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ABSTRACT
This study investigated the perceived effect of marketing research on organizational performance, [case study of nicon insurance company, plc] This study is quantitative in nature and survey questionnaire was used in the study. Sample size of fifty [50] was selected from targeted population. Close – ended questionnaire with Likert scale option were used as the method of data collection, while multiple regression analysis were used to test the hypothesis under study through statistical package for social science [SPSS]. This study hypothesized that, there is positive and significant effect of marketing research on organizational performance. The result of the study revealed that marketing research, method design and analyze style has significant and positive impact on organizational performance in nicon insurance Company, Ilorin. The study recommends that management should not relent in their quest to improving in their marketing research strategies.
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CHAPTER ONE
INTRODUCTION
1.1	BACKGROUND TO THE STUDY
Marketing research has been a very crucial activity in business management for centuries. It advancement was hastened by the emergencies of industrial revolution when  research in the marketing activities was at its basics and remained untapped for several centuries and it remained an insignificant part of firms, marketing strategies until the exits of world war II when technological revolution was introduced, which brought along a promulgation of new and multifarious consumer products improve economies of scales, emerging market and widespread expansion in business operation, A key development in the post-war was an increase rate of business failure. Marketing is a dynamic business activity, the role it play in the existence of a business have evolved significantly due to rising event of economic recession, inflation, material and energy scarcities, unemployment , winding up of industrial and firms terrorism and war. And this can also be attributed to the changes in technological advancement, witnessed by the introduction of internet. All of these have forced marketing executive to become more marketing driven when making strategic decision. This necessitates a ceremonious means of obtaining timely and precise information about changes in consumers taste, product demand and general marketing environment, and this can only be achieved through comprehensive marketing research. All modern organization engages in marketing to please and win the loyal support of their customers. Dangote flour mills engage in marketing to find out the needs and requirements of flour users, bank engage in marketing research to know about it customers financial service requirement and inland revenue engage in marketing research to know the needs and requirement of tax payers and other clients. The development of a product is useless where there is no guaranteed market for the product; also the creative idea is useless where such an idea could not translate to marketable product. A marketable product is essential for business survival for that is the only means through which organization can gain recognitive goodwill and customer loyalty. To produce a marketable product, the view and opinion of the product target market is paramount and could be sourced through the collection of data, analysis of the collected data and application of the result for decision making within the organization. Even though the relevance of marketing research to business survival is a known concept in most countries of the world. It is still yet to be to some of our indigenous business owner. A few business that show interest in these researches only adopted them as a matter of routines, firm face difficulty in coordinating market research variable such as gathering information about how their product meet customers expectation produced by advertising , packaging and product appearance and this tend to affect the sustainability in the global market. Therefore, since it is expected that the work of previous author are reviewed in the work, it is also essential that a new aspect of the marketing research with relation to the adoption by organization is examined. It is on this basis that the study shall carried out the main objective of examine the role played by marketing research in improving business productivity, in order to overcome all these challenges, the study seeks to examine the impact of marketing research on organization performance.

STATEMENT OF THE PROBLEM
Naturally , every business exist to achieve its objectives which is principally making profit, but before such profit could be made the organization must have run into problems that may hinder effectiveness of such company , therefore the research is in doubt whether poor research work has any effect to the product quality. Sometimes, due to personal reasons, some subject of research may give out wrong information while being interviewed which is a major cause of inappropriate result. The financial institution may reduce the numbers of times research activities, resulting in misleading conclusion, research activities are dismissed prior to the attainment of the objectives for which they are setup.
RESEARCH QUESTIONS
The research question during the study is as follows;
I	To what extent has marketing research affect organization performance?
II.	Does marketing research have any marketing implication to the organizational performance?
III.	Does poor research work have effect to the product quality?

OBJECTIVES OF THE STUDY
Main objectives The main objective of the study is to assess the impact of marketing research on organizational performance Specific objectives are:
to determine whether poor research work has any effect to the product quality to determine whether marketing research has any marketing implication to the organizational performance.

STATEMENT OF HYPOTHESES
The following hypotheses are formulated
HI:	There is no significant relationship between effective marketing research and organizational performance.
HII:	 There is no significant relationship between marketing research and organization goals and objectives.
HII:	Poor research work has no significant effect to product quality

SIGNIFANCE OF THE STUDY
The important area focused by the study is the impact of marketing research on organizational performance; it is intended to achieve two aims; To contribute to both theory and practice of marketing research in Nigeria. One of the greatest and surest ways of achieving customer satisfaction is the planning and implantation of proper marketing research programme in any business organization. Moreover, the new marketing concept emphasizes on customers satisfaction and integration in the organization towards toward achieving the single purpose. Therefore to make these possible, marketers must research properly as to know the changing need of their customers and the activities of their competitors’. To contribute to the theory, there are several factor that affect organizational performance like, promotion, distribution and marketing research as it is said to be too expensive not only look outwards to existing and potential markets, the customers (or market place), the competitive environment but also inwards at the ways in which the organization respond to the demand of the market place. Survival is the key objective of most organization; today’ sworlds are characterized by major changes in market and economic conditions coupled with rapid advance in technologies.


SCOPE OF THE STUDY
The project examines the impact of marketing research on organizational performance towards achieving their objectives and goals. This research work shall be limited to nicon insurance Company PLC in Ilorin; personal interviews shall be conducted with senior staff of company.

DEFINITION OF TERMS
IDENTIFICATION: this is the process of showing, proving or recognizing who or what someone is or something is.

DIVERSIFICATION: This is the act of develop a wider range of product interest skill in order to be more successful or reduce risk

FORECAST: This is a statement about what will happen in future base on information that is available now

PROFFERED: This is a solution or advice offered to somebody

SYSTEMATIC: Done according to a plan through determined way

ANTICIPATION: This is the fact of seeming that something bad happening in future and controls it now
SATISFACTION: The good feeling that you have achieved what you want to achieve
SATURATED: to full somebody completely with to add any more
SEGMENT: This is a process of separating something from each other
NEEDS: This is the inner most desire of a human
WANT: This is the things human being desire to have when the opportunities call.
VIABLE: That can be done, that will be successful.
BIAS: This is a strong feeling in favor of or against one group of People
ACQUISITION: This is the act of getting something especially knowledge of skin
CHAPTER TWO
LITERATURE REVIEW

2.1	INTRODUCTION
This chapter is about the review of various authors’ idea and it is also concern with the concept and definition of marketing research, the main division of marketing research, problems of marketing research, process of marketing research, concept of organization performance, the theoretical framework and the empirical of the study.

2.2	CONCEPTUAL FRAMEWORK
2.2.1	MAIN DIVISION OF MARKETING RESEARCH
Marketing research can be defined as  a step by step process of planning for  acquiring and interpreting information relevant to a marketing decision-making situation. Systematic collection of market or customer information through research has no substitution, the need to undertake marketing research stems from the decision – making process in marketing management. Marketing research can cover many aspect involved in the marketing of goods and services, the main division of marketing research are shown in the diagram below.

PRODUCTRESEASRCH: This is concerned about identifying products which can be manufactured employing the available technology, and retrieving information about the market demand for new and innovative products that can be offered by future technology. Product research also encompasses new products design, development and testing, improving existing products and making a forecast of a possible change in market trends, product performance, material input and so on. Included in this assessment will be pricing studies, pack acceptability and product performance visual appeal, comfort etc.
CUSTOMERRESEARCH: Customer research investigates into buying-behavior, examine the socio-economic, cultural and psychological factors affecting buying decisions either at customer level, trade distribution level or at the organization level, customer research also attempts to explain customer preference which are the expectations likes, dislikes, motivations and inclinations that drive customer purchasing decision and behaviors
PRICINGRESEARCH: All business must make decision concerning the pricing of their goods and services. Pricing is a critical factor which affects the business success and is a potent marketing mix tool among the four Ps (Product, Price, Place, and Promotion). These inputs are necessarily interconnected and an effective blend is at the heart of successful marketing. Pricing should approach both analytically and creatively. Costs form the basis on which price is built and these must be known. But equally important is knowledge about the nature of demand, competition level, a technological development that may result in substitute material e.t.c. pricing  can be used to position a product relative to competitors offering.

SALERESEARCH: Used complementarily with distribution research, it involves a detailed analysis of activities involved in selling a company product. Complementarily, distribution research assesses the company’s selling arrangement to identify several other distribution methods. The company’s market position should be evaluated in comparison to its competitors. When an organization is losing sales and sales trend is stable or improving, Research should be aimed at discovering the reason for the company’s failure to maintain a trend and account for possible cause of extra sales record
The purpose of this research include
Analyzing salesman’s training
Testing new sales techniques
Measuring the salesman’s effectiveness
Studying sales compensation
Estimating demand for product

5. PROMOTIONRESEARCH: This involves in testing and evaluating the effectiveness of the various measures used in promoting a company’s products or services. These activities includes exhibition public relation campaigns, Merchandising aids such as shows cards and point of sales stand, consumer and trade advertising, special promotional offers. Promotion research also identifies the most favorable program element to improve profit. The challenge here is to choose the blend of promotion that has the highest return on investment (R01) and return on objectives (R00)
The purpose of this research is to develop the most appropriate advertisement and promotion schemes and evaluate their effectiveness.
The broad area includes;
Advertising copy research
Media research
Assessing the effectiveness of advertising
Assessing the efficacy of sales promotional measures

2.2.2 	PROBLEM OF MARKETING RESEARCH
According to Carlos and Josme (2017), information sources and reliability of information obtained from these sources is a challenge for information managers who must creates a match between information management (IM) and marketing management due to practically beneficial implications of the use of information in marketing. However, engaging in marketing research is a practice recommended to all firms which sometimes doesn’t turnout well in the process. Sometimes, the motive for carrying out marketing research may not be reached due to some of the reasons  identified by Ojo(2003) and these include; Haste: In a bid to achieving several goals in just a short period of time, many companies end up adopting shortcuts and tends to use out data which always yields erroneous outputs.

Insufficient Cash: Financial limitations may reduce the number of times research activities are conducted, resulting in misleading conclusions  very often than not, research activities are dismissed prior to attainment of the objectives for which they are setup.

Unsuitable Methodology: Research outputs may be incurable due to errors in research design, sampling or even inadequate understanding of subjects interviewed  Inconsistencies in
Data Analysis: At times inexperienced managers tend to just concentrate on the information they are on a lockout for a while neglecting the possibilities of obtain useful information.

Incorrect Information: Sometime, due to personal reasons, some subjects of research may give out wrong information while being interviewed which is a major cause of inappropriate results

Seasonality: Research about products that are only consumed in certain seasons may not be effective in season when the production is not available.
Illiteracy: Many people are suffering educated and may not appreciate the value of any reason undertaking

2.2.3. MARKETING RESEACH PROCESS
The marketing research processes simply refers to the systematic step or process to be involves a range of inter-connected activities which intersect in no particular order research often requires thinking several steps ahead of the information obtained. The various steps involved in marketing research are inter-trained and each step has some impact over the succeeding step. (Churchill and Lacobucci, 2013) Problem formulated identification: The first step in the conduct of research is to clearly define the problem an organization is currently facing. This should be done in a way that they will not be broadly or narrowly defined. To clearly define a problem, the objective and the situation surrounding a given request for information must be properly identified. This is because it is only even a problem is clearly and precisely defined that research can be conducted to provide the required information. Determining the research design: This is the stage to design and plan strategy to be used in collecting and analyzing data. The source of data and research design to be use depends on how much is known about the problem to be solved or investigated; explorative research design is required. Explorative research design involves reviewing published data, interviewing knowledgeable data, conducting focus groups. Design data collection methods and form: This is the stage to design and specify the methods of data collection to be used in the conduct of the research. There are two method primary sources and secondary source. The primary sources are the information gather by the researchers through a questionnaire, interview, focus groups, observation and experimentation, while secondary sources are not gathered for the current study but for other purpose. Design sample and collect data: At this stage, the researcher is expected to design and specify the research sampling frame, sampling method and sampling size. Sampling frame is the list of the population element from which the sample will be selected. Sampling method refers to the technique that will be used to select sample from the population element. Sample size refers to the actual number of population element that will be investigated. Once the data sample designs are specified, the data collected is the next data collection is the process of collecting required data from the target sample through a specified method of data collection  Analysis and interpret data: This stage involves the extraction of relevant findings from the data. Data analysis involve editing, coding, tabulating an running the required statistics. Prepare the research report: The research report is the document submitted to the management that summaries the research results and conclusion. The report should generally begin with a buffer statement of the problem and those major findings relevant to the main marketing problem facing the organization. The report should be written in a simple language and be straight forward. In today’s marketing research activities, it is important to note the relevance of social media technology in interacting with consumers and gathering data. This helps market researchers to become more efficient by combining data from various sources in order to reach a general decision that applies to a sphere of customers categories ( Nyukorong, 2017).

2.3. THEORETICAL FRAMEWORK
The following are the theories that were reviewed for the purpose of this study; Resource –Based Theory, Agency Theory, Conflict Theory, and Experimental learning theory.

2.3.1.  RESOURCE BASED THEORY
A resource based view argues that competitive advantage is retained through the firm’s possession of a unique bundle of resource (Conner and prahalad, 1196). Resource Based Theory is concerned with the fundamental question of how greater performance is attained in competition against other organizations within the similar market and it is established that greater performance arises from acquisition and exploitation of unique resources available to a business.

2.3.2.  EXPERIMENTAL THEORY
A manager must be capable of recognizing the need of his business. To this end, needs analysis through the adaptive competence approach relies heavily on experimental learning theory (DumingKogutandBiomstrom 1991) viewing the employee and the job commensurately. This approach is placed on the foundation that learning, adaptation, and problem solving activities are much related and that these processes are required in all organization.  This theory theorizes the process of learning in a manner that variations is learning approaches and confirming learning environments is easily identified. Therefore, describing both the employees, adaptive skills and requirement of the organization from the stand point of learning, one can identify and define the adaptive or interactive process occurring in every organization performance

2.4.  EMPRICAL FRAMEWORK
In this section of this work, the results of previous authors that came out researchers on topics that relate to his study are research. Despite that authors are of similar opinion on the fact that information obtain through marketing research is vital for attaining organizational goals, there are few other empirical researcher that examined the linkage between marketing research and organizational performance. Yang (2007) also conducted research on the impact of promotional activities on customer purchasing behavior. The objective of the study was to examine the impact of promotional activities on the purchasing behavior of customer using 7up bottling as a case study. Dike (2015) conducted a research on the impact of marketing research on business organization. The study investigated the degree of the impact marketing research on business organization performance.





CHAPTER THREE
METHODOLOGY

3.1 	INTRODUTION
This chapter presents the method that was applied in this study;

3.2	RESEARCH DESIGN
The research design adopted for the study was a descriptive survey. The design is considered because it enable the researcher to generate data through the standardized collection procedures based on highly structured research instrument are well defined study concepts and related variables.

3.3  	SOURCE/METHOD OF DATA COLLECTION
This research work draw data from each source that is primary and secondary data
PRIMARY SOURCE
Questionnaire and oral interview were used as primary data, 	Questionnaire was administrated and oral interview was conducted to marketing managers.
SECONDARY SOURCE
The researcher also collected data from textbooks, journal and unpublished materials
	
3.4	POPULATION OF THE STUDY
The population of this work was the staff of nicon insurance company Ilorin Kwara state and the number of the staff is 50 and as such the population used for the study is 50 workers

3.5  	SAMPLING TECHNIQUES
A sampling size of 50 Staffs of nicon insurance  Company staff Ilorin was randomly used for the purpose of the study.



VALIDITY AND RELIABILITY OF MEASURING INSTRUMENT
In accordance to the project audience, the research questionnaire has been properly administered critically by the supervisor before distribution to the public and personal visitation for interview was inclusive.

3.7 	METHOD OF DATA ANALYSIS
Data generated from the questionnaire is illustrated using Microsoft excel while the chi-square test performed with statistical package for social science (spss) will be used for hypothesis, also comparisons will be drawn from the percentage of responses given by the respondents, this will take into account the level of employment, the highest education level, and years with the organization. Decision   Rule on chi-square analysis for this study, the chi-square analysis shows the relationship between the dependent variables and the independent variables for a 5% level of significance, the decision rule is as follow;
If p>0.05, the null hypothesis is accepted and if p<0.0.05, the null hypothesis is rejected.
If x2-cal>x2crt reject Ho; x2-cal<x2-crt, accepts H0















CHAPTER FOUR

DATA ANALYSIS AND INTERPRETATION
4.1	SAMPLE SIZE RETURNED
	Table 4.2.1: Sample Size Returned and Unreturned

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Returned
	50
	100.0
	100.0
	100.0

	
	Unreturned
	0
	0.0
	0.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: SPSS Computation, [2025]
The Table above shows that out of the 50 copies of questionnaires distributed to some staffs of 7up company, all were returned as duly completed and used for further statistical analysis, and by implication the response rate was very good which enhance the accuracy of the results and findings in this study

4.2	DEMOGRAPHIC CHARACTERISTICS
This section presents the socio-demographic information of the respondents presented in frequencies tables and percentages. The study found it crucial to provide evidence of demographic data since it was deemed necessary to obtain such information on the account that the respondents background sometimes are clear indicator of factors that may have economic relation to the nexus between customer satisfaction and organizational growth. The analysis relied on profile information of the respondents so as to relate the relevance of the socio-economic background of the respondents to the study objectives
	
GENDER

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	MALE
	18
	36.0
	36.0
	36.0

	
	FEMALE
	32
	64.0
	64.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: SPSS Computation, [2025]
Eighteen (18) respondents representing 36% were Male, 32 respondents representing 64% were female. This means the study get the opinion responses of more females than males in the study which also implies that business women are many than business men in the study location.
	Table 4.3.2 AGE

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	20-25
	16
	32.0
	32.0
	32.0

	
	25-35
	29
	58.0
	58.0
	90.0

	
	35-45
	4
	8.0
	8.0
	98.0

	
	45AND ABOVE
	1
	2.0
	2.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: SPSS Computation, [2025]
16 respondents representing 32% indicated by specifying their age between 20-25 years, 29 respondents representing 58% indicated their age between 25-35 years, 4 respondents specifying between 35-45 representing 8%, while 1 respondents representing 2% indicated their age above 45 years. This directly implies that majority of respondents are matured adults above 25 years and were able to provide objective responses in the study especially on issue pertaining to the customer satisfaction in the sampled industry
	
MARITAL_STATUS

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	SINGLE
	17
	34.0
	34.0
	34.0

	
	MARRIED
	26
	52.0
	52.0
	86.0

	
	WIDOW
	7
	14.0
	14.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: SPSS Computation, [2025]
17 respondents representing 34% indicated specify they are married while 26 respondents representing 52% indicate they are singled. 7 respondents indicated they are widow.  This directly implies that majorities (52%) of respondents are a married person who’s their children and immediate family depended on them for responsibilities and up keeping of the house.
	EDUCATIONAL_QUALIFICATION

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	SSCE
	2
	4.0
	4.0
	4.0

	
	OND/NCE
	12
	24.0
	24.0
	28.0

	
	HND/BSC
	36
	72.0
	72.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: SPSS Computation, [2025]
2 respondents representing 4% were SSCE holders, 12 respondents representing 24% indicate they are Diploma holders, 36 respondents specifying representing 72% were degree holders. This means that the literacy cut across the selected company and they were well enlightened about the study objectives.

4.3	PRESENTATION AND ANALYSIS ACCORDING TO KEY
QUESTIONS
	Q1. Marketing research does not have significant effect on organization performance

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	STRONGLY DISAGREED
	35
	70.0
	4.0
	4.0

	
	DISAGREED
	3
	6.0
	6.0
	10.0

	
	UNDECIDED
	2
	4.0
	4.0
	14.0

	
	AGREED
	8
	16.0
	16.0
	30.0

	
	STRONGLY
AGREED
	2
	4.0
	70.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: SPSS Computation, [2025]
Five (35) respondents representing 70% disagreed that marketing research does not have significant effect on organization performance Two (3) respondents representing 6% were agree nor disagree and (8) respondents representing 16% Agreed. This means that the majority of respondents do not support the claim that marketing research does not have significant effect on organization performance.
	Q2. Has marketing research contribute massively to the performance of organization

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	STRONGLY DISAGREED
	2
	4.0
	4.0
	4.0

	
	DISAGREED
	3
	6.0
	6.0
	10.0

	
	UNDECIDED
	1
	2.0
	2.0
	12.0

	
	AGREED
	7
	14.0
	14.0
	26.0

	
	STRONGLY AGREED
	37
	74.0
	74.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: SPSS Computation, [2025]
Five (2)  respondents representing 4% disagreed that  marketing research contribute massively to the performance of organization, three (3) respondents representing 6% disagree, one (1) representing 2% were neither agree nor disagree and thirty seven (37) respondents representing 37%  strongly agree. This means that the majority of respondents support the claim that marketing research contribute massively to the performance of organization.
	Q3. The use of marketing research has helped in maximizing profit of organization.

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	STRONGLY DISAGREED
	3
	6.0
	6.0
	6.0

	
	DISAGREED
	1
	2.0
	2.0
	8.0

	
	UNDECIDED
	2
	4.0
	4.0
	12.0

	
	AGREED
	23
	46.0
	46.0
	58.0

	
	STRONGLY AGREED
	21
	42.0
	42.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: SPSS Computation, [2025]
Three 3 respondents representing 6% strongly disagreed that The use of marketing research has help in maximizing profit of organization, two (2) respondents representing 4% were neither agree nor disagree and twenty three (23) respondents representing 46% agree and twenty one (21) respondent representing 42% strongly Agree . This means that the majority of respondents supported the claim that the use of marketing research has helped in maximizing profit of organization.
	
Q4. Marketing research has caused a mass failure on organization performance

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	STRONGLY DISAGREED
	20
	40.0
	40.0
	40.0

	
	DISAGREED
	24
	48.0
	48.0
	88.0

	
	UNDECIDED
	3
	6.0
	6.0
	94.0

	
	AGREED
	1
	2.0
	2.0
	96.0

	
	STRONGLY AGREED
	2
	4.0
	4.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: SPSS Computation, [2025]
One (1) respondent representing 2% agreed that marketing research has caused a mass failure on organization performance. Also three (3) respondents representing 6% were neither agree nor disagree and twenty four (24) respondents representing 48% disagreed. This means that the majority of respondents did not support that Marketing research has cause a mass failure on organization performance.
	Q5. Marketing research serves as a way of developing new product

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	STRONGLY DISAGREED
	2
	4.0
	4.0
	4.0

	
	DISAGRRED
	3
	6.0
	6.0
	10.0

	
	UNDECIDED
	3
	6.0
	6.0
	16.0

	
	AGRRED
	8
	16.0
	16.0
	32.0

	
	STRONGLY
AGREED
	34
	68.0
	68.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: SPSS Computation, [2025]
Two (2) respondents representing 4% disagreed that marketing research serve as a way of developing new product. Also three (3) respondents representing 6% were neither agree nor disagree and thirty four (34) respondents representing 68% strongly agreed. This means that the majority of respondents support that Marketing research serve as a way of developing new product
	Q6. The use of marketing has helped an organization to strategize there planning

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	STRONGLY DISAGREED
	1
	2.0
	2.0
	2.0

	
	DISAGREED
	3
	6.0
	6.0
	8.0

	
	UNDECIDED
	2
	4.0
	4.0
	12.0

	
	AGREED
	10
	20.0
	20.0
	32.0

	
	STRONGLY
AGREED
	34
	68.0
	68.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: SPSS Computation, 2025
One (1) respondents representing 2% strongly disagreed that the use of marketing has help an organization to strategize there planning. Also two (2) respondents representing 4% were neither agree nor disagree and thirty four (34) respondents representing 68% strongly agreed. This means that the majority of respondents support the claim that the use of marketing has help an organization to strategize there planning. Source: SPSS Computation, 2025 Five (5) respondents representing 10% disagreed that The use of marketing research has contribute to the reduction of unemployment. Also five (5) respondents representing 10% were neither agree nor disagree and forty (40) respondents representing 80% agreed. This means that the majority of respondents’ support that The use of marketing research has contribute to the reduction of unemployment.
	Q7. Marketing research has significance effect on the employee performance in an organization

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	STRONGLY DISAGREED
	1
	2.0
	2.0
	2.0

	
	DISAGREED
	3
	6.0
	6.0
	8.0

	
	UNDECIDED
	1
	2.0
	2.0
	10.0

	
	AGREED
	21
	42.0
	42.0
	52.0

	
	STRONGLY
AGREED
	24
	48.0
	48.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source: SPSS Computation, 2025
One (1) respondents representing 2% strongly disagreed that marketing research has significance effect on the employee performance in an organization. Also one (1) respondent representing 2% were neither agree nor disagree and twenty four (24) respondents representing 48% strongly agreed. This means that the majority of respondents support that marketing research has significance effect on the employee performance in an organization.


	Q8. Marketing research has significance effect on rate of turnover in an organization


	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	STRONGLY DISAGREED
	3
	6.0
	6.0
	6.0

	
	DISAGREED
	2
	4.0
	4.0
	10.0

	
	UNDECIDED
	2
	4.0
	4.0
	14.0

	
	AGREED
	22
	44.0
	44.0
	58.0

	
	STRONGLY
AGREED
	21
	42.0
	42.0
	100.0

	
	Total
	50
	100.0
	100.0
	















Source: SPSS Computation, [2025]
Three (3) respondents representing 6% disagreed that the Marketing research has significance effect on rate of turnover in an organization. Also two (2) respondents representing 4% were neither agree nor disagree and twenty two (22) respondents representing 44% agreed. This means that the majority of respondents support that marketing research has significance effect on rate of turnover in an organization.

4.5	HYPOTHESES TESTING

H I: 	There is no significant relationship between effective marketing research and organizational performance
Table 1: Model Summary
	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	0.759a
	0.871
	0.815
	0.777

	a. Predictors: (Constant), Selling Method, Sales Information


Source: SPSS Computation, 2025
The Model Summary obtained from the regression analysis conducted on the research hypothesis two (2) is shown in Table 1, the R2 value of 0.871 was obtained which implies that 87.1% of the variation in the market performance of 7up Company is explained by the regular conduct of market research. The remaining 23.9% of variation is due to other variables that are not present in themodel.
Table 2: ANOVAa

	Model
	
	Sum of Squares
	Df
	Mean Square
	F
	Sig.

	1
	Regression
	188.980
	2
	94.49
	156.507
	0.005b

	
	Residual
	139.465
	231
	0.604
	
	

	
	Total
	328.424
	233
	
	
	

	a. Dependent Variable: Organizational Performance

	b. Predictors: (Constant), Selling Method, Sales Information



Source: SPSS Computation, 2025
The Analysis of Variance (ANOVA) table reveals a p-value of 0.005 which is less than the level of significance set at 0.05. Also, a calculated F-value of 156.507 which is higher than the tabulated residual value of 139.465, this indicates that the result is valuable.
Table 3: Coefficientsa

	
Model
	Unstandardized Coefficients
	Standardized Coefficients
	
t
	
Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	0.343
	0.118
	
	2.900
	0.004

	
	Selling Method
	0.350
	0.063
	0.312
	5.553
	0.000

	
	Sales Information
	0.552
	0.060
	0.519
	9.246
	0.000

	a. Dependent Variable: Organizational Performance.


Source: SPSS Computation, 2025
Based on Table 3 (coefficient table), the relationship between marketing research and Organizational performance was significant (=0.312, p value= 0.004 < 0.05); the relationship between marketing research and Organizational performance was significant (=0.519, p value= 0.004 < 0.05). The overall analysis suggests that marketing research has a significant influence on Organizational performance of nicon insurance company
HII: There is no significance relationship between marketing research and the company’s goals and objectives
Table 4: Model Summary

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

	1
	0.761a
	0.872
	0.817
	0.056

	a. Predictors: (Constant), Advertising, Packaging and Branding


Source: SPSS Computation, 2025
The Model Summary obtained from the regression analysis conducted on the research hypothesis two (2) is shown in Table 4; R2 value of 0.817 was obtained which implies that 56% of the variation in customers’ preference is explained by the regular conduct of market research. The remaining 44% of variation is due to other variables that are not present in the model.
Table 5: ANOVAa

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.
	

	1
	Regression
	201.699
	2
	100.850
	100.849
	0.00b

	
	Residual
	146.579
	231
	0.635
	
	

	
	Total
	348.278
	233
	
	
	

	a. Dependent Variable: Customers’ preferences are influenced by how frequent and effective the organization’s market research is.

	b. Predictors: (Constant), Branding and packaging, advertising


Source: SPSS Computation, 2025
The Analysis of Variance (ANOVA) table reveals a p-value of 0.00 which is less than the level of significance set at 0.05. Also, a calculated F-value of 100.850 which is higher than the tabulated F-value of residual 0.635 indicates that the result is valuable
Table 6: Coefficients
	
Model
	Unstandardized Coefficients
	Standardized Coefficients
	
T
	
Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	0.142
	0.133
	
	1.066
	0.287

	
	Advertising
	0.188
	0.054
	0.168
	3.464
	0.001

	
	Branding and Packaging
	0.698
	0.051
	0.668
	13.806
	0.000

	a. Dependent Variable: Customers’ preferences are influenced by how frequent and effective the organization’s market research is.


Source: SPSS Computation, 2025
Based on Table 6 (coefficient table), the relationship between market research and customers’ preference was significant (=0.168, p value= 0.001 < 0.05); the relationship between packaging and branding and customers’ preference was significant (=0.668, p value= 0.000 < 0.05). The overall analysis suggests that market research has significant influence on customers’ preference.
HIII: There is no significant effect of poor research work on product quality of an organization
	Table 4.5.7: Model Summary

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

	1
	.919a
	. 959
	. 939
	0.02

	Predictors: (Constant),Organization Performance


To assess the effect of marketing research on organizational performance Simple linear regression analysis was carried out. The result of the regression model shown in table above indicates the value of the correlation coefficient R= .919 and the adjusted R- square = .939 give us some idea of how well our model generalizes and ideally we would like its value to be the same, or close to the value of R-square. In the above summary, the difference for the final model is a fair bit (0.919-0.939=0.02 or 2%). This shrinkage means that if the model were derived from the population rather than a sample it would account for approximately 0.2% less variance in the outcome. Thus, the aggregated effect of poor research work on product quality of an organization is explained by the value of the R-square, which indicates that 95% increase in organization performance accounted specifically by change in research methods and not more than 5% explained by others not included in this model..
	Table 4.5.8: ANOVAa

	Model
	Sum of Squares
	Df
	Mean Square
	F
	Sig.

	1
	Regression
	160.901
	1
	160.901
	261.203
	.000b

	
	Residual
	29.580
	48
	.616
	
	

	
	Total
	190.481
	49
	
	
	

	a. Dependent Variable: Poor Research

	b. Predictors: (Constant), Organizational Performance



The analysis of variance (ANOVAs table above) tests whether the model is significantly better at predicting the outcome than using the mean as a ‘best guess’. Specifically, the F-ratio (261.203) represents the ratio of the improvement in prediction that the results from fitting the model (labeled ‘Regression’ in the table), relative to the inaccuracy that still exists in the model (labeled ‘Residual’ in the table).  And by dividing the regression sum of square value by the Total sum of square in the table, indicating a significant relationship by returning the value of R2=0.845, and the fact that the final model is significantly improve our ability to predict the outcome variable. However, the significant value of P (0.000) is smaller than (0.05) which means that the independent variable (poor research) is positively related with the dependent variable (organization performance). Hence, it is posited that there is significant relationship between poor research and organizational performance at 5% level of significant.

	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	T
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	.210
	.122
	
	1.718
	.087

	
	Poor Research
	.952
	.028
	.919
	33.636
	.000

	a. Dependent Variable: Sales Growth


The beta coefficient of the model in table above indicates the beta value of the constant is 0.210 whereas; the beta value for the predictor variable (poor research) is 0.952. The t-value of 33.636 and the p-value of .000 indicates the model is significant at p<0.05. Therefore, the beta coefficient (Beta= 0.952) implies the level of organizational performance is increase by 95.2% as the poor research rate decrease by 1%. With the value of constant (0.210) in the regression coefficients above, it is predicted that, removing the poor research from the model has a significant effect on organizational performance. Therefore it is concluded that there is a significant impact of poor research on the organization performance of the organization.

4.6	DISCUSSION OF FINDINGS
The research hypothesis one (1) was tested using multiple linear regression analysis to find the effect of the measures of sales research on the dependent variable (market performance). Analysis of this hypothesis revealed that research into the selling method adopted as well as the use of sales information gathered by the marketing department have a significant influence on the marketing performance of the organization. Furthermore, it was found that 87.1% of the variations in the market performance of the organization are predicted by the frequency of conducting market research in the organization. For the research hypothesis two (2), a multiple linear regression analysis was also conducted to find the effect of the measures of marketing research on organizational performance of nicon insurance Company.  Findings from the analysis revealed that 56% of variations in the organization’s customers’ preferences are explained by the regularity in the conduct of market research.   Also, the two (2) identified measures of promotion research (i.e. advertising and branding and packaging) have a significant influence on customers’ preference. The findings from this research on the effect of marketing research on organizational performance are in tandem with Luciano and Marcos (2007) while Bakator, Dordevic and Cockalo (2018) and Yang (2009) have emphasized the relevance of marketing research to organization performance in areas of customer patronage and customer satisfaction. Ayuba and Kazeem (2015); Asha (2017); Tarka (2018) have all advocated that market research plays an outstanding role in the performance of a business organization.


















CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS

5.1	INTRODUCTION
This chapter is made up of summary, conclusion and recommendation. In the summary, it entails what each of the previous chapters contains while the conclusion is the outcome of overall research work and the recommendation is what the Author of the study find out on the Impact of marketing Research on organizational performance.

5.2	SUMMARY OF FINDINGS
The study is an assessment of the impact of marketing research on organizational performance, in which the study is divided into five chapters, Chapter one introduced the study; it states how marketing research has been important tools for determining the success rate of organization in generating more revenue for entire success of the organization. It also consist of statement of the problems, significance of the study , objective of the study which was to determine the contribution and the importance of marketing research on organizational performance. The chapter two explains the literature review of the study, which consist of conceptual framework, theoretical review and empirical studies, the chapter three explain the research design of the study, the descriptive survey techniques was used to analyze the data and questionnaire was administered to generate data from the respondent, the use appropriate statistical tools was used to test the hypotheses formulated, chapter four dealt with the analyzes of the relevant data collected for the research, it also deal with the interpretation of data.  Lastly,chapter five summarizes all the content in the first fours chapter.

5.3	CONCLUSION
Despite the amount of money spend for the promotion activities in most organization the product are not well recognized. This means that the planning and development stage of the organization are the most important area to consider before any other things. Organization succeeds more with uniqueness rather than uniformity, uniqueness entails doing things completely from the usual way adopted by competitors and other organizations, to have uniqueness in method, procedures, processes and systems, organization needs to have the right caliber of people to bring about this changes to stimulate them and to live with them for the purpose of gaining a competitive edge and advantages over the competitors. To achieve this, organization must spend a lot on marketing research to achieve uniqueness and good performance. If sufficient research is undertaken, then the chances of failure are reduced. Indeed, the danger that many organization wish to avoid is the low level of performance. Marketing research would lead to higher employee performance and that the integration of marketing research would be the most important of the factor contributing to success of organization. Uses of marketing research also allow organization to set quantitative goal for new product, and more carefully evaluate performance after lunch. Almost organization can be regarded as pace settlers or market leaders in their various markets, if only they take time in doing marketing research on organizational performance.

5.4	RECOMMENDATIONS
The following recommendations aimed at improving the quality of the market research that was made; Because the integrity of marketing research is at stake, integrity in information gathering, or data collection is indispensable, to address the problem of unreliable research results. Emphasize should be made on generating quality research data which will enhance strategic decision making for the marketing practitioners The environmental factors, complicated by the fragile security system are serious threat to the conduct of marketing research in Nigeria. Nigerian is therefore needed to rise ups collectively to content with problem of insecurity among others. There should be adequate financial provision for the interviewer to minimize plans. The marketing manager should extent financial assistance to  graduate students of marketing to enable them produce quality research data A contingency plan involving a quality controller to be in the field with the teams of interviewers should be made. To see how the interviewer are doing.
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