EFFECT OF STRATEGIC MARKETING PLANNING ON NEW PRODUCT DEVELOPMENT IN MANUFACTURING INDUSTRY
(A CASE STUDY OF LUBCON LIMITED, ILORIN KWARA STATE)


BY


AKINWALE SAMUEL TIMILEYIN
HND/23/BAM/FT/0957

BEING A RESEARCH PROJECT SUBMITTED TO THE 
DEPARTMENT OF BUSINESS ADMINISTRATION AND MANAGEMENT, 
INSTITUTE OF FINANCE AND MANAGEMENT STUDIES, 
KWARA STATE POLYTECHNIC, ILORIN

IN PARTIAL FULFILMENT OF THE REQUIREMENTS FOR THE AWARD OF HIGHER NATIONAL DIPLOMA (HND) IN BUSINESS ADMINISTRATION AND MANAGEMENT


			
						


MAY, 2025




CERTIFICATION
This is to certify that this project was carried out by JIMOH KAFAYAT MOTUNRAYO and has been read and approved as meting part of the requirements for the Award of Higher National Diploma (HND) in Business Administration in the Department of Business Administration and Management, Institute of Finance and Management Studies (IFMS), Kwara State Polytechnic, Ilorin.


………………………… 				          …………………………
DR. ABDUSSALAM F.A.			                                  		Date               
Project Supervisor



………………………… 				          …………………………
MR. ALIYU B.U.				                                  	Date               
Project Co-ordinator



………………………… 				          …………………………
MR. ALAKOSO I.K.				                       Date               
Head of Department
			

………………………… 				          …………………………
External Examiner			                                  		Date              






DEDICATION
This project is dedicated to  God Almightyfor giving me wisdom and knowledge throughout the program and also to my parents.



ACKNOWLEDGEMENTS
A word expression is not enough to express my gratitude to God and the people who in one way or the order the other contributed to the success of this project work My first gratitude goes to Almighty God who gave me the opportunity to start and finished my academic pursuits in this institution. Special thanks to my project supervisor Mr. SAKA, Taofiq Alao who has offered constructive criticism and comments at every stages of the preparation of this project and the pains for the necessary modification and advice. Thank you sir remain bless (Amen). The wise says. “Behind any successful man there must a woman” am using this opportunity to thank my parents;  MR AND MRS JIMOH who gave me moral and financial support on my education career, may Almighty God continue to help you and provide for your needs. Finally, I express my gratitude to friends and colleagues who had in one way or the other contributed to the programme. Thank you all and God bless (Amen).










TABLE OF CONTENTS
					Pages
Title page                                                                                       			i
Certification										ii
Dedication										iii
Acknowledgement									iv
Table of content									 v
List of tables’										vii
Abstract										viii
CHAPTER ONE: INTRODUCTION
1.1 Background to the study								1
1.2 Statement of the problem								7
1.3 Research questions								8
1.4 Objectives of the study								9
1.5 Research hypotheses								9
1.6 Scope of the study									9
1.7 Significance of the study								10
1.8 Definition of Key Terms								10
CHAPTER TWO: REVIEW OF RELATED LITERATURE		
2.1 Introduction									11
2.2 Conceptual framework								11
2.3Dimensions of Strategic marketing						16
2.4 Strategic Marketing Planning							31
2.5 Marketing Strategy								45
2.6 Gaining and Sustaining Competitive Advantage					60
2.7 Analysis of Marketing strategy on the market environment			64
2.8 Theoretical Framework								67
CHAPTER THREE: METHODOLOGY
3.1 Introduction									68
3.2Research design									68
3.3 Population of the study								68
3.4Sample size and Sampling technique						69
3.5Method of Data collection								69
3.6Instrument of Data collection							70
3.7Method of Data analysis								70
3.8Brief history of Lubcon Limited 							71
CHAPTER FOUR: DATA ANALYSIS AND PRESENTATION
4.1 Introduction									72
4.2 Analysis of responses to personal information					72
4.3 Presentation and analysis of responses to questions				76
4.4 Test of Hypothesis								87
CHAPTER FIVE: SUMMARY, CONCLUSION AND RECOMMENDATION
5.1 Summary of the findings								93
5.2 Conclusion									94
5.3 Recommendations									94
References										96
Appendix I										102
Appendix II										105

LIST OF TABLES
Tables 									Pages
SPSS analysis (Hypothesis I)							88
SPSS analysis (hypothesis II)							89
SPSS analysis (hypothesis III)						 90
SPSS analysis (hypothesis IV)						 91











ABSTRACT
Competition was more or less unknown in the immediate past manufacturing sector, there was little or no need for marketing strategy which include, innovation, product development, public relation, promotion, and marketing research. The manufacturing industry then concentrated mainly on advertising as their only marketing strategy. The trend in the manufacturing industry in recent times provides an interesting example of a manufacturing industry that has in the past paid very little attention to the development of strategic marketing for manufactured products. The objective of this study is to examine the relevance of strategic marketing planning as a tool for business survival and also to suggest the various marketing strategies for the manufacturing industry to market new product- so that their objectives can be achieved. The study was based on information collected from Lubcon limited Ilorin. Data collected were analyzed using frequency counts, simple percentage and descriptive statistic. Findings revealed that strategic marketing planning development and implementation are important for marketing of new product and continuing growth and survival of business organizations in this volatile Nigerian marketing environment.
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CHAPTER ONE
INTRODUCTION
1.1	BACKGROUND TO THE STUDY
Marketing strategy is increasingly been adopted in virtually all the sectors of the economy, particularly the manufacturing sector. Marketing strategy has been a major determinant of any organization's short run and long run success and differential advantage in any marketing environment as it has increase the sales volume and profitability of many companies. The need for marketing strategy in any organization cannot be over emphasized, strategy is particularly important in the manufacturing  industry in Nigeria today because of the volatility, highly competitive and the turbulent nature of the marketing environment. Therefore, each of the manufacturing companies must use marketing strategy to develop a competitive advantage. The role of marketing strategy in the organization is to assist in proffering alternative solutions to the problems encountered in the marketing of their products and services. Launching new product to market quickly is a prerequisite for acquiring a competitive advantage. Today even some product development manager faces intense pressure to bring world class product to market in record time many factor contribute to this including acceleration in the rate of technological development, improved mass communication, more intense completion due to the maturing of markets and globalization fragmentation of the market place due to changing demographics, shorter product life cycle and the escalating cost of research and development. This accelerated rate of products obsolesce increase the need to develop new product quickly enough to ensure timely introduction during the product life cycle. To be successful perhaps even to survive, a company must master product strategy and skillfully navigate through proper development and application and management of a product strategy that separate enduring success from failure.

Thus, the success and differential advantages in marketing of manufactured products could be attained when an organization can determine the needs and wants of the customer and directs its marketing effort towards those needs and wants. In recent years, the idea of strategy has received increasing recognition in management literature. Series of publications have appeared dealing with product line strategy, marketing strategy, diversification strategy, and business strategy. They also suggested appropriate changes in the product/service strategy based on the economic climate and business cycle (CuILwick 1975, Hannal et al 1975). This interest grew out of a realization that an organization needs a well-defined scope and growth direction, that objectives alone do not meet this beed but requires additional decision rules in order to enable an organization to have orderly and profitable growth. This kind of arrangement and guidelines has been defined as strategy. Kotler (1996) defined strategy as "the broad principles by which the business units expect to achieve its marketing objectives in a target market. It consists of basic decisions on total marketing expenditure, marketing mix and marketing allocation."Duro (1999) posited that the most successful companies are those that take strategic marketing seriously and strive very hard to have competitive edge or advantage. Marketing strategies match products and services with customer needs, decide where and when to sell and promote products and set prices (Stoner 1989). The approaches to marketing strategy depend on whether the product is new or already established or whether the company is addressing existing customers or is trying to attract new ones.Thus, marketing strategy is a set of objectives, policies and rules that guide the organization's marketing effort over time. This involves response to changing environment and competitive conditions employing all resources of an organization towards attaining the desired goals in terms of sales, pricing and distribution. Marketing strategy statement comprises of two elements: Marketing target and marketing mix. They comprise of the following ingredientsSales promotion and advertising media Blue (1984) defined marketing strategy as a major plan or method for achieving major objectives or goals; he further said that tactic is the plan or method devised to implement the strategy.
The total environment in which the company functions best explains marketing strategy. The business exists like a living organism in an environment that constantly changes and oblivious of the very existence of any particular company. In order to adapt to this changing environment, the company must also need to change. According to Sobowale (1997) Strategy can be looked into from another angle, which is the deployment of human and financial resources against competitors in the pursuit of goals and objectives determined by the leaders of business enterprises, organizations, and even nations. He argues further that marketing strategy embraces decisions that involve the kind of company the organization wants to be and the sort of competitor the company wants to compete with. A strategy is a unified, comprehensive, and integrated plan that relates the strategic advantages of the firm to the challenges of the environment. It is designed to ensure that the basic objectives of the enterprise are achieved through proper execution by the organization (Lawrence and William 1988). Charles and Gareth (1998) define strategy as a specific pattern of decisions and actions that managers take to achieve an organization's goals. Thus, majority of organizations usually have well defined goals in order to achieve superior performance. From the above, a strategy can be defined more precisely as the specific pattern of decisions and actions that managers take to achieve superior organizational performance. Nigeria Financial Review (1998) also defined strategy as a proposed action or sequence of actions intended to have a far-reaching effect on the entity's ability to achieve its objective. It is a blue print of all the important entrepreneurial, competitive and functional area actions that are to be taken in pursuing entity objectives and positioning that entity for sustained success. Strategy describes the decision-making rules governing the direction of growth and profits of an organization's business. In the absence of strategy, there will be no rules to guide the search by the company for new opportunities, there will be a high risk of making bad decisions and there will be lack of control over the overall pattern of resource allocation. Strategic marketing process is thus a managerial process of analyzing market opportunities and choosing marketing position, programs and controls that create and support viable business that serve the company's purpose and goals. It involves planning the future destiny of marketing; it is highly relevant for any organization that intends to focus on the future rather than the present or past strategies and activities. Developing marketing strategy involves a realistic assessment of the weight of an organization's strengths and weaknesses against the opportunities and risks that exist in the market place. There are three activities a company needs to complete in order to develop a marketing strategy;
a.	Determine the desired market position.
b.	Select a growth strategy.
c.	Choose differentiated, undifferentiated, or concentrated marketing.
It is generally believed that organizations in the service sector have been slow to adopt a strategic approach to their marketing activities. There is increasing evidence to suggest that the strategic element of marketing has become more prominent in the service organization (Ennew, Watkins and Wright 1996). In all organizations, strategies are developed at several levels Corporate strategy deals with the overall development of an organization's business activity while marketing strategy focuses specifically on the organization's activities in relation to the markets served. According to Ennew, Watkins and Wright 1990, there are two forms of strategies: deliberate and emergent strategy. The concept of deliberate strategy is based on the notion that strategy is a process; it is assumed that strategy exists as a result of consciously planned activities. Emergent strategy on the other hand is based on the notion that strategy is a pattern, in other words, it is the activities and behaviours which develop informally but fall into some consistent pattern. It should be noted that strategy is not just about being efficient, but it relates to doing a task well while the effectiveness component simply relates to doing the right task having the right product in the right markets at the most appropriate time In designing successful marketing strategy, personnel resources are needed. This is to ensure that suitable and capable person man sensitive, technical and managerial position. In concluding this section, we want to underscore the fact that the effectiveness of organizations will depend on their ability to respond positively to their environment where they operate. It is also worth emphasizing that the concept of strategy has a dynamic component; it implies effectiveness and efficiency, but it also implies responsiveness in developing awareness to environmental change and identifying appropriate and effective reaction to that change.
1.2	STATEMENT OF PROBLEM
Bringing a new product to market requires extensive research and preparation on such product. Insufficient product marketing, duplication or lack innovation, lack of compelling consumer benefits, poor planning in corporate issues such as developing product that does not fit a company marketing strategy and distribution strength brings failure to new product. A product lacking a significant consumer benefit as well as competitive clone item simply does not provide consumer a reason to buy. A product position is the place it hold in the consumer mind relative to the position of other brand in the category and based on the characteristic and benefits which consumer associate with the brand. What the marketer say about the product, how it is priced, packaged merchandise and how it performs create a products position. Advertising that is of insufficient weight to build awareness fails to reach the target consumer or fails to communicate clearly the new product brand name. product that are misprice or have a poor price value relationship as perceived by the target customer will not receive patronage. Organization needs to make use of strengths, weakness, opportunity and threats (SWOT) analysis by assessing the environment in relation to the organization external analysis and internal analysis in marketing of new product, decision must usually be made quickly considering the fact that products are meant to satisfy the needs of some kind necessitating the needs for the study.
1.3	RESEARCH QUESTIONS
	In other to achieve the objectives of this research study, this research will attempt to provide answer to the following research questions.
· What is the importance of strategic marketing on new product development
· Does marketing strategy use pricing method to build market share for new product.
· Would promotion increase brand awareness. 
· What channels of distribution would make the product available to the market.  
1.4	OBJECTIVE OF STUDY
The main objective  of this study is to examine strategic marketing planning on new product in  Lubcon limited, Ilorin kwara State. specific objectives are to:
· Determine the impact of strategic marketing planning on new product design.
· Identify the pricing method use to build market share.
· Examine promotional campaign that will increase brand awareness. 
· Examine the channels of distribution through which the product will be made available to the market.
1.5	RESEARCH HYPOTHESES
To provide answer to the research questions following hypothesis will be tested.
Null (Hₒ) and they are based on assumptions that there is no difference between the variable and the result thereafter. 
· Hₒ    strategic marketing planning has no significant on new product design.
· Hₒ    there is no significant relationship between price method and market share.
· Hₒ    there is no significant relationship between promotional activities and product awareness                             
· Hₒ	   channels of distribution has no significant importance in marketing of new product.
1.6	SCOPE OF THE STUDY
The study would be restricted to the application of strategic marketing planning on new product, focusing on the study of marketing of new product at Lubcon limited Ilorin Kwara State.
1.7	SIGNIFICANCE OF THE STUDY
The relevance of this study is to identify and assess the impact of strategic marketing planning on new product in manufacturing company in Nigeria. The study shall help to define the business of the company and the position of the company as a leader, challenger, follower or niche player in the category and also describe the image or personality of its product. And also proffer solution to the problems associated with product positioning, product design, over estimation of market size. The study shall make the company understand its customers and the competitors by developing product that will deliver value to customers.
1.8	DEFINITION OF KEY TERMS
Strategic Marketing: Can be defined as a fundamental logic by which an organization tends to achieve its marketing objectives.
Marketing Strategy: Can be defined as the long term plan developed toward achieving marketing objective.
Product: Can be defined as something that is capable of satisfying a customer need of want.
Advertising: Can be defined as paid form of non-personal commercial activities which assist trade through presentation and promotion of ideas, goods and services in order to boost sales and making more profit. 
Sales Promotion: Sales promotion consists of a diverse collection of incentive tools.




CHAPTER TWO
LITERATURE REVIEW
2.1	CONCEPTUAL FRAMEWORK
Strategic marketing can be defined as the fundamental logic by which an organization tends to achieve its marketing objectives. The word “strategy” itself can be defined as the basic characteristics of the match an organization achieves with its environment. Strategic marketing is thus an organization’s logical efforts to best match what end users (and purchasers) desire and what programs and services it offers to those end users. This approach to customers, through what will be called strategic marketing, is the philosophical underpinning of this book. Drucker(1973) “ Strategic marketing as seen as a process consisting of  analyzing environmental, market competitive and business factors affecting the corporation and its business units, identifying market opportunities and threats and forecasting future trends in business areas of interest for the enterprise , and participating in setting objectives and formulating corporate and business unit strategies. Selecting market target strategies for the product-markets in each business unit, establishing marketing objectives as well as developing, implementing and managing the marketing program positioning strategies in order to meet market target needs”. Hart & Stapleton (1977)“a statement in very general terms of how the marketing objective is to be achieved, e.g. acquiring a competitive company, by price reductions, by product improvement, or by intensive advertising. The strategy becomes the basis of the marketing plan" Lambin (1977) “The role of strategic marketing is to lead the firm towards attractive economic opportunities, that is, opportunities that are adapted to its resources and knowhow and offer a potential for growth and profitability”. Baker (1984) “the establishment of the goal or purpose of a strategic business unit and the means by which it is to be achieved through management of the marketing function" Cravens(1986) “understanding the strategic situation confronting an organization is an essential starting point in developing a marketing strategy” Hamper (1990) “Although definitions for the term vary, we define marketing strategy as a consistent, appropriate and feasible set of principles through which a particular company hopes to achieve its long-run customer and profit objectives in a particular competitive environment”. Aramario & Lambin (1991)“although marketing has basically an strategic conception of the selling activity, we use to distinguish between strategic marketing and operational marketing, depending on long term or short term objectives. Strategic marketing starts in thoughts about current situation of the company and situational analysis and possible evolution of the markets and the environment, with the goal of detecting opportunities which can establish objectives” Schnaars (1991) “There is no unified definition upon which marketers agree. Instead, there are nearly as many definitions of it as there are uses of the term. Clearly, marketing strategy is a commonly used term, but no one is really sure what it means”. Bradley (1991) "the strategic marketing process therefore implies deciding the marketing strategy based on a set of objectives, target market segments, positioning and policies"
Walker, Boyd, Larreché (1992)“The primary purpose of a marketing strategy is to effectively allocate and coordinate marketing resources and activities to accomplish the firm’s objectives within a specific product market. Therefore decisions about the scope of a marketing strategy involve specifying the target-market segment(s) to be pursued and the product line to be offered. Then, firms seek a competitive advantage and synergy, planning a well-integrated program of marketing mix elements.” Jain (1993) “Marketing strategy is mainly indicated by the marketing objectives, customer and competitive perspectives and product/market momentum (i.e. extrapolation of past performance to the future), form the basis of marketing strategy”. “Marketing strategy is developed at the business unit level. Within a given environment, marketing strategy deals essentially with the interplay of three forces known as the strategic 3 C’s: the Customer, the Competition and the Corporation. A good marketing strategy should be characterized by a) clear market definition, b) a good match between corporate strengths and the needs of the market and c) superior performance, relative to the competition, in the key success factors of the business. Marketing strategy, in terms of these key constituents, must be defined as a n endeavour by a corporation to differentiate itself positively from its competitors, using its relative corporate strengths to better satisfy customer needs in a given environmental setting. Based on the interplay of the strategic three C’s, formation of marketing strategy requires the following 4 decisions:
1. Where to compete. (definition of the market). One or various segments.
2. How to compete, that is, it requires a means for competing.
3. When to compete, that is, it requires timing of market entry.
In its strategic role, marketing focuses on a business’s intentions in a market and the means and timing of realizing those intentions. The strategic role of marketing is quite different from marketing management which deals with developing, implementing and directing programs to achieve designated intentions. To clearly differentiate between marketing management and marketing in its new role , a term-strategic marketing.- has been coined to represent the latter. Camara (1995) “Strategy which defines the general principles for reaching objectives related to the specific and target markets. It contains the main directives of the marketing expenditure, marketing actions, and resource allocation in this area. It includes decisions like: segmentation strategies, positioning, communication. The definition of marketing strategies referring to the marketing plan : it is one of the sections which integrate the marketing plan and its own objective is to present an action plan which will be utilised to reach the marketing plan objectives.” Bennet (1995) " the process of planning and executing the conception , pricing , promotion and distribution of ideas, goods and services to create exchanges that satisfy individual and organizational goals." McDonald M. (1984) “Marketing strategy creates pathways to a desirable future. The output from such marketing strategy analysis and choice (or strategic marketing decision ) is a marketing strategy statement”. Kotler (1997) “the selection of target markets, the marketing mix and the marketing expenditure levels” “The marketing strategy is the way in which the marketing function organizes its activities to achieve a profitable growth in sales at a marketing mix level”. A marketing strategy may be defined as a plan (usually long term) to achieve the organization’s objectives as follows
a) By specifying what resources should be allocated to marketing.
b) By specifying how these resources should be used to take advantage of opportunities which are expected to arise in the future, a marketing strategy would consist of the following:
a. Identifying markets and customers’ needs in those markets.
b. Planning products which will satisfy the needs of these markets.
c. Organizing marketing resources, so as to match products with customers in the most efficient and effective way possible,  so as to maximize customer satisfaction and the organizations profits or sales revenue. (or whatever its objectives are !) at the same time”.
Kotler (1997) “ A methodology of analysis which pretends the knowledge of customers’ needs and the forecast of potential options ( ours and competitors) in order to gain competitive advantage in a long term ( sustainable ) and defendable”. McDonald (1999)“the term “marketing strategy” reflects the company’s best opinion as to how it can most profitably apply its skills and resources to the marketplace. It is inevitable broad in scope. Jain (2000) “Strategic marketing means looking at the whole of a company’s portfolio of products and markets, and managing the portfolio to achieve the company’s overall goals” kotler(2002) A marketing strategy consists of an internationally integrated but externally focused set of choices about the organization addresses its customers in the context of a competitive environment.
2.2	DIMENSIONS OF STRATEGIC MARKETING
Day (1994)discusses different dimensions and concepts of strategic marketing that are of greatest relevance to the study of marketing management. 
2.2.1	MARKET ORIENTATION
Understanding competition is central to form marketing plans and strategy. Chinese general Sun Tzu put importance on knowing both your enemy and yoursel, and sensitively reacting to changing conditions already in the fourth century B.C. (Chen, 1994). This makes him one of the ancestors of market orientation. I think Day (1994) quite well captures the essence of market orientation when defining that “in market- driven firms the process for gathering, interpreting, and using market information are more systematic than in other firms.” To simplify, every company has to choose from two fundamentally different orientation approaches how to operate. First, it can sell what it can make; in this case emphasis is on product features, quality and price. Second, it can make what it can sell; now emphasis is on product benefits and ability to satisfy the needs of customer or solve problems. Where the first alternative, product-orientation, focuses on technical research, the second option, market-orientation, focuses on identifying new opportunities and applying new technology to fulfill customer needs. Primary focus in a market-oriented company is put on customer’s needs and market opportunities. 
Customer is always right, they say. This leads to a challenge of always finding out what the customer actually wants. However, one should also take into account how competitors act and how to communicate and coordinate the information flow between business functions. Combined, these dimensions contribute to market orientation of a company. Market orientation is an important part of contemporary marketing thought with significant amount of research from different perspectives available since the early 1990s. Consequently, several definitions for this concept have also been offered, making it carefully considered (McDonald 1999). Importance of market orientation has not been questioned in marketing literature; Kotler (2003) even argues that segmentation, targeting and positioning – which all can be effectively performed in companies of high market orientation – is the essence of strategic marketing. Especially two research groups, Kohli and Jaworski, and Narver and Slater, have put enormous effort in developing the market orientation concept. Kohli and Jaworski (1990) define market orientation as “organization-wide generation of market intelligence pertaining to current and future customer needs, dissemination of the intelligence across departments, and organization-wide responsiveness to it”. Put differently: know the market, share the market information, and act on it. According to Narver and Slater (1990), rather similarly, market orientation is about customer orientation, competitor orientation and inter-functional coordination with long-term and profitability focuses. Narver and Slater (1990) argue a fundamental benefit of being market oriented to be the continuous superior performance for the business. Market orientation cannot be interpreted to exist in a vacuum from other activities and pressures in the business (Hooley et al, 2001). On contrary, it can be evidenced that facing recent changes in business environment, such as globalization, increased importance of services, information technology and relationships across company functions and firms, have led to a situation where most industries have to be more and more market-oriented (McDonald 1999). Further, without a doubt, market orientation that stresses the importance of using both customer and competitor information (Hunt and Morgan, 2001) should clearly be involved when formulating strategy
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Hunt and Morgan (2001) stress the importance , in addition to current competitors and customers, also analyzing potential competitors and market niches. This, I think, is a good and necessary supplement to the definition of market orientation since myopic market perspective may lead to success only in relatively short term. Market orientation, defined by Hunt and Morgan (2001) is (1) systematic gathering of information on customers and competitors, both present and potential, (2) systematic analysis of the information for the purpose of developing market knowledge, and (3) systematic use of such a knowledge to guide strategy recognition, understanding, creation, selection, implementation and modification. Some researchers have ended up with somewhat different, but alike, definitions for market orientation than those described above. For example, Kotler (2002) extend the definition of market orientation to include brand focus as one of its dimension. On the other hand, e.g. Ruekert’s (1992) definition for market orientation lacks the competitor component, being “the degree to which the business unit obtains and uses information from customers, develops a strategy which will meet customer needs, and implements that strategy by being responsive to customers’ needs and wants”. Whatever the definition, market orientation clearly is intangible and cannot be purchased in the marketplace. It may well be also true that, as Hunt and Morgan (2001) argue, market orientation is socially complex in its structure, has components that are highly interconnected, and has mass efficiencies and effectives that grow in strength in time.  Rather closely related to market orientation framework, Poter (1980) presented the idea of delivering value to customers in one of the following three ways to achieve market leadership: operational excellence, customer intimacy or product leadership. By operational excellence, they mean providing customers with reliable products or services at competitive prices and delivered with minimal difficulty or inconvenience. Customer intimacy, the second value discipline, means segmenting and targeting markets precisely and then tailoring offerings to match exactly the demands of those niches. Product leadership, in turn, refers to offering customers leading-edge products and services that consistently enhance the customer’s use or application of the product, thereby making rivals’ goods obsolete. Of these three disciplines, customer intimacy and product leadership have, I think, most to do with market orientation; while companies pursuing operational excellence concentrate on making their operations lean and efficient, those pursuing a strategy of customer intimacy or product leadership build customer loyalty for longer term. Poter (1980) argue that companies, to achieve leading position in their industries, should not broaden their business focus but narrow it; while mastering one of the disciplines, it is sufficient to meet industry standards in others. Performance impact of market orientation can in this case be explained with commonly established argument according to which satisfied customers are more loyal customers than unsatisfied ones. Day. (1994) also state that they extend their relationships with vendors to include other products and services and buy offerings in larger quantities, and are willing to pay higher prices and spread the good word to their circles of acquaintances. Further, due to probably several times lower costs of customer retention compared to new customer acquisition (e.g. Kotler, 2003), successful market orientation rationally increases financial performance of a firm. The empirical research of Narver and Slater (1990) found out the U-shaped relationship between market orientation and business profitability in numerous industries. Thus, companies with highest market orientation seem to perform best while those least market oriented do also relatively well; here, as with generic competitive strategies of Porter (1980) and value delivering (Day 1994) it does not pay to be “stuck in the middle”. Narver and Slater (1990) suggest this kind of relationship to be evident especially in basic industries and long-established technology-driven industries. To date, many authors have found the positive relationship between market orientation and business performance. According to Day (1994), market-driven organizations have superior market sensing, customer linking, and channel bonding (i.e., outside-in marketing) capabilities. When studying companies in the UK, Hooley et al. (2001) empirically found positive relationship between market orientation and customer linking capabilities. Also conceptually, market orientation and outside-in market capabilities are neighboring phenomena, even partly interrelated. This fact leads us naturally to the next ingredients of strategic marketing, namely marketing assets and capabilities.
2.2.2.	MARKETING ASSETS AND CAPABILITIES
Hunt and Morgan (2001) argue that the neoclassic theory of perfect competition does not support the view of resources as a source of competitive advantage when presenting “factors of production” as homogeneous and perfectly mobile. It can therefore not explain differences in, for example, innovativeness and quality or offerings among firms. Instead of applying this static theory, there is a need for a more dynamic theory: resource-based views of the firm and comparative advantage theory of competition are what we need; they treat resources as both significantly heterogeneous across firms and imperfectly mobile. (Hunt and Morgan, 2001) According to Fahy and Smithee (1999), an essential element of the Resource based view of the firm, in addition to firm’s key resources, is the role of management in converting those resources into positions of sustainable competitive advantage which ultimately leads to superior performance in the marketplace. Thus, it is argued that resources have potential to offer a rather good explanation for the performance differentials among firms.
 (
EXTERNAL  EMPHASIS
INTERNAL  EMPHASIS
)Marketing resources of a firm consist of marketing assets and marketing capabilities. Marketing assets is one category of firm’s organizational assets. Those include, among others, distribution penetration, marketing expertise, market positioning, market knowledge, customer loyalty, brand name reputation and relationships with distributors (Poter 1980). The three capability categories potentially providing competitive advantage are determined as outside-in capabilities, spanning capabilities and inside-out capabilities. The division of capabilities into the three categories depends on orientation and focus of the defining processes (Day, 1994). This is presented in Figure below.
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Three categories of firm capabilities (Day, 1994)
 Source; The capabilities of market driven organization (page 41)

At the other extreme of the continuum in Figure above situate outside-in capabilities (or processes). According to Day (1994), these capabilities connect the processes defining other organizational capabilities to the external environment and enable the business to compete by anticipating market requirements ahead of competitors thus creating durable relationships with customers and other shareholders. At another end of the continuum situate inside-out capabilities. They are highly internally emphasized and unfold what the firm is good at and capable of doing. Somewhere between these extremes are spanning capabilities that are needed to integrate the outside-in and inside-out capabilities. (Day, 1994) Regarding capabilities in this study, the predominant interest is put on outside- in and inside-out capabilities and not on spanning capabilities. The last category is, however, in a way included in other phenomena of the study, namely in market and innovation orientation. Day (1994) proposes that business organizations may become more market-oriented by identifying and building the special capabilities which make market-driven organizations distinct from one another. He argues that a company usually needs to possess a few superior, distinctive capabilities to increase probability of outperforming the competition and, eventually, succeed. For example, the inside-out capability of manufacturing custom products at low cost, combined with the outside-in capability for understanding the evolving needs of the customer, can turn out to be an extremely powerful weapon in competitive markets. Evidenced by recent changes in the marketplace, such as increased competition in open markets as a consequence of globalization, customer is stronger than ever. The situation calls for stronger focus on him or her, the needs he or she may have, and customer satisfaction fulfillment. Therefore, outside-in marketing capabilities are those growing most in importance. It may, however, turn out to be very difficult to adopt and sustain external orientation in practice; usually any minor changes do not shift an orientation of the firm but wide-ranging cultural changes are necessary (Day, 1994). This is supported by Poter (1985) who suggest that the ultimate challenge is to confront radical change and develop internal consistency with the strategy focus. Positioning decisions draw often heavily on the capabilities and assets available (Hooley et al., 2001). Fahy and Smithee (1999) further emphasize that intangible resources and capabilities are more difficult to duplicate and provide a more meaningful basis for marketing strategy development. They also provide a good resource-based model where they combine and build on several previous studies. They argue that resources are of unequal importance in achieving sustainable competitive advantages and that management plays a critical role in the process of achieving them. The model, flowing from key resource base eventually to superior performance,  moderated by management’s strategic choices, is illustrated in Figure below:
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A resource-based model Fahy and Smithee,( 1999)


2.2.3. INNOVATION ORIENTATION
Brilliant ideas are always needed to fuel marketing. To distinct innovation from invention, Joseph Schumpeter already in 1934 presented definition, stating that invention is the creation of something new whereas innovation is the act through which these new ideas are successfully introduced to the market (Schumpeter, 1934). Constant urge for innovations is clearly a trait deep inside a firm; for example, Sony has generally been regarded as a company with high innovation orientation. Firms that possess high innovation orientation differentiate themselves from other companies mainly with degree of innovation they build into their offerings (Greenley, 1989). Innovation orientation, as market orientation and marketing capabilities, is a deeply inherent characteristic of a company; Howard (1983) argues that process innovation is a prerequisite for successful product innovation. Innovation orientation also has points of convergence with concepts of first-mover advantages and disadvantages, introduced and developed by Lieberman and Montgomery (1988; 1998). The link between innovation orientation and advantages gained from different entry timing strategies is illustrated by Greenley (1989): “Being first to market requires effective new product development systems and processes, effective research and development skills, and a degree of creativity in identifying market gaps and opportunities. Because of the complex interplay of resources required for effective innovation, a position based on this is likely to enjoy a high degree of defensibility.” (Geenley,1989). Continuous innovativeness (or, innovation orientation) makes it possible to pioneer, or entry very early on the market, market pioneering, however, is neither necessary nor sufficient for long-term success and leadership . Additionally, while it has several potential advantages to get to the market early, also some drawbacks are related to it: for example, being first in market may turn to costly failure if demand is significantly smaller than expected. On the other hand, the situation for a late-comer may be difficult if first-mover has been able to establish strong foothold from the market (Lieberman and Montgomery, 1988). It is important to acknowledge that in strategic marketing, customers and companies are involved in all phases of value cycle: value defining, value developing, value delivering and value maintaining (Day, 1994). Understanding customer needs and providing customer satisfaction with a help of best fitting market offering can be regarded as a major success factor so that having high levels in both market and innovation orientation may well turn out to be an ultimately competitive combination for companies.
2.2.4. POSITIONING STRATEGIC MARKETING
Kotler (2002)  performed an extensive bibliometric study to examine which concepts have influenced most on strategic marketing discourse. He found those to be (i) the competitive environment, (ii) operational marketing performance and international growth, (c) the resource-based view of a firm, and (iv) market orientation and performance. Since the assumption that market orientation and marketing resources, and strategic marketing are inseparable can based on previous sections of this chapter be made, in this section my aim is to position strategic marketing in the grounds of two first concepts in the list above. The concept of competitive environment culminates in Porter’s famous generic competitive strategies (1980) whereas Kotler’s marketing concept (e.g. 1999; 2003) is used as a reference in operational marketing. Although terms “strategic marketing” and “marketing strategy” are very close to each other literally, they refer to considerably different phenomena; marketing strategy is more about how to conduct operational marketing in long term ( Kotler, 2003). Intuitively, since the concept is not named as “operational marketing” but strategic marketing, suggestion is made that more importance should be put on doing the right things than on doing things right (Drucker, 1973). Nevertheless, at least sufficiently high levels in both efficiency and effectiveness are naturally needed for a business to become success. It therefore is natural that strategic marketing builds on both “operational” marketing and strategic perspectives, adopting perhaps the best parts out of both of them. Porter (1980) defines competitive strategy as “a combination of the ends (goals) for which the firm is striving and the means by which it is seeking to get there”. He introduces three generic competitive strategies: overall cost leadership, differentiation and focus. According to Porter, it is deadly to get stuck in the middle of these strategies; a firm with an average-priced, not significantly unique product which has not been focused to a particular target group is “almost guaranteed low profitability” (Porter, 1980). Of the concepts of this study, market orientation and outside-in capabilities closely relate with differentiation strategy because in all of them market needs and competitor emphasis are at the core of activities taken. Also innovation orientation, eventual goal being to satisfy a customer, can be linked to differentiation strategy. Inside-out capabilities could be attributed to either cost leadership or differentiation strategy, perhaps more to cost leadership have supported this view by stating that differentiation strategy, being an external emphasis, is more likely to be pursued by a company with a strong market orientation than a low cost strategy. Focus strategy can be considered as linked with market orientation and outside-in capabilities since those, by increasing company’s knowledge on competitive environment and actors in it, may especially lead to successfully taking advantage of lucrative market niches. In fact, Porter’s differentiation strategy is not very far from marketing concept. Kotler (2003) namely describes marketing as a customer-centered concept where the job is not to find right customers for the product but right product for the customer. Further, the key to achieving its organizational goals is company being more effective than competitors in creating, delivering and communicating superior customer value to its chosen target markets. The marketing concept therefore takes an outside-in perspective: it starts with a well-defined market, focuses on customer needs, co-ordinates all the activities that will affect customers, and produces profits by satisfying customers (Kotler, 2003). “Being more effective” and “choosing target markets” in the definition also argues that low cost and focus strategies relate to the marketing concept. Marketing management can be seen as consisting of five steps: (1) research, (2) segmentation, targeting and positioning, (3) marketing mix, (4) implementation, and (5) control (Kotler, 1999). Since the second phase of these is essentially overlapping with the differentiation strategy, we concentrate here on other phases. Research (e.g. market research) relates closely with market orientation and somewhat with outside-in capabilities. Marketing mix (product, price, place and promotion) and implementation, in turn, have heavily to do with inside-out capabilities; good operational performance, for example. In implementation phase information is required to flow freely between company functions so also market orientation (more specially, inter-functional coordination) is linked with it. In control phase feedback needs to be collected from the marketplace and corrective actions to be taken based on the information gathered so, all the categories of strategic marketing are involved, especially market orientation and inside-out capabilities.
2.3 STRATEGIC MARKETING PLANNING
Most managers accept that some kind of procedure for marketing planning is necessary. Accordingly they need a system which will help them to think in a structured way and also make explicit their intuitive economic models of the business. Unfortunately, very few companies have planning systems which possess these characteristics. However, those that do tend to follow a similar pattern of steps. Figure below illustrates the several stages that have to be gone through in order to arrive at a marketing plan. This illustrates the difference between the process of marketing planning and the actual plan itself, which is the output of the process.
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Step 1 Mission Statement
Figure above shows that a strategic marketing plan should begin with a mission or purpose statement. This is perhaps the most difficult aspect of marketing planning for managers to master, because it is largely philosophical and qualitative in nature. Many organizations find their different departments, and sometimes even different groups in the same department, pulling in different directions, often with disastrous results, simply because the organization hasn’t defined the boundaries of the business and the way it wishes to do business.
Here, we can see two levels of mission. One is a corporate mission statement, the other is a lower level, or purpose statement. But there is yet another level, as shown in the following summary:
Type 1: ‘Motherhood’ – usually found inside annual reports designed to ‘stroke’ shareholders. Otherwise of no practical use.
Type 2: ‘The real thing’– . A meaningful statement, unique to the organization concerned, which ‘impacts’ on the behavior of the executives at all levels.
Type 3: This is a ‘purpose’ statement (or lower level mission statement). It is appropriate at the strategic business unit, departmental or product group level of the organization.
The following is an example of a meaningless, vapid, motherhood-type mission statement, which most companies seem to have. They achieve nothing and it is difficult to understand why these pointless statements are so popular. Employees mock them and they rarely say anything likely to give direction to the organization. We have entitled this example The Generic Mission Statement and they are to be avoided.
The following should appear in a mission or purpose statement, which should normally run to no more than one page:
1 Role or contribution
􀂃 Profit (specify), or
􀂃 Service, or
􀂃 Opportunity seeker
2 Business definition – define the business, preferably in terms of the benefits you provide or the needs you satisfy, rather than in terms of what you make.
3 Distinctive competences – these are the essential skills/capabilities resources that underpin whatever success has been achieved to date. Competence can consist of one particular item or the possession of a number of skills compared with competitors. If, however, you could equally well put a competitor’s name to these distinctive competences, then they are not distinctive competences.
4 Indications for the future
􀂃 What the firm will do
􀂃 What the firm might do
􀂃 What the firm will never do
Step 2 Setting Corporate Objectives
Corporate objectives usually contain at least the following elements: 
• The desired level of profitability
• Business boundaries
- What kind of products will be sold to what kinds of markets (marketing)
- What kinds of facilities will be developed (operations, R and D, information systems, distribution etc.)
- The size and character of the labour force (personnel)
- Funding (finance)
• Other corporate objectives, such as social responsibility, corporate image, stock market image, employer image, etc. Such a corporate plan, containing projected profit and loss accounts and balance sheets, being the result of the process described above, is more likely to provide long-term stability for a company than plans based on a more intuitive process and containing forecasts which tend to be little more than extrapolations of previous trends. 
Step 3 The Marketing Audit
Any plan will only be as good as the information on which it is based, and the marketing audit is the means by which information for planning is organized. There is no reason why marketing cannot be audited in the same way as accounts, in spite of its more innovative, subjective nature. A marketing audit is a systematic appraisal of all the external and internal factors that have affected a company’s commercial performance over a defined period. Given the growing turbulence of the business environment and the shorter product life cycles that have resulted, no one would deny the need to stop at least once a year at a particular point in the planning cycle to try to form a reasoned view of how all the many external and internal factors have influenced performance. Sometimes, of course, a company will conduct a marketing audit because it is in financial trouble. At times like these, management often attempts to treat the wrong symptoms, most frequently by reorganizing the company. But such measures are unlikely to be effective if there are more fundamental problems which have not been identified. Of course, if the company survived for long enough, it might eventually solve its problems through a process of elimination. Essentially, though, the argument is that the problems have first to be properly defined. The audit is a means of helping to define them.
Two Kinds of Variable
Any company carrying out an audit will be faced with two kinds of variable. There is the kind over which the company has no direct control, for example economic and market factors. Second, there are those over which the company has complete control, the operational variables, which are usually the firm’s internal resources. This division suggests that the best way to structure an audit is in two parts, external and internal. The table below shows areas which should be investigated under both headings. Each should be examined with a view to building up an information base relevant to the company’s performance.
	External audit
	Internal audit

	Business and economic environment
Economic political, fiscal, legal, social,
cultural
Technological
Intra-company
The market
Total market, size, growth and
trends(value volume)
Market
characteristics, developments and
trends; products, prices, physical
distribution, channels, customers,
consumers, communication, industry
practices
Competition
Major competitors
Size
Market share coverage
Market standing and reputation
Production capabilities
Distribution policies
Marketing methods
Extent of diversification
Personnel issues
International links
Profitability
	Own company
Sales (total, by geographical location,
by industrial type, by customer, by
product)
Market shares
Profit margins, costs
Marketing
Information
research
Marketing mix
variables, product management,
price, distribution, promotion,
operations and resources
Key strengths and weaknesses


Source: Strategic Marketing Planning Theory and Practice. The Marketing Review 2006. Page 384
Many people mistakenly believe that the marketing audit should be some kind of final attempt to define a company’s marketing problems, or, at best, something done by an independent body from time to time to ensure that a company is on the right track. However, many highly successful companies, as well as using normal information and Control procedures and marketing research throughout the year, start their planning cycle each year with a formal, audit-type process, of everything that has had an important influence on marketing activities. Certainly, in many leading consumer goods companies, the annual self-audit approach is a tried and tested discipline. Objections to line managers doing their own audits usually centre around the problem of time and objectivity. In practice, a disciplined approach and thorough training will help. But the discipline must be applied from the highest to the lowest levels of management if the tunnel vision that often results from a lack of critical appraisal is to be avoided. Where relevant, the marketing audit should contain life cycles for major products and for market segments, for which the future shape will be predicted using the audit information. Also, major products and markets should be plotted on some kind of matrix to show their current competitive position. The next question is: what happens to the results of the audit?
Some companies consume valuable resources carrying out audits that produce very little in the way of results. The audit is simply a database, and the task remains of turning it into intelligence, that is, information essential to decision making.
Step 4 Market Overview
This step which appears prominently in the actual strategic marketing plan, should spell out clearly:
- what the market is
- how it works
- what the key decision making points are
- what the segments are
Market definition is fundamental to success and must be made in terms of need sets rather than in product/service terms. Thus, Gestetner failed by defining its Markets as “duplicators” and IBM almost failed by defining its market as “main frames”. Accordingly, a pension is a not a market, as many other products can satisfy the same or similar needs. It is at key decision points that market segmentation should take place. A segment is a group of customers or consumers that share the same (or approximately the same) needs. This step is crucial, for it is upon the key segments from the market map that SWOT analyses should be completed.
Step 5 SWOT Analyses
The only remaining question is what happens to the results of the audit? Some companies consume valuable resources carrying out audits that bring very little by way of actionable results. Indeed, there is always the danger that, at the audit stage, insufficient attention is paid to the need to concentrate on analysis that determines which trends and developments will actually affect the company. Whilst the checklist demonstrates the completeness of logic and analysis, the people carrying out the audit should discipline themselves to omit from their audits all the information that is not central to the company’s marketing problems. Thus, inclusions of research reports, or over-detailed sales performance histories by product which lead to no logical actions whatever, only serve to rob the audit of focus and reduce its relevance. Since the objective of the audit is to indicate what a company’s marketing objectives and strategies should be, it follows that it would be helpful if some format could be found for organizing the major findings.
A SWOT should be conducted for each segment that is considered to be important in the company’s future. These SWOT analyses should, if possible, contain just a few paragraphs of commentary focusing on key factors only. They should highlight internal differential strengths and weaknesses vis-á-vis competitors and key external opportunities and threats. A summary of reasons for good or bad performance should be included. They should be interesting to read, contain concise statements, include only relevant and important data, and give greater emphasis to creative analysis.

Step 6 Assumptions
Let us now return to the preparation of the marketing plan. If we refer again to the marketing planning process, and have completed our marketing audit and SWOT analyses, assumptions now have to be written. It is really a question of standardizing the planning environment. For example, it would be no good receiving plans from two product managers, one of whom believed the market was going to increase by 10 per cent, while the other believed the market was going to decline by 10 per cent.
 (
‘With respect to the company’s industrial climate, it is assumed that:
• Industrial overcapacity will increa
se from 105 per cent to 115 per 
cent as new industrial plants come into operation.
• Price competition will force price l
evels down by 10 per cent across 
the board.
• A new product in the field of 
x 
will be in
troduced by our major 
competitor before the end of the second quarter’.
)Examples of assumptions might be:




Assumptions should be few in number, and if a plan is possible irrespective of the assumptions made, then the assumptions are unnecessary.
Step 7 Marketing Objectives and Strategies
The next step in marketing planning is the writing of marketing objectives and strategies, the key the whole process. Thus, there can be objectives and strategies at all levels in marketing. For example, there can be advertising objectives and strategies, and pricing objectives and strategies. However, the important point to remember about marketing objectives is that they are about products and markets only. Common sense will confirm that it is only by selling something to someone that the company’s financial goals can be achieved, and that advertising, pricing, service levels and so on are the means (or strategies) by which we might succeed in doing this. Thus, pricing objectives, sales promotion objectives, advertising objectives and the like should not be confused with marketing objectives.
Marketing objectives are simply about one, or more, of the following:
􀂃 Existing products for existing markets
􀂃 New products for existing markets
􀂃 Existing products for new markets
􀂃 New products for new markets
They should be capable of measurement, otherwise they are not objectives.
Directional terms such as ‘maximize’, minimize’, penetrate’, ‘increase’, etc. are only acceptable if quantitative measurement can be attached to them. Measurement should be in terms of some, or all, of the following: sales volume; sales value; market share; profit; percentage penetration of outlets (for example, to have 30 per cent of all retail outlets stocking our product by year 3).
Marketing strategies are the means by which marketing objectives will be achieved and generally are concerned with the four Ps, as follows:
 (
Product:
 The general policies for product deletions, modifications, additions, design, branding, positioning, packaging, etc.
Price:
 The general pricing policies to be followed by product groups in market segments.
Place:
 The general policies for channels and customer service levels
Promotion:
 The general policies for communicating with customers under the
relevant headings, such as advertising, sales force, sales promotion,
public relations, exhibitions, direct mail, etc.
.
)




Step 8 Estimate Expected Results and Identify Alternative Plans andMixes
Having completed this major planning task, it is normal at this stage to employ judgment, analogous experience, field tests, and so on, to test out the feasibility of the objectives and strategies in terms of market share, costs, profits, and so on. It is also normally at this stage that alternative plans and mixes are considered, if necessary.
Step 9 The Budget
In a strategic marketing plan, these strategies would normally be costed out approximately and, if not practicable, alternative strategies would be proposed and costed out until a satisfactory solution could be reached. This would then become the budget. In most cases, there would be a budget for the full three years of the strategic marketing plan, but there would also be a very detailed budget for the first year of the plan which would be included n the one-year operational plan. It will be obvious from all of this that the setting of budgets becomes not only much easier, but the resulting budgets are more likely to be realistic and related to what the whole company wants to achieve, rather than just one functional department. The problem of designing a dynamic system for budget setting, rather than the ‘tablets of stone’ approach, which is more common, is a major challenge to the marketing and financial directors of all companies. The most satisfactory approach would be for a marketing director to justify all marketing expenditure from a zero base each year against the tasks he or she wishes to accomplish. A little thought will confirm that this is exactly the approach recommended in this chapter. If these procedures are followed, a hierarchy of objectives is built up in such a way that every item of budgeted expenditure can be related directly back to the initial corporate financial objectives. For example, if sales promotion is a major means of achieving an objective in a particular market, when sales promotional items appear in the programme, each one has a specific purpose which can be related back to a major objective. Doing it this way not only ensures that every item of expenditure is fully accounted for as part of a rational, objective and task approach, but also that when changes have to be made during the period to which the plan relates, these changes can be made is such a way that the least damage is caused to the company’s long-term objectives. There is, of course, no textbook answer to problems relating to questions such as whether packaging should be marketing or a production expense, and whether some distribution costs could be considered to be marketing costs. For example, insistence on high service levels results in high inventory carrying costs. Only common sense will reveal workable solutions to issues such as these, under price, however, any form of discounting that reduces the expected gross income, such as promotional discounts, quantity discounts, royalty rebates, and so on, as well as sales commission and unpaid invoices, should be given the mot careful attention as incremental marketing expenses. Most obvious incremental marketing expenses will occur, however, under the heading promotion, in the form of advertising, sales salaries and expenses, sales promotional expenditure, direct mail costs, and so on. The important point about the measurable effects of marketing activity is that anticipated levels should be the result of the most careful analysis of what is required to take the company towards its goals, while the most careful attention should be paid to gathering all items of expenditure under appropriate headings. The healthiest way of treating these issues is a zero bases budgeting approach.
Step 10 First Year Detailed Implementation Programme
In a one-year tactical plan, the general marketing strategies would be developed into specific sub-objectives, each supported by more detailed strategy and action statements. A company organized according to functions might have an advertising plan, a sales promotion plan a pricing plan, and so on. A product-based company might have a product plan, with objectives, strategies and tactics for price, place and promotion as necessary. A market or geographically based company might have a market plan, with objectives, strategies and tactics for the four Ps as necessary. Likewise, a company with a few major customers might have customer plans. Any combination of the above might be suitable, depending on circumstances.
2.4	MARKETING STRATEGY
Although, various definitions of marketing strategy have been provided by scholars, Baker (1984) sees 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. Strategy 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 is one of powerful tool use to determine the product success. A study by Maidique and Zirger( 1984) concluded that new product success was more likely when the developing organization is proficient in marketing and commits a significant amount of its resources to selling and promoting the product. Ramaseshun el al (2002). Suggest that while the implementation of marketing strategy could be important it is the use of appropriate marketing strategies that are critical to overall success of new product.
Marketing strategy is the effective and efficient ways of using the tactics and techniques of marketing for optimum achievement of marketing objectives depend highly on the strategies adopted by the marketers. Marketing strategies to Phlip kotler is a consistent appropriate and feasible set of principle through which a particular company hopes to achieve its long run consumer and profit objective in a particular competitive environment. Kotler and Armstrong (2005). A new product is a goods and service or idea that is perceived by some potential customer as new and also new  product can be referred as original products, product improvement, product modification and new brands that the firms develops through its own research and development effort. Marketing strategy relates to the customer groups to some and how to fashion out marketing variables (marketing mix) to appeal to particular group of potential purchaser and this often refer to the concept of segmentation. The concept is based on the following propositions.
• Consumers are different
• Differences between consumers are related to differences to market behavior.
• Segment of customers can be isolated within the overall market according to such factors as their personal characteristics, their geographical location, their lifestyles, the need they seek to satisfy and their buying behaviour.
2.4.1	THE ROLE OF MARKETING SRATEGY 
Marketing strategies identifies the strengths of the new product, it is to explain in detail the benefit of the new product and why the new product is unique. One important role of a comprehensive marketing strategy is to give detailed description of the target audience for which the product is meant for. In order to develop an effective marketing campaign, your marketing strategy needs to offer a detailed description of the competition. The role of the marketing strategy is to give historical information on how the competition has advertised products in the past, the target market the competition goes after and the product features that the competition offers. Other factors such as competition pricing, the competition's distribution network and the sales methods of the competition are also part of a comprehensive marketing strategy. The company marketing strategy is use for determining the revenue that the campaign will deliver. All of the parts that goes into determining revenue, including the budget allotted to the campaign, product cost, selling price and the life span of the product, should all be part of the marketing strategy. The revenue goal can be measured against the actual revenue, and that information can be used to create future marketing strategies that are more successful. 

2.4.2 IMPORTANT THEORIES IN MARKETING STRATEGY
Rajan (2009) summarizes the following as the important theories in marketing strategy.
I.   INNOVATION: Innovation and research and development for the long-term profitability of the firm is viewed as a process of "creative destruction" (through innovation that changes the very nature of competitive advantage in the market) rather than as a condition leading to equilibrium. This argument is supported by the "Austrian" school of strategy (Jacobson 1992), which suggests that the business environment is inherently dynamic and therefore characterized by uncertainty and disequilibrium. The Austrian school views profits in such an environment as a consequence of discovery and innovation. Such discovery and innovation do not necessarily mean drastic changes of a discontinuous (Schumpeterian) nature alone. Rather, they span a continuum encompassing innovations with the potential to provide the firm with a differential advantage over its competitors (Jacobson 1992) such as reformulation of a product, developing new processes for manufacturing a present product, and developing new channels of distribution.
II.   PRODUCT QUALITY: The economic view of quality is "any aspect other than price that influences the demand curve of a product". Combining these two notions, quality can be construed as any non-price aspect of a product that signifies its superiority and causes a shift in its demand curve. Ideally, a business would want to sustain a higher price as well as a higher market share but these two objectives may not always be compatible. That is, if the business were to follow a nitching strategy by offering a high quality product at a high price targeted at a small market niche, it effectively excludes itself from the contest for market share dominance in the broader market. The ability of a business to charge higher prices for higher quality is contingent on the ease with which consumers can determine the quality of the product. When quality is uncertain, consumers tend to use price as an indicator of quality. This suggests a bidirectional relationship between quality and price, in which perceived quality positively influences price under conditions of greater information availability, and price positively influences perceived quality under conditions of lower information availability.
III.  MARKET SHARE: The structure-conduct-performance model posits a positive relationship between industry concentration and profitability. Evidence also suggests that the relationship between market share and profitability is robust across different definitions of market share, different sampling frames, and controls for accounting method variation.
· The quality explanation. In markets beset by uncertainty and imperfect information about product performance, the high market share of a brand acts as a signal of superior quality to consumers. In such markets, consumers are likely to have greater confidence in high market share brands. This enables high market share brands to command a price premium over lower market share brands and thereby enhance their profitability.
· The market power explanation. Businesses with a high market share, by exercising their market power-the ability to command a price premium, lower costs by negotiating for more favorable terms (than their competitors are able to) with vendors and marketing intermediaries, and obtaining favorable shelf placements from retailers enhance their profitability.
· The efficiency explanation. The scale and experience effects associated with market share lead to lower costs and thereby enable a business with a high market share to earn higher profits than its competitors with a low market share.
· The third-factor explanation. A set of third set of factors (unobservables such as luck, uncertainty, or managerial insight) may play a crucial role in helping a business achieve a high market share as well as superior performance.
IV.  MARKET PIONEERING: a market pioneer or first-mover refers to a business being either the first to introduce a new product, to employ a new process, or to enter a new market. Market pioneering advantage refers to the competitive advantage associated with being the first to enter a market. The economic-analytical perspective. According to this perspective, a market pioneer is able to achieve sustainable competitive advantage as a result of entry barriers. The behavioral perspective. Behavioral theories typically explain pioneering advantage at the product or brand level in terms of the role of learning in consumer preference formation. This perspective suggests that a pioneer can shape the beliefs of consumers about ideal brand attributes and preferences in its favor.
V.	MARKET ORIENTATION: The marketing concept, the normative philosophy that underlies modern marketing thought, suggests that to be successful, firms should determine customers' needs and wants, and satisfy them more effectively than their competitors do. Narver and Slater (1990) define market orientation from a cultural perspective as "the organization culture that most effectively and efficiently creates the necessary behaviors for the creation of superior value for buyers and, thus, continuous superior performance for the business". Market orientation is conceptualized in terms of three dimensions: customer orientation, competitor orientation, and inter functional coordination. Kohli and Jaworski (1990) define market orientation from a behavioral perspective as "the organization wide generation of market intelligence pertaining to current and future customer needs, dissemination of the intelligence across departments, and organization wide responsiveness to it".
2.4.3	MARKET SEGMENTATION AS A STRATEGY
Corey (2003) explained marketing segmentation to mean the sub division of a market into subset of customers where any subset may be selected as target market to be reached with a distinct marketing mix. This implies that marketing segmentation is the process of dividing the total heterogeneous market for a product into several sub markets each of which tends to be homogenous in all significant aspect. Market segmentation is a consumer oriented philosophy that first identifies the needs of the customers within a sub-market and then satisfies those needs. In segmenting a market, a company frequently develops a different variety of product for each segment. That is offering a unique product to different market. For instance, Globacom divides its market in terms of income group, business needs and family needs by offering its products first as post paid options and prepaid option where in prepaid (pay-as-you-go) its products come in various forms and sizes- vouchers of N100, 150, and cards in 200,500,750, 1000, 2000 and 5000.
After segmenting the market, an organization needs to decide how many and which ones to target. Hence, in entering its target market, a company can enter into such market with differentiated or undifferentiated marketing. For instance, Globacom for some time has served the market with the same product design, mass advertising media and mass distribution of its products. Also, the company has used in recent times a differentiated marketing in reaching a large number of customers with varying needs and purchasing power using different promotional and marketing programmes for different market.
2.4.4	BASIS FOR MARKET SEGMENTATION
The basis for segmenting the market includes:
• Geographical basis: that is dividing the market into different geographical units such as nations, regions, countries or neighbourhoods.
• Demographic basis: this divides the market into groups on the basis of variables such as age, family size, income, occupation, race, generation and social class.
• Psychological basis: includes benefit, users’ status, usage rate, occupational buyers, loyalty status, and attitude towards product.
• Meanwhile, market segmentation involves analysis of a particular market demand on the basis of its constituent parts so that set of buyers can be differentiated. Segmentation is therefore an indispensable input to market planning because it is used to formulate market objectives by which a company may define its market, determine the position of its range of product for expansion.
2.4.5	THE MARKETING MIX AS A STRATEGY
The complex condition of modern business and the increase in almost all aspect of service operations has compelled the marketer of service to place emphasis on the efficient and effective method of presenting their services to their numerous customers Olujide and Aremu (2009). Kotler  (1996) defined marketing mix as “the combination of detailed strategies, tactics, operational policies, programmes, techniques and activities to which resources may be allocated such that the company’s marketing objectives are achieved”. Marketing practice is also a process of developing and maintaining a strategic marketing plan between the organizational goals and capacities and changing marketing opportunities, it relies on developing clear entrepreneur business enterprises objectives in order to increase the level of productivity (Aremu 2006). The marketing mix is concerned with the realities and practicalities of how marketing strategies may be turned into specific marketing mix are to move objectives and plans into reality of implementation and achievement.
Hence, marketing mix must have:
• A strategy element: this refers to the product to offer and the target market to be served).
• Planning elements: this refers to the time scales to be applied to new product development activities
• Tactical elements: this refers to the extent to which discount is to be granted, level of purchasing pricing policy with the trade.
• Operational and implementation elements: this refers to the activities that will be undertaken.
• Resources commitment: this refers to the basis at which advertising and sales promotion budgets should be constructed.
• The marketing mix may initially be described and analyzed on the basis of the 4ps of marketing. i.e. product, price, place and promotion.
I. PRODUCT
Kotler (1997) defined product as “something that is capable of satisfying a customer need or want”. That need or want may already exist or it may be latent that is awaiting the development of the right product to meet those needs.
The product element comprises of:
1. Product Mix
Which is the complete range of the company’s products, services and brand aimed at all of the relevant target market segments. The product mix of Globacom Limited are recharge cards, Black-berry, Alcatel phones, SIM packs, internet modems, vehicle tracking devices e.t.c
2. Product Line
This is a group of product that are closely related either because they satisfy a class of needs or are used together, are sold to the same customer group, are marketed through the same type of outlet or fall within a given price range, that is product aimed at any one target market.

3. Product Item
This is a distinct unit within a product line that is distinguishable in size, price, package and some other attributes. The item is sometimes called a store-keeping unit, a product vibrant or subvibrant.
II. PRICE
Price is the value or sum of money at which a supplier of a product or service and a buyer agree to carry out an exchange transaction (Kotler 1997). Price represents a controllable variable which earns revenue for all other variables and this distinguishes price from all other variables. A relatively high price can be regarded as an indication of quality product which attracts some buyers particularly when it is allied to effective presentation and promotion. Price is one of the most flexible elements; it can be determined quickly unlike product features and channel commitments. Companies handle pricing in a variety of ways. In large companies, pricing is handled by division and product line managers but the top management sets general pricing objectives and policies and often approves the prices proposed by the lower level management. The determinants of prices include the market demand level, nature of competition, customer type and market segmentation, consumer behavior towards the product, impact of channel of distribution, research and development cost and micro economic trends among others. Globacom prides itself as one of the first telecom companies to introduce generally affordable telecom products and services. An example is the sharp reduction in the cost of acquiring a Glo SIM card in 2003 as compared to MTN SIMs and the first to introduce a recharge card as low as N500.
III. PLACE (DISTRIBUTION)
According to Kotler (2001) marketing channels are set of interdependent organizations involved in the process of making a product or services available for use or consumption. Channels of distribution provide the link between production or supply and consumption. They are used to make products or services assessable and available to consumers or buyers. As product passes through its channel of distribution, it gains added value because it becomes available to the consumer when and where it is wanted. Marketing channel decisions are among the most critical and ultimately affect all other marketing decisions. The company’s product prices often depend on whether it uses mass channel (associated with lower cost) or high quality exclusive channels. As a strategy a company may adopt intensive distribution, selective distribution or exclusive distribution of its product. A company like Globacom uses intensive distribution strategy to make its product available at the door step of the consumers. Some factors to be considered in choosing a distribution include market coverage, channel control, cost, nature of goods, company’s objectives and firm distribution policy.


IV. PROMOTION
Kotler (2001) views promotion as including all the activities the company undertakes to communicate and promote its product to the target market. That is, a company has to set up communication and promotion programs consisting of advertising, sales promotion, public relations. He emphasized that each promotional tool or programmes has its own unique characteristics and cost. In the opinion of (Kotler 1996), promotional mix is the combination of marketing and promotional communication methods used to achieve the promotional objectives of the marketing mix. It includes advertising, sales promotion, public relation and publicity.
1. Advertising
Advertising has many characteristics which include public presentation, pervasiveness, amplified expressiveness and impersonality. Advertising media includes radio, television, magazines, and newspapers among others. Companies like Globacom Limited spend huge amounts of money annually to advertise for long term image building of its brand and products.
2. Sales Promotion
This is the general category of promotional activities which do not fit other groupings in the promotional mix. The objective of sales promotion may be to enhance promotion and sales of the trade and to assist the trade (distributive channel member) in promoting and selling product to the final consumer. According to Kotler (2001) sales promotion consists of a diverse collection of incentive tools. Mostly short term designed to stimulate quicker or greater purchase of particular products or services by consumers or the trade. Sales promotion includes coupon, contests, premium, consumer price-offs, e.t.c and they distinctive benefit of gaining attention and usually provide imagination that may lead the consumer to the product. They incorporate some concession, inducement or contribution that gives value to the consumer; they also include a distinctive invitation to engage in the transaction on the spot.
3. Publicity and Public Relations
	Poter (1980) views publicity as “news about the organization or its product reported in the press and other media without charge to the organization. He argued that publicity usually comes under the heading of public relations, which is concerned with the mutual understanding between an organization and its public. An important aspect of public relations is to inform target customer groups about the company and help to persuade them try its product through means other than paid advertising, direct or indirect selling. (Belch and Belch 1997) According to Kotler (2001), the appeal of public relations and publicity is based on three distinctive qualities - high credibility, ability to catch buyers off guard and dramatization. However, publicity and public relation is a wider responsibility for safeguarding and improving the relationship between the organization and relevant environmental factors such as government and the society at large. Hence, the job of public relation affairs personnel is to give the information that will promote the good image right from within the organization to the outside world. Personal selling is of crucial importance to the marketing mix. The objective of personal selling is “to make the sale.  Kotler(2002) posited that personal selling is the most effective tool at later stage of the buying process particularly in building up buyer preference, conviction and action. He emphasizes that personal selling has three distinctive qualities which includes:
(i). Personal Confrontation
It involves an immediate and interactive relationship between two or more persons.
(ii). Cultivation
It permits all kinds of relationship to spring up, ranging from a matter of fast selling relationship to deep personal friendship.
 (iii). Response
Personal selling makes the buyer feel under some obligation for having listened to the sales talk.
Some factors affecting choice of marketing strategy has been identified to be the company’s competitive size and position in the market, company’s resources, objectives and policies; Company’s marketing strategy, target market buying behaviour and stage of product life cycle among others.
2.5	GAINING AND SUSTAINING COMPETITIVE ADVANTAGE	
It is a fact that firms differ across and within countries and industries in size, scope, methods of operation and performance. Also amount and quality of resources provide potential source of firm differences. Still, for any business, in order to achieve superior performance, developing and sustaining competitive advantage is required (Slater and Narver, 1994). Often these advantages are achieved by successful market positioning; choosing one of three competitive strategies is better than to be “stuck in the middle” (Porter, 1985). Competitive advantages are often achieved with combination of good strategic insight and resources required to implement the chosen strategy. Nevertheless, Kotler (2002) argue that, due to research ignorance of Resource based view, “we have almost no knowledge concerning sources of advantage in marketing performance”. According to Slater and Narver (1990), creation of competitive advantage has shifted from structural characteristics, such as market power or economies of scale, to capabilities that enable a business to consistently deliver superior value to its customers. Resource-based view of the firm, highlighting the importance of key resources in achieving competitive advantages,  thus has significant amount of explanation power when it comes to gaining competitive advantage. To take the idea even further, competitive advantage, and subsequently performance, depends on historically developed resource endowments ( Greenley, 1989). Hooley et al. (2001) supplements these definitions by adding a sustainability component and arguing that “for a strategy to be sustainable it has to be based on the firm’s resources and capabilities”. Kotler (2002) present the concept of market-based resources to characterize those resources that enable the firm to develop a sustainable competitive advantage and create customer value in the marketplace. This definition is in line with marketing point of view of developing competitive advantages and position, described by Hooley et al. (2001). What resources, then, lead to sustainable competitive advantage? In his classic article, Poter (1985) states that sustainable competitive advantages cannot be bought from the marketplace. Instead, to be a source of sustainable competitive advantage, a resource has to fulfill four conditions: 1) it must be valuable, 2) it must be rare among a firm’s current and potential competition, 3) it must be imperfectly imitable, and 4) there cannot be strategically equivalent substitutes for this resource that are valuable but neither rare or imperfectly imitable. These attributes, according to Barney, can be interpreted as empirical indicators of how heterogeneous and immobile a firm’s resources are and, thus, how useful these resources are for generating sustained competitive advantages. Day (1994) however argued that committed relationships are among the most durable advantages because they are hard for competition to understand copy or displace. Market orientation is learned, among others, by associating with other employees that are already market oriented; it may therefore well be that a truly market-oriented firm can enjoy a sustainable comparative advantage which in turn may lead to a position of sustainable competitive advantage and eventually superior long-run financial performance (Hunt and Morgan, 2001). Sustainability of the competitive advantage and hence position, is seen to be achieved through the deployment of isolating mechanisms to protect the advantage. Given the many different ways in which competitive positions are created, and the complex interplay of the various dimensions of positioning, this is likely to cause a serious identification problem for competitors. Rate of innovativeness and timing of market entry are potential facilitators of achieving competitive advantage for firms. So-called first-mover advantages may, however, not be sustainable and early entrants are often overtaken by competitors with more potent resources or capabilities as the market evolves (e.g. Lieberman and Montgomery, 1988; 1998; Porter, 1985). In fact, sustaining competitive advantage a firm has managed to achieve probably only occurs when a firm’s comparative advantage in resources continues to yield a position of competitive advantage despite the actions of competitors (Hunt and Morgan, 2001). Since a head start alone is not sufficient to achieve cost and differentiation advantages over rivals that result in dominant and enduring market shares and abnormal financial returns.The only way a first-mover can maintain its profits is to introduce new products and stay one step 
ahead of competition. This calls for relentless innovativeness which can, instead of only responding to customer needs but also influencing tastes of consumers, lead to (sustainable) competitive advantage. Globalization consequently increased networking and greater pace of market evolution have created conditions where catch-up strategies are favored more than ever before. In addition, market potential for innovative late-movers may be at least as high as that for the pioneers . Fortunately, in addition to resource-based sustaining, firms can attempt neutralizing competitive threats in the spirit of Porter’s Five Forces model (1980): they can, for example, try to raise barriers to entry (e.g. create and exploit economies of scale, differentiate products and patent technologies), compete on dimensions above and beyond price and improve product attractiveness compared to its substitutes (in terms of differentiation or cost leadership).
Competitive position is argued to form the dynamic link between resources, strategies, implementation and performance in all markets (Hooley et al., 2001). Nevertheless, moderating effect of firms’ competitive positions on business performance is not studied in this research; instead, how competitive advantages are gained and how they effect on business performance of a firm are issues considered in the study.
2.6	ANALYSIS OF MARKETING STRATEGY ON THE MARKET ENVIRONMENT
According to Belch and Belch (1997), any organization that wants to exchange its product or services in the market place successfully should have a strategic marketing plan to guide the allocation of its resources. A strategic marketing plan usually evolve from an organizations overall corporate strategy and serves as a guide for specific marketing programmes and policies. Aremu (2008) posited that the environment is always seen as a major parameter in determining marketing strategy in an organization. He further stressed that it is not possible for decision maker to formulate marketing strategy for their organization in a vacuum. They need to recognize various elements of the marketing environment that influence decision making in their organization. It was also posited that Nigerian manufacturing organization today are faced with turbulent business environment that is characterized by constant changes. To survive, companies must alter the way they are conducting business with customers, and must offer superior services in order to retain and satisfy them, because customers satisfaction yield successful business and also customer’s loyalty. Marketing strategy is based on a situation analysis – a detailed assessment of the current marketing conditions facing the company, its product lines or its individual brands. For this situation analysis, a firm develops an understanding of the market and the various opportunities it offers, the competition and the market segments or target markets the company wishes to pursue.
Opportunity analysis
A careful analysis of the market price should lead to alternative market opportunities for existing product lines in current or new markets, new products for new markets. Market opportunities are areas where there are favorable demand trends, where the company believes customer needs and opportunities are not being satisfied and where it can compete effectively. A company usually identifies market opportunities by carefully examining the market place and noting demand trends and competition in various market segments. A market can rarely be viewed as one large homogenous group of customers, rather consists of many heterogeneous groups or segments.
Competitive – threat analysis
In developing the firm’s marketing strategies and plans for its products and services, the manager must carefully analyze the competition to be faced in the market place. Blech and Blech (1997). This may range from direct brand competition to more indirect forms of competition, such as product substitutes. At a more general level, marketers must recognize they are competing for the customer’s discretionary income, so they must understand the various ways potential customers choose to spend their money.
Belch and Belch (1997) emphasize that an important aspect of marketing strategy development is the search for a competitive advantage. Ways to achieve a competitive advantage include having quality products that command a premium price, providing superior customer service, having the lowest production cost and dominating channels of distribution. Meanwhile, companies must be concerned with the ever changing competitive environment. Competitor’s marketing programmes have a major impact on the firm’s marketing strategy, so they must be analyzed and monitored. The reactions of competitors to a company’s marketing and promotional strategy are also very important. 
Problems encountered in implementing market strategies within the industry are:
• Unhealthy rivalry from competitors,
• Excesses and restrictions of government regulatory authorities, and
• High cost involved among others.

2.7	THEORETICAL FRAMEWORK
I. GAME THEORY: Game-theory models assume that firms are (hyper)rational utility maximizes, where rationality implies that they strive to achieve the most preferred of outcomes subject to the constraint that their rivals also behave in a similar fashion. While there may be uncertainty regarding the expectations and actions of its rivals, a rational firm is expected to overcome uncertainty by forming competitive conjectures, subjective probability estimates of rivals' expectations and behavior. In effect, game-theoretic models assume intelligent firms that can put themselves into the "shoes" of their rivals and reason from their perspective.
II. SIGNALING THEORY: Competitive signals are "announcements or previews of potential actions intended to convey information or to gain information from competitors". Competitive behavior is often influenced by signals sent by competitors. Signaling could also place the firm that sends the signal at a disadvantage. For example, signals that provide competitors with advance information about the firm's intentions could hurt the competitive position of the firm, and signals that are not followed through (cheap talk) could hurt the competitive reputation of the firm. Furthermore, signaling that is interpreted as predatory behavior may trigger antitrust review into the behavior of the firm.



CHAPTER THREE
METHODOLOGY
3.1	INTRODUCTION
		This chapter presents methods used to carry out the research in relation to this project study. This includes; research design, population of study, sample size, sampling technique and other methodology adopted for the study including the instrumentation and its validation. 
3.2	RESEARCH DESIGN
		The research design is the procedural outline or basic plan, which guides data collection and analysis phases of the research project. It specifies the type of information to be collected, the sources of data collection procedure. The design adopted for this study is the descriptive design. This is chosen because the study involves in-depth look at behavioural patterns of people involved.
3.3      POPULATION OF THE STUDY
Population is the specific aggregation of study of element within the groups. In relation to sampling, population can be defined as the aggregation of the group from which sample is drawn. Boyd(2007) gave his definition as the entire group of items which the researcher wishes to study about and which he plans to generalize. For the purpose of this research work, the staff of Lubcon limited Ilorin shall make up the population. 

3.4	SAMPLE SIZE AND SAMPLING TECHNIQUE
It may be bias if the sample method includes a high proportion of abnormal members of the population. Sample must therefore be representative of the population for which they are drawn. The area of study for this research work is Lubcon International Ilorin; sampling technique adopted for this study shall be simple random technique. This is to avoid biasness in selection. The staffs of Lubcon international Ilorin shall be the respondents, a total of 100 respondents will be drawn.  
3.5	METHOD OF DATA COLLECTION
The two sources of data collection for this study are;
1.	PRIMARY DATA- This refers to first class information which is meant for the purpose of the research only. It will include the use of questionnaire, personal interview and observation.
2. 	SECONDARY DATA- This referred to as the second class information which is meant for other purpose it includes the use of journals, magazines, abstracts, publications marketing research agencies and so on. These are data that are easier and cheaper to obtain than primary data, user must be carefully ensure that they are accurate, reliable, and relevant and can be adjusted to suit the needed requirement of the current study. For the purpose of this research work, both the primary and the secondary data will be used.


3.6	INSTRUMENT OF DATA COLLECTION
Data collection can be thought of as means by which information is obtained from the selected subject of an investigation. There are various instruments which can be employed. The main instruments employed for this study is self-administered questionnaire.
QUESTIONNAIRE: This is cheaper than any of the other two methods of primary data collection. This is because much manpower is not used in the questionnaire data collection. However, much more effort needs to be put into the design of questionnaire, since there is often no way of telling whether or not a respondent has understood the question or has answered them correctly. The questionnaire will be distributed directly to the respondents and the collection will be done a week after the distribution.
3.7	METHOD OF DATA ANALYSIS
The data collected from this study will be analyzed with the use of frequency table (simple percentage score) and inferential statistics (student’s t-distribution test).
x-µ
S.E

Where:S.E= δ/√n
X = mean of sample 
µ= mean of population
δ=standard deviation of population
n= population size.
3.8	BRIEF HISTORY OF LUCON LIMITED 
Lubcon is an ISO certified oil and gas company with the headquarters in Nigeria. In 1991 the company was incorporated and in 1995 was the first lubricant blender for Nigerian automobile technician association (NATA). In 2000was the first Nigerian company to award the prestigious NIS award for lubricating oil. In 2002 was the indigenous oil and gas company to ISO certified in Nigeria commenced operation in Ghana same year. In 2004 National Union of Petroleum and Natural Gas Workers(NUPENG) Commissioned Lubcon to blend their lubricants commenced operation in Nigeria that same year. Their product includes general lubricants, grease ,marine oils, automotive lubricants, process oils specialties, gear oils, hydraulic fluids and Lubcon has just introduce two new improved products specifically packaged to provide optimum benefit to their customers. They increase the size of the can; redesign the can to encourage free flow of the oil from the can. The Lubcon customer portfolio ranges from cement plants, service providers to telecommunication operators, John holt Nigeria Siemens Dangote. Mission is to achieve the position of a leading company manufacturer of high quality lubricants and allied, product which meet the changing needs of its customer through the employment of highly trained personnel and the utilization of up to date technology while ensuring optimism return to its shareholders. 


CHAPTER FOUR
DATA PRESENTATION AND ANALYSIS
4.1	INTRODUCTION
This chapter presents the analysis of the data collected for this study. The responses of the respondents to the questionnaire were analyzed by the use of frequency counts, simple percentage and descriptive statistic.
4.2	DESCRIPTIVE ANALYSIS
4.2.1     DEMOGRAPHIC INFORMATION OF THE RESPONDENTS
This section analyze the demographic information of the respondents in respect of their age, gender, marital status, level of education, management level and working experience. These analyses are shown below:
TABLE 4.2.1 	AGE DISTRIBUTION OF THE RESPONDENTS
	Age Group 
	Frequency
	Percentage (%)

	 21-25 years
26 – 30 years
31-35   years
36 – 40 years
40 And above
TOTAL 
	0
10
20
15
5
50
	0
20
40
30
10
100%


Source: researcher’s survey (2024)
Table  above revealed that out of the 50 respondents sampled, 0 persons (0%) are from21- 25 years, 10 (20%) were between ages 26 – 30years, 20 (40%) falls under age bracket of 31 -35years, while 15 (30%) falls under the age bracket of 36-40years and5 people (10%) are within the age bracket of 40 and above.  
TABLE 4.2.2	GENDER DISTRIBUTION OF THE RESPONDENTS
	Gender 
	Frequency
	          Percentage (%)

	Male 
Female 
TOTAL 
	30
20           
50
	             60
             40
           100%


Source: researcher’s survey (2024)
From table above, 30 people (60%) out of the total population sample were male, while 20 people (40%) were female. This indicates that males are more than the female respondents as a result of the nature of that company.

TABLE 4.2.3	MARITAL STATUS OF THE RESPONDENTS
	Marital Status
	Frequency
	Percentage (%)

	Single 
 Married 
 Divorced 
TOTAL 
	28
16
6
50
	56
32
12
100%


Source: researcher’s survey (2024)
Table above shows that 28 people (56%) from the total population sampled are not married, 16 (32%) are married, while just 6 (12%) are divorced and that the majority of the population sampled are singles which spend much time at the work place.
TABLE 4.2.4 LEVEL OF EDUCATION OF THE RESPONDENTS
	  Level of Education  
	       Frequency
	          Percentage (%)

	Secondary
Tertiary education  
 Professional 
TOTAL 
	            5
            20
            25            
           50
	             10
             40
             50              
           100%


Source: researcher’s survey (2024)
Table also reveals that 5 people (5%) of the total population sampled has Secondary Education certificates, 20 (40%) had tertiary education certificates and 25 (50%) had professional certificates. This indicate that the company have more professionals which most of them are at the top management level that formulate strategies for the company and thus reliable information is assured to be offered.
TABLE4.2.4: NO OF YEARS IN THE ORGANIZATION
	Working Experience 
	 Frequency
	          Percentage (%)

	  Less than a  year  
 1 – 5 years
 6 - 10years
11 – 15years
TOTAL 
	            9
            10
            19
            12
             50             
	             18
             20
             38
             24
            100


Source: researcher’s survey (2024)
Table above reveals that 9 people (18%) out of the total population sampled have been in the organization for less than a year, 10 people (20%) have been working for 1-5years, 19 people (38%) have been working for 6-10years, and 12 people (24%) have been working for 11-15years from the population sampled. This indicate that respondents that has work for 6-10 years are more than other respondents followed by respondents that has work for 11-15 years which know more about the organizations policy.
TABLE4.2.5:	DEPARTMENT IN THE ORGANIZATION     
	Department  
	       Frequency
	   Percentage (%)

	 Marketing 
 Finance 
 Personnel 
Purchasing 
TOTAL 
	             19
             10
              9
             12      
   50
	             38
             20
             18
   24
            100%


Source: researcher’s survey (2024)
Table above reveals that 19 people (38%) out of the total population sampled are in marketing department, 10 persons (20%) out of the population sampled are in finance department, 9 persons (18%) out of the population sampled are in personnel department, 12 people (24%) out of the population sampled are in purchasing department.  This indicate that respondent from marketing department are more than the other department, they implement marketing strategies formulated by the top management. 
4.3.	ANALYSIS OF RESPONDENTS IN VIEW OF STRATEGIC MARKETING PLANNING ON NEW PRODUCT
This section analyzes the response of the respondents as regarding various questions asked on the problem under study.
TABLE 4.3.1STRATEGIC MARKETING PLANNING HELPS IN NEW PRODUCT DESIGNS
	   Response 
	       Frequency
	          Percentage (%)

	Strongly Agreed
 Agree 
Indifference
 Disagree 
Strongly Disagree
TOTAL 
	             30
            20
 0
 0       
0
50
	             60
             40
              0
              0      
              0
           100%


Source: researcher’s survey (2024)
From the table above, it shows 30(60%) people strongly agreed that the strategic marketing planning helps in new product designs 20(40%) people agreed that strategic marketing planning helps in new product designs, while 0 (0%) persons was indifference about the issue, 0 (0%) persons disagreed, while 0 (0%) persons strongly disagreed. This indicates that strategic marketing planning involves innovation, creativity that brings about new product designs.
TABLE 4.3.2: STRATEGIC MARKETING PLANNING HELPS IN NEW PRODUCT DEVELOPMENT
	 Response 
	 Frequency
	 Percentage (%)

	Strongly Agreed
 Agree 
indifference
 Disagree 
Strongly Disagree
TOTAL 
	 35
 10
 0
 2
3
50
	70
20
 0
  4
 6
100%


Source: researcher’s survey (2024)
From the table above shows that 35(70%) people strongly agreed that strategic marketing planning helps in new product development, 10(20%) people agreed, while 0 (0%) person were indifference ,2(4%) person disagreed and 3(6%) people strongly disagreed that strategic marketing planning helps in new product development. The implication of this is that strategic marketing planning entails research and development and strong top management support for developing new product.
TABLE 4.3.3:  STRATEGIC MARKETING PLANNING REVEALS THE NEW PRODUCT FEATURE DESIRED   BY THE CUSTOMER
	Response 
	       Frequency
	          Percentage (%)

	Strongly agreed
Agree 
Indifference
Disagree 
Strongly disagree
Total 
	             29
             21
              0
              0         
              0
             50
	             58
             42
              0
              0              
              0
           100%


Source: researcher’s survey (2024)
Table above shows that 28(58%) people strongly agreed that strategic marketing planning reveals the new product feature desired by the customer, 21(42%) agreed that strategic marketing planning reveals the new product feature desired by the customer, 0(0%) people disagreed, 0(0%) were indifference, while 0 (0%) people disagreed and 0 (0%) strongly disagreed that strategic marketing planning reveals the new product feature desired by the customer. The indication of this is that strategic marketing planning involves much research work by the company to know the desired product features by the consumers. 
TABLE 4.3.4: STRATEGIC MARKETING PLANNING INCREASES THE COST PRICE OF THE NEW PRODUCT.
	                   Response 
	       Frequency
	          Percentage (%)

	Strongly agreed
Agree 
Indifference
Disagree 
Strongly disagree
Total 
	             20
             10
              10
              5
              5
           50
	             40
             20
              20
              10              
              10
           100%


Source: researcher’s survey (2024)
Table above shows that 20(40%) people strongly agreed that strategic marketing planning increase the cost price of the new product, 10 (20%) people agreed that strategic marketing planning increase the cost price of the new product., 10(20%) people were indifference, 5(10%) people disagreed, while 5 (10%) people strongly disagreed that strategic marketing planning increase the cost price of the new product. This indicate that strategic marketing planning increase the cost price of new product because much is spend by the company in carrying out research work and its implementation, therefore in company strategic marketing planning there is need for cost effective research work and implementation.   
TABLE 4.3.5: MARKETING STRATEGY IS A BENCH MARK FOR 			ORGANIZATION PRICING POLICY
	                   Response 
	       Frequency
	          Percentage (%)

	Strongly Agreed
 Agree 
indifference
 Disagree 
Strongly Disagree
TOTAL 
	  20
  11
   9
6   
4
50
	40
22
 18
 12           
  8
100%


Source: researcher’s survey (2024)
Table above shows that 20(40%) people strongly agreed that marketing strategy is a bench mark for organization pricing policy, 11(22%) people agreed that marketing strategy is a bench mark for organization pricing policy, 9(18%) people were indifference, 6(12%) people disagreed, while 4(8%) people strongly disagreed marketing strategy is a bench mark for organization pricing policy. This means that marketing strategy is very important to the pricing policy of the company, the pricing policy to be use should attract the customers to the new product. 

TABLE 3.4.6:   STRATEGIC MARKETING PLANNING HAS SIGNIFICANT EFFECT ON THE PRICE OF THE NEW PRODUCT
	                   Response 
	       Frequency
	          Percentage (%)

	Strongly Agreed
Agree 
Indifference
Disagree 
Strongly Disagree
TOTAL 
	             25
             20
             5
             0
              0
           50
	             50
             40
              10
              0
              0
           100% 


Source: researcher’s survey (2024)
Table above shows that 25(50%) people strongly agreed that strategic marketing planning has significant effect on the price of the new product, 20(40%) people agreed that strategic marketing planning has significant effect on the price of the new product, 5(10%) people were indifference, 0 (0%) person disagreed, 0 (0%) person strongly disagreed that strategic marketing planning has significant effect on the price of the new product. This reveals that strategic marketing planning has important effect on price, as it helps in price reduction of new product to receive patronage from the consumers.
TABLE 4.3.7:  THE PRICING METHOD USED BY THE ORGANIZATION HAS HELP IN BUILDING MARKET SHARE FOR NEW PRODUCT.
	Response 
	 Frequency
	Percentage (%)

	Strongly Agreed
 Agree 
indifference
 Disagree 
Strongly Disagree
TOTAL 
	             30
             15
              5
              0        
              0
           50
	60
30
10
0           
0
100%


Source: researcher’s survey (2024)
Table above shows that 30(60%) people strongly agreed that the pricing method used by the organization has help in building market share for new product., 15(30%) people agreed that the pricing method used by the organization has help in building market share for new product., 5(10%) people were indifference, 0(0%) person disagreed, while 0(0%) person strongly disagreed that the pricing method used by the organization has help in building market share for new product. This means that strategic marketing planning helps in building market share for new product as a result of price reduction on new product which attract consumers to the new product.   
TABLE 4.3.8:	PROMOTION USED BY COMPANY HAS INCREASE THE AWARENESS OF THE NEW   PRODUCT
	Response 
	Frequency
	Percentage (%)

	Strongly agreed
Agree 
Indifference
Disagree 
Strongly disagree
Total 
	35
10
1
2         
2
50
	70
 20
2
4             
4
100%


Source: researcher’s survey (2024)
Table above shows that 35(70%) people strongly agreed that promotion used by company has increase the awareness of the new product 10(20%) people agreed that promotion used by company has increase the awareness of the new product, 1 (2%) people  were indifference that promotion used by company has increase the awareness of the new product, 2(4%) people disagreed , while 2(4%) person stronglydisagreed that promotion used by company has increase the awareness of the new product. The result above shows that the company’s strategic marketing planning includes promotional activities that bring to awareness of consumers about the existence of new product.
TABLE 4.3.9:PROMOTIONAL EFFORT HAS INCREASE THE COMPANY SALES VOLUME
	Response 
	Frequency
	Percentage (%)

	Strongly Agree
 Agree
Indifference
 Disagree 
Strongly Disagree
TOTAL 
	             32
             10
              3
              3
              2
             50
	             64
             20
              6
              6
              4
           100%


Source: researcher’s survey (2024)
Table above shows that 32(64%) people strongly agreed that the promotional effort  has increase the company  sales volume , 10(20%) people agreed that the promotional effort  has increase the company  sales volume, 3(6%) people were indifference, 3(6%) people disagreed , 2(4%) people strongly disagreed that the promotional effort  has increase the company  sales volume. The result above shows that the company’s strategic marketing planning includes promotional effort that increase sales volume of the company by offering bumper price , sales promotion and other promotional effort that increase sales of new product at affordable price.


TABLE 4.3.10:STRATEGIC MARKETING PLANNING HAS BEEN ABLE                                         TO EDUCATE THE CONSUMER ON THE USAGE OF NEW PRODUCT
	Response 
	Frequency
	Percentage (%)

	Strongly Agreed
 Agree 
indifference
 Disagree 
Strongly Disagree
TOTAL 
	30
15 
5
0
0
50
	60
30
10
0
0
100%


Source: researcher’s survey (2024)
Table above shows that 30(60%) people strongly agreed that the strategic marketing planning has been able to educate the consumer on the usage of new product, 15(30%) people agreed that the strategic marketing planning has been able to educate the consumer on the usage of new product, 5(10%) people were indifference, 0(0%) people disagreed, while 0(0%) people strongly disagreed that the strategic marketing planning has been able to educate the consumer on the usage of new product. The table above reveals that the company strategic marketing planning includes educative programs as way of providing after sales service to the consumer to encourage them buy more of the new product. 
TABLE 4.3.11:STRATEGIC MARKETING PLANNING HELPS THE COMPANY TO IDENTIFY THE BEST 	CHANNELS OF DISTRIBUTION
	Response 
	Frequency
	Percentage (%)

	Strongly Agreed
 Agree  
indifference
 Disagree 
Strongly Disagree
TOTAL 
	25
15
10
0
0
50
	50
30                   
20
0
0
100%


Source: researcher’s survey (2024)
Table above shows that 25(50%) people strongly agreed that strategic marketing planning helps the company to identify the best channels of distribution, 15(30%) people agreed that, strategic marketing planning helps the company to identify the best channels of distribution, 10(20%) people were indifference, while no body disagreed, and strongly disagreed that strategic marketing planning helps the company to identify the best channels of distribution. The result above shows that strategic marketing planning has help the company to identify the best channels of distribution by giving rights to the distributors, wholesalers who helps in making the new product available to the market at the right time.
TABLE 4.3.12:CHANNELS OF DISTRIBUTION PROVIDE THE LINK BETWEEN PRODUCTION AND 	CONSUMPTION
	Response 
	Frequency
	Percentage (%)

	Strongly Agreed
 Agree 
indifference
 Disagree 
Strongly Disagree
TOTAL 
	             30
             15
             5
             0
              0
             50
	             60
             30
              10
              0             
              0
           100%


Source: researcher’s survey (2024)
Table above shows that 30(60%) people strongly agreed that the channels of distribution provide the link between production and consumption, 15(30%) people agreed that the channels of distribution provide the link between production and consumption, 5(10%) people were indifference, while nobody disagreed, and strongly disagreed that the channels of distribution provide the link between production and consumption. This indicate that strategic marketing planning use distribution channels to study consumption rate so that their won’t be over stocking and short supply of the product.

TABLE 4.3.13: COMPANY HAS SALES POINTS WHERE PRODUCTS AREDISPLAY.
	Response 
	Frequency
	Percentage (%)

	Strongly Agreed
 Agree 
indifference
 Disagree 
Strongly Disagree
TOTAL 
	             30
             15
             5
             0     
              0
           50
	60
30
10
0            
0
100%


Source: researcher’s survey (2024)
Table above shows that 30(60%) people strongly agreed that company have sales points where products are display, 15(30%) people agreed that company have sales points where products are display, 5(10%) people were indifference, while nobody disagreed, and strongly disagreed that company have sales points where products are display.  It is part of the strategic marketing planning that the company needs to have sales point or registered distributors where new product can easily be assess by the customers rather than going to the factory, and such sales point serve as a distribution channels for the company by making sure that products are available at the right place and at the right time.
TABLE 4.3.14:STRATEGIC MARKETING PLANNING ENHANCE CONSUMERS SATISFACTION
	Response 
	Frequency
	Percentage (%)

	Strongly agreed
Agree 
Indifference
Disagree 
Strongly disagree
Total 
	             20
             15
              5
              5
              5
           50
	             40
             30
              10
              10           
              10
           100%


Source: researcher’s survey (2024)
Table above shows that 20(40%) people strongly agreed that strategic marketing planning enhance consumers satisfaction, 15(30%) people agreed that strategic marketing planning enhance consumers satisfaction, 5(10%) people were indifference, while 5(10%) peoples disagreed, and 5(10%) people strongly disagreed that strategic marketing planning enhance consumers satisfaction. This indicates that strategic marketing planning enhancesconsumer’s satisfaction because the main purpose of marketing is consumer satisfaction.

4.4 	TESTING OF HYPOTHESES
This section analyze the hypothesis formulated in chapter one. Four hypotheses were formulated. The question 1, 7, 8 and 12 will be used for the testing of the four hypotheses respectively and their analyses were presented in the table below. The method of hypotheses that will be used in testing is the z- test and where the confidence interval is 95% and 90%. The z-test formula is therefore represented as 
Z = 
Where;   x= mean of sample
µ = population mean
 = standard deviation
n = sample size.							
Decision Rule
	This means that if the tabulated value is greater than the calculated value (tabulated value > calculated value), the null hypothesis (H0) will be accepted otherwise, it will be rejected and the alternative hypothesis will be accepted.
HYPOTHESIS 1:
H0:   Strategic marketing planning has no significant on new product design.
TABLE 4.4.1: STRATEGIC MARKETING PLANNING HELPS IN NEW PRODUCT DESIGNS.
	VARIABLE
	NUMBER 
	MEAN

	S.E 
	D.F
	Z-TEST AT 49 DEGREE                        OF FREEDOM
	CRITICAL VALUE

	
	
	
	
	
	
	95
	90

	Strategic marketing planning helps in new product designs.
	

    50
	

   4.6
	

0.069
	

49
	

     77.92
	

1.96
	

1.64


Source: researcher’s computation (2024)
	From the table above, it reveals that the calculated z-test at 49 degree of freedom is 77.92, when compared to the critical t-value at 95% and 90% are 1.96 and 1.64 respectively. Thus, since the tabulated value 1.96 < 77.92 the calculated value, the null hypothesis (H0) of strategic marketing planning has no significant on new product design. Is thus rejected and the alternative hypothesis (H1) that strategic marketing planning has significant impact on new product design is therefore accepted. This means that strategic marketing planning has significant impact on new product design and also that strategic marketing planning involves innovation, creativity that brings about new product designs.
HYPOTHESIS 2:
H0:There is no significant relationship between price method and market 	share.

TABLE 4.4.2:THE PRICING METHOD USED BY THE ORGANIZATION HAS HELP IN BUILDING 	MARKET SHARE FOR NEW PRODUCT..
	VARIABLE
	NUMBER 
	MEAN
	S.E 
	D.F
	Z-TEST AT  49, DEGREE                        OF FREEDOM
	CRITICAL VALUE

	
	
	
	
	
	
	95
	90

	The pricing method used by the organization has help in building market share for new product.
	

50
	

   4.5
	
  0.0949
	

   49
	

57.95
	

1.96
	

1.64


Source: researcher’s computation (2024)
		From the table above, it shows that the calculated z-test at 49 degree of freedom is 57.95, when compared to the critical t-value at 95% and 90% are 1.96 and 1.64 respectively. Thus, since the tabulated value 1.96 < 57.95 the calculated value, the null hypothesis (H0) of there is no significant relationship between price method and market share is rejected and the alternative hypothesis (H1) thatthere is significant relationship between price method and market share is therefore accepted. This means that strategic marketing planning have effect of price reduction on new product, which brings about market share of new product,  which make it possible for the  new product to receive patronage from the consumers.
HYPOTHESIS 3:
H0:   There is no significant relationship between promotional activities and 	product awareness.

TABLE 4.4.3:  PROMOTION USED BY COMPANY HAS INCREASE THE 		   AWARENESS OF THE NEW PRODUCT.
	VARIABLE
	NUMBER 
	MEAN
	S.E 
	D.F
	Z-TEST AT 49 DEGREE                        OF FREEDOM
	CRITICAL VALUE

	
	
	
	
	
	
	95
	90

	Promotion used by company has increase the awareness of the new product
	

    50
	

   4.48
	

0.1421
	

   49
	

   38.8
	

1.96
	

1.64


Source: researcher’s computation (2024)
		From the table above, it shows that the calculated z-test at 49 degree of freedom is 38.8, when compared to the critical t-value at 95% and 90% are 1.96 and 1.64 respectively. Thus, since the tabulated value 1.96 < 38.8 the calculated value, the null hypothesis (H0) of there is no significant relationship between promotional activities and product awareness is thus rejected, and the alternative hypothesis (H1) thatthere is significant relationship between promotional activities and product awareness is therefore accepted, this means that there is effect of promotional activities that brings about the new product awareness to the consumer.

HYPOTHESIS 4:
H0:Channels of distribution have no significant importance in marketing of newproduct. 
TABLE 4.4.4:CHANNELS OF DISTRIBUTION PROVIDE THE LINK 			BETWEEN PRODUCTION AND CONSUMPTION
	VARIABLE
	NUMBER 
	MEAN
	S.E 
	D.F
	Z-TEST AT 49 DEGREE                        OF FREEDOM
	CRITICAL VALUE

	
	
	
	
	
	
	95
	90

	Channels of distribution provide the link between production and consumption
	

    50
	

   4.5
	

0.0949
	

   49
	

57.95
	

1.96
	

1.64


Source: researcher’s computation (2024)
		From the table above, the calculated z-test at 49 degree of freedom is 57.95, when compared to the critical t-value at 95% and 90% are 1.96 and 1.64 respectively. Thus, since the tabulated value 1.96 < 57.95 the calculated value, the null hypothesis (H0) of channels of distribution has no significant importance in marketing of new product is thus rejected and the alternative hypothesis (H1) that channels of distribution has significant importance in marketing of new product is therefore accepted. This means that channels of distribution is important in marketing of new products as it ensure that new product get to the right place at the right time.


CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.1	SUMMARY OF FINDINGS
Strategic marketing planning when sensibly institutionalized and driven by organizations top management can make a significant contribution to creation of sustain competitive advantage. This study was carried out to find out the application of strategic marketing planning on new product in manufacturing industry. In doing this, 100 staffs of LUBCON limited Ilorin, Kwara State were sampled by given them questionnaire to answer, 50 of the questionnaire were answered. Four hypotheses were also formulated to find if strategic marketing planning has no significance on new product design, if there is no significant relationship between price method and market share, if there is no significant relationship between promotional activities and product awareness and if channels of distribution has no significant importance in marketing of new product. The study also examine the business environment both the internal analysis and external analysis through the use of  strength, weakness, opportunity and threat in the business environment (SWOT ANALYSIS) .the study also reveals different marketing strategies that can be employ by the manufacturing company to make them have competitive edge over others.
5.2	CONCLUSION
		This study has attempted to examine the level of strategic marketing planning in Nigeria's manufacturing industry. The study established a strong direct relationship between performance and strategic marketing planning and that strategic marketing of manufacturing industry involves the process of examining both the present and future marketing environments, formulating organizational objectives, making, implementing and controlling decisions focused on objectives accomplishment. It can be concluded from the study that marketing strategy has direct relationship with the survival of the manufacturing industry. Therefore, managements of these companies are encouraged to pursue the use of strategic marketing planning with rigour so that these organizations can achieve a sustainable competitive advantage strategy to ensure that the continuing existence of their organizations is guaranteed. Finally, the challenges of our dynamic environment require efficient and effective marketing strategy for continuing growth and survival of business organization
5.3	RECOMMENDATIONS
		As a result of the findings in this study, the researcher therefore recommends the following to enhance and ensure proper marketing of new product in a highly competitive market. Management of manufacturing industries in Nigeria should understand the role of marketing in their business so as to be able to develop effective marketing strategies for new product. Based on the research findings the following recommendations are drawn.
New product should not be over price because it has not gain the attention of customers and it must be plenty in term of quantity, and a good quality before introducing new product to the market. Company should embark on promotional activities that is cost effective so as to bring to awareness of consumers the newly introduce product. 
There is also need for strategic marketing planning that will reveals features of new products desire by the customer, the product quality and service quality, this will eventually increase the sales volume of the company because such product will receive patronage from the customers. It is important that the company should have sales point or registered distributors where new product can easily be assess by the customers rather than going to the factory, and such sales point will serve as a distribution channels for the company by making sure that products are available at the right place and at the right time.
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APPENDIX I

Department of Business Administration and Management
Institute of Finance and Management Studies
Kwara State Polytechnic, Ilorin
P M B 1375, Ilorin, Nigeria
MAY, 2024.

Dear respondents,
                I am a final year student of the department Business Administration and Management, Kwara State Polytechnic, Ilorin. I am carrying out a research on the effect of strategic marketing planning on new product development in manufacturing industry in partial fulfillment of the requirements for the award of Higher National Diploma (HND) in Business Administration and Management. The questionnaire is strictly for the purpose academic to obtain information on the application of strategic marketing planning on new product development in manufacturing industry, a case study of LUBCON Limited Ilorin Kwara State. Co-operation in answering this questionnaire would be appreciated.


						Yours faithfully,

					HND/22/BAM/FT/397
				JIMOH KAFAYAT MOTUNRAYO










QUESTIONNAIRE 

SECTION A: (PERSONAL DATA)                               
Please tick (√ ) the box that correspond to your choice of  response.
1.	Gender (a) male   (  )     (b) female (   )
2 .	Age ( a)21-25yrs   (     ) (b)26-30yrs  (   ) (c)31-35yrs (    ) (d) 36-40  (    )  
(e) 40 and above ( )
3. 	Educational qualification (a) secondary education (  )   (b) Tertiary education ( )                      ( c) professional qualification (   )
4. 	Number of years in the organization?(i) less than 1year in the organization ( )  (ii )1- 5 years (  )   ( iii ) 6-10 years (  ) 11 – 15 years  (  )
5.	Department (I )  Marketing  (  ) (ii )  Finance ( ) (iii)  Personnel  (  )
(iv)  Purchasing (   )
SECTION B
	Please read the following statements carefully and indicate your opinion by ticking ( √) just one of the four options in front of the statement.
	The keys are:
            Strongly Agree      (SA)
 Agree                    (A)
	Indifferent               (I)
            Disagree                  (D)
           Strongly Disagree    (S)
	S/N   
	                                     ITEMS
	SA
	A
	I
	D
	SD

	1.
	Strategic marketing planning helps in new product designs
	
	
	
	
	

	2.
	Strategic marketing planning helps in new product development.
	
	
	
	
	

	3.
	Strategic marketing planning reveals the new product feature desired by the customer.
	
	
	
	
	

	4.
	Strategic marketing planning increase the cost price of the new product.
	
	
	
	
	

	5.
	Marketing strategy is a bench mark for organization pricing policy
	
	
	
	
	

	6.
	Strategic marketing planning has significant effect on the price of the new product.
	
	
	
	
	

	7.
	The pricing method used by the organization has help in building market share for new product.
	
	
	
	
	

	8.
	Promotion used by company has increase the awareness of the new product 
	
	
	
	
	

	9.
	Promotional effort has increase the company sales volume
	
	
	
	
	

	10.
	Strategic marketing planning has been able to educate the consumer on the usage of new product
	
	
	
	
	

	11.
	Strategic marketing planning helps the company to identify the best channels of  distribution 
	
	
	
	
	

	12.
	Channels of distribution provide the link between production and consumption 
	
	
	
	
	

	  13.
	Company have sales points where products are display.
	
	
	
	
	

	14.
	 Strategic marketing planning enhances consumer’s satisfaction.
	
	
	
	
	








                                               APPENDIX II

COMPUTATION OF VARIABLE FOR TESTING
                                        Hypothesis One 
	Option
	Weight (x)
	Distribution of respondent (f)
	F(x)
	(x-)²
	F(x-)²

	Strongly Agreed
	5
	30
	150
	0.16
	4.8

	Agreed
	4
	20
	80
	0.36
	7.2

	Indifference
	3
	0
	0
	2.56
	0

	 Disagreed        
	2
	0
	0
	6.76
	0

	Strongly disagreed
	
1
	
0
	
0
	
12.96
	
0

	Result
	
	50
	230
	
	12



Sample mean ( =   =  = 4.6                                                             
Population mean (µ) =
Standard deviation ( =  =    = = 0.4899                                                              
Standard Error  = == 0.0693
Therefore, we have 
 Z-test calculation as          = =  = 77.92

At 0.05 level of significance, then tabulated value = 1.645.

  Hypothesis two
	Option
	Weight (x)
	Distribution of respondent (f)
	F(x)
	(x-)²
	F(x-)²

	Strongly Agreed
	5
	30
	150
	0.25
	7.5

	Agreed
	4
	15
	60
	0.25
	3.75

	Indifference
	3
	5
	15
	2.25
	11.5

	Disagreed        
	2
	0
	0
	6.25
	0

	Strongly Disagree
	1
	
0
	
0
	
12.25
	
0

	Result
	
	50
	225
	
	22.5



Sample mean ( =   =  = 4.5                                                              
Population mean (µ)  =

Standard deviation ( =  =    = = 0.6708                                                              
Standard Error  = == 0.0949
Therefore, we have 
 Z-test calculation as          = =  = 57.95

At 0.05 level of significance, then tabulated value = 1.645


    Hypothesis three
	Option
	Weight (x)
	Distribution of respondent (f)
	F(x)
	(x-)²
	F(x-)²

	Strongly Agreed
	5
	35
	175
	0.2704
	9.464

	Agreed
	4
	10
	40
	0.2304
	2.304

	Indifference
	3
	1
	3
	2.1904
	2.1904

	Disagree      
	2
	2
	4
	6.1504
	12.3008

	Strongly Disagreed  
	
1
	
2
	
2
	
12.1104
	
24.2208

	Result
	
	50
	224
	
	50.48



Sample mean ( =   =  = 4.48                                                             

Population mean (µ)  =

Standard deviation ( =  =    = =1.005                                                          
Standard Error  = == 0.1421
Therefore, we have 
 Z-test calculation as          = =  = 38.8

At 0.05 level of significance, then tabulated value = 1.64




   Hypothesis four
	Option
	Weight (x)
	Distribution of respondent (f)
	F(x)
	(x-)²
	F(x-)²

	Strongly Agreed
	5
	30
	150
	0.25
	7.5

	Agreed
	4
	15
	60
	0.25
	3.75

	Indifference
	3
	5
	15
	2.25
	11.5

	Disagreed        
	2
	0
	0
	6.25
	0

	Strongly Disagree
	1
	
0
	
0
	
12.25
	
0

	Result
	
	50
	225
	
	22.5



Sample mean ( =   =  = 4.5                                                              

Population mean (µ)  =
Standard deviation ( =  =    = = 0.6708                                                              
Standard Error  = == 0.0949
Therefore, we have 
 Z-test calculation as          = =  = 57.95

At 0.05 level of significance, then tabulated value = 1.645.
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