EFFECT OF MARKETING SEGEMENTATION ON SALES PERFROMANCE OF BEVERAGES INDUSTRY IN NIGERIA

(A CASE STUDY OF MILO PRODUCT OF NESTLE PLC, ILORIN BRANCH)

BY

JOHN BLESSING 
ND/23/MKT/PT/01267

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



IN PARTIAL FULFILMENT OF THE REQUIREMENTS FOR THE AWARD OF NATIONAL DIPLOMA IN MARKETING



JUNE, 2025





CERTIFICATION
This is to certify that this project has been read and approved as meeting the requirement for the award of National Diploma (ND) in Marketing, Institute of Finance and Management Studies, Kwara State Polytechnic, Ilorin.


______________________				________________	
MR ABDULAZEEZ L.B						DATE
PROJECT SUPERVISOR					

 
______________________				________________	
MR. ADEBAYO SOLA K.					DATE
PROJECT COORDINATOR



__________________________			________________	
MR. DARE ISMAIL	 					DATE
HEAD OF DEPARTMENT


__________________________			________________	
EXTERNAL EXAMINER 					DATE

CHAPTER ONE
1.0	INTRODUCTION
The overall marketing strategy objective must always be focused on sales estimates for the year in question as well as for a longer period of time. This sales estimate is used as a catalyst by every other functional field in estimating its needs for the year in question. The marketing process is a sequential process. This process begins with the identification of needs in order to determine the person or situation that will become the company's potential market. Markets that are defined in such a manner are permanent and stable. The use of market concepts still wants the determination of the competition framework and allows monitoring of function and market performance indicators (categories): size, variation, market share. Defining the market is the basis of the strategy of segmentation, targeting and positioning and subsequently becomes the basis of definition if the context called the market has been defined. Segmentation continues to create hyper-fragmented markets that reduce the chances of success for new products. The marketing concept emphasizes that the key to achieving the organizational goals set is that the company must be more effective than competitors in creating, delivering, and communicating customer value to selected target markets
1.1	BACKGROUND OF THE STUDY
Marketing is the most important part that relates to the market because the existing market is the buyer's market where the sale and purchase transaction depends on the buyer's own decision. So that the existing market is very influenced by the behavior of consumers and the important thing is that the company that offers goods can only follow the wishes of consumers and how to deal with competitors - company competitors who create similar goods. Thus, if we hear the word marketing, we will connect various activities of sales, trading, distribution, pricing and so on. Some understanding of marketing are according to Philip Kotler [1] is is a social process in which individuals and groups get what they need and want by creating, offering, and freely exchanging valuable products with other parties. Philip and Duncan [2] includes all steps that are used or needed to place goods - tangible goods to consumers. American Marketing Association.[3] includes the implementation of commercial business activities directed at the flow of goods and services from producers to consumers. The main functions of marketing activities are: 1). To provide information about the products sold by the company. 2). To influence consumer buying decisions. 3). To create the economic value of an item. For the managerial definition, marketing is often described as the art of selling products, but some of us are surprised to hear that the most important part of marketing is not sales. That sale is only a small peak of marketing icebergs. Peter Drucker [4], a leading management theorist, said the following: One can assume that there will always be a need for sales everywhere. The marketing goal is to know and understand the customer in such a way that the product or service matches the customer and then sells himself. Ideally, marketing should produce a customer who is ready to buy. All that is needed next is to provide products and services.
The division of a market into different homogenous groups of consumers is known as market segmentation.
The marketing concept calls for understanding customers and satisfying their needs. But different customers have different needs, and it rarely is possible to satisfy all customers by treating them alike.
One of the main reasons for engaging in market segmentation is to help the company understand the needs of the customer base. Often the task of segregating consumers by specific criteria will help the company identify other applications for their products that may or may not have been self evident before. Uncovering these other ideas for use of goods and services may help the company target a large audience in that same demographic classification and thus increase market share among a specific sub-market base.
While there may be theoretically ‘ideal’ market segments, in reality every organization engaged in a market will develop different ways of imagining market segments, and create product differentiation strategies to exploit these segments. The market segmentation and corresponding product differentiation strategy can give a firm a temporary commercial advantage, which is essential to its existence.

1.2	STATEMENT OF THE PROBLEM 
The pre-independence effective Market Segmentation for improved performance of consumers product contains a lot of structural policy reforms that were means to re-position the effective Market Segmentation for sound and improved performance (productivity).
But the period also witnessed high Market Segmentation failure rate. Even since 1980s effective Market Segmentation in the country have faced to meet national expectation inspite of the enormous policies put in place to ensure effective market segmentation .
In as much as this study is not laying claim the fact that there has been performance appraisal carried out in different organizations the truth of the matter is how effective and adequate is it done? 
Therefore, the problem of this study focuses directly on the effective Market Segmentation for improve performance of consumers products in Rives State. This evidence suggest that effective Market Segmentation are still in adequate in Kwara  state inspite of the massive Market Segmentation taking place on the country. This is for proper investigation to find out whether the strategies are really beneficial or not and whether they are producing the desired results or not. 
1.3	RESEARCH QUESTIONS
To achieve the objective of this study following question have been formulated. 
1. Does market segmentation has an influence on effective marketing of consumer’s product
2. How effective segmenting has the market of a product increases sales.
3. What are the elements necessary for effective segmentation to be effective.
4. To what extents is will segment and segmented market will aid consumer’s response to buying decision.
1.4	Objectives of the Study
The objectives of the study are:
1. To examine how market segmentation influences effective marketing of consumer’s product
2. To find out if segmenting the market of a product increases sales.
3. To discover the elements necessary for effective segmentation to be effective.
4. To know how to segment and segmented market that will aid consumer’s response to buying decision 
1.5	RESEARCH HYPOTHESIS   	
H0:	There is no significance relationship between the Market Segmentation and effective marketing of consumer’s products .
H1:	There is significance relationship between the Market Segmentation and effective marketing of consumer’s products .
H0:	There is no significance relationship between Market Segmentation and sales increases 
H1:	There is significance relationship between Market Segmentation and sales increases 
H0:	There is no significance relationship between Market Segmentation and consumer’s response to buying decision 
H1:	There is significance relationship between Market Segmentation and consumer’s response to buying decision
1.8	LIMITATION OF THE STUDY 
There were many problems encountered by the research during the course of carrying out this project some of these are:
Respondent apathy: Inadequate response experienced by the researcher from the respondent posed on hindrance to getting the desired results.  
Inadequate finance: The strategy of funds also affected the numbers of time the research would have visited the company. 
Insufficient time: The time expected to carry out this work was too short and as a result of other academic commitment, the research would have gone to different place to get more facts for the study. 

1.9	DEFINITION OF RELATED TERMS 
Market:				Buyer and sellers 
Market segmentation :	A consistent appropriate and feasible set of principal through which a particular company hopes to achieve its long-term customers satisfaction and profitability objectives in a particular competitive environment.
Market leader:	A firm in an industry with the largest market shore it usually heads other firms in price changes, new product introduction, distribution coverage and promotion spending. 
Market challenges:	A runner up firm in an industry that is fighting to withstand the leader by increasing its market share. 
Positioning:	The art of fitting a product to one or more segment of the broad market in such a way as to set it apart from greatest sales and optimize opportunity.
Effective producing: 	A decided –decision or desired effect producing a result that is wanted having an intended effect. 
Improve:	To make something better to enhance in value or quality to advance or make progress in what is desired.
Performance:	The execution of an action.
CHAPTER TWO
LITERATURE REVIEW
2.0 INTRODUCTION
In this chapter, the researcher tends to unveil the conceptual,  theoretical framework and the empirical study, and also gives the concept of Market Segmentation state the problems of market segmentation , analysis, Market Segmentation available to Cadbury company and end with the role of Market Segmentation in the sales of Cadbury products .  
2.1 CONCEPTUAL REVIEW
Market Segment 
Market segments consist of large groups that can be identified in a market with desire, purchasing power, geographical location, buying behavior, and similar buying habits. For example, a Cadbury company might identify four broad segments; Cadbury buyers who are looking for basic transportation, those who are looking for high performance, those who are looking for luxury, and those who are looking for comfort. Segment marketing offers several benefits compared to mass marketing. Companies can create products or services that are more aligned and charge appropriate prices for certain target groups. The choice of distribution channels and communication channels is much easier. Companies may also face fewer competitors in certain segments. Market segments [5] include: 1. Niche marketing Is a group that is defined more narrowly, especially small markets whose needs are not well served. Marketers usually identify niches by dividing a segment into subsegments or by defining a group that seeks a combination of special benefits that are different from those sought by other groups. 2. Local Marketing Marketing is tailored to the needs and desires of local customer groups (trading area, surrounding environment, even individual talks). Citibank provides its branched banking service mix, which depends on the demographic conditions surrounding the bank. Those who support the location of the company's marketing consider national ads to be futile because they fail to attract local targets. Those who oppose local marketing argue that they can increase production and marketing costs by reducing economies of scale. Logistical problems are great if companies try to meet the requirements of different regional and local markets. And the overall image of the company will wear off if the products and messages differ in different places. 3. Individual marketing
(Kotler & Keller, 2005) a market segment is a subgroup of people or organizations sharing one or more characteristics that cause them to have similar product and/or service needs. A true market segment meets all of the following criteria: it is distinct from other segments (different segments have different needs), it is homogeneous within the segment (exhibits common needs); it responds similarly to a market stimulus, and it can be reached by a market intervention. The term is also used when consumers with identical product and/or service needs are divided up into groups so they can be charged different amounts. These can broadly be viewed as 'positive' and 'negative' applications of the same idea.
(Ayuba, 2005) noted that Nigeria companies marketing effort lack the knowledge and skills of basic marketing ingredients - marketing research, marketing planning and effective distribution network. The outcome of this is poor quality products, unawareness of competitors, poor promotion, poor distribution, and poor pricing methods. In a developing country like ours with low income and high level of poverty, the need for effective marketing segmentation of product is very imperative if an organization hope to achieve any success.  	
Segment Marketing
	(Kotler, 2004) A market segment consists of a group of customers who share a similar set of wants. Thus we would distinguish between Cadbury buyers who are primarily seeking low-cost basic transportation and those seeking luxurious driving experience. We must not confuse a segment and a sector. A Cadbury company may say that it will target young, middle-income Cadbury buyers. The problem is that young middle-income Cadbury buyers will differ about what they want in a car. Some will want a low-cost Cadbury and others will want an expensive car. Young, middle-income Cadbury buyers is a sector, not a segment.
	The Marketer does not create the segments, the marketer’s task is to identify the segment and decide which one(s) to target. Segment marketing offers several benefits over mass marketing, which includes;
· The company can create a more fine-tuned product offering and price it appropriately for the target segment.
· The company can more easily select the best distribution and communication channels.
· It will also have a clearer picture of its competitors, which are the companies going after the same segment.
A flexible market offering consists of two parts; a naked solution containing the product and service elements that all segment members’ value, and discretionary options that some segment members’ value.
Market Segmentation Procedure
	(Kotler, 2004) Market Segments can be identified by classifying consumers demographically. A bank for example, may decide to group its customers by wealth, annual income, and age. Suppose it distinguishes five (5) wealth classes, seven (7) income classes and six (6) age classes.  This alone would create 210 market segments (5 x 7 x 6).  The real question however is whether the customer in any one segment really has the same needs, attitudes, and preferences.
	This has led market researchers to advocate a needs-based market segmentation approach. Roger Best proposed the seven-step approach shown below;

	SEGMENT PROCCESS
	DESCRIPTION

	1. Needs Based Segmentation
	Group customers into segments based on similar needs and benefits sought by customers in solving a particular consumption problem.

	2. Segment Identification
	For each needs-based segment, determine which demographics, lifestyles, and usage behaviours make the segment distinct and identifiable (actionable).

	3. Segment Attractiveness
	Using predetermined segment attractiveness criteria (such as market growth, competitive intensity, and market access), determine the overall attractiveness of each segment.

	4. Segment Profitability
	Determine segment profitability.

	5. Segment Positioning
	For each segment, create a ‘value proposition’ and product-price positioning strategy based on that segment’s unique customer needs and characteristics.

	6. Segment ‘Acid Test’
	Create ‘segment storyboards’ to test the attractiveness of each segments positioning strategy.

	7. Marketing-Mix Strategy
	Expand segment positioning strategy to include all aspects of the marketing mix: product, price, promotion, and place.



	Market segmentation must be done periodically because segments change. At one time the personal computer industry segmented its products purely on speed and power. Later, PC marketers recognized an emerging ‘Soho’ market, named for small office and home office. Mail-order companies such as Dell and Gateway appealed to this markets requirement for high performance coupled with low price and user-friendliness. Shortly thereafter, PC makers began to see Soho as comprised of smaller segments. ‘Small-office needs might be very different from home-office needs, says one ‘Dell’ Executive.
One way to discover new segments is to investigate the hierarchy of attributes consumers examine in choosing a brand. This process is called market partitioning. Years ago, buyers first decided on the manufacturer and then on one of its Cadbury divisions (brand-dominant hierarchy). Today many buyers decide first on the nation from which they want to buy a Cadbury (nation-dominant hierarchy). Companies must monitor potential shifts in the consumers’ hierarchy of attributes and adjust to changing priorities. 
The hierarchy of attributes can reveal customer segments. Buyers who first decide on price are price dominant; those who first decide on the type of Cadbury are (e.g., sports, passenger, station wagon) are type dominant; those who first decide on the Cadbury brand are brand dominant. One can identify those who are type/price/brand dominant as making up a segment; those who are quality/ service/ type dominant as making up another segment. Each segment may have distinct demographics, psychographics, and media-graphics.
Segmentation by Demographic Characteristics
	(Boon & Kurtz, 2004) says that ‘As with consumer markets, demographic characteristics define useful segmentation criteria for business markets’. This includes:
1. Segmentation by Customer Type
Another useful segmentation approach groups prospects according to type of customer. Marketer can apply this concept in several ways. They can group customers by broad categories; manufacturers, service provider, government agency, non-profit organization, wholesaler, or retailer, and industry.

2. Segmentation by End-Use Application
This focuses on the precise way in which a business purchaser will use a product. For example a printing equipment manufacturer may serve markets ranging from a local utility to a bicycle manufacturer to the Department of Defence.  Each end user may dictate unique specifications for performance, design, and price. Many small and medium sized companies also segment markets according to end use application. Instead of competing in markets dominated by large firms, they concentrate on specific end use market segments.

3. Segmentation by Purchasing Situation
Yet another approach to dividing business markets centres on the purchasing situation. Organizations use a more complicated purchasing procedure than those of consumers. Firms also structure their purchasing functions in specific ways, and for some business marketers, this may be the best way to segment the market. Each of these structures results in different buying behaviour.
Effective Segmentation
	(Kotler, 2004) For segmentation to be useful, it has to be:
· Measurable: The size, purchasing power, and characteristics of the segments can be measured.

· Substantial: The segments should be large and profitable enough to serve. A segment should be the largest possible homogenous group worth going after with a tailored marketing program. 

· Accessible: The segments can be effectively reached and served. 

· Differentiable:  The segments are conceptually distinguishable and respond differently to different marketing-mix elements and programs.

· Actionable: Effective programs can be formulated for attracting and serving the segments.
Evaluating and Selecting the Market Segments
	(Kotler 2004) In evaluating the market segment, the firm must look at two factors: the segments overall attractiveness and the company’s objectives and resources. Does a potential segment have characteristics that make it generally attractive, such as size, growth, profitability, scale economies, and low risk? Does investing in the segment make sense given the firms objectives, competencies, and resources? Some attractive segments may not mesh with the company’s long-run objectives, or the company may lack one or more necessary competencies to offer superior value.
	Having evaluated different segments, a company can consider five (5) patterns of target market selection, which includes;
· Single Segment Concentration: Volkswagen concentrates on the small-Cadbury market and Porsche on the sports Cadbury market. Through concentrated marketing, the firm gains a strong knowledge of the segments needs and achieves a strong market presence. Furthermore, the firm enjoys operating economies through specializing its production, distribution, and promotion. If it captures segment leadership, the firm can earn a high return on its investment.

· Selective Specialization: the firm selects a number of segments, each objectively attractive and appropriate. There may be little or no synergy among the segments, but each promises to be a money-maker. This multi-segment strategy has an advantage of diversifying the firm’s risk.

· Product Specialization: the firm makes a certain product that it sells to several segments. An example would be a microscope manufacturer who sells to university, government, and commercial laboratories. The firm makes different microscopes for the different customer groups and building a strong reputation in the specific product area. 

· Market Specialization: the firm concentrates on serving many needs of a particular customer group. An example would be a firm that sells an assortment of products only to university laboratories. The firm gains a strong reputation is serving this customer group and becomes a channel for additional products the customer group can use. 

· Full Market Specialization: the firm attempts to serve all customer groups with all the products they might need. Only very large firms such as IBM (computer market), General Motors (vehicle market), and Coca-Cola (drink market) can undertake a full market coverage strategy. Large firms can cover a whole market in two broad ways: through undifferentiated marketing or differentiated marketing.
In undifferentiated marketing, the firm ignores segment differences and goes after the whole market with one offer. It designs a product and a marketing program that will appeal to the broadest number of buyers. It relies on mass distribution and mass advertising. Undifferentiated marketing is the ‘the marketing counterpart to standardization and mass production in manufacturing’ the narrow product line keeps down costs of research and development, production, inventory, transportation, marketing research, advertising, and product management. Presumably the company can turn its lower costs into lower prices to win the price-sensitive segment of the market.
In differentiated marketing, the firm operates in several market segments and designs different products for each segment. General Motors does this when it says that it produces a Cadbury for every ‘purse, purpose, and personality’.
Differentiated marketing typically creates more total sales than undifferentiated marketing. However it also increases the cost of doing business.
THEORETICAL FRAMEWORK
AIDA MODEL AS THE FUNDAMENTAL THEORY
It was created by Elmo Lecuis who claimed that the influential process of effective Market Segmentation can be divided into four steps: 
Awareness, Interest, Desire and Action. Before now it was used for sales training however, it has been the most influential theory to explain effective Market Segmentation work nowadays. The model explained how to shift consumers form the beginning of awareness to perceived the message and shows the reaction to action. Firstly awareness is that the audience have noticed and are aware of the promotion. Then the audience understand and believe the message as well as feel interest to the advertising or brands following this the message arouse consumer desire to look for this advertised product or brand. Finally, consumers takes the action to purchase. In addition, it has been claimed that each Market Segmentation can be influential to particular step in AIDA Model. Firstly, effective Market Segmentation is suitable to improve the performance of consumer product. However, effective Market Segmentation help us increase sales of the company product.
Niche Market
Schiffman (2003) say that a niche market is the subset of the market on which a specific product is focusing on; Therefore the market niche defines the specific product features aimed at satisfy specific market needs, as well as the price  range, production quality and the demographics that is intending to impact. Every single product that is on sale can be defined by its niche market. As of special note, the products aimed at a wide demographics audience, with the resulting low price (due to price elasticity of demand), are said to belong to the Mainstream niche, in practice referred only as Mainstream or of high demand. Narrowed demographics though lead to elevated price because of the same principles. In practice, product vendors and trade business are commonly referred as mainstream providers or narrow demographics niche market providers (colloquially shortened to just niche market providers). Small capital providers usually opt for a niche market with narrow demographics as a measure of increasing their gain margins. Nevertheless, the final product quality (low or high) is not dependant on the price elasticity of demand though, it is more associated with the specific needs that the product is aimed at satisfy and in some  cases with brand recognition which the vendor wants to be associated  with (i.e. Prestige, Practicability, Money saving, Expensiveness, Planet environment conscience, Power, etc).
2.3	EMPIRICAL STUDY
This is to review the work done by other researcher which have relevance to the study.
According to Adirika E. O and Nnolim, D.A (1997) studies the relationship between Market Segmentation and product quality using ITEL PLC as a case study. They utilized response form 150 copies of a questionnaire administered to customers employees and distributors of the company. The descriptive strategic of the various response were presented and analyzed while the hypothesis of the study were   tested using sqareman correlation. The study found that there is relationship between Market Segmentation and product quality as well as increase in performance of the company. 
The study suffers from a number of issues which include the use of responses to establish relationship between the variable. Similarly, the mere presence of correlation between the variables of the study is not in any way suggested of the direction of influence since, correlation does not reveal which variable influence the other. 
The present findings hence proposed the following hypothesis.    
Hi:	There is relationship between Market Segmentation and performance of company product.
Adirika and Nnolim have find out that there is relationship between Market Segmentation and product quality as well as increase in performance of the company products. 
Luck D.T. (1997) examined the relationship between Market Segmentation and the performance of lever bothers plc between 1939 and 2009. Using the chi-square and T-test on annual/time series data on marketing cost as substitute. The study found a significant relationship between Market Segmentation performance of a company’s product. The present findings hence proposed the following hypothesis.  
Hi: 	There is significant relationship between the Market Segmentation and company products.
 	Luck have find that there is significant relationship between Market Segmentation and performance of a company products.
2.4	Summary
	Market segments are large identifiable groups in a market. There are two bases for segmenting consumer markets: consumer characteristics and consumer responses. The major segmentation variables for consumer markets are geographic, demographic, and psychographic. These variables can be used singly or in combination.  Business marketers use all these variables along with operating variables, purchasing approaches and situational factors. For market segmentation to be effective it must be measurable, substantial, accessible, differentiable, and actionable. 
	Once a firm has identified its market-segment opportunities, it has to evaluate the various segments and decide how many and which ones to target. In evaluating the segments it must look at the segment’s attractiveness indicators and the company’s objectives and resources. In choosing which segment to target the company can choose to focus on single segment, several segments, a specific product, a specific market, or the full market, it must choose between differentiated marketing and undifferentiated marketing.








CHAPTER THREE
RESEARCH METHODOLOGY
3.1 	INTRODUCTION 
In this chapter, the various processes by which data was collected, the methods used to analysis the data and research instrument are discuss.
3.2 	RESEARCH DESIGN 
A popular survey research method is used for this study. In this method, personal observations, interview and use of questionnaire are consider under the survey research . 
According to Osula, (1982;182 ), research survey is seen as a study of both small and large population by selecting and studying samples collected from the population in order to discover relative incidence, distribution and interrelation of variables.     
The research survey standardizes the various questions and ensure uniformity of answers from respondents in order to facilitate data processing. This method saves time and it is less expensive.
3.3	POPULATION OF THE STUDY 
The population of this study is on unknown, as the population constitutes the distributors of the Cadbury products.  
3.4	SAMPLE SIZE DETERMINATION
	The sample size refers to the number of elements from the universe or population that was selected to form part of the study. The statistical formula adopted is:
N
Where N= sample size
		Z= the research population
		O= standard donation
		D- Tolerance limit or allowable error
3.5	SAMPLING TECHNIQUES 
This study use the probability sampling techniques. This is because the cost of studying the entire population may be difficult. This method enables a selection of sample unit with equal chance of selection. Hence the number of sample size is 48.

3.6	INSTRUMENT FOR DATA COLLECTION 
The research work uses primary data source through questionnaire with close ended question and interview of the respondents and secondary source of data collection were through review of relevant textbooks, journals and internet search.
3.7	METHOD OF DATA ANALYSIS 
A descriptive statistical tools of table, figure and percentages were used to analysis the data. A chi-square (x2) was used to test for the hypothesis.
3.8	VALIDITY OF RESEARCH INSTRUMENT
A pre-test was used by conducting a pilot survey by administered questionnaire (with a close ended question) to parts of the population. This streamline response and also allow the provision of freewill responses that could aid the work.
3.9	RELIABILITY OF RESEARCH INSTRUMENT
	The survey instrument was adopted for this study. A well structured questionnaire and interview were used to measures of dependent & independent variables.

CHAPTER FOUR
DATA PRESENTATION, ANALYSIS AND INTERPRETATION
4.1	INTRODUCTION 
The researcher collected useful data from respondents to evaluate the effective Market Segmentation for improved performance of durable consumers products. (a case study of Cadbury products  ) uses in Rivers State.
The data collected are hereby presented in percentage, frequency, figures and charts with chi-square for testing the hypothesis.
4.2	DATA PRESENTATION, ANALYSIS AND INTERPRETATION 	
Table 4.1: Distribution of respondents by sex 
	Option 
	Respondents 
	Percentage 

	Male 
	30
	63%

	Female 
	18
	37%

	Total 
	48
	100%


Source: Survey Data, 2025
The above table shows that out of 48 respondents 30 representing 63% are male while 18 representing 37% are female.
	Table 4.2: Distribution of respondents by age 
	Option 
	Respondents 
	Percentage 

	20-30
	15
	31%

	31-40
	20
	42%

	41-Above
	13
	27%

	Total 
	48
	100%


Source: Survey Data 2025 
Table 4.2 shows that distribution of respondents by age and it indicate that 20-30 years representing 31%, 31-40 years representing 40% and 40-above representing 27%.
Table 4.3: Educational qualification respondent 
	Option 
	Respondents 
	Percentage 

	OND 
	9
	19%

	BSC/HND 
	28
	58%

	PHD
	11
	23%

	Total 
	48
	100%


Source: Survey Data, 2025   
The above table shows that OND has 9(19%) BSC/HND 28(58%) PHD 11(23%). 

	Table 4.4: Marital  status of respondents  
	Option 
	Respondents 
	Percentage 

	Married 
	31
	65%

	Single 
	18
	35%

	Total 
	48
	100%


Source: Survey Data, 2025   
	This table indicate that 31(65%) are married 17(35%) are single.
Table 4.5: Distribution of respondents by years of work in the company.
	Option 
	Respondents 
	Percentage 

	1-10 years 
	11
	23%

	11-20 years 
	91
	19%

	21-30 years 
	20
	42%

	31 and above 
	8
	16%

	 Total 
	48
	100%


Source: Survey Data, 2025   
Table 4.5 shows that 11(23%) have worked for 1-10 years 9(19%) 11-20 years, 20(42%) 21-30 years and 8(16%) 31 and above years. 

Table 4.6: Respondents indication on the unique feature of Cadbury products  .
	Option 
	Respondents 
	Percentage 

	Very good 
	30
	63%

	Good 
	17
	35%

	Fair 
	1
	2%

	Very fair 
	0
	0%

	Total 
	48
	100%


Source: Survey Data, 2025   
From the above table, 30(64%) indicate and rated Samsung mobile phone as very good, 17(35%) as good and 1(2%) as fair 0(0%).
Table 4.7: Respondents rating of the significant relation between Market Segmentation of the company and the performance of the company products. 
	Option 
	Respondents 
	Percentage 

	Yes 
	39
	31%

	No 
	1
	2%

	Unsure 
	3
	6%

	Not certainly 
	7
	11%

	Total 
	48
	100%


Source: Survey Data, 2025   
 From this table, the respondents was distributed, thus yes 39(81%), No 1(2%) unsure 3(6%) not certainly 7(11%). 
Table 4.8 Respondents rate the overall effective marketing of consumer’s products phone in the market as a measure to increase in sales. 
	Option 
	Respondents 
	Percentage 

	Very high 
	21
	44%

	High 
	14
	29%

	Moderate 
	10
	21%

	Low 
	3
	6%

	Total 
	48
	100%


Source: Survey Data, 2025   
	From the table above, 21(44%) rated Cadbury products   very high, 14(29%) high, 10(21%) moderate and 3(6%) as low. 
Table 4.9: Respondents rating on the quality and durability as Cadbury products  .
	Option 
	Respondents 
	Percentage 

	Very high 
	14
	29%

	High 
	25
	52%

	Moderate 
	81
	17%

	Low 
	1
	2%

	Total 
	48
	100%


Source: Survey Data, 2025  
The rating for the quality and durability of Cadbury products   from the table 4.9 are very good 14 (29%), high 25 (52%) moderate 8(17%) low 1(2%).
Table 4.10: Respondents indication on how Market Segmentation have improved the effective marketing of consumer’s products. 
	Option 
	Respondents 
	Percentage 

	Very high 
	19
	40%

	High 
	20
	42%

	Moderate 
	9
	15%

	Not at all 
	2
	3%

	Total 
	48
	100%


Source: Survey Data, 2025  
	From the above table, the response are 19(40%) very high, 20(42%) high, 7(15%) moderate, 2(3%) not at all. 
Table 4:11 Respondents indication on whether the Market Segmentation employed by the company have helped to increase sales and availability of Cadbury(produucts)   in the market.
	Option 
	Respondents 
	Percentage 

	Yes 
	43
	90%

	No 
	5
	10%

	Total 
	48
	100%


Source: Survey Data, 2025 
It is indicated from table 4.11 on how the Market Segmentation have helped to increase sales and availability of cadbury   in the market, Yes 43 (90%), No 5(10%). 
Table 4:12 Respondents indication on the effectiveness of the chain of distribution used by the company. 
	Option 
	Respondents 
	Percentage 

	Excellent 
	22
	46%

	Good 
	16
	33%

	Fair 
	4
	8%

	Satisfactory  
	8
	13%

	Total 
	48
	100%


Source: Survey Data, 2025
	From this table 22(46%) rated the effectiveness of the chain of distribution as excellent 16 (33%) as good, 4(8%) as fair and 6(13%) as satisfactory. 
Table 4:13: Respondents indication on whether the company’s distribution method have helped to ensure availability of products in the market place. 


	Option 
	Respondents 
	Percentage 

	Yes  
	40
	85%

	No 
	2
	3%

	Unsure 
	5
	10%

	Certainly not 
	1
	2%

	Total 
	48
	100%


Source: Survey Data, 2025
	This table shows that response on whether the distribution method have helped to ensure the availability of products in the market place. 40(85%) said yes, 2(3%) No, 5(10%) were ensure while 1(2%) said certainly not.
Table 4:14: Respondents agreement to whether the overall Market Segmentation adopted by the company have helped to increase the sales of its products (cadbury  ).  
	Option 
	Respondents 
	Percentage 

	Yes  
	38
	79%

	No 
	3
	6%

	Unsure 
	6
	13%

	Certainly not 
	1
	2%

	Total 
	48
	100%


Source: Survey Data, 2025
	Here 38(79%) were for yes, 3(6%) no, 6(13%) were insure while 1(2%) were certainly not. 
4.3	TESTING OF HYPOTHESIS 
The researcher tested the hypothesis proposed with chi-square at 5% level of significance.
H0:	There is no significance relationship between Market Segmentation and effective marketing of consumer’s products . 
H1:	There is significance relationship between Market Segmentation and effective marketing of consumer’s products . 
The test of statistics 13 X2 = (fo-fe)2
					Fe
Level of significance used 15 5% that is X = 0.05 
The degree of freedom = D.F = K-l 
The critical value of X2 – 9.43 
Computation of the test statistics
Table 4:3.1 (Adopted) from table 4.7: Respondent rating of the significance relationship between Market Segmentation of the company and effective marketing of consumer’s products .   
	Option 
	Respondents 
	Percentage 

	Yes  
	39
	33%

	No 
	1
	38%

	Unsure 
	3
	38%

	Certainly not 
	7
	38%

	Total 
	48
	100%


Source: Survey Data, 2025
 X2	=	(f0-fe)2
		   fe
X2	=	(39-38)2 + (1-38)2 + (3-38)2 + (7-38)2 
                        38             38          38           38
 X2	=	0.026 + 36.02 + 32.24 + 25. 29 
X2	=	93. 58
93.	58> 9.48 
Decision 
Since the calculated values of X2 is greater than the critical X2 we reject the Null hypothesis and accept the alterable. We therefore conclude that there is significance relationship between Market Segmentation and effective marketing of consumer’s products . 
Hypothesis 2 
H0:	There is no significance relationship between Market Segmentation and the marketing of consumer’s products. 
H0:	There is significance relationship between Market Segmentation and the marketing of consumer’s products. 
The test of statistic is (fo- fe)2
	                           Fe
Level of significance used is 5% that is x = 0.05 
The degree of freedom = D.f = K-l = 2-1=1 
Critical value of X2 = 3.34 
Computation of the test of statistics 
Table 4.3.2 (Adopted from table 4.10): Respondents indication on whether Market Segmentation have helped to increase sales and availability of products (Cadbury  ) in the market place. 
	Option 
	Response/frequency 
	Percentage 

	Yes 
	43
	45%

	No 
	5
	45%

	Total 
	48
	100%


Source: Survey Data, 2025   
X2	=	(fo-fe)2
		   Fe
X2	=	(43-45)2	+	(5-45)2     
		    45			   45
X2	=	0.023  + 32.59 
X2	=	32.6 
	=	32.6>3.84 
 	Decision 
Since the calculated value of X2 is greater than the critical valve X2, we reject the Null hypothesis. We therefore conclude that the Market Segmentation have help to increase sales and availability of products in the market place.


4.4	DISCUSSION OF FINDINGS 
The study conducted by Adirika and Nnolim (1997) studied the relationship between Market Segmentation and product quality of ITEL Plc and tested the hypothesis with the squareman ranking correlation. In the study, it was found that there is significance relationship between Market Segmentation and product quality which also increase effective marketing of consumer’s products . Based on the present study the researcher discovered that it is necessary for Cadbury company to adopted the Market Segmentation in their operation so as to it performance of a marketing of consumer’s products. Thus this finding collaborate with Hi: There is significance relationship between Market Segmentation and effective marketing of consumer’s products . 
Lack (1997) examined the relationship between Market Segmentation and the performance of lever brother plc and using chi-square to test the hypothesis. This study found that there is a significant relationship between Market Segmentation and performance of a marketing of consumer’s products. Based on the present study the researcher discovered that it is necessary for Cadbury company to adopt the use of Market Segmentation in other to improve the performance of marketing of consumer’s products. Thus this findings collaborate with Hi: There is significant relationship between Market Segmentation and the marketing of consumer’s products.  
4.5	SUMMARY OF FINDINGS 
In conclusion, the effective marketing of consumer’s products phone (products) depend solely on the Market Segmentation apply by the company.
The increases in sales of the product also depend on the pricing strategies. These strategies should be improved in order to boost performance and retain customers.











CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.2	Conclusion
	From the data analyzed above, it has been concluded that marketing segmentation has great significance in affecting the level of sales of an organization.
The study further shows that organizations need to move from mass marketing to marketing segmentation to achieve an increase in sales. Once an organization can identify the market segment it wants to focus on all relevant marketing tools and resources can be used towards trying to meet the needs of that customer segment.
However for segmentation to be effective and be utilised well certain elements like; being able to measure the segment; it should be substantial enough to serve and make enough profit; the segment should be easy access; the segments picked should be distinguishable; and finally effective strategies should be put in place that suits that segment.
5.3	Recommendation
The following recommendations have been made, that will assist organizations on how they can use effective marketing segmentation to increase the level of sales and market share:
1. Organization need to get professional marketers that can enlighten and train their organization as a whole on marketing segmentation, and marketing strategies as a whole.
2. Secondly, organizations need to determine who their target customers are, and make sure that the organizations resources are focused on the most viable and profitable of the target customers from that segment.
3. Finally organizations need to understand that once these customer segments are consistently satisfied; then demand will increase, which intern means sales will increase, therefore an increase in revenue of that organization.
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