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ABSTRACT
This research work will try to find out the application of marketing concept in a non-profit oriented organization using FEED MILL COMPANY as a case study. Marketing concepts is defined as a consumer orientation balance by integration marketing aimed at generating customers satisfaction a key to satisfying organization goal. The objective of this study is to discover how market concepts can be applied in a non-profit orientated organizationfor effectiveness. This research work is divided into five chapters viz: chapter one: give a background of the study aims and objective of the study, scope of the study,  limitation and constraints background of the case study and definition of terms. Chapter two: deals with the theoretical frame work for the study, these literature that are relevant to the topic of the study were reviewed and liter faced with the study. Chapter three: research methodology, used, instrument used for data collection, research population and sample size and sampling procedure employed. Chapter four: deals with presentation of data and analysis of data theoretically. Chapter five deals with summary of findings conclusion and recommendations.
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CHAPTE ONE
1.1	INTRODUCTION
Feed mill companyis on organization that is established in the interest of the people, not project making. Feed mill companyexists in both private and public organization under private feed mill companywe have religion and social organization Christian Association of Nigeria (CAN) is an example of private organization; we have in government ministries and government parastatal red cross, man  war e.t.c.
In the 50’s during the colonial era, non-profit making organizations were in existence through the Colonial masters. But due to the resent development and for advanced technology, there has been rapid increase in developed of non-project organization through the assistance of the federal government. A typical examine is the health centre which is in collaboration with World Health Organization (WHO), Extended programme on immunization (EPI) and others to mention a few. Considering the above information and fact marketing has become not cake as a topic among private and public non-profit marketing organization. They now organize marketing seminars, read marketing books and others in secret understanding of what is meant by marketing and how it is to be introduced and applied in their professions. In other words they want know now marketing can help organization to expose the increasing problems that would be analyzed as the write-up progress. Health organization, not to be specific to this alone, some of non-profit sector face difficult in attracting sufficient finds of non-profit culture to the appropriate targeted people. There is hardly public and private feed mill companythat does not face problems with reference to it’s market on the purpose of this study-concepts such as market segmentation, market positioning, market mix, channel of distribution and logical system among other have important roles to play in any marketing organization. The applications of these concepts are revealed below. 
The concept of profit maximization must be translated in the marketing, models can apply truthfully in the role of marketing in relation to how they are applied to some of their services, in feed mill companyespecial ministry of health Ilorin, which is the subject under study the concept will apply to some of their service which are family planning, drug abuse, eradication of gonorrhea, tobacco smoking and also presentation of seminar on the introduction of hour to use London. All these will be useful in this aspect of the project.                   
	In its fullest sense, there is a need for understand what marketing concept states that the consumer want satisfaction in the economic and social justification for a firm’s existence consequently all organization activities must be the most for the organization goals. 
	In concluding this aspect of introduction, marketing concepts calls for a management re-orientation in an organization where marketing is not their major field of operation regarding what business the company is operating. 
1.2	STATEMENT OF GENERAL PROBLEM
	The survival of business organization depends on how people of market patronize a buy of products. Any organization, either profit oriented or non-profit oriented must be able to identify the needs of it’s target and provide product or service to satisfy the needs. 
	Basically, most feed mill companyfalls to identify the needs, and this leads to the untimely death of such organization mostly government and individual programmes are not people oriented. Due to this, people decided not to buy profit. The reason may be that the organization lack marketing concepts idea and believe that the organization can product anything are to be saved by this study. 
1.3	OBJECTIVES OF STUDY
	The general objective of this study is to improve the standard of living of the people by producing that people will enjoy in a non-profit oriented organization. 
	The study will find out what is meant by marketing concept, the meaning, what it entails and its strategies. Marketing concept means different things to different people and organizations, it will be shown in this study that feed mill companyapply marketing concept and how they apply it, the strategies to be used in applying it and weather or not such usage is only limited to profit making organization the problem faced by feed mill companyis that they produce only what they like, not what people want, because of this marketing determine whether or not they are rendering their services to consumers buy considering the needs of the general public from the angle of their staff within and outside the government ministry.  
1.4	RESEARCH QUESTION
One of the first steps in using a marketing approach is to formulate a marketing strategy. Todo this, it is necessary to determine the goals for your program. Here are some questions you may need to ask (Diem, 2000; 200):
· Who is your program trying to serve?
· What is happening in your community or society that will affect your program in thefuture?
· What should be offered?
· What resources are available to accomplish your goals?
1.5	SIGNIFICANT OF THE STUDY
	The significant of the study is devoted to feed mill companysector is long over-due and definitely needed. Thousands of these organizations handle millions of naira and affect millions of people. An example is set in the hospitals, often a large put to administrative expenses rather than serving the intended market. Due to this fact, we need to analyze this problem critically and see if the application of market and marketing concept save the problem discussed earlier on. 
	However, the significance of the study is to give study a subjective analysis on how the application of marketing can be relevant to feed mill companyand not only the profit sector of the economic with the application of marketing concept, the management will also know that customers need to know the following. 
a. The right to be informed 
b. The right to be satisfied       
c. The right to choose 
d. The right to be heard. 
	Apart from the right of customers, in profit organization, these are other significant things involve in this study.   
1.6	SCOPE AND LIMITATION OF THE STUDY 
	The scope to the study is concerned with the area of application of marketing concept in feed mill companyusingKwaraState Ministry of Health as an organization choice and sample chosen from Ilorin township that is between the customer, top management staff and middle management staff of FEED MILL COMPANY, Ilorin. This study is carried out to example consumers feeding in relation to the services rendered by the health ministry and the human relation between the ministry’s staff and customers. It also examined the problem encountered by the health Ministry and the ministry solves this problem. The study embraces the marketing of ministry of health Ilorin with a particulate reference to application of marketing concept to their services.         
1.7	HISTORICAL BACKGROUND OF THE CASE STUDY
	The FEED MILL COMPANYcreated in 1976, it inherited four function general hospitals during the period, there were only seven government hospital in the state under the state ministry of, in addition then, there were rural health centres, a dental centre, the dispensaries and 75maternity centre’s belonging to the local government authority, various communities which are operating directly under the ministry of health authoritative license from the ministry of health. 
	There were also three leprosy missions, and then only 943 hospital beds were available for populations of over 2.4 million people in the state. 
	The local government health facilities took non share of health establishments in 283 facilities jointly owned by all the local government area and represent 5.04%. 
	The total number of health establishment by ownership in Kwara State by local government area as at December 1996 was 561 and health establishment in Kwara State local government area institution in Kwara State as at 31st of December was 54 and number of bed was 2,367 and the total number of local government health institution in Kwara State as at that time was 283 with total number of beds amounting to 1,351. 
	Since the organization was not meant to make profit, the government has to come to its survivals, in the case there is an allocation made to this sector every year. But from source, in the year 2003, the state government made an allocation of 15 million naira to this sector to attribute its service to the populace.              
1.1 DEFINITION OF KEY TERMS 
	MARKETING: According to start Williams. J. (1981). Marketing is defined as a business activity that involved planning, promote price and distribution of product and services to consumer or potential consumers. 
	MARKETING CONCEPT: It is defined by PHILIP KOTLER (1994) in his text as “a” consumer orientation balance by integrated marketing aimed at generating customers satisfaction as a pay to satisfying organization goals. 
	NON-PROFIT:- This means when an organization is not set up for profit-making purpose, while profit means the monetary rewards on selling of item or engaging in an activity. 
	APPLICATION:-Means practical use of some-things. 
	ORGANIZATION:-This is a group or people who perform business come together in order to achieve a particular aim e.g. club. 
	ORIENT:-Means to direct toward an activity.  


CHAPTER TWO
2.0	LITERATURE REVIEW
	This chapter shall provide a brief explanation on the marketing concepts, its meaning and importance it will discuss the problem confronting see in the adoption of marketing concept.
2.1	CONCEPTUAL FRAMEWORK
2.1.1	THE MEANING OF MARKETING CONCEPT
	As we have noted several times and also as widely known that marketing goals is to provide satisfaction both to individual, consumer and to the society as a whole. Thus goal can therefore be achieved only through a proper understanding of consumer’s want and need, both presents and future, using this above knowledge, marketing will therefore helps to give proper and efficient directing to other activities within the firm. In a situation where there is no market to be satisfied, then there is a little or no reason to raise capital, line sales force to carry out the sales or marketing activities or even produce a product because any organization marketing comes first guiding the other function of the company or organization marketing comes first guiding the other function of the company or organization by the virtue of its knowledge at the market serves.
The above fundamental principle is he underlining of marketing concept, the view that the focal point of the firm is the consumer. This orientation can be captured is slogan like “The Consumer/Customer Is The King” with this many successfully and rising company realize that serving their customer rather than their owe interest is the basis for the existence of their organization other example that express the above point of view are: 
Mecdonald’s			“WE DO IT FOR YOU”  
United airlines			“YOU ARE BOSS”
Equitable life assurance 	“NOBODY ELSE LIKE YOUR SERVICE”
Universal trust bank	“TRUST IS OUR MIDDLE NAME”
Wema Bank				BIG STRONG RELIABLE”
NICON Hilton hotel	“LETS SPOIL YOU A LITTLE”
Although marketing concept varies according to author of different books some definition of different author would be examined for the purpose at this research work. According to McCarty parralit marketing concept means that an organization aims all its efforts at satisfying its customer better at a profit “that is marketing orientation. 
	Williams J. station (1981) defines marketing concept as a “philosophy of business that state customers satisfaction is the economy and social justification for a firm’s existence consequently, the company or organization activities or effort should therefore be devoted to finding out what the needs with available goods or services while marketing a profit over the long run. Joseph P. Gultinah and Gordon Paul in their own write that “marketing concept focuses all the activities of the organization on satisfying customers need by integrating these activities with marketing to accomplish the organization long ranges objective: the distinction between this approach and the product and sales  orientation has been described thus.
	Selling “focus” the need of seller, It is presence pied with sellers need to convert his product into cash, while marketing in the other hands focuses on the needs of buyers it is preoccupied with idea of satisfying the need of customer by need of the product and the whole at thing associated with increasing delivery and finally consuming it. They must further in their views that marketing concept requires integratingand coordinating such diverse marketing activities as product development. Pricing sale forecasting and marketing research, but marketing decision must also be closely coordinated with the other functional areas. However marketing concept basically called for three managerial strategies namely;
· A customer / consumer orientation
· The coordination and integration of corporate effort.
· A profit orientation not just sales finally; if consumers were to be given what research and past experience show that they will rather what they say will buy they are lucky to respond positively.



2.1.2	IMPORTANCE OF MARKET CONCEPT
There are many benefits to be enjoyed by an organization if market concept is properly applied and practiced by such organization or company some of the benefits are examined below market concept is contributes to profit at an organization by increasing the sales volume. An organization has to decide what service it can render or what service the customer needs best, What way or strategy can organization use to make their customer pay more for the desired service before going on to provide product service for their potentials customers. No linger can an organization decide any product or services and they go ahead and produce them to be offered to the customers regard less of their wants. An organization that applies and practice marketing concept in its activities will always meet up with its customers’ needs and wants which will therefore bring about more consumer and profit in a situation. Where there is a strong completion in the market innovative and creative are likely to have preferential advantage over less creative and innovative market. Marketing concept therefore is the belief or thought that marketing should begging and end with customer and it is applicable to all organization including non-marketing organization it recognizes that a product is something that is capable of satisfying customers need and wants.
Application of marketing concept would help or assist a company or organization to build a good image for itself. An organization that always put customers welfare as first that is before, during and offer the sales of product and service will always be seen as a better organization compared with others that do not care about customer welfare hence more patronage by potentials consumers or customer.
The marketer agreements for this are as follow:
1. The assets of the firm have little value without the exercise of customer.
2. The key task of the firm is therefore to attract and return customers.
3. Customers are attracted through offers at high value and retained through satisfaction. Therefore marketing concept is much more important to the success of a firm, an entirely new ways of business thinking.
	Social Responsibility: A well implemented market concept will always take into consideration consumer’s health, welfare and will not jeopardize their lives in term of pollution, production of poisonous product and other harmful practice consumer can therefore always rely to employment and other social amenities providing Pipe borne water where necessary and so many Philip Kotler (State that marketing is human activities directed at satisfying needs and want through exchange process.
The micro and universal nature of this definition is founded on its emphasis on need and want satisfaction through human activities if the  assumption that a human need is a state of fact deprecation in a person such human needs must be many and complex. They include basic physiological need for good clothing, shelter and sagely social.
2.1.3	ADOPTION PROCESS OF MARKETING CONCEPT
The adoption process of marketing concept involves series of stop same people will adopt an innovation quickly after the introduction, other will delay for same time before accepting the new product, still other may never adopt it.
Researchers have identified five categories of individuals based on the relative time when they adopt a given innovation. The categories one rather arbitrarily partitioned to represent unit standard deviation form he average time of adoption.
These five categories
· Innovation
· Early adopters
· Late majority
· Laggards
	Innovation: These are venture some group include about (1-3%) of the market and they are first to adopt an innovation. In relation to cater adopter, the innovation are likely to be younger have higher social state and being a better financial position innovator also tend to have broader more cosmopolitan social relationship. They likely to rely more on in personal source of information, including those extend to social system that a sales people or other would of month.
	Early adopters: they are made at (10-15) at the market and they follow the innovation as adopters, this adopters category include more opinion leaders, than any other adopter group. Fairly adopters are greatly respected in their social system. The agent of exchange” who seeking to speed up the diffusion of a given innovation will often work through the early adopters because they are not too far ahead of other in their early adopter tend to be more integrated part of a social system.
	Early majority: Those groups are “don’t be last to use or accept any new product or idea. These groups are a bit above average in social and economic measures, its member rely guide a bit on advertisement sales people and contact will early adopters.
	Business firms in this category beverage sized operations. The more deliberate group, the early majority representing about (34%) of the market tends to accept an innovation just before the “average adopter in a social system”.
	Later Majority: They are usually the group that adopts an innovation in response to an economic necessary or to social pressure from their peers. They rely on late or early majority as source of information advertising and personal selling are less effective with this group than word of mouth. This group also constitute (43%) of the market.
	Laggard: These group are also referred to as tradition board group, their, point of reference is what is done in the past. They tend to wait till a product is almost out at circulation or its almost absolute before accepting the need idea. The laggard are older and are of the low end at the social and economic sales laggard constitute 16% of the market and includes these who are the last to adopt an innovation.
	At this point we might recall that they are discussing only adopter (early or late) at an innovation for most innovation they are still on awful lot at people who are not included in our percentage. These are the people who never adopt the innovation the non-adopters.
2.1.4	MARKETING CONCEPT ADOPTION IN NON-PROFIT MAKING ORGANIZATION
	Marketing is increasingly attracting to the most interest of Para testers such as SEC. FOS, NPA, etc these organization have marketing problem, their administration are strongly to keep them alive in the face at changing consumer attitude and diminishing financial resources, many innovations have carried out tom marketing as a possible solution to their problems.
	Many nations feed mill companysees have a marketing director in contrast to decade ago. Government agencies are showing increase in marketing they are profit marketing energy conservation anti-smoking campaign and other public courses.



2.1.5	THE COMPONENTS OF MARKETING CONCEPT
	The three features which referred to as components of marketing concept and which are recognize elements for implementing marketing concept.
i.	Customers orientation: This involves conducting marketing research into consumers buying habit, buying influence, social classes within of the target incoherence it operate what channel of distribution to use study what competitors are doing in satisfying their customer in relation to 4ps of marketing (product, price, place and promotion) in a nut shell, this feature emphasis that consumer wants need and desires guide the firms mode of operation.
ii.	Formulation of company goal: This involves the management given the whole company a sense of direction to which department goals are coordinated such as total company goals and objective including profit maximization, adequate fiancé for research and development department through customer satisfaction and reduction in marketing expenditure. The concept proclaims the consumer orientation backed up by integrated.
	Marketing aims at generating customer satisfaction and long run consumers’ welfare as the key to attaining company interpret customer satisfaction in terms of consumer desires and not consumers’ interest. In conclusion, marketing concepts deals with low to reconcile consumer designs, consumer’s long run interest and campaigns profit.

2.1.6	PROBLEM OF MARKETING CONCEPT
	Even when the basic condition for establishing an information system and requiring the firm are satisfied, it is not certain that the firm’s new, marketing approach to satisfy customer needs for a particular product.
	Each person has a unique idea of what a specific product should be. In mass production economy, however, marketing organization cannot  tailor product to fit the exact needs at each customer’s needs, the firm  personnel often have a hard time in correctly identified customer’s needs, the form product to satisfy those needs. Many company spend considerable time and money to research into customers need, yet they still create some product that’s do not sell well.
	William M. pride and D.D Ferrel, identified some other problem that may cause implementing marketing concept.
 A firm or organization may have trouble maintaining employees market during any restricting that may be required to coordinate the activities of various departments change can be highly upsetting to employees  and can affects their publicity. Management must clearly crumbliest the reason for the changed and communication it’s own enthusing for the marketing concept. A firm or organization sometimes contributed to the dissatisfaction at other segments by satisfying one segment of the society and having the other segment unsatisfied.
	Government and non-profit making such as sec also experience this same problem. Another identified problem of marketing concept is that of finance or cost.
	This is major problem in all organization marketing non-marketing and private business. This problem needs for knowledge and self expression. From the above definition and assumption we can deduce that human activity which is directed to producing product and service can be viewed as being capable of satisfying needs and benefit. The fact that people have need and wants and that there are products or services available that made adequate there must be exchanged process.
	The definition entrenches exchange process as the act of obtaining a desired object from someone by offering something on return. When goods are scare, marketers have little difficulty in selling their limited supplies. This condition prompts what can be termed or described as “the sales approach to marketing personnel’s to sell what is produced.
	The key people in this approach are the production people in one hand and the sales people on the other hand. This is known as the seller’s market in a situation when the seller’s market no long exist the buyer takes over product becomes available and problem then shift to marketing new approach becomes necessary and marketing people look at product from the development of marketing concept as an exploit management philosophy in delivery of goods and services. The market concept has philosophy adopt a view that the primary purpose of any organization either in marketing or non-profit making organization is serve consumer date profit.
	Non-profit making organization may not seek profit they have goal which  they used as yard stick to measure their own success any point  in time, they may seek profit but they however remain a balance where their cost are not excessive in relations to their flow of funds. Hence, the term “profit” the central theme however remain the same to focus is unmistakably directed or based upon towards the satisfying of the customer rather than satisfying the organization or any department of the organization.
	An organization that employs or applies the marketing concepts attempts to determine the needs of the consumers they plan to sell to, same organization make use of marketing research to achieve this other used judgment, intention and marketing theory to give themselves a sense of direction towards how to meet and satisfying needs and the wants of the various consumers and customers. After the need had been established, product or service one design to fulfill the need of the target customers marketers then proceed to formulate the various marketing strategies such as pricing. Advertising and distribution patterns intended to appeal to the target Consumers. it is therefore necessary to involve everybody in the entire organization. This is main difference between the sales approach and marketing approach (see table below)

 (
To serve organization need primary to obtain Revenue
Produce product then convince consumer to buy
Primary diversionary and sale
To serve organization need primary to obtain Revenue
Produce product then convince consumer to buy
Primary diversionary and sale
To serve organization need primary to obtain Revenue
Produce product then convince consumer to buy
Primary diversionary and sale
SALE
MARKETING
)Figure 1: The sales and marketing concept to marketing.

















Source: McCarthy Perralty (2018)
	Include the cost of research of research and development, product planning, products test allocation, quality and cost of carrying out post ales services, which some organization mostly private business view as a waste cost of production activities (Advertising) is also another problem of cost. Other problems confronting marketing concept could also be inferred departmental conflicts. Usually some other department in some organization go into conflict with marketing departments especially production department and account department. These two departments usually complain when it comes to prevailing and altering what the consumer wants.
	The weird itself is dynamic and so customers needs or want keep changing to keep up with this trends, a marketers need to adjust and develop new  product that its customer or consumers sought hence account department has to give out cash, production department need to keep changing their production to keep up with customer’s tastes, lack of public affairs or public relation department to advertise organize lecture for customers , educate them on their products and to be able to differentiate what customer and needs are rather than what they set.
2.2	THEORETICAL FRAMEWORK
	The following subsections will attempt to provide an integration of the various major works on the theoretical aspects of marketing.
2.2.1. BARTELS' (1962. 1965. 1968) CONTRIBUTIONS 
	"The General Theory of Marketing" by Bartels (1968) represents the classical attempt to integrate all other micro theories into marketing. In his outline of the General Theory, Bartels (1968) proposes seven component sub-theories which - go to make upan integrated general theory of marketing. These include:
1. Theory of Social Initiative - where consumption needs dictate production and distribution.
2. Theory of Economic (Market) Separations - where the separation of both consumers and producers in all aspects brings about conditions which affect marketing.
3. Theory of Market Roles, Expectations and Interactions - where market innovations, demand and competition reflect the functional relationships between market role behaviours and their associated discrepancies.
4. Theory of Flows and Systems - where complex marketing movements between separate markets are classifiable as series, parallel, reciprocal and duplicatory.
5. Theory of Behaviour Constraints - where marketing activity is affected by the constraints posed by political, economic, social and technical factors.
6. Theory of Social Change and Marketing Evolution - where the growth and evolution of marketing depend on the successful adaptation, both internally and externally, by the organisation.
7. Theory of Social Control of Marketing - where the emergence of a marketing mechanism is appraised and sanctioned according to both individual and collective social objectives.
	Bartels' (1962, 1965) earlier work on the marketing timetable has remained unchallenged to-date and represents an authoritative documentation of how marketing thoughts have developed since the turn of the century in the US. Therein, six periods were identified between 1900 and 19601. 
1. Period of Discovery (1900 - 1910)
	Before 1900, macroeconomics theory was the principal source for explaining market behaviour and trade practices. With the infusion of scientific management theories, attention was subsequently turned away from public to private economic problems. This, however, does not provide for the applications of management science to the distributive concerns of the then predominately agricultural economy, but nonetheless supplied the necessary setting where the eventual discovery of marketing was nurtured. The activities then were only known as “trade", "distribution" or "exchange". It was only after the turn of this century that the connotation "marketing" was used and subsequently adopted in university course titles at the Universities of Pennsylvania (in 1905), Pittsburgh (in 1909) and Wisconsin (in 1910). The focus on problems of the market place, nevertheless, remained from the standpoints of the agriculturists, psychologists and financiers.
2. Period of Conceptualization (1910- 1920)
	This period witnessed the initial development, classification and definition of many marketing concepts which provide the structure of marketing thoughts for the next forty to fifty years. Three perspectives to the analysis of marketing activities were also identified, namely, the institutional, functional and commodity approaches; as well as repetitive elemental activities which came to be known now as advertising, selling, buying, transporting and storing. The advent of Frederick W. Taylor's classical management theories also brought forth the prerequisite management of the selling functions through to the supervisory organisation of salesmen’s activities and credit administration. The focus of this period remained predominately with the distribution of agricultural products
3. Period of Integration (1920 - 1930)
	This constituted the period where marketing principles were first developed and integrated into a general body of thought. The period also marked the coming of age of the marketing discipline with the appearance of two other areas of specialization in wholesaling and marketing research. The institutional, functional and commodity studies of the previous decade were now complemented by appropriate research techniques to constitute the main body of marketing thought. The classical statement emerged, indicating marketing as an economic activity affected by the socio-economic conditions of the market. This involved the performance of basic functions by marketing establishments in the distribution of goods, and where managers operated within a social framework of governmental control and assistance.


4. Period of Development (1930- 1940)
	The moulding of marketing thought and practice during this period of time was influenced tremendously by the economic depression, urban-rural migration, the emphasis on savings and low prices, the consumer movement, governmental participation and regulation of business activities, as well as the competition faced in distribution as a result of the adoption of new marketing concepts and techniques. Although the marketing discipline started to differentiate into sub-specialities, it continued to be viewed both as a functional management area as well as a mode of economic production. Ideas which differed from the usual expositions of marketing continued to be evolved. The qualitative reliance became more quantitative gradually as scientific research methodology continued to develop and contribute to the body of knowledge.
5. Period of Reappraisal (1940 - 1950)
	The disruption caused by the Second World War in between this period slowed down the development and expression of marketing thought. Nonetheless, during this period, explanations of marketing from the traditional perspective were reappraised in the light of new marketing knowledge. The question of whether marketing thought had or should attain the status of a science started to develop. A preference for a managerial approach to the practice of marketing and its holistic interpretation within the context of the economy started to emerge. Interests were cultivated in visualizing the entire operations of marketing as single whole rather than fragmented parts.
6. Period of Reconceptualisation (1950 - 1960)
	This period experienced the increased use of managerial decision-making, interests in quantitative methods, consumer behaviour as well as a realization of the marketing impact on society. The important concept of the "marketing mix" crystallized as a reflection of marketing management's attempt to consciously manipulate variables in order to consolidate the achievement of stated sales objectives. The holistic interpretation of marketing as a broad and interrelated process with sweeping coverage continued unabated to generate much interest. The social influences graduated at the same time to comprehend comparative marketing for the assessment of marketing conditions in different environments.
	In summary, Bartels' (1962, 1965) historical review indicated clearly the thinking’s of men in successive periods in their respective efforts to solve the marketing problems of their days. The traditional approach throughout tended to be mechanistic, with management operating within the commodity, functional and institutional frameworks. The manipulation of variables alone ultimately became a feature of the marketing process but failed to provide an all-embracing effect. Dissatisfactions gave rise to other schools of thought, culminating eventually into the systemic approach which seeks to provide an overview of the whole marketing process. This, in turn, led to the exploration of logical structures within which any systems may be placed, invoking again, in the process, the possibility of elevating marketing to the proportion of a science. The pervasive display of marketing influences within the boundaries of practice also gave rise consequently to a wariness of their adverse effects on society and between environments if misguided. Bartels' (1962, 1965)review, however, covered only developments within the first six decades of this century.
2.2.2. AXIOMS OF SHETH AND GARDNER (1982)
	Sheth and Gardner (1982) attempted to follow up Bartels' contributions by updating the history of marketing thought since the 1960s. In their short treatise, and despite the prevalent divergence of opinions, two axioms were identified. While the first axiom stemmed essentially from economic activity, the second axiom of consensus was derived in the main from a belief that the initiator of marketing programmesand activities was the marketer and not the consumer in the market place. Each, in turn, constitutes three related schools of thought, with the first axiom of value exchange providing for micromarketing, consumerism and the systems approach. The second axiom of power balance, on the other hand, focuses on buyer behaviour,behavioralorganizations and strategic planning. Their contributions to marketingtheory are dealt with briefly as follows:

1. Macromarketing
	This school of thought will be expounded again in detail later in this chapter, suffice to say here that this represents a broadening of marketing horizons to non-economic areas of behaviour. In the attendant redefinition of marketing objectives, it indicated clearly why the uni-dimensional objective of profit maximization may no longer be relevant for an organisation. A multi-objective function for marketing effort was instead adopted.
2. Consumerism 
	The consumerism school of thought has had a greater impact on marketing practice rather than on marketing theory. Market satisfaction is now brought out as a far more important measure of marketing success than both market share and profitability. Involvement with marketing practices alone seems to generate distractive obstacles for the eventual development of a marketing theory. Sheth and Gardner (1982), nonetheless, believed that the concept of market satisfaction qualifies as one among other major constructs in the development of marketing theory.
3. Systems Approach
	The adoption of a systemic perspective has enabled the gap between marketing and science to be bridged as both quantitative and methodical procedures became popularized for simulation and optimization purposes. The rigour involved spontaneously served to maintain a balance between the links of both the supply and demand functions. A more sophisticated portrayal of the marketing processes was achieved, yet retaining, at the same time, the marketing identity in full view of the inherent complexities.
4. Buyer Behaviour
	An understanding of buyer behaviour has proved to be pertinent for marketing purposes. However, the impact of this school of thought tends to be divisive as a result of its alienation from the marketing processes. This arises because buyer behaviour theory leans heavily towards scientific studies, drawing substantially from both psychology and social psychology. Buyer behaviorists, therefore, have a tendency to disassociate themselves from the rudiments of marketing practice, except perhaps in the case of industrial marketing where buyer behaviour is perceived to be more rational. Nonetheless, Sheth and Gardner (1982) argued that the contribution of buyer behaviour theory for the development of theoretical marketing constructs has remained significant.
5. Behavioral Organisation
	The school of behavioral organisation thought has produced a noticeable amount of work on the interdependence among organizations but has failed to make any plausible inroads into marketing. The resultant descriptive research generated, although abundant, has not shown how the findings therein can be utilized gainfully in the marketing discipline. The emphases of marketing objectives on both profitability and market share have led to its disassociation with the behavioral organisation school of thought which have traditionally concentrated on the institutional and functional frameworks. Nevertheless, the potential for contributions appears to remain attractive.
6. Strategic Planning 
	The gradual shift of attention from marketing tactics and technicalities towards strategic issues is indicative of the growing realization and acceptability of this school of thought. The strategic approach brought forth a greater awareness of relativity in place of the more controversial view of marketing resources in absolute terms. Adaptability then became indispensable. However, as Sheth and Gardner (1982) have suggested, the integration of market research into marketing practices appears, by far, to provide the most domineering impact of the strategic planning school on marketing theory. 
	Sheth's and Gardner's (1982) axioms have generated six new schools of thought since Bartels' (1962, 1965) classical review of marketing history and development up to theearly 1960s. These, considered in totality, effectively summed up the thinking’s ofmarketing scholars and practitioners up till the early 1980s.



2.2.3. HUNTS (1976) CATEGORICAL DICHOTOMIES 
	The nature and scope of marketing was also dealt with by Hunt (1976) in the later part of the 1970s following raging debates on marketing as a science and its broadening concept. In an influential paper, Hunt (1976) attempted to curb the controversies through an ambitious schema which proposed to classify all marketing phenomena, issues, problems, models, theories categorical dichotomies, namely
1.Profit sector / Non-profit sector,
2.Micro / Macro, and
3.Positive / Normative.
	Under the first category, the proposal seeks to deal and research, etc., into threewith the study and activities of all profit oriented organizations as well as other entities whose stated objective is therealization of profit in the process of economic exchange. On the other hand, thenon-profit sector, as its name implies, covers the study of organizations and entitieswhich do not have profit realization as their stated objectives. The micro / macrodichotomy encompass a treatise classified according to the level of aggregation. Afocus on individual organizations, firms, consumers or households is indicative of the micro approach at the lower level of aggregation while the macro approach suggests marketing systems or groups of customers at the upper level. The positive /normative dichotomy deals specifically with the questions of "what marketing is?”And "what it should be 7" respectively. Hence, positive marketing attempts to describe, explain and forecast the phenomena, activities and processes - of marketingwith a view of attaining a better understanding of what actually exists. In contrast tothe descriptive mode of positive marketing, the normative marketing approachadopts a prescriptive perspective which sought to advocate what marketingorganizations and practitioners ought to do and what marketing systems ought to beimplemented for society good.
	Hunt's (1976) schema, described above, in effect provides for eight possible cells permuted from these three dichotomies. The categorization therein, Hunt (1976)argued, at least provides the fundamental framework within which the nature and ‘scope of marketing can be explained. The debatable issue of marketing as a science aswell as the contentious broadening of the marketing concept can now be organized around this framework. Nonetheless, as Hunt (1976) has concluded, this can only, atbest, serve as channels for the explanation and propagation of marketing ideas. Therestriction of marketing to within the profit / micro / normative dimension mayaltogether be unrealistic and unreliable in practice. Recourse has to remain openwith the non-profit / macro / positive paradigm.
2.2.4. RISLEY'S (1972) APPROACHES 
	Risley's (1972) approaches within the context of modern industrial marketing are time-linked and have been stratified simplistically into
1.The traditional perspective,
2.More recent perspectives, and
3.Most recent perspectives.
	These will be dealt with in turn as follows
1. The traditional perspective
	Risley (1972) reported that the study of marketing development has occurred rapidly during the first half of this century from several angles, encompassing the historical, institutional and functional frameworks in the process. Risley(1972) considered the historical approach as culture inspired rather than contributing to marketing improvements because of the quick pace of both environmental and technological changes. The institutional approach, on theother hand, has been more pragmatic in considering the marketing problems ofbuyers and sellers in relation to their respective operations. Nonetheless, in the in-depth study of each individual institution, it fails to recognize their relationship as a whole. The functional approach sought to rectify this deficiency by the functional listing of marketing activities which typically includes buying, selling, pricing, storing, transportation, market information, packaging, advertising, promotion and finance, etc. Its corrective effect lies in the underlying assumption that the sum of all parts is greater than the whole and thata concentrated improvement of each individual function will lead to an automatic improvement of the whole. Because of its divisible appeal, the functional approach has gained momentum in the teaching syllabus as a result of its attractiveness to the analytical mind.
2. More recent perspectives 
	These perspectives highlight the alternatives adopted by others which, although dissimilar in their tone with the traditional approach, are not in any way radically different. The ecological, systemic and managerial routes are typical of thepursuits derived from these perspectives. The ecological approach emphasizes survival, security, stability, success and satisfaction as one moves -up the "passive"ladder of goals attainment by customers, operationable only in the context oforganized group behaviour. Nevertheless, this approach does not seem to havegained any significant limelight in the marketing literature despite its perceived contributions to the advancement of marketing knowledge.
The systemic approach sought to relate every relevant components into arecognizable marketing system wherein their structure and interrelationships can be identified readily. Both the external and internal factors are integratedwithin a hierarchical framework and in the process, broaden the marketingconcept which represents a spin-off from the functionalist's approach. Theinherent complexities generated as a result of one's effort to encapsulate everypossible components, however, seem to leave much to be desired. The recent shiftof marketing literature to a managerial approach is indicative of its growingevidence as a high level management activity. This appears to be a naturaloutcome as responsibilities for planning, decision-making and controllinggradually come under the purview of managers. Quantitative techniques parallelthisinfusion but, as Risley (1972) notes, have apparently stopped short of a trulymanagerial approach in contributing to decision-making. Again, the emphasisseems to rest predominately with descriptive examinations of institutionaloperations and circumstances of the market place.
3. Most recent perspectives 
	Each of the approaches above have their own merits and contributions to make inmodern marketing thinking. As Risley (1972) had recognized,
"The historical approach starts us with culture; the institutional provides a start toward segmentation; the functional furthers this analysis; the ecological contributes the start of customer recognition - the 'why' of needs, wants, and desires; systems adds integration; the managerial adds perspective - all evolutionary steps blended in today's decision-making concept (Risley,1972:16-17)".
	Risley (1972) subsequently attempted a decision-making approach, a multifaceted pursuit which seeks to borrow from the strengths of each of these approaches to solve the marketing problems of the day. This constitutes a broadening effect, leaving the act of decision-making to the manager who then develops the solution within the unlimited scope thus generated, but within the test of relevancy. In considering the overall developmental process of marketing, Risley's (1972)detailed expositions subsequently led him to acknowledge that:
"Marketing, today, is no longer viewed as a set of functions, principles, or 'laws’ to dictate solutions; rather, it is a point of view, a perspective, a philosophy to aidin the identification of problems, the assembly of relevant information, both quantitative and qualitative, and an aid in the attainment of the objective, improved decision making (Risley, 1972:17)".
2.2.5	KEITH'S (1960) REVOLUTIONARY ERAS 
	Keith's (1960) narrative approach to the marketing revolution within The Pillsbury Company had gained much approval from many afield in his description of how marketing has progressively been put into practice. As President of Pillsbury, Keith (1960) vividly painted the painstakingly slow process of adopting the marketing concept in his company. In so doing, this confirmed the practical relevance of marketing and subsequently enhanced its stance further among both its supporters and critics. Keith (1960) divided Pillsbury's progress in the marketing revolution into four separate eras; these are chiefly the Production era, the Sales era, the Marketing era and the Marketing Control era. This represents a paradigm which parallels closely with the classical pattern of development in the marketing revolution. The Production-oriented era, Keith (1960) notes, started with the formation of the milling company in 1869 and which continued into the 1930s. The basic emphasis then was on the excellent production resources which were made available to Pillsbury by virtue of their privileged locational position. The Sales era subsequently commenced in the 1930s with a realization of the need to accommodate consumers' demands. For the first time, an acute attempt was made to consciously include the wants and prejudices of consumers into the business equation. Theimportance of dealers, wholesalers, retailers and distribution channels was heightened. It was not however until the beginning of the 1950s that the marketing era materialized, encouraged further by the ground works laid by the sales concepts of the previous era. Marketing then permeated throughout the entire organisation. The late 1950s witnessed the impetus of a marketing control era with Pillsbury moving from a company which has adopted the marketing concept to a fully-fledged marketing company. Marketing influences came to be felt in both short term and long range company policies.
	Keith's (1960) expositions represented very well the traditional notion of development and of the evolution of a one-man entrepreneurship to a multinational conglomerate. For a skilled tradesman who decides to venture on his own with limited resources, the initial concentration would undoubtedly be focused upon production as the only channel within which there is some familiarity. Assuming that thebusiness flourishes, this would graduate progressively to a sales orientation withproduction taken care of by his employees. The venturer's immediate task then lies in procuring enough orders to sustain his workforce and to keep production going. With growing prosperity, competitors correspondingly began to surface. The impending threat to his market share and profitability forces him to re-think his approach and counter-measures for repulsion. This, it would seem, marks the beginning of the marketing era.
	On the other hand, this does not mean that all the firms have evolved along thedimensions proposed above. There are examples of firms which started off withoutany serious resource constraints unlike the case of thetradesman-turned-entrepreneur just described. The success or failure of these firms in the context of a competitive and changing market place, it would appear, depend very much on whether management decides to adopt a production, sales or marketing orientation at the onset. A timely shift of emphasis, as Keith (1960) has illustrated clearly in the Pillsbury's case, can help to turn the tide in one's favour.Since Keith's (1960) notable contribution to the marketing discipline as seen in practice, there have been other developments along similar lines. Kotler (1980) and Oliver (1986), for instance, have expanded on this to include not only the production, sales and marketing eras, but also a societal orientation which seeks to assess the impact of marketing on both the environment and the consumer's long-term interests. Keegan (1984), on the other hand, has traced the development of the "old” marketing concept which focused on product to the "new" concept which shifted attention from product to customer. This has, in turn, evolved to the present day contemporary concept which stresses on strategic marketing issues.


CHAPTER THREE 
3.0 RESEARCH METHODOLOGY
Research methodology refers to the system or approach used in collecting data for a research study. Such data when collected would help in analyzing the problems of the case study, giving recommendation and aiming at conclusion.
We are concentrating on application or marketing concept in a non-profit oriented organization, considering FEED MILL COMPANY as the case study. The researchers try to find all certain facts for the purpose of this study. Such findings are”
1. How is the organization financed?
2. Is marketing application relevant to the organization since it is not profit oriented?
3. How do you know what is needed by the targeted customer?
This and other findings were find out by the researchers 
3.1	RESEARCH METHOD USE
There are certain methods in data collection. We have primary and secondary sources of data collection for the purpose of this study, the following was used to collect data.
QUESTIONNAIRE METHOD 
	The giving advantage of this research method made the method to be adopted for this study. To stand clear and bias, this method was employed since it could be obtained once the researcher constructed the questionnaire properly. This method however is cheaper than interview method and the problem of respondents who are shy to divulge certain information is encountered in the use of questionnaire.
THEORETICAL REVIEW 
	In as much as it is not all information that could be obtained orally, this method was also employed during literature review, the view as expressed by some scholars in various documentary records and books were noted.
	Documents and publication such as text book, journals, pamphlets and hand books were used.
3.2	POPULATION STUDY/RESEARCH DESIGN 
For the purpose of the study, the staffs of Kwara ministry of health, Ilorin were identified as those that can produce accurate and relevant information on the research topic.
These staffs were purposely fully chosen because the organization is the case study of this research work. 
This research has been designed for the purpose of clarity, logical presentation and sequential order. Two sources were identified, the primary and secondary source.
Primary source data were obtained through the use of questionnaire, which were distributed to some staffs Kwara state of Health, chosen as sample to represent all staffs of the organization.
The type of question used in the research work is close ended questions, which restricts respondents to option provided.
Information was also gathered from secondary source which involved the view of relevant textbook, journals, magazines and newspapers.    
3.3 SAMPLE METHOD USED 
In selecting sample size, random sampling was used simple random sampling is a method of selecting a sample from a population such that all member of the population have equal chance of being selected for the study, and the saying of each case from the pool of cases is independent of the sampling of another case.
For the purpose of this study, 20 questionnaire were served to represent the whole staff of the organization, out of which is questionnaires were received back, so those questionnaire were analyzed to represent the view of all the staffs of FEED MILL COMPANY.
STATISTICAL METHOD OF ANALYSIS USED
	Statistical method of analysis used is inferential type of analysis.
	This type of analysis refers to the statistical procedure which allows the researcher to make inferences o the entire population based on a sample of the population it has been found to be appropriate for certain research work.
	In this study 20 questionnaires were given to the staffs of FEED MILL COMPANY which represent the view of all the staff.
CHAPTER FOUR
4.0	PRESENTATION AND ANALYSIS OF DATA 
It deals with the analysis presentation and interpretation of limitation of information collected. The research gives the analysis and the interpretation of the questionnaire with the sample percent age method. 
	On the whole 20 questionnaire were administered on random sample basis among the senior staff FEED MILL COMPANY and 15 questionnaire however, the research work are presented in labour from and critically analyzed within the sample percentage in accordance with the actual response obtained form the respondents. 
TABLE 1- SEX DISTRIBUTION
	ALTERNATIVE 
	RESPONSE 
	PERCENTAGE %

	MALE 
	9
	60

	FEMALE
	16
	40

	TOTAL
	15
	100


Source: Field Work 2022
As shown in the table above, out of 15 people that respondent to the questionnaire, it shows that majority of the employees and respondents were mate (60%), while 40% Female. 
TABLE 2- MARITAL STATUS
	ALTERNATIVE 
	RESPONSE 
	PERCENTAGE %

	MARITAL 
	11
	73

	SINGLE 
	4
	27

	TOTAL
	15
	100


Source: Field Work 2022
	The table shows that 73% the respondents are married while 27% are still single. 
TABLE 3- AGE DISTRIBUTION
	ALTERNATIVE 
	RESPONSE 
	PERCENTAGE %

	25-35
	4
	27%

	35-45
	8
	53%

	45-55
	-
	-

	TOTAL
	15
	100%


Source: Field Work 2022
From the above data, it could be deducted that those within the age of 35-45 with the percentage of 35 dominated the senior position.
TABLE 4- EDUCATIONAL QUALIFICATION 
	ALTERNATIVE 
	RESPONSE 
	PERCENTAGE %

	SCHOOL CERTIFICATE 
	2
	13

	FEMALE
	10
	67

	OTHERS
	3
	20

	TOTAL
	15
	100


Source: Field Work 2022
From the above analysis it can be seen that the number of respondents of school certificate holder is 13% 67% of the respondent are Degree/HND holder’s while 20% are master’s holders. The analysis of the data above shows that majority of those that constitute organization are educated. 
TABLE 5- HOW IS THIS ORGANIZATION FINANCED
	ALTERNATIVE 
	RESPONSE 
	PERCENTAGE %

	GOVERNMENT 
	4
	27%

	AND DONOR 
	1
	7

	ALL OF THE ABOVE 
	12
	80

	TOTAL
	15
	100%


Source: Field Work 2022
From the above data it could be deducted that the organization is major financed by the donor, contributes and the government of the state with the total percentage of 80% when indicates that it not profit-oriented. 
TABLE 6- DO YOU THINK MARKETING IS RELEVANT TO THIS ORGANIZATION SINCE IT IS NOT PROFIT ORIENTED?
	ALTERNATIVE 
	RESPONSE 
	PERCENTAGE %

	YES
	14
	93

	NO
	1
	7

	TOTAL
	15
	100%


Source: Field Work 2022
The above data indicated that marketing is relevant to the organization. 
This could be provided with it having a percentage of 93% out of 100%. 
TABLE 7- IS THE APPLICATION OF MARKETING CONCEPT POSITIVE TO THE ORGANIZATION? 
	ALTERNATIVE 
	RESPONSE 
	PERCENTAGE %

	YES 
	12
	13

	NO
	13
	87

	TOTAL
	15
	100%


Source: Field Work 2022
From the above table, it shows clearly that the application of marketing concept is positive to the organization with 87% and it shows that customer satisfaction is the foremost to the organization. 
TABLE 8- HOW DO YOU KNOW WHAT IS NEEDED BY THE TARGET CUSTOMER? 
	ALTERNATIVE 
	RESPONSE 
	PERCENTAGE %

	THROUGH THE RESEARCH AND DEVELOPMENT 
	9
	60

	THROUGH MONITORING UNIT 
	6
	40

	TOTAL
	15
	100%


Source: Field Work 2022
From the above data, it could be noted that it is through the research and development unit with a percentage of 60% and it is through the medium with collaboration of the needs of customers could be know. 
TABLE 9- DO YOU PRODUCE WHAT YOU COULD PRODUCE OR WHAT THE CUSTOMER NEEDS? 
	ALTERNATIVE 
	RESPONSE 
	PERCENTAGE %

	WHAT YOU COULD 
	4
	27

	WHAT IS NEEDED BY THE CUSTOMER
	11
	73

	TOTAL
	15
	100%


Source: Field Work 2022
Through the study of the above data, it could be clearly seen that the organization only produce what is needed by the customer with a lot of percentage of 73% respondent and not what they could produce with a percentage of 24% respondent. 
TABLE 10- DO YOU ADVERTISE YOUR PRODUCT? 
	ALTERNATIVE 
	RESPONSE 
	PERCENTAGE %

	YES 
	15
	100

	NO 
	-
	-

	TOTAL
	15
	100%


Source: Field Work 2022
From the above data, the organization advertises their product with a total percentage of 100% respondents. 
TABLE 11 - IF YES ON WHICH MEDIA
	ALTERNATIVE 
	RESPONSE 
	PERCENTAGE %

	TELEVISION 
	8
	13

	RADIO
	4
	27

	OTHERS 
	3
	20

	TOTAL
	15
	100%


Source: Field Work 2022
From the table it is clearly shown that the organization advertised on television with 535 and 27% on radio while others with a percentage of 20%. 
TABLES 12- ARE YOU CUSTOMERS APPRECIATING YOUR SERVICE?
	ALTERNATIVE 
	RESPONSE 
	PERCENTAGE %

	YES 
	10
	67

	NO 
	5
	33

	TOTAL
	15
	100%


Source: Field Work 2022
From the above TABLE 67% appreciate idea and service while 33% disagreed that customer appreciate their service what Mr. A can appreciate might be different from Mr. B’s own. 


TABLE 13- HOW OFTEN DOES THE MANAGEMENT ENGAGE IN PROMOTIONAL ADVERTISING 
	ALTERNATIVE 
	RESPONSE 
	PERCENTAGE %

	SELDOM
	3
	20

	USUALLY 
	-
	-

	SOME TIMES 
	12
	80

	TOTAL 
	15
	100


Source: Field Work 2022
From the above it could be seen that 80% of the respondents testified that the management engages in promotional advertising sometimes with 20% of the respondents said it is seldom or often. 
TABLE 14- DO YOU HAVE ANY PROBLEM FROM CLIENTS OR PUBLIC 
	ALTERNATIVE 
	RESPONSE 
	PERCENTAGE %

	YES 
	5
	33

	NO 
	10
	67

	TOTAL
	15
	100%


Source: Field Work 2022
In the table above 67% of the respondents confirmed that the organization does not have problems from clients or public while 33% respondent said the organization have problem from clients. 


PROBLEMS OF FEED MILL COMPANY
	The major problem facing KwaraState Ministry of Health is lack of funds. There is inadequate fund to buy materials such as spare parts, drugs, injection, generator and other things used in discharging their services to customer, however, some of the problems are identified below:
	SHORTAGE OF STAFF: This comes as a result of general of general cleaning exercise embarked on by Nigeria government; this as a result leads to too much work and the staff easily worn out. 
	PROPER TRAINING AND POLICY PROGRAMME: The ministry of Health used to send their out on training to higher institution it could be on the job or off the jobs training but it is now thing of the past, although the ministry still gives room for training and study leave, the staff is usually responsible for the tuition fees, the study leave for their staff but the package is nothing to write home about anymore compare to what it used to be in those days. 
	OPERATION ENGINEERS:- The new graduates from universities and polytechnics employed by the ministry has to learn the job from another six months or one year before they can start and this usually slows down the work of the ministry.
	INSUFFICIENT PLANT AND SPARE PARTS: Plant existing from the customer is not enough (general) because of the increasing customers of the state. Hence shortage of people and rationing customers.
	THEORETICAL ESSAY: This research work has really reverted how the concept of marketing is of importance to a non-profit oriented organization through the information collected from some of the staff of FEED MILL COMPANY. 
	It was know that before this organization can satisfy their customer they have to apply some marketing concept. 
	If a non-profit oriented organization apply marketing concept it will operate with efficiency and reach out their customer.       


CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATION 
5.1 SUMMARY OF FINDING
During the course of this research work, it was discovered that it is not only profit oriented organization that applies the concept of marketing that also organization that are not profit orientation also make use of marketing concept.
It was also discovered that for non-profit to oriented organization like Kwara state Ministry health to efficiently discharge their duties and satisfy their customer, some strategies must be set out to ensure maximum satisfaction of their customers.
More so, it was also discovered that the application of marketing concept in a non-profit oriented organization will engage the organization to be able to known what exactly customer need and not just produce anything.
Furthermore, it was discovered that application marketing concept in a non-profit oriented organization like FEED MILL COMPANY, will ensure close and cordial relationship with the customer and organization.
5.2  CONCLUSION
The findings of the research study on the application of marketing concept is feed mill companyis facing wards the customers satisfaction in the organization.
More over, the aim of choosing this topic “application” is to examine the various rays by which the organization under study applies marketing concept in the organization and to examine if they only produce what they produce is required through the research that the free health product and service are distribute to the appropriate people that is should be directed to finally it was also discovered from the research that the customers appreciate the organization services, due to the fact that marketing concept was applied.
5.3	RECOMMENDATIONS 
Based on the findings of this, the following recommendations were suggested: FEED MILL COMPANY should appeal to both state ad federal government for assistance concerning founds, through this they will be able to buy all the need.
The researchers advise the organization to established a monitoring unit that would make since that all the services get down to the targeted customers at the night time so that to most of the free drugs would not be sold out during the exercise on the other land, for this product to get the rural people on time the organization should speak to the appropriate channel road maintenance. In the case of communication the republic relation unit should be equipped with the best equipment that could boost the communication link like the installation of ratio message in every land rover or up hide that are been used by that unit. The organization should also is equip the research unit to see if they could have a solution to the all problems in the country.
Finally the organization should try to motivate the Domors market and the contributions market as much as they could as it was finally stated by the PRO (public  relation officer) of the organization that consumers satisfaction is what still makes the organization contribution to be operating customer satisfaction is the foremost of “MARKETING CONCEPT”.
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QUESTIONNAIRE
QUESTIONNAIRE DRAWN TO RESPONDENTS, PLEASE FILL THE SPACES AS APPLICABLE IN EACH CASE.
1. Sex  (a) Male (    ) (b) female (    )
2. Marital Status (a) married (    ) (b) Single (    )
3. Which age groups do your fall into? (a) 25-35 (    ) (b) 35-45 (    ) 
4. What is your education qualification? (a) school certificate (    ) (b) Degree/HND (    ) (C) OTHERS (    )
5. How is your organization financed? (a) Government (    ) (b) Donors and contribution (    ) 
6. Do you think marketing is relevant to this organization since it is not oriented (a) No (    ) (b) Yes (    )
7. Is the application of marketing concept positive to the organization (a) No (    ) (b) Yes (    )
8. How do you know what is needed by the target customers? (a) Through Research and Television unit (b) Though Monitoring Unit (   )
9. Do you produce what you should produce or what the customer needs? (a) what you could produce (   ) (b) What is needed by the customer (     )
10. Do you advertise your product (a) Yes (b) No (    )
11. If yes, which media? (a) Television (   ) (b) Radio ( ) (c) other (   )
12.  Are your customers appreciating your service? (a)       No (    ) (b) Yes (    )
13. How often does the management engage in promotional advertising (a) seldom (   ) (b) usually (   ) (c) sometimes (d) Never (    )
14. Do you have any problem from the clients or public (a) No (    ) (b) Yes (    ) 

