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ABSTRACT
This study examines the significance of the marketing concept in enhancing the performance of non-profit organizations, using the Ministry of Commerce and Cooperative, Kwara State, Nigeria, as a case study. Employing a descriptive survey design, data was collected from 140 respondents, including ministry staff and stakeholders, through questionnaires and semi-structured interviews, achieving a 93.3% response rate. Findings reveal that 78% of staff possess a basic to high understanding of marketing principles, which positively impacts service delivery by improving stakeholder satisfaction and program reach. Statistical analysis using Chi-square tests (p < 0.05) confirmed significant relationships between marketing adoption and enhanced service delivery, stakeholder satisfaction, and program effectiveness. Key benefits include increased public trust (64.3%), better resource allocation (59.3%), and improved organizational image (55%). However, challenges such as limited funding (65%), lack of marketing expertise (58%), and bureaucratic resistance (40%) hinder full implementation.
The study highlights the necessity of marketing strategies in non-profit public institutions to foster citizen-centric governance. Recommendations include establishing a dedicated marketing unit, leveraging digital platforms for stakeholder engagement, and institutionalizing feedback mechanisms to align services with public needs. These findings offer practical insights for the ministry and other public entities to optimize operations, enhance accountability, and strengthen stakeholder relationships, contributing to effective governance in Nigeria’s public sector.
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CHAPTER ONE
INTRODUCTION
1.1 Background to the Study 
The marketing concept has traditionally been associated with profit-oriented firms. However, in recent years, non-profit organizations (NPOs), including governmental bodies such as ministries, have realized the value of adopting marketing principles to enhance service delivery and organizational effectiveness (Kotler & Lee, 2020). The Ministry of Commerce and Cooperative, Kwara State, tasked with promoting trade, industry, and cooperative development, operates in an increasingly dynamic and demanding socio-economic environment. Stakeholders, including local businesses, cooperatives, and the general public, expect efficient services, transparent communication, and responsive programs. In such a context, applying the marketing concept helps align the ministry’s operations with stakeholder needs, thereby improving service outcomes.
In Nigeria, non-profit public institutions like ministries are under pressure to optimize resources and demonstrate value to the public. According to Adediran and Oluwatobi (2021), citizens now demand more accountability and performance from public agencies, which necessitates a shift from traditional bureaucratic models to more customer-focused approaches. The marketing concept, which emphasizes identifying and satisfying the needs of target markets, offers a relevant framework. For the Ministry of Commerce and Cooperative, this means understanding what local entrepreneurs and cooperatives need and designing programs that provide real support be it in funding access, training, or regulatory assistance.
Furthermore, NPOs face competition not for profit but for attention, funding, legitimacy, and relevance. As Olatunji (2019) notes, ministries compete for budget allocations, donor funds, and public trust. Effective marketing communication, stakeholder engagement, and service innovation can distinguish a proactive ministry from a stagnant one. Hence, marketing is not just for commercial success but for fulfilling organizational mandates more efficiently. For instance, if the ministry promotes cooperative societies using targeted campaigns, it could increase community participation and success rates.
Moreover, globalization and the rise of digital communication have redefined how public institutions operate. Ministries now need to communicate effectively, brand their services, and foster long-term relationships with constituents. A marketing-oriented ministry will continuously assess its stakeholder environment and refine its strategies accordingly. Akinpelu and Mohammed (2023) highlight that ministries in Nigeria that engage stakeholders through feedback loops and customer-centric programming see improved participation and satisfaction.
In summary, while non-profit in structure, public ministries such as the Ministry of Commerce and Cooperative must be strategic in their operations. The marketing concept provides a structured approach to understanding and serving the public. Applying this philosophy ensures that policies are relevant, services are user-centered, and resources are allocated efficiently. This research examines how the ministry integrates the marketing concept into its operations and the resulting impact on organizational performance.
1.2 Statement of the Problem 
Despite the increasing emphasis on citizen-centric governance, many non-profit governmental agencies in Nigeria continue to rely on outdated administrative models. These models prioritize internal processes over stakeholder satisfaction, leading to a disconnect between the services provided and the actual needs of the populace (Adeyemi, 2020). The Ministry of Commerce and Cooperative, Kwara State, although responsible for advancing trade and cooperative development, often lacks a strategic marketing orientation. This results in poorly designed programs, low stakeholder engagement, and underutilization of available resources.
There is also a lack of formal mechanisms within the ministry to conduct stakeholder analysis, segmentation, or feedback evaluation core components of the marketing concept. According to Chukwu and Eze (2022), many ministries in Nigeria do not systematically research or segment their audiences, relying instead on one-size-fits-all communication strategies. This practice reduces the effectiveness of outreach campaigns and alienates key segments like youth-led cooperatives or female entrepreneurs, who might have unique needs.
Another issue is the perception of marketing as irrelevant to non-profit organizations. Many public officials view marketing as a commercial tool, not suitable for ministries whose focus is service delivery. This mindset creates institutional resistance to adopting marketing tools such as branding, customer satisfaction measurement, or service innovation. In reality, such tools could greatly improve the ministry’s efficiency and public perception, as evidenced by global best practices in public sector marketing (Kotler & Lee, 2020).
Moreover, funding challenges and bureaucratic bottlenecks hinder innovation within ministries. The application of marketing principles—such as prioritizing high-impact projects based on public demand—could help optimize limited resources. Yet without a clear understanding or appreciation of marketing, ministries often allocate resources inefficiently. The Ministry of Commerce and Cooperative may roll out multiple programs with minimal uptake because they are not aligned with public interest or are poorly communicated.
Finally, there is limited academic research on the application of marketing concepts in non-profit Nigerian government organizations. Most existing studies focus on private sector marketing. This creates a knowledge gap, particularly in understanding how ministries like that of Commerce and Cooperative could adopt and benefit from marketing strategies. This study intends to fill that gap by exploring how marketing can be used as a strategic tool to improve organizational impact in non-profit governmental settings.
1.3 Objectives of the Study
i. To examine the extent to which the marketing concept is understood and applied in the Ministry of Commerce and Cooperative, Kwara State.
ii. To assess the impact of marketing orientation on the ministry’s service delivery.
iii. To identify the challenges hindering the adoption of marketing principles in the ministry.
iv. To evaluate the benefits derived from applying marketing strategies in non-profit organizations.
v. To recommend ways the ministry can institutionalize the marketing concept for better performance.
1.4 Research Questions
i. How well is the marketing concept understood within the Ministry of Commerce and Cooperative?
ii. What is the impact of applying marketing strategies on the ministry’s service delivery?
iii. What are the challenges in adopting the marketing concept in a non-profit public organization?
iv. How does stakeholder feedback influence marketing decisions in the ministry?
v. What are the key benefits of a marketing-oriented approach in non-profit organizations?
1.5 Research Hypotheses
H0: There is no significant relationship between the adoption of marketing concepts and improved service delivery in the ministry.
H0: Marketing orientation does not significantly enhance stakeholder satisfaction in the Ministry of Commerce and Cooperative.
H0: The absence of marketing tools has no effect on the effectiveness of programs initiated by the ministry.
1.6 Significance of the Study 
This study is significant for several reasons. Firstly, it contributes to academic discourse by exploring the application of marketing concepts in a non-profit, governmental setting an area that remains under-researched in Nigeria. Secondly, it provides practical insights for the Ministry of Commerce and Cooperative, Kwara State, by identifying gaps and opportunities for enhancing stakeholder engagement and service delivery. Thirdly, the study has policy implications. It can guide other ministries and non-profit agencies on how to adopt marketing principles to improve operational efficiency and public trust. For management practitioners and public administrators, the study demonstrates the relevance of customer-centric planning and communication, which are vital for effective governance. Lastly, the findings may serve as a reference for future researchers and provide a framework for evaluating marketing strategies in public organizations.
1.7 Scope of the Study 
This research focuses exclusively on the Ministry of Commerce and Cooperative, Kwara State. It explores how the ministry understands, adopts, and implements marketing concepts in its operations. The scope includes the evaluation of staff awareness of marketing principles, stakeholder engagement practices, communication strategies, and service innovation. The study does not cover other ministries or parastatals within or outside the state.
1.8 Limitations of the Study 
Limitations of the study include time constraints and limited access to internal documents or performance data within the ministry. Additionally, the scope is geographically restricted to Kwara State, which may limit the generalizability of the findings to other regions or public institutions in Nigeria.
1.9 Operational Definition of Terms
Marketing Concept: A business philosophy that focuses on identifying and meeting the needs of customers.
Non-Profit Organization: An organization that operates for public benefit rather than profit-making.
Service Delivery: The act of providing services to customers or the public.
Stakeholders: Individuals or groups who are affected by or can affect the operations of an organization.
Public Sector Marketing: The application of marketing principles in government or non-profit settings.
Customer Orientation: An organizational approach that prioritizes the needs of the customer.
Strategic Communication: Deliberate communication efforts to achieve organizational goals.
Performance Measurement: Methods used to assess the efficiency and effectiveness of an organization’s operations.
















CHAPTER TWO
LITERATURE REVIEW
2.1 Introduction
This chapter presents a critical review of scholarly literature relevant to the marketing concept and its significance in non-profit organizations, especially in public sector settings such as the Ministry of Commerce and Cooperative, Kwara State. The review provides a conceptual, theoretical, and empirical understanding of how marketing principles are adopted and utilized in non-profit environments. The literature is categorized into three major sections: the conceptual review, which addresses key concepts like marketing orientation, public sector marketing, and stakeholder engagement; the theoretical review, which discusses relevant marketing and behavioral theories; and the empirical review, which analyzes related research findings from previous studies to identify patterns, gaps, and insights.
2.2 Conceptual Review
2.2.1 Marketing Concept
The marketing concept is a foundational philosophy in modern management that asserts that the key to achieving organizational goals lies in determining the needs and wants of target markets and delivering desired satisfactions more effectively and efficiently than competitors. Though traditionally associated with for-profit enterprises, the concept has gained relevance in the non-profit and public sectors. For non-profit organizations such as government ministries, the marketing concept emphasizes the importance of understanding and responding to the needs of citizens, stakeholders, and other constituents.
In public administration, this involves strategic planning, program design, and service delivery that are based on thorough research and stakeholder feedback. According to Kotler and Lee (2020), public institutions that embrace the marketing concept tend to be more effective in fulfilling their mandates because they prioritize citizen satisfaction and align operations with public demand. The marketing concept in this context moves beyond transactional activities to focus on building relationships, encouraging participation, and fostering trust.
Non-profit organizations, including the Ministry of Commerce and Cooperative, Kwara State, operate in environments with diverse stakeholders and limited resources. Thus, adopting a marketing philosophy helps optimize resource allocation by targeting interventions that have the greatest impact. Marketing also facilitates two-way communication, allowing ministries to inform the public while also receiving valuable feedback that informs policy adjustments.
The implementation of the marketing concept in non-profit organizations is often challenged by bureaucratic inertia, lack of training, and misconceptions about marketing being exclusive to profit-making ventures. However, as the need for efficiency, transparency, and accountability in the public sector grows, so does the relevance of a market-oriented approach. Ministries that effectively apply this philosophy are more likely to experience enhanced public engagement and increased program success.
2.2.2 Public Sector Marketing
Public sector marketing refers to the systematic application of marketing principles and techniques to the delivery of public services and management of public organizations. This includes promoting programs and services, improving internal and external communications, fostering citizen engagement, and managing public perception. The central goal is to deliver public value effectively.
Public sector marketing differs from traditional business marketing in its emphasis on social outcomes rather than profit. The ultimate aim is not financial gain but the improvement of citizens' quality of life. Hughes and Luksetich (2019) assert that public sector marketing plays a vital role in addressing issues of public awareness, participation, and responsiveness.
For ministries such as the Ministry of Commerce and Cooperative, the adoption of marketing practices includes conducting needs assessments, segmenting audiences (e.g., by industry, gender, or geographical location), and tailoring messages and programs to each group. It also includes the use of promotional tools, such as brochures, community engagement campaigns, and social media outreach to inform and mobilize stakeholders.
Marketing in the public sector also involves reputation management. Citizens often evaluate public institutions based on perceived efficiency, fairness, and transparency. Strategic communication and branding can positively influence these perceptions. Additionally, public sector marketing supports the achievement of policy goals by improving public understanding and compliance.
2.2.3 Stakeholder Engagement
Stakeholder engagement involves building and sustaining relationships with all groups that are affected by or have an interest in an organization's activities. These may include citizens, businesses, employees, civil society organizations, and political actors. Effective stakeholder engagement is a key driver of program success and public trust in non-profit and public organizations.
Stakeholder engagement is more than information dissemination; it entails active listening, consultation, collaboration, and co-creation. Bryson (2018) explains that inclusive engagement ensures that diverse perspectives are considered, leading to more equitable and relevant service delivery. In a ministry like Commerce and Cooperative, engagement could involve town hall meetings, advisory councils, focus groups, and online platforms for feedback collection.
By integrating stakeholder engagement into its operations, a ministry can better align its services with the expectations of its constituents. For example, if local cooperatives feel that regulatory procedures are burdensome, a responsive ministry would use that feedback to streamline processes. Engagement also fosters legitimacy and trust, as stakeholders are more likely to support initiatives in which they have had a voice.
2.2.4 Service Delivery
Service delivery in the public sector involves the implementation of policies and programs in a way that meets the needs of the public efficiently and equitably. Service delivery is the interface between government and citizens and is often the most visible aspect of public administration.
Marketing improves service delivery by introducing a customer-centric perspective. This means designing services based on a clear understanding of what citizens need and how they experience those services. Osuagwu (2021) emphasizes that effective marketing in service delivery requires segmentation, customization, accessibility, and continuous improvement.
In ministries such as Commerce and Cooperative, this may include streamlining business registration processes, improving access to financial literacy programs, or providing timely updates on government initiatives. Marketing tools such as feedback forms, satisfaction surveys, and customer service hotlines are vital for measuring service quality and identifying areas for improvement.
2.2.5 Organizational Performance
In non-profit organizations, performance is assessed based on how well they fulfill their mission, rather than financial profitability. Key performance indicators may include citizen satisfaction, service accessibility, program outcomes, and resource efficiency.
Applying marketing principles contributes to performance by improving alignment between organizational goals and stakeholder expectations. When ministries understand their constituents' needs and tailor their services accordingly, performance metrics tend to improve. Performance can also be enhanced through better communication, increased participation, and innovation driven by market feedback.
Performance management systems that incorporate marketing data such as citizen surveys, demographic analytics, and program usage statistics provide evidence for decision-making and justify resource allocation. Ministries that are perceived as effective and citizen-focused are more likely to receive political and financial support.



2.2.6 Government Accountability
Accountability in the public sector refers to the obligation of public officials and institutions to explain and justify their actions and to be held responsible for outcomes. It is a cornerstone of good governance and democracy.
Marketing contributes to accountability by promoting transparency and responsiveness. Through strategic communication, ministries can explain their policies, share performance data, and solicit feedback. Adediran and Oluwatobi (2021) argue that when citizens are well-informed and have channels to express concerns or complaints, public institutions are more likely to perform effectively and ethically.
Social media, websites, newsletters, and public service announcements are tools through which ministries can communicate progress and challenges. Public participation in budgeting, planning, and monitoring processes is also a form of accountability marketing supports. When citizens see that their input leads to tangible changes, their trust in the institution increases.
2.3 Theoretical Review
2.3.1 Societal Marketing Theory
Societal Marketing Theory, developed as an evolution of the traditional marketing concept, posits that organizations should make marketing decisions by considering not only the needs of the target market but also the long-term interests of society. The theory integrates social welfare into marketing practices, promoting ethical, socially responsible, and sustainable business conduct.
In the context of non-profit and public sector organizations, this theory is particularly relevant. Ministries like Commerce and Cooperative exist to serve public interests, and their actions must reflect societal values such as equity, justice, and environmental responsibility. When ministries adopt societal marketing, they ensure that programs not only address immediate stakeholder needs but also contribute to long-term social and economic development.
For example, a cooperative empowerment program that trains women in rural areas should also consider cultural sensitivity, sustainability, and environmental impact. By aligning services with societal goals, ministries can achieve greater legitimacy and effectiveness. This approach reinforces the idea that public sector marketing is not just about promotion but about meaningful, value-driven service delivery.
2.3.2 Public Value Theory
Public Value Theory, developed by Mark Moore (1995), provides a framework for understanding how public institutions create value for citizens. According to the theory, public managers are stewards of public value and must balance the needs of citizens, operational capabilities, and the political environment.
Public value is created when government services lead to improved quality of life, enhanced trust in institutions, and increased public participation. Marketing helps public organizations identify what citizens value, understand changing expectations, and communicate organizational contributions to societal well-being.
This theory supports the use of marketing tools such as stakeholder analysis, performance measurement, and strategic communication to co-create value with the public. For example, the Ministry of Commerce and Cooperative can use surveys to understand what support small business owners need and then design policies that reflect these needs. The public value created goes beyond service provision it includes empowerment, fairness, and transparency.
2.4 Empirical Review
Akinpelu and Mohammed (2023). Conducted a comprehensive study on marketing orientation among public sector institutions in Southwestern Nigeria. Their research employed a mixed-method approach, surveying over 300 staff members in various ministries. The findings revealed a direct correlation between marketing orientation and organizational efficiency. Ministries that incorporated stakeholder feedback, used data-driven decision-making, and engaged in proactive communication recorded higher levels of public satisfaction and employee morale.
Notably, the study found that when public institutions implemented a marketing strategy defining clear target audiences, tailoring services, and engaging through multiple channels there was a measurable increase in service uptake and program success rates. The research concluded that marketing orientation is not just beneficial but essential for effective governance in resource-constrained environments.
Olatunji (2019). Study focused on the role of marketing communication in enhancing the success of cooperative programs in Kwara State. Using qualitative interviews and content analysis, the study assessed how engagement methods influenced participation levels in cooperative development initiatives.
The results indicated that communication strategies incorporating local languages, community influencers, and culturally relevant messaging had a significant positive impact. Programs that were effectively marketed both in content and delivery saw higher levels of registration, participation, and overall satisfaction among stakeholders. The study also found that lack of marketing led to misinformation, low awareness, and program failure in several cases.
Olatunji concluded that integrating marketing communication into the planning and execution of public programs significantly improves outcomes. This empirical insight underscores the need for ministries, particularly those involved in economic empowerment and cooperative development, to prioritize marketing in their strategy design.





CHAPTER THREE
RESEARCH METHODOLOGY
3.0 Introduction
This chapter outlines the methodology used in conducting the study on the significance of the marketing concept to non-profit oriented organizations, with a specific focus on the Ministry of Commerce and Cooperative, Kwara State. The methodology covers the research design, population of the study, sample size and sampling technique, data collection methods, data analysis procedures, and a description of the research instruments. The purpose is to ensure a systematic and rigorous approach to investigating the objectives, research questions, and hypotheses stated in Chapter One.
3.1 Research Design
The study adopts a descriptive survey research design. This design is appropriate because it enables the researcher to collect data that reflects the perceptions, opinions, and behaviors of a population concerning the application of marketing concepts in a non-profit setting. Descriptive surveys help in understanding patterns, relationships, and general trends among variables without manipulating any part of the environment. The choice of this design supports the collection of both quantitative and qualitative data, allowing for triangulation and comprehensive analysis.
3.2 Population of the Study
The population of this study includes all administrative and program staff of the Ministry of Commerce and Cooperative, Kwara State, as well as selected stakeholders including cooperative members, local entrepreneurs, and beneficiaries of the ministry’s initiatives. The total estimated population is 500 individuals comprising 200 ministry staff and 300 external stakeholders.
3.3 Sample Size and Sampling Technique
A sample size of 150 respondents was selected for this study. The sample was drawn using stratified random sampling to ensure fair representation from both ministry staff and stakeholders. The population was stratified into two groups: ministry staff (60 respondents) and stakeholders (90 respondents). Random sampling within each stratum ensured that each member had an equal chance of being included in the sample. The sample size was determined using the Taro Yamane formula for known populations to ensure statistical significance.
3.4 Methods of Data Collection
Data were collected through two primary methods:
Questionnaires: A structured questionnaire was distributed to both groups of respondents. It consisted of closed-ended questions using a five-point Likert scale and open-ended items to capture deeper insights. The questionnaire was divided into three sections: demographic information, awareness and understanding of marketing concepts, and perceived impact of marketing on the ministry's performance.
Interviews: Semi-structured interviews were conducted with 10 key informants including senior ministry officials and heads of cooperative societies. This qualitative approach provided richer contextual understanding and supplemented the data obtained through the questionnaires.
3.5 Methods of Data Analysis
Data analysis was conducted using both quantitative and qualitative techniques. The quantitative data from the questionnaires were analyzed using descriptive statistics such as frequencies, percentages, and means to summarize responses. Inferential statistics, particularly the Chi-square test, were used to test the hypotheses and determine significant relationships between variables.
The qualitative data obtained from interviews were analyzed using thematic content analysis. This involved coding responses, identifying recurring themes, and interpreting their implications in line with the research objectives.
3.6 Description of Research Instrument
The research instrument was a well-structured questionnaire divided into three major sections:
Section A: Demographics – This captured background information such as age, gender, education, job role, and years of experience.
Section B: Marketing Concept Awareness – This assessed respondents’ familiarity with marketing principles and their relevance to non-profit organizations.
Section C: Perceived Impact and Application – This section measured the application of marketing practices in the ministry, stakeholder engagement strategies, service satisfaction, and public communication effectiveness.
The instrument was reviewed by academic experts in public administration and marketing for content validity. A pilot test was conducted on 20 respondents to assess reliability, and necessary modifications were made based on feedback before the final administration.








	




CHAPTER FOUR
DATA PRESENTATION AND ANALYSIS
4.1 Preamble
This chapter presents the data collected from the respondents and provides analysis in line with the study’s objectives and hypotheses. The data presentation is structured to include the response rate, demographic characteristics of respondents, analysis of the research questions, hypothesis testing, and discussion of findings.
4.2 Response Rate
Out of the 150 questionnaires distributed, 140 were duly completed and returned, yielding a response rate of 93.3%. This high response rate was adequate for statistical analysis and provided a reliable representation of the population.
4.3 Demographic Characteristics of Respondents
The demographic profile of respondents was analyzed based on gender, age, educational qualification, job role, and years of experience. The analysis revealed a balanced distribution across gender lines and diverse professional backgrounds. The majority of respondents held tertiary education qualifications, and most had between 3 to 10 years of experience in their respective roles, ensuring informed and credible responses.
Table 4.3.1: Demographic Characteristics of Respondents
	Variable
	Category
	Frequency
	Percentage (%)

	Gender
	Male
	76
	54.3

	
	Female
	64
	45.7

	Age
	18–25
	30
	21.4

	
	26–35
	48
	34.3

	
	36–45
	38
	27.1

	
	46 and above
	24
	17.1

	Education
	Secondary
	18
	12.9

	
	Tertiary
	122
	87.1

	Job Role
	Ministry Staff
	60
	42.9

	
	Stakeholders
	80
	57.1

	Years of Experience
	Less than 3 years
	25
	17.9

	
	3–10 years
	85
	60.7

	
	More than 10 years
	30
	21.4


The demographic profile of respondents was analyzed based on gender, age, educational qualification, job role, and years of experience. The analysis revealed a balanced distribution across gender lines and diverse professional backgrounds. The majority of respondents held tertiary education qualifications, and most had between 3 to 10 years of experience in their respective roles, ensuring informed and credible responses.
4.4 Analysis of Research Questions
Research Question 1: How well is the marketing concept understood within the Ministry of Commerce and Cooperative?
Table 4.4.1: Understanding of Marketing Concept
	Level of Understanding
	Frequency
	Percentage (%)

	High
	35
	25.0

	Moderate
	74
	53.0

	Low
	31
	22.0


Research Question 2: What is the impact of applying marketing strategies on the ministry’s service delivery?
Table 4.4.2: Perceived Impact on Service Delivery
	Impact Description
	Frequency
	Percentage (%)

	Highly Positive
	44
	31.4

	Moderately Positive
	57
	40.7

	Slightly Positive
	30
	21.4

	No Significant Impact
	9
	6.5


Research Question 3: What are the challenges in adopting the marketing concept in a non-profit public organization?
Table 4.4.3: Challenges in Marketing Adoption
	Challenge Identified
	Frequency
	Percentage (%)

	Limited Funding
	91
	65.0

	Lack of Marketing Expertise
	81
	58.0

	Bureaucratic Resistance
	56
	40.0

	Inadequate Stakeholder Data
	49
	35.0


Research Question 4: How does stakeholder feedback influence marketing decisions in the ministry?
Table 4.4.4: Influence of Stakeholder Feedback
	Feedback Utilization
	Frequency
	Percentage (%)

	Regularly Used for Adjustments
	60
	42.9

	Occasionally Used
	54
	38.6

	Rarely Used
	18
	12.9

	Not Used
	8
	5.6


Research Question 5: What are the key benefits of a marketing-oriented approach in non-profit organizations?
Table 4.4.5: Benefits of Marketing-Oriented Approach
	Benefit Identified
	Frequency
	Percentage (%)

	Enhanced Stakeholder Engagement
	98
	70.0

	Increased Public Trust
	90
	64.3

	Better Resource Allocation
	83
	59.3

	Improved Organizational Image
	77
	55.0


Research Question 1: How well is the marketing concept understood within the Ministry of Commerce and Cooperative?
Analysis showed that 78% of ministry staff reported a basic to high level of understanding of the marketing concept. However, 22% indicated limited or no understanding, suggesting room for capacity-building initiatives.
Research Question 2: What is the impact of applying marketing strategies on the ministry’s service delivery?
72% of respondents agreed that marketing strategies positively influenced service quality, stakeholder satisfaction, and program reach. Improved feedback mechanisms and increased awareness campaigns were identified as significant outcomes.
Research Question 3: What are the challenges in adopting the marketing concept in a non-profit public organization?
Key challenges identified included limited funding (65%), lack of marketing expertise (58%), bureaucratic resistance (40%), and inadequate stakeholder data (35%).
Research Question 4: How does stakeholder feedback influence marketing decisions in the ministry?
81% of respondents acknowledged that stakeholder feedback influenced program adjustments and communication strategies. Feedback was primarily collected via town halls, surveys, and suggestion boxes.
Research Question 5: What are the key benefits of a marketing-oriented approach in non-profit organizations?
Respondents cited enhanced stakeholder engagement (70%), increased public trust (64%), better resource allocation (59%), and improved organizational image (55%) as the most significant benefits.
4.5 Hypothesis Testing
Hypothesis 1: There is no significant relationship between the adoption of marketing concepts and improved service delivery in the ministry.
Chi-square analysis yielded a p-value of 0.002, which is less than 0.05. Therefore, the null hypothesis is rejected, confirming a significant relationship.
Hypothesis 2: Marketing orientation does not significantly enhance stakeholder satisfaction in the Ministry of Commerce and Cooperative.
Chi-square result showed a p-value of 0.013, indicating a statistically significant relationship. Hence, the null hypothesis is rejected.
Hypothesis 3: The absence of marketing tools has no effect on the effectiveness of programs initiated by the ministry.
The test result revealed a p-value of 0.007, also below the threshold of 0.05, leading to the rejection of the null hypothesis.
4.6 Discussion of Findings
The analysis confirmed that marketing concepts are moderately understood and increasingly applied in the Ministry of Commerce and Cooperative. These practices have led to measurable improvements in service delivery and stakeholder relations. However, significant barriers such as funding limitations and lack of trained personnel persist.
The findings align with previous studies (Akinpelu & Mohammed, 2023; Olatunji, 2019), which emphasize the value of marketing orientation in enhancing public sector performance. The evidence supports the adoption of more structured marketing frameworks within non-profit organizations to improve outcomes and accountability.


CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.0 Introduction
This chapter presents a summary of the major findings from the study, draws conclusions based on the analysis, and offers recommendations for improving the adoption and application of marketing concepts in non-profit organizations, particularly within the Ministry of Commerce and Cooperative, Kwara State. The chapter also highlights contributions to knowledge and suggests areas for future research.
5.1 Summary of Findings
The primary objective of the study was to assess the significance of the marketing concept to non-profit oriented organizations using the Ministry of Commerce and Cooperative, Kwara State, as a case study. Based on the data collected and analyzed, the study arrived at the following key findings:
· A substantial number of ministry staff (78%) have at least a basic understanding of the marketing concept, although gaps remain that require capacity building.
· Marketing strategies have positively impacted service delivery by increasing stakeholder satisfaction, program reach, and awareness.
· Key barriers to the effective application of marketing concepts include limited funding, lack of expertise, bureaucratic resistance, and insufficient stakeholder data.
· Stakeholder feedback plays a crucial role in informing marketing decisions and service improvements.
· The adoption of a marketing-oriented approach has led to notable benefits such as enhanced stakeholder engagement, improved public trust, better resource allocation, and a stronger organizational image.
Statistical analysis confirmed significant relationships between the adoption of marketing concepts and improved service delivery, stakeholder satisfaction, and program effectiveness.
5.2 Conclusion
The study concludes that the marketing concept is not only relevant but essential to the effective functioning of non-profit public organizations in Nigeria. The Ministry of Commerce and Cooperative, Kwara State, has demonstrated that marketing-oriented practices such as stakeholder engagement, program customization, and strategic communication can significantly enhance public service outcomes.
While the ministry has made strides in adopting marketing principles, structural and operational challenges hinder full implementation. Overcoming these barriers requires intentional policy shifts, training, and resource investment. The results affirm that marketing is not exclusive to profit-making enterprises but is a strategic management tool that fosters accountability, transparency, and responsiveness in the public sector.
5.3 Recommendations
Based on the findings of the study, the following recommendations are proposed:
i. Capacity Building: The ministry should organize regular workshops and training for staff to deepen understanding and application of marketing concepts.
ii. Dedicated Marketing Unit: Establish a marketing or public relations unit within the ministry responsible for stakeholder communication, program promotion, and feedback management.
iii. Stakeholder Mapping and Segmentation: Implement a system to categorize and prioritize stakeholders based on needs and influence, allowing for targeted program design and messaging.
iv. Utilization of Technology: Leverage digital platforms such as websites and social media to increase reach and collect real-time feedback from stakeholders.
v. Policy Reforms: Advocate for policy reforms that institutionalize marketing practices in public service delivery, including budgetary provisions and performance indicators related to citizen engagement.
vi. Monitoring and Evaluation: Integrate marketing metrics into the ministry’s performance evaluation framework to measure public satisfaction and the effectiveness of outreach efforts.
vii. Collaborations and Partnerships: Engage in partnerships with academic institutions and marketing professionals to develop data-driven communication strategies and market research.
viii. Continuous Feedback Loop: Establish structured mechanisms (e.g., feedback portals, public forums) to ensure that public input is consistently used to improve services.
By adopting these strategies, the Ministry of Commerce and Cooperative can become a model for other public institutions seeking to modernize service delivery and foster citizen-centered development.
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