APLLICATION OF MARKETING CONCEPT IN A NON-PROFIT ORIENTED BUSINESS ENVIRONMENT

(A CASE STUDY OF KWARA STATE MINISTRY OF HEALTH ILORIN)



BY

BABATUNDE AYOMIDE TAIYE
HND/23/MKT/FT/0007
 
	
BEING A PROJECT WORK 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 HIGHER 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 Higher National Diploma (HND) in Marketing, Institute of Finance and Management Studies, Kwara State Polytechnic, Ilorin.


______________________				________________	
MR. ABDULAZEEZ L.B	 				DATE
PROJECT SUPERVISOR					


 ______________________				________________	
MR. ADEBAYO SHOLA					DATE
PROJECT COORDINATOR



__________________________			________________	
MR DARE I.		 					DATE
HEAD OF DEPARTMENT


_____________________________			_________________
EXTERNAL EXAMINER 					DATE



DEDICATION
This project is dedicated to Almighty God who guided and protected me throughout my programme.






















ACKNOWLEDGEMENT
	I give thanks to Almighty God the Omnipotent, Omniscience, Omnipresence who has allowed me to witness the end of my course which reach the highest print in the writing of this project, may his name be praised forever.
	Also I will like to  appreciate the effort and total support of my caring parent Mr & Mrs Babatunde for their, Morally, financially and spiritually support towards the success of my course, may Almighty God  spare the life to eat the fruit of their labor 
	I will also like to appreciate my amiable rector of Kwara state Polytechnic in Person of Dr (Mr) Abdul-Jimoh Mohammed.
	My Gratitude also goes to my project supervisor Mr. Abdulazeez L.B. Also, HOD in person of Mr Dare Ismail, I say a very big thank you for your Support, advise and skilled supervision which made this project a successful one I pray that God will continue to enlarge your coast.
	I will also like to acknowledge the great staff/lecturers of marketing department [Dr. Mrs. Oyebode A.O, Dr (Mr) Olorunlambe G.A, Mr Fatigun J.O, Mr Anafi Olanrewaju, Mr Ismail Muritala, Mr Adesola Adebayom, Mr Yusuf, Mr Abdullahi, Mr Gambari, Mr Olarewaju, Mr Bello it shall be well with you all.
	A lot of thanks to my loved one’s who contributed a lot to the achievement of my dreams may Almighty God continue to bless and grant you success in all your life Endeavour (Amen). 






TABLE OF CONTENTS
Title page									i
Certification 									ii
Dedication									iii
Acknowledgement								iv
Table of contents								v
Abstract 										vii
CHAPTER ONE
1.0 INTRODUCTION							1
1.1 Background of the Study						1
1.2 Statement of the problems						7
1.3 Research questions							7
1.4 Objectives of the Study							8
1.5 Research Hypothesis 							9
1.6 Significance of the study						9
1.7 Scope of the study							10
1.8 Limitation to the study							10					CHAPTER TWO
LITERATURE REVIEW
2.0	 INTRODUCTION							12
2.1 Conceptual Review		 					13
2.2 Theoretical Review							22
2.3 Empirical Review 								26


CHAPTER THREE
RESEARCH METHODOLOGY
3.1 INTRODUCTION							29
3.2 Research design								29
3.3 Population of the study							29
3.4 Sampling Techniques	 						29	
3.5 Method of Data collection 						30
3.6 Instrument of data collection 						30
3.7 Method of data analysis 							31		CHAPTER FOUR
DATA PRESENTATION AND ANALYSIS
4.1 Introduction 								32		4.2 Presentation of data and analysis	 				32
4.3 Discussion on findings							42
					CHAPTER FIVE 
SUMMARY, CONCLUSION AND RECOMMENDATION
5.1 Summary									44
5.2 Conclusions								45
5.3 Recommendations 							45
References	 								48






ABSTRACT
 The studies analyze Marketing concept in a Non-profit Oriented Organization. This stems from the fact that product acceptance underlies organization firm’s success. A good understanding of the economic, marketing psychological and industrial forces that collectively determine consumer preference for a product to others become compelling for all business organizations in Nigeria. In this wise, the tremendous effect of market am petition which has pushed business organizations to adopt different types of strategies like defensive, offensive, and flanking, calls for careful examination. Towards this, this paper analysed the actors and avenues producers/markets exploited in their quest to attract and retain customer patronage to their products and organization. After an objective analysis, the paper ended that customers are kings and must be so respected and that the stiffer the market competition, the better served the customers became.       


























CHAPTER ONE
1.0  	INTRODUCTION 
1.1	BACKGROUND OF THE STUDY
Marketing is a crucial human invention, it embraces the activities that we engage in to satisfy our economic needs and Wont and it is therefore a universal belief that the survival and expansion of a marketing organization is largely a function, In the olden days there was no marketing because individual tend to be self sufficient, growing and producing things that needed to satisfy his basic needs. There was almost no exchange of commodities and hence no desire for the market place.
	As time passes however, the concept of division of labour evolved. People began to concentrate on producing the items which they cannot/could exchange with others which they cannot produce.
	This brought about specialization in production system. This people began to exchange goods with goods, a system known as trade by barter. This involves the use of some specific items such as cowrie’s shells and horse. After this stage came the existence of a medium of exchange called money, this stage of introduction and rapid exchange system. The introduction of money as a satisfied medium of exchange led to the evolution of modern industries which undertake high production of commodities and improved marketing of the production system.
	In the beginning, the exchange process was in simple form, the emphasis was largely on the production of basic needs which usually were in short supply.
	Little or no attention was given to marketing later on there was evolution of marketing producers being the manufacturer of their goods in larger quantities in anticipation of future orders.
	Marketing are mostly emphasized by all non-profit organizations industries all over the world.
	Marketing is all about organizing the company to meet the need of customers not just today and tomorrow but also in five or even ten years time. It is about supporting customers, with well designed, good qualify, reliable product at a price which their considered to be fair. It is also about providing the level of services before, during and after the placing of an order that customers have a right to expect marketing therefore is all about the company outward looking for customers. Oriented to do this, you have to be able to put yourselves in the customer shoes (or even better inside their minds) in order to really understand what they want and what they feel about things only in this way can the firm organize be itself successfully to meet the needs of the customers.
	Marketing is defined by Kotler (1980) as a set of principles for choosing target marketing, measuring their needs development, want satisfying product and service and delivering them at a value to the customers and a profit to the company”.                                                                                                                                                                                                                    
	From the definition marketing process is aimed at getting the right goods to the right person at the right place, and at the right time with right communication process. This means that the activities designed to make commodities available at either time or place where they are more in demand than a time and place at which they are available create wealth to the industries. In this present age of changes marketing is the heartbeat many business operations and it is very important if a business is to be successful.
	Meanwhile, marketing concept was defined by Ayaba (1987) as a new philosophy or a way of thinking by the managers that sees the satisfaction for customers need as the key to achieve organizational goals.
	However, the non-profit organization proprietor act of 1957 defined non-profit organization as “an establishment offering food and drinks, sleeping accommodations if so required to any customer who appears able and willing to pay for the services and facilities.
1. According to this definition tourist are mostly considered
2. As the non-profit organization customers that is / the buyers of non-profit organization products.
	Those tourists could be categorized into the common interest domestics. International tourist could be categorized into the common interest domestics and international tourist. Some people tend to fall into one of the above categories non-profit organization therefore could be said to be sewing the public and the success of this hospitality industry would depend on its ability to satisfy customers.
	Marketing is the scientific study of exchange relationship. It is also business activities that direct the flow of goods and services from the producers to the ultimate consumers (users). On the other hand, it is the set of human activities directed at fascinating and consummating exchange.
	Despite the importance of marketing in an organization some non-profit organizations in this country has not put marketing concept in its proper place.
	Marketing concept proclaims that the interest of the forms will be best serve to the form will be best serve to the extent that it can anticipate changing customer’s needs and organize its resources to need these needs. It is also the process of anticipating changing customer’s needs. Marketing activities have been totally neglected in most hostels in Nigeria and partially practiced in very few ones for example, what generally happened in the non-profit organization industry is that the general manager hires as an individual and labels himself with the tag of sales manager, director of sales or similar titles. He assigns this person with the job of going after group room business conventions touring groups.
	The general manager himself takes up the advertising to individual room sales. The catering managers take care of the food and banquet manager. The above narration shown that what operates in the non-profit organization is an indefinite, disconnected unrelated accidental sort of partial marketing.
	This is so in most Nigeria business because business in Nigeria today especially in the hostelling industry operates in a “seller market” that is market where less attention is paid to the customers need and satisfaction and yet the success or product still sold.
	As a result little attention is paid to customers wants and satisfaction and yet the products are sold this is because of 
(a) Lack of suitable substitutes.
(b) The increasing purchasing power of Nigerians.
(C) The value system that prevent in our society but in view of proliferation of non-profit organization and the state of the country economy which is liable to change. Marketing must placed in its proper perspective in the Non-profit Organization . In fact the Non-profit Organization to a great extent enjoys the present monopoly being enjoyed by the non-profit organization industry would be broken. And that of economy which reflects on the consumers purchasing ability is liable to change. Hence the stage of marketing orientation rather than selling orientation which operates now becomes essential. The difference being that marketing focuses on the needs of the seller. There are several means and procedures which can be used in marketing campaign in the Non-profit Organization .V12; sample survey marketing behaviors and competition and marketing research.
	This project will examine the following, developing of non-profit organization ling industry, classification of non-profit organizations economics and contribution of the study and application of marketing mix to non-profit organization industry finally we should consider how the industry can borrow some of these credible factors for the success of marketing for proper management in assessing the performance of the Non-profit Organization . a questionnaire was developed for the study to solicit relevant information from management and customer, client of the industry as the issue related to the project.         
Thus, for marketing to take place, it is necessary that the following exist.
a. 	Two or more parities who have unsatisfied wants
b. 	Some product or services and money be exchange
c. 	Some means of communication between the parties Involved,
Marketing can therefore be defined as all the company strategies aimed at satisfying consumer better in the day to day marketing of their good and services.
Marketing can also be defined to a lay man as the management activities creating and distributing goods and service for the satisfaction of human seeds at a profit.


1.2 	STATEMENTS OF PROBLEM
Here is hardly a public on private non-profit organization that is not faced with some problems stemming from its relation to its market and to achieve with some problems stemming from its relations its market and to achieve its set goals and objectives non profit marketing organization are faced with a number of problems of which Is the application of marketing concept as related to effective strategy planning and corporate objective within the organization, the research work will therefore investigate and provide answer to the following.
i. 	What is understood by the term marketing concept?
ii. 	Can marketing concept be practice or applied by non- profit organization and how?
iii. 	What are the problem of applying marketing concept in an organization?
1.3	RESEARCH QUESTIONS
	The following research questions will be examined:
i. What are things needed in carrying out the marketing concepts of the Non-profit Organization and also examining the roles and needs for marketing in Non-profit Organization.
ii. What are the necessary measures of marketing concepts as a new business strategy that can be adopted by the Non-profit Organization.
iii. Is their need for marketing in the Non-profit Organization so as to form the foundation which the Organization operates upon.
1.4	OBJECTIVE OF THE STUDY 
	The business organization especially the Non-profit Organization always tries to know how effective their marketing services and the responses received from their customers towards such services. This will go a long way in assessing the extents to which they strive to most their state objectives.
The aims and objective of this study are as follows;-
i. To ascertain necessary need in carrying out the marketing concepts of the Non-profit Organization and also examining the roles and needs for marketing in Non-profit Organization.
ii. To ascertain the necessary measures marketing concepts as a new business strategy has adopted by the Non-profit Organization.
iii. To clarify and identify the need for marketing in the Non-profit Organization so as to form the foundation which the non-profit organizations operates upon.
1.5	RESEARCH HYPOTHESES
i. Hi	Marketing in non-profit organizations is guided by a consumer-centered mindset.
H0	Marketing in non-profit organizations is not guided by a consumer-centered mindset.
ii. Hi	The marketing portfolio of non-profit organizations is run by staff members who are formally trained in marketing.
H0 	The marketing portfolio of non-profit organizations is not run by staff members who are formally trained in marketing
iii. Hi	There is no difference between the marketing operations of non-profit organizations across these countries (because they all face similar market pressures and institutional practises are increasingly global). 
H0	There are differences between the marketing operations of non-profit organizations across countries (because of country-specific differences in external environments). 
1.6 	SIGNIFICANCE OF THE STUDY
The study will be used to the researcher because it is require in capital fulfillment of the requirement for the award of National Diploma (ND) it is also useful for future researcher into the subject.
This study will also highlight some problem and their likely solutions, which will hence beneficial to study of economic concept CAC in the improvement of their services to their operators and also improve the welfare of the staff and that of the general public, therefore the research works is important not just to the research as a student of marketing but to the organization concerned study of economic concept CAC. Government, institution and the general public.
1.7 	SCOPE OF THE STUDY
This research is going to be concerned with this area a application of marketing concept in non-marketing organization study economic concept CAC as an organization of choice, and the sample will be chosen within Abuja township that is, from the consumers, top management staff and middle management staff of study of economic concept CAC This study will examine the problem encountered by the study of economic concept CAC and how it will be solved, the study would therefore embrace the marketing of services with particular, reference to the application of marketing concept.
1.8 	DEFINITION OF TERMS
It is a fact that a concept world has different meanings to different categories of people Definition of terms is necessary to guide against ambiguity or misinterpretation the important word and concepts used in his particular research work and defined as follows:
· Marketing: This can be defined as all the activities involved in finding out the needs of the consumers and satisfying them with the available goods and services at a profit.
· Marketing Concept: This is a philosophy that believe that this satisfaction at the consumer want is to be emphasize at all stages of production and distribution it is also the philosophy, that believes in overall supremacy of consumer satisfaction.
· Price/Changes: Price here is an amount of money paid by buyer to seller for a product or services The researcher here endorses on price/changes as the money value of services rendered by the organization. The economist defined prices as the amount of money, which is needed to acquire in exchange some combined assortment of a product services

















CHAPTER TWO
2.0	LITERATURE REVIEW
2.1	INTRODUCTION
	The marketing concept is one of the marketing management philosophy this concept was evolved in early 1940’s when customer had a lot of catching up to do and company scaled to meet the demand. Business people have begun to recognize that marketing is vitally important to the success of an industry.
	This had led to an entirely new way of business thinking a new philosophy called marketing concept Stanton, 1960’s.
	Marketing concept was also defined by Kotler (1980) as “a management orientation that holds the key to achieving organization goals determining the needs for the target marketing and adopting to delivery, the desired satisfaction more effectively and efficiently than the competitors”. To express in better way such as fund wants full them make what you can sell instead of trying to sell what you can make love customers and not the product.
	In addition, under the marketing concepts, the customer is at the top of the organization table. So the organization should try to satisfy the needs of the customer or the clients through a coordinated set of activities which at the same time allow the organization to achieve its goals.
	Providing satisfactions to customers is the major trust of marketing concept.
	However, the marketing concept tresses the importance of customer and emphasizes to satisfy customer the business must try to satisfy current needs in a manner that will not produce adverse long rum effect which will cause strong customer dissatisfaction in  future for example, imagine a customer’s reaction when poorly co-coordinated and oriented non-profit organizationier send her a booklet urging the use of the non-profit organizationier credit plan the same day, that the customer also receive a hash threatened possession of earlier patronage if the customer account is not paid up within twenty-four hours.
2.2 	CONCEPTUAL REVIEW
	TYPES OF MARKETING
	As management philosophy adopts the marketing concept its industry generally becomes more competitive with the result that marketing decision are increasingly important, organization structure have changed.
	As a result of these conflicting interests, a business organization can have its marketing activities divided into five different types of marketing concepts namely:-
i. Production concept
ii. Product concept
iii. Selling concept
iv. Marketing concept
v. Societal marketing concept
1. Production concepts: The production concept holds that consumers will favour product which are widely available and low in cost. The manner in order to be successful well attains high production efficiency and wide distribution coverage.
2. Product concept: The product concept is a management oriented that assumed the consumers will favour those products that offer the most quality for the price and therefore, the organization should devote its energy to improving products quality.
3. The selling concept: This concept holds that consumer will not buy enough of a product unless the management embraces on massive and aggressive selling and promotion efforts.
4. Marketing concept: The marketing concept is a management orientation that holds that the key to achieving organization goals is determining the needs and wants of the target markets and adapting itself to deliver the desired satisfaction more effectively that its competitors.
5. Societal marketing concept: This holds that the organization is to determine the needs, want and interest of the target markets, it should then deliver the described level of satisfaction more effectively and efficiently than any other competitors in a way that the efficiently than any other competitors in a way that the consumer and there society’s well-being is maintained or improved upon.
2.2.1	RATIONALE FOR MARKETING CONCEPTS
	The marketing concepts are consumer’s needs and wants as the key of achieving organization goals. Marketing concept starts with the firm potential customers and their needs and programmers to satisfy the needs of consumers it aimed to satisfy the needs of consumers it aimed to satisfying these needs at a profit.
(1)	CUSTOMER ORIENTATION: The concept seeks to be the topmost in the organization chart that the company performs at the function.
The company produce what he / or she can sell.
The marketing should produce what the customer can buy.
a. Customer satisfaction: - The marketing concept aimed at satisfying desire of the customer with the intention to produce their basic needs.
And with knowledge of;
1. The customer is always right if he /she are right.
2. We shall only merchandize the best qualities obtain at the best price.
3. We strive to give completely satisfactory service to every customer.
(2) 	INTEGRATED MARKETING:  The integrated marketing concept calls for a basic re-orientation of the company from looking inwards to the product to look outwards for the customer’s needs.
	Selling focus on the needs of the seller
	Marketing with the idea of the need to satisfy the customer by means of product and whole duster of things associated with creating deliveries and finally consuming the products.
2.2.2 USES AND BENEFITS OF THE CONCEPT
The uses and benefits of production concept are;
· Consumers are primarily interested in product availability and at low prices.
· Consumers do not see or attach much importance to non price to difference within the product class.
· The customers know the price of the competing brands.
· The organization task is to keep improving distribution and lowering cost as key to attracting and holding customers.
	The products concept uses and benefits are;
· Consumers buy products rather than solutions to needs
· Consumers are primarily interested in product quality
· Consumers know the qualities and features of differences in the competing brands.
The selling concept uses and benefits are:
· Consumers have a normal tendency to resist buying things that are not essential.
	The organization task is to organize strong sales. Oriented department as the key to attracting and holding consumer.
	The societal marketing concept benefits and uses are:
	It looks at the consumer’s wants and his environment in terms of rapid increase in population resources shortage, neglected social services and world’s environmental problems.
	It overlooks the likely conflicts between short-run consumer want and long-run consumer (and society) welfare.
	It draws the intention of marketers towards the environment of the consumer and requests that three major stakeholders.
	Interest must be balanced while selling their marketing policies.
	The societal marketing concepts realized the long-run significance of satisfying consumer want and the interest of the society.
	The organization too is to serve the largest market in a way that they produce not only initial want satisfaction but long-run individual and social benefits as the key to attracting and holding to consumers.
2.2.3	TYPES OF MARKETING CONCEPTS APPLIED BY KWARA 	NON-PROFIT ORGANIZATIONS LTD.
	Kwara non-profit organization adopts product concept marketing concept and the societal marketing concept in their non-profit organization industry.
i. Product concept as applied to non-profit organization industry is the product of management orientation that assumed consumer will favour those products that offer the most quality to the price and therefore the organization should devote its energy to improving product quality.
ii. Marketing concept as applied to non-profit organization industry is the management orientation that holds the key to achieving organization in determining organization goals in determining the needs and wants of the target markets and adopting itself to achieve satisfaction move effectively than its competitors.
iii. The societal marketing concept as applied to Kwara Non-profit organization is the process in which the organization is to determines the.
iv. Needs wants and interest of the target markets it should the.
v. Deliver the desired level of satisfaction more effectively and efficiently than any other competitors in a way that the consumers and the society well-being is maintained or improved upon.
2.2.4	REASONS FOR THE APPLICATION OF THE CONCEPTS
	The application of the concepts is to focus on orientation that seeks the satisfaction of consumers needs and wants as the key to achieving organization goods. It begins with organization adopts (through the 4P’s). It self towards the effective and efficient delivery of the satisfaction for these needs and wants.
THE CONCEPT RELIES ON THREE PILLARS NAMELY:
1. Customer’s orientation: the concept seeks to crown the consumer’s as the king recognizing that he is the live hood of the organization. The emphasis is on what the customer wants rather than what the firms can produce.
2. Customer satisfaction: the concept aims at satisfying the desires of the customers, it must however note that the intention of the concept is not philanthropic rather than what it aspires to achieve it profitable maximum sales.
3. Therefore, the aim of the concept is to satisfy the customers at a profit.
4. Integrated marketing: this is to ensure that all marketing activities are co-coordinated and directed towards target market.
Marketing strategy and tactics After the landscape is outlined, it is time to take action. In order to reach the set goals, a plan of action -marketing strategy -is designed based on the situation analysis and the vision of the company. Whereas the goals and objectives can be rather broad, strategies are more detailed. The strategy is the link between where the company is now, and where it aspires to be.(Kingsnorth 2016, 79)It is to be noted, however, that there are several limitations to be taken into consideration when planning which actions to take. The most influential ones in this case are capacity and resources. The maximum capacity of the commissioning organization is only 44 students and the funds that can be allocated to marketing are also scarce, hence large-scale, big-budget strategies are out of question. Luckily, there are many effective yet low-budget marketing strategies to consider. With the help of a defined strategy resources can be utilized effectively, and wasteful allocation of funds in marketing activities that do not resonate with nor reach the target audience can be avoided.
Situation analysis The importance of research should not be overlooked when preparing a marketing plan. A well-researched plan will help stay organized and reach the wanted outcome. A thorough marketing plan will help understand the past and the current and guide towards the set goals. It will examine and provide broader understanding of both, the external and internal aspects of marketing. Prior to developing a strategy, it is essential to review and analyse the current situation. A thorough situation analysis examines and defines the strengths, weaknesses, opportunities and threats, and the impact that they have on the business. This will help identify future goals and give understanding, on how to reach them.3.2.1!Core competencies Despite the institute being primarily focused on the field of arts and society, the image of the institute as an expert of Finnish culture is a great advantage in raising awareness for its language courses as well. The brand is clearly a great strength and asset, yet it still needs to be harnessed in use. 
SWOT analysis
There are various useful frameworks for performing a situation analysis. One of those the most common ones used is the SWOT analysis. SWOT analysis gives further understanding by examining the situation inside the company: the strengths and weaknesses, as well as what is happening outside of it: the opportunities and threats (Kotler & Keller 2012, 89).
SWOT for the language courses in question
Despite being a new area of business for the commissioning organisation, the classes have a long history at the hands of the Finn-Guild. However, as the Finn-Guild no longer exists, it is important to set sights on the future and plan ahead to ensure the continuation of a solid customer flow. As mentioned before, the strengths of the commissioning organization lie in its brand and its people. The results showed great appreciation towards the teacher and the quality of teaching. Moreover, there were students who had taken these classes for years, which is a clear sign of customer satisfaction. Competitor analysis The possibilities to learn Finnish in London are rather vast, as classes and courses are organized by universities, such as University of Westminster and University College Lon-don, as well as various private service providers. The services vary from face-to-face to online, one-on-one to groups, basic to business. When searching online, 67% of clicks are made from the five first listings on the results page (figure 5). It is alarming that the commissioning organization is not among those.







2.3	THEORETICAL FRAMEWORK
DIFFICULTIES AND CONSTRAINTS TO EFFECTIVENESS OF CONCEPTS
	The difficulties and constraints of the concept are solved through the approaches listed below;
· Communist approach
· Socialized approach
· Mixed economy approach.
1.	COMMUNIST APPROACH: - This is the process which the state and the central government controls the entire product of goods and services in order to satisfy the interest of masses (people).
-	The sale or central government assumed total responsibility for creation and distribution of goods and services.
-	All decisions as to what will be produced when and how and what quality are made by a central authority.
-	The state dictates where and how the goods are obtained often limits the amount that one is permitted to consume.
2.	SOCIALIZED APPROACH: - It is a situation in which the production of goods and services are owned and controlled, organized and managed by the state government e.g. china, Britain.
	The basic industries are owned and controlled by the state: transportation, communication, steel, energy production and lakes are owned and controlled by the state.
	Industries such as retarding are left to private enterprise.
	There is a limit on the profit which can be made. Socialize society as compared to that in a communion society that depends on the state to provide basic requirement is a significance limiting factors. A firm that adopts the:
	Marketing concept not only must satisfy its consumer’s objectives but also must achieve its own goals.
	Otherwise, it will not stay in business for long and the best way an organization can achieve its goals is by providing satisfaction through co-coordinated activities.
	In their book Adeka, C Ebue, and Hnohim Dorth, 1992 Kwara Non-profit organization, defined marketing concepts as “a market that focused on customer oriented, backed by integrated co-ordinated marketing – aimed at generating customer’s satisfaction as the key to satisfying organizational goals carefully, they may be able to satisfy all the market efficiently and effectively.
	More so, the definition of marketing concept was propagated by charles (Robson) as a customer oriented backed by integrated marketing aimed at generating customer satisfaction as the key to satisfy organized goals. In a nutshell, marketing concept is based on satisfying the customers at a profit.
	Marketing concept holds that to achieve goals of an organization. The needs and want of the target market must be identified and desired. Level of satisfaction must be delivered more effectively than other competitors. The selling concept takes the perspective of the company focusing on its existing product and adopting selling and promotion assist means of obtaining profit by levity.
THE MARKETING CONCEPTS CHART
				Organizational goals achievement
Customer needs and want
			               Through customer’s satisfaction 


 (
Integrated marketing effort
)

Sources:					
	Capitalist approach: (free enterprise): it is the process in which the entire production of goods and services are owned, controlled, organized, co-ordinate by private individuals e.g. p2, fidso.
· The bulk of goods and services needed by a society are created and distributed by private enterprises in search of project.
· Consumer has high degree of freedom to buy whatever they choose and where they choose.
· The individual produce them at a price the consumer can and will pay and the limited restriction impose on member
· Society or an individual and as well as businessman are highly responsible for the volume of variety of things that are in existence.
3.	Mixed economy approach:	It is a situation in which the private individual and the government owned the entire production of goods and services in order to satisfy the consumer interest e.g. Nigeria, China and U.S.A.
· It is the existence of both privately owned and public owned enterprises.
· The individual consumers are called the price inflation of goods and services.
· The high degree of consumers orientation
· Subordination of function goals to corporate objectives.
· Unification of company operation to satisfy consumers desires and wants in accordance with corporate objectives which might usefully illustrate the marketing profit.
THE NON-PROFIT ORGANIZATIONS MARKET
	Market is the set of all buyers (actual and potential) of a product or services. A market is the set of all buyers while an industry is the set of the sellers. The number of buyers which are likely to buy a particular product is the set of consumers who show some levels of interest in a particular product.
	Market is applied to non-profit organization industry and this had necessitated improvement in the non-profit organization services provided. Non-profit organization services according to Kallen (1970) “are services that can be derived from non-profit organization industry system of a country arrangement of caterers services to the present and potential customers”.
	A non-profit organization services which is intangible need to be adequately packaged to answer customers satisfaction.
	The services needs satisfaction from the customers and this is synonymous to the success of its operation or existence. Therefore, market as applied to non-profit organization industry request a planned orientations with the best sue and effective market exchange system to know where, when, what, and how to  provide some  of  this services in an earlier dynamic situation for the survival of the non-profit organization industry and exchange the achievement of the main objectives. Non-profit organization reforms have to decide deliberately on the type of customers they wish to give correct facilities and suitable atmosphere in order to project the image effectively to present and potential customers.
	The non-profit organization industry provides the services of feeding the customers by selling food, beverage and drinks to customers. The catering and food departments of the non-profit organization should satisfy the needs of their customers. So also is swimming pool, garden that gives the opportunity to the customers to relax and enjoy their stay in the non-profit organization.
	The primary purpose of this research was to examine potential marketing methods and identify the best and most suitable tactics for marketing the commissioning organization’s language courses. The objective was to ultimately provide a set of viable solutions for gaining visibility and securing a stable customer flow in the form of a marketing plan. After studying different marketing concepts, modern marketing trends and the situation and capacity of the case in question, it became indisputable that digital marketing is not only the future of marketing in general but the future of the institute’s marketing as well. Being a small organisation that is new in the business, the visibility and brand awareness are very low and therefore need to be increased. For a non-profit organisation, however, resources are scarce, but due to the cost-effective nature of digital marketing, notable developments can be achieved. The research shows that there is great potential in digital marketing. Social media advertising combined with other digital marketing practices like search engine optimization and marketing, email marketing and pay-per-click advertising can reap great benefits at low costs. Although the primary focus was on the language courses, most of the marketing strategies presented are applicable on any other aspect of the institute’s activities as well, which broadens the usability and relevance of the research.















CHAPTER THREE
3.0	RESEARCH METHODOLOGY
3.1	INTRODUCTION 
	This chapter provides an overview of the research methodology.
	This include a description of the research method employed in collecting the data  that were analyzed to arrive at any conclusion in this project.
3.2        RESEARCH DESIGN
A research design is the step by step guide of the research procedure. 
The design adopted for the study is exploratory survey design. The exploratory survey design permits the use of a well-structured research instrument for obtaining primary data that was used for this study. The design follows accordingly.
3.3	POPULATION OF THE STUDY
	Population of the study is the sum of the entire subject or object that posses similar characteristics of interest of the study in question. Therefore, the population of the study is form (SEC).


3.4	SAMPLE SIZE AND SAMPLING TECHNIQUES
	This is a function of the whole population of the study that can represent the population for the purpose of generalization. Therefore, the sample for the population of this is securities and. Exchange commission, and the ragonace for its choice is that it possess the greatest of the study.
3.5	METHOD OF DATA COLLECTION 
There are various sources of data which could be categorized into two main sources, names: the primary data and the secondary data. The method of data collection used for this study are both primary and secondary data. The primary sources of data were structured interview, and self-administered structured questionnaire which avoided manipulation and increase the quality of research. A total of ten (15) questions were used for the survey questionnaire. Five (5) questions were developed for the interview. The secondary data came from relevant literatures reviewed.
3.6	INSTRUMENT OF DATA COLLECTION
	Various methods were employed for the study. The researcher adopted both explainer and descriptive method data collection in the affect of applying marketing concept on the performance of study of economic concept (SEC).
	Questionnaire which were categorized into two section were designed mainly section A and section B Section A was meant to collect information about the operation feeling to activities and collection information concerned with the application of marketing concept in the company to extract other information needed for the research work. In the collection of data on the application of marketing concept in a non-profit making organization.
	The researcher made use of the following methods.
3.7	METHODS OF DATA ANALYSIS.
Data will be presented with the use of tables and will be analyzed with the use of percentage, mode mean and median to augment the tabulated data presentation. The method of analysis and deductive conference analysis the description narration about what can be seen from data presentation, while the deductive entails narration from general to particular inclusion from fact.
3.8	HISTORICAL BACKGROUND OF THE CASE STUDY
	The Nigeria Stock Exchange was establish or incorporated on September 15, 1960 and commended business on June 5th, 1961 as Lagos stock exchange, in December 1977, it becomes the Nigeria stock exchange, with branches established in different several branches has a trading flour. The branch in Lagos was opened in 1961, Kaduna 1978; Porthacourt, 1980; Kano, 1989; Onitsha, February 1990; Ibadan, August 1990, Abuja 1989; Onitsha, February 1990; Ibadan, August 1990, Abuja area office in 1999; Yola 2000; Uyo 2007, Benin 2006; Ilorin 2008;
	Lagos is the head office of the exchange which started with only 19 securities traded on its floor in 1961, now had over 260 securities traded on its flours in 1961, now has over 260 securities made up government stocks/bonds, industrial loan (Debenture) preference stocks and equity ordinary share of companies all with a total market capitalization of over N12trillion most of the listed companies have foreign/multinational affiliations and represent a profit of the various sectors of the economy, varying from automobile, banking airlines breweries, through pharmaceutical to agro allied publishing textile, petroleum and insurance company.
	With the international of the NSE, quoted companies can now access funds from international markets through Global Depository Receipts (GDR) or American Depository Receipts (ADR) etc. using their shares as underlying securities.
	The market has in place a tested network of over 200 stock brokerage firms, issuing house (market banks) corporate law firms and over 50 quality firms of auditors and reporting accountants (most with international links). The stork exchange and most of the nations stock broking and issuing houses are staffed with financial explore that can compete anywhere in the world. There is, therefore an effective network of intimidating organizations that can effectively and creditably met the challenges and growing needs of investors.
	Integrity is the watch word of the stock exchange and over word is over bond on the stock market, confidence is essential in this business and the public trust in the Nigerian stock market has grown.
	Tremendously with over a million and a help individual investors and hundreds of institutional investors (including foreigners who own 40 – 60% of the quoted companies) using the facilities of the exchange. The stock exchange 40 – year history has been devoid of fraud, stock scandals or insider dealing. Its operations are automated, specifically, there is a central security clearing system (CSCS) which takes care of clearing delivery and settlement while system to automated trading system (ATS), a computerized system. In pursuit of its automation, the exchange had in 2002 installed the plat form/internet portal that enables investors and other stakeholders monitor the market the market online and real-time already, the exchange has commenced full remote tradition. By this stock brokers can now trade from their offices of outside the country.

















CHAPTER FOUR
4.0    DATA PRESERVATION, ANALYSIS AND INTERPRETATION
4.1	INTRODUCTION 
	Having dealt the method used in collection of data in the previous chapter. It is deemed necessary to present and analyze the data collected for this study. Therefore, this chapter collected dealt with the presentation and analysis of data gathered through personal interview and questionnaire so as to give clear and concise information about the data.
4.2	 PRESENTATION OF DATA
	Personal interviews were carried out to extract information from the management staff of SEC and the principal respondents of the personal interview on behalf of the organization was the director (administration and operation department) who were in charge of the two main department in SEC.
	Answers to some question directed or posed to the manager shows the organization in nonprofit oriented and not consumer oriented. The answer to the personal interview conducted by the researcher with the management also confirm that SEC does not usually make used of advertisement and other  promotional activities for their interview function. This is therefore due to fact the organization has no competitors with it being the only capital marketing regulatory body in Nigeria.
4.3	DATA  ANALYSIS 
	Out of Eighty (80) questionnaires that were administered sixty four (64) of them were filled and were collected back from the respondents.
	This number of population for the computation is sixty four (64).
ANALYSIS OF CONSUMER QUESTIONNAIRE
	SEX
	REPONSES
	PERCENTAGE

	Male
	34
	52.13

	Female
	30
	47.87

	Total
	64
	100


Source: Field Survey 2021 
From the table above table 1: majority of the sample consumer were male (about 53%) while (46%) of them were Female. Although, the operators of the capital market were few SEC.
TABLE 2
	MARITAL STATUS
	REPONSES
	PERCENTAGE

	Single 
	30
	46.87

	Divorced
	2
	3.12

	Married
	32
	52

	Total
	64
	100


Source: Field Survey 2021 
Table 3 above indicate that above 15% of the sampled consumer were about 41% years of year of age, 34% were between 31-40 years while about 31% were 21-30 years and 41% were between 15-20 years of age respectively. Hence interpretation here is that both.
	HOW DO YOU SEE SERVICES 
	REPONSES
	PERCENTAGE

	BETTER
	-
	-

	GOOD
	10
	15.62

	POOR
	30
	46.87

	FAIR
	20
	31.25

	NOT REPONSE
	4
	6.25

	Total
	64
	100


Source: Field Survey 2021
Young and old married and single are potential capital market stake holders.
Table 4 Distribution on Operation View of SEC service the above table indicates that about 46% of the sample consumers said that sec services was poor, 31% fats the services were faire while 15% fact they were good and none the respondents see SEC as rendering were poor because majority at the respondent (45) felt this way.
DISTRIBUTION CONSUMERS OPINION
	WHAT IS YOUR OPINION OF SEC
	REPONSES
	PERCENTAGE

	Operator  / Marketing oriented
	34
	53.12

	Profit oriented
	20
	31

	Not Response
	10
	15

	Total
	64
	100


Source: Field Survey 2021
	From the above table 5 it can be deducted that about 53% of the consumer felt that SEC was operator oriented, while 31% felt that the organization was profit oriented, no response rate was 15%.



Table 6
DISTRIBUTION AT FREQUENT SERVICES PROVISION
	DO SEC RESPONSE TO ISS REGULATER 
	REPONSES
	PERCENTAGE

	Yes
	5
	7.81

	N0
	59
	92.18

	Total 
	64
	100


Source: Field Survey 2021
Table 6 shows that agreed that SEC response rate is fast is about 7% while 92% replied in the negative we can see that majority (32%) of operators were not satisfied with SEC services.
Table 7 OPERATOR VIEW ON SEC CHARGE
	WHAT DO YOU SEC ABOUT THERE CHARGE 
	REPONSES
	PERCENTAGE

	Expensive
	-
	-

	Fair
	54
	84.3

	Cheap
	10
	15.62

	Total 
	64
	100


Source: Field Survey 2021
Table 7 SEC charges as seen  by operators about 84% sees  it as being fair while 15%  of the sampled operator said that the  charges cheap hence the charges is okay and not a single respondents said the service of the SEX were expensive from the table.

Table 8
	DID SEC STAFF ASK ABOUT YOUR FEELING ON THEIR SERVICE 
	REPONSES
	PERCENTAGE

	Yes
	-
	-

	N0
	63
	98.43

	No Response
	1
	1.56

	Total 
	64
	100


Source: Field Survey 2021
Table 8 above shows that 98% of the respondents said that the SEC staff did not undertake after sales services (said no) while no response rate was 1% this shows that SEC does not undertake or perform after sales services.
	OBSERVATION ON QUALITY SERVICES
	REPONSES
	PERCENTAGE

	Need to improve
	50
	78.12

	Its okay
	4
	6.25

	Bad
	40
	15.62

	Total 
	64
	100


Source: Field Survey 2021
Total above 9 indicates about 78% of the operators interview agreed that the services rendered by the organization needs to the improved in order to raise their quality was okay. While about 15% agreed that the services  was very  bad. Therefore, the quality of services rendered by the SEC is very bad and need improvement.
Table 10
FREQUENT OF COMPLIANT BY CUSTOMERS
	HOW OFTEN DO YOU NEED TO COMPLAINT 
	REPONSES
	PERCENTAGE

	Always
	50
	78.12

	Sometimes
	12
	18.75

	Never
	2
	3.12

	Total 
	64
	100


Source: Field Survey 2021
Table 10 above indicates that 78% were always having the need to complain while 18% complained occasionally and 3% never had the need to complain. 
The majority (78%) of these interviews are no satisfied with the cooperation it felt to satisfy.
Table 11
CONSUMERS RATING AT SEC PROMOTION EFFECT
	HOW DO YOU RATE SECS PROMOTION EFFORT 
	REPONSES
	PERCENTAGE

	Successful
	-
	-

	Not successful
	-
	-

	Non existence
	64
	100

	Total 
	64
	100


Source: Field Survey 2021
Table 11 above shows that all the sampled consumers (100%) agreed that promotion effort is not in SEC all the sampled consumer confirm this.
SEC RESPONSE TO CONSUMER COMPLAIN
	ANY RESPONSE TO YOUR COMPLAIN
	REPONSES
	PERCENTAGE

	Yes
	14
	21.87

	No
	50
	17.12

	Total 
	64
	100


Source: Field Survey 2021
The above table shows that about 21% of the sampled consumers said that the corporation did not response to their complains, while 78% said there was no response to complain. Hence the corporation is not consumer oriented since majority agreed that there was no response to complain.
Table 13
RATING CONSUMERS SATISFACTION WITH SEC SERVICES.
	ARE YOU SATISFIED WITH SEC SERVICES
	REPONSES
	PERCENTAGE

	Yes
	4
	6.25

	No
	55
	85.93

	No comment
	5
	7

	Total 
	64
	100


Source: Field Survey 2021
Table 13 above indicates majority 83% of the operators were not satisfied with the organization services while 6% were satisfied and about 7% had no comment on this issue. Therefore, the organization has failed to satisfied it operators.
Table 14
RATE AT WHICH SEC STAFF ABOUT CONSUMER FEELING
	NOW OFTEN DO THEY ASK ABOUT FEELINGS TO THEIR SERVICES
	REPONSES
	PERCENTAGE

	Always
	-
	-

	Sometime
	63
	98.43

	Never
	1
	1.56

	Total 
	64
	100


Source: Field Survey 2021
From the above table, 97 of the sampled consumers that the SEC staff never ask about their feeling on the services rendered. While 3% that the staff sometimes asks about their feeling and none of the respondent indicate the staff asks about their feelings. Thus, these therefore, show that SEC never asks about consumers feelings on their services. 
4.4 	DISCUSSION OF FINDINGS
The findings show that marketing concept has positive effect on organizational objectives and also there is relationship between non profitable and profitable organization.
From the results of the study, marketing concept in a non profit organization is believed to have significant impact on organizational objectives. Marketing is a platform that promote increase in sales, usage or experiment of a product or service. 
Marketing concept are one of the key communication mix tools being used by almost all of the organizations to positively impact their profitability. Many researches prove the positive impacts  of  this  tool  on  organization  profitability,  while  some  also  discuss  its  possible potential or the lack of it as a long run weapon for the organization. 
Marketing concept is important at all level of product life cycle but it is more important at the preliminary and growth stage. Therefore, the impact of non profit organization objectives have been positive and have resulted in increased organizations sales volume and profitability in terms of purchase of products by consumers which will in turn lead to advanced of non profitable organization.




CHAPTER FIVE
5.0 	SUMMARY, CONCLUSION AND RECOMMENDATION
5.1	SUMMARY OF FINDINGS
	The preceding chapters of the research work examine the application of marketing concept a non profit marketing organization with reference to security and exchanging commission.
	The paper also went further to highlight the problems of marketing concept also that of SEC. the finding therefore indicate that the consumer were not communicated to through any of the promotional tools and also that the cooperation lacks both technical know how and managerial potential required at the only producer of such service in the state.
	Through the finding, it was also review that out of the total respondent (85%) claimed not to have enjoy their services of SEC while any 6% claimed to have enjoy their services and no comment from 7%. This therefore indicates that they need to step more effort in the application of marketing concept in there various activities and services.
	The finding therefore shows that there are still opportunities for the company to improve on the services in order to with the less satisfied consumers through the application and implementation of marketing concept on there services to the customers.
5.2	CONCLUSION
	In spite of the problems encountered by the researcher in writing this project such as time and financial limitation, at least justice as been done the critical analysis of the topics “application of marketing concept in non-profit marketing organization” suggestion that also been made on how it should be employed so as to improve future and present operation of the SEC. In order to rendered and adequate service to its numerous operator and citizens, the eligarian capital market to respond to social economic development needs of the nation. It is therefore of any fervent belief  if the recommendation on finding are given a strong attention and implementation,  the top management on staff and the staff  workers would be able to carryout their responsibilities more effectively, this will lead to increase operator satisfaction.
5.3	RECOMMENDNATION
	It was revealed from the finding of this study that in order to get maximum, efficient, and effective performance of the staff at SCE, a lot of improvement needs to be embarked upon by the management especially in general welfare in working condition of the staff. Though the ministry in charge of SEC (Ministry of Finance) as been trying their best within available economic recourses to satisfying their staff and operators, it is patient to point out that will appear as if current effort under prevailing circumstances still seem a far cry from the worker in operator’s exception and needs. Therefore, the following, may not be imperative for the organization management to create an initially conceived atmosphere within which operation can successfully lead to the achievement of organization objectives which is operators satisfaction.
	A total review of the cooperation financial incentive policies with a view to introducing allowances (end of the yea bonus, incontinently allowances e.t.c.) to cover the generality of the work for by which their net pay can increase. This is necessary become of the present findings among the staff that their earnings are not commensurate with the services they rendered. The state government can also commensurate with the service they rendered assist the cooperation through road, maintenance and proper house numbering in order to facilitate easy to their various consumers or customers. The necessary requirements into the organization should also be increase so that the job can really before the highly interested intelligent and qualified set of people more  training programmed should be arranged for the staff  workers  both top and lower management staff  by the cooperation. They should be set to training schools and other school relevance to the activities of the organization in order to be more specialized in job they perform and service they rendered. On the aspect of communication, the public relation unit should be established and equipped with the best  equipment or machines that would boost the communication links between the organization and its operators and also vehicles  should be provide for the organization staff in carrying out their  functions and duties. It should also listen to the various companies of the operators and find a lasting solution to them as quality as possible.
	Finally, modern equipment and essential materials should be provided and properly handled and maintained. This will enable the organization to carryout the activities properly.
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