assigned to graduating students should reflect the day to day problems of the marketing practioners. Enough time should be allowed for practical and innovative research studies to be concluded by the researchers.
4. Leadership of both public and private sections in Nigeria should appreciate the need for reliable statistical data and emphasize accurate record keeping in their organizations. The organization should be willing to release meaningful information for research purpose.
5. The federal and state ministries of information should augment NIMRAS’S efforts at creating awareness on benefit of marketing research to dynamic society like Nigeria and help reesrach complaint.
6. The environment factors, complicated by the fragile security system are serious threats to conduct of marketing research in Nigeria.
7.  Adequate funds should be budgeted by players of industry on market research
8. The provision of suitable and adequate facilities would enhance the business environment and make it more responsive to the needs of customers. This would also help the business organization to have a close contract with the business environment has maintaining an enhance business relationship.
9. Special time for adequate research on market should be included in the business lexicon of a business organization and once this maintain it will give time to meet potential customers.
10. Development strategies should be place to enhance staff performance and increase their contribution to the industry.
11. The nature of implementation of marketing research in most business organization should be properly done and carried out in such away that it will boost the company sales and also meet the target consumers needs and wants.
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QUESTIONNAIRE
Section A: personal data
Instruction: tick the appropriate box and give answer necessary.
1. Sex: male (   )  female (   )
2. Age: below 25 years (   )  26-40 years (    ) 41-50 years (   ) above 50 years (   )
3. Marital status: single (   ) married (   ) widow (   ) divorced (   )
4. Working experience: below 6 years (   ) 7-10 years (   ) 11-15 years (   ) 15 years above (   )
5. Staff cadre: management (   ) senior staff (   ) junior staff (   )
Section B
Please tick as:
SA – Strongly Agreed
A – Agreed
U - Undecided    
D – Disagreed
SD – Strongly Disagreed
	NO
	STATEMENT
	SA
	A
	U
	D
	SD

	1
	Small scale depend on fund outside own capital
	
	
	
	
	

	2
	Small scales can stand on their own
	
	
	
	
	

	3
	Marketing research has impact on small scale development
	
	
	
	
	

	4
	Small scale comply with applicable law and regulation
	
	
	
	
	

	5 
	small scales companies operating efficiently
	
	
	
	
	

	6
	Government has been able to achieve of small scales founding 
	
	
	
	
	

	7
	There are constraints facing smalls scales founding and supervision
	
	
	
	
	

	8
	The ability of small scale in creating new ideas, product and services to benefits consumer will contribute to growth and development 
	
	
	
	
	

	9
	Marketing research has affected a business decisions in an organizations
	
	
	
	
	

	10
	Marketing research enhanced the quality and improve the effectiveness of business decision making
	
	
	
	
	

	11
	Marketing research can improve market share in an organizations
	
	
	
	
	

	12
	Marketing decision of the management depend on the outcome of the market research activities 
	
	
	
	
	

	13
	The performance of marketing resrach toards the development of small scale excellent
	
	
	
	
	

	14
	Poor implementation of marketing research affect small scale business negatively 
	
	
	
	
	

	15
	Bad government policies affect small scale negatively
	
	
	
	
	

	16
	Small scale negatively
	
	
	
	
	



