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ABSTRACT
	The research study is based on the impact of marketing strategies on organizational profitability.
	The main objective of this research is to evaluate the efficiency and effectiveness of marketing strategies adopted by PZ Cusson. To analyse trade-off between marketing and profitability and the impact of marketing strategies in the selected organization.
Survey method used in this research work, in collecting  data for the research work which control a critical analysed the trend in the Management of workers in PZ Cusson Limited.
	According to the research work, it’s discovered that marketing strategies plays an important role in an organization which tends to affect on impact or effect on the profit of the Organization.


2

35

CHAPTER ONE
[bookmark: _Toc360564081]INTRODUCTION
[bookmark: _Toc360564082]1.0	BACKGROUND OF THE STUDY
The product companies are economic decision units established for providing required product to its market with s primary objective of making adequate returns or profits on the funds invested without neglecting other social objectives of the society.
Marketing creates exchange relationships by providing products that satisfy the wants and needs of the customers. The product being provided could be tangible and intangible products, which are directed to the target markets, namely consumer, government’s institutional, international markets or customers.
Marketing according to Duker is so basic that it cannot be considered a separate function on a par with others such as manufacturing or personnel. It is first a business seen from the point of view of the final result, from the customer’s point of view.
Marketing effort begins and ends with consumers. An organisation should be able to provide all level and segments of time management with relevant information about customer’s attitudes and needs, about the legal constraints, about the changes in market conditions, about competitive activities as basis for organisational development, planning and actions.
Marketing strategy combines product development, promotion, distribution, pricing, relationship management and other elements. It can be serving as foundation of action/required to successfully plan. Similarly, the various stands of the strategy, which might include advertising, channel marketing, internet marketing, promotion and public relations, can be directed to produce a desired effect.
[bookmark: _Toc360564083]1.1	STATEMENT OF THE RESEARCH PROBLEM
The process of marketing strategies on organisational profitability is full of lapses. These are seen in structural differences in organisation. Insufficient and inadequate planning of most organisation leads to failure of proper marketing strategies.
The research work will attempt to procure solutions to problems relating to marketing strategies on organisational profitability. The problems to examine by this research are set in research questions as follows:
a) Is there relationship between marketing strategies and organisational profitability
b) Can marketing strategies improve organisational profitability
c) Does the survival of the organisation depends on its application of aggressive marketing strategies
d) What are the profit impacts of marketing strategies on organisational profit
e) Can the management maintain an optimum price despite the cost of producing a product
[bookmark: _Toc360564084]1.2	SIGNIFICANCE OF THE STUDY
The significance of conducting this study includes guidelines for a proposed company as a case study, to serve as reference materials for future purpose.
[bookmark: _Toc360564085]1.3	RESEARCH OBJECTIVES
The following are the research objectives for the study:
1) To evaluate the efficiency and effectiveness of marketing strategies adopted by  PZ Cusson
2) To analyse trade-off between marketing and profitability.
3) To find out the impact of marketing strategies in the selected organisation.
[bookmark: _Toc360564086]1.4	SCOPE OF THE STUDY
The scope of this study is the impact of marketing strategies on organisational Profitability with reference to PZ Cusson PLC. The theories and concept will review practical and theoretical effect of marketing strategies on organisational profitability, marketing strategies process, importance of marketing strategies and some suggestions on how to deal with problems.
[bookmark: _Toc360564087]1.5	RESEARCH HYPOTHESIS
H1: 	There is a relationship between marketing strategies and organisational profitability.
H2: 	Marketing strategies can improve organisational profitability.
H3: 	Survival of the organisation depends on aggressive marketing strategies applied.
H4: 	There is impact of marketing strategies on organisation profit.
[bookmark: _Toc360564088]H5: 	The management can maintain an optimum price despite the cost of producing a product.



















CHAPTER TWO
			LITERATURE REVIEW
[bookmark: _Toc360564089]2.0 	INTRODUCTION
To achieve a set of organisational goals and objectives, companies conceptualize, design and implement various strategies; these strategies constitute one of the functional strategies amenable to application by contemporary companies in order to enhance performance.
Marketing has been defined and conceptualized in various ways depending on the author’s background interest and education (Osuagwu 1999). For example, marketing can be seen as a matrix of different activities organized to plan, produce, price, promote, distribute, and mega- market goals, service, and ideas for the satisfaction of relevant customers and clients.
Achumba and Osuagwu (1994) also posit that marketing is important for the success of any organisation, when their service or product oriented.
[bookmark: _Toc360564090]2.1 	DEFINITION OF STRATEGIC MARKETING
The early strategic marketing- performance studies date from the time of rapid expansion of formal strategic marketing in the 1960s (Henry, 1999; Paley, 2004)
Although same and measure, they shared a common interest in exploring the financial performance consequences of the basic tools, techniques, and activities of formal strategic marketing i.e. systematic intelligence- gathering, marketing, marketing research, SWOT analysis, portfolio analysis, mathematical and computer model of formal planning meetings and written long-range plans.
According to Allison and Kaye (2005), strategic marketing is making choices. It is “a process designed to support leaders in being international about their goals and methods”.
Bryson (2004) &Anderson ( 2004) observes that strategic marketing is a disciplined effort to produce fundamental decisions and actions that shape and guide what an organization is, what it does and why it does it, with a focus on the future,
Woodward (2004) argues that strategic marketing is “a process by which one can envision the future and develop the necessary procedures and operations to influence and achieve the future”. Strategic marketing, according to (Ulrich and Barnet, 1984; Anseff, 1988; Berry, 1997; Gup and Whitchead, 2000; Bradford and Duncan, 2000), is the process of determining:
i. What your organisation intend to accomplish
ii. How you will direct the organisation and resources towards attaining the goals set over the coming months and years. In other words, strategic marketing is a tool for finding the best future for your organisation and the best path to reach the desired destination.
Hunsaker (2001) observed that “strategic plan applies to the entire organisation. Strategic marketing on the other hand does not necessarily expect an improved future or extra-palatable past”.
[bookmark: _Toc360564091]2.1.1 	CONCEPT OF MARKETING
Marketing strategies and tactics are concerned with taking decisions on a number of variables to influence mutually- satisfying exchange transactions and relationship. Typically, marketers have a number of tools they can use. These include mega-marketing (Kotler, 1996) and the so-called 40s of marketing (McCarthy, 1996), among others. Marketing seems easy to describe, but extremely difficult to practice (Kotler and Connor, 1997). Organizational managers in many firms have applied the so-called marketing concept which may be simple or complex. The marketing concept and variant like the total quality management concept for example, are essentially concerned with satisfying customers ‘needs and want beneficially. Developing and implementing efficient and effective marketing strategies, which incorporate relevant dimensions of the marketing concept involve the organic tasks of selecting a target market (customers or client) in which to operate and developing an efficient and effective marketing and ingredient combination. Marketing thought, with its practice, has been moving speedily into the service industry (Kotler and Connor, 1997).
Marketing is one of the salient and important organic functions which helps service organisations to meet their business challenges and achieve set of goals and objectives (Kotler and Connor, 1997) the word “service” is used to describe an organisation or industry that “does something” for someone, and does not “make something” for someone (Silvestro and Johnston, 1990).
According to Schnars, (1991), marketing strategy has been a “salient focus of academic inquiry since the 1980s”.
There are numerous definitions of marketing strategy in the literature and such definitions reflect different perspectives (Li et al., 2000). However, the consensus is that marketing strategies provide the avenue for utilizing the resources of an organisation in order to achieve its set of goals and objectives.
Generally, marketing strategies deal with the adoption of marketing mix elements to environmental forces. It evolves from the interplay of the marketing mix elements to the environmental forces (Li et al., 2000). Therefore, the function of marketing strategy is to determine the nature, strength, direction and interaction between the marketing mix-element and environmental factors in a particular situation (Jain and Punj, 1997). 
According to (McDonald, 1992), the aim of the development of an organisation’s marketing strategy is to build, defend and maintain its competitive advantage. Managerial judgement is important in coping with environmental ambiguity and uncertainty in strategic marketing (Brownie and Spender, 1995). Marketing strategy development has the following peculiarities:
i. It requires managerial experience, intuition and judgement (Little, 1990; Mintzberg, 1994a; 1994b; 1996; Brownlie and Spender, 1995; Mclntyre. 1992; Alpar.1991).
ii. It carries a high level of uncertainty and ambiguity(Brownlie and spender 1995)
iii. It is business sphere knowledge intensive(McDonald and Wilson, 1990; Duberlaar, et al., 1991)
iv. It entails a broad spectrum of strategic information (MINTZBERG, 1994b;Berry 1997)
v. It is a process which usually involves subtle decision making by organisational managers based on exhaustive examination of relevant environment and a synthesis of essential and useful piece of information(MINTZBERG, 1994a and 1994b)
vi. It is especially concerned with devising an approach by which an organisation can effectively differentiate itself from other competitors by emphasising and capitalising on its unique strength in order to offer better customer/client value over a long period of time (Jain and Punj .1997).
However, it is difficult for an organisation to achieve effective and efficient marketing strategy (Li et al 2000)
[bookmark: _Toc360564092]2.2	SOCIETY BENEFIT FROM SOCIAL MARKETING THEORY
Consumer behaviour is one of the top concerns of most companies since they need to identify what the consumer needs. Some marketing theories have been made but nothing needs to be parallel to the concept of Social Marketing Theories. The National Social Marketing Center (2006) came up with the concept that social marketing is an application of social marketing theory along with other methods to primarily achieve a behavioural change for a social good. Primarily, Social Marketing Theory aims to create positive behaviour by influencing the general public.
For example, it will be a good idea to reduce the number of people who have the smoking habit so that citizen could live healthier and more productive lives. By deriving concept of social marketing theories and using commercial marketing approach, the public may possibly be convinced to quit smoking.
Actually, the very root of social marketing theory can be attributed  to G.D Wiebe. Since in 1950s, he came up with the concept that perhaps it is feasible to sell brotherhood and social thinking the way commercial goods like soap are sold. His journal on ‘merchandising commodities and citizenship on television’ asserts that non-profit campaigns that could eventually solve social problems can be patterned after commercial campaigns. Twenty years later, it turned out that his ideas were formalised later by renowned marketing guru Philip Kotler and SalzMannin their work ‘social marketing’. An approach to plan social change published in 1971. This seminar work by Kotler and SalzMann can be considered seminar work that espoused social marketing theory.
As a consequence, some countries apply the social marketing theories and use them in public campaigns. An exemplary example is United Kingdom’s launching of graphic commercial campaigns against drunk driving which were meant to be gruesome to the public would be shocked. Likewise, Australia spear headed in applying social marketing theory to practice as the Victoria cancer council launched an anti-tobacco campaign in the late 80’s according to the Vic health history. Even developing countries like Philippines, applied the principle of social marketing principle to convince the public to avoid fire crackers which caused accident on New Year’s Eve.
Truly, the application of social marketing theory has ushered a new type of campaign that government can help them in promoting something worthwhile effectively. There information was given by a SEO expert who is in charge of blue host review and host gator review.
[bookmark: _Toc360564093]2.3	CURRENT LITERATURE BASED ON THE RELEVANT VARIABLES OF MARKETING STRATEGIES
Marketing mix: Marketing decision generally fall under the following categories:
· Products
· Price
· Place(distribution)
· Promotion
The term’ marketing mix’ became popularised after Neil H. Burden published his 1964 article, the concept of marketing mix. Burden began using the term in his teaching in the late 1940’s after Jane Culliton had described the marketing manager as a ‘mixer of ingredients’.
The ingredients in Borden’s marketing mix include product planning, pricing, distribution channels, personal selling, advertising, promotion packaging, display, servicing, physical handling and fact finding and analysis. E. Jerome, McCarthy later grouped this ingredient into four categories that today are known as the 4 P’s of marketing, depicted below:

[bookmark: _Toc360564094]THE MARKETTING MIX
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These four P’s are parameters that the marketing can control, subject to the internal and external constraints of the marketing environment. The goal is to make decisions that centre on the four P’s on the customers in the target market in order to create perceived value and generate a positive response.
[bookmark: _Toc360564095]PRODUCT DECISION:
The term “product” refers to tangible, physical products as well as services. Here are some examples of the product decision to be made:
· Brand name
· Functionality
· Styling
· Quality
· Safety
· Packaging
· Repairs and support
· Warranty
· Accessories and services.
[bookmark: _Toc360564096]PRICE DECISION
The term “price” refers to the amount of money possible for some goods which is need to acquire
In exchange, some combined assortment of same product and it accompanying services, it is the only element of the marketing mix that has negative association as it require the consumer to give to give to the producer neither than take; some examples of pricing decisions to be made include:
· Pricing strategy (skim, penetration, etc.)
· Suggested retail price
· Volume discounts and wholesale pricing
· Cash and early payment discounts
· Seasonal pricing
· Bundling
· Price flexibility
· Price discrimination
[bookmark: _Toc360564097]DISTRIBUTION (Place Decision)
Distribution is about the products to the customers; some examples of distribution decision include;
· Distribution channels
· Market coverage (inclusive, selective, or elective distribution)
· Specific channel members
· Inventory management
· Warehousing
· Distribution centres
· Order processing
· Transportation
· Reversing logistics
[bookmark: _Toc360564098]PROMOTION DECISION
In the context of the marketing mix, promotion represents the various aspect of marketing communication that is, the communication of information about the product with the goal of generating a positive customer response. Marketing communication decision includes:
· Promotional strategy (push, pull, etc.)
· Advertising
· Personal selling and sales force
· Sales promotions
· Public relations and publicity
· Marketing communications budgets

[bookmark: _Toc360564102]2.4	TYPES OF MARKETING STRATEGIES
Marketing strategic may differ depending on the unique situation of the individual business. However there are a number of ways of categorizing some generic strategies. A brief description of the most common categorizing is presented below:
1. Strategies based on market dominance-in this scheme; firms are classified based on their market share or dominance of an industry. Typically there are four types of market dominance strategies:
a) Leader
b) Challenges
c) Follower
d) Nicher
2. Porter generic strategies-strategy on the dimension of strategic scope and strategic strength. Strategic scope refers to the market penetration while strategic strength refers to the firm’s sustainable competitive advantage. The generic strategy frame work (porter, 1984) comprises two alternatives each with two alternative scopes: these are differentiation and low cost leadership each with a dimension of focus broad or narrow.
· Product differentiation(broad)
· Cost leadership(broad)
· Market segmentation(narrow)
3. Innovation strategies- this deal with the firm’s rate of the new product development and business model innovation. It asks whether the company is on the cutting edge of technology and business innovation.
There are three types:
a) Pioneers
b) Close followers
c) Late followers
4. Growth strategies:- In this scheme we ask the question’ how should the term growth?’ there are a number of different ways of answering the question, but the most common gives four answers:
· Horizontal integration
· Vertical integration
· Diversification
· Intensification

[bookmark: _Toc360564106]2.5	 MARKETING STRATEGY PROCESS
The marketing strategy analysis, planning, implementation and management process is described below. The strategic situation analysis considers market and competitor analysis, market segmentation, and continuous learning about markets. Design marketing strategy examines customer targeting and positioning strategies, marketing relationship strategies and planning for new product. |Marketing programme development consists of product, distribution, price and promotion strategies designed and implemented to meet the value requirements of targeted buyers. Strategy implementation and management consider organizational design and marketing strategy implementation and control.
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Stage 1: Strategic situation Analysis
Marketing Management uses the information provided by the situation analysis to guide the design of a new strategy or change an existing strategy. The situation analysis is conducted on a regular basis for after the strategy is under way to evaluate strategy performance and identify needed strategy changes.

Market vision, structure and Analysis:
Markets need to be defined so that buyers and competition can be analyzed. For a market to exist there must be:
1. People with particular needs and wants and one or more products that can satisfy buyers’ needs
2. Buyers willing and able to purchase a product that satisfies their needs and wants.
A product- market consist of a specific product (or line of related products) that can satisfy a set of needs and wants for the people (or organization) willing and able to purchase it. The term product is used to indicate either a physical good or an intangible service
Stage 2: Design Market- Driven Strategies:
The strategic situation analysis phase of the marketing strategy process identifies market opportunities, defines market segments, evaluates competition and assesses the organization’s strength and weakness. Market sensing information play a key role in designing marketing strategy, which includes market relationships and developing and introducing new products.
Market Target and Strategic Positioning:
Marketing advantage is influenced by several situations or factors including industry, characteristics type of firm (e.g. size), extent of differentiation in buyers’ needs, and the specific competitive advantage(s) of the company designing the marketing strategy. The core issue is deciding now, when and where to compete, given a firm’s market and competitive environment.
The purpose of the marketing targeting strategy is to select the people (or organisation) that management wishes to serve in the product-market. When buyers’ need and wants vary, the market target is usually one or more segment product-market. Once the segments are identified and their relative importance to the firm determined, the targeting strategy is selected. The objective is to find the best match between the value requirements of the organization’s distinctive capabilities.
Stage 3: Market-Driven Development
Market targeting and positioning strategies for new and existing products guide the choice of strategies for the marketing programme components. Product, distribution, price and promotion strategies are combined to form the positioning strategy selected for each market target.
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MARKETING PROGRAM MIX
Extracted from (David, W. Craven Nigel, F. Piercy Strategic management 8th Edition).
The marketing programme (Mix) strategic implements the positioning strategy. The objective is to achieve favourable positioning while allocating financial, human and production resources to markets, customers and products as efficiently as possible.
Value-Chain, Price and Promotion Strategies
One of the major issues in managing programmes deciding how to integrate the components of the mix product, distribution, price and promotion strategies are shaped into the coordinated plan of action. Each component helps to influence buyers in their positioning of products. If the activities of these mix components are not coordinated, the actions may conflict and resources may be wasted for example, if the advertising messages of a company’s brand stress quality and performance, but sales person emphasize low price, buyer will be confused and branch damage may occur.
Stage 4: Implementing and Managing Market-Driven Strategy:
Selecting customers to target and the positioning strategy for each target moves marketing strategy development to the action stage. This stage considers designing the marketing organization and implementing and managing the strategy.
Designing Effective Market-Driven Organisation
An effective organisation design matches people and work responsibilities in a way that is best for accomplishing the firm’s marketing strategy. Deciding how to assemble people into organizational units and assign responsibilities to the various mix components that make up the marketing strategy are important influences on performance.
Organisational structures and process must be matched to the business and marketing strategies that are developed and implemented. Organisational design needs to be evaluated on a regular basis to assess its adequacy and to identify necessary changes.
Strategy Implementation and Control
Marketing strategy implementation and control consist of:
1) Preparing the marketing plan and budget.
2) Implementing the plan
3) Using the plan in managing and controlling the strategy on an ongoing basis.
The marketing plan includes detail concerning targeting, positioning and marketing mix activities. The plan spell out what is going to happen over the planning period who is responsible, how much it will cost and the expected result(e.g. sales forecast)
[bookmark: _Toc360564107]2.7	CUSTOMER SERVICE AS PATRONAGE STRATEGY IN MARKETING
Customer services are all the intangible extra offered by a company in addition to the core products are service that may create value buyer and encourage patronage customer services are important part of business practice throughout the world because they can be so powerfully effect customer patronage. Especially when products and price among companies strongly not differentiated (similar) or identical competition quickly is reduced to whichever company can offer the service mixture. Product performance alone is no longer the only consideration for most purchases the level of customer services available directly affect the demand. Where effective customer’s service may be company only significant advantage over it competitors, buyers may be influenced by delivery time, warranties etc or other service that support the product.







[bookmark: _Toc360564118]CHAPTER THREE
RESEARCH METHODOLOGY
[bookmark: _Toc360564120]3.1	 INTRODUCTION
This chapter is focused on the discussion of the methodology adopted in the study. It also includes research questions and hypothesis, research method and design and procedure, description of data collection instrument, administration of data collection.
[bookmark: _Toc360564121]3.2	RESEARCH METHOD AND DESIGN
This research design to be adopted will be survey method. It will focus on the workers in PZ Cussons Limited, Ilupeju – Lagos. Data generated will be as extensively analyzed and the conclusion will be based on data generated and analyzed.
[bookmark: _Toc360564122]3.3	POPULATION AND SAMPLE OF THE STUDY
The populations of this study are the stuff of PZ Cussons Nigeria PLC in Ilupeju –Lagos. The sample size shall take into consideration the extent to which sample can be in fair representation of the whole population. The sampling consists of forty respondents (40).
[bookmark: _Toc360564123]3.4	RESEARCH QUESTIONS
(i) Is there relationship between marketing strategies and organisational profitability?
(ii) Can marketing strategies improve organisational profitability?
(iii) Does the survival of the organisation depend on its application of aggressive marketing strategies?
(iv) What are the profit impacts of marketing strategies on organisational profit?
(v) Can the management maintain an optimum price despite the cost of producing a product?
[bookmark: _Toc360564124]3.5	RESEARCH HYPOTHESIS
H1: 	There is a relationship between marketing strategies and organisational profitability.
H2: 	Marketing strategies can improve organisational profitability.
H3: 	Survival of the organisation depends on aggressive marketing strategies applied.
H4: 	There is impact of marketing strategies on organisation profit.
H5: 	The management can maintain an optimum price despite the cost of producing a product.
[bookmark: _Toc360564125]3.6	TYPES AND SOURCES OF DATA
The two types of data to be used are the primary and secondary data. Primary data obtained from the management and staff of PZ Cusson Nigeria PLC. A major means that was used to obtain these data was questionnaire.
Secondary data are those which have been used, published or unpublished but were still found to be relevant. This was obtained from sources like management journals and magazines, textbooks and newspapers and other print available at the marketing department of PZ Cusson Nigeria PLC at Ilupeju, Lagos.
[bookmark: _Toc360564126]3.7	 SAMPLING DESIGN AND PROCEDURES
Questionnaire was the major instrument in this study. The questionnaires were designed by the researcher and were administered on the management and staff of PZ Cussons Nigeria PLC especially the marketing department.  The sample size of forty (40) was drawn for the purpose of collecting the relevant data.
[bookmark: _Toc360564127]3.8	DESCRIPTION OF DATA COLLECTION
In scoring the questionnaire used, the five-likert type rating scale will be used. Respondents will respond to all items based on the following grades;
	FIVE POINTS
	SCALE
	CODE

	STRONGLY AGREE
	SA
	5

	AGREE
	A
	4

	UNDECIDED
	U
	3

	DISAGREE
	D
	2

	STRONGLY DISAGREE
	SD
	1


The questionnaire administration will be designed to cover different areas namely:
i) Personal information of the respondents
ii) Questionnaire that are related to the research topic.
[bookmark: _Toc360564128]3.9	METHOD OF DATA PRESENTATION AND ANALYSIS
Once the administered questionnaire has been retrieved, that is the process of subjecting the data obtained from the questionnaire to text message through the use of the relevant established methods in other to make meaningful interpretation. For this study, simple percentage method will be used to analyse the data collected while chi square (X2) method will be used as a statistical tool for testing hypothesis.
[bookmark: _Toc360564129]3.10	METHOD OF HYPOTHESIS TESTING
The hypotheses formulated were tested using 5% level of significant. The formula used is given below
    Df = (n-1) under 
                           under 









[bookmark: _Toc360564130]CHAPTER FOUR
[bookmark: _Toc360564131]DATA PRESENTATION AND ANALYSIS
[bookmark: _Toc360564132]4.0	INTRODUCTION
This chapter presents detailed information on how the data collected are presented and analysed. There are personal data of the presentation e.g. sex, marital status, educational level, status in the organization and working experience in the company was presented on the frequency distribution table and analysed using simple percentage. More so, research questions and hypotheses were presented on the frequency tables and analysed using simple percentage and chi-square respectively.
Questionnaire Returned
A total of forty questionnaires were admitted to the respondents, and they were properly completed and returned. It was distributed to assess the impact of marketing strategies on PZ Cusson’s profitability.
[bookmark: _Toc360564133]4.1	PRESENTATION OF DATA ACCORDING TO RESEARCH QUESTION
Table 4.1.1: Distribution of Respondents by Sex
	Respondent
	Code
	Frequency
	Percentage

	Male
	1
	32
	80

	Female
	2
	8
	20

	Total
	
	40
	100


Source: Questionnaire Administered (2025)
Table 4.1.1 reveals that 32 respondents representing 80% are male, while 8 respondents representing 20% are female. This implies that the percentages of male are higher than that of the female that constitutes the respondents in the company.
Table 4.1.2: Distribution of Respondents by Age
	Age
	Code
	Frequency
	Percentage

	Below 25 years
	1
	15
	37.5

	25-36 years
	2
	20
	50

	36-45 years
	3
	5
	12.5

	Above 45 years
	4
	-
	-

	Total
	
	40
	100


Source: Questionnaire Administered (2025)
Table 4.1.2 above shows that 15 respondents are below the age of  25 representing 37.5%, 20 respondents are within the age bracket of 25-36 years representing 50%, 5 respondents are between the ages of 36 and 45 representing 12.5% and no respondent fell on the last group of above 45 years. This reveals that majority of the respondents are within the ages of 25-35.
Table 4.1.3: Distribution of Respondents by Marital Status
	Marital Status
	Code
	Frequency
	Percentage

	Married
	1
	13
	32.5

	Single
	2
	27
	67.5

	Divorced
	3
	-
	-

	Widow
	4
	-
	-

	Total
	
	40
	100


Source: Questionnaire Administered (2025)
Table 4.1.3 above shows that 13 respondents are married representing 32.5%, 27 respondents are single representing 67.5%. There was no response from other groups.

Table 4.1.4: Distribution of Respondents by Job Status
	Job Status
	Code
	Frequency
	Percentage

	Management Staff
	1
	5
	12.5

	Senior Staff
	2
	25
	62.5

	Junior Staff
	3
	10
	25

	Total
	
	40
	100


Source: Questionnaire Administered (2025)
Table 4.1.4 shows that 5 respondents are management staff representing 12.5%, 25 respondents are senior staff representing 62.5%, while 10 respondents are junior staff representing 25%. This shows that senior staff constitutes the majority of the respondents.
Table 4.1.5: Distribution of Respondents by Year Spent in the Organization
	Respondent
	Code
	Frequency
	Percentage

	Below 5 years
	1
	17
	42.5

	5-10 years
	2
	20
	50

	11-20 years
	3
	2
	5

	21-30 years
	4
	1
	2.5

	Above 30 years
	5
	-
	-

	Total
	
		40



	100


Source: Questionnaire Administered (2025)
[bookmark: _Toc360564134]Table 4.1.5 above shows that 17 respondents are below 5 years representing 42.5%, 20 respondents have been working for the organization for 5-10 years representing 50%, 2 respondents are 11-20 years representing 5%, 1 respondent is 21-30 years representing 2.5%. There was no respondent above 30 years in the organisation. This reveals that the majority of the respondents have worked in the marketing department in the organisation for 10 years.
4.2	ANALYSIS OF INDIVIDUAL QUESTIONNAIRE RESEARCH
Question 1: Your Company’s Marketing Strategy has Positive Impact on Organisational Profitability
Table 4.1.6 showing if company’s marketing strategy has impact on organisational profitability.
	Respondents
	Code
	Frequency
	Percentage

	Strongly Agree
	5
	27
	67.5

	Agree
	4
	11
	27.5

	Undecided
	3
	1
	2.5

	Disagree
	2
	1
	2.5

	Strongly Disagree
	1
	-
	-

	Total
	
	40
	100


Source: Questionnaire Administered (2025)
Table 4.1.6 shows that 27 respondents representing 67.5% strongly agree to the question that their Company’s  marketing strategy has positive impact on Organisational Profitability, 11 respondents representing 27.5% agree to the question, 1 respondent representing 2.5% is undecided, 1 respondent representing 2.5% disagree to the question while there was no response from other groups.
Question 2: The Change in the Marketing Adopted cannot have Negative Effect on Your Company Profitability
Table 4.1.7: Showing if changes in marketing adopted have negative impact on profitability
	Respondents
	Code
	Frequency
	Percentage

	Strongly Agree
	5
	18
	45

	Agree
	4
	7
	17.5

	Undecided
	3
	14
	35

	Disagree
	2
	1
	2.5

	Strongly Disagree
	1
	-
	-

	Total
	15
	40
	100


Source: Questionnaire Administered (2025)
Table 4.1.7 shows that 18 respondents representing 45% strongly agree that the change in the marketing adopted cannot have negative effects on their company profitability, 7 respondents representing 17.5 agrees to the statements, 14 respondents representing 35% are undecided to the asked question, 1respondent representing 2.5% disagrees with the question.
Question 3: The Survival of the Organisation Depends on its Application of Aggressive Marketing Strategies
Table 4.1.8showing if survival of the organisation depends on it’s application of aggressive marketing strategy
	Respondents
	Code
	Frequency
	Percentage

	Strongly Agree
	5
	27
	67.5

	Agree
	4
	13
	32.5

	Undecided
	3
	-
	-

	Disagree
	2
	-
	-

	Strongly Disagree
	1
	-
	-

	Total
	
	40
	100


Source: Questionnaire Administered (2025)
Table 4.1.8 shows that 27 respondents representing 67.5% strongly agree to the question that the survival of the organisation depends on its application of aggressive marketing strategy, 13 respondent representing 32.5% agrees to the question. There was no response from other groups. It then implies that employee from the marketing department of PZ Cusson believed that the survival of the organisation depends on its application of aggressive marketing strategies.
Question 4: There is Relationship between Strategies and Organisation Profit.
Table 4.1.9 showing the relationship between strategies and organisation profit
	Respondents
	Code
	Frequency
	Percentage

	Strongly Agree
	5
	20
	50

	Agree
	4
	5
	12.5

	Undecided
	3
	10
	25

	Disagree
	2
	2
	5

	Strongly Disagree
	1
	3
	7.5

	Total
	
	40
	100


Source: Questionnaire Administered (2025)
Table 4.1.9 Shows that 20 respondents representing 50% strongly agrees that there is relationship between strategies and organisation profit, 5 respondent representing 12.5% agrees to the question, 10 respondents representing 25% were undecided  to the question, 2 respondents representing 5% disagree to the asked, 3 respondents representing 7.5% strongly disagree. It implies that there is relationship between strategies and organisation profit.	
Question 5: Marketing Strategies can improve organization profit.	
Table 4.10 showing if marketing strategy can improve organisation profit
	Respondents
	Code
	Frequency
	Percentage

	Strongly Agree
Agree
Undecided
Disagree
Strongly Disagree
	5
4
3
2
1
	25
10
3
2
__
	62.5
25
7.5
5
__

	Total
	
	40
	100


Source: Questionnaire Administered (2025)
Table 4.10 shows that 25 respondents representing 62.5% strongly agree that marketing strategies can improve organization profit, 10 respondent representing 25% agrees to the question, 3 respondents representing 7.5% are undecided, 2 respondent representing 5% disagree to the question. There was no response from other group.
Question 6: Your Company is able to maintain the position of a teacher in the market because of your marketing strategies
Table 4.11showing if the Company is able to maintain the position of a teacher in the market because of marketing strategies
	Respondents
	Code
	Frequency
	Percentage

	Strongly Agree
Agree
Undecided
Disagree
Strongly Disagree
	5
4
3
2
1
	35
5
__
__
__
	87.5
12.5
__
__
__

	Total
	
	40
	100


Source: Questionnaire Administered (2025)
Table 4.11 reveals that 35 respondents representing 87.5% strongly agree that their company can maintain the position of a leader in the market because of their marketing strategies, 5 respondents representing 12.5% agrees to the question, there was no response from other groups. The results justifies that most employers in the company believes that their company is able to maintain the position of a leader in the market.
Question 7: your company will continue to enjoy an increased market share because of the aggressive marketing adopted.
Table 4.12 showing if aggressive marketing adopted determines increased market.
	Respondents
	Code
	Frequency
	Percentage

	Strongly Agree
Agree
Undecided
Disagree
Strongly Disagree
	5
4
3
2
1
	25
12
2
1
__
	62.5
30
5
2.5
__

	Total
	
	40
	100


Source: Questionnaire Administered (2025)
Table 4.12 reveals how company will continue to enjoy an increased market share because of the aggressive marketing adopted. 25 respondents representing 62.5% strongly agrees to the question, 12 respondents were undecided to the question representing 30%, 2 respondents were undecided to the question representing 5%, 1 respondent disagree with the question representing 2.5%
Question 8: reduction in the price of product as a marketing strategy has positive impact on organisational profit.
Table 4.13 showing if reduction in price of a product as a marketing strategy have positive impact on organisational profit.
	Respondents
	Code
	Frequency
	Percentage

	Strongly Agree
Agree
Undecided
Disagree
Strongly Disagree
	5
4
3
2
1
	7
18
15
__
__
	17.5
45
37.5
__
__

	Total
	
	40
	100


Source: Questionnaire Administered (2025)
Table 4.13 reveals now reduction in the price of production has a marketing strategy positive impact on organisational profit, 7respondents representing 17.5% strongly agrees to the question, 18 respondents representing 45% agree with the question, 15 respondents were undecided with the question been asked representing 37.5%
Question 9: change of brands will have great impact on organisational profit.
Table 4.14 showing if change of brands have great impact on organisational profit
	Respondents
	Code
	Frequency
	Percentage

	Strongly Agree
Agree
Undecided
Disagree
Strongly Disagree
	5
4
3
2
1
	5
5
10
__
20
	12.5
12.5
25
__
50

	Total
	
	40
	100


Source: Questionnaire Administered (2025)
Table 4.14 above shows that 5 respondents representing 12.5% strongly agrees to the question that in their opinion, change of brands will have great impacts on organisation profit, 5 respondents representing 12.5% agree with the question, 10 respondents representing 25% were undecided while 20 respondents representing 50% strongly disagree with the question that change of brand will make great impact on organisation profit.
Question 10: The Market Strategy Adopted by the Organisation is Very Aggressive
Table 4.15 showing if the marketing strategy adopted by the organisation is very aggressive.
	Respondents
	Code
	Frequency
	Percentage

	Strongly Agree
	5
	10
	25

	Agree
	4
	25
	62.5

	Undecided
	3
	5
	12.5

	Disagree
	2
	-
	-

	Strongly Disagree
	1
	-
	-

	Total
	
	40
	100


Source: Questionnaire Administered (2025)
Table 4.15 above shows that 10 respondents representing 25% strongly agree to the question, 25 respondents representing 62.5% agrees that marketing strategy adopted by the organisation is very aggressive, 5 respondents representing 12.5% were undecided to the question. There was no response from the other groups.
[bookmark: _Toc360564135]4.3	TESTS OF HYPOTHESES
The hypotheses to be tested are:
H1: 	There is relationship between marketing strategy and organisational profitability
H2:  Marketing strategy can improve organisational profit
H3: 	The survival of the organisation depends on aggressive marketing strategies
H4: 	There is impact of marketing strategies on organisational profit.
[bookmark: _Toc360564136]4.4	TESTING HYPOTHESIS
Hypothesis 1 is tested first and paired into null hypotheses and alternative hypotheses.
H0: There is no relationship between marketing strategy and organisation profitability using question 10 of the questionnaire.
There is no relationship between marketing strategy organisation profitability.
	Variables
	0
	E
	0-e
	(0-e)2
	

	Strongly agree
	20
	8
	12
	144
	18

	Agree
	5
	8
	-3
	9
	1.13

	Undecided
	10
	8
	2
	4
	0.5

	Disagree
	2
	8
	6
	36
	4.5

	Strongly disagree
	3
	8
	-5
	25
	3.12

	Total
	40
	40
	0
	
	27.25


Where: 0 = observed frequency
e = expected frequency
Σ = summation
To obtain the table value of chi-square (-t), degree of freedom will be 5% level of significance. This is given as df = K-1, where K is the number of row. Decision will be made based on finding i.e. if the calculated value of chi-square (-e), is greater than table value of chi-square (-t), then the alternative hypothesis (H1) will be accepted while the null hypothesis (H0) will be rejected. But if otherwise, the null hypothesis (H0) will be accepted and alternative hypothesis (H1) will be rejected.
From the above calculated value of chi-square, degree of freedom (df) will be obtained at 0.05 level of significance
df   = (n-1) under 0.05
5-1 under 0.05
4 under 0.05
= 9.49
Thus,       -c =   27.25
-t  =   9.49
Decision Rule:
Since the calculated value (27.25) is greater than table value (9.49), therefore, we reject H0 and accept H1 (alternative hypothesis).
Conclusion:
Based on the result of the hypothesis tested above, it is concluded that; there is relationship between marketing strategy and organisational profitability.
[bookmark: _Toc360564137]4.5       TESTING HYPOTHESIS
H0:     Marketing strategies cannot improve organisation profit.
H1:    Marketing strategies improve organisation profit using Question 11: Marketing strategies improve organisation profit.
	Variables
	0
	E
	0-e
	(0-e)2
	

	Strongly agree
	5
	8
	-3
	9
	1.13

	Agree
	10
	8
	2
	4
	0.5

	Undecided
	3
	8
	5
	25
	3.13

	Disagree
	2
	8
	-6
	36
	4.5

	Strongly disagree
	-
	8
	-8
	64
	8

	Total
	40
	40
	0
	
	17.26


To obtain the value of chi-square, degree of freedom (df) will be used at 0.05 level of significant.
Df = (n-1) under 0.05
5-1 under 0.05
4 under 0.05
= 9.49
Thus, X2-c – 17.26
X2-t = 9.45
Decision Rule:
Since the calculated (17.26) is greater than table value (9.49) therefore, we reject H0  (null hypothesis) and accept H1 (alternative hypothesis).
Conclusion
[bookmark: _Toc360564138]Based on the result of the hypothesis tested above, it is concluded that: Marketing Strategies can Improve Organisation Profit.
4.5.1	TESTING HYPOTHESIS 2
H0: The survival of the organisation does not depend on aggressive marketing strategies.
H3: The survival of the organisation depends on aggressive marketing strategies 
	Variables
	0
	E
	0- e
	(0-e)2
	

	Strongly agree
	27
	8
	19
	361
	45.13

	Agree
	13
	8
	5
	25
	3.13

	Undecided
	-
	8
	-8
	64
	8

	Disagree
	-
	8
	-8
	64
	8

	Strongly disagree
	-
	8
	-8
	64
	8

	Total
	40
	40
	0
	
	72.26


Using question 9.To obtain the value of chi-square, degree of freedom (df) will be used at 0.05 level of significance.







df     =      (n-1) under 0.05
5-1 under 0.05
4 under 0.05
=      9.49
Thus, X2 - c       =      72.26
X2 - t        =       9.49
Decision Rule:
Since the calculated value (72.26) is greater than table value (9.49) therefore, we reject H0 (null hypothesis) and accept H1 (alternative hypothesis).
[bookmark: _Toc360564140]CHAPTER FIVE
[bookmark: _Toc360564141]SUMMARY OF FINDINGS, CONCLUSION AND RECOMMENDATIONS
[bookmark: _Toc360564142]5.1    INTRODUCTION
This chapter represents a comprehensive summary of the findings and recommendations that are drawn.
[bookmark: _Toc360564143]5.2   	SUMMARY OF FINDINGS
This study was executed to examine and reveal the extent to which marketing strategies affect organisation’s profitability using PZ Cusson Nigeria Plc, Ilupeju – Lagos as the case study.
Summarily, it has been found that marketing strategies plays an important role in an organisation. From the hypothesis tested, it was gathered that at PZ Cussons Nigeria Plc, marketing strategies tends to affect on impact or effect on the profit of the organisation.
It is also revealed that the organisation’s profit can be increased based on the level of marketing strategies adopted. Thus, the survival of any organisation depends on its application of aggressive marketing strategies based on the response of the market according to respondents to this question.
[bookmark: _Toc360564144]5.3    CONCLUSION
Based on the study, marketing exercise has reflected rate of profitability in the organisation. It is worthy to note that marketing strategies have positive impact on the organisation’s profit. 
Based on the result of the hypothesis tested, the following are the conclusions drawn from the analysis and the test:
(i) The survival of the organisation depends on aggressive marketing strategies adopted.
(ii) There is relationship between marketing strategy and organisational profit.
(iii) Marketing strategies can improve organisation’s profit
[bookmark: _Toc360564145]5.4       RECOMMENDATION BASED ON CONCLUSION
To a large extent, an organisation cannot satisfy their customer’s quest. However organizations can still improve their profitability by paying adequate attention to the following:
(i) Organisation should try to improve their marketing strategies from time to time.
(ii) The concept that customers are kings should be made the utmost in every organisation and every possible avenue should be exploited in satisfying them.
(iii) Customers should be brought closer to the organisation i.e. the bridge between the organisation and the public should be filled.
(iv) [bookmark: _Toc360564147]Organisation should endeavour to adopt extensive marketing strategies so as to increase profit.
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