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CHAPTER ONE
INTRODUCTION
1.1. Background to the Study
The current globalized marketing has made companies to see the internationalization of their activities as a way to remain competitive. Marketing mix has become important tool globally for any organization to remain in competitive market environment and be stronger. Aremu and Lawal (2012) opined that strategy as a pattern of resource allocation decisions made throughout an organization. This encapsulates both desired goals and beliefs about what are acceptable and most critically unacceptable means for achieving them. Marketing mix is marketing Strategy which implies that the analysis of the market and its environment, customer buying behaviour, competitive activities and the need and capabilities of marketing intermediaries. Marketing strategy therefore, can be defined as a method by which a firm attempts to reach its target markets, Marketing strategy starts with market research, developing vision about the market(s), selecting market targets strategies, design positioning strategies, setting objectives and implementing the marketing programmes to meet the value requirements of the target markets (Mustapha 2013).It is a logic which customer needs, attitudes and competitors' products are assessed and continues through into advertising, promotion, distribution and where applicable, customer servicing, packaging, sales and distribution.
Marketing mix must focus on delivering greater value to customers and the firm at a lower cost (Chiliya,Herbst and Roberts- Combard 2009). Owomoyela, Oyeniyi and Ola (2013) also see marketing mix as way of providing a quality product that satisfies customer needs, offering affordable price and engaging in wider distribution and back it up with effective promotion strategy. Marketing strategy is a vital prerequisite of industry's ability to strengthen its market share and minimize the impact of the competition. Business organization are the engine of economy growth and development globally, Nigeria inclusive. By their very nature, organizations constitute the most viable and veritable vehicle for self-sustaining industrial development (Oyebamiji, Kareem & Ayeni, 2013). Companies in developing countries like Nigeria are struggling to survive under intense competitive environments both domestic and international. Small and Medium Enterprises (SMEs) in Nigeria have not performed creditably well and hence have not played the expected vital and vibrant role in the economic growth and development of Nigeria. They note that the situation has been of great concern to the government, citizenry, operators, and practitioners. These challenges could be as a result of perceived ineffective marketing strategy which is having negative effect on the organization’s performance, product quality, customer satisfaction and profitability. Companies need to provide a quality product with good packaging that satisfies customer needs, offering affordable price and engaging in wider distribution and back it up with effective promotion strategy in order to survive the pressure from global market competitive environment.
These challenges could be as a result of perceived ineffective marketing strategy to address these issues which may have resulted negatively on the organization’s performance, product quality, low customer satisfaction, inappropriate and affordable pricing, ineffective promotion and distribution strategies in order to survive the pressure from global market competitive environment. Every enterprise’s major reason for existence is to make profit. Firms therefore, face the challenge of knowing the appropriate type of marketing mix, which they could use for their product. Hence this study will assess the effect of marketing mix as a survival tool for business organization.
1.2	Statement of the Problem 
Marketing mix strategies are anchored to the marketing 4P's (product, price, promotion and place) in product marketing, and three further P's for service marketing (people, processes and physical evidence) (Lovelock, 2011).The right marketing mix strategies enable organizations to pursue their marketing objectives in the target markets and therefore achieve the organizational objectives. Application of the right marketing mix also ensures provision of the right product, at the right price, in the right place thus, ensures that resources are efficiently and effectively utilized. Utilization of technology in promotions, pricing, distribution and innovation or product development ensures a match of products to customer needs. Several studies both locally and internationally have been done on marketing strategies and firm performance. Shireen (2011) carried out a study on marketing Mix Strategy Adaptation: A Retail Organization’s Response to the Global Economic Downturn. The study found that Woolworths did indeed adapt its marketing mix strategy in response to the global economic downturn. It was not clear from the findings whether marketing mix elements influences organization performance. Yasanallah and Vahid (2012) studied the Status of Marketing Mix (7Ps) in Consumer Cooperatives at Ilam Province in Iran. According to research aim, seven hypotheses are provided and tested by one sample t-test. As a result, hypotheses on price, location, promotion, product, operation management and physical assets which show lower than average status of these elements were confirmed. The only hypothesis that was rejected was the hypothesis related to the personnel element. Horner (2011) did a descriptive study of the Marketing Mix Strategies Utilized by North American Christian Schools. The study established that successful marketing operations were identified and word of mouth advertising efforts were found to be the most successful among respondents. The study fails to explicitly show how Marketing Mix Strategies influences organization performance. Huang et al., (2013) did a study on factors influencing the Formulation of Effective Marketing Strategies of Chinese Businesses Operating in Jordan. The study revealed that there is no significant effect of broad environmental factors and task environmental factors on marketing Performance. This study is however limited to broad environmental factors and task environmental factors.
Local studies have also been done in Africa, and include: Muchohi (2015) who conducted a study on Marketing Mix Strategies Adopted by Tennis Affiliated organizations to Enhance Competiveness. The results revealed that there is strong relationship between marketing mix strategies and competiveness. However, it is evident that the study did not focus on marketing strategies adopted by petroleum companies in Kenya. Obonyo (2013) evaluated marketing mix strategies adopted for competitiveness by supermarkets in Kisii Town. The study established that price management rarely attracts customers. However, the study fails to determine the proportional level each strategy needs to be employed to maximize the performance. Concurrently, Muthengi (2015) conducted a study on the Effects of Marketing Strategies on Sales Performance of Commercial Banks in Kenya. The study revealed that marketing has become a major function in the banking industry as a result of increased competition brought about by bank consolidation and reforms. The study was limited to Commercial Banks in Kenya and thus could not be applicable to petroleum firms. Arising from the findings of the above studies, it is evident that, there is no study done with regard to the effectiveness of marketing mix strategies on survival of business activities in Nigeria, to the best knowledge of the researcher. This study filled this gap through answering the research question: How effective are the marketing mix strategies in 7up bottling company.
1.3 Research Questions
i. To what extent do marketing mix enhances organization survival in 7up bottling company?
ii. What is the relationship between promotion and sales performance of 7up bottling company?
iii. What is the relationship between the marketing mix strategies and performance of 7up bottling company?
1.4. Research Objectives
i. To examine the extent of which marketing mix enhance organizational survival in 7up bottling company
ii. To evaluate the relationship between promotion and sales performance at 7up bottling company.
iii. To determine the relationship between the marketing mix strategies and performance of 7up bottling company.
1.5 Research of Hypothesis
The hypotheses to be tested are stated below, written in null form;
H01: marketing mix does not enhance organization survival in 7up bottling company
H02: there is no relationship between promotion and sales performance of 7up bottling company
H03: there is no relationship between the marketing mix strategies and performance of 7up bottling company
1.6	Significance of the Study
Organizations
Since this research is conclusive, organizations can use the findings to draw important inferences and information which the marketing team can use to improve sales performance. The inferences drawn from the research can be used to conduct the overall analysis of the company’s strengths, how to improve them against their competitors and as well improve on their weaknesses. Through this research the company will be able to identify the best marketing strategies to use.
Researchers
Future researchers who will be researching on a similar or related topic will benefit from the findings by borrowing a leaf in form of related literatures. The study will also help build on the researcher’s knowledge and understanding of the variables and gain more skills of conducting research.
Public
The study will be of importance for people who might become future managers, leaders and entrepreneurs. This research will enable marketing managers and entrepreneurs to gain knowledge on marketing strategies and identify the most appropriate one for their businesses and how to use the strategies to gain competitive edge.
1.7	Scope of the Study
This study covered the area of marketing, supply chain and distribution, planning and control etc and information shall be drawn with the 7up Bottling Company Plc as case study. However, the study has its limitation in the collection and processing of data through the use of questioner and interview since it is bases on primary data. 
1.8	Definition of Term
 Marketing Mix
According to Kotler and Amstrong (2010) marketing mix is the set of marketing tools used by an enterprise to achieve the objectives of the adapted marketing in the particular marketing segment.
Sales Promotion
Sales performance is a direct inducement that offers an extra value or incentive for the product to the sales force distributors or consumer with the primary objective of creating an immediate sale (Zhang and Tang, 2010).
Product
Product is anything that can be offered to a market for attention, acquisition, use, or consumption hence satisfying customers want or need (Kotler and Armstrong, 2013).
Price
According to Kotler and Armstrong (2008) price is the sum of all the values that customers give up to gain to the benefits of a product or service.
Place
Place is the process where organizations decide where to locate their store and how many stores to have at the convenience of the shoppers (Kanoga, 2016).
Promotion
According to Armstrong (2008), promotion is all activities undertaken to communicate and promote products or services to the target market.

CHAPTER TWO
LITERATURE REVIEW 
2.0. CONCEPTUAL CLARIFICATION
2.1 CONCEPT OF MARKETING
 Marketing refers to the identification of customers' needs better than competing firms. It also includes predict future needs and develop proper products to the needs of customers. So banks in the competitive environment, constantly changing work needs to have a marketing strategy in the light of a series of best practices to achieve the systematic and practical goal and customer satisfaction. Marketing via the method of advertising and advertising - sales promotion - public relations and personal selling will be done. (Abdolvand,2009) Today, due to the rapid growth and competitive market, demand for products and services often has a significant growth. . Due to rapid changes in the status of the competitors, technology and the desires of customers, companies cannot always rely on their existing products. Customers looking for new and more advanced products and companies forced to produce and supply new products that meet the needs, tastes and expectations of customers. For this reason, each company needs to develop new product (Three masters). Banks, financial institutions and marketing activities are affected by some form of monetary and financial .But it seems to due to lack of the traditional marketing communication processes and modern banking purposes, not very useful for this goal. Thus, banks that profit and more market share, according to modern marketing and creative work, service and amenities are offered to meet the needs of customers better than competitors, In other words, in addition to modern banking marketing analysis purposes, strengths and weaknesses, policies, Response patterns and customer needs and competitors' models should also be analyzed. (Porter, 1996) 
2.1.2	MARKET MIX 
The market mix is defined as the combination of decision in the controllable, variable, i.e. product, price, place and promotion. This brings about the marketing strategy and kind of decision to be made for each component. (Abdolvand,2009) . The marketing mix can be defined as the term used to describe the combination of the 4ps import which constitutes care of a marketing system i.e. the product, price, place and promotion.
Product: this concerned with product planning and developing the right product and/a service to be market by the company.
Price: can be defined as the amount the customer paid for a particular goods or services, if the general value or services price represent in addition the revenue generated by the company where as other marketing mix (product, place, promotion represent cost.
Place: this is concerned with decision to determine the channels through which he will distribute is product.
Promotion: this is the component used in communication to consumer and related personal selling advertising and sales promotion decision
2.1.3 Marketing mix strategies
McCarthy (2011) defines strategy as a direction and scope for an organization in meeting long term objectives by configuring its resources in the present dynamic business environment. According to Nagle & Holden (2012) strategy is an underlying concept in strategic management. However, the marketing mixes are a set of controllable or the tactical tools in marketing which are used by an organization so as to meet the needs and demands in the target market. Therefore, the marketing mix strategies include all the responses of a firm in ensuring that the target market positively influences their product demand. Firms who aspire to meet the customer needs often have to focus on understanding the customers and developing appropriate strategies to improve their performance. The following section provides a discussion based on the 7Ps of marketing mix strategies.
2.1.4 Product strategy
Product strategy refers to all the goods and services that a company offers to the target market in order to satisfy their needs. It also includes physical products, services, information, places, organizations or ideas that can be offered for acquisition or consumption that might satisfy a want or a need. Products are classified in two categories; tangible and intangible products (Kotler 2013). The product is therefore more than a branded, packaged good offered for sale. Its definition has been widened to include services and benefits and the services that can be achieved from the product.
Product strategy consists of elements such us packaging, branding labeling and product attributes that are of good quality, style, features and design. Strong brand preference is an added feature to the product. A product consist of 4 life cycle stages ie introduction, growth, maturity and decline stage. New product development leads to a wide product range that influences attraction and retention of many customers.
2.1.5 Pricing strategy
Price is considered as a value placed on a product or a service. Foss (2012) asserts that the when the effective product development, distribution and also promotion positively influence the firm success; so is the efficient pricing strategy. Critics argue that despite the fact that effective pricing strategy is not able to compensate for the poor execution on promotion, distribution and product development, when there is ineffective pricing has a negative impact on the performance of firms (Palmer, 2011).
In addition, the of complexity in the pricing strategy in a firm is quite significant as a result of the high level of homogeneity between the service groups as well as the shared service delivery and also the operating systems. Firms make use of different pricing strategies. This is based on the goals and objectives of the organizations as well as product stage in the market. They include: pricing strategies for new products ie penetration pricing strategy, pricing strategies for established products which is determined by competition, price flexibility strategy, price leadership strategy, and psychological pricing strategy. They offer critical evaluation on the price changes in organizations and how this is affected by the target market (Chisnall, 2011).
2.1.6 Distribution strategy
Distribution strategy is the method a firm uses to get products and services to different channels and networks with objective to reach the end customer, either directly or indirectly. The intermediaries include the agents, wholesalers, distributors and also retailers. These elements help in ensuring that a firm has provided the customers with quality customer service that has an influence on the level of customer satisfaction (Palmer, 2011). Customer requires convenience for the product offering such as the physical access. Distribution channels are important in a firm’s level of competitiveness.
This is because they affect the time when the product reaches the customer as well as final price of the product. Through distribution strategy, an organization gets to understand the sales channels through enhanced knowledge, better segmentation on the distribution within the sales channels, the roles played by the intermediaries on the sales process, getting to understand centers of influence on the sales channel as well as the position of a firm in relation to the sales channel (Whetton, 2011).
2.1.7 Promotion strategy
Promotion and communication strategy is a major component in the marketing mix strategy. It helps firms to communicate on their product or services to the customers. Promotional strategy constitutes a number of elements that include personal selling, sales promotion, advertising, public relations and direct marketing. These elements have an influence on the relationship of the customer and the firm that is essential towards improving the sales of a product or service (Lehtinen, 2011). Integrated Marketing Communication (IMC) implies combining all the elements of promotion together to make a complete picture. This is so that a consistent message is transmitted by all marketing communications. A promotional mix specifies how much attention to pay to each of the five subcategories, and how much money to budget for each. The product lifecycle, among other marketing objectives determines the extent to which these elements are used. Kurtz& Boone (2011) talked about advertising and considered this factor to be a major aspect for the firms in any industry. One of the reasons is that effective advertising helps firms to attract and ensure loyalty of the customers within the current changing business environment. In addition, reports by Lehtinen (2011) indicated that 50 % of the consumers remembered seeing or hearing of the aspect of advertising in firms.


2.1.8 Physical strategy
It involves elements within the store, the store front, the uniforms employees wear, and signboards that assure customers about quality products provided by the organization. A number of elements such as location of a product, nearness to the consumer, tidiness and the general appearance of a product or service are major in determining the physical strategy of a firm (Lehtinen, 2011). This is because these aspects influence the level of satisfaction of the customer. This element of the expanded marketing mix addresses the “tangible" components of the service experience and the firm's image. It refers to the appearance and physical setting which both demonstrates and promises quality. Physical surrounding and other visible cues can have a profound effect on the impression customers' form about the quality of the service they receive (Bitner, 2010).The "service scope" that is, the ambience, the background music, the comfort of the seating and the physical layout of a service facility - can greatly affect a customer’s satisfaction with a service experience (Bitner, 2010). The appearance of the staff, including clothes and grooming may be used as clues (Lovelock, 2011)
2.1.9 Service delivery/ process strategy
Service strategy is a process that helps in the design, development and implementation of the service management as the capability of an organization as well as strategic assets (Whetton, 2011). Process has three main components which include the flow of activities (standardized or customized), the number of steps or the extent of customer involvement.
The extent of customer experience is shaped by the service process. The process within the service delivery is often brought as an expressive performance on the service. The elements include duration, appearance in the work area, employee appearance, and effort of the employee, reliability and the customer level of participation. The process strategy is considered to have a positive impact in regard to performance in an industry.
2.1.10 Personal strategy
This strategy is related to people who have a critical role to play in the service for organizations, more so at the service delivery process during customer interactions with the organization. Keller (2013) asserts that service marketing has stressed on the role of staff and in particular about the customer staff contact as a major component in the delivery of the high quality of the service and contribution to the customer satisfaction. Importance of people in the marketing service varies from firm to firm in an industry. The relationship of the customer varies in relation to frequency, content, duration or regularity.
Many services require personal interaction between customers and the firm's employees and this interaction strongly influence the customer perception of service quality (Rust etal, 1990). Therefore, management faces a tremendous challenge in selecting and training of its staff to do their jobs well and perhaps even more important in motivating them to care about doing their jobs and to make an extra effort to serve their customers. Employees must believe in what they are doing and enjoy their work before they can intern provide good service to customers (Berry, 2013).
2.1.12 Marketing mix strategies and performance
The marketing mix is a long term plan on action which is used in order to help a firm to gain its competitive advantage over its competitors. The competitive advantage is sustainable when competitors cannot imitate their source of competitiveness or when no other firm conceives a better offering (Baron, 2010).In a study by Riordan et al. (2012) asserted that performance is viewed as a multidimensional construct and that the level of performance of a firm differs based on a number of factors that characterize the industry.
It has been argued that the use of marketing mix strategies has been done so as to have amore direct related marketing practice with the outcomes.
Effective marketing mix strategies have greatly contributed towards improved business performance in different aspects of a firm such as the growth in sales volume, the level of the return on investment as well as maintenance of the goodwill. This implies that effective marketing mix strategies strengthen the level of competitiveness and the market share. In another study by Kurtz & Boone (2011), effectiveness of marketing mix strategies affects the level of the application of strategies that influence performance of firms. The study argued that challenges which marketers face are in terms of their inability of showing the level of effectiveness of their marketing mix strategies. This makes it difficult on anticipation on the changes which take place in the marketing situation of a firm and evaluation of the whole of the market. It is clear, that there are no agreed conclusions about the marketing mix strategies and their relationship to the performance of firms.
2.1.13 Measurement of marketing mix effectiveness
A number of methodologies are used in measuring the effectiveness of the marketing mix elements in an organization. They include the shareholder based financial performance, the balanced score card and also triple bottom line. Much of the performance in the literature on business and economics has concentrated on financial returns, the return on investment, economic returns or the shareholder returns. Offering the maximum possible return to the shareholders is the major role of the managers. Balanced score card evaluates the performance of firms in relation to the finances, the customers, motivation and also learning as well as internal efficiency. The triple bottom line constitutes of the societal interests. It relies on the idea that organizations need to measure their performance from the aspect of economic, environmental or the social added value. It is effective in terms of their ability in creating awareness on the performance of a firm on the eyes of the managers as well as helping in improving the level of accountability for the firms. Firms need to adopt the shared value as an approach to offer encouragement to create more profits and improved social benefits. Balanced score card and the triple line are often a multifaceted approach on the organizational performance since they are not only concerned with the financial figures but also on the other aspects that offer a healthier and a critical approach to measuring financial performance.
Marketing Research
Marketing research is the systematic and objective search for an analysis of information to guide managers in marketing planning and problem solving, marketing research is all about adequate information which is the life blood of decision making and improves marketing performance.
Benefit of Marketing Research
Marketing provides job opportunities, it has helped to promote job which have lead to specialization in order to avoid redundancy.
Marketing provide for the customer varieties of goods it has also provide consumer choice by knowing what they want and making their works available to them. 
Production Concepts 
A product can be defined as anything that is offered and accept in exchange for specification. A product can be distinguished into three level which are the tangible product and the augmented product.
· The core product: this is what prompts you to by a product for your satisfaction purpose 
· Tangible product: these are the visible part of product that can be seen and touch e.g package wrapper and quantity.
· Argument product: this is the third level of a product provide after sale services, services maintenance and instruction for their customers.
PRODUCT PLANNING AND DEVELOPMENT
1) Product policy: this consists of a company’s packaging presentation sale aid and the product to manufacture and seller.
2) Product development: this refers to all activities that feature specification which ultimately make a product to have a new or different characteristic or consumer benefits. It also includes the technical development of the product in the laboratory as well as safety and quality tests.
3) Product line: this refers to all board group which are intended for essential and similar use and processing reasonable similar physical character e.g short and underwear.
4) Product mix: is the full cost of all product offered for sale by a company. The measurement of product mix has the dimension of breath and depth. The breath is measured by the number of product line carried out it depth by the assortment of size, color and model offered which each product line.
PRODUCT DIFFERENTIATION
Product differentiation involves creating and promoting difference between a company product and that of its competition generally tries to offer customer product that are unique and clearly different from those of other competitors. The main factor used in different product is: - 
· Product/style
· Product size
· Packaging
· Presentation
· Branding
· Price
· Quality
· Distribution channel
The price is not a critical factor for differentiating product. This is because it is not always that customer will buy the cheapest product. They may be willing to pay for the product they consider best designed packaged, presented and also through the right channel.
If a buyer motive and needs of consumer are found out through research major difference can be made in product order to give it an edge over competing offering product differentiation in the essence of competition in market place and this applied to physical as well as services.
PRICING OBJECTIVES
A price is the amount of money asked to pay for a commodity it is the value worth of a product or services and represented the cost of the article to buyer the efficient pricing of goods and services is a fundamental factor in the successful operation of a business organization. This job of manager responsible for pricing is the develop and implement a pricing strategy that meet the need of particular company at certain point in time to this efficiently the manager must know the company’s objective in fixing the price of a product, the company objective must be considered the objective may fall into one of the following categories.
· To skin the market by using high price (in the case of new product)
· To achieve target profit or return on investment
· To maintain, improve or maximize a market share
· To maximize current profit
FACTORS INFLUENCING PRICING DECISION  
The most important factor that influences price is mostly demand competition and legal constraint.
a) Cost: set a floor below which price should not fall, if price are lower than cost, volume may high but loses will be incurred to relate the cost to price-we must first classify cost. Some costs very directly. Cost do not vary in short run are called cost which when divided by the volume of output give average total cost per unit asking to high price or sustain unnecessary loss in revenue by setting too low price.
b) Legal constraint: price must be set with in the legal framework existing at the time that affects, it may be passed in order to pursue a national economic objective such as a way to curb inflation protect the consumer from exploitation and competition among producer.
 PRICING TECHNIQUES 
Pricing techniques may includes
· Cost plus or make up percentages to the unit operation and distribution cost of production without references to prevailing demand condition.
· Target price margin: in which is set to achieve a satisfactory profit or target rate of return on in investment estimate standard production level.
· Market penetration principle: in which a relatively low price is charged in order to maximize market penetration as quickly as possible.
· Skin to certain price: in which price is high and a high promotion support is used. The aim is to reap all the initial profit before the competitor enters the market. This approach is most suitable under the condition specify in section 4.4 under skin the cream marketing approach e.g. what MTN and Econet used when mobile phone was first introduced.
i. PHYSICAL DISTRIBUTION
Physical distribution is concerned with efficient movement of raw material from supplier and finished goods form the end of production line to customer ensuring that such good arrived to the place at the right time. However, distribution can be regarded as an extension of a marketing organization the demand for goods and services can be profitably supplied, hence marketing task will remain uncompleted.
TYPES OF MIDDLEMEN
· The agent
· Wholesaler
· Retailer
· The Agent: there is middlemen who do not take to the goods the deal in their primary function are making contracts buying and selling. They receive a commission merchandize broker, auction comprises, import and export.
FACTOR AFFECTING CHANNEL OF DISTRIBUTION
Hoarding: some unscrupulous people create artificial scarcity of good in the country through hoarding this is greatly affecting the distribution channel.
Poor transportation and communication system: for any distributive trade to be successful there must be efficient transportation system carryout goods from house to store house and marketer both the transportation and communication are weak and very inefficient.
Large number of middlemen: the numerous middlemen in commodity distribution process have become one of the major problems of distribution trade due to multiplicity middlemen that goods passed through are too much, this lead to increasing price of commodities before it gets to the final consumer.

i. SALE PROMOTION
Sales promotion consists of all activities aimed at promoting immediate sale in short term special after and advertising programme directed to consumer the trade (dealer) or both is designed to achieve fast sale response it consists of all activities which carry message in the media and tools controlled directly by the company itself. 
Sales promotion is used by both the consumer and the industrial product manufacturer and retailers he concerns only with activities which primary function is that of inviting persuading and otherwise encouraging and stimulating trade in the retailer store there are major forces of sales promotion like display and such associated activities like special scale e.g charismas price reduction, radio, television contest and fashion show. 
ii. SCALE PROMOTION OBJECTIVES
· To lunch new product through a reduced setting price samples, premium gift, coupon and extra
· To encourage extra selling effort in the respect of product by offering some form of special incentive, wholesaler and retailer will be encourage to display a product prominently and particularly during product season.
· To encourage sales representative to put a special effort and do more prospecting. The main purpose of sale promotion is to influence sale positively and add to the company’s knowledge and understating of its product and its responsiveness to different marketing techniques.
· To encourage dealer to stock new items sale promotion can be used to established distribution by making special offer to the trade so that the gaps existing in the distribution of a product are filled while extra dealers are gained in area that are poorly represented.
iii. PROMOTIONAL STRATEGIES
Promotional strategy consists of personally paid of dissemination of information about the company and the product manufacturer, promotion is therefore persuasive communication about an organization and its product, the communication message storage the media, the audience, the respondent, the feedback and the foundation of promotional strategy.
The consumer derives both direct and indirect benefits from promotion. Promotion activities are aimed at educating and informing consumers about the availability, usage desires fantasize and provide image of what life is like and what it might be like in the futures.
iv. PROMOTIONAL MIX 
The key areas of promotional strategies are personal serving advertising, sale, promotion, publicity and public relation.
1. Personal selling: personal selling is the oral communication with prospective purchasers. It most frequently performed marketing activities. The management and control of his activity is challenging. Since it involves face to face contact discussion between seller and buyer.
2.  Advertising: this is non-personal promotional activities by an identified sponsors advertising is the market most visible activities.
3. Scale promotion: this refers to those promotional activities other than four which stimulate interest traitor, purchase by final consumer or at middlemen or even at company own force.
4. Publicity and public relation: this is the promotional strategy that consists of non-paid mass communication about an organization upon the firm ability to sell at a profit.
2.2	THEORETICAL REVIEW
This study was based on the Resource based view theory and competence based theory.
2.2.1Resource Based Theory
The resource based theory defines show effective and efficient use of the resources of a firm is essential towards creating a sustainable competitive advantage. According to Porter (2011), the theory places emphasis on the resources of a firm as a determinant on the competitiveness of firms in the industry. The theory has moved through different changes over the past decade by various scholars for instance by use of terms such as resources, capabilities, assets or the competences in description of the factors which have an effect on the competitiveness of a firm. The resources of a firm are placed into physical capital resources, human capital and the organizational capital resources. Fiol (2011) remarks that both the skills and resources and the way firms use them must constantly change, the leading creation of continuously changing temporary advantage. This suggests that it is the way resources are configured and not the capabilities as such that is the source of competitive advantage. The resource-based view of the firm predicts that certain types of resources owned and controlled by firms have the potential and promise to generate competitive advantage and eventually superior firm performance (Ainuddin et al., 2012).
2.2.2 Competence Based Theory.
Competence based theory is defined as an approach to managing business in a given way. On this approach, the business is an open system which interacts with the environment to obtain given resources and to improve their outputs. Based on this theory, the capacity of a firm is developed on the core competences which cannot be acquired by the competitors and also create more profits which provide the basis for firm performance (Prescott, 2011).In the present dynamic business environment, the competitive position of a firm is challenged constantly by the growth of new technologies, products, the markets as well as competitors. On the other hand, flexibility and adaptability have formed major concepts of management in developing sustained competitive advantage (Whetton, 2011). Competence based theory provides the foundation for firm competitiveness. It is one of the main studied theories pertaining to the influence of the strategies of a firm to improving its performance. This theory hence has a major role to play on evaluating the competitiveness of a firm and its sales that fit on the perception of the customers to improve their general performance in the market (Lovelock, 2011). Thus this theory aligns to a firm’s ability to examine the dynamic business environment and develop strategies for survival.




CHAPTER THREE
METHODOLOGY
3.0	PREAMBLE
	This chapter consist the research method adopted. It explains the sample selection and describes the procedure in the designing the instrument and collecting data and also the statistical procedure to be used in data analysis.
3.1 RESEARCH DESIGN
		The phase of this work involved a design of procedure that guided the study in data collection which is the hall mark for any research. The research design adopted in this research work is the descriptive survey research design which involves the usage of structured designed questionnaire in the collection of data. (Guba and Lincoln, 2005, Heftz 2007, Yin 2003), it is designed to find out the extent to which in sourcing will promote.
3.2 Population of the study
According to Mugenda and Mugenda (2003), a population is the entire set of relevant units or elements that a researcher tends to study. The target population for this study was 127 staff at 7up bottling company. It comprised of production, sales, finance and marketing.
3.3 Sampling Techniques
The study used stratified random sampling. According to Kothari (2004), sampling technique is the process of selecting a number of respondents for study. Stratified random sampling is the process of stratification hence creating a strata based on income level, management level, and life stages (Sekaran and Bougiea, 2010). Stratification is used to reduce standard error and provide some control over variance (Oso, 2009). The target population was divided into a stratum which included; marketing assistant, sales assistant, production supervisor and finance assistant.
3.4 Sample Size
According to Polit (2001), a sample size is a proportion of a population. Tustin, Ligthelm and Van (2005), state that sample size is a smaller set of the larger population. Use of as ample enables a researcher to save time and money hence get more detained information for its respondents. Sample size was drawn using the following formula.
Theory Morgan
𝑛=		𝑁
 1+(𝑒2)
Where n = number of samples, N = total population and e = error margin / margin of error.
N= 127
[(1+ 127 (0.5)2]
· 96
3.5 Data Collection Methods
According to Cooper and Schindler (2008), data collection is the systematic and calculated gathering of information based on research variables. Closed ended questionnaires were used to collect primary data. According to Sansoni (2014), a questionnaire is a data collection tool that is designed to collect structured and unique data from respondents. For the purpose of this research work, a structured questionnaire was distributed among the staff of 7UP bottling company.
3.6. RESEARCH INSTRUMENT
	The research instrument used as main source of information for this research work was structured questionnaire based on a five point psychometric Likert scale.
	According to Olorunfemi (2004), questionnaire is a sequence of questions designed to collect data on a specified subject, usually from respondents.
	The researcher made use of questionnaires which was distributed to the Staffs of the case study in a simple random sampling. The questionnaires were in two (2) sections:
1. Section 1: This contain the respondents’ bio-data i.e. general information about the respondents and respondents’ organization seeking the demographic characteristics of the respondents.
2. Section 2: This  deals with questions that are directly related to the variable factors stated objectives i.e. questions and hypotheses for the purpose of this research work eliciting suggestions for managing financial information. 
The data collection adopted the closed ended structured questionnaire. The statement was phrased with a possible response continuum based on a 5 point psychometric Likert Scale questionnaire;
5		-	Strongly Agreed (SA)
4		-	Agreed (A)
3		-	Indifference (I)
2		-	Disagreed (D)
1              -         Strongly Disagreed (SD)
3.7 Data Analysis Methods
According to Cooper and Schindler (2008:93), data analysis is the process where collected data is reduced to a more controllable and convenient size, and a researcher can start to identify trends or patterns, apply statistical techniques and give a summary of the data. Collected data was sorted and coded. Statistical Package for Social Sciences (SPSS) was used to analyze data. Descriptive and inferential research was used to analyze data. The researcher used frequencies, mean, variances, and standard deviations to analyze descriptive research. Infеrеntiаl statistics is а technique used by researchers to study samples and make gеnеrаlizаtions about the population (Zulfiqar and Bala, 2016). The study analysed inferential statistics using Pearson correlation to determine relationship between variables. Tables and figures were used to present findings.
3.8. Model Specification
This study adopted a model previously used by Mehrdad (2011) with slight transmutation to estimate the determinants of marketing mix on survival of business. However, study tried to modify his work by employing additional independent variables. The new model is of the general form. Therefore, the model used to analyze various marketing mix strategy is translated below:
ORG SURVIVAL= f (PROM, PRICE, ADVERT, PRODUCT)
Where;
PROM = promotional strategies employ by 7 up bottling company
PRICE   = Price strategies employ by 7 up bottling company to give them competitive edge
ADVERT = Advertisement strategy employ by the 7 up bottling company
PRODUCT=this in the proxy of product differentiation in terms of new product development and product uniqueness.
U     = Disturbance Term




















CHAPTER FOUR
DATA PRESENTATION, ANALYSIS AND INTERPRETATION
4.0 PREAMBLE
This chapter provided analysis and findings obtained from the field. It also discusses results on demography; age, gender, marital status, number of years in the organization, level of education and department in the organization. The chapter further outlines effects of marketing mix on sales performance.
4.1. Response Rate
The researcher issued a total of 96 questionnaires and only 58 were filled and returned giving a response rate of 60%. This was sufficient for the study as indicated in Table 4.1.
Table 4.1: Response Rate
	Variable
	Frequency
	Percentage

	
	
	

	Filled and returned
	58
	60

	
	
	

	Non-response
	38
	40

	
	
	

	Total
	96
	100

	
	
	


	Source: Authors survey, 2025
4.2 Demographic Information
This section gives an analysis on the results on demographic factors of the respondents who participated in this research study.
4.2.1 Age of Respondents
The researcher sought to investigate the age of the respondent’s. Findings revealed that 31% of respondents were between 31-35 years, 26% of the respondents were between 26-30 years, 21% were between 36-39 years, 15% of respondents were 25 years and below and 7% were above 40 years. As shown in Figure 4.1 below 
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Figure 4.1: Age of Respondents

4.2.2 Gender of Respondents
The researcher sought to investigate the distribution of respondents by gender. Findings revealed that 50% of respondents were male, 45% were female and 5% never answered as shown in Figure 4.2 below
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Figure 4.2.: Gender of Respondents

2.3 Marital Status
The researcher sought to investigate the marital status of the respondent’s and the findings revealed that 27 respondents were married this represents 47% of the total population. 19 respondents were single this represents 33% of the total population, 7 respondents were divorced this represents 12% of the total population, 4 respondents were widowed this represents 7% of the total population and 1 respondent did not respond this represents 2% of the total population as show in Figure 4.3 below.
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Figure 4.3: Marital Status

4.2.4 Years in the Organization
The researcher sought to investigate the duration respondents have worked in the organization and findings revealed that 26 respondents have been in the organization for 6-10 years this represents 45% of the total population, 16 respondents have been in the organization for 11-14 years this represents 28% of the total population, 12 respondents have been in the organization for 2-5 years this represents 21% of the total population and 4 respondents have been in the organization for less than 2 years this represents 7% of the total population as shown in Figure 4.4 below
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Figure 4.4. Year of service in the organization
4.2.5 Level of Education
To research sought to investigate respondent’s literacy level and the findings revealed that 17 respondents have diploma this represents 29% of the total population, 16 respondents have a degree representing 28% of the total population, 14 respondents have masters this represents 24% of the total population as shown in Figure 4.5 below:
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Figure 4.5: Level of Education
4.3 Relationship between Marketing Mix and Organization Survivals
The study sought to analyze the relationship between marketing strategy mix and survival. Respondents were asked a number of questions and were supposed to rate them with the highest being strongly agree (5) and the least being strongly disagree (1).
On analysis of the means majority of the respondents agreed that use of pricing strategy has increased sales volume (4.59), price promotion has a significant impact on perceived product quality (4.25), use of penetration pricing influences customer purchase (4.09) and value-based pricing has a positive impact on profitability (4.03). However respondents could not reach an agreement on 7upplc offer products in lower prices market segments (3.34), price penetration has a positive effect on organizational growth and performance (3.28), 7up plc uses price reduction, free samples, bonus packs (3.24) and use penetration pricing to increase product adoption (3.17). In addition findings also revealed that respondents disagreed that price promotion strategies does not affect sales performance (2.86) and use of price discount influences to a significant reduction in sales performance (2.19) as shown in Table 4.3 below.
On analysis of the standard deviation 7upplc uses price discounts, free sample; bonus packs had the highest mean of (1.689). This means the there was a bigger variation between those who agreed, disagreed and neutral. In addition, use of pricing strategy has increased sales volume had the lowest deviation of (0.497).This implies that there was little variation between those who agreed, disagreed and neutral.
Table 4.3: Relationship between marketing strategy mix and Organization Survival
	VARIABLE
	MEAN
	SD

	
	
	

	Use of pricing strategy as a means of marketing mix has increased sales volume
	4.59
	.497

	
	
	

	Value-based marketing mix has a positive impact on profitability
	4.03
	.725

	
	
	

	Use of penetration pricing influences customer purchase
	4.09
	.864

	
	
	

	Price penetration has a positive effect on organizational survival and
	3.28
	1.519

	performance
	
	

	
	
	

	
	
	

	Price promotion strategies does not affect sales performance
	2.86
	1.605

	
	
	

	Use of price discount influences sales performance
	2.19
	1.370

	
	
	

	7up plc offer products in lower prices market segments compare to other competitors
	3.34
	1.433

	
	
	

	7 up use penetration pricing to increase product adoption
	3.17
	1.187

	
	
	

	Price  promotion  has  a  significant  impact  on  perceived  product
	4.25
	.872

	quality
	
	

	
	
	

	
	
	

	7 up uses price discounts, free samples, bonus packs
	3.24
	1.689

	
	
	


Source: Authors survey, 2025
4.4 Relationship between marketing mix strategies, promotion and Sales Performance
On analysis of the means majority of the respondents agreed the organization uses marketing mix (advertising) to present product and ideas (4.55), sales promotions influences sales volume (4.53), use of e-marking has a positive influence on performance (4.52), use of direct marketing increases profit(4.52), promotion of products gives companies a competitive edge (4.50), sales promotion is used to create interest, and brand awareness (4.41),advertising has increased sales (4.38), and sales promotion has increased brand loyalty (4.02). Findings also revealed that respondents disagreed that personal selling and publicity was used to promote products (2.17) and 7 up offers price discounts and coupons (2.03) as shown in Table 4.5.On analysis of the standard deviation personal selling and publicity was used to promote products had the highest deviation of (1.142). This means the there was a bigger variation between those who agreed, disagreed and neutral. In addition, marketing mix was used to present product and ideas had the lowest deviation of (0.502). This means that there was little variation between those who agreed, disagreed and neutral.

Table 4.4: Relationship between Promotion and Sales Performance
	VARIABLE
	MEAN
	SD

	
	
	

	Sales promotions influences sales volume
	4.53
	.821

	
	
	

	Use of sales promotion has increased brand loyalty at 7 up plc
	4.02
	.982

	
	
	

	Marketing mix has increased sales at 7 up plc
	4.38
	.671

	
	
	

	Use of sales promotion create interest, and brand awareness
	4.41
	.702

	
	
	

	Use of e-marking has a positive influence on performance.
	4.52
	.504

	
	
	

	Use of direct marketing at 7 up has led to an increase in profit
	4.52
	.504

	
	
	

	Promotion of products gives companies a competitive edge
	4.50
	.504

	
	
	

	7 up offers price discounts and coupons
	2.03
	1.059

	
	
	

	7 up uses personal strategy selling and publicity to promote their products
	2.17
	1.142

	
	
	

	7 up uses advertising to present product and ideas
	4.55
	.502

	
	
	


	Authors’ survey, 2025
4.3. Test of Hypothesis
Regression Analysis
The research analyzed relationship between sales performances against promotion, price, place and product. The results showed that the R2 value was 0.197hence 18% of the variation in sales performances was explained by the variations in promotion, price, place, and product as shown in Table 4.7 below.



Table 4.5: Model Summary
	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate
	Change Statistics
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	R Square change
	F Change
	df1
	df2
	
	Sig. F change

	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	

	1
	.444a
	.197
	.136
	.27539
	.197
	3.246
	4
	53
	
	.019

	
	
	
	
	
	
	
	
	
	
	


	Source: Authors survey, 2025
A. Predictors: (Constant), promotion, price, place, product
An ANOVA analysis was done between sales performances, promotion, price, place and product at 95% confidence level, the F critical was 3.246 and the P value was (0.000) therefore significant as shown in Table 4.8 below.
Table 4.6: ANOVAa
	
	Model
	Sum of square
	df
	Mean Square
	F
	Sig.

	
	
	
	
	
	
	

	
	Regression
	985
	4
	.246
	3.246
	.000b

	1
	Residual
	4.019
	53
	.076
	
	

	
	Total
	5.004
	57
	
	
	

	
	
	
	
	
	
	


A. Dependent Variable: ORG SURVIVAL
B. Predictors: (Constant), promotion, price, place, product
4.7. Coefficients of marketing mix, Promotion, advertisement on organization survival
The findings in table 4.9 indicates that only promotion has a significant positive effect on organization performance (β= 0.444, p<0. .001) whereas product (β =0.137, p> 0.305) and price (β =0.043, p> 0.730) had a positive effect, and Advert (β =-0.094, p>0.249) had a negative effect as shown in Table 4.9
Table 4.9: Coefficients of Org Performances and Co-Factors
	Model
	Unstandardized
	Standardized
	t
	Sig.

	
	Coefficients
	Coefficients
	
	

	
	
	
	
	
	

	
	B
	Std. Error
	Beta
	
	

	
	
	
	
	
	

	ORGSURV
	2.801
	.977
	
	2.867
	.006

	Product
	.131
	.127
	.137
	1.035
	.305

	Price
	.033
	.095
	.043
	.347
	.730

	Advert
	-.070
	.094
	-.094
	-.744
	.460

	Promotion
	.374
	.109
	.444
	3.430
	.001

	
	
	
	
	
	


Hypothesis Two
H02: there is no relationship between promotion and sales performance of 7up bottling company
	Model Summaryb

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.750a
	.563
	.508
	.429

	Source: SPSS DATA OUTPUT, 2025
a. Predictors: (Constant), PROMO

	b. Dependent Variable: SAL PERF
	


The table above shows the model summary of the regression analysis which indicates that our R shows an overall relationship of 75% on our variables on the organisation performance. R2 shows that our model is contributive of 56.3% which means that for every sales volume on organization, our model is contributive with 56.3% the remaining 43.7% cover the stochastic error term. The adjusted R is .508.
	ANOVAb

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	3.790
	2
	1.895
	10.287
	.001a

	
	Residual
	2.947
	16
	.184
	
	

	
	Total
	6.737
	18
	
	
	

	Source: SPSS DATA OUTPUT, 2025
a. Predictors: (Constant), PROMO
	
	
	

	b. Dependent Variable: SALE PERF
	
	
	

	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	3.040
	.554
	
	5.491
	.000

	
	PROMO
	.361
	.087
	.749
	4.174
	.001

	Source: SPSS DATA OUTPUT, 2025
a. Dependent Variable: ORG PERF
	
	
	


Key: *P<.05, **P<.001 The result in table shows that the effects of sales performance and product offered to the market, price, promotion, were positive and significant (Beta= 0.749; t = 5.491; p.001<.05;). This result implies that when high quality product is produced by business organizations and promoted, efficient distributed will lead to higher business performance, in term of profitability, increase market share, customer satisfaction and market expansion. However, the relationship between business performance and promotion was significant.


4.3. Discussion of Findings
The result of the analysis of marketing mix strategy on survival for business organization provides support for the research objectives and the research questions set out in the study. The result shows that in 7 up plc, there is a statistically positive significant effect of sales’ promotion as a tool of promotional strategy on market share (P 0.001< 0.05). Advertising as a promotional strategy tool has un-statistically significant effect on market share (P > 0.05). price as a component of promotional strategy also has insignificant effect on organization survival (P > 0.05. 







CHAPTER FIVE
DISCUSSION, CONCLUSION AND RECOMMENDATION
5.0 PREAMBLE
This chapter discusses findings in regards the following research objectives relationship between various marketing mix and survival of business organization. The chapter also gives conclusion and recommendation for improvements and further studies
5.1 Summary
The purpose of the study was to determine the effects of marketing mix on survival performance. The research was guided by the following objectives: To examine the extent of which marketing mix enhances organizational survival in 7up bottling company. To evaluate the relationship between promotion and sales performance at 7up bottling company. To determine the relationship between the marketing mix strategies and performance of 7up bottling company.
Descriptive research used. Target population was 127 staff at 7 up plc. Stratified random sampling was used to select a sample size of 96. Structured questionnaires were used to collect data. A pilot study was done to check for accuracy and clarity. Questionnaires were self-administered. They were dropped and picked immediately respondents were done answering. Ample time was given to respondents to answer the questionnaire. Five-point Liker scale was used. The questionnaire was also sub-divided into five sections; demography, product and sales performance, price and sales performance, place and sales performance and promotion and sales performance. Descriptive and inferential statistics was used to analyze data. Tables and figures were used to present data. Statistical Package for Social Sciences (SPSS) software was used to analyze the data.
The study revealed that majority of the respondents agreed that promotion is used to present product and ideas and advertising has increased sales give competitive edge to the company. 
5.2  Conclusion 
7up uses promotion to present product and ideas hence give them competitive edge, The significant effect of the adoption of promotional strategy in the selected company does not only reflected in improved their survival chance, market share size and increased bottom line but has also shown that the customers and the society at large benefitted from the product information that are communicated to the markets. Promotional strategy therefore provides Soft drink companies with the ways to effective connect with their target market in order to consequently improve the fortune of their business or organization and as well gain competitive edge in the market over their rivals .The findings reveal that among all the marketing mix strategies,  promotional strategy is potent tool to influence performance in the organization and equally a strategic option that could determine the survival of any organization in her drive and quest to achieve marketing objectives. The findings reveals further that promotional strategy affected market share and profitability in the 7 up plc and at significant level.
5.2 Recommendations
The marketing mix strategies adopted by 7 up plc. Should be more emphasized in order to have greater influence on performance. 
i. In addition to price leadership strategy, formula based pricing strategy and fixed pricing strategy on retail stations,
ii. The firm can also have psychological pricing strategy in various market segments.
iii. On product strategy, the firm should venture in other products like Lemon to boost sales revenues.
iv. The firm can also increase physical presence within Ilorin metropolis since their arch rival is not more producing in the state; this will give them more competitive edge and large market share.
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