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ABSRACT
This study examined effect of marketing Mix Strategies on Consumer Satisfaction, of indomie noodles among Kwara State Polytechnic students. The objective of the study were to :(i) determine the impact product quality on the consumer needs in dufil prima food plc.(indomie noodles);(ii) analyze the impact of distribution channels on consumer desire in dufil prima food plc.(indomie noodles);(iii) know the contribution of pricing strategy on consumer willingness to pay in dufil prima food plc.(idomie noodles);(iv) examine the impact of promotion strategy on consumer buying character I dufil prima food plc.(indomie noodles). The study adopted a descriptive research. Questionnaire was used to collect necessary data for the study. 
The study determined the effect of promotion on consumers’ satisfactions; Research questions formulated were analyzed using SPSS along with frequency counts and percentage order. While simple regression analysis was used in testing the null hypothesis at 0.05 level of significance. Thus, a sample size of one hundred and ninety six (196) was chosen from the total population. The research finding shows that :(i) product quality has no significant effect on consumer needs in dufil prima food plc.(indomie noodles);(ii) distribution channels has no effect on consumer desire in dufil prima food plc.(indomie noodles);(iii) price has no significant effect on consumer  willingness in dufil prima food plc.(indomie noodles);(iv) promotion has a significant effect on consumer buying character in dufil prima food plc. (indomie noodles);The study concluded that price, product quality and place (distribution channel) have no significant while promotion has a significant effect, precisely among the students of Kwara State Polytechnic. The study recommended there should be effective distribution channels for indomie noodles by dufil prima food plc. as a product in order to gain easy access to the product in the market. The management should ensure effective product promotion I other to sustain a quantitative hedge in the market competition. 
 
KEYWORDS: Marketing Mix, Consumer Satisfaction, indomie noodles,  
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CHAPTER ONE 
INTRODUCTION 
1.1 Background of the study 
In order to be effective   and   efficient   as a market   leader   in a   ultramodern era and   a globalized world where the rate of changes is  high , the organization must not only strive to improve but also to commit into a continuous improvement climate, for the organization to benefit from it marketing strategies especially marketing mix model, benchmarking and company policy. Nigeria retails has been showing some upward trends for quite some Growths in this sector is particularly spurring by the changing buying pattern of the consumers and the rising in the per capital income in the country This study take a cautionary of stance to the impact of   marketing mix on consumer satisfaction. 
This study is embarking on a research on the program component aspect by examining the effect of marketing mix on consumer satisfaction. Ranking and selecting project is relatively common, yet often a difficult task. It is complicated because there is usually more than one dimension for measuring the impact of each project and more than decision maker. Palmer (2011) notes that marketing mix strategy is a major concept in marketing. Over the recent years, the major version of such concept which is associated to the 4P’s (product, price, promotion and place). 
In the late 70`s it was widely acknowledged by marketers that marketing mix should be updated. This led to the creation of the extended marketing mix in 1981 by BOOMS and BITNER which added the 3 new elements to the 4Ps principle. Which are (People, Process, and Physical Evidence). 
Roth, (2005) and Yip, (2009) contributions is to show the potential in marketing mix model in deriving a consensus ranking in benchmarking. According to the feedback from the respondents, we dynamically rank out the best element to be benchmark. For the multinational corporation (MNC), the pursuit of a global marketing strategy encompassing a standardized marketing mix (M. MIX), strategy retain the promise of greater opportunities in the borderless marketplace Roth, (2005). These strategies also bring opportunity to develop higher quality product by obtaining greater efficiencies of product, through lower cost associated with economies of scale and economies of scope Yip, (2009). Levit, (2003) believed that the 4Ps principle has won the heart of all marketing practitioners, or it has won overwhelming acceptance among all marketing practitioners. 
Marketing mix is the most famous marketing term. Kinnear and Bernhead (2015) define it as the use and specification of 4Ps (Price, Product, Place, and Promotion) to describe the strategic position in the marketplace. Marketing strategy fundamental objective is to increase sales and achieve a sustainable competitive edge over it competitors Baker, (2009). Marketing strategy includes all basic, short-term, longterm activities in the field of marketing that deal with the analysis of the strategic initial situation of a company and the formulation, evaluation and selection of marketing of market-oriented strategies and therefore contribute to the goal of the company and its marketing objective, (Homburg, Subine, Haley (2009). In other words, marketing strategies is the reason why companies know where to place their effort, which market and market segment they choose to sell it product. Marketing strategies includes those activities which gives the firm the sight of direction and purpose, more so it gives a measure against which action can be gained or approach and ensure firm’s competitive advantage in the market. 
The necessity for a procedure and active approach to the problems that face the business environment is what calls for the rise of sound marketing strategies to counter competition with the current trends in Nigeria at this period of economic recession to firms struggling for success. Be it public or private firms, their predetermined objective needs some fundamental marketing plan of action for reaching those objectives successfully Zarri, (2017). The importance of customer had been discussed by so many researchers and academicians. Zarri, (2017) said that customers are the purpose of what we do and rather than depending on us, we very much depend on them. The customer is not the source of a problems, we should not perhaps make a wish that customer ‘should go away’ because our future and our security and the service industry will be put in jeopardy. That is the main reason organizations today focus on customer satisfaction loyalty and retentions. 
In other hand customer loyalty is the way a product image is been placed in the mind of a consumer. According to Anderson and Jacobsen (2010) define customer loyalty as the actual result of an organization creating a benefit for a customer so that they will maintain or increase their purchase from organization. True customer loyalty is created when the customer become an advocate of the organization product without incentive. So therefore management focuses on customer satisfaction which will in turn bring customer loyalty resulting into customer retention, thus increasing the positive image of the organization. Hence, exploring the importance for customer of an industry attributes in any organization is indispensable. 
1.2  Statement of the problem 
Advertising play a strong role in the economy of nations whether developed or developing. This is as a result of the useful information they provide to the consumers regarding goods and services as well as providing them with comparing features, prices and other benefits. Consumers have always been at the receiving end of continuous bombardment of persuasive messages. This is because it is generally believed the placement of these messages in the mass media will make the consumers act in ways specified by the advertisements  since  they  are  persuasive  techniques  to  appeal  to  the  consumers  purchasing  habit. Contemporary researches on consumer behavior consider a variety of factors that influences the consumer and acknowledges a range of consumption activities beyond purchasing (Bray 2008).  Considering the amount of message bombardment on the consumer, one may be made to believe that there are no other factors to consider when patronizing a product, service or idea. This study therefore sought to establish the importance role marketing mix element used to bring about consumer satisfaction of indomie noodles among the student of Kwara State Polytehnic. 
1.3  	Research Question 
The study would answer the following questions 
i. What is the effect of product quality on the need of the consumer in Dufil prima Food plc. (indomie noodles)? \
ii. What is the effect of Distribution channel on consumer desire in Dufil prima Food plc. (indomie noodles)?
iii. What is the effect of pricing strategy on consumer willingness in Dufil prima food plc. (indomie noodles)? 
iv. What is the effect of promotion on consumer buying character in Dufil prima Food plc. (indomie noodles).? 
1.4 	Objective of the study 
The objective of this study is to examine the effect of marketing mix strategies on consumer’s satisfaction in Dufil Prima foods plc. (indomie noodles). 
Other specific objective includes to: 
i. determine the impact product quality on the consumer needs in Dufil prima Food plc. (indomie noodles). 
ii. analyze the impact of distribution channels on consumer desire in Dufil prima  Food plc.(indomie noodles). 
iii. know the contribution of pricing strategy on consumer willingness to pay in 
Dufil Prima Food plc. (indomie noodles). 
iv. examine the impact of  promotion strategy  on consumer buying character in 
Dufil prima Food plc. (indomie noodles). 
1.5 Research Hypotheses 
 The following hypotheses were formulated to guide the study 
Ho1:  Product quality has no significant effect on consumer need in Dufil Prima foods plc. (indomie noodles).      
Ho2:   Distribution channel has no significant effect on consumer desire in Dufil 
Prima Food plc. (indomie noodles). 
Ho3: Price has no significant effect on Consumer willingness to pay in Dufil Prima foods plc. (indomie noodles). 
Ho4: Promotion has no significant effect on consumer buying character in Dufil 
Prima food plc. (indomie noodles). 
1.6 Scope of the study 
The research would be limited to the consumers of Dufil Prima foods plc, product within Kwara State Polytechnic students. The study would capture one of the product of Dufil Prima foods plc. specifically Indomie noodles which is a product that is been consumed by almost everyone nation-wide. And how this product brings satisfaction among students of Kwara State Polytechnic . 
1.7 Significance of the study 
The study is an important concept used by business owners, marketing executives, stakeholders, for adequate decision making. It will be highly significant to several organizations, society, researchers, and the government, consumers. The organization will gain a lot from the study because it will help them to understand the importance of 4ps in increasing the productivity and the sales which will lead to great turnover and profitability at the long run of the business. 
The outcome of the study would be of great benefit to social development. More so it will help in having functional societal values which requires adequate strategies for product and services. The study will also help the general public on how to improve their business, and how to select the product and the strategies to use in maximizing expected utilities. This study will help the general public on how to generate information about the consumers, and understand their needs and know how to meet those needs or how to introduce a new product and services that create values in the mind of the consumers. The value that of what the consumer perceived is a subjective one, the attributes that create values cannot simply be deducted from common knowledge. The outcome of the study will be of great help to researchers because it serves as a guide for further study for whoever wants carry out any research work in this area. 
1.8 Definition of terms 
Marketing mix: This is the process of designing   and integrating various element of marketing in such a way to ensure the achievement of enterprise objectives. The elements of marketing mi have been classified into four, which are: product, price, place and promotion. 
Product: Product is the first element of 4ps and the most important part in the marketing strategies because it will represent the image of the company. The company needs to make sure that the first impression is positives, so the customers see the product and need to plan carefully the product strategies. 
Price: Price is the second element of the mix marketing that can be known as the value charged for any product or service. Fixing the product price is a most difficult process for the company because they need to consider a lot of factor like the need of a product, cost involved, consumer’s liability to pay, rules and regulation in different countries, government restrictions, prices charged by competitors for the similar products. 
Place: Place is the third element of marketing mix which regard to locations, distribution channel, and ways of delivering the product to the customers. The place can include the location of company, distributors, shop front, possible use of internet to place the product and logistic. 
Promotion: The last element in 4ps mix marketing which is promotion is one of the strongest tools that company can used in order to improve their sales performance. Promotion is all about the action or strategy that company use to communicating the values and benefits of your products to your customers. Promotion strategy helps to increase consumer awareness in terms of their products, leads to higher sales and helps to build brand loyalty Išoraitė, (2016). 
 	 


CHAPTER TWO 
LITERATURE REVIEW 
This chapter presents the review of related literature on effect of marketing mix strategies on consumer’s satisfaction (A study of, indomie noodles among Kwara State Polytechnic  student). It consists of the following subheadings, Conceptual framework, 
Theoretical frame work, Empirical Review, Gap of the study. 
2.1.1 	Conceptual framework 
2.1.2 	Marketing mix 
The term Marketing Mix was developed by Neil Borden who first started using the phrase in 1949. “An executive is a mixer of ingredients, who sometimes follows a recipe as he goes along, sometimes adapts a recipe to the ingredients immediately available, and sometimes experiments with or invents ingredients no one else has tried." Culliton. J,(1948).  According to Borden, "When building a marketing program to fit the needs of his firm, the marketing manager has to weigh the behavioral forces and then juggle marketing elements in his mix with a keen eye on the resources with which he has to work." Borden N, (1964) pg 365 in his book “The Concept of Marketing Mix”.  E. Jerome McCarthy McCarthy, J, (1960), was the first person to suggest the four P's of marketing – price, promotion, product and place (distribution) – which constitute the most common variables used in constructing a marketing mix. According to McCarthy the marketers essentially have these four variables which they can use while crafting a marketing strategy and writing a marketing plan. In the long term, all four of the mix variables can be changed, but in the short term it is difficult to modify the product or the distribution channel. 
According to Miles and Raymond, (2003) marketing concept means that all marketing activities in an organization should begin with the consumers. That is, it would seem to make sense if the marketer proceeds as indenting the consumer’s needs and wants, developing appropriate product to the consumer in such a manner that leads to the stated goals. 
The Marketing Mix Model 
[image: ]
 
These four P’s are the set of action or parameters that a company or marketing manager use to promote it product in the market and also use to control, subject to the internal and external constraints of the marketing environment. The goal is to make decision that centers the four P’s on the customers in the target market in order to create perceived values and generate a positive response. 


2.1.3 	Product Decision 
The term “product” is offered for sale; it also refers to tangible, physical as well as services. Every product is made at a cost and sold at a price. Although this typically refers to a physical product, t has been expanded to included services offered by a services organization. The specification of the product is one of the variables that a market has at his/her control. For example, the product can include certain colours, certain features. Lastly, in the broadest sense when a consumer purchases a product it also includes the post-sale relationship with the company. The post-sale relationship can include customer services and any warranty. 
These are four type of product 
i. Formal product: The physical product which is brought by customer for their own benefit like computer, mobile etc. 
ii. Core product: What is the core benefit associated with the physical product which is brought by customer from company like status and knowledge. 
iii. Augmented product: The sum of total of the benefit which is received by the consumer by using formal product like saving quick assessing of information. 
iv. System product: The product is the expansion of augmented product like training support and manual (Kotler, keller, Koshy, and jha), 2009. 
2.1.3   Relationship between product and customer satisfaction 
There are five principles which can influence customer satisfaction 
i. Purity ii. 	Lawfulness iii. 	Deliverability iv. 	Price determination 
v. Cleanliness [Kotler and Armstrong, 2004]. 
The first principle, where the product must be pure, must have high quality features, therefore satisfying the customer’s expectations. The second principle, namely the product should be lawful, should not cause dullness of mind and lead to the customer dissatisfaction about the product or service. The third principle, the deliverability of the product, encompasses whether or not the product is deliverable. This can include promising, the notion of the birds in the sky, fish in the sea, etc. That the seller cannot produce, and then the seller must not attempt to sell it to the customer. The fourth principle, precise determination, encompasses the exact quantity and quality of the product. The seller must be able to inform the buyer about the actual portion of the product. 
If we taking about the broad sense then: a product which is purchase by a customer also include the post-sale relationship with the company and this relationship includes: 
i. Certain features ii. 	Certain scent iii. 	Certain colours iv. 	Warranty 
v. 	And other customer services 
Certain features 
Customers’ satisfaction is significantly influence by customer’s evaluation of product and service features. Thus, firms also study concerning satisfaction what features and attributes of their services customer measure most and that firm measures the perception of those features and overall services satisfaction parasuraman, zeithaml and berry, (2016). It includes these features-respects for the customer, politeness, effectiveness, communication with the customer. Empathy is the carrying and individual attention to customer including the features of sensitivity, approachability and understanding customers’ needs 
Certain scents 
Jobber, (2017) describes scent and smell as being a vital tool in changing in changing a customer’s mood to one that desired by retailer. Smell can be used to create a desire atmosphere in-store and has been used in a variety of industries. 
Luxury car manufacturer spray their cars and showroom with essence of leather’s to convey the perception of luxury Jobber, (2017). Scent has long been regarded as 
‘tool’ to enhance environments – not just to retail locations. In a study by Herz, (2012), a pleasant scent, through an air freshener application, was found to be worthwhile in a workplace environment too. People reported higher level of self- efficacy, set them higher goal and target whilst also being more likely to engage in efficiency and effective strategies than participant who work in condition with little or no pleasant ambient scenting. Estimated to be worth around $300 million, the scent marketing scent marketing industry and otherwise known as ‘olfactory marketing’, is set to be worth over $1 billon within the next ten years. 
Certain colours 
Colour perception explains how various factors, like ambient lighting, can affect both the information provided as well as the information received. For example, an image of a product may be created under one set of lighting conditions, yet may be viewed under an entirely different set of lighting conditions. Further, the receiving media, in this case a colour display, is affected by various factors such as the type, brand, and age of the display device on which the image is viewed, the graphic card to which the display is attached, and operating system setting for number of colour to be displayed and the resolution of the display. Finally, the entity being informed is influenced by its own psychological and physiological fragilities (Cohen), 2019. Because colour is actually a sensation colours are purely subjective as interpreted by an individual’s visual system and brain Stones, (2001). 
According to Stone, (2001), colour perception is problematic for variety of reason; colour is subjective; it’s perfectly obvious that colour is an intrinsic feature of an object; Grass is green, sky is blue, the paint on your living room wall is peach, and so on. As obvious as this may be, however, it’s not so. Colour is actually a sensation, just like touch. And the colour you see are purely subjective, as interpreted by your visual system and brain. 
Warranty 
A warranty is a promise by the firm to correct product failure that takes place during a specified time period. It is also a competitive marketing tool. Warranties can be used to communicate information about the underlying quality of a product offering, and to differentiate a firm’s offering from competitive offerings. In market where customers cannot distinguish between high and low quality offerings, companies can use warranties as a 
Pre-purchase signal of reliability of goods, and that warranties influence customer perceptions of goods. This paper examines customer’s response to service warranties. A customer‘s invocation of a warranty implies a failure by a firm to deliver acceptable quality level in its service offering. The invocation of a warranty is a form of customer complaining behavior, that is, a behavioral response triggered by a dissatisfactory purchase episode Cohen, (2009). 
However, a warranty makes an explicit promise about the nature of the seller’s effort at redress that may affect customers’ expectations and assessment of services quality. Hence, the factors influencing the invocation of a warranty may be different than the factors affecting other forms of complaining behavior. In a particular, warranty invocation seems likely to depend on certain mediating variables, such as customers’ attribute about an unexpected services failure and their perceived control over the service process. The study investigates that factors affecting customers’ decision to invoke service warranties, and distinguish from other factors affecting customer perception of services. 
2.1.4 	 Price Decision 
Price is the amount of money that your customers have to pay in exchange for your product or service. Pricing is considered part of a company’s marketing strategy because it influences its relationship with customers: When prices are fair and competitive, customers come back, increasing the profitability of the business. In some cases, especially in business-to-business marketing this can also include the total cost of ownership (TCO). Total cost of ownership may include cost such as installation and product required to deliver a complete functional solution. It is also known as the important decision for the business firm for generating the revenue and profitability. The amount paid for the product is known as its generating sense. 
According to Adam Smith, “value for exchange” is known as price. While in marketing perspective, “the amount of money charged for product or service, or sum of the value that customer can exchange for the benefit of having or using the product or service” Kotler and Armstrong, (2014). 
Effect of Price on Customer Satisfaction 
Pricing strategy is one of the most important aspects of a business. In some ways, we are rational when it comes to making a purchase decision. In other ways, we aren’t. Placed next to each other, most people would select the more expensive product as the better one, even if it isn’t. Price of the firm are not only based on the cost incurred but also give due consideration to the consumer perception of the value of the products or services. There are so many activities done by human activities done by human which includes the aspect such as: 
i. 	Society ii. 	Economy 
iii. 	Politics iv. 	Spirituality 
v. 	Education etc. (Roth, 2005). 
And each aspect has its value which is based on customer perception. Every firms cash flow will get managed through their loyal customers and if firm will give due consideration to its loyal customer while talking price decision, it will be helpful in creating customer satisfaction. 
2.1.5 	Place Decision (Distribution) 
Place represents the location where a product can be purchased. In the marketing mix, the process of moving products from the producer to the intended user is called place. In other words, it is how your product is bought and where it is bought. This movement could be through a combination of intermediaries such as distributors, wholesalers and retailers. In addition, a newer method is the internet which itself is a marketplace now. 
Through the use of the right place, a company can increase sales and maintain these over a longer period of time. In turn, this would mean a greater share of the market and increased revenues and profits. 
Correct placement is a vital activity that is focused on reaching the right target audience at the right time. It focuses on where the business is located, where the target market is placed, how best to connect these two, how to store goods in the interim and how to eventually transport them. It is also referred to as to as distribution channel. It can include any physical store as well as virtual stores on the internet. Distribution is about getting the products to the consumer Roy, and Skalka, (2005). Inconvenience to the consumer leads to dissatisfaction among the consumers which further influence the organisation in negative way. So, to keep the customers in their comfort zone and provide them goods on the more relevant place suits to them and create satisfaction among them and helpful in increase the sales of the firm as well. 
2.1.6 	Promotion Decisions 
Promotion decision is used to find the appropriate and effective method to promote a particular product to increase the sales. In the context of the marketing mix, promotion represent the various aspect of marketing communication, that is, the communication of information about the product with goal of generating a positive customer response. Promotion represents all the communications that a marketer may insert into the marketplace. This can include TV, RADIO, and PRINT 
ADVERTISING, as well as COUPON, DIRECT MAIL, BILLBOARDS, and ONLINE ADVERTISING. One of the less well define areas in promotion is the stole of human sales force. On the other hand, consumer may rather purchase the product only when sold through support of known salesperson. These communications includes: 
i. 	Radio ii. 	Television iii. 	Print media iv. 	Coupon 
v. 	Billboards vi. 	Online advertisement vii. 	Direct mail. Saaty , (2000). 
Role of human sales force in the promotion is one of the very less defined areas. And on the other hand, sales person, who support the consumers to make the purchase decision that whether they purchased the product or not. So, in this case, the services can be defined as the feature of the product whether perceived or real. 
Impact of Promotion on Customer Satisfaction 
In the process of doing promotional activities the following points must be kept in mind as a marketer: 
i. 	They must be honest with their advertisements ii. 	All promotional activities should be based on truthfulness iii. 	All work should be done with full sincerity iv. 	Transparency in the act of the dealers. Stuterile, (2000). 
All this aids in increasing customers loyalty and as well as in customers satisfaction. 
2.1.7 	Criticism of Marketing Mix Model 
Marketing mix modeling (MMM) is one of the most prominent methods in marketing data analysis. An entire industry is built around MMM guiding marketers through planning their marketing strategies. It is particularly well established in industries where individual customer tracking is difficult and, where mass media advertising dominates the media budget. These include in particular CPG, and some consumer services, such us entertainment or fast food restaurants or retail. 

Backward-Looking? 
The statement that past performance is not an indication of the future is supposedly the most common criticism of MMM. 
This is a valid observation. Modelers are well aware of this issue. In response, the methods used in MMM are explicitly designed to address it. Thanks to in-built robustness of regression techniques, the most persistent patterns are extracted and modeled. Even though some details are not captured in the process – robustness of remaining components gives modeler confidence in the interpretation of past results as well as in projecting the expected effect of future actions. 
The underlying idea is not that past response patterns predict the future with certainty but that they contain valuable insights that might be instructive in the future planning. While no one can assert the future with certainty, marketers should not ignore the past entirely. 
 
Focused on Explaining Past Rather Than Projecting Future? 
It is often questioned, how suitable MMM methodology is for projecting future sales. This has strong implications for MMM action ability. 
Reliability of projections greatly depends on the stability of market environment under study. With expected changes in either of them the forecast window is relatively short-term. In order to mitigate “time-myopia”, modeling and forecasting should become a continuous process. In this case important structural changes would be immediately captured in models and forecasts would be regularly updated. 
After covering the two fundamental points let’s move on to the methodological and data-related objections to MMM. We discuss below how relevant these issues are and how modelers and marketers can handle them. 
Causality vs. Spurious Correlation? 
Some stakeholders put doubts on the model specification. In particular, they question whether estimated effects in MMM are indeed causal and they are not simply spurious correlation between two variables. While causality implies that one process is driving another, correlation, and in 
Particular, spurious correlation means that two processes simply show a similar pattern. If one wants to base decisions on the model results, it is important to ensure that only significant causal relationships are included. With this in mind, the selection of potential factors needs to be guided by an economic or marketing theory and focus on those factors where previous research showed causal relationship. In addition, modeling should be preceded by a detailed exploratory analysis. This includes plotting relationships, calculating correlations and, where appropriate, testing the direction of the relationship. Granger causality test is a well-established methodology to perform this exercise. 
2.1.8 	Limitation of Marketing Mix Framework 
The marketing mix framework was particular useful in the early days of the marketing concept when physical product represents a larger portion of the economy. Today, with marketing more integrated into organisation and with a wider variety of product and markets, some authors have attempted to extend its usefulness by proposing a fifth P such as packaging, people, process, etc. Today however, the marketing mix most commonly remain based on the 4P’s. Despite its limitations and perhaps because of its simplicity, the use of framework remains strong and many marketing textbooks have been organized around it. 
2.1.9 Customer Satisfaction 
Marketing is said to be a social and managerial process providing individual and group with the thing they need and want by creating, offering and exchanging values products. Kotler & Armstrong, (2010).  Customer satisfaction indicates the fulfillment that customers derive from doing business with a firm. In other words, it’s how happy the customers are with their transaction and overall experience with the company. Customers derive satisfaction from a product or a service based on whether their need is met effortlessly, in a convenient way that makes them loyal to the firm. Hence, customer satisfaction is an important step to gain customer loyalty. 
2.1.9.1 Measuring Customer Satisfaction 
Organizations are increasingly interested in retaining existing customer while targeting non consumer. It is a measure of how products and services supplied by a company meet or surpass customer expectation. Customer satisfaction is defined as "the number of customers, or percentage of total customers, whose reported experience with a firm, its products, or its services (ratings) exceeds specified satisfaction goals. 
Measuring customer satisfaction provides an indication of how successful the organisation is at providing product and/ or services to the market place. In today’s global economy, it is the competition that decides the forces of buyers and sellers. However, the customer-centric companies are measuring the level of customer satisfaction and factors that sharpen it. The marketing satisfaction is known as to what is its image that a customer has. 
This is possible only when the organisation gets a regular, reliable verifiable feedback from the customers. This calls for, to repeat the correct measurement of consumer satisfaction and take up appropriate action plan to improve it further. Any business needs quantitative or quantifiable measurements for what is not measurable is not authentic and verifiable. 
Thus, no business house is able to run the business without actual quantitative sales turnover, profitability inventory position and cash, flow position and the like. As customer is the biggest asset of a business, without him or her, there cannot be any business. 
2.1.10 Benchmarking 
Benchmarking is the process of measuring a business’s performance against competitors and industry standards. Companies benchmark to analyze their success and get a better understanding of how they are performing relative to their competition. Benchmarking also known as “best practice benchmarking” or “process benchmarking” is a process used in management and particular strategic 
management, in which organisation evaluate various aspect of their processes in relation to best practice, usually within own sectors. This then allow organisation to develop plans on how to adopt such practice, usually with the aim of increasing some aspect of performance. Benchmarking may be a one-off event, but is often treated as a continuous process in which organisation continually seek to challenge their practices. Weir, (2001). 
Why Should A Firm Benchmark? 
The case for benchmarking suggests that a particular process in your firm can be strengthened. Some organizations benchmark as a means to improve discrete areas of their business and monitor competitors' shifting strategies and approaches. Regardless of the motivation, cultivating an external view of your industry and competitors is a valuable part of effective management practices in a world that is constantly changing. 
Advantages of Benchmarking 
Benchmarking is a powerful management tool because it because it overcomes “paradigm blindness.” Paradigm blindness can be summed up as the mode of thinking, “The way we do it is the best because this is the way we always done it. Benchmarking opens organisation to new methods, ideas and tools to improve their effectiveness. It helps crack through resistance to changes by demonstrating other methods of solving problems than the one currently employed, and demonstrating than they work, because they are being used by others 
(Williams), 2000. 
i. Lowering Labor Costs 
One advantage of benchmarking may be lower labor costs. For example, a small manufacturing company may study how a top competitor uses robots for several basic plant functions. These robots may help the competitor save a significant amount of money on labor costs. Company managers may obtain information on these robotics systems through the competitor's website or online articles. They may also identify the company that sold the competitor the robots. Subsequently, the company using benchmarking may call the robot manufacturer to help set up its own system. 
ii. Improving Product Quality 
Companies may also use benchmarking to improve product quality. Engineers sometimes purchase leading competitors' products. They may then take them apart, study them and determine how the competitors' products outlast or outperform others in the industry. Chemical engineers may study food or cleaning products in a similar manner. They can then compare various elements contained in competitive products to their own product line. 
Subsequently, improvements can be made to product quality. 

iii. Increasing Sales And Profits 
A company that uses benchmarking to improve its functions, operations, products and services may enjoy increases in sales and profits. Customers are likely to notice these improvements. The benchmarking company may also promote is improvements through company brochures, its sales reps, magazine and television ads. These efforts are likely to increase sales, especially among core customers. Companies that operate more efficiently due to benchmarking can drastically lower their expenses. These savings can be lead to greater profits. 
Benchmarking has consequences which are beyond the process itself; it reforms all the levels of the company, modified the process of manufacturing the product leads to as also reform the hierarchical organization of the company, the product itself, and the state of mind of employees Pomerol, and Barba-Romero, (2003). 
2.1.11 Competitive Benchmarking 
Competitive benchmarking is the process of comparing your company against a number of competitors using a set collection of metrics. This is used to measure the performance of a company and compare it to others over time. When researching your direct competitors, you also research the best company in the industry even if it serves a different location. Yip, (2009). 
2.1.12 Role of Benchmarking 
As we had discussed earlier that benchmarking is a process which is used in management and it is particularly used in strategic management and in strategic management and in which usually own sector, business organization evaluate various aspects which is helpful in developing relations with best practice. Another name used for benchmarking is: 
Best practice benchmarking Process benchmarking. Parasuraman, ZeitAhmal, and Berry, (2008). Benchmarking is treated as one-time event but in reality it is a continuous process and it is the practice done by organization to face various marketing challenges. 
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2.1.13  Organization Marketing Strategies 
According to Philip Kotler, he defined marketing strategies as “Marketing Strategy is the marketing logic by which the business unit expects to achieve its marketing objectives.” Fulfillment of wants of the prospects is one the important goals of marketing activities. A prospective buyer is known as a prospect. 
According to Dibb and Simkin, he defined marketing strategies as 
“Marketing Strategy indicates the specific markets towards which activities are to be targeted and the types of competitive advantage to be exploited.” 
According to Piercy, he defined marketing strategies as “Choosing market targets and a strong market position base on differentiating capabilities to create a robust and sustainable value proposition to customers and networks of critical relationships.” 
Thus from the above definitions one can assert that a marketing strategy is a process that can allow an organization to concentrate its limited resources on the greatest opportunities to increase sales and achieve a sustainable competitive advantage. A marketing strategy should be centered on the key concept that customer satisfaction is the main goal. Fulfillment of wants of the prospects is one the important goals of marketing activities. A prospective buyer is known as a prospect. Meidan and Ahiazu, (2004), conclude that organisation marketing strategies should include the followings: 
i. A clear definition of the target customer. 
ii. The development of marketing mix to satisfy the customer at a profit to the organisation. 
iii. Planning for each of the “source” market and each of the “use” market (wellconceived marketing strategies must be planned and executed if the organisation is to make the most of its marketing opportunities). 
However, no planning or strategy can be successful or effective if it does not derive some knowledge. There is need for the organization to have the knowledge of itself i.e. its potentials and capacity. It also needs to know of its customer to ascertain their needs. 


2.1.14 Component of Marketing Strategies 
By Philip Kotler, “Marketing Strategy is the marketing logic by which the business unit expects to achieve its marketing objectives.”  Fulfillment of wants of the prospects is one the important goals of marketing activities. A prospective buyer is known as a prospect. 
According to (stuterile), (2000), marketing strategies are organization plans for reaching the consumer, that is to say they are means by which marketers tailor their message to the consumer at the right place, price and time, the basic component of marketing strategy includes marketing strategy includes marketing selection, market segmentation, product differentiation, marketing positioning and marketing mix, for a company to attain/achieve profitability it will be useful for them to examine each of the component identified. 
Market selection 
 (Stuterile), 2000 Maintained that the most important choice made by an organization is to decide what market will serve with what product. Market selection implies major commitment to settle consumer, group specific skills and field of technology in some certain competitive areas. 
Market Segment  
The variation in customer’s responses to marketing mix can be traced to difference in buying habit of goods or services. Companies today recognize that they cannot appeal to all buyers in the markets places or at lease all buyers in the same way. Buyers are too widely scattered or buyers are too numerous and also have various needs and the companies that produces the goods or services also vary widely in their abilities to serve different segment of the market. According to kotler (2003), market segmentation is the division of a market into different homogenous groups of consumer. He further said that market can be segmented along several dimension including. 
i. Geographic 	Segmentation: 	Subdividing 	market 	into 	different 
geographical unit such as nation, region, state, cities, countries, towns, and neighborhoods. Where people live and work. A company may decide to operate in one of the few geographical areas. 
ii. Demographic Segmentation: demographic segmentation are the most common basis for segmenting consumer market in demographic segmentation, the market is divided into group such as, family, age, gender, occupation income, race, education, nationality and social classes. 
iii. Psychographic segmentation: marketers always go beyond demographic attribute in effort to better understanding why consumers behave the way they do. They engage in psychographic segmentation which involves examining attribute using, lifestyles, values, personality. 
iv. 	Behavioral Segmentation:   Behavioral segmentation is based on variables such as usage rate and patterns, price sensitivity, brand loyalty and benefit sought. 
Product differentiation 
(David and Ronald), (2000) refer to product differentiation as “the 
establishment of special identity for one product which helps to set apart from other competing product and to achieve a particular place in the market”. They went further to say that product differentiation can be achieved by distinctive packaging, advertising, the use of brand name, products size. One of the problems confronting marketing organization is that very rare do they have sole right to a particular product, something a company will differentiate it design of its products or the only differentiation may be brand of packaging. As earlier stated the brand image, packaging, advertising and product size are variable through which product differentiation can be achieved. 
 
Product Positioning 
McCarthy, Jerome and Williams, (2006) define product positioning as “the placing of a product in the mind of consumer by emphasizing certain distinctive features of the product that fulfill defined needs”. They observed “it is hard to find a marketing manager who can discuss new or old product without mentioning product positioning in the same breath”. From a strategic perspective according to them positioning is creating a product or service consumer will view in certain a product in certain manners relative to other product. In other word positioning is creating a product place in the market that place depends on how the consumer perceive the product. 
2.1.15 Strategies used in marketing of products by NOODLES Company in Nigeria 
Mile and Raymond, (2003) stated that marketing manager must draw up effective marketing strategies for various product offered by the company. Marketing strategy is the basic approach that the business unit will use to achieve its objectives. It is the determination of basic goals, objective and the adoption of the courses of action as well as the allocation of necessary resources for achieving their goals and objectives. 
Indomie Noodles Marketing strategy is the section of your business plan that outlines your overall game plan for finding clients and customers for your business. In developing a marketing strategy, the marketer faces a great number of choices and options. To succeed therefore, strategy formulation must on the following. 
i. The marketing mix of the company ii. The customer analysis of the noodles company iii. The segmentation of noodles company iv. Company competitive advantage in the market 
v. 	Market analysis of the company 
1. 	The Marketing Mix of the company 
The marketing-mix model is applied to discuss the Marketing Strategy of Noodles Company 
Product: This Marketing Strategy element reflects the solution to the customers’ needs. Noodles Company should develop unique product design, name and features to stand out in the competitive market. Following factors should be considered to develop the product strategy- quality, variety, features, packaging, brand name and augmented services. 
Pricing: This Marketing Strategy element requires an evaluation of the value of products for targeted customers. The pricing strategy of the Noodles Company will focus on setting the list price, credit terms, payment period and discounts. 
i. If Noodles Company decides to choose the price penetration strategy, it will have to set the lower price than competitors. The company will be able to win market share based on discounted pricing. However, management should be aware of the potential retaliation from competitors in the form of an undesired price war. 
ii. The choice of skimming strategy will require clear communication of 
differentiation basis and how such differentiation justifies the extra price. 
NOTE: Today's customers are not interested in knowing the ‘price' but a total cost involved in acquiring, consuming and disposing of the product 
Place/distribution: This Marketing Strategy element requires Noodles Company to make some important decisions when developing its distribution plan. It should decide: 
i. Whether the company wants to make the product available to targeted customer segments through its channels, or it needs a distribution partner to serve the customers' needs. 
ii. Whether the distribution will be direct (involving no middlemen), or indirect. If indirect distribution strategy is adopted, the number of middlemen must be selected (wholesalers, retailers etc.) iii. Whether it is interested in: traditional brick and mortar distribution network, online distribution or a combination of both. Certain online retailers like Amazon are available if online distribution strategy is chosen. The company can also develop its online website to sell the product. 
Modern customers give high importance to the ‘convenience’ and ‘easy availability’. 
The selection of ‘right’ distribution channels will require Noodles Company to: 
i. Firstly, consider the product characteristics. Involving various middlemen to distribute perishable products will not be a wise decision if the product is perishable. 
ii. Analyze the market dynamics, customers' preferences and own resources and capabilities. If customers place high importance to personalized services and prefer shopping from traditional stores rather than online channels and firm also have enough resources to open their outlets, than distribution strategy should be set accordingly. 
iii. The competitors’ distribution strategies also need to be studied. A comprehensive cost-benefit analysis of each channel and comparison with own resources and capabilities will help Noodles Company develop an effective distribution plan 
 Promotion: This is one of the most important elements of Noodles Company Marketing Strategy. Noodles Company can blend above and below the line promotional strategies to achieve its marketing objectives. The above the line promotion options for Noodles Company are- television, radio and print advertising. Below the line promotion options are- catalogues, tradeshows and direct mail campaigns. 
The promotional plan of Noodles Company Marketing Strategy requires the company to consider the following factors: 
i. Start with clearly defining your unique selling propositions and understand why customers need the product and how it is different from available 
alternatives. 
ii. Craft the message content and evaluate how the crafted message will help customers in creating a clear image of the offered product. Consider the AIDA (awareness, interest, desire, action) when developing the message. 
iii. The promotional strategies like direct selling or high profile advertising will suit if the company wants to push the product. However, the pull strategy will require the development of a prestigious brand image that could attract the customers towards the offered product. 
iv. Collect the following target market information- who will buy the product? (Age, gender, income and social status), what is the price sensitivity level? 
And what are customers’ desired communication modes? Incorporate this information into the promotional plan. 
v. Filter out the promotional options based on the above information and conduct a cost-benefit analysis of selected promotional alternatives. 
a. For example, the selection of TV advertising as a promotional strategy will allow the company to target the mass market, increase brand awareness and brand recall. However, it is an expensive promotional strategy and suits if the company has adequate resources available for the promotional efforts. 
b. The popularity of social media marketing has risen significantly during the last few years. Use of this promotional strategy will enable Noodles Company to reach the mass market economically. It will also offer an opportunity to actively interact with customers, develop a personalized relationship and manage e-WOM to get better results. However, the risk of uncontrollable negative e-WOM remains there. 
c. Lastly, consider the budget constraints and allocate budget to chosen promotional strategies according to their nature, importance and frequency. 
2 Customer Analysis of Noodles Company 
The development of effective marketing mix strategies depends on Noodles Company’s knowledge of its potential customer base. The strategies will be more effective if the company understands the needs, expectations and attitude of its customers. The detailed analysis leads towards the identification of different customer profiles or segments (as explained in detail in the next section). 
Noodles Company can follow three steps to conduct customer analysis: 
i. Firstly, Noodles Company should clearly define who current and potential customers are? At this step, a whole group of customers is identified so that it could be divided into different segments based on their motivations, traits and characteristics. Identification of potential customers can be more challenging than current customers. 
ii. The customer analysis should offer information about how the needs and expectations of different groups differ from each other and what can be possible reasons. 
iii. Lastly, Noodles Company should analyze how it’s offered product/service serves the needs of different groups and which customer groups have more profit and growth potential. This information will help Noodles Company develop customer profiles and personas 
Noodles Company also consider following factors when developing the customer 
profiles: 
i. The customer analysis must identify the total market size including current and potential customers that could be divided into small measurable segments. 
ii. The customer profiles must have some observable differences. 
iii. The company should also conduct behavioral analysis to identify the psychographic profiles. It involves identifying and weighing the relative importance of factors considered when making a purchase decision or more commonly called buying criteria. Common buying criteria are- prestige, convenience, quality and price. 
iv. Noodles Company can then develop the customer personas. Important elements to be included in developing customer personas are: 
a. Demographic information (e.g. gender, family, age, location etc.) 
b. Preferred communication channels. 
c. Possible influencers (publications or celebrities they follow) 
d. Challenges they face due to unmet needs and desired solutions. 


3 Segmentation of Noodles Company 
The development of Noodles Company Marketing Strategy requires identifying segmentation basis to understand the specific buying behavior of customers. The needs, expectations and buying behavior of customers are heterogeneous and depend on multifaceted factors- like: 
i. Age ii. 	Gender iii. 	Income iv. 	Lifestyle 
v. 	Values etc. 
By using the segmentation technique, Noodles Company can narrow down the large, diversified target audience into specific and narrowly defined groups. Market segmentation surveys are common methods of obtaining the customer-specific information that could be used to create groups sharing common characteristics. After understanding the unique buying behavior of customers and getting the required information through surveys, Noodles Company can divide the market into small homogeneous groups. It can be done by exploring the geographic, demographic, behavioral and psychographic characteristics of customers. 
The company can use one or more of these segmentation strategies to choose the right market segments and develop an effective Marketing Strategy. 
I. The geographic segmentation divides the market according to geographic areas, like- city, country and region. 
II. The demographic segmentation will require Noodles Company to divide market according to demographic characteristics, like- gender, age, income and ethnicity. 
III. If Noodles Company chooses behavioral segmentation, then customers will be divided according to their buying pattern like usage frequency, benefits sought, usage occasions and brand loyalty. 
IV. Use of psychographic segmentation will result in customers' grouping 
according to their lifestyles, interests, attitudes, values and traits. 
Noodles Company can combine the different segmentation strategies for more specific targeting as explained in the next section. 
 Company Competitive Advantage in the Marketing Strategy of the Company 
The survival in the increasingly competitive market requires Noodles Company to set the clear differentiation basis that could provide an edge against rivals. Noodles Company Marketing Strategy should focus on identifying unique selling propositions (USPs). Some examples of USPs are the highest quality, lowest cost or uniqueness of idea. Identifying USPs is not sufficient as the effectiveness of the Marketing Strategy of Noodles Company will directly depend on management's ability to communicate the identified unique selling propositions. 
The Noodles Company can apply Porter's generic strategies model to explore how competitive advantage can be created. The pictorial presentation of the Porter Model is given below: 
The company can set a competitive advantage based on cost or differentiation. 
Cost based competitive advantage 
i. The cost leadership strategy will suit if Noodles Company has developed capabilities to reduce the cost below the industry average and achieve the economies of scale. Moreover, it will require Noodles Company to develop close collaboration between different functional areas. 
ii. Developing most effective distribution channels, access to latest technological tools to assist production processes, using lean production methods and strong bargaining position when negotiating with suppliers are some indicators of setting competitive advantage based on cost leadership. 
 Differentiation based competitive advantage 
The differentiation strategy focuses on developing brand loyalty by offering premium products. The company can find different ways to develop differentiation leadership, such as- by focusing on the reliability, durability, benefits and distinctive features of products, by developing strong brand recognition and by increasing expenditure on marketing efforts like celebrity endorsements and sponsorships etc. 
Noodles Company can set achieve competitive advantage by adopting product, service, quality, image, people or innovation differentiation. 
 Competitive advantage model 
Following the model shows how Noodles Company can develop an effective Marketing Strategy by evaluating its resources and capabilities, identifying distinctive competencies and leveraging those competencies by adopting either cost or differentiation orientation 
Market Analysis of Noodles Company 
Noodles 	Company 	Marketing 	Strategy 	development 	requires 	a 
comprehensive market analysis. It can be done by quantitatively and qualitatively assessing the customer market. The information obtained from the market surveys will help Noodles Company management in identifying the emerging opportunities, exposing the potential threats and understanding how they relate to the company’s major strengths and weaknesses. 
Noodles Company can follow the following steps to conduct the market analysis: 
Market size analysis for developing Marketing Strategy of Noodles Company 
Noodles Company should evaluate the market potential and volume to determine the size. The market potential includes potential customers and considers upper demand limit. The market volume includes certain indicators like realized sales and total turnover. Noodles Company can take information from different sources to accurately determine the market size, such as- financial data of industry’s major players, government data, customer surveys, published industry reports and trade association data. 
Market trends analysis for developing Marketing Strategy of Noodles Company 
It is important to analyze the emerging market trends, particularly when environmental turbulence is high. Noodles Company can use different trend analysis techniques for this purpose, such as- marketing mix modeling, risk analysis, choice modeling and customer analysis. Noodles Company should also monitor the political, legal, regulatory, social and economic changes as these environmental forces play an important role in shaping the market trends. 
Market growth analysis for developing Marketing Strategy of Noodles Company 
Noodles Company can extrapolate the historical data to determine the market growth rate. This information can help a company in determining the current 
lifecycle stage of the industry. 
Market profitability analysis for developing Marketing Strategy of Noodles Company 
Noodle s Company can use Porter's five force framework to determine market profitability. The high buyer power will negatively affect market profitability, showing Noodles Company’s customers have different options. Low supplier power positively influences profitability and indicates Noodles Company has a strong position during the negotiation process with suppliers. High entry barriers show that there will be lesser new entrants in the market. High substitute product threat and high competitive rivalry will also decrease the market profitability and attractiveness for Noodles Company. 
2.2  	Theoretical Framework 
Marketing in the 21st century is part art and part science, and both sides place a crucial role in successful marketing. Creative expression develops marketing campaigns that catch the eye and capture the imagination, but behind every marketing strategy are theories grounded solidly in psychology, economics, and studies in human behavior. The scientific insights help marketers design campaigns that speak to the fundamental concerns and desires of their audience, greatly deepening the impact of the marketing materials. 
At the heart of the scientific study of marketing are key insights about consumer behavior, or why consumers buy and act the way they do. Theories of consumer behavior address important issues, such as how consumers purchase as individuals versus how they purchase in groups, the role of emotions in purchasing decisions, post-purchase attitudes, and the role of object utility. Understanding these issues enhances a marketing campaign’s effectiveness and its impact on consumers. 
2.2.1 Theory of Reasoned Action 
Created by Martin Fishbein and Icek Ajzen in the late 1960s, the Theory of Reasoned Action centers its analysis on the importance of pre-existing attitudes in the decision-making process. The core of the theory posits that consumers act on behavior based on their intention to create or receive a particular outcome. In this analysis, consumers are rational actors who choose to act in their best interests. 
According to the theory, specificity is critical in the decision-making process. A consumer only takes a specific action when there is an equally specific result expected. From the time the consumer decides to act to the time the action is completed, the consumer retains the ability to change his or her mind and decide on a different course of action. Marketers can learn several lessons from the Theory of Reasoned Action. First, when marketing a product to consumers, marketers must associate a purchase with a positive result, and that result must be specific. Axe Body Spray used this concept very effectively by linking its product to desirability with women. Second, the theory highlights the importance of moving consumers through the sales pipeline. Marketers must understand that long lags between initial intention and the completion of the action allows consumers plenty of time to talk themselves out of a purchase or question the outcome of the purchase. 
2.2.2 Engel, Kollet, Blackwell (EKB) Model 
The EKB Model expands on the Theory of Reasoned Action, and lays out a five-step process that consumers use when making a purchase. The first step, input, is where consumers absorb most of the marketing materials they see on television, newspapers or online. Once the consumer collects the data, he or she moves into information processing, where the consumer compares the input to past experiences and expectations. 
Consumers move to the decision-making stage after a period of thought, choosing to make a purchase based on rational insight. Consumers are affected in the decision-making phase by process variables and external influences, including how the consumer envisions his or herself after making the purchase. Under the EKB Model, marketers have two periods where their input is the most valuable. During the initial information stage, marketers must provide consumers with enough information about the product to drive the consumer to keep the company’s products under consideration for purchase. Marketing becomes a factor again in the phase of external influences. Lifestyle brands are very good at instilling a desire in the consumer to look or feel a certain way with the product, even if the brand’s product is not fundamentally different from the competition. 
2.2.3 Motivation-Need Theory 
Abraham Maslow put forward his hierarchy of needs in 1943, sending ripple effects through the entire psychological community. Under his theory, people act to fulfill their needs based on a five-part priority system. The needs include, in order of importance: physiological (survival), safety, love, esteem, and self-actualization. 
Business schools and marketing classes adapted Maslow’s theories to explain the need to tailor marketing messages to consumers in a particular way. Successful marketing campaigns must not only bring awareness to a product but also establish its place somewhere on the hierarchy of needs. Consumers are motivated to prioritize purchases toward the base of the hierarchy, so it is vital that companies draft a message that instills a sense of need or urgency in consumers. Marketers have been able to use motivation-need theory very effectively by creating an artificial need for consumers. Modern luxury carmakers are especially good at highlighting the safety and security features of their vehicles over the aesthetic. In the consumer’s mind, they need to spend the money on an expensive luxury car because it is the only way they can provide adequate safety features for their family. 
2.2.4 Hawkins Stern Impulse Buying 
While many of the theories of consumer behavior focus on rational action, Hawkins Stern believed heavily in the idea of impulse behavior. Stern argued that sudden buying impulses fit alongside rational purchasing decisions to paint a complete picture of the average consumer. Impulse purchases are driven largely by external stimuli and have almost no relationship to traditional decision-making. Stern established four categories of impulse buying. First are the pure impulse purchases, like a candy bar at the checkout line of a grocery store. Second, consumers make reminded impulse buys, like placing a display of hot dog buns next to a meat cooler. 
Third are suggested impulse purchases, such as a warranty for an electronic device. Finally, consumers make planned impulse decisions, where they know they want to buy a product, but are unsure about the specifics. Impulse buying theories present an ocean of opportunities for marketers. Every aspect of a product, from the way the packaging catches the eye to the way the product is displayed in the store, has an impact on a consumer’s impulse control. Marketers who can capture the impulsive thought and close the sale will have the most success. Consumer behavior theories predict how consumers make purchasing decisions and show marketers how best to capitalize on predictable behaviors. Though impulse purchases are a significant part of a consumer’s buying patterns, rational decision-making processes dominate consumer behavior and affect marketing theory. 
2.3 	Empirical review 
According to Muhammad Hasbullah Hadi Bahador, (2019). The effective mix marketing can drive the organization towards their objective and improve their performance in term of short term and long-term performance of the company. An effective marketing strategy must direct an organization where they want to be in the long-term basis that is why marketing strategies is known as the continuous process. Marketing strategy can be defined as a strategy or plan by a company to differentiate themselves from its competitors using it strength to improve customer satisfaction towards their product or services. Marketing strategy has become a relevant tool in the world for any organization to remain in the competitive market environment and become stronger than others competitors Daniel, (2018) Marketing as defined by Chartered Institute of Marketing (2009) is the management process responsible for identifying, anticipating and satisfying customer requirements profitably. Marketing is a key management discipline that enables the producers of goods and services to interpret customers wants, needs and desires and match, or exceeds them, in delivery to their target consumers. 
2.4 	Gaps of the study 
Although there are several strategies adopted by several firm, this study would therefore fill the left out gap by examining different strategies adopted indomie noodle (dufil prima food plc.to ensure customer’s satisfaction, also to investigate what exact marketing strategies satisfied customers the most. 
Other studies only focus on several strategies on marketing mix, but this study examine the relationship between several other marketing strategies of cost of leadership and differentiation on firm performance specifically customer satisfaction in manufacturing firms but with a focus on indomie noodle(dufil prima food plc).  In addition, it examined the various communication channels that can be utilized towards specific customers. This is done by measuring the current levels of firm performance as evidenced by customer satisfaction. The study adopts survey research design, fifty respondents would be selected based on random sampling, questionnaire is the main instrument for data collection and simple regression techniques will be used to analyze the study at 0.05 level of significance. 
 
 
 
 
 
 
CHAPTER THREE 
RESEARCH METHODOLOGY 
This chapter is aimed at highlighting the method employed by the Researcher in carrying out this study. Research according to Salau, (1982) research has to do with an inquiry into the unknown. In other words, it is a systematic and objective method of finding solution to a particular problem. The word “problem” here can be something most people do not understand or something that has been causing anxiety or disagreement or something everybody has been talking about or something that is not clear or a gap in existing knowledge. In any research work therefore, there must be a procedure to follow. 
This procedure in general is referred to as Research Methodology. Research Methodology according to Onumonu (1985) is defined as a controlled investigation of the theoretical and applied aspects of measurement, mathematics and statistics, and the ways of obtaining and analyzing data. However, this study by its nature requires much information from a real life of practical situation beyond what various authors in Advertising and Consumer behavior have written, which are essentially more of principles and theories. 
3.1. Sources of Data 
Source of data is primary source 
3.1.1 Primary Sources of Data 
To achieve this, the researcher concluded personal interviews amongst market women/distributors of Indomie noodles (generally referred to as customers of Dufil prima food) and staff of the company in the advert department and top management, all selected at random. Also, questionnaires are used to collect necessary information to avoid bias. 
3.2 Research Design 
The study would adopt survey research; this is because there is need to describe procedure and methods of data collection and data analysis. This was because data collected after the event had taken place.  This research design was adopted to elicit basic information on the “effect of marketing mix strategies on consumer satisfaction (a case study of indomie noodles among the student of Kwara State Polytechnic )”. 
3.3 Population of Study 
The population of the research comprises the totality of units having certain defined characteristics in common Creswell (2005). The population for this research work includes the consumer of Dufil prima Foods, product. But in the case the focus is on indomie noodles among the student of Kwara State Polytechnic . The company engaged in several other food products but among all this study will only focus on the marketing mix strategies on indomie noodles. 
3.4 Sampling and Sampling Techniques 
Sample size is the sub grouped of the target population that a researcher plans to use as a study for the purpose of generalizing about the target population. Hence, infinite population formula by Bill Godden (2004) which is stated that the formula is expressed as; infinite population (where the population is greater than 50,000). 
SS=Z2×(P)×(1-P) 
      ___________ 
             C2 
SS= Sample size 
Z= Z-Value (e.g. 1.96 for a percent confidence level) 
P= Percentage of population picking a choice, expressed as decimal (0.5) 
C= Confidence interval, expressed as decimal (e.g. 0.07=+/-7 percentage points) 
Therefore; 
SS= 1.96×(0.5)×(1-0.5) 
       ______________ 
             C2 
SS= 3.8416×(0.5)×0.5 
      ______________ 
          0.0049 
SS= 0.9604 
       ______ 
       0.0049 
SS= 196 
 
The sample size of the student of Kwara State Polytechnic  to be taken is 196 
 
3.5 Research Instrument 
The instrument concluded for data collection was the questionnaire. The questionnaire was structured to allow the respondents select the option for each question that they considered most appropriate. The questionnaire was in two sections, section A contains the Faculty/department and level of the respondents and Section B contains the research question which is the effect of marketing mix strategies on consumer satisfaction (A study of indomie noodles among student of Kwara State Polytechnic ). This enables the researcher to make to make reasonable and justifiable conclusions. The response will be in linkert scale of, SA- Strongly Agree, A- Agree, D- Disagree, SD-Strongly Disagree 
 

3.6 Validity and Reliability Instrument 
Validity refers to the extent to which an instrument asks the right question in terms of accuracy. The questionnaire was subjected to face content credit validation. Validity of the research instrument was determined through seeking opinions of the supervisor and expert in the field of study, and also online research done by the researcher. This facilitated the necessary revision of the research instrument. According to Mugenda and Mugenda (2013), reliability is a measure of the degree to which a research instrument yields reliable result or data after repeated trials. An instrument is reliable when it can measure when it can measure a variable accurately and obtain the same result over a period of time. The responses analysis would be analyzed using inferential statistics. i.e. t-test statistics  at 0.05 level  of significance. 
3.7 Method of Data Collection 
To be able to observe events while administering the questionnaire, the researcher would personally administer the questionnaire. All questionnaires would be administered to the respondents and the researcher ensured that the returned administer questionnaire will collected from the respondent and would collate for analysis. 
3.8 Method of Data Analysis 
Research methodology is the basis plans which guide data collection. It is a deliberated and a symmetrical process of inquiry which is aimed at finding out an answer to new area of knowledge or an existing knowledge in the universe. The data gathered from respondent would be analyses using statically package for social sciences (SPSS). The research questions raised in the study were analyzed using frequency counts and percentage. The main and operational hypothesis formulated in the study would be tested using simple regression analysis at 0.05level of significance. 
CHAPTER FOUR 
DATE ANALYSIS AND PRESENTATION 
This chapter presented information on the collation, analysis and interpretation of the questionnaires administered on the respondents based on the research purposes and research questions. A total number of 196 questionnaires were administered and adequately filled and returned for the analysis by the students of Kwara State Polytechnic  of Indomie noodles (generally referred to as customers of Dufil prima food) and staff of the company in the advert department and top management. 
4.1 	Analysis of Demographic Information of the respondents 	 
 This section presents the results of data obtained from the teachers in percentages. 
The variables were gender, age, marital status and level. 

Table 1: Demographic Data of Respondents  
	 
	    Variables 
	Frequency 
	Percentages (%) 

	 
Gender 
	Male 
	97 
	49.4 

	
	Female 
	99 
	50.6 

	
	Total 
	196 
	100.0 

	 
 
Age 
	16 – 20years 
	25 
	13.0 

	
	21 – 25years 
	55 
	26.0 

	
	26 – 30years 
	60 
	31.0 

	
	31years above 
	56 
	29.0 

	
	Total 
	196 
	100.0 

	Marital status 
	Single 
	102 
	52.0 

	
	Married 
	94 
	50.0 

	
	Divorce 
	- 
	- 

	
	Total 
	196 
	100.0 

	Level 
	100 level 
	24 
	12.0 

	
	200 level 
	58 
	30.0 

	
	300 level 
	53 
	27.0 

	
	400 level  
	61 
	31.0 

	
	Total  
	196 
	100.0 


Source: Field survey 2025 
Table 1 shows the demographics data of the respondents (students of Kwara State Polytechnic  of Indomie noodles (generally referred to as customers of Dufil prima food) and staff of the company in the advert department and top management). It can be seen from the table show the gender distribution of the respondents whereby 49% (97 respondents) were male respondents while 51% (99 respondents) were female respondents. Table 1 also shows the age distribution of the respondents where 13% (25 respondents) were between the age range of 16-20years old, 26% (55 respondents) were between the age range of 21-25years old, 31% (60 respondents) were between the age range of 26-30years old while 29% (56 respondents) were between the age range of 31 years and above. The table further shows the marital status of the respondents, where 52% (102 respondents) were single, 50% representing (94 respondents) were married while none of the respondent were divorced. Finally, the table show the level of the respondents whereby 12% (24 respondents) were 100 level, 30% (58 respondents) were 200 level, 27% (53 respondents) were 300 level while the remaining 31% (61 respondents) were 400 level.  


4.2 CORE SUBJECT MATTERS QUESTION 
Table 2: What is the effect of product quality on the need of the consumer in Dufil prima Food plc. (indomie noodles)? 
	S/N 
	Product quality 
	SA 
	SA 
	UN 
	D 
	SD 
	Mean 

	1 
	The taste of Dufil prima food (indomie noodles) is consistent and meets my specific need. 
	132(67.) 
	50(26.0) 
	9(5.0) 
	3(1.0) 
	2(1.0) 
	4.6 

	2 
	The quality of Dufil prima food (indomie noodles) match with my need and this makes me to buy the product.  
	110(56.) 
	70(36.0) 
	9(5.0) 
	4(2.0) 
	- 
	4.4 

	3 
	I will choose Dufil prima food 
(indomie noodles) over competing brand because of 
their product quality   
	80(41.0) 
	100(51.) 
	8(41.0
) 
	6(3.0) 
	2 (2.0) 
	4.8 

	4 
	I choose to buy Dufil prima food (indomie noodles) when the need arise because of it standard. 
	71(36.0) 
	100(51.) 
	19(10.
) 
	4(2.0) 
	1(0.0) 
	4.2 

	5 
	I purchase Dufil prima food (indomie noodles) because of the product nourishments. 
	76(39.0) 
	100(51.) 
	13(7.0
) 
	4(2.0) 
	3(1.0) 
	4.2 

	 
	Weighted mean 
	 
	 
	 
	 
	 
	4.44 


Source: Fieldwork, 2025
 Table 4 indicates the effect of product quality on the need of the consumer in Dufil prima Food plc. (indomie noodles), where mostly agreed with stated statement. It shows 67% of the respondents strongly agreed that taste of Dufil prima food (indomie noodles) is consistent and meets my specific need with the mean value of 
4.6, 56% of the respondents strongly agreed that quality of Dufil prima food (indomie noodles) match with my need and this makes me to buy the product has a mean value of 4.4, 51% of the respondents choose Dufil prima food (indomie noodles) over competing brand because of their product quality  has a mean value of 4.8, 51% of the respondents choose to buy Dufil prima food (indomie noodles) when the need arise because of it standard. with the value mean of 4.2 while 51% of the respondents agreed that purchase Dufil prima food (indomie noodles) because of the product nourishments with the mean value of 4.2. Therefore, the total weighted mean value is 4.44 which exceeds the criterion mean (3.50). 
Table 3: What is the effect of Distribution channel on consumer desire in Dufil prima Food plc. (indomie noodles)? 
	S/N 
	Distribution    
	SA 
	A 
	UN 
	D 
	SD 
	Mean  

	6 
	I purchase Dufil prima food (indomie noodles) because it is widely available. 
	100(51.0) 
	94(48.0) 
	4(2.0) 
	2(1.0) 
	4(2.0) 
	4.6 

	7 
	Dufil prima food (indomie noodles) is available in retail outlet within my vicinity. 
	114(58.0) 
	70(36.0) 
	10(5.0) 
	2(2.0) 
	- 
	4.5 

	8 
	The wholesaler of Dufil prima food (indomie noodles) make the product easily to buy and this makes me desire for the brand. 
	100(51.0) 
	76(39.0) 
	10(5.0) 
	6(3.0) 
	4(2.0) 
	4.3 

	9 
	The effectiveness of distributors of Dufil prima food (indomie noodles) makes me uses the brand often. 
	90(46.0) 
	104(51.0) 
	4(2.0) 
	- 
	4(2.0) 
	4.4 

	10 
	Dufil prima food (indomie noodles) has instill confidence in me because of the availability of the product. 
	72(38.0) 
	100(61.0) 
	20(10.0) 
	2(1.0) 
	2(1.0) 
	4.2 

	 
	Weighted mean  
	 
	 
	 
	 
	 
	4.4 


Source: Fieldwork, 2025
Table 3 indicates the effect of Distribution channel on consumer desire in Dufil prima Food plc. (indomie noodles), where it shows 51% of the respondents purchase Dufil prima food (indomie noodles) because it is widely available has a mean value of 4.1, 58% of the respondents agreed that Dufil prima food (indomie noodles) is available in retail outlet within my vicinity with a mean value of 4.5, 51% of the respondents agreed that wholesaler of Dufil prima food (indomie noodles) make the product easily to buy and this makes me desire for the brand has a mean value of 4.3, 
51% of the respondents agreed that effectiveness of distributors of Dufil prima food (indomie noodles) makes me uses the brand often has a mean value of 4.4 while 61% of the respondents agreed that Dufl prima food (indomie noodles) has instill confidence in me because of the availability of the product has a mean value of 4.2. This shows total weighted mean of 4.4.  The mean values are all accepted because they exceed the criterion mean of 3.50. 
 
Table 4: What is the effect of pricing strategy on consumer willingness in Dufil prima food plc. (indomie noodles? 
	S/N 
	Pricing 
	SA 
	A 
	UN 
	D 
	SD 
	Mean  

	11 
	The price of Dufil prima food (indomie noodles) matches with the quality of the product. 
	70(36.0) 
	103(50) 
	9(5.0) 
	8(4.0) 
	6(3.0) 
	4.1 

	12 
	Dufil prima food (indomie noodles) differentiate the product with price and this influence me to buy the brand 
	100(51.) 
	68(35.0) 
	21(11) 
	4(2.0) 
	3(2.0) 
	4.3 

	13 
	I am willing to pay more even when the price of Dufil prima food (indomie noodles)  increases 
	100(51.) 
	76(39.0) 
	10(5.) 
	4(2.0) 
	6(3.0) 
	4.3 

	14 
	I will buy more of Dufil prima food if the brand offer discount pricing 
	100(51.) 
	70(36.0) 
	15(8.) 
	8(4.0) 
	3(2.0) 
	4.3 

	15 
	Adding insert stickers in Dufil prima food (indomie noodles) at promotional price increase my willingness to pay. 
	100(51.) 
	73(37.0) 
	18(9.) 
	4(2.0) 
	1(0.0) 
	4.4 

	 
	Weighted mean   
	 
	 
	 
	 
	 
	4.28 


Source: Fieldwork, 2025
Table 5 indicates the effect of pricing strategy on consumer willingness in Dufil prima food plc. (indomie noodles, where it shows 53% of the respondents agreed that price of Dufil prima food (indomie noodles) matches with the quality of the product has a mean value of 4.1, 51% of the respondents strongly agreed that Dufil prima food (indomie noodles) differentiate the product with price and this influence me to buy the brand 4.3, 51% of the respondents willing to pay more even when the price of Dufil prima food (indomie noodles)  increases has a mean value of 4.3, 51% of the respondents will buy more of Dufil prima food if the brand offer discount pricing has a mean value of 4.3 while 51% of the respondents strongly agreed that adding insert stickers in Dufil prima food (indomie noodles) at promotional price increase my willingness to pay  has a mean value of 4.4). 
Therefore, since all these items have 4.28 total mean value which is greater the criterion mean 3.50, we thus conclude that adding insert stickers in Dufil prima food (indomie noodles) at promotional price increase my willingness to pay is the most significant effect of pricing strategy on consumer willingness in Dufil prima food plc, (indomie noodles, because it has the highest mean value 4.4.   
Table 5: What is the effect of promotion on consumer buying character in Dufil prima Food plc (indomie noodles)? 
	S/N 
	Promotion   
	SA 
	A 
	UN 
	D 
	SD 
	Mean  

	16 
	The advertisement of Dufil prima food (indomie noodles) on social media makes me like the product. 
	83(42.0) 
	90(46.0) 
	9(5.0) 
	8(4.0) 
	6(3.0) 
	4.7 

	17 
	Dufil prima food (indomie noodles) advertisement on newspaper is more reasonable and this attracts me to buy the product.  
	75(38.0) 
	115(59.) 
	5(3.0) 
	4(2.0) 
	2(1.0) 
	4.4 

	18 
	Advert of Dufil prima food (indomie noodles) on radio gives relevant information about the product and this makes me patronize them. 
	110(56.) 
	70(36.0) 
	7(4.0) 
	4(2.0) 
	6(3.0) 
	4.4 

	19 
	The advert of Dufil prima food (indomie noodles) on television educates me on how to prepare the product. 
	121(62.) 
	60(31.0) 
	8(4.0) 
	4(2.0) 
	3(2.0) 
	4.5 

	20 
	I will not switch from Dufil prima food (indomie noodles) to other brand because of the way they communicate the benefit of the product through various platforms. 
	99(51.0) 
	70(36.0) 
	9(5.0) 
	10(5.) 
	8(4.0) 
	4.2 

	 
	Weighted mean   
	 
	 
	 
	 
	 
	4.44 


Source: Fieldwork, 2025
Table 2 indicates the effect of promotion on consumer buying character in Dufil prima Food plc, whereby majority of the respondents agreed that advertisement of Dufil prima food (indomie noodles) on social media makes me like the product has a mean value of 4.7, 59% of the respondents agreed that Dufil prima food (indomie noodles) advertisement on newspaper is more reasonable and this attracts me to buy the product. with a mean value of 4.4, 56% of the respondents strongly agreed that advert of Dufil prima food (indomie noodles) on radio gives relevant information about the product and this makes me patronize them. has a mean value of 3.3, 62% of the respondents strongly agreed that advert of Dufil prima food (indomie noodles) on television educates me on how to prepare the product has a mean value of 4.5 while 51% of the respondents strongly agreed not to switch from Dufil prima food (indomie noodles) to other brand because of the way they communicate the benefit of the product through various platforms has a mean value of 4.2.  
Therefore, since all these items have 4.44 total mean value which is greater than the criterion value of 3.5, we can thus conclude that the following suggestions are significantly effect of promotion on consumer buying character in Dufil prima 
Food plc. 
 Table 6: Customer Needs? 
	S/N 
	Item 
	SA 
	A 
	UN 
	D 
	SD 
	Mean  

	21 
	The taste of Dufil prima Food (indomie noodles) increase my 
need  for the product 
	100(51.0) 
	84(48.0) 
	6(3.0) 
	2(1.0) 
	4(2.0) 
	4.4 

	22 
	The quality and features of Dufil prima Food (indomie noodles) makes me to repurchase the product when the need arises. 
	100(51.0) 
	73(37.0) 
	18(9.0) 
	4(2.0) 
	1(0.0) 
	4.4 

	 
	Weighted mean  
	 
	 
	 
	 
	 
	4.4 


Source: Fieldwork, 2025
Table 6 shows the responses of respondents on customers’ needs, whereby 51% consumer satisfaction, where it shows 51% of the respondents strongly agreed that the taste of Dufil prima Food (indomie noodles) increase my need  for the product has a mean value of 4.4 while 51% of the respondents strongly agree that quality and features of Dufil prima Food (indomie noodles) makes me to repurchase the product when the need arises has a mean value of 4.4. The mean values are all accepted because they exceed the criterion mean of 3.50. 


Table 7: Customer Desire 
	S/N
	 
	Item 
	SA 
	A 
	UN 
	D 
	SD 
	Mean  

	23 
	I desire for Dufil prima food (indomie noodles) because of the product availability 
	109(57.0) 
	50(26.0) 
	32(16.0) 
	3(1.0) 
	2(1.0) 
	4.3 

	24 
	I have concerns for Dufil prima food(indomie noodles) because it is accessible through various retail outlets. 
	106(54.0) 
	70(36.0) 
	10(5.0) 
	4(2.0) 
	6(3.0) 
	4.3 

	 
	
	Weighted mean  
	 
	 
	 
	 
	 
	4.3 


Source: Fieldwork, 2025
Table 7 shows the responses of respondents on customers’ desire, whereby 57% of the respondents strongly agreed that they desire for Dufil prima food 
(indomie noodles) because of the product availability has a mean value of 4.3 while 54% of the respondents strongly agreed that they have concerns for Dufil prima food (indomie noodles) because it is accessible through various retail outlets has a mean value of 4.3. Therefore, since all these items have 4.3 total mean value which is greater the criterion mean 3.50. 
 


Table 8: Customer willingness 
	S/N
	 
	Item 
	SA 
	A 
	UN 
	D 
	SD 
	Mean  

	25 
	The quality of Dufil prima food (indomie noodles) matched with the price I am willing to offer 
	110(56.0) 
	70(36.0) 
	8(4.0) 
	3(2.0) 
	5(3.0) 
	4.4 

	26 
	Discounts offered by Dufil prima food (indomie noodles) increases my willingness to buy more of the product. 
	121(62.0) 
	60(30.0) 
	4(2.0) 
	3(2.0) 
	8(4.0) 
	4.4 

	 
	
	Weighted mean  
	 
	 
	 
	 
	 
	4.4 


Source: Fieldwork, 2025
Table 8 shows the responses of respondents on customers’ willingness, whereby 56% of the respondents strongly agreed that quality of Dufil prima food (indomie noodles) matched with the price they are willing to offer has a mean value of 4.4 while 62% of the respondents strongly agreed that discounts offered by Dufil prima food (indomie noodles) increases their willingness to buy more of the product has a mean value of 4.4. Therefore, since all these items have 4.4 total mean value which is greater the criterion mean 3.50. 
 Table 9: Customer buying character? 
	S/N
	 
	Item 
	SA 
	A 
	UN 
	D 
	SD 
	Mean  

	27 
	The various advertisement of Dufil prima Foods (indomie noodles) products attracts me towards the brand 
	121(62.0) 
	60(31.0) 
	8(4.0) 
	4(2.0) 
	3(2.0) 
	4.5 

	28 
	I am aware of all Dufil prima Food 
(indomienoodles)products information because of way they effectively utilize media 
	99(51.0) 
	70(36.0) 
	9(5.0) 
	10(5.0) 
	8(4.0) 
	4.2 

	 
	
	Weighted mean  
	 
	 
	 
	 
	 
	4.35 


Source: Fieldwork, 2025
Table 9 shows the responses of respondents on customers’ buying character, whereby 62% of the respondents strongly agreed that various advertisement of Dufil prima Foods (indomie noodles) products attracts me towards the brand has a mean value of 4.4 while 51% of the respondents aware of all Dufil prima Food (indomie noodles) products information because of way they effectively utilize media has a mean value of 4.35. Therefore, since all these items have 4.4 total mean value which is greater the criterion mean 3.50. 
4.3 Testing Of Hypotheses     
Hypotheses one 
Ho1: Product quality has no significant effect on consumer need in Dufil Prima foods plc. (indomie noodles). 
Ho1: Product quality has a significant effect on consumer need in Dufil Prima foods plc. (indomie noodles). 
In testing this hypothesis, question 11, 13 and 21 were selected from section C in the questionnaire. This is because the questions were directly related to the hypothesis as shown in table 10. 
Table 10.                                  Model Summary 
	Model 
	R 
	R Square 
	Adjusted R 
Square 
	Std. Error 
Estimate 
	of 
	the 

	1 
	.674a 
	.503 
	.549 
	.45493 
	
	


Source: Field Survey, 2025
a. Predictors: (Constant), effect on consumer need 
From the table above, this indicate that 50.3% of the variation in the significant impact of product quality be explained by variability towards effect on consumers needs. 
 Table 10.1                                                    ANOVA 
	Model 
	Sum of Squares 
	Df 
	Mean 
Square 
	F 
	Sig. 

	Regression 
1 	Residual 
Total 
	159.578 
	1 
	46.901 
.406 
 
	105.673 
	.001b 

	
	36.412 
	193 
	
	 
 
	 

	
	195.990 
	194 
	
	
	 


Source: Field Survey, 2025
a. Dependent Variable: significant impact of product quality   
b. Predictors: (Constant), effect of consumer’s need  
The statistical decision rule of P- value states that the Null hypothesis should be accepted if P- value is greater than alpha value (i.e. level of significant which is 
0.05), otherwise it should be rejected and the Alternative hypothesis is adopted. From Table 10.1, it is established that the P-value is 0.01 which is less than alpha value (0.05). Hence, this indicates that the result is statistically significant at 0.05 level of significant. Therefore, the null hypothesis which states that product quality has no significant effect on consumers need in Dufil Prima food plc (indomie noodle) will be rejected while we adopts alternative hypothesis which represents that product quality has a significant effect on consumers need in Dufil Prima food plc (indomie noodle). 

Correlation 
Table 10.2 
	Model 
	Unstandardized Coefficients 
	Standardize d 
Coefficient
s 
	t 
	Sig. 

	
	B 
	Std. Error 
	Beta 
	
	

	(Constant) 
	.209 
	.204 
	 
	1.345 
	.394 

	1 I will choose Dufil prima
	 
	
	
	
	

	food (indomie noodles) over competing brand because of their product quality   
	 
.684 
 
	.058 
	.740 
	9.455 
	.000 


Source: Field Survey, 2025
a. Dependent Variable: significant impact of products quality    
Y = a + bX 
Y refers to the value of the dependent variable for a given case, a is the Y-intercept (the point where the line crosses the Y-axis, listed as Constant on your output), b is the slope of the line which describes the relationship between the independent and dependent variables (B for effect of consumers need), and significant impact of product quality on indomie in market is the value of the independent variable for a given case.  
We know that the linear relationship between X and Y (effect of consumers need and product quality of indomie noodle in market) is not perfect.  Thus, it is clear to us that there is a relationship between effect of consumers need and significant impact of indomie product quality in the market, Y= 0.300+ 0.812X 0.300, the Y-intercept (or Constant), is interpreted as effect of consumers need (our dependent variable), holding constant the significant impact of indomie product (our independent variable).  0.684 is the slope of the line.  
Therefore, this implies that the difference between the significant impact of indomie product quality and effect on consumer’s needs is associated with 68.4% increase on students; which means that there will be 68.4% increase. We therefore reject the claim that product quality has no significant effect on consumer’s needs in Dufil Prima food plc (indomie noodles).  
 
Hypotheses Two 
Ho2:   Distribution channel has no significant effect on consumer desire in Dufil 
Prima Food plc. (indomie noodles). 
Ho2:   Distribution channel has a significant effect on consumer desire in Dufil Prima 
Food plc. (indomie noodles). 
In testing this hypothesis, question 6 and 7 were selected because they are related to the subject matter. 
Table 11                                       Model Summary 
	Model 
	R 
	R Square 
	Adjusted Square 
	R 
	Std. Error Estimate 
	of 
	the 

	1 
	.866a 
	.754 
	.675 
	
	.24567 
	
	


Source: Field Survey, 2025
a. Predictors: (Constant), effect on consumer desire 
Table indicates that 8.66% of the variation of respondents output can be explained by variability of effect on consumer desire. 
Table 11.1                                           ANOVA 
	Model 
	
	Sum of Squares 
	Df 
	Mean Square 
	F 
	Sig. 

	1 
	Regression 
	189.100 
	1 
	89.100 
	619.826 
	.000b 

	
	Residual Total 
	6.900 
	193 
	.144 
	 
	 

	
	
	196.000 
	194 
	 
	 
	 


Source: Field Survey, 2025
a. Dependent Variable: Distribution channel  
b. Predictors: (Constant), effect of consumer desire 
The statistical decision rule of p- value states that the Null hypothesis should be accepted if P- value is greater than alpha value (i.e. level of significant which is 0.05) otherwise it should be rejected and the Alternative hypothesis is adopted. From Table 11.1, it is established that the P-value is 0.000 which is less than alpha value (0.05). Hence, this indicates that the result is statistically significant at 0.05 level of significant. Therefore, the null hypothesis which states distribution channel has no significant effect on consumer desire in Dufil Prima food plc is rejected while we adopts alternative hypothesis which represents distribution channel has a significant effect on consumer desire in Dufil Prima food plc (indomie noodles). 



Table 11.2                                  Correlation 
	Model 
	
	Unstandardized Coefficients 
	Standardized Coefficients 
	T 
	Sig. 

	
	
	B 
	Std. Error 
	Beta 
	
	

	(Constant) 
	
	.040 
	.102 
	 
	.392 
	.697 
.000 

	The 
1 	channels 
indomie perfect 
	distribution used for noodle is 
	.900 
	.036 
	.963 
	24.896 
	


Source: Field Survey, 2025
a. Dependent Variable: distribution channel 
Y = a + bx 
Y refers to the value of the dependent variable for a given case, a is the Y-intercept 
(the point where the line crosses the Y-axis, listed as Constant on your output), b is 
the slope of the line which describes the relationship between the independent and dependent variables (B for effect of consumer desire), and impact of distribution channel value of the independent variable for a given case. Thus, it is clear to us that there is a relationship between the distribution channel  and effect of consumer desire. Y= 0.040+ 0.900X 0.040, the Y-intercept (or Constant), is interpreted as effect of consumer desire (our dependent variable), holding constant the impact of distribution channel (our independent variable).  0.900 is the slope of the line.  
Therefore, this implies that effect of consumer desire is associated with 90% rate of distribution channel. Thus, we accept the alternative hypothesis that distribution channel is a parameter for effect of consumer desire. 
Hypotheses three 
Ho3:  Price has no significant effect on Consumer willingness to pay in Dufil Prima foods plc. (indomie noodles). 
Ho3:  Price has no significant effect on Consumer willingness to pay in Dufil 
Prima foods plc. (indomie noodles). 
In testing this hypothesis, question 19, 20 and 13 were selected from section B in the questionnaire. This is because the questions were directly related to the hypothesis as shown in table 12. 
 
Table 12.                                          Model Summary 
	Model 
	R 
	R Square 
	Adjusted Square 
	R 
	Std. 	Error Estimate 
	of 
	the 

	1 
	.654a 
	.564 
	.502 
	
	.456633 
	
	


Source: Field Survey, 2025
a. Predictors: (Constant), impact on consumers’ willingness 
From the table above, this indicate that 65.4% of the variation in the business price of indomie can be explained by variability in market.  


Table 12.1                        	 	 ANOVA 
	Model 
	Sum of Squares 
	Df 
	Mean 
Square 
	F 
	Sig. 

	Regression 
1 	Residual 
Total 
	146.941 
	1 
	46.941 
	115.673 
	.001b 

	
	49.068 
	193 
	.406 
	 
	 

	
	195.009 
	194 
	 
	 
	 


Source: Field Survey, 2025
a. Dependent Variable: Business Price 
b. Predictors: (Constant), impact of consumer’s satisfaction   
The statistical decision rule of P- value states that the Null hypothesis should be accepted if P- value is greater than alpha value (i.e. level of significant which is 
0.05), otherwise it should be rejected and the Alternative hypothesis is adopted. From Table 16.1, it is established that the P-value is 0.01 which is less than alpha value (0.05). Hence, this indicates that the result is statistically significant at 0.05 level of significant. Therefore, the null hypothesis which states that business price has no significant impact on consumer willingness in Dufil Prima food plc (indomie noodle) will be rejected while we adopts alternative hypothesis which represents that business price has a significant impact on consumer willingness in Dufil Prima food plc. (indomie noodle). 


Correlation  
Table 12.2 
	Model 
	Unstandardized Coefficients 
	Standardized Coefficients 
	T 
	Sig. 

	
	B 
	Std. Error 
	Beta 
	
	

	(Constant) 
	.321 
	.323 
	 
	1.293 
	.193 

	Adding insert stickers 1 	in Dufil prima food
	  
	
	
	
	

	(indomie noodles) at promotional price increase 	my willingness to pay. 
	 
.728 
 
 
	.034 
	.743 
	9.193 
	.000 


Source: Field Survey, 2025
a. Dependent Variable: Business price of indomie   
Y = a + bX 
Y refers to the value of the dependent variable for a given case, a is the Y-intercept (the point where the line crosses the Y-axis, listed as Constant on your output), b is the slope of the line which describes the relationship between the independent and dependent variables (B for impact of consumer’s willingness in the market), and business price of indomie in the market is the value of the independent variable for a given case.  
We know that the linear relationship between X and Y (business price of indomie and impact of consumer’s willingness) is not perfect.  Thus, it is clear to us that business price has a significant impact on consumer willingness in Dufil Prima food plc (indomie noodle), Y= 0.321+ 0.728X 0.321, the Y-intercept (or Constant), is interpreted as business prices (our dependent variable), holding constant the impact of consumers’ willingness in Dufil Prima food plc (indomie noodle), (our 
independent variable).  0.728 is the slope of the line.  
Therefore, this implies that the business price of indomie and impact of consumer’s willingness in Dufil Prima food plc is associated with 72.8% increase on consumers; which means that there will be 72.8% increase. We therefore reject the claim that business price of indomie has no significant impact on consumers’ willingness in 
Dufil Prima food plc. 
Hypotheses four 
Ho4: Promotion has no significant effect on consumer buying character in Dufil Prima food plc. (indomie noodles). 
Ho4: Promotion has a significant effect on consumer buying character in Dufil Prima food plc. (indomie noodles). 
In testing this hypothesis, question 27 and 28 were selected from section B in the questionnaire. This is because the questions were directly related to the hypothesis as shown in table 13. 
 
 
 
 
Table 13.                                    Model Summary 
	Model 
	R 
	R Square 
	Adjusted Square 
	R 
	Std. 	Error Estimate 
	of 
	the 

	1 
	.841a 
	.707 
	.701 
	
	.63703 
	
	


Source: Field Survey, 2025
a. Predictors: (Constant), effect on consumers buying character 
From the table above, this indicate that 70.7% of the variation in the promotion of 
Dufil prima food can be explained by variability in market.  
 
Table 13.1                                                  ANOVA 
	Model 
	Sum of Squares 
	Df 
	Mean 
Square 
	F 
	Sig. 

	Regression 
1 	Residual 
Total 
	173.901 
	1 
	74.901 
	102.192 
	.001b 

	
	21.101 
	193 
	.406 
	 
	 

	
	194.002 
	194 
	 
	 
	 


Source: Field Survey, 2025
a. Dependent: Significant impact of promotion    
b. Predictors: (Constant), effect of consumers buying character 
The statistical decision rule of P- value states that the Null hypothesis should be accepted if P- value is greater than alpha value (i.e. level of significant which is 
0.05), otherwise it should be rejected and the Alternative hypothesis is adopted. From Table 11.1, it is established that the P-value is 0.01 which is less than alpha value (0.05). Hence, this indicates that the result is statistically significant at 0.05 level of significant. Therefore, the null hypothesis which states that promotion has no significant effect on consumers buying character in Dufil Prima food plc (indomie noodles) will be rejected while we adopts alternative hypothesis which represents that promotion has a significant effect on consumers buying character in Dufil Prima food plc (indomie noodles) 
Correlation 
 Table 13.2 
	Model 
	
	Unstandardized Coefficients 
	Standardized Coefficients 
	T 
	Sig. 

	
	
	B 
	Std. Error 
	Beta 
	
	

	(Constant) 1 
	
	.230 
	.192 
	 
	1.365 
	.139 
.000 

	effect of consumers buying character 
	.643 
	.055 
	.651 
	9.755 
	


Source: Field Survey, 2025
a. Dependent Variable: Promotion  
Y = a + bX 
Y refers to the value of the dependent variable for a given case, a is the Y-intercept (the point where the line crosses the Y-axis, listed as Constant on your output), b is the slope of the line which describes the relationship between the independent and dependent variables (B for effect of consumers buying character in the market), and spromotion in the market is the value of the independent variable for a given case.  
We know that the linear relationship between X and Y (promotion and effect of consumers buying character) is not perfect.  Thus, it is clear to us that promotion has a significant effect of consumers buying character in Dufil Prima food plc, (indomie noodles) Y= 0.230+ 0.643X 0.230, the Y-intercept (or Constant), is interpreted as promotion (our dependent variable), holding constant the effect of consumers buying character in Dufil Prima food plc (indomie noodles) (our independent variable).  0.643 is the slope of the line.  
Therefore, this implies that the promotion and effect of consumers buying character in Dufil Prima food plc (indomie noodles) is associated with 64.3% increase on consumers; which means that there will be 64.3% increase. We therefore reject the claim that promotion has no significant effect on consumer satisfactions in Dufil Prima food plc. 
4.4 Discussion of Findings 
i. Hypothesis three shows that product quality has no significant effect on consumer need in Dufil Prima foods plc. (indomie noodles). According to Kotler, Keller, Koshy, and Jha (2009), which claim that the product is the expansion of augmented product like training support and manual. 
ii. Hypothesis two shows that distribution channel has no significant effect on consumer desire in Dufil Prima Food plc. (indomie noodles). This result corresponds with Roy and Skalka (2005), which claims that correct placement, is a vital activity that is focused on reaching the right target audience at the right time. It focuses on where the business is located, where the target market is placed, how best to connect these two, how to store goods in the interim and how to eventually transport them.  
iii. Hypothesis four shows that price has no significant effect on Consumer willingness to pay in Dufil Prima foods plc. (indomie noodles). This result corresponding with Kotler and Armstrong, (2014) which claim that the amount paid for the product is known as its generating sense. “Value for exchange” is known as price. While in marketing perspective, “the amount of money charged for product or service, or sum of the value that customer can exchange for the benefit of having or using the product or service”. 
iv. Hypothesis one shows that promotion has a significant effect on consumer buying character in Dufil Prima food plc. (indomie noodles). 
This result corresponds with Isoraite (2016), which claim that promotion strategy helps to increase consumer awareness in terms of their products, leads to higher sales and helps to build brand loyalty Išoraitė, (2016).   
 
 	 

CHAPTER FIVE 
SUMMARY, CONCLUSIONS AND RECOMMENDATIONS 
5.1 Preamble 
This chapter presents a summary of the study findings, conclusion of the study, suggestions and recommendations and suggestions for further research. It summarizes findings in relation to major issues raised with respect to the objectives of the study, which is to investigate effect of marketing mix strategies on consumer satisfaction (a study of Indomie Noodles among Kwara State Polytechnic  students. 
5.2 Summary of Findings 
 The study examines different components of market mix and its effect on consumer satisfaction. The relationship between promotion consideration and consumer motives is significant, but the relationship is negative. This may be due to the consumer perception that heavily promoted products could be problematic products of poor quality, with passed expiry dates, and from clearance stocks. Consumers may also perceive that heavier promotions also mean that the products are sold at higher prices, which will turn-off consumers who are in the low-cost segment of the consumer market. 
5.3 Conclusions 
 The results show that pricing, product and place have significant and precisely in Ilorin Branch. The Promotion is positively correlated expectation in line of consumer buying characters with Dufil Prima food plc. (indomie noodles) product. The findings suggest that consumers do not look for product characteristics and store placement when buying Dufil Prima food plc. (indomie noodles) private labeled fastmoving consumer products. Consumers are motivated to purchase Dufil Prima food plc. (indomie noodles) private labeled fast-moving consumer products solely based on low pricing. The implication is that all Dufil Prima food plc. (indomie noodles) outlets in Nigeria should focus their efforts on “Everyday Low- Pricing” when it comes to selling private-labeled fast-moving consumer products. 
 It is the strength of this research that it lays on its specific focus on the connection between the customer’s satisfaction with the marketing mix model, the four Ps and benchmarking. This research also shows the impact of customer buying behavior base on the company quality policy regarding product, price, place, promotion. As all the policy formulation revolves around the customer’s interest. Through the above research we come on the following crux as follows: 
i. A clear picture is there which shows the connection between customers’ satisfaction and marketing mix model, the four Ps. 
ii. The 4P’s are the main parameters that the marketing manager can control, subject to the internal and external constraints of the marketing environment. 
iii. Manifest a clear picture of the connection between customer’s satisfaction and its company benchmarking strategy. 
iv. Gain insight into future industry trends that will affect its business. 
v. Understanding the customers. 
vi. Make values for customers. vii. Communication of the retail value to target market. viii. Helpful to managers to look outside of themselves for solutions. 
 This research enables the retail stores to gain insight into future industry trends that will affect its business, get data and analysis in the most cost-effective and flexible manner. There are some limitations of the marketing mix like internal dissensions, conflicting objectives, prediction of the stage of the PLC etc. Even though, it is used by marketers to formulate policies. Rough outlines of potential marketing activities are understood by the marketing manager that can be used to take advantage of capabilities and convert weaknesses and threats. 
 However, at this stage, there will likely be many potential directions for the managers to pursue. The manager must prioritize all marketing activities and develop specific goals and objectives for the marketing plan (Contemporary Marketing, 
1992). 
5.4 Recommendations 
i. Dufil Prima food plc. (indomie noodles) should develop a proper framework for the pricing strategies in order to encourage further patronage ii. There should be effective distribution channels for indomie noodles as a product in order to gain easy access for the product  iii. The organization should ensure appropriate appraisal is continually considered for product development 
iv. The management should ensure effective product promotion in order to sustain a quantitative hedge in the market competition 
5.5 Suggestions for Further Studies 
Future research should focus on other marketing mixes like people, process and physical evidence. This will provide a whole new set of dimensions or results that can explain the motives for consumer purchases. People (employees) with in-depth product knowledge as well as the physical evidence of the outlets of these retailers can also influence the purchase intention. 
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APPENDIX I 
Department of marketing 
Institute of Finance and Mangement Studies
Kwara State Polytechnic, Ilorin
Dear Respondent 
I am an undergraduate student of the above named university and department conducting an academic research on the topic “Effect of marketing Mix Strategies on Consumer Satisfaction (a study of indomie noodles among Kwara State Polytechnic)”. I will appreciate your kindness in given credible answers to the question below and I assure you that the response given will be treated with outmost confidentiality and for the academic purpose only. Thank you for your anticipated corporation.  
 Yours sincerely 
SECTION A: Personal Data of the Respondent 
Instruction; please tick (√ ) as appropriate  
Gender:  Male (  )   Female (   ) 
Age: 16-20 (  ) 21-25 (  )    26-30 (   ) 31 and above (   ) 
Marital status: Single (   )   married (   )   Divorced (   ) 
Level: 100 (  )   200 (   ) 300 (   ) 400 (   ) 
 SECTION B: Core Subject Matters Question  
Please indicate the extent to which you disagree or agree with each of the following statements. Please indicate your preference by marking with a tick (√) in the appropriate block provided 
	1=Strongly Agree 
	2= Agree  
	3= Undecided 
	4= Disagree 
	5=Strongly Disagree 


 
	SN 
	Questions 
	1 
	2 
	3 
	4 
	5 

	 
	Product quality 
	SA 
	A 
	U 
	D 
	SD 

	1 
	The taste of Dufil prima food (indomie noodles) is consistent and meets my specific need. 
	 
	 
	 
	 
	 

	2 
	The quality of Dufil prima food (indomie noodles) match with my need and this makes me to buy the product. 
	 
	 
	 
	 
	 

	3 
	I will choose Dufil prima food (indomie noodles) over competing brand because of their product quality   
	 
	 
	 
	 
	 

	4 
	I choose to buy Dufil prima food (indomie noodles) when the need arise because of it standard. 
	 
	 
	 
	 
	 

	5 
	I purchase Dufil prima food (indomie noodles) because of the product nourishments. 
	 
	 
	 
	 
	 

	 
	Distribution 
	SA 
	A 
	U 
	D 
	SD  

	6 
	I purchase Dufil prima food (indomie noodles) because it is widely available. 
	 
	 
	 
	 
	 

	7 
	Dufil prima food (indomie noodles) is available in retail outlet within my vicinity. 
	 
	 
	 
	 
	 

	8 
	The wholesaler of Dufil prima food (indomie noodles) make the product easily to buy and this makes me desire for the brand. 
	 
	 
	 
	 
	 

	9 
	The effectiveness of distributors of Dufil prima food (indomie noodles) makes me uses the brand often. 
	 
	 
	 
	 
	 

	10 
	Dufil prima food (indomie noodles) has instill confidence in me because of the availability of the product. 
	 
	 
	 
	 
	 

	 
	Princing 
	SA 
	A 
	U 
	D 
	SD 

	11 
	The price of Dufil prima food (indomie noodles) matches with the quality of the product. 
	 
	 
	 
	 
	 

	12 
	Dufil prima food (indomie noodles) differentiate the product with price 
	 
	 
	 
	 
	 

	
	and this influence me to buy the brand 
	
	
	
	
	

	13 
	I am willing to pay more even when the price of Dufil prima food (indomie noodles)  increases 
	 
	 
	 
	 
	 

	14 
	I will buy more of Dufil prima food if the brand offer discount pricing 
	 
	 
	 
	 
	 

	15 
	Adding insert stickers in Dufil prima food (indomie noodles) at promotional price increase my willingness to pay. 
	 
	 
	 
	 
	 

	 
	Promotion 
	SA 
	A 
	U 
	D 
	SD  

	16 
	The advertisement of Dufil prima food (indomie noodles) on social media makes me like the product. 
	 
	 
	 
	 
	 

	17 
	Dufil prima food (indomie noodles) advertisement on newspaper is more reasonable and this attracts me to buy the product. 
	 
	 
	 
	 
	 

	18 
	Advert of Dufil prima food (indomie noodles) on radio gives relevant information about the product and this makes me patronize them. 
	 
	 
	 
	 
	 

	19 
	The advert of Dufil prima food (indomie noodles) on television educates me on how to prepare the product. 
	 
	 
	 
	 
	 

	20 
	I will not switch from Dufil prima food (indomie noodles) to other brand because of the way they communicate the benefit of the product through various platforms. 
	 
	 
	 
	 
	 

	 
	Customer Needs 
	SA 
	A 
	U 
	D 
	SD  

	21 
	The taste of Dufil prima Food (indomie noodles) increase my need  for the product 
	 
	 
	 
	 
	 

	22 
	The quality and features of Dufil prima Food (indomie noodles) makes me to repurchase the product when the need arises. 
	 
	 
	 
	 
	 

	 
	Customer Desire 
	SA 
	A 
	U 
	D 
	SD  

	23 
	I desire for Dufil prima food (indomie noodles) because of the product availability 
	 
	 
	 
	 
	 

	24 
	I have concerns for Dufil prima food (indomie noodles) because it is accessible through various retail outlets. 
	 
	 
	 
	 
	 

	 
	Customer willingness 
	SA 
	A 
	U 
	D 
	SD  

	25 
	The quality of Dufil prima food (indomie noodles) matched with the price I am willing to offer 
	 
	 
	 
	 
	 

	26 
	Discounts offered by Dufil prima food (indomie noodles) increases my willingness to buy more of the product. 
	 
	 
	 
	 
	 

	 
	Customer buying character 
	SA 
	A 
	U 
	D 
	SD  

	27 
	The various advertisement of Dufil prima Foods (indomie noodles) products attracts me towards the brand 
	 
	 
	 
	 
	 

	28 
	I am aware of all Dufil prima Food (indomie noodles)products information because of way they effectively utilize media 
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