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ABSTRACT
The concept of consumer satisfaction is care to studies and analyses of consumer behavior in behavioral science. This stems from the fact that product acceptance underlies organization firm’s success. A good understanding of the economic, marketing psychological and industrial forces that collectively determine consumer preference for a product to others become compelling for all business organizations in Nigeria. In this wise, the tremendous effect of market am petition which has pushed business organizations to adopt different types of strategies like defensive, offensive, and flanking, calls for careful examination. Towards this, this paper analysed the actors and avenues producers/markets exploited in their quest to attract and retain customer patronage to their products and organization. After an objective analysis, the paper ended that customers are kings and must be so respected and that the stiffer the market competition, the better served the customers became.       


























CHAPTER ONE
1.0 INTRODUCTION
1.1	BACKGROUND OF THE STUDY	
The level of need to own a home for residence is increasing. Where population growth continues to increase coupled with the flow of urbanization that never subsided, causing the needs of the house became one of the human needs are felt very urgent. The house in addition to its main function as a residence for its inhabitants, also become a benchmark of the social status of the owner, even often people buy a house for economic purposes, namely as a residence as well as a place of business activity. As the capital of Aceh province, Banda Aceh is a big city that many people visit from various regions with various interests. This situation will of course affect the increasing needs and purchase of housing.
Purchasing decisions may also be influenced by various factors. Kotler and Armstrong (2014) declare that the purchasing decision process begins with the introduction of needs, at which point consumers will identify housing products to meet their needs. Next, consumers will look for information related to the product or service they need. The more information you get, the level of knowledge and consumer awareness of the product will also increase. Consumers will therefore use that information to evaluate alternative brands contained within the set of options as a basis for consideration in making purchasing decisions.
Understanding the stages and factors that affect the consumer's decisionmaking process in making purchases is an important step in creating customer satisfaction. High customer satisfaction leads to repeated product purchases and communicates a positive impression of the product (Negrisea and Edu, 2016).
Location decisions are very complex, due to the large number of factors that have to be considered, and costs associated with, for example, the opening of new stores, can be very high. Site selection is therefore a long term decision that implies long term capital commitment. Once a supermarket site has been chosen, there is only little flexibility, because this decision usually cannot be changed easily without high losses. Because of its fixed nature, location cannot be changed in the short term, contrary to other elements of the supermarket marketing mix such as prices, customer service, the product assortment or advertising. These latter factors can be altered if the environment (e.g. consumer behaviour, competition) changes. The main attention in the context of supermarket location strategies usually focuses on the opening of new stores. However, location decisions relate to the entire physical structure of supermarket outlets and are thus more comprehensive. The main types of decisions are: (1) the opening of new stores, (2) the extension of floor space of existing stores,(3) the relocation or movement of a store from one place to another within a particular town or area where a better site is available, (4) rationalization decisions, e.g. the closure of individual stores, (5) repositioning of locations,e.g. altering of store image by changing the name or appearance,(6) refurbishment such as improving or updating the physical environment of an existing outlet or (7) altering the product range and assortment (“remerchandising”) to tailor the offer more closely to local customers. The opening of new stores comprises the most complex type of decision, because it is usually the starting point of activities in a specific geographic area. This section therefore focuses mainly on supermarket location decisions of this type.
There are three basic types of locations available for supermarket stores: (1) solitary sites, (2) unplanned shopping areas and (3) planned shopping districts. Each of the basic location types is associated with specific advantages and disadvantages according to, for example, the size of the catchment area, occupancy costs, pedestrian or vehicle customer traffic, restrictions placed on store operations or convenience of the location.
1.2	STATEMENT OF THE PROBLEM
	This study is concerned with examining the market analysis of factors influencing supermarket locations in Ilorin. Most times, many organizations fold up easily due to unfavourable environment and closeness to market due to the location they found them self’s, therefore, describes the various methods a company or an organization uses environmental factor as an opportunities over other, the interest of the consumer might be high for a product but the community which the producer or the store is been located might be a determining condition that affects sales.
	Several problems are faced at present by many organizations, as there is no firm without its problems, but putting location as one the factors that determines business prosperity.
1.3	RESEARCH QUESTIONS 
The following research questions shall be looked into during the courses of this project work, the problems is listed as follows:
1. Does environment determines the success of a business.?
2. Will product location increase sales and profitability?
3. Can transportation be considered as a pertinent factor for sales?
4. Does cost of production and distribution affect the sales of a business? 
1.4	OBJECTIVES OF THE STUDY
The primary aim of any organization is to make profit, so, the major objective of project is to look at the factors that should be considered putting a supermarket location. 
Other objective shall be examined as well, which are:
· To examine the effect of environment in determining the success of a business.
· To know whether product location increase sales and profitability
5. To examine transportation as a pertinent factor for sales
6. To know the cost of production and distribution that affect the sales of a business 


1.5	HYPOTHESIS FORMULATION 
H0:	There is no significant relationship between location and supermarket 
H1:	There is significant relationship between location and supermarket
1.6	SCOPE OF THE STUDY
The study covers the factor of business location especially for supermarkets in Ilorin.
THEORETICAL SCOPE: Business profitability is an important part of setting up a business in which environment is the most important factor to be considered. .
GEOGRAPHICAL SCOPE: The area covered for this study is Ilorin metropolis for convenience of the researcher Ilorin was selected, when gives attention to location of a business by ensuring it applicable to solve problems associated with business location. It was choose due to the proximity of the research.
INDUSTRIAL SCOPE: this implies specification of industry which is J.M.K Supermarket the supermarket was chosen due to fame it has in the city and the customers testimonies.
TIME SCOPE: This is the period of time used in the completion of this research work was within 12 months this was so because there was pandemic and unplanned holidays.
1.7	SIGNIFICNACE OF THE STUDY
	This research study will be useful to any corporate organizations, the students and it will also be of immense benefits to any researcher 
To the corporate organization: This research will enable them know how to choose a better location for their business.
To the students: This research will broaden their mind of the student on the effects of location to the success of a business.
 To Researcher: This research will serve as a foundation for any research work similar to this and it will further help them know the relevance location to business, and it will be examined as a curriculum for the attainment of Higher National Diploma In Marketing. 
1.8	LIMITATION OF THE STUDY 
This study has been limited by a numbered factor which is as follows: 
Time: Time is hunting factor as the students are given limited period to complete and submit his project. 
Finance: It is another major problem has the researcher has to travel to various places in either searching for materials or collecting data from respondents. 
Respondent: This an aspect of gathering data collection from the respondents.
1.9	DEFINITION OF TERMS
Location: In geography, location or place are used to denote a region (point, line, or area) on the earth's surface or elsewhere. The term location generally implies a higher degree of certainty than place, the latter often indicating an entity with an ambiguous boundary, relying more on human or social attributes of place identity and sense of place than on geometry.
Marketing Analysis: A market analysis provides information about industries, customers, competitors, and other market variables. You can also determine the relationship between supply and demand for a specific product or service. Based on these insights, you can make more informed decisions about possible marketing strategies.
Supermarket: a large self-service shop selling foods and household goods.
Customer: The term ‘customer’ is commonly used to refer to end users of a product. Also customer is a general term referring to anybody who receives a service or product from some other person or group of people.” Generally, there are internal and external customers, where internal customers refer to the staff or employees and external customers refer to stakeholders of an organisation.


CHAPTER TWO
LITERATURE REVIEW
2.0 PREAMBLE
This section is intended to provide a general overview on most important contributions on location choices of Supermarket , covering both the strategic and the methodological levels. The section is enriched with insights of a dozen explorative interviews, which have been conducted with J.M.K Supermarket from January until March 2025. This allows us to get an understanding on the actual practice of location decisions of supermarket firms with different sizes and in various product categories. A subsection describes particularities of the Swiss supermarket market. Finally a short literature review on reactions of Supermarket to road pricing is given and based on it hypothesis are stated.
2.1 	CONCEPTUAL REVIEW
Supermarket location choices
Depending on the supermarket format, there are various location factors and preferences. Each one weighs location factors differently and involves various tradeoffs. Therefore, the appropriateness of a specific site is based upon the supermarketer’s format and strategy and is influenced by a substantial number of factors that need to be investigated.
Table 1	Selected location factors
	Customers
	Accessibility
	Competition
	Costs

	numbers by demographics (e.g. population size, age profile, household size) income level 
disposable income per capita employment by occupation,
	pedestrian flows 




pedestrian entry routes
	existing supermarket activity (direct/indirect competitors, anchor stores, cumulative attraction, compatibility)
	purchase price building costs 
rent costs 
leasing terms

	industry, trends

	road network
	existing supermarket
	

	housing density

	(conditions, speeds)
	specification (selling area, turnover estimates, trade areas, age of outlet,
	site preparation

	
	parking (capacity, convenience, cost, potential)
	design, parking)
	building restrictions

	
	car ownership level public transport (types, cost, ease, potential)
	
	

	housing age/type
	barriers such as railway
	competitive potential
	development concessions

	neighbourhood classification 
homeownership levels
	type of location zone
	(outlet expansion, refurbishment, vacant sites, interception, repositioning, competitor policy)
	rate payable refurbishment needs maintenance costs security needs

	building/demolition plans 
main employers spending patterns shopping patterns population growth, density and trends lifestyle measures cultural/ethnic grouping
	access for staff 
access for delivery
	saturation index proximity of key competitors, traders, brand leaders
	staff availability labour rates 
delivery costs insurance costs promotional media/costs


Sources: adapted from Zentes et al. (2007), 148; McGoldrick (2002), 240; Gilbert (2003), 293
Location choice strategies of Supermarket 
The specific literature about location strategies of Supermarket is by far less abundant than the one on methodologies. As Brown (1992) observed “…academic conceptualizations of supermarketing location have changed little in the last thirty years. Indeed, this conceptual stasis stands in marked contrast to the dramatic methodological developments that have recently taken place.” In fact this observation can be considered valid also nowadays (Cliquet and Josselin, 2002, Rogers, 2007). Traditionally, location choices were more based on intuition and on a responsive basis to competitors but also to other stakeholders such as government, legislators, etc… and therefore oft made with a short term horizon. More recently, many major changes in the supermarketing environment such as the need to justify decisions to shareholders, increased competition for supermarket sites, fast changing demand, the disappearance of ‘obvious’ sites, the increasing cost of location decisions and so forth brought them to a more organic approach (Clarke, 1997, Hernandez et al., 1998, Hernandez and Biasotto, 2001). Sometimes it seems that in many cases Supermarket attempt a sort of a posteriori validation of strategies more than a conscious path following one planned strategy of development. Naturally that does not fit, in most of the cases, larger Supermarket , whose expansion strategy is usually following an accurately planned and well recognizable pattern.
One systematisation of Supermarket ’ spatial strategies is for example used in Laulajainen (1987). In his study the growth of some supermarket chains in Sweden and in the US is analyzed, distinguishing between contagion and hierarchical expansion. The contagion strategy consists of an expansion from areas already occupied to new areas following a vicinity principle. In that way the growth takes place from a unique central point. WalMart followed such an expansion strategy in the US, where it allowed the company to exploit economies of density in distribution, training and advertising (Holmes, 2025). In contrast, when using the hierarchical expansion a supermarketer decides to colonize first bigger centres, disregarding the geographic vicinity from already existing own stores, and then he tries to saturate the local market expanding to increasingly smaller centres following a hierarchic path.
Neither of the interviewee in both Germany and Switzerland reported about a contagion strategy. This might be due to the fact that both countries are relatively small and each region can be delivered from a central distribution centre within a few hours. Even discount supermarket chains in the early market entry and expansion phase prefer to pick the most promising or available sites for new stores without regarding their current positions of stores and distribution centres.
Anyway, the aforementioned classification does not take into account the effect of the competition on spatial decisions of Supermarket . In fact they face two opposing incentives in the location decision.
A supermarketer might have an incentive to locate close to competitors in an attempt to capture more consumers, but spatial and even product differentiation is reduced and leads to greater competition in the price dimension. Therefore, a firm has an incentive to locate farther from its rivals in order to reduce price competition. This possible ambiguity is reflected in Brown (1992), who proposes a classification which is uniquely based on the behaviour of Supermarket versus their competitors. Three different spatial strategies of Supermarket are recognized: avoidance, confrontation, and predation. Avoidance means that the supermarketer seeks a site as far as possible from its competitors trying at the same time to meet some other requirement (i.e. nearby population, quantity and quality of vehicular traffic). On the contrary confrontation means that the supermarketer wants a site as near as possible to the competitors. In fact already Hotelling (1929) observed that when the demand is elastic and the good sold is not much differentiated there is an interest to place a shop in the heart of the market, instead of trying to colonize a virgin area. This approach is quite typical of the furniture market. The last, and maybe most interesting, strategy is the one of predation. In this case the supermarketer tries to fill up spaces left free by the competitors, and once installed nearby other shops of the same type tries to predate other customers with a price strategy. This strategy is often used in the clothing market.
An interesting analysis is also provided by Karande (2003). Even if it is reported only on location strategies of broadline specialist Supermarket , there is an attempt to explain why a given strategy is used in a given situation, referring in particular to vicinity and distance strategies. Vicinity strategy is justified with the attractiveness for potential customers of doing “comparative shopping”. But if “darwinistic” effects prevail, the competition to get customers is the dominating factor, therefore distance strategy is the one preferred. Moreover it is observed that areas where the two different strategies are implemented are also differing. A proximity strategy tends to be adopted by Supermarket in areas with relatively high income, high supermarket expenditures, high population density, younger population and high home ownership.
Location 
Location is one of the determining factors for a business since it affects the cost of business (Umble, Haft, & Umble, 2003). The business location should be considered as good as possible. If the company make a mistake in choosing a location, the company will bear the damages or fail in reaching its goals. 
The positive relationships existed between all the independent variables (location, rental rates, employment, inflation, interest rates and green buildings) and the dependent variable (business performance) except for the relationship between electricity tariffs and business performance (Barnard, Kritzinger, & Krüger, 2011) The project argues the significance importance of location factor in the development of entrepreneurship and small business in Nigeria and thus suggests that location factor should be given an urgent consideration as a vital factor that would positively affect small business performance (Minai & Lucky, 2011). 
Results from ordered logistic regressions indicate that capital cities are not attractive for firms to locate, when they are large. In India and China, labor intensive firms do not locate in large cities. An adjacency of inputs gives a positive impact on firm location in China. While availability of inputs has a positive impact on firm location in India, the availability of raw materials has a negative impact on firm location in Brazil. Firms established in postreform period in India tend to locate in large cities; in China, these firms avoid medium and large cities. The implications for urban governance in these valueries are discussed (Seetharam & Wan, 2010). 
Location Assessment Techniques
The appropriateness of a specific site is based upon the supermarketer’s strategy (supermarket formats, merchandise, pricing strategy, etc.) and is influenced by a substantial number of factors that need to be investigated. A selection of location factors is presented in Figure 1. In order to guide supermarket location decisions and to assess or forecast the potential sales or profitability of supermarket stores in a specific region, area or at a specific site, number of techniques have been developed to assess the sites.
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Location Evaluation Checklists
Checklists consist of a number of chosen variables (e.g. location factors) to be considered when evaluating supermarket locations. One of the first detailed check list evaluation formats was developed by Nelson (1958).
[bookmark: page4]Companies select factors that they believe to influence store performance. While some elements of such checklists are common to all types of Supermarket , each company is likely to have its own list with factors that reflect its particular strategy and situation.
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FIGURE 2 – Locational Positioning
Figure 2 illustrates linkages between Supermarket ’ strategic positioning, typical locations and major factors that are considered to be important influences and which should be analysed in the context of site assessment.
2.2 	THEORETICAL REVIEW
Supermarket ’ location choice methodologies
The rising competition in most supermarketing markets has not only increased the interest on location issues, but has also caused major change in Supermarket ’ approach to location choice. That is particularly true when it comes to available methodologies, much more than it is the case for strategies. The literature is reporting that many Supermarket are passing from really simple location choice techniques to more modern and sophisticated approaches. Even if simple “rules of thumbs” techniques keep being quite diffused and also simple intuition and experience of the supermarketer are still actual tools when deciding the location of new shops, the number of Supermarket using newer, often computer based, methodologies is internationally increasing. Apart of competition, another explanation of that is the explosion occurred in the quantity of available supermarket data. Moreover, most of it is of spatial nature, about 90%, pushing Supermarket to the adoption of GIS (Geographic Information System) systems in order to treat such geographical data. Hernandez (1998) observed:
“Although formal techniques of locational analysis have been available for over 50 years, most Supermarket traditionally made no use of them, relying instead on intuition guided by experience and "common sense". However, the simultaneous advent in the last 15 years of low cost computing and the increasing availability of supermarket related data of all types has given Supermarket the opportunity to take a much more rational approach to decision making.”
A classification of location methods which separate them according to the type of analysis involved is the one proposed by Hernandez et al. (1998). Reporting on a survey of UK Supermarket , they include ten methods ordered in three categories:
1. Comparative: Rules of thumb, checklist, ratio, analogues.
2. Predictive: Multiple regression, discriminant analysis, cluster analysis, gravity models.
3. Knowledge based: Expert systems, neural networks.
Most of these methods are described below, descriptions are adapted from Birkin et al. (2002) and Rogers (2007).
· Rules of thumb simply means that experience is the main instrument. Essentially subjective and intuitive guidelines or developed from knowledge of the company and sector, and tempered by “common sense”, are used.
· Checklists consist of a list of variables considered to have an influence on store performance and perhaps given some variable points rating.
· Ratio and market support methods are simple procedures which may be used when data on the existing facility is very limited. In both of them the caption area of the store is estimated along with the population in it and the relative spending potential. An inventory of potential competitors of the store in that area is also compiled.
· Analogue methods are still commonly used despite their simplicity, indeed they are among most popular methods since the 1930’s, and still widely used especially among Supermarket with limited risk related with one store’s opening. The idea is to forecast and compare the sales of stores comparing its location with the location of another store of the same supermarketer. 
· Catchment area models are more sophisticated variant of analogues methods. The main advantage of this method is that the unique profile of a supermarketer is accounted for. Moreover, it is cheap and simple and might be applied even if the supermarketer owns only a few prototype stores. 
· Rating models are a good option when markets are very complex. In particular it is suitable when sales are highly unpredictable and based on an irregular clientele (i.e. ATM’s). The method consists on giving a rate for each of a predefined group of characteristics of the site. According to such rates the site receives a final score which can be put in relation with an expected level of sales. The method is particularly suitable for a computer based use. However it has not proved particularly successful so far.
The gravity model family regroups models having as a main assumption that spatial issues (like distance from a customer’s home) plays a key role in the attractiveness of a store. Sales are forecasted taking into account distance relationships between competing facilities and population distribution and density. They are frequently employed for evaluate aggre gations of stores, such as shopping malls, or extended store networks, like supermarket chains, or fuel stations chains
An expert system is a computer program which contains the knowledge of one or more experts. That means that the system will be able to autonomously suggest solutions to the location problem dependent on a set of input data. In fact, especially in its simpler implementation, it is conceptually similar to rules of thumbs, but with the difference that decisions are more consistent and coherent from case to case. Neural networks work similarly. An artificial neural network is a computer program which has an initial knowledge and the capacity to “learn” if properly “trained”. Thus, again, the system is able to autonomously propose solutions. Both methods require a relatively complicated algorithm to be used (at least if compared with simple traditional methods), and are not widely diffused in practice.
Modeling supermarket markets: agent based approaches
The use of agent based modeling in spatial issues is becoming more popular and is opening up new perspective in the understanding of supermarket markets. The popularity of agent based systems in itself is a logical consequence of the increased calculation power of computers, but for the application to supermarket markets the availability of more and more precise data, plays a crucial role. The introduction of new data collection technologies such as EPOS (electronic point of sale) systems and the increasing popularity of store cards simplify the task to obtain detailed information on consumers for Supermarket (Nakaya et al., 2007). However, the use of the agent paradigm to describe supermarket markets is usually limited to the agent based modeling of customers and not Supermarket . Agent based implementations of Supermarket are rare so far and models were both Supermarket and customers are modeled as agent are even fewer. Speaking about spatial choices in general some microscopic approaches can be found in the simulation of urban housing markets (Benenson, 1998; Bura et al., 1996), traffic flows under different land use conditions (Miller et al., 2004) and land use transformations (Parker et al., 2003). More specifically, in supermarket geography microsimulation approaches were initially used to merely overcome data deficits. The first attempt of this type was probably the one of Birkin and Clarke (1988) and one recent example can be found in Nakaya et al. (2007). Such models just solve a part of the problem that we confront, the set up of a micropopulation, but they use it in the context of traditional methodologies. In this sense they can actually not be called agent based, even if agents are somehow defined and used. Since then, only in recent years fully implemented versions of supermarket markets models appeared. Most of them are using the agent paradigm to give a detailed representation of customer behaviour. More interesting are proper simulation experiments. The two sides of supermarket markets, supply and demand, are usually not both represented as agents, typically only consumers are. In this vein of work, Happendal et al. (2006) use a hybrid approach were the petrol market is represented by combining an agent based approach for the supply side and a spatial interaction model for the consumer side. Individual petrol stations are represented as agent objects and supplied with knowledge of their initial starting price, production costs and the prices of stations within their neighbourhood. The location of an outlet is considered as fixed and Supermarket are allowed to react to the sales only by adjusting their price to competitors’ prices, which are considered known. The problem of the location is not directly tackled but the model successfully reproduces consumer’s spatial choices observed in real markets and also the profitability of single supermarket outlets in the long term. In the market used as a case study in this project the product sold can be considered homogeneous, which is an advantage, but also a limitation. 
In Lombardo et al. (2004), both sides of a supermarket market have agent based descriptions. The multiagent system is integrated in a GIS. The aim of the consumers is to reach the stores with minimal generalized costs. The aim of Supermarket is to maximize their profit. Shortcomings of this work are the summary description of both agents (basically within an agent type they are completely undifferentiated) and the simple way in which the environment is depicted (only eight macrozones with few links connecting them in which 80.000 consumers and 12.000 Supermarket are allowed to evolve).
Analogue Method
The principle behind the analogue method is that new store sites are compared to existing ones that have many features in common with the new store (e.g. store size, merchandise or location characteristics). The likely turnover and profitability of the new store site are estimated on the basis of sales achieved and profits earned by similar stores in existing areas. Such comparisons can be done by extrapolating own store data or by comparing the new site with existing competing stores (e.g. stores at the prospective location).
Knowledge­‐Based Techniques
Knowledge based techniques are the most recent models that have been developed to assess supermarket store locations. The most important techniques are expert systems or models developed based on artificial intelligence, such as neural networks or computer systems modeling the supermarket environment and shopper behavior as “software agents” that simulate store performance at prospective locations. Such systems depend heavily on powerful computer capacities and immense data requirements and are still in the development phase.
2.3	EMPIRICAL REVIEW
Road pricing is often mentioned as an effective measure for sustainable transport in metropolitan areas. A broad body of literature about this topic is available, focusing mainly on shortterm transport, economic and acceptability aspects of pricing policies. Projects focused on spatial aspects of road pricing are relatively rare, and only recently a stream of work analyzing them is starting to emerge. Probably that is also because implemented examples around the world are still few and their duration too short in order to see effects on location choices of Supermarket . In this sense it is not surprising that a fair number are exante studies attempting to answer the question how the introduction of a road pricing measure would have influenced the land use. None of those studies is aimed to investigate effects on supermarket in particular.
[bookmark: page5]However, there are a few expost analysis results available. For the London case, what can be measured by now is the level of sales, and eventually its modification, but relocation effects have not been seen yet. Impacts of the congestion charge are investigated in detail by applying econometric models in the work of Quddus et al. (2006). Similar conclusions can be found in the reports of Transport of London (2005, 2007). In the latest report, TfL concludes that “no general evidence of any clear differential impact of the central London congestion charging scheme on business activity had been found” (TfL, 2007, 95). 
Good location must also be a two way activity, product offer by the supermarkets while as projecting the success of the clones to market. The reviewed literature shows that good location can only be effective with aims of getting the supermarkets closer to the customers . Good location is therefore all about what people like about you and your organization and doing more of it and then finding what people dislike about you or your organization and doing less of it”. In essence, for any organization to survive, good location have to come into play. For it to be effective, good location has to come into management consideration of any organization. The review has not only widened the researcher’s idea of the importance of good location necessity in establishing business organization but has demonstrated that location can impact or positive effect on business success







CHAPTER THREE
RESEARCH METHODOLOGY
3.0	PREAMBLE
	This chapter attempts to describe the methodology to be used in attaining the stated objectives of the study. It includes the research philosophy, research design adopted, method and sources of data and procedure in testing hypotheses formulated for the study.
3.1	RESEARCH DESIGN
Research design is the structure and strategy of investigation formatted in order to obtain data to answer research question, which would enables the researcher to test the research questions for final conclusion on the study.
The research design for this study is descriptive research otherwise called survey research. The design helps the researcher to describe the event in question using the resulting data to explain and predict the situation. It gathering consistently the data of occurrence of testing research questions makes predictions or getting meaning and implementation of the situation.
3.2	POPULATION OF THE STUDY
Population refers to all cases or individuals that fit a certain specification (Ohaja, 2003). The staff and customer’s of JMK Supermarket in Ilorin kwara State which set as total population for the study.
3.3	SAMPLE SIZE DETERMINATION 
The sample size was drawn from the total population of the study area, knowing full well that, the whole population cannot be sampled due to time and financial limitations. The researcher only selected a portion of the population both staffs and customers is studied (i.e 150 customers and 100 staff).
Therefore, the size of the study is 250. The opinions and views sampled (A part of population which the study is focused) from the respondents of the study. 

3.4	SAMPLING TECHNIQUE
The main purpose of sampling is to select a small portion of the whole population so as to make reference to the population.
The researcher adopted the Convenience Sampling Method as a sampling technique. Convenience sampling (is also known as Availability sampling or Accidental sampling) is a nonprobability sampling technique where subjects are selected because of their convenient accessibility and proximity to the researcher. It involves the sample being drawn from that part of the population which is close to hand. That is, a population is selected because it is readily available and convenient. It relies on data collection from population members who are conveniently available to participate in study. 
3.5	METHOD OF DATA COLLECTION 
This is the technique used by the researcher to obtain data for analysis. The researcher used questionnaire and one on one collection to administer to drawing conclusion.
There are two basic procedure of gathering data; these are primary and secondary sources. The research work makes use of primary data. The primary data is sourced from questionnaires administered to respondents in the area of the study. These data are used to test the formulated research questions. The use of primary data for the study does not preclude the use of secondary data, which were used to compile chapter one and two of the study. These data are generated from text books, journal, articles, publications and internet. 
3.6	METHOD OF DATA ANALYSIS 
All data generated were quantitatively analysed. Quantitative measurement of data requires that the occurrence of variables be communicated using numbers.
The completed questionnaires would be collected, edited analyzed. A simple percentage mode of calculating would be adopted to communicate the frequency of occurrence of variables. All data were analysed in tables, the tables are used to present relevant information which include interpretations and Chisquare (X2) statistical technique would be used to test the formulated research hypothesis.
X2	= ∑	(O – e)2 
		 		 e
Where X2	=	Chisquare 
	∑	=	summations
o	=	observed frequency
e	=	expected frequency 




















CHAPTER FOUR
DATA ANALYSIS AND DISCUSSION OF FINDINGS
4.1	PREAMBLE 
This chapter presents the result of the analysis in line with the research questions put forward in the study in order to make a valid conclusion on the stated problem in the research topic: A Marketing Analysis of factors Influencing Supermarket Location in Ilorin Metropolis, a study of J.M.K Supermarket It also focuses on the presentation, analysis and the interpretation of the data collected from the field survey. Descriptive statistics, including frequency count, simple percent and data collected were analyzed using Chi-square statistical method to determine their authenticity and validity.
A total number of 100 reesponses were used in the analysis of data i.e 100 Staffs and customers, the data were presented on tables and subsequently, and results were discussed under each table.
4.2	DATA ANALYSIS
Section A (Demographics data)
Table 4.2.1: Distribution of the respondents by Sex
	SEX
	RESPONDENTS
	PERCENTAGE (%)

	Male
	42
	42

	Female
	58
	58

	TOTAL
	100
	100


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




Table 4.2.2: Distribution of the respondents by Age
	AGE
	RESPONDENTS
	PERCENTAGE (%)

	20- 30 years
	18
	18

	31 – 40 years
	24
	24

	41 – 50 years
	41
	41

	51 years and above 
	17
	17

	Total
	100
	100


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

	Single
	11
	11

	Married
	87
	87

	Divorced
	2
	2

	Total
	100
	100


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

	NCE/OND
	19
	19

	HND/B.Sc
	73
	73

	M.Sc
	8
	8

	Ph.D
	–
	–

	Total
	42
	100


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

	Less than a year
	–
	–

	1 – 5 years
	14
	14

	6 – 10 years
	21
	21

	11 years and above 
	65
	65

	Total
	100
	100


Source: Field Survey (2025)
Table 4.2.4 says that 14% of the respondents are between 1-5years working experience, 21 (33.33%) were between 6-10years, while 65 were 11 years and above. The largest percentage of respondents has 11 years and above working experience.
Section B: 
Table 4.2.6: To what extent do you see Good Location as inevitable tool or strategies in enhancing Business growth and development? 
	OPTIONS
	FREQUENCY 
	PERCENTAGE (%)

	Very great extent
	69
	69

	Great extent
	31
	31

	Low extent
	–
	–

	Not at all
	–
	–

	Total
	100
	100


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

	Strongly Agree
	73
	73

	Agree
	15
	15

	Undecided 
	2
	2

	Strongly Disagree
	–
	–

	Disagree
	–
	–

	Total
	100
	100


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

	Strongly Agree
	13
	73

	Agree
	87
	15

	Undecided 
	–
	–

	Strongly Disagree
	–
	–

	Disagree
	–
	–

	Total
	100
	100


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

	Strongly Agree
	64
	64

	Agree
	36
	36

	Undecided 
	–
	–

	Strongly Disagree
	–
	–

	Disagree
	–
	–

	Total
	100
	100


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

	Very great extent
	71
	71

	Great extent
	29
	29

	Low extent
	–
	–

	Very Low extent
	–
	–

	Total
	100
	100


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

	Strongly Agree
	94
	94

	Agree
	6
	6

	Undecided 
	–
	–

	Strongly Disagree
	–
	–

	Disagree
	–
	–

	Total
	100
	100


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

	Yes
	88
	88

	No
	–
	–

	To Some Extent
	12
	12

	Total
	100
	100


Source: Field Survey (2025)
Table 4.2.12 above says 88% of the respondents said yes, while 12% said to some extent. This implies that Good Location of J.M.K Supermarket attract new customers and help to maintain its customers.


Table 4.2.13: Does Good Location make impact on the success building in your Business ? 
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	Strongly Agree
	27
	27

	Agree
	73
	73

	Undecided 
	–
	–

	Strongly Disagree
	–
	–

	Disagree
	–
	–

	Total
	100
	100


Source: Field Survey (2025)
Table 4.2.13 above says 27% of the respondents were strongly agree, while 73% were agree. This implies that Good Location make impact on the success building in your Business .
Table 4.2.14: Do you think Good Location is an agent to create Business success 	 
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	Yes
	100
	100

	No
	–
	–

	Total
	100
	100


Source: Field Survey (2025)
Table 4.2.14 above says all the respondents said yes. This implies that all the respondents ascertained that Good Location is an agent to create Business success 


Table 4.2.15: There is significant relationship between Good Location, Business success 
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	Yes
	100
	100

	No
	–
	–

	Total
	100
	100


Source: Field Survey (2025)
Table 4.2.15 above says all the respondents said yes. This implies that all the respondents ascertained that there is significant relationship between Good Location , Business success 
Table 4.2.16: The effectiveness of Good Location organization of J.M.K Supermarket Ilorin should take credit for the continuous profit posting of the Business .
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	Strongly Agree
	25
	25

	Agree
	59
	59

	Undecided 
	16
	16

	Strongly Disagree
	–
	–

	Disagree
	–
	–

	Total
	100
	100


Source: Field Survey (2025)
Table 4.2.16 above says 25% of the respondents were strongly agree, 59% were agree, while 16% were undecided. This shows that the effectiveness of Good Location organization of J.M.K Supermarket Ilorin should take credit for the continuous profit posting of the Business .


Table 4.2.17: Would you agree that the success of J.M.K Supermarket Ilorin branch, is depended on the collaborative effort of its entire staff? 
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	Strongly Agree
	91
	91

	Agree
	9
	9

	Undecided 
	–
	–

	Strongly Disagree
	–
	–

	Disagree
	–
	–

	Total
	100
	100


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

	Yes
	100
	100

	No
	–
	–

	Total
	100
	100


Source: Field Survey (2025)
Table 4.2.18 above says all the respondents said yes. This implies that all the respondents ascertained that there are adequate logistics facilities for effective Good Location in your Business 



Table 4.2.19: Good Location in your Business has created high level customer satisfaction and provides many benefits. 
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	Strongly Agree
	26
	26

	Agree
	74
	74

	Undecided 
	–
	–

	Strongly Disagree
	–
	–

	Disagree
	–
	–

	Total
	100
	100


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

	Strongly Agree
	93
	93

	Agree
	7
	7

	Undecided 
	–
	–

	Strongly Disagree
	–
	–

	Disagree
	–
	–

	Total
	100
	100


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

	Yes
	103
	68.6

	No
	–
	–

	To Some Extent
	47
	31.3

	Total
	150
	100


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

	Yes
	150
	100

	No
	–
	–

	Total
	150
	100


Source: Field Survey (2025)
Table 4.2.22 above says all the respondents said yes. This implies that all the respondents ascertained that Good Location is important in a corporate organisation.
Table 4.2.23: Do you agree that the Good Location of J.M.K Supermarket has been able to secure mutual understanding on the part of its customers?
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	Strongly Agree
	45
	30

	Agree
	74
	49.3

	Undecided 
	31
	20.6

	Strongly Disagree
	–
	–

	Disagree
	–
	–

	Total
	100
	100


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

	Yes
	98
	65.3

	No
	–
	–

	To Some Extent
	52
	34.6

	Total
	150
	100


Source: Field Survey (2025)
Table 4.2.24 above says 98(65.3%) of the respondents said yes, while 52(34.6%) said to some extent. Most of the respondents believed that, the success of J.M.K Supermarket depend on its location .
Table 4.2.25: Good Location always view the customers’ satisfaction of Business positively. 
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	Yes
	150
	100

	No
	–
	–

	Total
	150
	100


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

	Yes
	141
	94

	No
	–
	–

	To Some Extent
	9
	6

	Total
	150
	100


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

	Yes
	135
	90

	No
	–
	–

	To Some Extent
	15
	10

	Total
	150
	100


Source: Field Survey (2025)
Table 4.2.27 above says 135(90%) of the respondents said yes, while 15(10%) said to some extent. Most of the respondents ascertained that, J.M.K Supermarket public awareness attracts them to their product.


Table 4.2.28: Through public awareness there will be understanding and strong relationship between the public and products
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	Strongly Agree
	103
	68.6

	Agree
	40
	26.6

	Undecided 
	7
	4.6

	Strongly Disagree
	–
	–

	Disagree
	–
	–

	Total
	100
	100


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

	Yes
	138
	92

	No
	–
	–

	To Some Extent
	12
	8

	Total
	150
	100


Source: Field Survey (2025)
Table 4.2.29 above says 138(20%) of the respondents said yes, while 12(8%) said to some extent. Most of the respondents ascertained that, the Good Location of J.M.K Supermarket has positive impact on its consumers’ satisfaction.

Table 4.2.30: Do you think the Good Location activities of J.M.K Supermarket build Business success ?
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	Yes
	116
	77.3

	No
	–
	–

	To Some Extent
	34
	22.6

	Total
	150
	100


Source: Field Survey (2025)
Table 4.2.30 above says 116(77.3%) of the respondents said yes, while 34(22.6%) said to some extent. Most of the respondents ascertained that, the Good Location activities of J.M.K Supermarket build Business success 
Table 4.2.31: To what extent Good Location activities of J.M.K Supermarket have influence your satisfaction?
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	Very Great Extent 
	105
	70

	Great Extent 
	39
	26

	Little extent 
	6
	4

	Not at all
	–
	–

	Total
	100
	100


Source: Field Survey (2025)
Table 4.2.31 above says 105(70%) of the respondents said very great extent, 39(26%) said great extent, while 6(4.6%) said little extent. Most of the respondents ascertained that, Good Location activities of J.M.K Supermarket have influence their satisfaction in a very great extent.


Table 4.2.32: Are you satisfied with the level of Good Location in J.M.K Supermarket to customer satisfaction?
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	Yes
	63
	42

	No
	7
	4.6

	To Some Extent
	80
	53.3

	Total
	150
	100


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

	A brand that I am familiar with and trust
	76
	50.6

	Product and price information
	41
	27.3

	Creativity
	33
	22

	Others
	–
	–

	Total
	100
	100


Source: Field Survey (2025)
Table 4.2.33 above says 76(50.6%) of the respondents said a brand that I am familiar with and trust, 41(27.3%) said product and price information, while 33(22%) said creativity. Majority of the respondents looks out for a brand that they are familiar with and trust in public awareness.


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

CHAPTER FIVE
SUMMARY, CONSLUSION AND RECOMMENDATIONS
5.0	PREAMBLE
This project reports on an ongoing project aimed to introduce a model of supermarket markets in the agent based traffic simulation toolkit J.M.K Supermarket. It will be done by introducing a new supermarketer module in the toolkit, representing Supermarket as agents. The new module’s main goal is to reproduce the location choices of Supermarket and recognize how such choices and shopping location choices of individuals are mutually interdependent.
5.1	SUMMARY OF FINDINGS 
Location decisions have a major impact on a supermarket outlet’s success, as location is an important factor in consumers’ store choice. The location decision also has a long term impact as it is not very flexible. Thus,l ocation decisions are of critical importance for Supermarket ’ competitive advantages. To guide and support supermarket site assessment, the various location assessment techniques have become more and more sophisticated. Such improvements have been triggered largely by advances in computer and software technologies (e.g. artificial intelligence).
It should be noted that supermarket location decisions consist not only of opening new stores, but that monitoring existing stores is of equal importance. This entails, for example, decisions concerning repositioning, relocation or closing outlets. This is important, as supermarket environments change rapidly (e.g. customer behaviour or competitive structure) and companies must also respond in terms of location decisions. However, supermarket location decisions cannot be made without taking into account the supermarket environment in terms of the interests of towns/cities or residents. Establishing a supermarket store can, for example, influence shopping patterns, traffic and pedestrian flows or the supermarket structure of a town.
5.2	CONCLUSION
To ensure that the specific objectives are met, supermarket locations are influenced or constrained by local or central government planning policies. Thus,the opening of new stores or even changing or extending existing stores may require planning permission. For example, most European countries have restrictions on setting up large supermarket formats and out of town shopping centres. The reason for these interventions is the potentially adverse impact of large stores on small businesses and of new shopping centres on old ones. However, local authorities not only restrict supermarket store settlement. In many city marketing initiatives, an attractive supermarket mix is known to be one of the key elements of attracting customers to a particular town or city. Local authorities, therefore, try to attract Supermarket with a good image so that Supermarket open stores in their towns or cities.
5.3	RECOMMENDATIONS 
Based on findings and conclusion the study recommends the following point:
· Every organisation must understanding that good locations has impact customer expectations (customers’ satisfaction) and the organization service delivery (corporate success) were matched, this would lead to an even closer relationship between them.
· To builds Organizational success managers/organisations good locations practice must be to influences markets by sending persuasive messages to buyers and consumers about product, create high level customer satisfaction, and to provides many benefits to customers’ expectations.
· J.M.K Supermarket Nigeria should continue to strive higher in implementing more public relation strategy to promote their organisation set goal.
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