IMPACT OF MARKETING STRATEGIES IN EFFECTIVE PERFORMANCE OF SMALL SCALE ENTERPRISE
(A Case Study of Fortunate Bread )
CHAPTER ONE
1.0	INTRODUCTION 
1.1	BACKGROUND OF THE STUDY 
	The bone of any community either industrialized or not depends largely on how well organized the small scale industries, for instance, looking at the standard of practice in economically developed countries. Small Scale enterprises in Nigeria seen to stagnant. 
Less adventurous and too far behind time. In these economically developed countries small scale business are better organized and well coordinated than in the developing economy because of the market strategies involved.
	Modern entrepreneurial consciousness gives room for average business concern to function. There are many business units in the country today, each depending on the capital available, the nature of the business and initiative of the risk bearers to satisfy human wants.
	However, production is not restricted to manufacturing of goods alone but also includes provision of services and strategies which facilitate the bringing of goods to the consumers.
	Marketing efforts begin and end with the consumers. The business of Bread is a profitable venture and very popular especially in Abeokuta. At the same time, it is a fashion product, which moves with the prevailing fashion trend and taste, there is need to incorporate modern marketing efforts in order to sustain it for a considerable longer time.
	The research project intends to find out the marketing strategies in small scale enterprises, in finding out this, the research intends to carryout a close analysis of Fortunate Bread industries (Minimum of 10 and Maximum of 20) and find out how Fortunate Bread industries are established, managed and problems encountered by their proprietors.
	In the process of this research work, historical background of Fortunate Bread Industry would be examined and strategies behind expansion in the Fortunate Bread Industry. Also the marketing aspect of Fortunate Bread material. 
	This research equally makes references to the reasons behind the establishment of small scale industries and the government attitude and incentive towards Small Scale Industries/ Enterprises. 
1.2	STATEMENT OF PROBLEM 
	This research work aim to find out the role of marketing strategies. In essence, how does marketing strategies affect the performance of small scale enterprises?. 
i.	Does product modification leads to increase in scale? 
ii.	Does the effective performance of small scale enterprise favour those brands available at the points purchase? 
iii.	Whether increase or decrease in the price of a product has a direct effect on small scale enterprise? 
iv.	Can promotion have significant influence on product scales? 

1.3	RESEARCH QUESTION AND HYPOTHESIS 
Ho:	Product modification does not necessary leads to sales increase 
Hi:	Product modification leads to scales increase.
Ho2:That the effective performance of small scale industries depends on application of marketing strategies
Hi2:	That the effective performance of small scale industry does not depends on application of marketing strategies.
1.4	OBJECTIVE OF STUDY 
	This research work will direct us towards the investigation of the following: 
· The relationship that marketing strategies embarked upon by marketers and the performance of small scale enterprises 
· To evaluate the effective of each marketing strategies as a form of opinion whether to use or refrain from using a particular strategy.
· To determine improved ways to each strategy that would induce trial purchase continuous purchase and build brand loyalty. 
· To know how the company in question formulate its strategies and how representation of the result from these are fully implemented. 
1.5	SCOPE OF STUDY 
This research work will be design to cover both practical and theoretical effects of marketing strategies in effective performance of small scale enterprises. 
Practically, effect will be made to investigate to the effects of the promotional mix strategy and distribution strategy in effective performance of small scale enterprises. The researcher will also want to find out effects of each of the strategy on marketer and manufacturer. Theoretically, there will be a critical look into the school of thought relating to marketing strategies for the effective performance of small scale enterprises. 
1.6	LIMITATION OF STUDY 
	The foreseen able limitation of this work includes: 
· The possibility of respondents not giving correct information as required by the researcher and this will affect the validity of data collection.
· Secrecy on the part of the company which might lead to the company not giving out necessary information data and records which will assist in ascertaining the role o marketing strategies in effective performance of small scale enterprises. 
· The time and financial constraint on the research may limit in depth research on the research topic.
1.7	SIGNIFICANCE OF STUDY 
The significance of this study can be over emphasized. This research work would be of great assistance to marketing practitioner and small scale industries at large. 
· The research work is intended to throw light into the real situation of the idea on which marketing strategies are based in effective. 
· It would also, help us to know when and where to apply each marketing strategy and where to be modified, improved and adjusted. 
· It will help marketers to adopt new strategies particularly on enterprise, consumers and goods.

1.8 OPERATIONAL DEFINITION OF TERMS 
MARKETING: Chartered institute of marketing says marketing consumer profitably. 
i.	MARKETING STRATEGIES: This is a set of objective policies and rules that guide overtime, the firms marketing efforts its level marketing mix and allocation either independently or otherwise. 
ii.	PROMOTION MIX: This is the totality of a product that its seller offers for sales by a company. The structure of the product mix has dimension of both depth and breath it’s measured by the number of the producer line carried its depth by assortment of sizes colour and models within product line.
iii.	PRODUCT LINE: This reference two or more product items that are closely related, the relationship may be in terms of satisfying them same class of need or being used together. 
iv.	PUBLICITY: This is a non paid and non personal form of creating information, events and news about a company product or service. 
v.	PUBLIC RELATION: This is deliberate, planned and sustained effort to establish and maintain mutual understanding between the organization and its publics.
vi.	PRICING: This is only element in the marketing mix that state sales revenue, the other elements in the marketing are cost.
vii.	CONSUMER BEHAVIOUR: This can be regarded as actions, activities displayed or process passed through by consumers in searching for, purchasing, using evaluating and disposing of goods and services that they expect will satisfy their needs.



CHAPTER TWO
LITERATURE REVIEW
2.1	Concept of marketing strategy
	Davidson (1985) defines marketing strategy as the fundamental marketing logic by which the business unit intends to achieve its marketing objectives. Marketing strategies consist of a coordinated set decision on target market.
Market Mix and Marketing Expenditure Level: 
	Stanton (1977) says: Marketing strategy consist of two steps visa-vis “The identification of a market target which is based on the objectives stated in terms of segment of the market (group of customers or individual users) to which the company wishes to appeal and also, the developments of marketing mix which emphasis on different aspects of total marketing effort in order to attain the objective of researching the identified market. 
	Kotler (1986) defines marking strategies as the marketing logic by which the business unit hopes to achieves its marketing objectives. 
Marketing Strategy consist of specific strategies bearing on target market marketing expenditure level.
	Farayola and Adeyanju (2006) defines marketing strategy as the total directional trust of the company by which marketing objectives or plan is being achieved. 

2.2	TYPES OF STRATEGIES 
Marketing strategies consist of specification bearing on target markets, marketing mix and marketing expenditure level:
Marketing Strategies include the following:
i.	Product mix strategies 
ii.	Pricing mix strategies 
iii.	Place (distribution) strategies 
iv.	Promotion strategies 
EXPLANATION 
i.	PRODUCT MIX STRATEGIES: Manufacturer may use any of the following product mix strategies. These first options open to the enterprises to expand product mix. This may be done either by increasing the number of lines or depth within a line. The line may be related or unrelated. 
Fortunate Breadmay decide to either add to its line of existing product or branch out into the production i.e. different design of Adire.
Another strategy is that, the industry may decide that instead of developing complete new product, they should improved the quantities of the established product. 
	Product can be improved by either improving the quantity by adding a new feature, expanding its usage, changing the package to make it more attractive. 
ii.	PRICING MIX STRATEGY:- Management needs to decide and establish its pricing objectives/goods set a particular price for the product before embarking on which price mix strategy to adopt.
Quality, discount is the most common strategy used by sellers. These are reduction offered by a seller to encourage customers to buy in large quantities or buy a size of the purchase either in monetary value or units. It may be cumulative or non cumulative quality discount.
Cumulative discount are based in the total volume purchased over a period of time while non cumulative discount is based on the size of individual order of one or more products. 
	Cash discount is a price reduction offered for payment of a bill within a stated of time. This is purposely to encourage prompt payment of bill. 
Every cash discount includes charging of percentage discount over this period of time when the money becomes over due. Other discount and allowance are:- Seasonal, trade discount, forward dating and promotional allowance. 
iii.	PROMOTIONAL STRATEGY: The promotional activities of the company provide an avenue for the firm to interact or communicate with potential customer. It involves advertisement which could be inform of “any paid firm of non-personal communication and promotion of ideas, goods or services by identified sponsors”. 
	Another strategy being is personal selling which is oral presentation in conversation with one or more prospective buyers for the purpose of making sales, another option to market is publicity, this is non personal stimulation of demand for the product/services by planting commercial significantly news about it. Other form of promotional strategy includes sales promotion and public relation: 
IV.	DISTRIBUTION STRATEGY: This is the movement of goods and services from the point of production to the point of use or consumption. 
The kind of distribution strategies that the manufacturer will adopt to determine the types of the channel of distribution to be used.
Going through a retailer, is one of the strategies. Here, large retailer may buy directly from the manufacturer and sold to the consumer. The burden of advertising the goods shift from the manufacturer to the retailer who gets his/her profit by either adding a market or getting a commission from the producer. 
Another strategy, the market may decide to reach the consumer herself. This is the simplest and shortest channel of distribution for consumer at a lower price. 
2.3	CONCEPT OF PROMOTION
ADVERTISING: Is the paid element of a promotional strategy, it is the delivery of message through broadcast, print or other media. Newspapers and radio are common traditional media used by small businesses in local markets because of their affordability. Direct mail, email, marketing and fliers are other less expensive local advertising techniques often implemented. The key benefit of advertising in promotion is that you control the position and delivery of the message since you pay for it.
PUBLIC RELATIONS: Much of which is media publicity includes any unpaid messaging you deliver through a variety of tools. Press releases, news conferences, newsletters and features stories on the news are mechanisms for PR. Additionally, companies interact with the public through community events and activities. The primary goal of PR is to build goodwill with the community, which supports your business as community citizen. However, public relations is also used to enforce a brand image and to promote products. Since you don’t pay for PR space and time, there is a risk that media coverage is less favourable than you’d like.
SALES: Is a personal element of promotion where sales representatives interact directly with customers in an effort to convince them to buy product or services. Companies vary in their use of sales forces in the promotional mix. Typically, higher-end solutions require more active selling to persuade customers to spend the money to get the benefits of a product or service. Electronics retailers, furniture stores, and fashion and approval ships are among common retail environments where sales people interact directly with customers. Manufacturers and wholesalers also use sales representatives to market products to their trade channel buyers.
TARGET CUSTOMER: Ultimately the heart of promotions is reach the targeted audience with impacting messages about your brand. Target customers area segmented group of people you identify as potentially profitable. They are the target of all promotional messages. The media you select for messaging all the benefits you emphasize generally align with your target customers. Maximizing revenue and profit with top customer is key to long term profitability and business success.

2.4	CONCEPT OF SALES PROMOTION
Sales promotion can be define as short term incentives to encourage purchase of a good or service. A few decade ago, soles purchase was seen as everything that was left over after accounts for advertising, personal selling and public relations. But since then sales promotion has been growing dramatically and today the amount of money spent on sales promotion is higher than any other element of the communication or promotional mix.
Several factors influence the development of sales promotion with the first being increased similarities between brands and price sensitivity, coupled with reduced consumer brand loyalties, without real or significant product differentiation, consumers have become more relevant on price or price related incentives (coupons, penny-off deals, refunds, give away and competitors).
A second factor contributing to the development of sales promotion is the fractionalization of markets coupled with rising media costs. A third factor has been the concentration on brand management organizational structures that lends itself to short term sales response rather than long term growth.

2.5	GOVERNMENT ATTITUDES AND INCENTIVE TOWARDS SMALL SCALE INDUSTRIES
Before going into various ways of accumulating funds in small scale industries, it is necessary to know the contribution and the general influence that small scale enterprises have on economy growth and economy development on our nation. 
It is recognition of the importance of small scale that the government encourages and gives every support both financially and morally to the small scale entrepreneur.
	The importance of small scale enterprise in a developing economy like Nigeria can not be over emphasized. A growing economy tends to provide and create opportunity for small firms increases in population and per-capital income generally need to increase in demand for goods and services. And small firms share in the satisfaction of demands growth usually goes hand with and increase in innovation of small scale industries. 
	Government attitude makes the necessary cost to be paid by small scale industries to be easier for Fortunate Bread Industry to market its product very well. This leads to the evaluation of marketing strategies in the efficient performance of Fortunate Bread Industry. 

2.6	Strategies Behind Expansion Of Fortunate Bread Industry
It is important to know that for all the formation of any small scale business, finance is an inevitable factor that will determine the success or failure of such venture. In the case of large scale business where one is exposing to subscribing of shares from the public. One had the opportunities for acquiring more financial support to assist the project than that of the small scale business.
Also, government should encourage people to be self reliance quote number of man and woman to engage into the production of Fortunate Bread Industry. Not only this, they had come to include that one can engage in the Fortunate Bread business without necessarily having knowledge of the data collection. Many people who have the money to run the business employ the service of those that have technical know how; the techniques is that, they have some group of people who produce for sale.
Small scale business is needed to reduce the rate of unemployment in our society. This will give people an in sight on how to manage their own business. The increase in Bread business is necessary simply because it is a development to economic growth increment in employment opportunities and improvement in standard of living. 

2.7	MARKETING ASPECT OF FORTUNATE BREAD INDUSTRY 
	The aim of all production is to satisfy the consumer need and want and to orient profit. However, production is not restricted to manufacturing of goods alone, but also include the provision of services which  facilitate the bringing of goods to the final consumers. It should be noted that, an effective marketing programmed is influence in a firm’s well being and conservation satisfaction. 
	The business of “Adire” is a  profitable venture and very popular in Nigeria, especially in Abeokuta, therefore any discussion in this chapter without critically working into the impact of the four (4) marketing mix will be unrealistic. Marketing mix is the term used in describing the combination of the four(4) inputs that constitute the care of a company marketing programmed. They are: 
i.	The products 
ii.	The price structure 
iii.	The promotion 
iv.	The place (distribution) 
	The four (4) elements in the marketing mix are interrelated. Therefore, decision making in one area usually affects action of the others. 

2.7.1	PRODUCT
	In developing programmed in other to reach its intended market, a company will start with products or services designed to satisfy the want of the market. A product is anything that can be offered to a market for attention, acquisition or consumption which may be tangible or intangible, including packaging, colour price, organization and idea which the buyer may accept as offering want satisfying. However, the Bread product must be of good quality and must be properly designed and identified. 
2.7.2	PRICE
	This is the only element in the marketing mix that states sales avenue, the others element are cost. It is simply an offer or an experiment to test the pulse of the market. The price of a product is a major determinant of the market demand for the product price affects the forms competitive position and its share in the market. As a result of price, it has a considerable boasting on the revenue and net profit. 
	This method is simply ascertaining what the going price in the market and after allowing for customary mark-up for middle men, it arrives at selling price. Also, price may be set below competitive level, if the seller felt that he can still cover the cost incurrent and earn a reasonable level of the profit. This helps to gain more customers at times in order to show product distinctiveness and good quality a seller may decide to set his price a bit higher than competitor’s price.
2.7.3		PROMOTION ACTIVITIES
	As a result of proposal interview conducted, it was glaring from the result that there is no specific promotional designed for Adire. This is not so because promotion is impossible, but because the people in the industry are not enlightened enough to embark on it. 
	The only noticeable promotion given to Bread was done by the Ogun State Broadcasting Corporation (OSBC), the promotion of carnival, all producers and sellers of Bread called to come and exhibit their products at the carnival for a number of days at prescribed fees.
2.7.4		PLACE (DISTRIBUTION) 
	This is the passage of products through various channels, available for transfer of product. In this case are the same as we have in any other manufacturers product? 
	Most of the Bread producers at Itoku market in Abeokuta sell directly to the consumers. The producers also go to consumers. The producers, also go through the wholesale. Wholesale function can not be overlooked. 
	This is because they usually finance the business by paying large amount of deposit to complete work in progress. They also help to facilitate more sales by requesting for a large volume of product at a time. They later sell to retailers in small quantities but at time, they sell directly to fashion designers according to special specification and designs. The mode of distribution varies depending on the destination of the product. For instance, if it is to be sold in North, it may be transported by rail or road, if it is oversea, it may be transported by air or sea. It depends on the distance and urgency of market involved. 

	


CHAPTER THREE
3.0	RESEARCH METHODOLOGY 
Research methodology has been defined as the specification of procedure for collection and analyzing the data necessary to solve problem at hand, such that the difference between the cost of obtaining various level of accuracy and the value of information associated with level is minimized. 
Furthermore, this chapter will discuss extensively the research design, the instrument that to be used in collecting the data for this research work, the population and simple size used, source of information, questionnaire assumption. 
3.1	RESEARCH DESIGN 
	A research design according to Nkemakolan (1995) involves determine in advance (i.e. before data collection) the population, sample and the sampling technique, the data collection methods as well as technique, procedure for analyzing the data to be collected. 
	Research designs are typically classified according to the nature of the research objectives of the project. Logically, it determines the characteristics desired in the research design generally there are three types: 
i.	Exploratory design 
ii.	Descriptive design 
iii.	Casual design 
	exploration design is considered appropriate because of its flexibility of result and its ability to collect information of a wider range within a given time, which is a replication of the situation at hand. Under this research work, it involves interviews with knowledgeable marketing personnel, staff and top manager of Fortunate Bread Industry, journals, textbooks, magazine and all other related publications. 
	The casual research design is also considered appropriate because of its main importance of being capable of  testing hypothesis which will finally be used in arriving the entice conclusion on the subject matter.
	Moreover, it is the only instrument specifically the nature, its variable which is a feature of this research work.
3.2	METHODOLOGY OF DATA COLLECTION 
	In an effort to achieve a meaningful and better result for this research work, the researcher made use of survey method of data collection. The sources of data collection method and source allow for necessary information to be collected and retrieved from the appropriate quarters of Fortunate Breadproducers, its marketers and its consumers. 
	The methods used in the collection of primary data for the research work are mainly through personal interview and questionnaire while the secondary source of data collection for this research work include textbooks from reputable authors, relevant to the research topic, journal, magazine and all other related publications. 
3.3	QUESTIONNAIRE ASSUMPTION
	The researcher considered the human factor that made following assumption which is designed and administering questionnaire: 
i.	The questionnaire will elicit the require information from the sample taken 
ii.	That the respondents understand the questions asked in the questionnaire. 
3.4	SAMPLE SELECTION PROCESS
	Sampling method is a probability sampling method which will be used for this research work. Area sampling is the designation of a whole region into areas and research which is been carryout in a particular area. 
	Areas sampling method is adopted because all the respondents sampled are concentrated in an area known as ITOKU in Abeokuta and this ensure collection of data. 
3.5	SAMPLE SIZE
	Since a physical and financial constraint usually precludes a particular survey, the research has relied on sampling. This is drawn as a subset of the total population and examine in some details so as to bring out a conclusion that will be represented by the total population. 
	Because the population of this research work is infinite, the researcher has chosen the sample that he felt to be the most representative of the population randomly. 
	Nevertheless, the researcher has prepared fifty (50) questionnaires to be administered by the respondents.
	In other words, the sample size is made up of fifteen (15) respondents of Bread makers. 


CHAPTER FOUR
4.0	DATA PRESENTATION AND ANALYSIS 
	This chapter will deal with the representation and analysis of the data collected for purpose of this study. The analysis will be done by using simple percentage method. The purpose is known, the responses of respondents to each question in the questionnaire. 
	The response to each question will be analyzed separately in a tabular form as shown below: 
4.1.0		CLASSIFICATION OF RESPONDENTS 
4.1.1		Table 1: AGE OF RESPONDENTS 
	HOW OLD ARE YOU? 	
	OPTION
	RESPONSE
	%

	Less than 25 years
	5
	33.3

	26years – 40years
	7
	46.7

	41years and above
	3
	20.0

	TOTAL
	15
	100


Source: Research Survey 2025
	The table above shows that respondents (5) representing 33.3% fall within age of less than 25years, 7 respondent 46.7% fall between age of 26years and 40years, while 3 respondent represent 20.0% fall within 41years and above. This split is good enough in determine age, is a factor that determine consumers buying behaviours. 

4.1.2	Table 2: SEX OF RESPONDENTS 
	OPTION
	RESPONSE
	%

	Male
	5
	33.3

	Female
	10
	66.7

	TOTAL
	15
	100


Source: Research Survey 2025
	From the above table, it can be deduce that 5 respondents representing 33.3% of the sample were male while 10 respondent representing 66.7% were female. This will go along way to support the fact buying decision and actual purchasing are mostly made by the female.
4.1.3	Table 3: MARITAL STATUS 
	OPTION
	RESPONSE
	%

	Single
	8
	53.3

	Married
	5
	33.3

	Widow
	2
	13.3

	TOTAL
	15
	100


Source: Research Survey 2025
	Of the sample size of 15 interviewed, 8 respondents representing 53.3% were single, 5 respondents representing 33.3% were married while 2 respondents representing 13.3% were widows. 


4.1.4	Table 4: QUESTION FOUR LENGTH OF  SERVICES
	OPTION
	RESPONSE
	%

	(a) less than 5years
	4
	26.7

	(b) 5years -20years
	6
	40

	(c) 21years and above
	5
	3.3

	TOTAL
	15
	100


Source: Research Survey 2025
	From the table above, 15 interviewed, 4 respondents 26.7% less than 5years respondents, 40% representing 5 – 20years and 5 respondents representing 33.3% were 21 years and above.
4.1.5	Table 5: Educational Qualification 
	OPTION
	RESPONSE
	%

	SSCE
	7
	46.7

	OND/NCE
	2
	12.3

	HND/BSC
	3
	20.0

	Other
	3
	20.0

	TOTAL
	15
	100


Source: Research Survey 2025
	From the table above 7 respondents were SSCE holders representing 46.7% while 2 respondents were OND/NCE representing 13.3 and 3 HND/BSC representing 20% and 3 other representing 20%. 


4.1.6	 Table 6: QUESTION SIX 
	DO YOU HAVE SUFFICIENT CAPITAL TO PUT THE BUSINESS ON A FIRM STANDING? 
	VARIABLE
	RESPONSE
	%

	Yes
	8
	53.3

	No
	7
	46.7

	TOTAL
	15
	100


Source: Research Survey 2025
From the table above 8 respondents representing 53.3% because that they have sufficient capital to put the business on a form standing while 7 respondents representing 46.7% think otherwise. 
4.1.7	Table 7: QUESTION SEVEN 
DOES THE INVOLVEMENT OF ILLITERACY IN THE BUSINESS BEING LOW PRODUCTIVITY? 
	VARIABLE
	RESPONSE
	%

	Yes
	8
	53.3

	No
	7
	46.7

	TOTAL
	15
	100


Source: Research Survey 2025
	From the above table 5 respondents representing 33.3% behaved that the involvement of illiteracy in the business bring low productivity, 8 respondents representing 53.4% think otherwise, while the remaining 2 respondents representing 13.3% don’t know whether the involvement of illiteracy in the business bring low productivity. 
4.1.8	Table 8: QUESTION EIGHT 
	DOES FORTUNATE BREADBUSINESS REQUIRE A GRADUATE IN ITS MANAGEMENT AND OPERATION? 
	VARIABLE
	RESPONSE
	%

	Very important
	1
	6.7

	Important
	1
	6.7

	Not important
	13
	86.6

	TOTAL
	15
	100


Source: Research Survey 2025
	From the table above, 1 respondent representing 6.7% believed that it is very important to have a graduate in the management and operation of Fortunate Breadbusiness. Another 1 respondent representing 6.7% think it is important and remaining 13 respondents representing 86.6% believe that it is not important. 
4.1.9	Table 9: QUESTION NINE 
WHAT LEAD YOU TO ESTABLISHING AN BREAD BUSINESS?
	VARIABLE
	RESPONSE
	%

	Unemployment
	5
	33.3

	Personal interest
	9
	60

	Influence of other
	1
	6.7

	TOTAL
	15
	100


Source: Research Survey 2025
	The main implication of the above analysis is that all the Fortunate Breadbusiness involved in the survey are influenced by one variable or the other, 9 respondents representing 60% believed that personal interest led them to the business 5 respondents representing 33.3% believed that it is unemployment that led them to the business while 1 respondent representing 6.7% is influenced by others. 

4.2.1	Table 10: QUESTION 10 
	DOES PRICING POLICY AND DECISION MAKING HAVE DIRECT EFFECTS ON PERFORMANCE OF SMALL SCALE ENTERPRISES?
	VARIABLE
	RESPONSE
	%

	Yes
	10
	66.7

	No
	3
	20.0

	None of the above
	2
	13.3

	TOTAL
	15
	100


Source: Research Survey 2025
	From the table above, 10 respondents representing 66.7% believe that pricing policy and decision making have direct effect on performance of small scale enterprises, 3 respondents representing 20% think otherwise, while 2 respondents representing 13.3% don’t know.
4.2.1	Table 11: QUESTION ELEVEN 
	DOES EFFICIENT PERFORMANCE OF SMALL SCALE INDUSTRY DEPENDS ON APPLICATION OF MARKETING STRATEGIES? 
	VARIABLE
	RESPONSE
	%

	Yes
	10
	66.7

	No
	3
	20.0

	None of the above
	2
	13.3

	TOTAL
	15
	100


Source: Research Survey 2025
	In the above table 10 respondents representing 66.7% believe that efficient performance of small scale industries depend on application of marketing strategies, while 3 respondents representing 20% said No and 2 respondents representing 13.3% don’t know.
4.2.2	Table 12: QUESTION TWELVE 
	HOW IMPORTANT IS THE DISTRIBUTION STRATEGIES EVALUATE THE PERFORMANCE OF SMALL SCALE INDUSTRY? 
	VARIABLE
	RESPONSE
	%

	Very important
	13
	86.7

	Important
	2
	13.3

	Not important
	-
	0.00

	TOTAL
	15
	100


Source: Research Survey 2025
	From the above table 13 respondents representing 86.7% believed that it is very important and 2 respondents representing 13.3% believed that it is important, while no respondents believes that it is not important.
4.2.3	Table 13: QUESTION THIRTEEN 
	NOW THAT BREAD HAS BEEN MODIFIED RECENTLY, WHAT HAS BEEN THE IMPACT ON SALES LEVEL?
	VARIABLE
	RESPONSE
	%

	Increase
	10
	66.7

	Decrease
	3
	20

	Not significant change
	2
	13.3

	TOTAL
	15
	100


Source: Research Survey 2025
	From the table above, 10 respondents representing 66.7% believed that before the recent modification sale level on a monthly basic was 10% - 20% but now, it has been increase to 65% 3 respondents representing 20% think otherwise while 2 respondents representing 13.3% believed it. 



4.2.4	Table 14: QUESTION FOURTEEN 
	HAS THE APPLICATION OF MARKETING STRATEGIES IN VARIOUS WAYS BEEN AFFECTIVE? 
	VARIABLE
	RESPONSE
	%

	Yes
	11
	73.4

	No
	2
	20

	None of the above
	1
	-

	TOTAL
	15
	100


Source: Research Survey 2025
	From the table above, 11 respondents representing 73.4% said yes, 2 respondents representing 20% No and 1 respondents representing 6.7% don’t know. 
	Respectively believed that the application of marketing strategies in various ways has been effective. 
4.2.5	Table 15: QUESTION FIFTEEN 
WHICH OF THE UNDER MENTIONED PROMOTIONAL MIX WOULD YOU PREFER? 
	VARIABLE
	RESPONSE
	%

	Advertising
	4
	26.7

	Sales promotion
	5
	33.3

	Person selling
	6
	40.0

	TOTAL
	15
	100


Source: Research Survey 2025
	From the above, 4 respondents believe in advertising, 5 respondents believe in sales promotions and 6 respondents believed in personal selling.
RESULT OF FINDINGS
4.2.6	TESTING OF HYPOTHESIS 
	This portion of project work will test for the earlier hypothesis formulated in chapter one. 
	The hypothesis are as follows: 
Ho:	The impact of marketing strategies in effective performance of small scale enterprise have no positive effect in sustaining the profit maximization. 
Hi:	The impact of marketing strategies in effective performance of small scale enterprise have positive effect on profit maximization on the organization. 
Ho:	The impact of small scale enterprise is vital for the organization survival. 
PROOF
From the respondent response to question one where our respondent are asked whether the impact of marketing strategies in effective performance of small scale enterprise have any positive effect on the organization.
The result from the table indicate that twenty (20) respondent response representing 100% of the respondent accept that the impact of marketing strategies in effective performance of small scale enterprise have positive effect on the organization and profit maximization. 
Therefore, the null hypothesis (HO: which state that the impact of marketing strategies in effective performance of small scale enterprise have no positive effect in sustaining the profit maximization of the organization is rejected while alternative hypothesis (Hi: which states that the impact of marketing strategies in effective performance of small scale enterprise have positive effect on profit maximization on the organization is vital to the survival of the organization is accepted.



CHAPTER FIVE
5.0	SUMMARY OF FINDING
	This chapter summarizes the findings based upon the analysis based on the finding conclusion were drawn and subsequently recommendations were made. These recommendations are to help Nigeria enterprise to improve their implementation of marketing strategies in relation to each of the strategies employed.
	The analysis of data presented in chapter four revealed the following major findings.
1. Production modification leads to sales increase.
2. High rate of unemployment does not lead to the establishment of Bread business. 
3. Non-availability of locally sourced raw materials is a problem to the Fortunate Bread Industry. 
4. Illiterate who lack management does not have the ability to manage the business and this leads to low productivity.
5. Finally the effective performance of small industry depends on application of marketing strategies.
5.1	CONCLUSION 
	The following conclusions are drawn from the above findings: 
i. When  there is a modification in a product, there is a need for effective communication, in order to increase awareness, so that consumers will not be based about the product. 
ii. Effective distribution is very important to achieve targeted sales level.
iii.	It is not always encouraging to increase the price of a product immediately after modification.
iv.	Promotion helps the enterprises to achieve its objectives while sales promotion helps to extend the peak period of the product. 
5.2	RECOMMENDATION 
When a new product is introduced or a modification on an old product. There is a need for a campaign make the consumer aware of the changes. 
If this is not done, most of the consumer will tend to shift to another brand as they are not sure of the source of the modified of the new product. 
Another outright increase in price after modification will tend to reduce sales for a period after before it began picking up again so, most times when a product is modified, it is advisable to sell the modified product at same old product for a period when consumers would have tested the new product and distinguishing factors then price can be increased. 
To ensure that distribution is effective and then potential customers get product at the time and place it is needed. A good logistic system can be set up to handle inventory control, to process order and to develop a good transportation network. 
There is a need for companies for the product create desire in them and induce them to taken an action which is the purchase of the goods product sale promotion can be introduced along side publicity and public relations. 
However, all these mentioned above can be used as tools to measure the effective performance of marketing strategies in enterprises and to extend their territories in order to have high share and market growth. 
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APPENDIX I
QUESTIONNAIRE 
	 KWARA STATE POLYTECHNIC, ILORIN
INSTITUTE OF FINANCE AND MANAGEMENT STUDIES 
DEPARTMENT OF BUSINESS ADMINISTRATION

Dear Respondent,
	It has been included as part of the requirement of the above named institution studies for the partial fulfillment if the award of Higher National Diploma (HND) in Business Administration as a course in the institution.
	We are conducting a research study on the Impact of Marketing Strategies in Effective Performance of Small Scale Enterprises (A Case Study of fortunate bread Industry). 
	We implore respondents to supply factual information which will enable us to achieve ultimate goals of the research. This questionnaire is set for the respondents to give adequate answer to the following questions. And your response will be highly appreciated. 
PERSONAL DATA 
1.	How old are you? (a) less than 25 years (      ) (b) 26 years – 40 years (      ) 
	(c) 41years and above (      ) 
2.	Sex:   (a) male (    )  (b) Female (     ) 
3.	Marital Status:  (a) single (     ) (b) married (      ) (c) widow (    ) 
4.	What is your Educational Qualification? (a) SSCE (     ) (b) OND/NCE(     ) (c) HND/BSc (      )
5.	Length of  Service?  (a) less than 5 years (    ) (b) 5 years -20 years  (     ) 	(c) 21 years and above (     )
6.	Do you have sufficient capital to put the business on a firm standard? 
(a) Yes (      )    (b) No (      ) 
7.	Does the involvement of illiteracy in the business bring low production? 
	(a) Yes (       )    (b) No (      ) (c) None of  the above (      ) 
8.	 Does the Fortunate Breadbusiness require graduate in its management and operation? (a) very important (    ) (b) important (     )  (c) not important (   )
9.	What leads you to establishing on Bread Business? (a) unemployment (    ) (b) personal interest (    ) (c) influence of other (     ) 
10.	Does pricing policy and decision making have a direct effect on performance of small scale enterprise? (a) Yes (    ) (b) No (     ) (c) Not important (     ) 
11.	Does efficient performance of small scale industries depend on application of marketing strategies? (a) Yes (   )  (b) No (     ) (c) None of the above (   )
12.	How important is distribution strategies evaluate the performance of small scale industry (a) very important (b) important (c) not important 
13.	Now that Bread has been modified recently, what has been impact on sales level? (a) Impact on sale (     ) (b) decreased (      ) (c) No significant change    (      ) 
14.	Has the application of marketing strategies in various ways been effective?   (a) Yes (      ) (b) No (      )   (c) None of the above (      ) 
15.	Which of the under mentioned promotional mix would you prefer? 
(a) Advertising (     ) (b) Sales promotion (     ) (c) Personal Selling (      )
16.	Does promotion motivate your workers? (a) Yes (     ) (b) No 
17.	Does training and development motivate your employee? (a) Yes (     )     (b) No (     )
18.	Does your organization guarantee job security use to its worker? 
	Yes (     )     (b) No (     )
19.	What type of compensation does Fortunate Bread Industry use? 
(a) Salary only (      ) (b) salary and fringe (     ) (c) voluntary (      )
(d) Salary and commission (     ) 
20.	Which of the following motivate method is being offer by your company?
(a) Forcing workers to work at all the time (     ) (b) monetary compensation (      ) (c) promotion for performance (     ) (d) all of the above (     ) 
21.	Does the management provide staff bus facility for the employment? 
	Yes (     )     (b) No (     ) (c) None of the above (    ) 
22.	What is the attitude of management toward the need of the workers in Fortunate Bread Industry? (a) care free (      )  (b) sympathetic attitude (      ) 
(c) try and safety workers need (       ) (d) None of the above (      ) 
23.	Length of Service (a) less than 10years (    ) (b) 10years – 15years (     ) 
	(c) 16 years – 30 years (       ) 
24.	Sex of respondent (a) male (      )   (b) female (     ) 
25.	What leads you to establishing on Bread Business? 
(a) Personal interest (   ) (b) Influence of other (    ) (c) unemployment (    ) (d) Influence of other (     )
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